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Since 2012, the number of marketing emails sent in France has been peaking
at 130 billion, which equates to around 8 emails per day and per internet
user1. This figure alone illustrates the marketing over-solicitation to which
customers, both private individuals and companies, are constantly subjected.
In this context, brands and distributors, in BtoB as in BtoC, are confronted by
two challenges:
- How can they make themselves heard in this cacophony of marketing
communications?
- How can Marketing Automation solutions help them develop a relationship
of trust between the company and its customers, and move away from a
marketing approach driven by solicitation towards one based on interaction?
MARKETING AUTOMATION: GRAND PROMISES
OF IMPROVING MARKETING AND COMMERCIAL
PERFORMANCE
The digital era has radically transformed the balance
of power between companies and their customers. The
wealth of information available on the web has enabled
customers to plan their purchases all on their own. It has
also allowed them to take the upper hand, by dictating
to companies both the choice of customer relationship
channels, and the speed of purchasing decisions.
To regain the initiative over these customers with their
opportunistic, and even fickle, behavior, Marketing
Departments have had to develop sophisticated customer
relationship strategies. These strategies have led them to
adopt Marketing Automation solutions.
Marketing Automation can be defined as covering all setups or techniques that automate the sending of multichannel marketing campaign communications. Whether
such campaigns are part of initiatives to target prospects,
or of others designed to gain the loyalty of existing
customers, they are pre-defined by scenarios tailored
to each target, and they feed into the entire customer
journey. The benefits flowing from these campaigns are
reflected in increased lead generation and revenue gains,
both from capturing new customers and generating upand cross-selling.
The end of carpet bombing:
"email canon" that use to fire left, right, and center
now carries out surgical strikes.
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Marketing Automation makes it possible notably:
• To improve the effectiveness of the inbound
marketing strategy and increase lead generation and
qualification,
• To become more responsive and agile in meeting
the needs of the target audience,
• To improve the relationship with Customer Services
by checking, after the event, whether customer
complaints have been duly addressed,
• To establish a more highly personalized customer
relationship,
• To ensure real multi-channel consistency.
So, contrary to what too many companies still think, the
ultimate purpose of Marketing Automation extends far
beyond the challenges of customer prospecting. It can,
and should, be used throughout the customer life cycle:
from the moment when new customers are first signed
up, through to the point where the company seeks to
gain their loyalty, or, possibly, even beyond that, where it
tries to win back lost customers.
As an overall lever for improving the customer experience,
Marketing Automation solutions sit at the junction
between marketing and commercial strategies on the
one hand, and operational excellence on the other. They
affect all processes associated with customer relations,
from the front to the back office, within both centralized
and decentralized organizations.
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The enhanced commercial performance obtained
through such solutions must, however, be accompanied
by an increase in the marketing ROI, achieved through
more effective targeting and a more informed allocation
of budgets, thanks to the monitoring and analysis of
campaign results: with Marketing Automation, the
"email canon" that used to fire left, right, and center
now carries out surgical strikes.
MARKETING
AUTOMATION
PROJECTS:
"THEORETICAL" INTENTIONS THAT COME
AGAINST THE REALITY ON THE GROUND

BIG
UP

Today, more than 9 large companies out of 10 are
equipped with a Marketing Automation tool chosen from
nearly 215 solutions proposed by the various editors.
These tools therefore seem to be a success, and each
company can equip itself with the one best suited to it.
However, according to recent studies and accounts,
70% of users of Marketing Automation tools are either
dissatisfied, or only partially satisfied, with them2.
This sorry state of affairs raises the following
questions: do the solutions proposed by editors meet
the expectations of Marketing Departments? Are
companies doing enough to "prepare the ground" for
the implementation of these tools? For although there is
disappointment with the ROI on Marketing Automation
projects (assuming that the ROI is being correctly
measured), is this not, perhaps, due to companies
having been too quick to treat marketing automation
as the miracle remedy for malfunctions they could not
put down to their campaign management tool? By way
of an example, the absence of quality data, or a lack
of confidence, causes many companies to persist in
systematically scattering their marketing communications
across too broad a spectrum of prospects, or even
across all the prospects in their database, without using
the targeting capabilities offered by their solution. The
sure result of this approach is that a large portion of the
addressees will be sent messages which are not relevant
to them.
The inadequate performance of marketing campaigns
thus stems from various root causes not directly linked to
the Marketing Automation tool. Among the main causes
identified are:
• The absence of consistency between commercial
strategy and marketing strategy
reflected in
business objectives that are either vague or absent
during the preparation of the marketing plan,
• An overestimate of the quality of data (which are
actually insufficient, heterogenous, in silos…) which
makes them difficult to utilize,
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• A choice of Marketing Automation tool that is
inappropriate with regard to business objectives and
the application environment,
• Organizational shortcomings, linked to the fact
that there is no specialized team, grouped within
a single structure, applying a cross-functional
Marketing/Commercial vision, and supported by
General Management,
• The illusion that the "machine is going to replace
the human", since, in reality, Marketing Automation
remains very time-consuming, and requires human
input on a recurring basis to design and configure it,
• An insufficient mastering of tools by the users,
leading to the under-utilization of functionalities made
available to them,
• The lack of legal and regulatory clarity, in
particular with the prospect of the new regulations on
the protection of personal data due to come into force
by May 2018, which reinforce rules regarding consent
and impose transparency towards the customer. The
uncertainty over what will, and will not, constitute
permissible conduct risks restraining initiatives by
Marketing Departments, and thus their ability to fully
utilize these tools,
• And finally, too optimistic an assessment of the
ROI at the project scoping phase, in part, in order to
justify the investments made.
HOW CAN MARKETING AUTOMATION BE TURNED
INTO A CRUCIAL AND EFFECTIVE TOOL IN
RELATIONSHIP MARKETING STRATEGY? THE 5 STAGES
TO BE FOLLOWED
It is thus in the initial stages, before the tools themselves
are actually used, that the future performance and
success of Marketing Automation solutions is decided.
Consequently, it is important to ensure that the
implementation stages essential to the project's success
are carefully followed.
1. Clarify and detail the business uses and objectives
Relationship marketing must serve the customer
experience. As there are multiple profiles of customer,
the specifications of the future solution must notably
incorporate:
• Sufficiently sophisticated use scenarios, by relying
on…
• ... Personas that are sufficient in number to make the
uses and objectives, linked to the various segments or
customer profiles, concrete (this being something that
is rarely taken into account in B2B marketing)
• … The implementation of a customer experience that
is ATAWAD3
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2. Be aware of your initial level of Marketing and Data
maturity

