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What Is Marketing
as a Service?
Marketing automation platforms are incredibly powerful marketing
tools, but having the proper foundation, strategy, and execution
makes the software come to life and produce amazing results.

FOUNDATION

STRATEGY

EXECUTION

These basic marketing pillars are critical to generating and
sustaining real results, but they’re often lacking at many
organizations due to limited resources and expertise.
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Marketing as a Service (MaaS) is designed to support your marketing efforts through a synthesis
of strategy and implementation. Different marketing departments are going to have different
challenges and need customized support based on their unique objectives.

End-to-end MaaS vendors...
provide in-depth training on your new
marketing automation platform

help with developing and executing
winning strategies

assist with key software integrations

...and share best practices to ensure
excellent email deliverability

Before deciding whether Marketing as a Service is right for you, however, you need to
understand how you’re using your marketing automation platform and if you’re leveraging
it to its maximum potential.
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Common Obstacles to…

Marketing Automation
Success
Unfortunately, most marketers use marketing automation in limited ways — primarily to send emails and
integrate with their CRM systems. Both of these tactics are important to your organization’s success, but
failing to fully leverage marketing automation is a missed opportunity to generate more and better leads,
expand your customer base, and convert current customers into loyal brand advocates.
This problem isn’t lost on marketers. According to our State of Marketing Automation report, the
majority of those surveyed replied that they need to improve their marketing automation capabilities in
every major area (analytics, strategy, execution, etc.). But many of these marketers and the companies
they work for just don’t have the resources and expertise they need to gain any forward momentum.

How would you describe your organization’s marketing automation aptitude
in the following areas?

53%

59%

56%

60%

56%

Needs improvement

Satisfactory

Outstanding
38%

34%

37%

9%

7%

Analytics

Campaign
optimization

34%

40%

7%

6%

4%

Strategy

Systems
integrations

Execution
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The following are the five most
common issues we see with new
customers.
Let’s examine each to learn how these challenges are preventing marketers from getting the
most out of their marketing automation platforms and how you can improve.

01. PROVING RETURN ON INVESTMENT
When you are unable to track the performance of your various digital assets,
channels, and mediums, you are likewise unable to determine which of these
elements are providing value — or, worse yet, if they’re providing value at all.

52%

of marketers rate analytics and
reporting as a critical marketing
automation capability.
SOURCE: The State of Marketing Automation 2019

To capitalize on existing opportunities, leverage past success, and improve
struggling campaigns, you must be able to track your efforts throughout their
lifecycle. Not only that, but you should have a clear understanding of the
buyer journey at each stage and be able to attribute successes and failures in
dollars and cents. Every instance of a prospect or customer interacting with
your brand should correlate directly to your cost-per-acquisition. If not, it’s
impossible to know which elements of the funnel are actually improving your
organization’s bottom line.
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02. DISCONNECTED MARTECH STACK
Your organization’s MarTech stack should serve as a marketer’s best friend,
but, far too often, much of that stack can turn into shelfware, especially if
these tools aren’t properly connected with one another. A disconnected stack
requires a substantial amount of resources, which is directly opposed to the
chief tenet of marketing automation — that it’s, erm… automated.

39% of marketers cite disconnected
technology platforms as their
greatest barrier to improving their
digital marketing efforts.
SOURCE: The State of Marketing Automation 2019

Additionally, an unintegrated MarTech stack can lead to inaccurate data
and information sharing, which can lead to false conclusions about lead
quality, opportunity value, and ROI (see above). To get the best return on your
investment, you need a clean, comprehensive view of your campaigns to
continue to improve your efforts and measure results.

MARKETING AS A SERVICE

03. ACHIEVING FULL PLATFORM MASTERY
This is an unfortunate but common concern among even the most skilled and
experienced marketers and is usually the result of incomplete onboarding
and/or incompetent or unavailable customer support. Most marketers are
part of small teams that are expected to complete a lot of different tasks,
and the pressure of those expectations can be overwhelming. When you add
lack of training or unnecessary confusion, you add unnecessary stress, which
can cause marketers to abandon the platform before developing a thorough
understanding of how to use it.

Fewer than 10% of marketers rank their marketing
automation skillset as “Outstanding.”
SOURCE: The State of Marketing Automation 2019

The whole point of marketing automation is to help alleviate labor-intensive
processes rather than exacerbate them while generating more leads, better
visibility, and improved revenue, but when the people tasked with actually
using the software don’t feel comfortable doing so because of a skills gap,
the natural first instinct is to blame the platform rather than the practitioner.
In this instance, it becomes far too easy for teams to adopt a hostile attitude
toward their marketing automation tools and gradually regress to their laborintensive random acts of marketing.
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04. ALIGNING MARKETING AND SALES TEAMS
An age-old struggle, disconnected marketing and sales teams can singlehandedly decimate a promising organization. As it relates to marketing
automation, this goes beyond the traditional bickering and finger-pointing
that so commonly occurs between these two departments and shows up in
the form of an inability to properly score, nurture, and pass quality leads to
sales while also equipping them with the insights they need to close the deal.

Only 31% of companies with
marketing automation are using
their platform to score leads
based on behaviors and profiles.
SOURCE: The State of Marketing Automation 2019

When your MarTech stack is properly integrated and both teams agree on
a lead scoring and nurturing strategy and have full visibility into the buyer
journey, marketing automation can help bring these two departments
together like never before.
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05. LACK OF ORGANIZATIONAL BUY-IN
It’s not enough to merely convince key stakeholders to invest in marketing
automation software. You have to get this essential personnel excited
about how the technology will improve the organization’s marketing efforts
— simultaneously improving sales and producing a truly great return on
investment.

