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This PDF is part of our video series "2 Reasons to Use Marketing 

Automation" which you can find right here [link] on the Net-Results 

website.

 

DESPITE WHAT YOU MAY HAVE BEEN TOLD OR BEEN

LED TO BELIEVE, THERE ARE REALLY ONLY TWO REASONS 

TO USE MARKETING AUTOMATION SOFTWARE: 

1. To identify prospects whose timing is changing to your advantage. 

Meaning that they’re becoming ready to buy - and you’ll know when 

that happens.

2. To build a relationship with prospects whose timing is yet 

to change. To add actual value to your prospects’ lives, so they’ll 

remember you when it’s time to purchase.

Everything else in your platform (like a drag-n-drop email 

builder) is a "nice-to-have." Useful, absolutely. But secondary 

to the things that really move the needle for your company.



In this worksheet, we’ll show you how you can use marketing 

automation software to build relationships with prospects whose 

timing is yet to change. 

We’ll show you which marketing automation features you should be 

looking at. And we’ll help you come up with relevant content for your 

prospects.

Because who do you think will be top of mind for those prospects, 

when their timing does change? The vendor they haven’t heard of in six 

months? Or the vendor that’s continuously shared awesome content 

with them?

 

 

 

MARKETING AUTOMATION FEATURES WE’LL USE
 

Which features of your marketing automation software will you need to 

identify prospects whose timing is changing to your advantage?

1. Segments and/or lists

2. Campaigns

3. Lead scoring

4. CRM integration



THE GOAL: TO BE TOP OF MIND WHEN A 

PROSPECT’S TIMING CHANGES
 

Out of sight, out of mind? Not if you utilize your marketing automation 

software well. Once in your database, prospects should never forget 

about you.

That doesn’t mean you should spam them - on the contrary, good lead 

nurturing strategy means you’ll have to continue to be relevant. So 

that when the time comes, and a prospect starts to consider making a 

buying decision, they’ll say to themselves "let’s check these guys out, 

first!"



THE RUNDOWN
 

How do you build relationships with prospects in your database? It 

requires some technical setup and, most of all, really great content. 

Let’s look at the technical steps first and then we’ll get into determining 

the right content for your prospects. 

1. Capture prospects. If contacts already exist in your database, you 

can skip this step. Otherwise, at some point, you’ll need a prospect to 

enter their contact details into your database. Usually, you can manage 

this through a form. Some of you will have a chat program integrated 

with your marketing automation software: that works just as great. 

Tip: Net-Results offers "progressive profiling" functionality on forms. 

This allows you to ask for different data points in forms, as contacts 

download more content. For example, if you already have their name 

and email, you can now ask for their job title or company name. Giving 

you a more complete picture of the prospect (and making it easier to 

send them the right content!).



 

2. Segment contacts. This is crucial. Segmentation allows you to make 

sure the right content reaches the right people. In Net-Results, you can 

apply segments seamlessly to automated campaigns, so the right stuff 

goes to the right people.

3. Campaigns (or workflows). 

As just mentioned. You need 

a way to tell your marketing 

automation platform which 

content to send to whom - and 

then distribute that content 

accordingly. Campaigns will 

help you do that. Here’s what a 

multi-step nurture campaign 

looks like in Net-Results.



4. Lead scoring. In the Identifying Prospects guide [link] we applied 

lead scoring to figuring out which prospects are ready to buy from you. 

But it serves an equal purpose in figuring out which content a prospect 

should be getting. The way to do this is to figure out which content fits 

which part of your prospect’s Customer Journey. More on this in a bit.

5. CRM integration. The data in your CRM can enrich the data in your 

marketing automation platform. It will give you more data points to 

segment on, as well as give you more information for proper lead scoring. 

That way, you can better serve prospects with relevant information.



The Marketing Journey! Marketing automation is a machine. Machines 

need fuel. If marketing automation is the engine of your lead 

generation strategy, great content is its fuel.

How do you create great content? By knowing where your prospective 

customer is at in their Customer Journey - and mapping your content 

accordingly.

 

Each stage of the Customer Journey represents a state of mind 

for your prospect.  A prospect that read one blog post probably isn’t 

interested in a sales brochure. They’re not thinking about that right now. 

But they might be interested in a whitepaper that further expounds up 

the problem he or she was researching on your blog.

The Customer Journey Worksheet will walk you through the stages 

of the Customer Journey. It forces you (ever-so-gently) to see things 

through the customer’s eyes in each stage: what are they thinking? 

Feeling? What goals are they looking to accomplish?

If your content is able to tune into the customer’s state of mind, 

you’re guaranteed to win their hearts and ultimately their business.

HOW TO CREATE GREAT CONTENT?
THE CUSTOMER JOURNEY
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GET THE GUIDE

HOW TNEXT STEPS?
 

We hope that helped you get more clarity around how to use your 

marketing automation platform to greater effect.

If you somehow missed our videos around "2 Reasons To Use 

Marketing Automation" then you can find them right here on 

our website. 

If you want to learn more about the first reason to use marketing 

automation (identifying prospects whose timing is yet to 

change) then you can download that guide right here.

https://www.net-results.com/demo-request/?utm_campaign=demo&utm_source=&utm_medium=pdf&utm_content=button&utm_term=pg-10


BOOK A  DEMO

Finally, if you’ve been inspired and want to go to work, there are 

two things you can do:

1. If you’re a Net-Results customer, just get in touch with our 

Customer Success team through the regular channels. We’d 

be happy to think with you about proper conditions. And we can 

show you step by step how to start identifying prospects in the 

Net-Results platform.

2. If you’re not a Net-Results customer, but you’ve gotten 

curious: click the button below to schedule a demo with our 

product team. We can show you exactly how to start identifying 

prospects in Net-Results. Note: all demo participants also get 

14 days of free access to a fully working Net-Results instance, 

including free platform onboarding by our top-rated Customer 

Success team. What are you waiting for?

BOOK A DEMO button

https://www.net-results.com/demo-request/?utm_campaign=&utm_source=buildrelationships&utm_medium=pdf&utm_content=button&utm_term=pg-11
https://www.net-results.com/?utm_campaign=&utm_source=buildrelationships&utm_medium=pdf&utm_content=logo&utm_term=pg-10
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