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THE CUSTOMER 

IS IN CONTROL



2019:
• 49 Magazines (source: Kantar SRDS)

• 229 Electronics/Electro-Technical 

Tradeshows

• 1,800 IEEE Conferences

• 2,763 LinkedIn Groups

• 2,400,000,000 Websites



SEARCH



THE NIGHTSTAND



“Content is king 

but distribution is 

queen and she 

wears the pants”
- Jonathan Perelmann, Buzzfeed



The New Reality

FACE-TO-FACE TIME WITH DECISION MAKERS



The New Reality

LENGTH AND COMPLEXITY OF

DECISION MAKING JOURNEY



The New Reality

Non-Linear Decision Making Journey



The New Reality

WHAT DOES THIS MEAN?



TODAYS ELECTRONICS 

MARKETING



COLD CALLING



WHO’S JOB IS IT?



ITS TIME FOR A 

SEA CHANGE 

IN OUR 

INDUSTRY



MANUFACTURERS

+
REPS & DISTRIBUTORS 

= ACTIVE BUYERS 



MANUFACTURERS



“But our 

engineers don’t 

have time to write”



WHAT IS CONTENT?



CONTENT INVENTORY AUDIT



“Content is king 

but distribution is 

queen and she 

wears the pants”
- Jonathan Perelmann, Buzzfeed



Marketing automation is the use of technology to manage and 

automate the process of converting prospective customers into 

actual buyers.

By automating the various tasks and workflows involved in 

demand generation, lead management, and sales and marketing 

alignment, marketing automation contributes to shorter sales 

cycles, increased revenue, and better marketing ROI.

Marketing Automation: 

DEFINED



Marketing Automation:

WHAT IS MARKETING AUTOMATION?

It is not... It helps...

Just email marketing Nurture relationships with leads

A way to send spam email Retain and extend customer relationships

A solution to that only benefits marketing Build alignment with sales

A solution that delivers benefit without 
effort

Prove – and improve – marketing ROI



Marketing Automation: 

FUNCTIONALITY

Basic Functionality Advanced Functionality

Create marketing assets that will generate 

interest at every  stage of the buying 

process

Develop new ways to segment your lists by 

combining  demographic information with 

behavioral data

Automate routine marketing activities so 

more time can be spent on creative 

strategies

Create marketing assets targeted to specific 

buyer profiles or personas

Evaluate your lead database and create 

segments based on lead source or profile 

information for your marketing  campaigns

Coordinate the marketing and sales teams 

to create campaigns targeted at the 

“hottest” sales leads based on 

demographic, BANT, and behavioral data



MARKETING AUTOMATION



SINGLE-STAGE

EMAIL
LANDING PAGE

THANK YOU



JUST DO IT.

Answer Drop Down Menu



= ACTIVE BUYERS

Totals Time/Date Contact Info Job/Industry Location Buying Intent

Key:



MULTI-STAGE x3 x5

EMAIL
LANDING PAGE

THANK YOU



SEARCH



= ACTIVE BUYERS

Life of the Lead

Overview

Lead Score



Follow Up 

On Their 

PROBLEM

Not Your 

PRODUCT



THE NIGHTSTAND



TIME FOR 

SOME FUN

Begin

www.item.media/era

http://www.item.media/era


LANDING PAGE



LANDING PAGE



THANK YOU LANDING PAGE



THANK YOU EMAIL



SALES MANAGER NOTIFICATION



NOW IT’S THE 

REPS’ TURN



EMAIL



Photo Courtesy of LinkedIn



Click

https://www.linkedin.com/feed/update/urn:li:activity:6493872984925749248/


If 1 Manufacturer

WATCH THE MATH:

x 10 rep firm

x 5 reps

= 25,000 prospects

If 1% click through to the form = 250 prospects

If 50% complete the form = 125 prospects

Now what’s your close rate? 

= 12 sales qualified active buyers

x 500 Linked in contacts

If 10% indicate intent to buy your product



NOW IT’S THE 

DISTRIBUTORS’ 

TURN



MARKETING AUTOMATION



REPLICATE 

THE 

CAMPAIGNS



MULTI-STAGE x3 x5

EMAIL
LANDING PAGE

THANK YOU



SHARE AND 

CO-BRAND 

THE CONTENT



RE-DIRECT THE 

CO-OP SPEND



TIP 3: BUY ACTIVE MEDIA 

E.G. EMAIL 

TIP 2: MATCH THE MEDIA 

TO THE MARKET

TIP 1: PLAN IN JULY



E-COMMERCE 

DISTRIBUTORS 

And Others



MICRO SITES



WHO’S JOB IS IT?



ITS TIME FOR A 

SEA CHANGE 

IN OUR 

INDUSTRY



THE SEA 

CHANGE IS 

HAPPENING



THE SEA CHANGE IS 

HAPPENING

“DISTRIBUTOR 

1, 2 AND 3”



THE SEA 

CHANGE IS 

HAPPENING

SBD TECHNICAL SALES



$1,000,000,000,000,0



Q&A


