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GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
Roasting the mistakes of Marketing
Automation implementation
You’re facing the choice of a Marketing Automation system. You want to know what mistakes to avoid before implementing one.
Or maybe you’re past that stage and are wondering if something didn’t go as planned…
Okay, automation makes many things easier, but it also introduces new processes to the company. Without proper preparation, it’s easy to make mistakes and use only a fraction of the tool’s potential. It’s also easy for frustration and a negative attitude to build within the marketing team.
In this e-book, we’ve gathered the essential information on how not to implement Marketing Automation and the sources of problems related to integrating such a system in a company.
Enjoy the read,
The iPresso Team!
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ERROR 1
No clear
strategy before
implementation
The original sin of many implementations: A LACK OF ANY STRATEGY. Yes, you read that right. Companies buy expensive systems because „the competition has one,” because „the salesperson promised the moon,” or because „they read somewhere that it delivers 1000%
growth!” And then comes the big surprise that it doesn’t work on its own. As many as 30%
of companies, according to research for 2024-2025, admit to having no clear strategy BEFORE implementing Marketing Automation1. It’s like building a house without a blueprint –
something might get built, but it will likely be expensive, crooked, and pointless.
1 Source: https:/ cropink.com/marketing-automation-statistics
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1.1 Marketing Automation without
a strategy? It’s like building a house without a blueprint – it will be expensive, crooked, and pointless!
The internet is full of stories about how Marketing Automation helps businesses grow by hundreds, or even thousands of percent, how leads just flow in, and sales skyrocket.
You think to yourself: „I want that too! I’ll launch Marketing Automation and wait for a miracle!” Well, if your only plan is to „have”
the system, we have news for you: you’re just buying yourself a very expensive gadget that will mostly collect dust. Because Marketing Automation without a strategy is like a car without a driver and no destination – it just sits there and rusts, or at best, goes around in circles.
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1.2 “But they said the growth was
1000%!” – the trap of miracle
benchmarks and pie-in-the-sky promises Ah, those magical case studies and benchmarks! „Company X
grew its database by 5000% in one year!”, „Thanks to Marketing Automation, our conversion rate increased by 1000%!”. Sounds great, right? The problem is that no one adds in the fine print that the „5000% growth” was a jump from 5 contacts to 250 because the company was just starting out. Or that the „1000% conversion increase” applied to a micro-segment and lasted for a week.
Meanwhile, another company might have grown its database by 10,000 contacts, which was only 0.5% of their gigantic, two-million-contact database.
We’re not saying everyone is lying. But you have to remember that what worked for someone else can rarely be transferred 1:1 to your business. It seems obvious, but we still fall for these
„turbo-successes” promised by Marketing Automation vendors or consultants with the smile of a pot salesman. Relying on such comparisons can lead to a very quick and painful reality check.
PAGE 7
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
1.3 “We do pop-ups and emails because
we can!” – or, Marketing Automation
without a goal is an expensive toy (and a way to annoy people)
Implementing Marketing Automation just to be able to display pop-ups on your site or send email sequences because „the system has that feature” is the height of thoughtlessness. Seriously, what do you need it for?
Î What purpose is it meant to serve?
Î What goals in what area of your business is Marketing Automation supposed to support?
Î Where exactly are the results supposed to improve, and to what REALISTIC level?
If you can’t answer these questions, your automation will be operating blindly, irritating customers and burning through your budget.
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1.4 Why is Marketing Automation a ball and chain without a plan (and not
a rocket ship)?
A lack of strategy before implementing Marketing Automation is asking for tro-uble.
1. Wasted money: You’re paying for a system whose potential you’re not using, or you’re using it in a way that brings no results.
2. Team frustration: People don’t know what to do, what the priorities are, or how to measure success. Motivation drops, and the system becomes a hated tool.
3. Communication chaos: You send random messages to random people at random times. Customers are confused and angry.
4. No measurable results: If you don’t have goals, how do you plan to assess if Marketing Automation is working? How will you prove your return on investment?
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5. Lost opportunities: Instead of focusing on key areas where Marketing Automation could bring the most benefit, you waste energy on „just because” activities.
PAGE 10
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
1.5 Strategy first, tool second! How to create a plan so the system delivers?
Remember, Marketing Automation isn’t roulette, it’s a SYSTEM! And a system needs a plan. Before you even start talking to Marketing Automation vendors, sit down and do the strategic work.
