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WHY NURTURE?

We LOVE Nurture

● Has the potential to be a top driver of qualified demand

● Warm up vast databases of cold leads

● Identify latent demand for your products/solutions/services

● Educate leads on their path to purchase

● Once set, can run in the background to qualify leads

● Consistently helps to meet the goals of the revenue focused B2B 

marketer.



Website and SEO for Lead Generation, Marketo

of visitors who come to your website aren’t 
ready to buy (yet).96

2017 Lead Nurturing & Acceleration Survey Report, DemandGenTM

of marketers state their lead nurture 
programs ‘need improvement’ or are 
‘average’ at best.

%

77%



Spoiler: we’re going to show you how to make sure you don’t send someone 
something they’re already seen.

Don’t boil the ocean! Reuse Content

Don’t make brand new content for each nurture 
program/stream

Blog Posts, Long Webpages, Video, Infographics, eBooks, Whitepapers, 
Reports, Research, 3rd Party Content, Reviews

Inventory all the content you could use. Include 
anything:

● Product/Solution
● Persona
● Funnel Stage
● Topic
● Industry

Plan out Engagement Programs and Streams. Often based on:



Take advantage of Marketo’s Native Features, Add Ons, and Launchpoint 
Integrations to build a NEW NURTURE.

ENABLE YOUR BUYER by delivering the
RIGHT CONTENT at the 

RIGHT TIME throughout the buyer journey.

Educate your leads and turn them in to MQLs FASTER.

It’s Time To Improve!



How did Amazon know to send me this?

Let’s take a page from the B2C Playbook

● NOT age
● NOT gender
● NOT geography

NOT because of my 
demographic information

Because of my behavior:
● Things I added to my cart
● Things I browsed
● Things I bought
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HYPER-PERSONALIZED 
NURTURE

OLD 
NURTU
RE

OLD NURTURE



ACCELERATE EDUCATE ELEVATE
PERFECT YOUR TIMING PERSONALIZE THE CONTENT UPGRADE YOUR STREAMS



ACCELERATE
By Perfecting Your Timing



Implement Acceleration & Skip Logic



Step by Step to PERFECT

Create your 
engagement 
program

● Streams
● Reporting
● Router Campaigns

Create your 
folder 
structure.

1

2



Step by Step to PERFECT

Build your default 
programs.3

● Email
● Send Campaign
● Skip Campaign
● Transition Campaigns



Step by Step to Perfect: SKIP CAMPAIGN

4

13



Step by Step to Perfect: TRANSITION CAMPAIGN

5
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EDUCATE
With Personalized Content
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Example from My Son’s Meal time 

Vegetables on their own Vegetables in Mac & Cheese



Ways to Create Dynamic Content

New Fields Description Example

Lead Fields
Assigning values to Lead Fields allows you 

to use them contextually within emails 
and landing pages

Thanks for downloading
{{lead.Last Content Consumed:default=

that last asset}}!

Dynamic Snippets Dynamic Snippets rely on Lead Segmentations, 
and they can vary drastically

<div class=mktEditable”id=”dynamic_
snippet_placeholder_div”></div>

Program Tokens
Program tokens are dynamic based on the 

Marketo program, and can also be inherited from 
parent folders

{{my.Email Header Image:default=<imgsrc=
”http://www.etumos.com/logo.png”.}}

Email Velocity Scripts
You can take lead objects and custom 

objects associated to script your own content 
using basic programming

Drawing graphs in tables from lead scores



Dynamic Snippets for Segmentation

Buyer Persona Funnel Stage Topic Interest IndustryProduct 
Interest



What kind of data do you need? 

Demographic

Firmographic

Behavioral 1st Party (PF)

Behavioral 3rd Party (RL)



You need to go and get the right data for B2B

You don’t have the data you need 
to personalize your nurture

What type of company 
am I dealing with?

Who are our target personas at 
these companies?



For B2Cs, the type of data you need is a bit different...

Neighborhood

Credit Score

Number of Kids

Behavior

Interests



Smart List that triggers to send a new Person to RingLead 
DMS Smart Campaign



Flow triggers the webhook



Example of data append



Now you need to segment your new data...

Creating personalized nurture streams is 
impossible until you get your data 
segmented and under control.

You’re getting enriched data from 
multiple sources, but each source 
formats data differently



How to apply the

PERSONALIZATION



Example: 
Using Dynamic Content to Personalize Your Emails



Things You Can Personalize Within Your Email

Subject Line

From Name

Hero Banner

Email Copy

Call-to-Action Button Copy

Content Recommendations



Demand Gen Marketing Ops Content Marketing



Step by Step

1

2

3

Build out segmentations 
based on what you want to 
personalize. Each person can 
only be in one segment per 
segmentation.

Look at your content. How 
can you personalize the email 
to focus on the areas that are 
most relevant to each 
segment?

Build out your emails within 
the streams and test 
making various areas 
dynamic.



ELEVATE
With Ai And Channel Alignment 



Integrations & Upgrades



● Web Personalization Tags are added 
to landing pages and sub domains.

● Tags are assigned to Content URL 
Patterns.(marketo.com/knowledge)

● Modules are selected within your 
email to “Make Predictive”

● What appears in those modules 
change based on performance for the 
audience.

Super Charge Your Stream:



● Build PathFactory Content Tracks 
that match Nurture Streams

● Let your audience binge ahead on 
content

● Set time thresholds in PathFactory 

● Add “Met Threshold” as a 
trigger to your skip campaigns in 
Nurture.

● Also add “Met Threshold” 
to scoring model. 

Supercharge Nurture Using PathFactory:



Supercharge Nurture Using PathFactory:



Supercharge Nurture Using PathFactory:

Mervyn Alamgir
Senior Director
Digital Marketing
TIBCO

We now score leads based on their 
engagement with assets in PathFactory 
rather than simply relying on clicks or 
downloads–and we’ve seen impressive lifts 
in our lead funnel performance

“ “

+



Supercharge Nurture Using PathFactory:

All of the activity you generate causes people to return to 
your material/website, etc., and in some cases they’ll submit 
another form. Don’t allow a duplicate to be created when they 
do. 

Duplicates have no place in your strategy

● cost money to store
● repetitive messaging
● split lead scores

The whole point of your nurture is to create 
engagement and activity, right? 

SO STOP SPLITTING LEAD SCORES! 



Don’t forget to link leads to accounts 
as your nurtures take off!

All of this activity your nurture programs are generating 
means more eyes on your content! 

As you continue to personalize your engagements, your 
audience will find value in what you’re sending and start 
sharing with their colleagues (NICE!)

That means more participants on your digital assets, 
likely submitting their own forms 

Link new people that submit forms to the existing accounts 
for visibility and attribution



SUMMARY



We Have Walked You Through

ACCELERATE EDUCATE ELEVATE
Use default programs to 
implement acceleration 

and skip logic.

Use segmentation & dynamic 
content to tailor prospect 

education.

Use add ons & integrations to 
incorporate predictive 
content and align web 

personalization.

1 2 3
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