3. Base the project on the "core" principles of Data
governance

If the foundations are weak, the house falls down!
Marketing Automation feeds off customer/prospect
insight available in the company at any given moment.
The level of performance and effectiveness that one can
hope to achieve with Marketing Automation will depend
on the degree of maturity of the set-up in place, and that
set-up results from the combination of two aspects:

Data are the fuel for Marketing Automation: they offer the
key to understanding customer "insights" and behaviors
by providing the context (geolocation, life moment…)
and elements for monitoring performance. These data
must be organized and managed within models whose
structure reflects the challenges of homogenizing and
developing the omni-channel customer experience.

• Data
management
(models,
repositories,
architecture, single/360° customer vision), quality
management, and governance,
• The implementation of the customer/prospect
strategy (CRM and methods for using customer
relationship channels).

In this way, the Data management and governance
plan will facilitate and guide the choices of architecture
for the application ecosystem into which the Marketing
Automation tool will fit.

Maturity of the customer experience
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journey
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behaviors
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Micro targeting

5. Constantly make the solution grow
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360°
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In the course of this stage, the company must assess
its level of maturity based on its marketing strategy,
ecosystem of data (First, Second, and Third Party), and
existing technologies and processes.
The Marketing Automation tool is to the customer
relationship what the engine is to a car. You can not
propel a racing car with a moped engine (or vice versa).
This scoping stage of the project thus enables the
company to choose the tool that is on the most suitable
scale, and is the most appropriate, for its goals and
implementation capability. This allows the company to
determine the optimal level of investment and a suitable
method of implementation for the project.
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Since it makes the company have to rethink its
interactions with customers and prospects throughout
the life cycle, the implementation of a Marketing
Automation solution results in considerable changes
to the company, right down to its culture.
For this reason, the implementation must be treated as
a company project, sponsored by General Management.
The multi-disciplinary team that leads this project will
notably have the task, right from the scoping phase, of
coordinating the change management, so as to ensure
an optimum level of take-up by users.

Prediction
algorithms
Modelling
Data optimization

Cross-channel
customer
journey

4. Work in project mode and manage change

The maturity matrix illustrated here highlights the
trajectory for achieving the aims of "enchanting" the
customer experience. It is punctuated by stages at which
the Marketing Automation tools will have to develop in
parallel with the company's level of maturity.
More broadly, the entire relationship marketing set-up
will need to be agile, so as to incorporate developments
in the ecosystem, marketing practices, and regulatory
constraints.
TOWARDS "SMART MARKETING AUTOMATION"?
Within the space of a few years, the challenge of
relationship marketing has moved from targeting
the right customers and prospects, to establishing a
regular dialogue that is placed within a context (that
of key moments for the targets), and also personalized
according to the profiles and behaviors of the targets.
From here on, the future is about "Smart Marketing
Automation", with the promise of Prescriptive Marketing
using personalized, self-evolving dialogue that will break
free from the shackles of pre-established scenarios,
however sophisticated they may have become. Smart
Marketing Automation will utilize emerging technologies
linked to Big Data, such as Artificial Intelligence (AI)
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and Machine Learning, and agents for integrating and
simplifying information, which will make it possible to go
beyond the limits intrinsic to current solutions. We are
already seeing the emergence of new start-ups proposing
technologies simplifying customer relations management
(Bontact, Dove…).
Increasingly, "third-party"-type data, that will come
notably from social networks and the Internet of Things
and be connected to AI tools, will be used to devise
"real-time marketing" strategies, with the relationship set-

up being constructed "on the fly": with real-time personas,
live automation of solution infrastructures…
However, to ensure that this "Holy Grail" of Marketing
does not remain within the realm of fiction, companies
will have to have followed the stages for developing their
operational set-up. Only by doing this will they have in
place the fundamentals of the omni-channel relationship
which, combined with the relevant Data, will provide the
structure for their Marketing Automation of tomorrow.
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