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You have one job: drive growth. 
It sounds simple, but never is. And given that the events of the last year have all but eliminated face-to-face 
interaction from both marketing and sales, we now have to be smarter and more agile in building and adapting 
our demand generation components. 

But there is good news: the shift to digital engagement that began a few years ago has picked up speed 
during the pandemic – and acceptance of that shift is very high. According to a recent McKinsey report, more 
than three-quarters of B2B buyers and sellers say they now prefer digital self-service and remote human 
engagement over face-to-face interactions. 

This accelerated adoption of online tools and the ease and convenience they bring has increased expectations 
for smooth and consistent customer experiences – from first awareness of a product to purchase and right 
through service. Companies need to double down on meeting those expectations while managing budgets that 
remain pandemic-constrained. That means every element of your marketing program should be re-evaluated 
and optimized to focus on meeting the new realities of prospect and customer (and competitor) behavior in 
this changed environment. 

What does that mean to the marketing professional who is charged with generating demand for products and 
services? Strategy and tactics may have changed, but the fundamentals haven’t. Your job is still focused on:

Marketing and sales are now digital-first –  
and by all appearances, likely will stay that way. 

Attract and close  
new business

Optimize revenues  
from current clients

Maximize the efficiency 
of your revenue 

acquisition spend

1 2 3

https://www.marsdenmarketing.com/
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And while you’ll need to continue to find new ways to 
connect with prospects and clients, the foundational 
elements of B2B demand generation also haven’t changed: 

• Collaborating effectively with sales 

• Targeting the right markets and buyers 

• Creating content that’s meaningful to your 
audiences – and spurs action 

• Distributing it via multiple channels (because not 
everyone reads anymore) 

• Using marketing technology that facilitates all of 
the above

At its core, demand generation means creating a “want” 
for your products and services and, in turn, developing the 
full-funnel initiatives to support that momentum. For many, 
this approach may offer a shift in perspective from lead 
generation to pipeline opportunities, from being volume-
driven to revenue-driven, and from getting the quickest 
results to getting the greatest results. 

This guide will help you take a closer look at the key drivers 
of demand generation to create a custom attack plan for 
your business. It can help you start a program from scratch 
or fine-tune existing efforts. Through this process, you can 
build awareness, drive demand, accelerate your pipeline, 
and optimize your clients’ lifetime value. 

Today, more than ever, B2B companies must strategically 
map out where, when, and how to maximize their marketing 
investments. Let’s get started! 

https://www.marsdenmarketing.com/
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are 67 percent better at closing deals.
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1

Sales and Marketing: 
Collaborating to Win 

67%
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A tightly aligned sales and marketing team is one of the most important factors in demand generation success. 
But for many companies, that’s simply not reality. They see marketing’s job as highlighting the brand, running 
ads, and preparing for trade shows. Sales is responsible for contacting prospects and closing deals. But not 
anymore – at least, if you’re interested in the health of your organization. 

These days, prospects are using all kinds of digital channels to learn about and compare products and services 
when making a purchasing decision. Marketing plays a much larger role in helping sales focus on the best 
prospects and getting the right information in front of them during the awareness and consideration stages 
of the sales process. And sales and marketing working together is key to closing more business. Just like in 
sports, to win, you need to play as a team. 

Sales and Marketing: Collaborating to Win 

Marketing plays a much larger 
role in helping sales focus on 
the best prospects and getting 
the right information in front of 
them during the awareness and 
consideration stages. 

https://www.marsdenmarketing.com/
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What Makes a Great Sales  
and Marketing Collaboration? 

Communication and transparency. 

An open and regular line of communication between 
the sales and marketing teams is a must. A culture 
of communication creates a healthy environment to 
discuss, refine, and agree on your top prospects and 
how to market to them to grow sales and revenue. It 
also means being able to hold frank conversations 
about what isn’t going so well and how to course-correct 
when necessary. Finally, it means agreement on how to 
report on the activities and key performance indicators 
(KPIs) important to the goals of the two teams. 

