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A.

Navigating Customizations & Flexibility in
Marketo

m Scaling Globally, Customizing Locally

Marketo's flexibility to handle complex setups is demonstrated in large-scale
environments such as Booking.com, where the platform was configured to manage
marketing content in 46 languages across multiple CRMs.

John Grundy, who managed Marketo at Booking.com and Accenture, highlights how
the platform adapts to specific regional needs while still maintaining global
scalability.

“Marketo can be adapted to fit a variety of business

needs. At Booking.com, we managed content in 46 John Grundy

languages, and the platform’s flexibility allowed us to
configure it to meet local needs while scaling globally.”

Actionable Items

Configure Localized Campaigns: When operating in multiple regions, customize
Marketo to meet local language and CRM needs, similar to how Booking.com handled
content in multiple languages.
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Advanced Customization for Smart Campaigns &
Complex Attribution Models.

Robyn, an experienced Marketo user, highlighted how Marketo outperforms platforms like
HubSpot and ActiveCampaign when it comes to deep customization.

The platform allows for tailored smart campaigns, making it ideal for businesses with
complex attribution models and unique marketing workflows.

Addressing Data Challenges:

One of the main challenges with advanced customizations in Marketo is managing data.
Robyn notes that achieving directional accuracy in attribution is more important than
perfection. As long as the data guides decisions, it doesn’t need to be flawless.

“Marketo’s power and flexibility are what “Attribution data is never perfect, but
set it apart from other platforms. You can we aim for directional accuracy. As
customize smart campaigns and really long as the data guides decisions, it
tailor your programs, which makes it doesn’t need to be flawless.”
versatile for businesses with advanced

needs.”

Robyn Hatfield

Actionable Items

Focus on Custom Attribution Models: Use Marketo’s flexibility to build customized
attribution models that provide meaningful insights, even if the data is not 100% accurate.

Optimize Data Hygiene: Regularly audit and enrich data to maintain quality, especially
when working with advanced custom integrations, as Robyn does with ZoomlInfo and
RinglLead for deduplication.

b, WWW.Xgrid.co



Marketo Supports Growing Organizations by
Consolidating Multiple Instances into ‘Mega Instance’

John Grundy also illustrates Marketo’s scalability by referencing his work at Accenture,
where the team consolidated multiple instances of Marketo into a single “mega
instance”. This setup enables them to manage growing organizational complexity
while maintaining centralized control over marketing operations across multiple business
units.

“At Accenture, we’re consolidating multiple instances of

Marketo into a ‘mega instance,’ which allows us to handle
John Grundy

the growing complexity of different business units while
maintaining centralized control.”

Actionable Items

Consolidate Multiple Instances: [f your organization is managing multiple Marketo
instances, consider consolidating them into a single instance to streamline operations and
centralize control.

Plan for Scalability: Ensure that as your organization grows, Marketo can be scaled to
handle more complex workflows and larger amounts of data.

Addressing Limitations in Customizing Workflows
and Visual Tools in Marketo

Despite Marketo’s strengths, users like Kacper found certain limitations in its
workflow customization and visual tools. Kacper prefers the dynamic canvas
feature in Eloqua for workflow editing, which offers more intuitive editing capabilities
than Marketo’s static structure.

He also mentions the need for more control over field creation and token
management within Marketo, which would improve the platform’s flexibility in
handling complex workflows.
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Custom Object Integration: was also highlighted as a challenge by Robyn, who
experienced syncing issues when working with custom objects. However, with careful
configuration and testing, these challenges can be mitigated.

“I miss Eloqua’s canvas for workflow “Integrating custom objects with
editing. Marketo’s structure redirects you Marketo is tricky. We’ve had issues
back to smart campaigns, which makes it with syncing data, but proper
harder to edit workflows” configuration and thorough testing

help mitigate those challenges”

Kacper Gawlick Robyn Hatfield

Actionable Items

Test Custom Obiject Integrations: Ensure thorough testing when integrating custom
objects or advanced workflows in Marketo to prevent syncing issues.

Advocate for Enhanced Visual Tools: Consider supplementing Marketo with
additional workflow visualization tools or advocate for more dynamic editing features

Overcoming Reporting Challenges & Leveraging
Environments in Marketo

While Marketo is flexible in many ways, there are still areas for improvement, particularly in
reporting customization. Kacper finds that Marketo’s reporting tools can be less
flexible than Eloqua’s, making simple reporting tasks more time-consuming. He advocates
for more customizable reporting features within Marketo.

“Marketo’s reporting tools are limited. | find myself Kacper Gawlick

spending more time on basic tasks compared to Eloqua”
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To mitigate these challenges, Kacper stresses the importance of using a sandbox
environment in Marketo for testing new workflows and reporting configurations without
affecting live campaigns.

s
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A.2

Integrating Marketo with Other Systems:
Salesforce, & OtherTools

Integrating Marketo with other systems like Salesforce and additional platforms is essential for
maximizing the effectiveness of marketing campaigns and ensuring seamless data
management.

However, these integrations often present challenges such as sync errors, data hygiene issues,
and limitations inherent in certain platforms. This section provides insights from industry experts
on overcoming these obstacles, while also exploring best practices and the future of Marketo
integrations.

Building a High-Performance Tech Stack for Marketo
Integrations

To optimize Marketo integrations, building a strong tech stack is crucial. Centralizing data
from various sources enables more efficient decision-making and a clearer understanding of
campaign performance.

Experts agree that integrating multiple data sources into a business intelligence tool, such as
Domo, Looker, or Tableau, offers a unified view of campaign performance and customer
engagement.

A well-structured tech stack should incorporate tools like Segment and Salesforce, allowing
marketing teams to consolidate data and improve analysis. For example, Segment tracks
UTM parameters, and the data is then pumped into Marketo, Salesforce, and online portals
to build comprehensive dashboards in Domo.

“The primary source of our attribution data comes from where Segment tracks page views

on the UTM parameters... We pump data in from Segment, Marketo, Salesforce, our online
portal—that all goes into Domo where we build dashboards”

Tyron Pretorius
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Additionally, platforms like Looker and Tableau allow marketing teams to visualize data more
effectively, centralizing information across Marketo, Salesforce, and other analytics tools.

“You will see a lot of data from Marketo, Salesforce, analytics
tools, and web data, but centralizing that data into a Bl tool like Aine Dundas
Looker or Tableau is key.”

Marketo & Salesforce: Customization for Seamless
Syncing

While Marketo’s integration with Salesforce is powerful, it requires careful customization to
avoid common pitfalls. Sync errors and mismatched fields between the two systems can create
significant challenges, particularly when custom fields in Marketo don’t exist in Salesforce. This
can lead to data inaccuracies and frequent sync failures.

“I've seen situations where we were dealing with 50 sync errors a day. It’s often because
we create a program in Marketo, but the field types don’t exist in Salesforce... You see a

sync break, and you’re like, ‘because | used this drop-down, but Salesforce didn’t have it.”

Vladlena Mitskaniouk

Experts recommend creating custom flows in Marketo instead of relying solely on direct syncs.
Custom flows allow teams to control the timing and method of syncing, reducing the likelihood
of errors and improving data accuracy.
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“Don’t ever use the direct sync between Salesforce and
Marketo. Create custom flows in every Marketo program...
It’s more complicated but prevents errors on the
backend.”

Vladlena Mitskaniouk

Additionally, Salesforce plays a critical role in lead lifecycle management, especially for B2B
workflows. Marketo’s integration with Salesforce allows marketing teams to route leads more

efficiently and track them throughout the sales process.

“The Salesforce integration works amazing... It’s one of the

better integrations that really helps with syncing data and Vlad Croitoru
managing leads across platforms.”

However, it's important to recognize that Salesforce CRM can sometimes limit what Marketo
can achieve in terms of campaign execution. Certain CRMs impose restrictions on how data

can be used, potentially clipping Marketo’s full functionality.

“If you're a Salesforce CRM house, you're immediately just
clipped at the knees of what you can actually accomplish

with campaigns.”

Jacqueline Freedman
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Data Hygiene: The Key to Flawless Marketo
Integrations

Maintaining data hygiene is essential for ensuring successful Marketo integrations. Without
clean and accurate data, campaigns can suffer from inefficiencies, and reporting can become
skewed. Although stakeholders often prioritize speed in integrating new tools, overlooking
data hygiene can result in long-term issues.

“What’s more important is that we have a new form, what’s more important is we can
connect this new integration, but in reality, if data hygiene isn’t top of mind, you won’t be
able to analyze anything properly or follow up on leads efficiently.”

Vladlena Mitskaniouk

Regular audits of data flows, merging rules, and error management strategies should be
part of the integration plan. Ensuring that data fields are consistent across platforms like
Salesforce and Marketo is critical for preventing sync errors and maintaining data accuracy.

“If your data isn’t clean, your lifecycle reports will be
inaccurate, and your campaigns won’t perform as they John Grundy
should.”

m Future-Proofing Your Tech Stack: Emerging Tools &
APls

As the marketing operations landscape evolves, new tools and technologies are emerging
that offer more flexible APIs and are built on modern codebases, potentially surpassing
current integration limitations.

These new platforms may provide better integration capabilities than older systems like
Salesforce and Marketo, reducing the need for extensive customizations and workarounds.
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“A few tools I've seen that are on the market or coming to the market are more tech-
forward, meaning they are willing to have APIs that don’t have limits in the same capacity

as existing systems, and just the code is built on maybe 2020 code instead.”

Jacqueline Freedman

The future of Marketo integrations looks promising, with emerging platforms offering more
flexibility, fewer limitations, and better scalability.

By staying aware of these developments, marketing operations teams can position
themselves to take advantage of new technologies and reduce the complexity of integrations.

m Best Practices for Managing Marketo Integrations

Several best practices have emerged from expert insights to ensure seamless Marketo
integrations:

. Customize and Automate Judiciously: When integrating Marketo with Salesforce or other
tools, create custom flows to control data sharing between systems. Avoid relying solely on
automatic syncs, as this can lead to errors and inefficiencies.

. Centralize Data: Use tools like Segment, Domo, Looker, and Tableau to centralize data and
provide a unified view of campaign performance.

. Customize Salesforce Syncs: Avoid direct syncs between Marketo and Salesforce; instead,
use custom flows to prevent sync errors and improve data accuracy.

. Prioritize Data Hygiene: Ensuring data cleanliness throughout the integration process is
crucial. Regular audits of data flows and sync errors will help maintain consistency and accuracy
across platforms.

. Stakeholder Communication: Keep stakeholders informed about the potential limitations and
challenges of integrations. Be transparent about timelines, data quality, and potential
disruptions to ensure long-term success.

. Explore Emerging Platforms: Evaluate whether current systems are still the best fit as new
platforms with more flexible APls become available. These tools may offer fewer limitations
and better scalability for future growth
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Lead Generation,
Personalization,
and Lead Lifecycle
Mastery in Marketo
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B.1

Optimizing Lead Generation, Campaigns

& Scoring in Marketo

m Aligning Lead Lifecycles with GTM Strategies &

ABM Campaigns

1. Aligning Lead Lifecycles with GTM Strategies

Developing an effective lead lifecycle begins with a deep
understanding of the company's go-to-market (GTM)
strategy, sales cycle, and revenue generation model.
Collaboration with sales and revenue operations is
essential to ensure alignment between marketing efforts
and overall business objectives.

Integration of stakeholders is crucial for creating a
lifecycle that supports both pipeline and revenue growth.
This collaborative approach fosters a shared vision and
facilitates the alignment of marketing initiatives with the
sales team's objectives.

2. Investing in Brand Presence

In today’s B2B landscape, there is a renewed emphasis
on brand investment, underscoring the need for a strong
brand presence that resonates with potential customers.

Marketers are encouraged to consider non-linear user
journeys when developing their lifecycle models,
allowing for flexibility and adaptation in strategy.

