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Why Are We Here?

• Learning about Brandpoint
– Share content development best practices

– Personalized messages for the buyer’s journey

Greetings

Who’s In The Audience

• SharpSpring Partner Agencies

#SharpTweet live with us



Questions?
• Phone lines are muted
• Submit via:

• Chat Box
• Twitter: #SharpTweet or 

@SharpSpring 

Webinar Recording & Slides

• Emailed after webinar

Webinar Survey

• We need your feedback

Upcoming SpringBoard Live – Partners Only:
Zapier II – The Sequel

May 6, 2016
11 a.m. – 11:30 p.m. EDT
8-8:30 a.m. PDT
4-4:30 p.m. BST

Bryan Tobin
Product Manager
SharpSpring

Future Partner Presenters:
Email Nicole Levy at nicole@sharpspring.com

Housekeeping

#SharpTweet live with us





INTRODUCTIONS

Scott Severson
President of 
Brandpoint

@scottseverson

#MarketingDNA



Content 
Strategy

Content 
Creation

Media Content
Marketing 
Platform

A COMPLETE 
CONTENT MARKETING SERVICES AND SOFTWARE 

SOLUTION



Marketing Automation & Content



THE LEADPAGES

EXPERIMENT



Leadpages bet big on this principle: 

That a content team of 4 could outperform an 80-person sales team 
at most companies at 1/20th the cost

THE RESULT? 

They saw an almost immediate payback period and acquired customers 
at 5% of typical Enterprise SaaS companies.





WHAT MARKETING AUTOMATION ISN’T

Marketing 
Automation



WHY MARKETING AUTOMATION?

• Automated lead qualification

• Substantial sales intelligence

• Automated customer journey

• Ability to create custom landing 
pages and lead capture forms



MARKETING AUTOMATION PITFALLS

1. Don’t have the right team in 
place to make it succeed

2. Not investing in the requisite 
content to power the platform



TIP 1: 

HIRE A PRO





TIP 2: 

ASSEMBLE YOUR TEAM



THE DREAM TEAM



THE DREAM TEAM

The CRM Software Admin
• Heavily involved in configuration
• Maps out how the platform 

integrates with other tools
• Trains internal team



THE DREAM TEAM

The Marketing Automation 
Specialist 

• Works closely with implementation partner
• Helps incorporate configuration into daily use
• Will eventually own internal Marketing

Automation process



THE DREAM TEAM

The Sales Leader

• Establishes database and lead quality
• Establishes lead-scoring strategy with

marketing-automation specialist
• Provides feedback throughout

engagement process



THE DREAM TEAM

The Marketing Leader

• Establishes success metrics
• Defines buyer’s journey and 

marketing-automation strategy
• Ensures marketing and sales 

alignment



THE DREAM TEAM

The Content Developer(s)

• Creates multiple content types to 
power the automation

• Works closely with sales and 
marketing leaders

• Can be either internal or external 
resources (or both)



TIP 3: 

UNDERSTAND YOUR AUDIENCE



AUDIENCE SEGMENTATION



PERSONALIZATION



ROLE OF PERSONAS



CONTENT HEAT MAP



THE MARKETING AUTOMATION FUNNEL



Better Marketing/Sales Alignment
BETTER SALES VISIBILITY



TIP 4: 

PLAN FOR CONTENT DEVELOPMENT



Prospects receive an average of 

marketing touches before becoming 
a closed-won customer

10

Source: Aberdeen Group





The BrandpointHUB 
TRIAL CAMPAIGN

Content Case Study:



Content Case Study:           BrandpointHUB TRIAL CAMPAIGN

15
Pieces of
content



Customers will manage

of the relationship with a company 
without even talking to a human

85%

Source: Gartner



Marketing automation can be a transformational 
tool, but it’s not a plug-and-play solution.

How to make it work:
• A comprehensive implementation strategy
• A firehose of content
• A highly aligned and integrated “Dream Team”

RECAP

.com 



#SharpTweet live with us

Questions?



#SharpTweet live with us

With Scott:
Scott Severson
President
Brandpoint

Email: sseverson@brandpoint.com

Bryan Tobin
Product Manager
SharpSpring

Email: bryan@sharpspring.com
Web: www.sharpspring.com

With Bryan:

Continue The Conversation