Agreement on who you’re marketing  
and selling to. 

Together, sales and marketing need to define and agree 
on target markets and accounts, decision-makers, 
buyer personas, pain points, and intent indicators. This 
focused approach ensures that marketing and sales 
are going after the same accounts instead of diluting 
their efforts by chasing disparate segments. While 
marketing can do great research, sales knows what’s 
happening on the front lines; together they create a 
complete picture. This will help marketing create 
stronger lead generation programs, including the right 
kind of content, and qualify leads more effectively. 

• A word on buyer personas: they are representations 
of your ideal customers and their characteristics 
based on research. They help you focus on and 
attract the right prospects to your business – those 
who are more likely to purchase and stay with the 
organization over time. They are critical to sales 
and marketing collaboration, content creation, 
product development, and sales follow-up – in 
essence, anything related to customer acquisition 
and retention.

While marketing can do great 
research, sales knows what’s 
happening on the front lines.

https://www.marsdenmarketing.com/
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Marketing has its metrics (campaigns created, 
website traffic, asset downloads) and sales has 
its own, too (deals closed, revenue). Each also can 
track conversion rates from one phase of marketing 
and sales to the next down through the pipeline. But 
agreement on shared processes for lead handling 
and metrics that indicate success is one of the most 
important elements of an effective collaboration. 
It brings clarity and accountability to the critical 
intersection between the two teams and their 
responsibilities. 

Defining a service level agreement (SLA) between 
sales and marketing is a first step. An SLA lays out 
objectives the teams commit to, such as the number 
of qualified leads or amount of revenue from 
potential sales that marketing will generate and the 
sales activities that will follow. Both marketing and 
sales use the SLA to support each other based on 
concrete, numerical goals. Companies that develop 
SLAs meet with greater marketing success; 65% 
of marketers whose organizations employ one see 
higher ROI from their inbound marketing efforts, 
HubSpot reports. 

Another step is determining how to score leads 
and apply those scores in marketing and sales 
efforts. Lead scoring is a methodology for ranking 
leads to determine their sales readiness. Leads are 
evaluated based on a number of criteria that focus 
on a prospect’s interest, place in the buying cycle, 

and fit with the business. Companies can score 
leads in a number of ways but assigning points to 
criteria is one of the most popular. 

Lead scoring helps companies figure out whether 
prospects need to be fast-tracked to sales or 
nurtured by marketing. Marketing and sales can 
improve their efficiency and productivity based on 
their shared understanding of the status of leads. 

The key to effective lead scoring is discussion 
between both groups about what is important to 
measure and how to measure it. Which brings 
us right back to the first point above: constant 
communication between marketing and sales 
is critical. Reporting on and discussing results 
and adjusting when necessary is the only way to 
continuously improve the quality of leads generated 

– and sales closed. 

Resources to explore: 

HubSpot offers an SLA template that walks you through the process of creating and 
reporting on metrics and planning marketing and sales initiatives, communications 
between the teams, and reporting. It also offers a similar buyer persona template.

Agreement on processes for lead handling between the two teams. 

https://www.marsdenmarketing.com/
https://offers.hubspot.com/sla-template?hubs_post-cta=anchor&hsCtaTracking=19136d05-aa09-4825-be38-f29070611094%7C25dd7565-e543-4936-8f88-d5d9a89870d0
https://blog.hubspot.com/marketing/buyer-persona-research
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What to Do Next

What to Do Now

Agree on your target markets/accounts and the 
decision-makers you want to reach. 

Agree on the characteristics that make up an ideal 
marketing-qualified lead that is ready to turn over 
to sales. Determine the factors and lead scoring 
process to generate leads on the marketing side and 
to know when to send them to sales.

Discuss campaign messaging and content. Start by 
examining how you can repackage existing material 
with minor updates and personalization directed at 
your target markets and buyers. 

Determine the channels you will use for reaching out 
to your targets. 

Establish service-level agreements and other KPIs 
and develop a report format. Remember, metrics 
need to connect to business goals. Retweets, clicks, 
conversions, and calls are great, but if you can’t tie 
them to growth, they simply aren’t impactful. 