Understanding that potential clients engage with brands
through various channels and at different stages of their
decision-making process is vital. This approach enables
marketers to create more personalized experiences
that enhance engagement.

“Partnering with GTM
stakeholders is crucial for
creating a lifecycle that
supports pipeline and revenue
growth.”

Aine Dundas

“Marketers should consider
non-linear user journeys in their

lifecycle models.”

Aine Dundas
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3. Utilize Account-Based Marketing

The shift towards account-based marketing (ABM) has become increasingly prominent,
driven by the need to target high-value clients more effectively.

This strategy allows companies to focus on fewer, more relevant clients, especially in
complex purchasing scenarios that require tailored engagement.

By prioritizing quality over quantity, organizations can dedicate their resources to developing
deeper relationships with their key accounts.

Marketo is particularly well-suited for navigating long decision-making processes that involve
multiple touchpoints and interactions. Its capabilities extend beyond traditional B2B contexts, such
as applications in higher education, where engagement through various touchpoints is crucial for
guiding prospects. Marketo’s adaptability allows organizations to effectively nurture leads over
extended periods, ensuring that prospects receive relevant information throughout their journey.

Managing multiple products for a single contact poses a unique challenge in lead generation in
Marketo.

Innovative solutions within the platform are needed to support this complex scenario.

“ABM allows companies to focus on fewer but more relevant clients, especially in
complex purchasing scenarios”

Balkar Rao
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Optimize Campaigns & Lead Nurturing in Marketo: Diagnosing
m Underperformance, Dynamics Content Delivery, & Right Mix of

Personalization & Automation

Optimizing campaigns and lead nurturing in Marketo involves diagnosing underperformance,
delivering dynamic content tailored to the customer journey, and balancing personalization with
automation to drive conversions. These strategies ensure targeted engagement and maximize
lead nurturing effectiveness.

1. Diagnosing Underperformance

When nurturing leads, diagnosing any underperformance
within the lead lifecycle model is vital. Analyzing data at
various stages can help identify specific issues, such as
low conversion rates from Marketing Qualified Leads

“Spot-checking raw data by
(MQL) to Sales Qualified Leads (SQL).

persona and geography can
reveal trends to refine the

Regular spot-checking of data by persona and lifecycle”

geography can reveal trends that inform necessary
adjustments, ensuring that marketing strategies remain Aine Dundas
effective and targeted.

A proactive approach to data analysis enables marketers
to refine their tactics continually.

Actionable Items

Regularly analyze data at each stage of the lead lifecycle, particularly from MQL to
SQL, to identify underperformance. Perform spot-checks by persona and geography
to uncover trends and refine strategies accordingly.

2. Enhancing Content Delivery

Dynamic content delivery plays a significant role in maintaining engagement. Tailoring
content to the customer’s position in their journey is critical.

One proven strategy includes pausing general interest content when a customer is close
to making a product decision to prevent overwhelming them. This method ensures that
the most relevant content reaches the customer at the right time, enhancing the likelihood
of conversion.

16. www.xgrid.co



For companies managing multiple products, a
strategic approach to content management is
required.

Utilizing a matrix to track content relevance at
each stage of the customer journey ensures that
every piece of content serves a distinct purpose
and keeps leads engaged based on their interests.

“We pause general interest content
to avoid distractions when a
customer is close to making a
product decision.”

¢ Actionable Step: Implement dynamic content based John Grundy
on the customer's journey stage, pausing general
interest content when leads approach a buying
decision, to avoid overwhelming them and enhance
conversion rates.

3. Balancing Automation with Personalization

Balancing automation with personalization is another tactic for successful lead nurturing. By using
customer signals to dynamically adjust the flow of content, marketers can automate
decision-making while delivering relevant information at the optimal moment.

Automation streamlines workflows, while personalization ensures that customers receive relevant
content based on their interactions and needs.

Actionable Items

Personalize Campaign Content:
Automate personalized content delivery
using insights from customer behavior.

“Automate decision-making while
delivering personalized content at the
right moment. Content must evolve
dynamically based on customer

Optimize Workflow Automation: Set up ) )
interactions and needs”

automated workflows for repetitive tasks
while ensuring dynamic personalization

, John Grundy
based on customer journey stages.

4. Leverage Al in Campaign Optimization

Al is increasingly becoming a vital tool in automating campaign operations and enhancing
personalization.

By analyzing customer data and sales conversations, Al can help marketers quickly adapt
their content strategies, ensuring campaigns stay competitive and efficient.
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Actionable Steps

Integrate Al Tools: Leverage Al to
automate repetitive tasks, such as QA for
campaign setup and analysis, freeing
marketers to focus on strategy.

"Al can turn sales conversations
into targeted content for more
personalized campaigns in

o Marketo."
Use Al for Personalization: Employ Al-

driven insights to personalize campaign Aine Dundas
content based on sales and customer
interaction data.

m Tracking Campaign ROl in Marketo

1. Micro Conversions & Advanced Lead Scoring

Demonstrating the full impact of marketing campaigns

can be challenging, particularly due to long sales cycles “Micro conversions allow me to
and complexities around attribution. Tracking micro demonstrate marketing's
conversions in Marketo can provide clearer insights into influence on the customer
marketing's influence on the customer journey without journey without relying solely
relying solely on traditional models. on traditional models.”

With the emergence of advanced tools like 6sense John Grundy

and Demandbase, traditional lead scoring methods may
no longer be sufficient.

“Companies that can afford

these advanced technologies “Understanding member

often see a significant RO/ statuses and channels is crucial
compared to relying solely on for effective lead scoring.”
Marketo’s built-in lead scoring.”

Rachael Noble Squire Tamara Ann Johnson
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Actionable Items

Refine Lead Scoring with Behavioral Data: Continuously update scoring models
based on customer behavior and interactions with content.

Invest in Advanced Lead Scoring Tools

2. Focus on Revenue/Pipeline Generation & Set Up Engagement Tracking Dashboard
in Marketo

Metrics like email open rates and click-through rates are often seen as vanity metrics that do
not necessarily drive business growth. Instead, the focus should be on pipeline and revenue
generation—metrics that directly impact the bottom line.

To ensure campaign success, focus on
pipeline and revenue generation rather than

simply tracking MQLs or leads. Metrics like “Pipeline and revenue are what
MQLs can provide early indicators of success matter, not vanity metrics like open
but should not be the ultimate goal. rates.”
Anonymous,
Director of MOPs

“MQLs are early indicators, but

pipeline and revenue are the Alongside lead generation, tracking
ultimate goal.” engagement metrics such as customer
Aine Dundas touchpoints and content interactions
helps to understand the full impact of
campaigns.

Actionable Steps

Redefine Campaign KPIs to Revenue &
Pipeline Gen:Shift the focus from MQLs to
revenue and pipeline generation when setting

. “Engagement metrics like customer
campaign goals.

touchpoints and content interactions

Implement an Engagement Tracking show the full impact

Dashboard: Use tools to track customer Aine Dundas
touchpoints, content interactions, and other

engagement metrics to gain deeper campaign

insights.

¢ Track Micro Conversions: Identify and track small yet meaningful customer actions (e.g.,
form completions, webinar attendance) that contribute to the larger sales process.
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3. Attribution Challenges

Attribution is never perfect, but striving for 86% accuracy is often enough to make well-informed
decisions.

Marketers should also look beyond traditional attribution models to capture more granular
customer journey data.

“Perfection in attribution isn't necessary; 85% accuracy Anonymous

is enough to make decisions” Director of MOPs

Actionable Steps

Implement Multi-Touch Attribution: Aim for high but not perfect accuracy (e.g., 85%)
when tracking campaign touchpoints.

Expand Attribution Models: Incorporate micro conversions into your attribution
framework to capture more customer journey data.

4. Evolving Measurement Practices
“Focus on statistical relevance,

not perfect attribution,
especially with diminishing
visibility due to cookie
restrictions”

As marketing matures, there should be a shift from a focus
on one-to-one attribution to holistic measurement
practices that evaluate the overall impact of campaigns.
This is especially critical given modern challenges like
diminished visibility due to cookie restrictions.

Rachael Noble Squire

Actionable Steps

Adopt Holistic Metrics: Evaluate campaign effectiveness based on broader,
statistically relevant metrics instead of striving for perfect attribution.

Adapt to Tracking Limitations: Use tools and techniques that mitigate the impact of
tracking limitations (e.g., the cookie problem) when assessing campaign performance.
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Data-Driven Adjustments for Nurturing
Campaigns & Lifecycle Management

Nurture campaigns are crucial for keeping leads engaged throughout the sales funnel, yet many
companies either fail to invest in or mismanage these efforts.

Proper strategic planning is necessary to design effective drip campaigns and engagement
programs in Marketo to make it the right fit as a MAP.

“If a company isn't investing in “These programs require
a proper nurture strategy, strategic planning for how leads
Marketo might not be the right will be welcomed, educated, and
fit” engaged”
Rachael Noble Squire Tamara Ann Johnson
Actionable Steps

Design Structured Nurture Campaigns: Develop Marketo drip campaigns with clear
goals and touchpoints to nurture leads through each stage of the customer journey.

Segment Nurture Efforts: Tailor nurture content based on lead segments (e.g., by
industry, customer lifecycle stage) to ensure relevant communication.
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B.2

Personalizing Marketing Campaigns in Marketo

Hyper-Personalization Beyond Marketo’s Native
Capabilities

1. Leverage Velocity Scripting for Segment-Based

Campaigns
To achieve superior personalization, marketers can go “Personalization beyond
beyond Marketo’s built-in features by utilizing velocity Marketo’s native capabilities
scripting. led to over $100 million in

. . revenue by catering to 250
This allows for hyper-segmented campaigns that cater to customer segments
hundreds of customer segments simultaneously. For simultaneously.”
instance, a nationwide campaign using velocity scripting
resulted in generating over $100 million in a single year. Corey Bayless

Personalization efforts were built around unique customer
behaviors, product preferences, and location-specific
needs, leading to highly customized and actionable
communications

Actionable Items

Deploy Velocity Scripting: Use velocity scripting to create hyper-personalized
campaigns that target multiple customer segments based on their specific needs.

Customize Based on Real-Time Data: Tailor messages dynamically by analyzing
customer behavior, location, and purchase history to ensure high relevance.

2. Create Personalized-Actionable Content for Targeted Outreach

Hyper-personalization can be applied to create highly relevant content for specific audiences.

In one case, personalized emails targeted business owners with specific employee drug test
requirements and nearby testing centers. This type of targeted content dramatically improved
engagement by making the messages not just relevant but immediately actionable.
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Actionable Items

Design Action-Oriented Emails: Focus on
delivering content that is not only personalized but
provides immediate value and action items to the
recipient.

“Personalized, actionable
emails significantly improved
engagement by addressing
specific needs, like identifying

Leverage Local Data: Use geographical and employees due for drug tests.”

demographic data to further personalize
communications, ensuring they meet specific, local Britney Young
needs.

Striking the Right Balance between Personalization
& Automation

1. Streamlining Outreach with Marketo’s
Customizable Templates

To scale personalization efforts efficiently, marketers can
create customizable templates that allow for dynamic

“Create customizable
elements.

templates and automate
scheduling, allowing for
efficient yet personalized
outreach.”

These templates make it easier to automate repetitive
tasks, while ensuring outreach remains personalized.
Marketo’s pre-set templates with customizable sections,
combined with A/B testing for subject lines, help
maximize engagement without compromising relevance.

Gaby

Scheduling emails in advance further optimizes
consistency.

Actionable Steps

Develop and Customize Templates: Build flexible templates that allow for quick
personalization while automating routine outreach.

Use A/B Testing for Optimization: Continuously test subject lines and email content to
refine personalization strategies and improve open rates.
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2. Automating with Customer Signals for Relevant
Communication

Marketers can further enhance personalized
communication by using customer signals to guide
interactions.