28%

of companies are planning to invest
in new marketing automation
software in the next 12 months.
SOURCE: The State of Marketing Automation 2019

It doesn’t stop there! The marketing team has to continue to show the
platform’s worth over time, stressing the ways in which it helps eliminate
manual tasks and empowers the team to collect better leads with fewer
resources. At the end of the day, the executive team is focused on results,
so proving that your marketing automation platform is an essential part of
those results will go a long way toward sustained and successful marketing
campaigns without unnecessary micromanagement.

Every marketing department is going to deal with one or more of these issues at some point,
but just because they’re common, doesn’t mean you shouldn’t take proactive measures to
address them. If you don’t confront these issues head on, you could soon be dealing with more
problems than you can solve, derailing the promise of marketing automation efficiency and
effectiveness and placing you in a more difficult position than you were in prior to purchasing
your software.

MARKETING AS A SERVICE

9

Overcoming These Challenges

Requires More than Just
Great MarTech

The best way to break through these digital
barriers is to ask for help from experts who
have been in your position before. Enter
Marketing as a Service — an end-to-end
solution to the challenges listed above.
Marketing as a Service is designed to help
marketers bridge knowledge and skills gaps
and also align their strategies within their
MarTech stack.

More and more, organizations are attempting
to increase efficiency and produce
measurable results while freeing up valuable
resources so their marketing teams can focus
on the creative aspects of their jobs. This
typically means automating their processes
and also leveraging AI and machine learning
to develop innovative and personalized
marketing campaigns.
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Most marketers aren’t technology
experts, but increasingly, they’re
expected to be.
And when they (understandably) struggle to adjust to new software and processes, their companies
likewise struggle and their pipeline takes a hit. What’s worse, when they begin doubting themselves, they
begin doubting the software and default to their original labor-intensive processes or time-consuming
workarounds. The purpose of marketing automation vendors, then, should be to ensure that marketers
are confident using the resources at their disposal to implement effective marketing campaigns and
realize their company’s revenue goals.
Clearly, the world of marketing and the expectations around it are quickly evolving, and it’s not always
easy to keep up. The great thing about marketing as a service is that it offers help where help is needed
most. Quality MaaS vendors help define and develop effective and unique marketing strategies based on
your company’s individual mission and goals and then help execute those strategies and tactics within
the framework of your marketing automation platform to create:

a unified and powerful marketing
machine.
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Increase Your Marketing Velocity with

Act-On’s Marketing as a
Service Offering
Successful marketers don’t simply rely on their MarTech stack; they also work hard to
implement the right strategy, resources, personas, analytics, and marketing and sales
alignment to achieve the greatest success.

Strategy

Resources

Personas

Analytics

Marketing & Sales
Alignment

The Act-On platform is extremely powerful and also extremely easy to use, but you can maximize
your success by learning how to execute your strategy through our software.
Act-On Accelerate — our end-to-end Marketing as a Service solution — is designed to increase
your marketing velocity and equip your team with the tools they need to align their strategy with
their software and improve the impact of their marketing campaigns.
An entirely new and wholly unique approach to solving your biggest marketing challenges,
Accelerate is a program dedicated to bringing your holistic marketing activities into maturity.
The key performance indicators stay the same (MQLs, SQLs, conversions, sales, and upsells),
but the strategies and tactics you deploy to achieve your goals continue to evolve, especially as
those efforts relate to more segmented and personalized marketing campaigns.

MARKETING AS A SERVICE

12

How Act-On Accelerate Can Help
You Exceed Your Goals
The ultimate goal is to train you and your team on how to develop and implement a marketing strategy
through the Act-On platform for sustained success. Our experienced group of marketing strategy and
automation experts are here to help you execute omni-channel campaigns while also teaching you
how to get the most out of Act-On. So, while you and your team continue to hold primary responsibility
for your organization’s messaging, content development, and demand generation and client retention
strategies, we’re here to walk you through getting the most out of our best-in-class marketing
automation platform.

We offer an Accelerator for nearly any marketing challenge you might encounter on your path to
marketing automation maturity, providing expert resources at a fraction of the cost of hiring additional
full-time employees to execute your marketing automation campaigns.

01

02

Target audience
segmentation

05
Tracking accurate
analytics

03
Email
automation

04

Lead scoring and
nurturing

06

07

Generating meaningful,
actionable reports

Properly integrating
disparate software tools

Landing page
creation

08
Predictive
personalization
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By solving these challenges,
Accelerate helps marketing teams
(especially smaller ones) scale their
efforts in a way that makes sense for
the organization as a whole.

Throughout our engagement, we train your team of in-house marketers to gain confidence with
the software and begin implementing best practices and innovative techniques in executing their
campaigns. Before you know it, your marketing team will develop the skills and experience they
need to pilot Act-On to reach its maximum potential without having to hire new personnel or
consultants to execute the automated campaigns.
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About Act-On Software
Act-On Software is the leader in Adaptive Marketing solutions that empower marketers to
achieve the purposeful and personalized engagement that their business needs to thrive.
Act-On makes customer data actionable, enabling marketers to strategize better
business outcomes, drive more relevant multi-channel marketing, and generate
higher customer lifetime value--all with the fastest time-to-value.
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