Set a meeting cadence with key players to discuss 
ongoing efforts and report results. 

Set the budget for your sales and marketing efforts. 

Develop or refine your buyer personas and complete 
any gaps in your marketing planning. Adjust your 
marketing outreach if necessary. For example, how 
customer-centric are your efforts at this point, and 
do you need to change them? Do you understand the 
entire buyer’s journey, from anonymous prospect to 
delighted client?

Determine which departments beyond marketing 
and sales need to have a voice in your initiatives 
and support. 

Review your marketing technology and determine 
any gaps you need to fill for effective execution (for 
more on your MarTech stack, see sections 2 and 5). 

Refine your metrics, reporting, and meeting cadence 
as needed. 

Examine your review/revision process and adjust 
if necessary. Are there people who have not been 
involved to date who would be helpful to include? 

https://www.marsdenmarketing.com/
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deep understanding of their needs.  
Fifty-one percent said they won’t engage 

if the content isn’t relevant. 
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Creating Strong Connections

Engaging the right people with the right messages at the right time helps you make stronger connections 
with prospects, who then are more likely to become customers. Consider these statistics from MailChimp on 
segmented versus non-segmented campaigns: 

14.31% 
higher  

open rate

100.95% 
higher  

click rate

9.37% 
lower  

unsubscribes

Getting Personal

When was the last time you were infuriated by unwanted contact from a marketer or business development 
rep? Last week? Yesterday? This morning? 

The odds are pretty good that you get emails and phone calls every day with offers you aren’t the least bit 
interested in. Get too many that waste your time, and you’ll never want to open emails or answer calls from 
those companies again. 

Why does this happen? Because marketers are doing a bad job of segmenting, targeting, and personalizing 
their demand generation programs. But with some effort and the right tools, it’s a problem you can easily avoid.

While those stats focus on email, the principle holds true across all channels and applies to all organizations. 
A company of any size that wants to generate demand and increase sales must take segmentation, targeting, 
and personalization into account. Even startups and small B2B companies should do so if they want to 
outperform their competition.

https://www.marsdenmarketing.com/


B2B Demand Generation 2021  |  12MarsdenMarketing.com

Segmentation, Targeting, and Personalization Defined 

Segmentation 

 
Focused at the account level. 
Segmentation means finding 
common, yet broad or high-level 
traits among prospects and 
addressing needs and pain points 
they share.

Targeting 

 
Focused on the buying group 
for an account. In today’s 
environment, buying processes 
seldom feature just one decision-
maker. Most B2B sales involve 
a group that might include 
representatives of finance, IT, 
procurement, and the end user. 
Effective targeting means you’re 
able to speak to the needs this 
group is trying to fill. 

Personalization 

Setting up demand generation programs is a strategic exercise. Thanks largely to the internet, today’s 
prospects come into the sales cycle more educated than ever. You don’t want to frustrate them (or turn 
them off completely) by misinterpreting their desire for information or contact. Understanding segmentation, 
targeting, and personalization will help you bucket data into the right groups, know where prospects are in the 
buyer’s journey, and address them on their terms. 

Understanding segmentation, targeting, and personalization  
will help you bucket data into the right groups.

Tailors your outreach and 
content so it speaks directly to 
each prospective account and 
individual. For example, you can 
personalize existing pieces of 
content to specifically mention 
a prospect’s company, even 
including their logo and branding 
in the visuals. 

https://www.marsdenmarketing.com/


B2B Demand Generation 2021  |  13MarsdenMarketing.com

Marketing Automation Plays a Key Role 

At the very beginning of your marketing efforts, you might be able to get away with an Excel database to 
track customers, prospects, and marketing campaigns. But if you want to grow, you’ll need to graduate to a 
marketing automation platform. How do you know it’s time for marketing automation? When you’re collecting 
at least some prospect data, publishing good content, generating organic leads, and you want to scale your 
efforts for greater growth. 