For example, if a customer attends an event, Marketo
can automatically pause standard nurture
campaigns and deliver event-specific content
instead. This approach ensures that communications
remain timely and contextually relevant.

Actionable Steps

“Automate decision-making
while delivering highly relevant
content at the right moment
based on customer
interactions.”

John Grundy

Leverage Customer Signals: Use behavioral triggers such as event attendance or
content downloads to dynamically adjust communication flows in Marketo.

Shift Focus Based on Customer Actions: Automate pauses or adjustments in nurture
campaigns to reflect the most relevant messaging for the recipient.

24,

www.xgrid.co



@ Maximizing Marketo’s Built-In Features for

Personalization

1. Unlocking the Power of Munchkin Tracking,
Tokenization, and Dynamic Content

Many of Marketo’s core features, such as munchkin
tracking, tokenization, and dynamic content, are often
underutilized. These tools allow marketers to personalize
content based on real-time customer behavior and easily
insert personalized elements into emails, landing pages,
and forms. Munchkin tracking helps track customer
interactions across platforms, while tokenization ensures
that each interaction feels personalized and timely.

Actionable Steps

“Features like munchkin
tracking and tokenization are
key to unlocking deeper
personalization.”

Aine Dundas

Maximize Munchkin Tracking: Implement munchkin tracking to capture customer behaviors

across web properties for more informed personalization.

Use Tokenization and Dynamic Content: Automate the inclusion of personalized elements in

your communications to drive relevance at scale.

2. Extending Marketo’s Capabilities with Third-Party
Integrations

Marketo’s partner ecosystem allows for expanded

personalization capabilities through third-party integrations.

By using tools such as personalized videos and API-
based solutions, marketers can create more tailored
customer experiences, improving engagement and
campaign effectiveness.

Actionable Steps

“Explore Marketo’s partner
ecosystem to unlock
personalized video content and
API-based solutions for deeper
engagement..”

Aine Dundas

Explore Third-Party Integrations: Leverage additional tools like personalized video apps

and data integration solutions to enhance your campaigns

Use APIs for Data Enrichment: Improve personalization through API-driven data

enrichment, offering more precise messaging.
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Scaling Personalization with Al and Multi-Channel
Engagement

1. Al-Driven Real-Time Personalization at Scale

With the integration of Al tools, marketers can now “Real-time, personalized
personalize content for millions of customers across engagement at scale is now
multiple channels, such as SMS, apps, and websites. possible through multiple

This capability allows businesses to deliver the right channels, making content
content at the most opportune moment, adapting delivery more timely and
messages to individual customer preferences and relevant”

behaviors in real time. Russel Henley

Actionable Steps

Implement Al-Driven Personalization: Implement munchkin tracking to capture customer
behaviors across web properties for more informed personalization.

Broaden Channel Engagement: Go beyond traditional email and use SMS, mobile apps,
and website interactions to create a more holistic and personalized experience

2. Simple, Effective Personalization Tactics

While Al and automation are powerful, even simple

personalization techniques can yield significant “Referencing prospects’

engagement. LinkedIn posts and websites
creates personalized outreach

For example, referencing a prospect’s recent LinkedIn that resonates and engages”

activity or website performance in outreach helps create

more personalized and consultative communication. Gaby

Actionable Steps

Adopt Simple Personalization: Use small but impactful personalization techniques, such
as referencing social media activity or relevant industry insights, to deepen engagement.

Incorporate Consultative Outreach: Personalize your outreach by offering helpful,
consultative feedback based on customer data.
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Strategic Personalization for Enhanced Customer
Engagement

1. Dynamically Adjusting Content Based on Behavior

To maximize engagement, content should be
dynamically adjusted based on customer preferences
and interactions. For example, if a customer attends an
event or downloads a specific piece of content,

“Using customer signals to
guide communication flows
ensures ongoing relevance and

communications should shift focus to match their deeper engagement
current interests. This increases relevance and boosts
the likelihood of ongoing engagement. John Grundy

Actionable Steps

Use Dynamic Content Adjustments: Continuously monitor customer actions and adjust
content accordingly to keep communications relevant.

Create Event-Specific Content: \When appropriate, pause regular communications to focus
on event-specific follow-ups that maintain engagement.

2. Tailored Messaging for Specific Customer Needs

Personalization is most effective when it addresses “Personalized content that
specific pain points or needs. Tailored messaging, such as addresses specific customer
offering compliance reminders or personalized product pain points leads to stronger
recommendations, improves engagement and drives engagement and higher
conversion by making the content more relevant and conversion rates.”

actionable for recipients.
Britney Young

Actionable Steps

Personalize Around Customer Pain Points: Craft messages that speak directly to
customer challenges or needs, making the content more compelling and actionable.

Use Personalization for Compliance and Reminders: Deliver personalized compliance
updates or reminders that are time-sensitive and relevant to the customer.
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Personalization remains a critical component within automated processes. Marketers must
ensure that customer interactions are considered to guide communications effectively,
simplifying the marketer's role to enhance the customer experience.

“I strive to simplify the marketer’s job while ensuring the

customer experience remains personalized.” John Grundy
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B.3

Optimizing Lead Lifecycle Management in
Marketo

1. Aligning Lead Lifecycle with Business Strategy

One of the critical steps in implementing an effective lead lifecycle model is ensuring alignment
with the company’s go-to-market (GTM) strategy and overall business objectives.

Aine emphasized this during her interview, stating, “You can’t just create a lifecycle model in
isolation; it has to reflect how the business operates and generates revenue.

” Lifecycle stages should be mapped directly to the sales process, ensuring that marketing efforts
are not just driving leads, but also nurturing them effectively toward revenue generation.

Aine also stressed the importance of cross-department collaboration: “Your sales, revenue
operations, and account management teams are crucial stakeholders. The lifecycle model must
align with their goals to drive pipeline and growth.”

Actionable Step

Collaborate closely with GTM teams to ensure the lead lifecycle model supports both
sales processes and revenue targets. This creates a more integrated and effective
customer journey.

2. Adapting to Non-Linear Customer Journeys

In today's marketing landscape, customer journeys are rarely straightforward.
Aine pointed out that, “The user journey isn’t linear anymore. People don’t just go from lead to
sale in a straight line.”

Lifecycle models need to account for recycling leads that may not convert immediately and
include touchpoints beyond just MQLs (Marketing Qualified Leads) and SQLs (Sales Qualified
Leads).

For instance, if leads stall at a certain stage, revisit their personas and evaluate the messaging
used for each demographic.

“Look at the data, break it down by persona or region, and find out where the drop-offs are
happening,” Aine.

Actionable Step

Build flexibility into your lifecycle model to adapt to non-linear journeys and ensure that
leads can re-enter the funnel at different stages without being discarded.
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3. Simplifying Lead Scoring and Lifecycle Models

When one of our respondents joined the organization, there was no formal lead scoring system in
place. He Implemented a comprehensive lead scoring model based on both behavioral and
demographic data, allowing team to focus on leads that were more likely to convert.

“We needed operational rigor in our lead lifecycle. It wasn’t about making it perfect; it was about
making it functional,” Anonymous, Director of MOPs

He also shared that starting with a simple model was key. “We began with just a few stages —
MQL, SQL, and then opportunity—before getting more sophisticated. You don’t need a 10-stage
lifecycle from day one,” he said

Actionable Step

Start with a simplified lead lifecycle and scoring system, focusing on core stages. This
will provide structure without overwhelming teams, and can be refined as more data is
collected.

When discussing lifecycle models, Britney encouraged teams to avoid over-complicating things,
especially for companies new to Marketo. “Start simple—use just three or four stages. MQL,
SQL, and maybe one or two others,” she suggested.

Britney’s advice is especially relevant for smaller teams or businesses just getting started with
lifecycle marketing. As data accumulates and processes become more refined, these teams can
add complexity to their lifecycle models.

Actionable Step

Keep the lead lifecycle model simple at the start, with just a few key stages. Refine and
expand the model as more data is gathered and analyzed.

4. Creating Separate Lifecycles for Cross-Sell and Upsell Opportunities

Aine also provided insights into how businesses should handle cross-sell and upsell activities.
“Don’t muddy your lead lifecycle with upsell or cross-sell initiatives,” she said. “These require their
own lifecycle, focused on onboarding, product adoption, and customer engagement before sales
conversations even happen.”

This approach ensures that customer relationships are built first through value and engagement,
rather than immediately pushing for additional sales.

Proper qualification criteria for when it’s appropriate to engage in cross-sell or upsell
conversations should be in place to ensure success.
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Actionable Step

Keep cross-sell and upsell strategies distinct from the lead generation lifecycle, focusing
on customer value and product usage before introducing new sales conversations.

5. Leveraging Lead Lifecycle Flexibility for Global Teams

For companies operating across multiple regions, Marketo’s flexibility shines through.

Courtney shared that, “Marketo allows us to centralize key operations like lifecycle scoring, but
we can localize marketing efforts such as advertising or event invitations to match the region’s
needs.” She explained that this flexibility is crucial for large, globally distributed teams.

Courtney also emphasized the importance of tracking marketing efforts regionally. “Using UTM
parameters to track regional campaigns is essential. It prevents us from overlapping marketing
efforts and ensures we’re targeting the right markets efficiently.”

Actionable Step

Marketo’s centralized structure for global campaigns allows teams to scale effectively
while maintaining regional focus and avoiding inefficiencies.

6. Data-Hygiene & Data-Driven Diagnostics for Seamless Lead Lifecycle Management

If a lifecycle model is underperforming, diagnosing the issue requires a deep dive into the data.

Aine advised, “If your MQL to SQL conversion is low, break it down. Look at the raw data—by
persona, by geography, whatever makes sense—and find the patterns.”

By analyzing specific segments, companies can identify bottlenecks and adjust their messaging
or targeting to improve conversion rates.

Actionable Step

Use data-driven insights to continuously refine lifecycle models. Focus on specific
segments to identify areas for improvement and optimize the overall customer journey.

Data hygiene is critical for successful lifecycle management. “If your data isn’t clean, your lifecycle
reports will be inaccurate, and your campaigns won’t perform as they should,” John.

Ensure data hygiene by creating custom reports that flag issues like missing mandatory fields or
sync failures between Marketo and the CRM.
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Actionable Step

Regularly monitor data health to ensure accurate reporting and smooth lifecycle
operations. Data hygiene is the backbone of any effective lead lifecycle model.
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Mastering Data
Hygiene in Marketo for
Optimal Marketing
Operations

Effective data management and hygiene are vital for creating accurate marketing
operations in systems like Marketo. Clean data enables optimal performance in areas
like segmentation, personalization, and attribution. However, maintaining data quality,
preventing duplication, and merging records are ongoing challenges that demand
strategic processes. This section delves into those aspects, drawing insights from
marketing experts who share their experiences and solutions.




C.1

Playbook to Overcome Challenges of Dirty Data,
Data Normalization & Accuracy in Marketo

Combatting Dirty Data: Keeping Marketo’s Inputs
C.1.a Clean

Dirty data—comprising inaccuracies, incomplete records, and poorly formatted inputs
presents a significant challenge in marketing automation. It disrupts workflows, hampers
personalization, and skews reporting. This issue is especially problematic when data is drawn
from multiple sources, such as Salesforce, APIs, or manual inputs. API integrations, for
example, can often sneak in bad data if not properly monitored.

"APIs are a really easy way for bad data to sneak in... You need to

keep an eye on the sources of where those data points are coming Brooke Bartos
from."

Ensuring that data is clean from the start involves placing controls on data entry points.
Picklists, for example, are effective in limiting the chaos that free-form data fields can create.

"Picklists are everybody'’s favorite best friend... If you give people

Brooke Bart
the opportunity to free-form data, it’s going to be chaos." rooke Bartos

Maintaining clean data is not just about the initial input but also about ongoing processes.
Automation plays a crucial role in keeping data clean over time.
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"We needed to automate the management and cleaning up of

: . . Anonymous
data, and then also the ongoing mechanisms just to keep that data ymod

clean as we go."

Actionable Insights:

¢ Monitor Data Sources Regularly: Ensure that data sources, especially from APIs and manual
inputs, are regularly audited to prevent bad data from entering the system.

¢ Implement Picklists and Standardized Fields: Use picklists and standardized fields to
minimize the risk of poorly formatted data entering the system, thus reducing chaos in data
entry.

e Automate Data Cleaning Processes: Set up automated workflows in Marketo to regularly
clean and manage data, ensuring it stays accurate and relevant over time. This will help prevent
the accumulation of dirty data that can disrupt workflows and personalization efforts.

Why Data Hygiene Programs Are Essential for
C1b
Marketo Success

Data hygiene programs are essential for maintaining accuracy across marketing platforms. These
programs typically involve automating tasks like normalization and deduplication to ensure
consistency. Standardized inputs, such as picklists and predefined fields, help reduce the risk
of errors from free-form data.

For instance, normalizing country and state data ensures that information is processed
consistently throughout the system, preventing problems downstream in workflows,
segmentation, and reporting.

"We normalized country and state information down to a set of values... We store two-letter
codes to ensure consistency across the board."

Anonymous
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Data hygiene is not a one-time task but an ongoing effort. Especially in large organizations,
data decays over time, where records become outdated or inaccurate. Regular audits and
enrichment tools, such as Zoomlnfo, can help maintain data hygiene by ensuring that
information stays relevant and complete.

"Data decay, data hygiene... You’re always
going to be faced with that. Your business
operation team, as well as your Marketo
operation team, is going to be faced with
that issue."

Maintaining data cleanliness also requires
constant vigilance with tools like APls,
where bad data might creep in. To address
this, monitoring data sources is crucial.

Tamara Ann Johnson

"APIs are a really easy way for bad data to sneak in... keeping an eye on the sources of

where those data points are coming in and being able to adjust them at the source is

key."
Brooke Bartos

Actionable Insights:

¢ Regular Audits and Automation are Critical: Data hygiene is not a one-time task. Automate
normalization and deduplication processes to ensure continuous consistency and accuracy
across your Marketo data.

e Standardize Inputs: Use standardized inputs, such as two-letter country/state codes, to
ensure congistency in data collection, which prevents errors downstream in workflows,
segmentation, and reporting.

¢ Utilize Data Enrichment Tools: Implement data enrichment tools like ZoomInfo to regularly
update and validate data, ensuring that it remains relevant and accurate over time.

e Monitor API Inputs: Constant vigilance is required when integrating data from APIs, as they
can easily introduce bad data into the system. Ensure that API inputs are monitored and
adjusted as needed.
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Achieving Data Consistency in Marketo through
C1i.c -
Data Normalization

Data normalization is a critical process for ensuring clarity and consistency. Without it,
marketing operations can suffer due to inconsistent, messy data that’s hard to organize
and interpret. Normalizing data at the point of entry helps avoid these issues and ensures
that data is structured in a way that supports effective marketing workflows.

For example, automating the normalization of geographical data is a straightforward but

effective method of ensuring data consistency. This kind of standardization makes it
easier for systems to process and analyze information.

Once data is normalized, it becomes easier to use in downstream workflows, ensuring
that lead segmentation, personalization, and reporting are accurate.

"It’s not only about sending emails, but also about data normalization and

managing operational programs like scoring."

Victoria Jabbar-Bey

Actionable Insights:

¢ Normalize Data at the Point of Entry: Ensure that data is normalized as soon as it enters the
system. This will prevent inconsistencies and make it easier to use in downstream workflows,
such as segmentation and personalization.

e Automate Data Normalization: Implement automation to standardize geographical data and
other key fields, ensuring that data is consistent across platforms.

¢ Regularly Review Data for Consistency: Conduct routine checks on your data to ensure that
normalization processes are working effectively and that data remains consistent across
systems.
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C.1.d How Data Accuracy Powers Reliable Reporting &
- Attribution in Marketo

Accurate data plays a pivotal role in generating reliable reports and attribution models. Without
data cleanliness and accuracy, reports can lead to false insights, potentially misleading
decision-making. Attribution models, in particular, are highly dependent on clean data for
tracking customer interactions across multiple touchpoints.

When data for attribution is synced from disparate systems, such as Segment and Salesforce,

maintaining accuracy is crucial. Failure to do so can result in attribution errors, where
touchpoints are incorrectly assigned or missed altogether.

"The primary source of our attribution data comes from Segment... It’s only when we
don’t have someone’s first touch from Segment that we look at Marketo next."

Tyron Pretorius

Additionally, clean data ensures that attribution models, such as influence models, can provide
actionable insights. These models help track the impact of marketing activities across the
customer journey, even accounting for touchpoints that aren't directly measurable.

"We use CaliberMind as a tool because our sales team doesn’t always do the

greatest job of connecting contacts with contact roles at an opportunity."

Brooke Bartos

However, no attribution model is ever 100% accurate, especially when accounting for activities
that can't be tracked, such as word-of-mouth referrals.
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“There’s always going to be attribution events that you are never going to be able
to track... what you are able to track gives you a little bit of an insight."

Brooke Bartos

Actionable Insights:

¢ Prioritize Data Accuracy for Reliable Attribution: Ensure that data from systems like
Segment and Salesforce is accurate and synced properly. Attribution models will only work
effectively if the underlying data is correct.

¢ Use Data Accuracy Tools: Tools like CaliberMind can help improve the accuracy of your data,
particularly when it comes to mapping contact roles and touchpoints to opportunities.

¢ Accept Imperfections but Strive for Directional Accuracy: No attribution model is 100%
accurate, but focusing on directional accuracy (i.e., capturing enough data to make informed
decisions) can still provide valuable insights into the customer journey.

¢ Track Unmeasurable Touchpoints: While some touchpoints (like word-of-mouth) can't always
be tracked, aim to capture as many measurable interactions as possible to gain a broader view
of marketing influence.
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C2

Preventing Data Duplication & Merging Records
In Marketo

The Issue of Data Duplication in Marketo

Data duplication is a persistent issue in marketing operations, especially when leads enter the
system from multiple sources or use different email addresses. Duplicate records can disrupt
workflows, lead scoring, and reporting, making it difficult to gain a clear view of customer
interactions.

Duplicate records often arise when contacts use different email addresses or when multiple
systems, such as Salesforce and Marketo, are not perfectly synced. For example, a contact
might enter the system through both their personal and business email, leading to two separate
records that need to be merged.

"If you have... Tamara from Gmail and then you have Tamara from Egnyte... That will

be a duplicate record. There is a way to merge that information, but sometimes it gets
a little hairy."

Brooke Bartos

Managing duplicate records becomes even more complicated when contacts are associated
with multiple products or accounts. In such cases, Marketo’s native functionality may
struggle, leading to the creation of duplicate records that can only be handled through external
tools or manual processes.

"One of the biggest challenges was being able to associate somebody who is one
person but wants multiple products... Marketo’s native functionality makes it
difficult to do this without creating duplicate records."

Britney Young
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Key Insights:

e Data duplication is a persistent issue that disrupts workflows, lead scoring, and reporting.

e Duplication often arises from multiple data sources or when contacts use different email
addresses.

e Marketo’s native features struggle with complex cases, such as managing contacts with
multiple products or accounts.

¢ Duplicate records hinder accurate lead management and require external tools or manual
intervention for resolution.

Eliminating Duplicate Records to Enhance Marketo
C.2b .
Efficiency

Data duplication can be minimized through data hygiene programs that identify and address
duplicates early in the process. These programs ensure that duplicate records are flagged and
merged before they affect downstream workflows or reporting.

Automation plays a key role in preventing duplication. By setting up rules-based systems,
organizations can ensure that duplicate records are avoided by prioritizing specific data points,
such as the most recent or most active record.

Joe Reitz: "If someone is targeted by two sends in the same day... you have a rules-based
system to choose which email do they get first."

In addition to automation, standardized inputs and picklists help reduce the chances of
duplication by ensuring that data is collected in a consistent manner. When data is standardized
from the start, it's easier to identify and merge duplicate records.

Brooke Bartos: "Picklists are everybody’s favorite best friend... If you give people the opportunity
to free-form data, it’s going to be chaos."
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Actionable Steps:

1. Implement Data Hygiene Programs: Set up regular data hygiene processes that identify and
merge duplicate records early to prevent them from affecting workflows and reports.

2. Leverage Automation: Use rules-based systems to prioritize certain data points (e.g., the most
recent or most active record) and automatically prevent duplicate entries.

3. Standardize Data Inputs: Use standardized inputs and picklists to ensure data is entered
consistently, reducing the risk of duplication from free-form data entry.

4. Monitor Sending Conflicts: Establish rules to avoid multiple emails being sent to the same
contact on the same day, ensuring more targeted and effective communication.

Overcoming Integration Hurdles in Data Merging in
C.2.c
Marketo

One of the biggest hurdles in achieving effective data integration and merging for analytics is the
lack of consistent integration capabilities across different tools.

While Marketo allows for integration through Launchpoint or building a separate API, other tools
may not conform to the same standards or timelines, adding complexity to the integration process.
This lack of seamless integration can prevent critical metrics in the lead lifecycle from being
viewable, leading to delays or inaccuracies in reporting.

Justin: "The biggest challenge in marketing automation is the lack of integration capabilities of
current tools... consequential metrics in a lead lifecycle may not be viewable, leading to a 'trial and
error' approach to achieving KPIs."

This insight underscores the need for technical users to carefully evaluate the integration
capabilities of their tech stack and consider custom API solutions if out-of-the-box integration falls
short.

Actionable Insights:

e Evaluate Integration Capabilities: \When integrating Marketo with other tools, ensure that the
systems you're using have compatible integration standards and timelines. If necessary,
consider building custom API solutions to improve integration.

e Use APIs Thoughtfully: When using APls, ensure that they are well-documented and tested to
avoid data loss or inconsistencies. Custom APIls can often provide more control over data
transfers between tools.
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Process

Merging Duplicate Records in Marketo: A Delicate

Merging duplicate records is a complex but necessary part of maintaining data integrity. \When
records are merged incorrectly, information can be lost or assigned to the wrong contact,
affecting lead scoring and reporting.

External tools, such as Alteryx and Zoominfo, are often used to manage the process of
merging records. These tools help identify and merge duplicates before they enter systems like
Marketo, ensuring that the data remains clean.

Britney: "We used Alteryx for data transformation and tagging... Our analysts would normalize it
all to then push back into Marketo."

However, merging records is not without its challenges. Even with external tools and workflows
in place, some duplicates can slip through the cracks, requiring manual intervention to resolve.

Brooke Bartos: "There’s a way to merge that information, but sometimes it gets a little hairy...
You need to have a process in place to merge duplicate records before they cause reporting
issues."

Actionable Insights:

¢ Use External Tools for Complex Merges: Tools like Alteryx and Zoomlinfo can aid in
identifying and merging duplicate records before they enter Marketo, ensuring cleaner data.

¢ Implement a Manual Review Process for Edge Cases: Even with automated tools, some
duplicates may require manual intervention to resolve. Ensure that a process is in place for the
manual review of complex or problematic duplicate records.

e Set Up Consistent Merging Processes: Establish a standardized process for merging
duplicate records to ensure that data integrity is maintained and that lead scoring and reporting
are not negatively impacted.

Leveraging External Tools for Seamless Deduplication

External tools like Zoominfo and Alteryx play a crucial role in identifying and merging duplicate
records. These tools enrich and standardize data before it enters Marketo, ensuring that
duplicate records are handled appropriately and that data remains consistent across systems.

Brooke Bartos: "Opportunities for enrichment of data as well... Zoomlnfo is a big player in that
space."