Marketing automation is the engine that allows you to target prospects with appropriate content when they’re 
ready for it. It’s essential for building lists, creating nurture streams, scaling personalization, and tracking 
engagement across marketing efforts. 

Unsurprisingly, marketing automation relies on good data – the key to executing workflows that dial into the 
prospect and nurture them through their journey. It’s rarely as simple as organizing lists by title or location, 
but an exercise in understanding how to use data sets to serve up relevant information that will accelerate 
prospects through the pipeline. 

Resources to explore: 

With more than 7,000 marketing automation options available today, it might be hard to 
know where to get started. The blog, “Choosing the Right B2B Marketing Automation 
Platform” offers pros and cons to consider about four of the most popular marketing 
automation platforms. The final section of this demand generation guide discusses 
how marketing automation fits into the entire collection of marketing technology (the 
MarTech stack) in an organization. 

https://www.marsdenmarketing.com/
https://www.marsdenmarketing.com/blog/choosing-right-b2b-marketing-automation-platform
https://www.marsdenmarketing.com/blog/choosing-right-b2b-marketing-automation-platform
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It’s time to get smarter about which businesses are your ideal customers and what that means in terms 
of better database segmentation, targeting, and campaign personalization. Don’t overlook this process for 
current customers. Marketing tends to focus heavily on “net new” clients, but revenue growth from current 
clients often comes at a lower cost of acquisition. Start at the top level by reviewing your prospect and 
customer data and using it to segment, target, and personalize your marketing efforts. The following are 
examples of useful data; there are many more to consider.

Demographic

• Title

• Influencer/decision maker

• Gender and age

Organization

• Industry

• Locations

• Number of employees

• Annual revenue

Actionable Insights

• Purchases

• Area(s) of interest

• Budget/calendar cycle

• Satisfaction level (NPS)

Engagement

• High

• Low

• Changed

• Lifecycle status

Deal Stage

• Original source

• Qualified/unqualified

• Opportunity stage

• Interactions

Content Interactions

• Content format types

• Abandonment  
(form, shopping cart)

• Support needs

Further review the data you’re collecting and its integrity and develop a system to keep it up-to-date and 
accurate. Maintaining a clean database is key to good segmentation, targeting, and personalization.

Revisit your marketing planning and buyer personas and make sure you understand prospect needs and pain 
points. Map out how and when to address them in the content you create.

Evaluate/optimize your technology to ensure that it can support automated lead acquisition campaigns, 
ongoing customer nurture, and analytics.

What to Do Now

What to Do Next

https://www.marsdenmarketing.com/
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Content that Converts 
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Filling the Funnel: Content that Converts 

Successful marketing is no longer product- or service-centric – it is customer-centric. One critical shift 
that speaks to that change is the reliance on content marketing to inform, educate, entertain, and nurture 
customers through the buyer journey. 

Content is everywhere – a barrage of information in varying degrees of accuracy and usefulness on every 
topic imaginable. The challenge for the buyer isn’t finding information on a particular subject; it is discovering 
trustworthy, useful, and relevant information on that subject. For marketers, the challenge is finding ways 
to get noticed, stand out, and be recognized as an expert source to address a particular need or pain point. 
B2B buyers want to be educated, not sold, and content must be engaging and intentional to generate interest, 
opportunities, and ultimately the sales and revenue you’re working so hard to generate. 

Since different people learn in different ways, it’s also a marketer’s job to deliver content in different formats 
and at varying levels of detail and complexity. As buyers get more savvy, your conversations with them need 
to advance as well. 

It’s a new world, and when it comes to demand generation, content is . . . well, you know the phrase. 

Getting Your Content Plan Together 

B2B doesn’t mean we need to be B2Boring. Our group 
of buyers is made up of individuals – people who are 
in different stages of the buyer’s journey with their own 
preferences about how and where they want to receive 
information. A healthy mix of different content formats, 
delivered in multiple ways, will help you engage and 
connect with more people and move them through your 
pipeline faster.