By using these tools, organizations can ensure that their data remains clean and deduplicated,
preventing the downstream problems that can arise from inaccurate or incomplete records.
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Actionable Insights:

¢ Invest in Data Enrichment Tools: Tools like ZoomInfo and Alteryx are critical for identifying
and merging duplicate records and enriching data before it enters Marketo. This ensures that
data remains clean and consistent.

¢ Regular Audits and Monitoring: Continuously audit and monitor your data for duplicates,
using external tools to maintain data hygiene and prevent downstream issues with workflows
or reporting.
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C.3

Perfecting Data Integration & Synchronization in
Marketo:

Effective data integration and synchronization are critical for optimizing performance in platforms
like Marketo. The following insights and best practices highlight key strategies to enhance these
processes, along with actionable steps for implementation.

Optimizing Data Synchronization Processes in Marketo
C.3.a .
for Consistent Performance

1. Optimize Sync Frequency to Minimize Errors

To achieve a seamless data flow between Marketo and other systems (such as Salesforce), it
is essential to minimize unnecessary data syncs.

“Constantly syncing records between Marketo and Salesforce after every small
process can create delays, increase the chance of errors, and consume API
calls.”

Elicia Chen

Instead of syncing after every minor change, marketers should consider bundling updates.

Actionable Step

Bundle updates into a single sync process to reduce APl usage and ensure smoother
data flow.

2. Complete Relevant Processes Before Syncing Records: An Important Step to
Adopt a Comprehensive Sync Strategy

Ensuring that records sync correctly is vital to maintain data integrity across platforms.

“Marketers should accumulate updates within Marketo and push them to

Salesforce only when all relevant processes are complete.”

Elicia Chen
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This approach helps in reducing the risk of incomplete or inaccurate data transfers.

Actionable Step

Sync records only after completing all relevant processes to minimize errors and
ensure consistency.

Overcoming Data Integration Challenges in Marketo
for Smooth Operations

C.3.b

1. Meticulous Configurations & Regular Audits to Solve Data Consistency Issues
between Systems
Maintaining data consistency between Marketo and Salesforce can be challenging.

Robyn explains:“While Salesforce integrates well with Marketo, the challenge often lies in
ensuring data consistency between the two systems.”

To address these challenges, meticulous configuration and regular audits are necessary.

Actionable Step

Implement routine audits of data fields and configurations to maintain alignment and
prevent miscommunication between marketing and sales.

2. Thorough Testing & Proper Documentations is Crucial for Smooth Integrations

Marketers should leverage integrations to enhance data management in Marketo. Robyn
points out: “Integrations that rely on custom objects are more problematic, often lacking
proper documentation and support.”

Approaching integrations with caution can help mitigate the risks of incomplete data transfers.

Actionable Step

Implement routine audits of data fields and configurations to maintain alignment and
prevent miscommunication between marketing and sales.
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C4
Navigating Privacy and Compliance in Marketo

In the evolving landscape of digital marketing, maintaining compliance with privacy regulations
and managing opt-ins are paramount. The insights gathered from industry experts highlight
effective strategies for handling compliance, privacy-first marketing, and the challenges
associated with data management in Marketo.

Prioritizing Compliance in Marketing Efforts within
C4.a
Marketo

1. Steps to Build a Robust Compliance Framework

Corey underscores the significance of compliance, particularly in regulated industries such as
finance and insurance, stating:

“‘Marketo is highly effective in handling compliance-related tasks, such as tracking opt-ins,
managing unsubscribes, and maintaining content language guidelines.”

To leverage Marketo's capabilities effectively, organizations must establish robust workflows
that meet all compliance requirements. This proactive approach ensures that marketing efforts
remain within legal boundaries.

Actionable Step

Develop a detailed compliance checklist that includes necessary workflows for
tracking opt-ins, managing unsubscribes, and ensuring adherence to content language
guidelines.

Schedule quarterly audits to review compliance processes and make necessary
adjustments based on changing regulations.

2. Managing Compliance Across International Markets: Utilize Custom Fields &
Automated Alerts

Joe highlights the complexities of compliance in international markets, noting the need to
classify contacts according to their respective countries’ regulations:

By automating compliance tracking and
managing opt-ins based on local laws,
businesses can significantly reduce legal
risks and enhance their marketing
strategies. Anonymous

“I created a model that classified contacts
based on their country and the compliance
laws that applied.”
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Actionable Step

Utilize Marketo’s custom fields to create a database that includes compliance categories
for each contact based on their country (e.g., explicit, implicit, or double opt-in).

Set up automated alerts for any changes in international compliance laws to ensure
timely updates to your processes.

Addressing Privacy Concerns in Data Collection

1. Explicit & Flexible Consent Mechanism: A Privacy-First Marketing Approach
Vladlena expresses the importance of respecting user privacy, especially in sectors

sensitive to data collection:

“l advocate for a privacy-first approach to marketing, where user data is not collected
without their knowledge.”

Marketers should prioritize obtaining explicit consent from users before collecting their
data, ensuring transparency in their data practices.

Actionable Step

Design a clear consent form that outlines what data is being collected, the purpose of
the collection, and how it will be used.

Implement a system to log consent records and ensure users can easily access and
withdraw their consent at any time.

2. Clarify Opt-Out Options for Customers : Quick Tips

Tamara discusses the complexities surrounding customer opt-outs, emphasizing:

“Some customers may opt out of all communication without fully understanding that they
can selectively opt out of specific categories.”

To improve customer engagement, it’s crucial to educate users about their opt-out
options while ensuring compliance with regulations like GDPR and CAN-SPAM.

47. www.xgrid.co



Actionable Step

Create a user-friendly preferences center on your website where customers can easily
see their opt-out options and select specific categories (e.g., newsletters, promotions,
event invitations) to opt out of.

Send a confirmation email summarizing their preferences after they make changes,
reinforcing their choices and clarifying their options.

Adjust Strategies Amid Declining Ad Effectiveness
Due to Privacy Regulations

C.4.c

Racheal raises concerns about the diminishing effectiveness of ad revenue due to
cookie restrictions and privacy regulations, stating:

“The growing problem with cookies and privacy regulations limits the ability of marketers to
track user behavior accurately.”

As a response, marketers should diversify their strategies by focusing on personalized
web experiences, orchestrated nurtures, and email outreach, alongside traditional
advertising methods.

Actionable Step

Develop a content strategy that includes personalized landing pages tailored to
specific audience segments and utilize A/B testing to optimize conversion rates.

Implement an email nurture campaign that targets users based on their previous
interactions and preferences, ensuring they receive relevant content
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Attribution
Modeling: Pro Tips
and Best Practices in
Marketo




D.1
Understanding Attribution Models

Attribution modeling in Marketo and other marketing automation platforms is essential for
understanding how various touchpoints contribute to conversions and overall marketing success.
Different models, ranging from single-touch to multi-touch, offer unique insights depending on the
complexity of the customer journey and the goals of the organization.

m Single-Touch vs. Multi-Touch Attribution

Single-touch attribution models, such as first-touch and last-touch attribution, are simpler
and focus on one key interaction in the customer journey. These models are useful for smaller
businesses with simpler sales cycles, but they tend to overlook the multiple touchpoints a
customer interacts with before converting.

First-Touch Attribution: This model assigns credit to the initial interaction that brings a lead
into the funnel. It’s useful for identifying lead sources, but it has limitations as it ignores the rest
of the customer journey.

Last-Touch Attribution: This model assigns credit to the final interaction before conversion.
While last-touch attribution is frequently overwritten with each new conversion, it’s important to
retain historical data to get a complete picture of the customer journey.

Your attribution should not depend on your tech stack, but rather on your business. First touch is
usually use to appoint lead source and last touch is overwritten every time a new conversion
happens, and you can save the historical data. - Jane Musatova, Global B2B Marketing
Automation Manager at Wolt

Multi-touch attribution, on the other hand, offers a more comprehensive view by distributing
credit across all touchpoints. It provides better insights into personalization and customer
relationships, which can lead to repeat business and long-term ROI.

“Multi-touch attribution opens the door to long-term and repeat

business, but you need a clear strategy and proper planning to Anonymous
make it effective.”
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It’s also important to compare multiple attribution models to get a nuanced understanding of how
different touchpoints contribute to conversions.

“It’s essential to compare different models to get richer insights, as

: y ) L Aquili
relying on just one model can overlook key touchpoints.” auren Aquilino

Key Takeaway: Single-touch models are straightforward and easy to implement, but multi-
touch attribution offers a more detailed view of the customer journey. However, multi-touch
attribution requires proper data collection and a strategic plan to be truly effective.

m Customer Journey Mapping for Attribution

Understanding the customer journey is critical for successful attribution modeling. By mapping
out the various touchpoints whether through email, social media, webinars, or website visits
marketers gain insights into how each interaction nudges a prospect closer to conversion.

Ensuring accurate customer journey mapping requires strong data hygiene practices. Without

properly logged data, time-stamped actions, and UTM tracking, it becomes difficult to map
the journey accurately.

“If data isn’t logged properly, with timestamps and UTM tracking,

the attribution process will always be a challenge.” Andy Caron

50. www.xgrid.co



Inconsistent tracking, particularly with
UTM parameters, can cause marketers
to lose sight of key interactions, leading
to inaccurate attribution data.

“Marketo’s program object is helpful,
but for more robust reporting, pairing

it with tools like Salesforce can give
better results.”

Lauren Aquilino

“Without consistent tracking, especially with
UTM parameters, it’s easy to lose sight of
key touchpoints in the customer journey.”

Balkar Rao

While Marketo’s program object can help
marketers track various touch points more
easily, the built-in attribution reporting may
not always suffice. Pairing Marketo with
tools like Salesforce can provide more robust
results when mapping the customer journey.

Key Takeaway: Mapping the customer journey requires rigorous data collection and consistent
tracking across all touchpoints. Attribution modeling is only as good as the data hygiene

practices in place.

m The Six-Metric Framework for Effective Attribution

While attribution models provide a framework for understanding how marketing efforts
contribute to conversions, it is essential to use a data-driven approach to attribute value to

touchpoints.

The Six-Metric Framework helps marketers evaluate the effectiveness of their attribution

models:

1. Lead Source: The origin of the lead (first-touch, UTM source).

2. Engagement: How much and how frequently the lead interacts with marketing materials

(webinars, emails, etc.).

3. Conversion: The touchpoint that directly leads to conversion (last-touch).

4. Influence: How much each interaction influences the lead’s decision-making process.

5. Attribution Value: The portion of revenue or success attributed to each touchpoint.

6. ROI: The overall return on investment for marketing efforts based on the attributed value.
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While multi-touch attribution can provide valuable insights into customer engagement and
personalization, it's important to ensure that all key metrics are captured and analyzed. Without
a long-term strategy and organization-wide understanding of how to use attribution data, the
ROI will be difficult to realize.

“The ROl is there, but you need the strategy and organization-wide understanding

across teams for it to be effective.”
Anonymous

Key Takeaway: Marketers should employ a Six-Metric Framework to evaluate touchpoints
throughout the customer journey. This ensures that all relevant data is captured, analyzed, and
tied back to business outcomes.

Influence Models vs. Perfect Attribution: Why You
Shouldn’t Strive for 100% Accuracy
Attribution models are valuable tools, but striving for perfect attribution can be counterproductive.

It’s important to remember that brand and human factors play significant roles in the customer
journey—factors that are often left out of attribution models.

“Sometimes we put too much focus on attribution models, but brand and human factors
are still key in influencing customer decisions.”

Lauren Aquilino

Multi-touch attribution is only as good as the strategy behind it. Without a comprehensive
understanding of customer behavior and personalization, attribution models can lead to
skewed insights.
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It’s also common for companies to
confuse causation with correlation when
interpreting attribution data. Just because
a touchpoint is recorded doesn’t mean it
caused the conversion.

“Attribution models are only as good

as the strategy and planning behind
them.”

Anonymous

Key Takeaway: Marketers should view

attribution models as influence models “Just because a touchpoint is recorded
rather than striving for 100% accuracy. doesn’t mean it was the reason for the
Attribution data should be used as a conversion.”

guiding tool rather than a definitive Balkar Rao

answer to what caused a conversion.

m Contribution Models vs. Attribution Models

Understanding Attribution vs. Contribution Models

Attribution models are used to assign credit to specific touchpoints within a customer’s journey,
focusing on identifying which interactions, such as the first touch (First Touch) or the last
interaction (Last Touch), played a key role in driving conversion.

This approach helps marketers understand which individual channels or tactics contributed most
to a lead or a sale. However, attribution models can be limited by giving disproportionate weight
to a single touchpoint, often missing the cumulative impact of all interactions throughout the
customer’s journey.

In contrast, contribution models emphasize the combined value of all touchpoints across the
funnel. Rather than isolating credit to just one interaction, contribution models present a holistic
view of how various touchpoints collectively influence the outcome of a marketing campaign.

Attribution models, while effective for internal marketing optimization, often fall short when
used to demonstrate the broader impact of marketing activities to non-marketing executives,
such as those in sales or finance.
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Attribution, especially multi-touch attribution, can provide useful insights to inform marketing
decisions, but its complexity can make it difficult for external stakeholders to fully understand or
appreciate its value.

One recommendation is to supplement attribution models with a storytelling and narrative-
based approach. This method involves illustrating how marketing efforts across various
touchpoints, combined with collaboration from sales and other departments, ultimately
contribute to success.

Using attribution reporting alone can result in skepticism from non-marketing leaders, who may
find the models difficult to relate to.

Instead, focusing on the lifecycle and how marketing and sales worked together to achieve a win
provides a more relatable and impactful explanation of marketing’s value.

“Attribution can give insights, but the key is to show how marketing and sales worked
together through the lifecycle, focusing on the story of how they drove success.”

Michael Hartmann

Multi-Touch Attribution as a Contribution Model

Multi-touch attribution can serve as a bridge between attribution and contribution models. By
distributing credit across multiple touchpoints, this model gives a more comprehensive view of
how various interactions influence the outcome of a marketing campaign.

However, even with multi-touch attribution, the mathematical complexity can overshadow the full
story of how marketing efforts drive results.

To counter this, it’s recommended to pair attribution data with a contribution-based narrative.
This approach explains how various touchpoints work together, focusing on the collective effort
across departments rather than attributing success to any one single interaction.

Key Takeaway:

While attribution models help marketers assign credit to specific touchpoints, contribution
models offer a more holistic perspective by evaluating the cumulative impact of all interactions
throughout the customer journey.

Multi-touch attribution can serve as a middle ground but should be supplemented with narratives
that explain how marketing, sales, and other teams work together to drive revenue and pipeline
growth.
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Actionable Steps:

1. Leverage Attribution for Internal Optimization: Use attribution models to optimize marketing
tactics by identifying which touchpoints are contributing most to conversions.

2. Adopt Contribution-Based Reporting: WWhen communicating with executives or cross-
functional teams, emphasize the contribution model to show how marketing and sales efforts
collectively influence business outcomes.

3. Incorporate Storytelling: Use storytelling to highlight how various touchpoints and interactions
across the customer journey worked together to drive success.

4. Utilize Multi-Touch Attribution Thoughtfully: Apply multi-touch attribution to understand how
different touchpoints interact, but always provide broader context by focusing on the overall
contribution of marketing and sales efforts

By integrating attribution insights with contribution-based storytelling, marketers can better
communicate the true value of their efforts to stakeholders and demonstrate the impact on
revenue and pipeline generation.

m When to Invest in Attribution Tools

Investing in attribution tools depends on the complexity of your marketing efforts and the scale of
your business. For smaller organizations, first-touch or last-touch attribution models may be
sufficient, but as the business grows, more sophisticated models (such as multi-touch
attribution) become necessary.

First-touch and last-touch models are often sufficient for B2B startups. However, as companies
scale, attribution becomes more complex, and investing in advanced tools is critical to
understanding the full customer journey.

“First-touch and last-touch models work for small businesses, but as companies grow,

they need more advanced tools to understand the full journey.”

Mike Rizzo

Marketo’s built-in attribution may not be sufficient for larger companies or those with complex
sales cycles. In these cases, companies might consider investing in tools like Salesforce or third-
party attribution platforms to get more granular insights.
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Key Takeaway: Businesses should consider investing in advanced attribution tools when their
marketing efforts become more complex, or when they need deeper insights into multi-touch
interactions.
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Additional Insights on Attribution Modeling

These insights don’t fit neatly under the previous sections but are still relevant to the topic of
attribution modeling in Marketo.

m The Importance of Data Hygiene in Attribution

Data hygiene directly impacts the accuracy of attribution models. Without following best
practices for data creation—such as logging statuses, creating timestamped data, and collecting
UTM parameters—attribution data will be incomplete and unreliable.

Inconsistent use of UTMs can also lead to
discrepancies in attribution. Different teams
may define UTM parameters differently,
complicating attribution analysis.

“If data hygiene isn’t prioritized,

attribution will always be incomplete
and inaccurate.”

Andy Caron

Key Takeaway: Ensure data hygiene

practices are followed rigorously to “Inconsistent UTM usage across teams
maintain accurate attribution data. can cause discrepancies, complicating
Without clean data, even the most the attribution process.”

advanced attribution models will fail to

provide meaningful insights. Balkar Rao

m Organizational Alignment for Attribution Success

Attribution modeling requires alignment across teams to be effective. Without a clear strategy
and buy-in from all stakeholders, the insights gained from attribution models may not be
actionable.
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“Attribution data is only useful if the
organization knows how to use it to
drive personalization and long-term

ROL”
Anonymous

Key Takeaway: Attribution modeling
requires a cross-functional approach to
ensure that the data is used effectively
across the organization. This includes
alignment between marketing, sales,
business technology, and data analytics
teams

Ensuring collaboration between
marketing, sales, business technology,
and data teams is essential for fully
capitalizing on attribution data.

“Cross-functional collaboration is key to

making attribution modeling work across
the organization.”

Lauren Aquilino
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D.2
Attribution in Marketo

This section focuses on attribution modeling within Marketo, offering strategic insights, practical
examples, and comparisons with other attribution tools.

By consolidating common challenges, unique responses, and best practices from marketing
experts, this report provides actionable guidance on how to configure, use, and optimize
attribution models in Marketo.

The analysis also delves into how Marketo stacks up against other tools like Salesforce,
Snowflake, and Fivetran when it comes to attribution, helping teams choose the right platform
based on their needs.

Avoid Over-Complicating Attribution & Leverage 3rd
Party Integrations for Attribution Success in Marketo

Marketo provides a range of attribution modeling capabilities, but experts caution against
overcomplicating the setup. While Marketo’s models are useful for directional insights, they
are not built for highly granular tracking beyond marketing-qualified leads (MQLs).

“Marketo’s attribution is solid for giving you directional data, but it’s not ideal if you want to
track beyond MQLs or into revenue attribution. Salesforce or other tools might be better for
that level of tracking.”

Viad Croitoru

In comparison, tools like Salesforce and Fivetran provide more detailed tracking for revenue
attribution, making them suitable for teams that require more advanced multi-touch or custom
attribution models.

Vladlena shared that while her team started with Marketo for attribution, they eventually moved
to custom-built models using Fivetran for more accurate weighting of touchpoints.

“We started with Marketo but moved to Fivetran for building in-house attribution models

that allowed for weighted touchpoints, which Marketo’s basic model didn’t support as
well.”

Vladlena Mitskaniouk
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Action ltems:

e Keep Attribution Models Simple at First: If your business primarily focuses on tracking MQLs
and pipeline generation, start with Marketo’s native multi-touch model. Expand to external tools
as complexity grows.

Example

Patricia’s team uses Marketo for multi-touch attribution but supplements it with
Snowflake for advanced tracking when dealing with larger sales cycles or multiple
touchpoints across various marketing channels.

¢ Consider Salesforce or Fivetran for Granular Tracking: If your organization requires deeper
insights into revenue attribution, consider integrating Marketo with tools like Salesforce or
Fivetran. These platforms allow for more precise tracking from first touch to close.

Example

Vlad recommended using Salesforce for revenue-driven attribution, explaining that
while Marketo is strong in marketing automation, Salesforce’s CRM integration offers
superior revenue insights.

Marketo’s Basic Attribution Tool V/S Marketo Measure
for Campaign Tracking

In the context of Marketo, campaign attribution is best evaluated with a focus on long-term,
revenue-driven outcomes rather than short-term metrics like clicks or opens. Focusing on
tracking conversions from top-of-funnel activities, such as social media campaigns is
important to see how they translate into revenue months down the line

“Don’t focus too much on immediate results—especially in B2B. Track your campaigns for

months to see how they contribute to revenue.”

Vlad Croitoru
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When compared to Marketo Measure (formerly Bizible), which provides more advanced
campaign tracking across multi-touch points, Marketo's basic attribution tools are sufficient

for companies with simpler needs. However, for more granular or custom reporting, Marketo
Measure might be a better choice.

“If you need detailed attribution, Marketo Measure offers better multi-touch attribution

capabilities than basic Marketo, but it’s still not as granular as a fully integrated Salesforce
solution.”

Robyn Hatfield

Action Iltems:

¢ Focus on Revenue-based KPIs in Marketo: Use Marketo to track the impact of campaigns

on the sales funnel, ensuring alignment with long-term business goals such as revenue and
pipeline generation.

Example

Robyn’s team evaluates both top-of-funnel engagement (email opens, clicks) and how

these interactions drive MQLs and demos, connecting them to opportunities and
revenue.

e Consider Marketo Measure for Advanced Attribution: If you need more detailed attribution,
consider adopting Marketo Measure to enhance reporting accuracy.

D.2.C Navigating Data Quality & Hygiene Challenges for
I Attribution Setup in Marketo

Data quality is a recurring challenge when setting up attribution in Marketo. Michael highlights
that inconsistent data hygiene can skew attribution models, leading to unreliable reporting.

“If your data is messy, you won'’t be able to trust the results. Marketo relies heavily on good

data inputs to deliver accurate attribution.”

Michael Hartmann
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Marketo’s integration with other platforms (like CRM systems) can be tricky without careful
setup. Robyn experienced difficulties with data inconsistencies when configuring Marketo
Measure, but noted that achieving "directional accuracy" was more important than perfection.

“Our goal with attribution is directional accuracy, not perfection. We adjusted Marketo
Measure to give us enough insights to make decisions, even though it’s not always 100%

precise.”
Robyn Hatfield

In contrast, Salesforce offers more robust CRM and attribution integration, but the cost and
complexity can be higher for teams just starting out.

Action Items:

¢ Maintain Data Cleanliness in Marketo: Regularly audit your data, ensuring that fields like UTM
parameters and lead sources are accurate across campaigns. This is crucial to ensure the
accuracy of Marketo’s attribution models.

Example

Michael’s team implemented a system to clean data weekly, reducing inaccuracies in
reporting that had been caused by incorrect source tracking.

¢ Leverage External Tools if Needed: If Marketo’s integration with your CRM or analytics tools
proves too limited, consider investing in more advanced platforms like Fivetran for better data
integration.

Deciding Budget Allocation for High ROl Channels &
Campaigns with Marketo Measure
Attribution data in Marketo can play a crucial role in determining budget allocation and

optimizing marketing strategies. Robyn and Patricia both use attribution data to evaluate which
campaigns and channels drive the most conversions and pipeline generation
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“We use attribution data to decide where to put more budget—whether it’s paid ads or

organic efforts. It helps us prioritize strategies that deliver ROl.”