When developing content for demand generation, here’s 
a trick: use the journalist’s classic “5 Ws and 1 H” – with 
the order swapped around a bit – to help you create a plan.

https://www.marsdenmarketing.com/
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Who do you want to reach? 

For B2B organizations with complex sales cycles, 
you aren’t selling to just one person, you’re selling to 
a group of people. Different parts of the organization 
that have a stake in the decision are coming to the 
table with their unique points of view. Do you know 
who has a seat at the table? Do you understand 
the issues that influence how they’ll evaluate your 
solution?

What do you want to say to them? 

Your value propositions must be woven into every 
piece of content, as does your organization’s 
knowledge and expertise. The reader is less 
interested in what you do than they are in how your 
solution helps them. Focus on the “So What” of your 
offering -- from the viewpoint of the customer -- and 
then your content has the opportunity to connect. 

Why will they be interested in what you have to say? 

Too often, B2B organizations focus on what 
they want to communicate to people, not what 
their prospects want to hear about. Your content 
needs to provide value to them: address their pain 
points, solve their problems, offer helpful industry 
information or perspective. The overlap between 
the information they need and the information you 
want to share is where your content should live. 

Who?

What?

Why?

https://www.marsdenmarketing.com/
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How are you going to present it? 

Content has evolved to include everything from 
articles, blog posts, and ebooks to video, podcasts, 
presentations, webinars, infographics, social 
posts, gaming – and more. Different buyers digest 
information differently. Some may prefer to read an 
article, while others want to watch a video. So you 
need to offer a healthy mix of formats to connect 
with all of them.

In addition, you need to consider what types of 
content tell your story most effectively. Some subject 
matter might be highly visual and translate well to 
video. Other topics need more explication and do 
best in writing. Often, your subject matter will do well 
in multiple formats. 

Where do they want to see it? 

People not only have preferences for types of content; 
they also have places – channels – where they like 
to receive it. You can listen to podcasts on multiple 
players or via the web. Some like Facebook; others 
prefer Pinterest; still others are crazy for Instagram. 
Many want to peruse websites or read digital versions 
of publications. (We’ll talk more about channels in 
the next section of this guide.) 

When in the nurture or sales process do you deliver 
specific pieces of content? 

Mapping content and other touchpoints in the 
buyer’s journey is critical. If someone is in research 
mode and downloads a white paper from your 
website, that doesn’t mean he or she is ready for a 
conversation with sales. After you add contacts to 
your inbound marketing database, what additional 
content do you offer, and when do you offer it, 
to keep them engaged and moving toward an 
eventual purchase?

How?

Where?

When?

https://www.marsdenmarketing.com/
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Revising and Repurposing 

Content takes resources – time, money, expertise 
– to produce. You will always need to create some 
from scratch. But you can maximize your resources 
and content through repurposing – one of the 
sweetest words in marketing today. 

Repurposing simply means taking a piece of content 
– usually a long-form piece such as a white paper 
or eBook – segmenting it and using it in different 
formats. Take this guide you’re reading, for example. 
From this one piece could come several dozen more: 
multiple blog and social posts, infographics, one or 
more webinars and articles, a podcast topic. You 
also can take short pieces of content and turn them 
into longer ones: blog posts to eBook, for example.

Measuring Results 

Before you roll out content, decide how you’re going 
to measure engagement levels for results and ROI. 
Consider interactions, but follow those through 
to cost per lead, cost per qualified lead, and close. 
Measuring how content impacts your pipeline and 
close rates will show how it contributes to your 
organization’s success; it also will help you evaluate 
and adjust content that isn’t working or make 
additional use of content that is.

Measuring how content 
impacts your pipeline 
and close rates will show 
how it contributes to your 
organization’s success.

Resources to explore: 

HubSpot’s “How to Develop a Content Strategy: A Start-to-Finish Guide” will walk you 
through creating a content marketing plan. 

https://www.marsdenmarketing.com/
https://blog.hubspot.com/marketing/content-marketing-plan
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If you haven’t already done so, gather your content in one place so you know what you have to work with.