Robyn Hatfield

When comparing Marketo with tools like Salesforce and Snowflake, Marketo’s core attribution
reporting is less comprehensive for revenue-based decisions. However, when integrated with
Marketo Measure or other tools, it can provide sufficient insights for medium-sized teams

Action ltems:

¢ Use Marketo to Inform Budgeting Decisions: Track the performance of campaigns and
reallocate budget to the channels that deliver the most pipeline and conversions.

Example

Robyn’s team uses quarterly attribution reports from Marketo Measure to decide
whether to invest more heavily in paid ads or organic content.

¢ |ntegrate with Salesforce for Detailed ROI Insights: If you need more granular visibility into

revenue-based outcomes, Salesforce provides better tracking from marketing to sales, enabling
more precise budgeting and forecasting.

Marketo’s ABM & Multi-Touch Attribution Setup Bridge
Sales & Marketing Alignment Gaps
Marketo plays a key role in fostering alignment between marketing and sales teams. Patricia

points out that the days of simply passing leads from marketing to sales are over, and multi-touch
attribution in Marketo helps bridge the gap.

“We don’t just hand leads over anymore —marketing and sales both own the process, and
multi-touch attribution makes that clear.”

Patricia Pouncey
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In comparison, Account-Based Marketing (ABM) within Marketo has proven to be a game-
changer in eliminating friction between teams, as both sales and marketing are aligned on
targeting the same accounts.

“ABM simplifies everything. It gets sales and marketing aligned, and attribution becomes
clearer because we’re chasing the same high-value accounts.”

Patricia Pouncey

When comparing Marketo’s ABM functionality with other tools, Salesforce offers deeper ABM
capabilities with more extensive CRM integration, but Marketo remains a strong choice for
smaller teams or those primarily focused on lead generation.

Action ltems:

e Adopt ABM in Marketo to Align Teams: Use Marketo’s ABM features to streamline
collaboration between marketing and sales, focusing on the same high-value accounts to
reduce friction.

Example

Patricia’s team deployed an ABM strategy within Marketo, focusing on shared target
accounts, which resulted in a more unified approach between sales and marketing.

e Utilize Multi-touch Attribution to Foster Collaboration: Use Marketo’s multi-touch attribution
models to ensure both sales and marketing share credit for closed deals, avoiding conflicts
over lead ownership.
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Limitations, Best
Practices and Future

Trends in Marketo .




E1

The Challenges of Scaling Marketo:
Addressing Complexity, Costs, & Data Issues

1. The Steep Learning Curve: Navigating Marketo’s Complex Workflows & Interface

Marketo’s steep learning curve is frequently mentioned by users, particularly for beginners or
companies without a robust technical team. While seasoned users find the platform powerful,
its complexity can deter newcomers.

While Marketo offers flexibility and advanced troubleshooting options, new users struggle due
to its complex workflows.

"Marketo is not difficult compared to “For a premium Adobe product, the
programming languages, but the interface feels like it’s from the 1990s,
workflows are confusing for new users.” adding to the learning difficulties.”
Anonymous
Director of Marketing Operations Anonymous

Marketo lacks dynamic visual tools compared to competitors like Eloqua, which offer intuitive
workflow editing features.

"Marketo’s static structure makes workflow editing less intuitive, unlike Eloqua’s dynamic
canvas feature."
Kacper Gawlick

2. Tackling Data Management and Data Hygiene Challenges in Marketo

Marketo struggles with data hygiene, a challenge that multiple users highlighted, especially when
dealing with duplicate records, outdated data, and maintaining clean databases.

Balkar discussed how duplicate records frequently occur in Marketo, even with Salesforce
integrations designed to prevent them.

"Marketo checks for duplicates, but it’s not enough, especially when data originates from
Salesforce."

Marketo’s pricing model—based on database size—exacerbates data hygiene challenges, as
scaling companies often import large lists, increasing costs.
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"Marketo charges based on database size, so cleaning

unnecessary records is critical to manage costs." Patricia Pouncey

"Data reflects a constantly changing
world, and regular audits are
essential to maintain hygiene, but
100% accuracy is unrealistic."

Maintaining data hygiene is an ongoing task,
requiring regular audits and processes to remove
outdated or inaccurate information.

Balkar Rao

3. Integration Issues and Technical Limitations

Marketo’s integration capabilities are another major concern for users, particularly in handling
complex, custom integrations with other platforms like Salesforce and data warehouses.

While Marketo integrates well with Salesforce, it struggles with custom integrations, leading
some companies to migrate to more flexible platforms like Eloqua.

Marketo’s limited data processing power can cause delays when managing large datasets,
forcing companies to use external tools like data warehouses for scoring and analytics.

"Marketo struggles to process high volumes of data efficiently, pushing

companies to move lead scoring operations to data warehouses."

Lauren Aquilino

4. Marketo’s Reporting Gaps: Why External Tools Are Essential

1. A major limitation of Marketo lies in its reporting and analytics capabilities, which users
widely regard as inadequate for comprehensive business insights.

The drill-down options in Marketo’s reporting features are insufficient for advanced data
manipulation and it is recommended to use external tools like Power Bl or Domo for

more detailed analysis.
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"Marketo’s reporting is among the worst; it lacks flexibility, forcing us to use tools like Power
Bl and Domo for deeper insights."

2. Marketo’s visual workflows are limited in creating reports compared to HubSpot’s more
intuitive interface. "Marketo’s reporting feels like trying to do PowerPoint in Excel... not user-
friendly at all." - Debra

3. Vlad also criticized Marketo’s attribution modeling, stating that it lacks the granularity
needed for tracking beyond marketing-qualified leads (MQLs).

He recommends using CRM systems like Salesforce for tracking revenue-driven results.
"Marketo’s attribution models aren’t ideal for granular tracking. Salesforce is better suited for
revenue-related insights." - Vlad

5. Managing Marketo Migrations the Right Way

Migrating from Marketo can be a significant technical challenge, often driven by internal politics
rather than the platform’s limitations.

Vlad observed that companies often migrate due to poor relationships with vendors like Adobe or
personal preferences for other platforms, rather than outgrowing Marketo’s capabilities. He
cautioned that migrations should only be considered when the platform truly hinders growth.

"Migrations are often driven by political reasons rather than outgrowing the platform.
Technically, few companies outgrow Marketo."

Viad Croitoru

Patricia recommended that companies clean their data before migration to minimize costs and
ensure a smoother transition.

"Clean your data and remove unnecessary records before migrating to prevent escalating

costs."

Patricia Pouncey
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6. Scalability & Pricing Woes: Marketo’s Struggles with Large Datasets

Marketo’s pricing model is a significant limitation, particularly for growing companies or those
with large datasets.

Patricia and Lauren both noted that Marketo’s pricing—which scales with the number of
records—quickly becomes prohibitive for companies that are scaling, especially when running
account-based marketing (ABM) campaigns.

Tyron highlighted that Marketo struggles with scalability, particularly for SaaS companies
offering free trials or managing massive volumes of users.

“This limitation forces companies to rely on additional tools or platforms to manage high
volumes of data. "Marketo struggles with massive datasets, making it less efficient for
SaaS companies offering free trials.”

Tyron Pretorius

7. Marketo’s Al Integration Shortfall

Despite Adobe’s broader Al capabilities, Marketo has not fully integrated Al functionality into its
day-to-day operations, limiting its ability to leverage advanced technologies for marketing
automation.

Tamara discussed the difficulties of using Al-driven features like tokens and scoring models
within Marketo, noting that they require deep technical understanding and are not as intuitive as

they could be.

“Tokens and scoring models are valuable for dynamic content, but they require a deep

understanding to use effectively."

Anonymous

Corey added that Al integration requires "Al integration with Marketo is challenging
well-structured data, which many marketing because it requires highly structured data,
teams struggle to maintain, further limiting which many teams aren’t equipped to
Marketo’s Al potential. handle."

Corey Bayless
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E.2

Best Practices for Optimizing Marketo

1. Build Internal Documentation & a High-Performance Marketo Team Using

‘Lottery Test’ Rule

Effectively managing Marketo requires expertise across various roles, from basic admin
functions to advanced coding for custom automation.

Experts like Elicia Chen compare Marketo usage levels to Salesforce roles, emphasizing
the need for progressive skill-building to take full advantage of the platform.

The importance of expertise in both execution and strategy is also highlighted by
Victoria, who advocates for a centralized model of managing campaigns.

She believes that having a dedicated marketing automation team enables consistency,
uniformity, and reduces errors compared to decentralized field marketer approaches.

Best Practice:

e Ensure that your marketing team includes not only basic administrators but also advanced
users, such as solutions architects or Velocity scripting experts.

e Consider external consultants for specific tasks like API integrations or custom object
management. Adopting a centralized team for managing campaigns will help maintain
quality and reduce errors, as emphasized by Victoria

Action Item:

¢ Build internal documentation to ensure that all processes are easy to understand and

manage by different team members.

e Follow Elicia’s "lottery test" rule—if a key team member were to leave suddenly, others
should be able to pick up where they left off without disruption.

"Marketing automation setups should
be well-documented so that if someone
were to leave the organization, the next
person could easily understand and
manage the instance."

Elicia Chen

“In my opinion, a centralized model works a
lot better because you can hire the people
that know exactly what they're doing... versus
a decentralized model where you have to
really lock a lot of things down in order for
people not to screw up."

Victoria Jabbar-Rey
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2. Data Hygiene and Syncing Best Practices

Maintaining data hygiene and ensuring consistent synchronization between Marketo and
systems like Salesforce is critical for avoiding operational bottlenecks and data quality issues.
John Grundy and Robyn emphasize the need for data hygiene processes that focus on
preventing issues like sync failures or inconsistencies between systems.

Best Practice:

e Create automated programs in Marketo for data normalization and deduplication,
ensuring consistent and clean data across platforms.

¢ Use tools like RingLead or Marketo's smart campaigns for managing data efficiently.
Experts like Brithey also recommend leveraging external tools like Alteryx to handle
complex data normalization before importing it into Marketo, ensuring high-quality data
for automation and reporting.

Action Item:

e Conduct regular audits and create custom reports to identify exceptions such as missing
mandatory fields or sync issues, ensuring smooth campaign execution and accurate
reporting.

"Alteryx was instrumental in transforming
and normalizing data before being used
in Marketo."

"Maintaining system health is essential
for accurate reporting and seamless
campaign execution."

John Grundy Britney Young

Vladlena further discusses common challenges in syncing Marketo with Salesforce, particularly
with matching fields and custom flows. Companies can either rely on Marketo's native sync
and correct errors post-sync, or invest in manual custom flows upfront to avoid potential sync
errors later.

Best Practice:

¢ Regularly audit both Marketo and Salesforce instances to ensure alignment in field mappings.
Where needed, consider manual custom flows for specific processes that are prone to errors.
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Action Item:

e Conduct a sync audit between Marketo and Salesforce to identify mismatched fields and
address syncing bottlenecks preemptively.

3. Advanced Revenue Attribution & Scoring in Marketo
Maximizing the impact of marketing efforts depends heavily on robust revenue attribution
models.

Experts like Patricia and Amy argue that multi-touch attribution provides a more
comprehensive view of the customer journey and marketing’s contribution to revenue
compared to single-touch models.

However, Racheal notes that traditional lead scoring models are becoming less valuable due
to the availability of more advanced tools like 6sense and Demandbase, which provide
superior data insights and predictive analytics.

These tools offer more sophisticated analysis than what basic lead scoring models in
Marketo can deliver, allowing for better targeting and ROI.

Best Practice:

¢ Use multi-touch attribution models in Marketo or integrated tools like Bizible to ensure
every customer touchpoint is accounted for in performance evaluations.

e Explore advanced tools like 6sense and Demandbase for deeper insights into customer
behaviors and preferences.

Action Item:

¢ Review your attribution models regularly and adjust them to align with changes in
campaign strategies or data requirements.

"Multi-touch attribution allows everyone "Tools like 6sense and Demandbase
involved in the customer journey to take make traditional lead scoring less
credit, rather than attributing everything to relevant by providing more detailed
a single touchpoint." insights."

Patricia Pouncey Rachael Noble Squire
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Robyn admits that attribution data can sometimes be imperfect, but focusing on directional
accuracy having enough data to guide decisions without aiming for perfectioncan still provide
actionable insights.

4. Simplifying Marketo Integrations and Ensuring System Health in Marketo

Marketo’s strength lies in its ability to integrate deeply with other platforms, particularly
Salesforce.

However, Robyn and Elicia both highlight that these integrations can lead to challenges,
particularly when custom objects or API-based connections are involved.

Debra stresses that native integrations within Marketo are the preferred option, as they
provide seamless workflows and ensure data consistency. However, she acknowledges that in
scenarios where native integrations aren’t available, third-party tools like Zapier can help
bridge the gap.

Best Practice:

¢ Prioritize native integrations wherever possible to reduce complexity and improve data
workflows. Where third-party tools are necessary, ensure they are well-vetted for compatibility
with Marketo and your existing tech stack.

Action Item:

¢ Implement a testing phase for all custom object integrations and make sure these integrations
are well-documented. Keep stakeholders informed to prevent issues with data transfer or
syncing.

"If you can afford those tiers that have a native integration, perfect. Integrations
are needed in all tech."

Debra Monkman

Additionally, Tyron notes that larger companies may benefit from having a dedicated "translator”
role between marketing teams and technical operations, ensuring that business needs are
effectively communicated and implemented in Marketo.
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5. Tips to Stay Compliant & Manage Risks in Marketo

Compliance is an ongoing concern, especially for global marketing teams handling varying
legal requirements across regions.

This report’s research highlights the need for automated workflows that categorize contacts
based on local laws, particularly in email marketing.

Best Practice:
¢ Use Marketo’s automation features to set up compliance workflows that classify leads based

on their country and relevant legal requirements (e.g., opt-in categories). This helps ensure
that the company adheres to laws like GDPR and CAN-SPAM.

Action Item:

¢ Perform compliance audits regularly and make sure that changes in laws are reflected in
your automated workflows to avoid legal risks.

"We set up Marketo to automatically track compliance and manage opt-ins by

assigning leads to the appropriate category—implicit, explicit, or double opt-in."

Anonymous,
Director of MOPs

Lauren echoes this need for meticulous compliance management, particularly when handling
large datasets that span multiple regions. The ability to update and normalize data records
automatically can be a game-changer for global teams.

6. Unlocking Marketo’s Advanced Features & Workflows

Many Marketo users do not fully explore the platform’s more advanced features, such as
dynamic content, munchkin tracking, and personalization tokens. Experts like Aine and
Lauren suggest that these tools can significantly improve marketing efficiency and engagement.

In cases where simpler email marketing needs arise, Tamara mentioned using additional email
management systems like Constant Contact or MailChimp alongside Marketo to manage more
straightforward tasks, allowing sales teams to send their own campaigns without overloading
Marketo.
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Best Practice:

¢ Train your team on advanced features like tokenization, dynamic content, and personalized
campaigns, especially for global teams managing complex campaigns with localized needs.

Incorporate simpler tools when applicable to free up Marketo for more complex automation
tasks.

Action Item:

e Set up scalable, well-documented workflows that make use of Marketo’s features to
enhance targeting, personalization, and data reporting.

"Using smaller systems like MailChimp can allow sales teams to handle simpler
campaigns without depending entirely on Marketo."

Tamara Ann Johnson
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E.3

Future Trends: Anticipating and Preparing for
Emerging Trends & Al in Marketo & Marketing Ops

The future of Marketing Operations (MOPs) is rapidly evolving, shaped by emerging technologies
such as Atrtificial Intelligence (Al), automation, and advanced data analytics. As companies
strive to stay ahead in an increasingly competitive landscape, the integration of these new
technologies into platforms like Marketo is transforming how marketing teams operate. This
report delves into insights from industry experts on how Al, automation, and other emerging
trends are influencing the future of Marketing Ops and what companies should do to prepare.

Artificial Intelligence (Al) for Personalization & Lead
Scoring in Marketo

1. Embracing Al for Personalization & Lead Scoring

Al is already beginning to play a significant role in automating and personalizing customer
interactions within Marketo. From generating personalized email content to enhancing lead
scoring models, Al can automate repetitive tasks while improving the precision and effectiveness
of marketing strategies.

Several experts highlighted the emerging role of Al in creating more personalized customer
experiences. By leveraging Al, marketing teams can automatically generate personalized
content for different segments, particularly in email marketing.

“Recently, we’ve been experimenting with Al to identify bot form fills by sending
form information to ChatGPT... We’ve also used Al to write emails. We tell it a

bit of information about the person, and it generates the email.”

Tyron Pretorius

Al's role in lead scoring is also becoming more prominent. By analyzing customer behavior
and demographic data, Al can help marketers prioritize leads more effectively, identifying
those with the highest likelihood of converting.
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“We’ve also used Al for lead scoring, where it captures data and assigns
scores based on the customer’s behavior and fit. This has made the process
more efficient and accurate.”

Tyron Pretorius

2. Al-Driven Content Creation & Automation

Content creation is another area where Al is making significant strides. Al can analyze large
datasets and generate copy that is tailored to specific customer segments, saving marketers
time while improving relevance and engagement.

Al’s ability to generate personalized content at scale is particularly valuable for large organizations
with extensive customer bases. By analyzing customer data, Al can create customized
messaging that resonates with individuals at different stages of the funnel.

“Al is definitely a tool that is radically shifting how we market. For example,
imagine using Al to aggregate key themes from customer conversations and then

generating a six-email sequence based on those insights. It allows us to act
faster and more efficiently.”
Aine Dundas

Additionally, Al-powered automation can streamline complex processes, such as setting up
automated workflows or personalizing customer journeys. This helps marketing teams
focus on strategy while Al handles the execution of routine tasks.

“Al can take over much of the ground work when it comes to aggregating data and
creating insights. You can then plug those insights into tools like Marketo to quickly

personalize and automate campaigns.”
Aine Dundas
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3. Al for Predictive Analytics & Customer Insights to Enhance Content & Campaigns

Al is also poised to transform how marketing teams leverage data for decision-making.
Predictive analytics, powered by machine learning algorithms, can analyze historical data to
forecast customer behavior, enabling more proactive marketing strategies.

Predictive analytics can help marketers anticipate trends, identify high-value customers, and
allocate resources more effectively. By integrating Al into their data analytics processes,
marketing teams can stay ahead of the competition and meet customer needs more
proactively.

E Automation & Emerging Technologies in Marketing Ops

1. Automation in Data Hygiene & Workflow Management

Automation continues to be a major trend in Marketing Ops, particularly in areas like data
hygiene and workflow management. Automated workflows allow marketing teams to manage
large datasets more efficiently, ensuring data accuracy and consistency across platforms.
One of the most significant benefits of automation is its ability to maintain data hygiene without
manual intervention. With automated workflows in place, companies can regularly clean and
standardize data, reducing errors and improving the overall quality of their database.

“We’ve instituted automated data hygiene processes that run regularly to catch

duplicates and clean up unnecessary data. Automation is key to staying on top
of data hygiene.”

AJ Sedlak

2. Al & Automation in Customer Lifecycle Management

Automation and Al are also revolutionizing customer lifecycle management. By automating
customer touchpoints and leveraging Al to personalize interactions, marketing teams can
enhance the customer experience and drive engagement at every stage of the funnel.

For example, progressive profiling and dynamic content generation are becoming more
automated, allowing marketing teams to deliver relevant messaging to customers as they
move through the lifecycle.
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“We’ve set up workflows that automatically clean, merge, and standardize
data, ensuring that our customer lifecycle is managed effectively. With
automation, we can focus on more strategic tasks instead of manual data entry.”

Jacqueline Freedman

3. The Future of Campaign Management with Al & Automation

Al and automation are transforming how campaigns are managed, making it easier to optimize
campaigns in real-time. By analyzing customer interactions and adjusting messaging based on
behavior, Al can help marketers fine-tune their campaigns for maximum impact.

“We’re moving towards a future where Al and automation will allow us to set up

campaigns that adjust themselves based on customer behavior. This will make
campaign management more efficient and effective.”

AJ Sedlak

The ability to adjust campaigns dynamically based on real-time data is a significant advancement
in marketing technology. As Al and automation become more integrated into platforms like
Marketo, marketing teams will be able to execute campaigns more efficiently, with less manual
intervention.

Preparing for the Future of Al & Emerging Trends in
Marketing Ops

1. Building an Al-Ready Tech Stack

To fully leverage the benefits of Al, companies need to ensure that their tech stack is
optimized for Al integration. This includes having the right tools for data collection, analytics,
and automation, as well as ensuring that these tools are compatible with Al platforms.

“The primary source of our attribution data comes from where Segment tracks
page views on the UTM parameters... We pump data in from Segment, Marketo,
Salesforce, our online portal—that all goes into Domo where we build dashboards.”

Tyron Pretorius
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By centralizing data and using platforms like Domo or Looker, companies can make their
data more accessible for Al-driven insights. This allows marketing teams to act more
quickly on trends and optimize campaigns with greater precision.

2. Continuous Learning & Skill Development

As Al and automation continue to evolve, marketing teams must stay up to date with the latest
trends and tools. Continuous learning and skill development will be essential for teams to stay
competitive and take full advantage of emerging technologies.

Training teams on Al tools, automation workflows, and data analytics will be crucial as these
technologies become more integrated into everyday marketing operations. Companies should
invest in continuous education to ensure their teams are equipped with the skills needed to
succeed in the future.

“One of the most important skills for MOPS teams in the future will be understanding

how to leverage Al and automation effectively. It’s not just about knowing the tools but
understanding how to extract value from them.”

Aine Dundas

3. Leveraging Al for Strategic Decision-Making

Al is not just a tool for automation—it’s also a powerful tool for strategic decision-making.
By analyzing large datasets and providing actionable insights, Al can help marketing teams
make more informed decisions about where to allocate resources, how to personalize
campaigns, and how to improve customer engagement.

“Al is helping us make data-driven decisions and optimize campaigns before
they’re even launched. It’'s a game-changer for how we think about strategy.”

AJ Sedlak

As Al continues to evolve, it will become even more integral to strategic decision-making in
marketing operations. Companies that adopt Al early and invest in building strong Al
capabilities will be better positioned to stay ahead of the competition.
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Key Takeaways for Preparing for Future Trends & Al

Al for Personalization & Lead Scoring: Al is already transforming how marketers personalize
interactions and score leads. Companies should invest in Al tools that help automate these
processes and improve accuracy.

Automation for Data Hygiene & Workflow Management: Automated workflows can help
manage data consistency and reduce manual intervention, making marketing operations
more efficient.

Al for Predictive Analytics: Al-powered predictive analytics will help marketers anticipate
customer behavior and optimize campaigns before they launch. Investing in predictive analytics
tools should be a priority.

Building an Al-Ready Tech Stack: Companies need to ensure that their tech stack is
optimized for Al integration, with centralized data platforms like Domo or Looker to enable Al-
driven insights.

Continuous Learning & Skill Development: Marketing teams must stay updated on
emerging tools and trends, investing in continuous education to stay competitive.

Strategic Decision-Making with Al: Al can provide valuable insights for strategic decision-
making. Companies that leverage Al for decision-making will have a competitive edge in the
future.

Conclusion

The future of Marketing Ops is deeply intertwined with the rise of Al and automation. From
improving personalization and lead scoring to optimizing campaign management and strategic
decision-making, Al is set to transform how marketing teams operate. To prepare for this future,
companies need to invest in the right tech stack, automate repetitive tasks, and continuously
educate their teams on emerging trends. By embracing Al and automation, companies can stay
ahead of the curve and drive greater efficiency, personalization, and engagement in their
marketing efforts.
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