• Review your content for freshness, especially 
for outdated stats, trends, or language. You may 
need to retire some dated pieces.

• Identify gaps in useful subject matter and format 
type and opportunities to repurpose existing 
content.

Conduct a content audit – a catalog of your existing content by subject matter, type, buyer, and other 
parameters. To get started, download our Content Audit Worksheet. Use the audit to:

• What can you pull out to create quick, snackable 
content, such as social posts?

• Can you create a graphic from it?

• Can you break it up into shorter pieces?

• Can you combine it with other content to create a 
longer asset?

• Are there opportunities to make it more 
interactive?

• Would it lend itself to a different medium, such as 
a video or podcast?

Consider content to repurpose:

What to Do Next

What to Do Now

Now that you know the content you have available, the bigger problem is usually the content you don’t. With 
the planning you’ve completed, both marketing- and content-wise, and knowledge of upcoming priorities and 
campaigns, you should see what’s missing. To further develop your content marketing plan:

• Identify gaps in coverage by persona, pain point, 
buyer stage, and content type.

• Set priorities for filling those gaps.

• Identify resources and timelines for content 
creation.

• Set a budget for content development.

https://www.marsdenmarketing.com/
https://www.marsdenmarketing.com/content-audit-template
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Why Use Multiple Channels? 

Marketers need to publish content on multiple channels 
for one good reason: the strategy works. Research by 
Gartner found that marketing campaigns using four or 
more digital channels outperformed single- and dual-
channel campaigns by 300%. Because individuals have 
preferences for both the type of content they consume 
and where they consume it, engaging prospects in 
more than one location greatly improves your chance of 
conversion and revenue generation.

Connecting with prospects across multiple channels 
does mean you’ll need to address the battle of quantity 
versus quality. A targeted multichannel strategy focuses 
on attracting high-value prospects instead of trying to 
connect with a more general audience to flood the top 
of the funnel. 

Multichannel Marketing:  
When One Isn’t Anywhere Near Enough 

Targeted, engaging content is only as effective as the channels on which it’s distributed. While content is 
the engine that powers your demand generation program, channels are the roadways you use to deliver it to 
your prospects where they want to see it. The number of channels to choose from may seem overwhelming, 
but there is a method to understand and compare them that will help you figure out the right multichannel 
mix for your program. 

https://www.marsdenmarketing.com/
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Selecting the right channels for your buyers and synchronizing touch points across them to coincide with their 
buyer’s journey will transform your demand generation efforts. But so many possibilities exist today; how do 
you choose? The PESO model* will help. PESO stands for Paid, Earned, Shared, and Owned. It segments all 
the marketing channels at your disposal into discrete groups so you get a clear picture of what’s available, 
their pros and cons, and how they can work together.

Choosing the Right Touch Points 

Paid channels: you pay to participate (print and 
online publications that offer sponsored content 
and advertising, online advertising channels and 
platforms, content syndication).

Earned channels: you convince them to let you 
participate (business and trade publications, 
websites that accept contributed content, influencer 
properties such as websites and newsletters). 
Participation in these channels generally requires 
typical PR activities – demonstrating expertise 
and building relationships that result in interview or 
writing opportunities. 

Shared channels: you participate, but so do 
others (social media). You control your own social 
properties, but your followers are free to interact 
with your content, positively or negatively. 

Owned channels: no one can participate without 
your permission; you control the channel and content 
(your company website, email). 

There are other types of channels in each bucket, and overlap between them, too. For example, influencer 
attention can be entirely earned, or you can pay to engage influencers as advocates (particularly in the 
consumer world). 

All channels have their pros and cons in terms of authority, cost, reliability, scalability, speed, and potential 
contribution to the success of your demand generation program. When you’re putting together your plan 
and considering channels, do your research and determine the mix that best fits your goals, your brand, and 
your budget.

P E S O

*Created by digital marketing expert Gini Dietrich and published in Spin Sucks in 2014. The model has been widely adopted and expanded upon since.

Resources to explore: 

Gartner offers insight into multichannel marketing in its research guide, Developing an 
Effective Multichannel Marketing Strategy. HubSpot also addresses multichannel marketing 
in detail in their post, “How to Launch a Successful Multichannel Marketing Strategy.” 

https://www.marsdenmarketing.com/
https://www.amazon.com/dp/078974886X/ref=cm_sw_su_dp
https://www.gartner.com/en/marketing/insights/multichannel-marketing
https://www.gartner.com/en/marketing/insights/multichannel-marketing
https://blog.hubspot.com/marketing/what-is-multi-channel-marketing-faqs-ht
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Using multiple channels to get your message out may already be part of your strategy. The following can help 
you review your efforts or jumpstart a multichannel marketing approach.

Document each touch point with prospects.

Add each channel to your content map.

Examine your existing content across channels for 
messaging consistency. Prioritize clean-up where 
needed.

Evaluate the performance of each channel. If it’s 
underperforming, determine if the channel is a poor fit 
or you aren’t using it effectively. Revise or discontinue 
as appropriate.

Identify gaps and places where you can create a 
quick win. 

• Can you increase social efforts around an 
upcoming event?

• Would a retargeting PPC program drive more 
engagement after someone visits your pricing 
page?

• Can you tweak key website pages to improve your 
SEO results?

What to Do Next

What to Do Now

Truly integrated campaigns need automation and technology support to scale your efforts. Technology is the 
tool to help you execute campaigns, so start with your goals and work backwards from there. Then match the 
technology to your program.

Creating multiple touch points requires up-to-date knowledge of buyers, where they get their information, and 
the technologies and thought leaders in their space. Researching this foundation is not a one-time exercise; it 
should be reviewed and updated regularly.

An increasing number of touch points will increase the complexity of lead attribution. Understand how you’ll 
track your campaigns and where you’ll need UTMs (tracking information added to URLs so you know how 
prospects found you), what the system of record will be for pulling reporting, and the communication cycle 
for discussing results.

https://www.marsdenmarketing.com/
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An Optimized Stack 

Your MarTech stack is a specific combination of technologies that, when successfully integrated, will help 
marketing and sales better attract, convert, nurture, and retain customers.

Understanding your MarTech stack and developing a strategy for managing and adding platforms allows you 
to better align your technology budget with your organization’s goals. As you develop your unique stack, keep 
in mind how technologies work together to create an ecosystem that will drive revenue and growth.

Most organizations create a MarTech stack with the following core components: 

The MarTech Stack: Building for Growth

There is no denying the role of technology in today’s demand generation programs. Technology is essential 
for scalability, to automate campaign tactics, and to optimize and improve efficiencies of marketing programs 
through actionable reporting. However, all too often, technology is confused with strategy.

It’s not a strategy.

Technology is a tool that allows you to execute strategies. But it’s an important one and implementing the 
right MarTech stack will optimize your marketing processes, measure the impact of marketing activities, and 
drive more efficient spending. More to the point, it will help you build customer relationships across multiple 
channels, which ultimately can drive demand and contribute to revenue growth. But you need to make sure 
you’re using your technology to its full potential, so knowledge of your options and regular evaluation of new 
platforms is critical to success.

• Ad Delivery 

• Customer Relationship Management (CRM) System

• Content Management System (CMS)

• Conversion Rate Optimization

• Data Analytics 

• Marketing Automation

• Social Media Management

• Team Productivity/Project Management

https://www.marsdenmarketing.com/
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Don’t Let Your Stack Get Stale 

Marketing and sales professionals are now faced with 
the “MarTech 8000” – thousands of options for building 
out your stack. One recent estimate in the Marketing 
Technology Landscape (2020) report says that 120 
is the average number of marketing technologies at 
any given company. And the number of options is only 
expected to grow. 

The fact is, marketing technology, like all technology, is 
evolving quickly. Each year new solutions hit the market, 
offering more precise data, advanced techniques, and 
greater amplification. Your MarTech stack probably 
won’t be the same next year, or the year after that.

Your process should include examining new offerings 
and evaluating them against your current platforms 
and needs. Most experts recommend that about 15% 
of your MarTech spend be allocated to new tools each 
year. Evaluation becomes a key tactic in optimizing 
your stack.

Each year new solutions 
hit the market, offering 
more precise data, 
advanced techniques, and 
greater amplification.

Resources to explore: 

Read and download our MarTech stack template from our blog “How to Build a 
MarTech Stack.” MarTech Today published a case study of one company that had to 
rethink its MarTech stack during the pandemic. HubSpot offers tips on creating your 
stack in this post, “How to Build a Marketing Technology Stack That’ll Grow With You.”

https://www.marsdenmarketing.com/
https://www.progress.com/blogs/10-data-stats-your-martech-stack
https://www.progress.com/blogs/10-data-stats-your-martech-stack
https://www.marsdenmarketing.com/blog/5-questions-when-building-martech-stack
https://www.marsdenmarketing.com/blog/5-questions-when-building-martech-stack
https://martechtoday.com/how-to-build-a-martech-stack-for-this-era-and-whatever-comes-next-240825
https://blog.hubspot.com/marketing/how-to-build-a-marketing-stack
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If you’re doing any type of marketing and sales today, you’re already using technology. No matter how minimal 
or maximal your stack might be, review where it stands today and optimize what you already have.

• List all your current tools and their purposes.

• Map each tool to the stage of the buyer’s journey 
it impacts.

• Record the number of users.

• Note contract renewal dates.

• Make a few quick decisions about each 
platform:

 – Is it being used? What is the overall  
adoption rate?

 – Is it critical to achieving a specific tactic?

 – How entrenched in your organization is it?

 – Is there overlap with other technologies?

 – Is it producing the desired outcome?

What to Do Next

What to Do Now

Continuing to optimize your MarTech stack means 
evaluating internal goals, needs, and resources against 
a constantly evolving technology marketplace. Planning 
is essential for progress, as is helping others understand 
the reason for any changes you need to make.

You’ll be collecting a tremendous amount of data as 
you execute your programs. Your efforts are only as 
good as that data. Make sure that data integrity is a key 
component of your program.

Automation doesn’t mean set it and forget it. You still 
need to monitor and adjust automation tools to generate 
desired outcomes. 

People are more willing to adopt tools that make their 
lives easier. Even if they believe a solution will solve a 

problem or help them meet goals, it still can take some 
persuasion to get team members onboard. A successful 
technology implementation requires understanding and 
buy-in from everyone involved so that tools are used – 
and used properly.

Based on your technology audit, determine gaps in your 
MarTech stack and assign team members to research 
and test tools to fill those gaps. Prioritize additions 
based on your needs and budget and what will produce 
the biggest wins.

Establish a MarTech governance structure. This is a 
framework for the continued evaluation of your stack. 
A governance structure ensures that you are intentional 
about reviewing new solutions and eliminating unused 
ones. It also can support adoption of them.

For a quick win, eliminate any unused, underused, or overlapping technologies you can.

https://www.marsdenmarketing.com/


In Closing...
Creating a productive sales and marketing collaboration, targeting efforts 
effectively, leading with relevant content, taking a multi-channel approach, and 
optimizing your MarTech stack will help your organization reach its main goal: 
improving revenue acquisition rates. By understanding these key elements, 
you are better equipped to create a custom plan that can produce quick wins 
while revving up your demand generation engine for long-term success.
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About Marsden Marketing 

B2B companies seek out Marsden Marketing’s award-winning expertise as a full-service digital 
marketing agency that integrates marketing, PR, and sales enablement to accelerate clients’ 
growth. Servicing clients worldwide, Marsden is the leading Hubspot Platinum Partner based in 
Atlanta, Georgia. 

For more information, contact us at 678.369.0019  
or visit MarsdenMarketing.com.

@MarsdenMktg

www.linkedin.com/company/marsdenmarketing

www.marsdenmarketing.com

www.marsdenmarketing.com/blog
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