1. Define your goals: What do you want to achieve in the next year? How is Marketing Automation supposed to help you with that?
2. Map key areas and processes: Where can Marketing Automation realistically improve operations and bring value?
Think about a simple table (seriously, it works!): 3. Know your customers: Create personas, map their customer journeys. Where are the touchpoints that you can automate and improve?
4. Define your resources: Who will be responsible for Marketing Automation? What skills do you have? What is the budget not only for the system but also for its operation and content creation?
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Table 1: Map key areas and processes - Remember, this is just an example! Your processes, goals, and KPIs will be unique to your company, industry, business model, and scale.
5. Choose a tool that fits your STRATEGY (not the other way around!): Only when you have a strategy should you start looking for a Marketing Automation system that will help you execute it. Don’t be seduced by features you don’t need.
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In summary: without a strategy, your Marketing Automation is just an expensive way to launch money into space!
Remember, those 30% of companies implementing Marketing Automation without a strategy aren’t the lucky ones who „somehow made it.” They are companies that are likely burning budgets, frustrating teams, and angering customers. Marketing Automation is a powerful tool, but only when it’s part of a well-thought-o-ut plan. Without a strategy, it’s like trying to hit a target with your eyes closed – you might get lucky once, but generally, you’ll be shooting blindly and wasting ammo. Do yourself a favor: strategy first, then automation. Otherwise, you’ll join the club of „those who bought an expensive system and don’t know what to do with it.”
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ERROR 2
Insufficient
understanding
of data and its
structure
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
2.1 Marketing Automation and data: Are you feeding your monster garbage or
caviar?
So you’ve got a cool Marketing Automation system? Great! You probably think it’s all downhill from here – automation, personalization, leads falling from the sky like manna from heaven. Well, we’ve got a bucket of cold water for you.
our new, shiny system is a bit like an advanced food processor.
It can do wonders, but if you throw in rotten eggs, sand instead of flour, and old socks instead of strawberries, it won’t magically whip up a Michelin-star dish. It’s the same with the data in your Marketing Automation.
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2.2 The „Data? Oh, it’s somewhere in an Excel file...” Syndrome
Many companies approach data with caution. They know it exists, they know it’s lying around somewhere (often in a million Excel files, an old CRM, or notes on napkins), but to really understand what’s in it, its structure, quality, and where it comes from? Eh, there’s no time, will, or skill for that. „The Marketing Automation system is smart, it will figure it out!” they think. Well, it won’t. Marketing Automation is not a fairy with a magic wand that will turn your garbage-data into gold-data.
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2.3 What happens when your data is
weak?
If you feed your system junk, get ready for a festival of failures.
1. Segmentation? More like guesstimation: Want to send an email only to customers from Warsaw who bought product X last month? Good luck if in the „city” field you have
„New York,” „NY,” „NYC,” „Big Apple,” and the purchase dates are from outer space or don’t exist at all. Your segments will be as holey as Swiss cheese, and your communication will go off the rails.
2. Personalization from hell: „Hi [name]!” – great, except your database has „JohnK” or „Ms. Anna CEO.” Want to recommend products based on past purchases? Tough if the transaction history is one big mess. Instead of personalization, you get embarrassment.
3. Automation that acts drunk: You set up a scenario to send an email when a lead reaches X points. But if your lead scoring is based on incomplete, outdated, or just plain wrong data, the whole automation goes down the drain. The
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system will send messages to random people or not send them at all. The effect? Chaos and angry recipients.
4. Reports? More like fairy tales: Want to see what actions are effective? If the input data is crap, your reports will be as reliable as a weather forecast for next year. You’ll be making business decisions based on fiction.
5. Integration is a nightmare: Even if you technically connect Marketing Automation with your CRM, if the data structure in both systems are two different worlds, the information won’t flow correctly. It’s like trying to connect a square pipe to a round one – you might manage, but it will leak like crazy.
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2.4 The cardinal sins against data – or what you’re doing wrong:
Î Data missing in action: Lots of empty fields because „no one could be bothered to fill them in.”
Î Formatting free-for-all: In one place „United States,” in another „USA,” „US,” „the States.” A total mess.
Î Outdated data: Email addresses that haven’t been current for years, customers who have long forgotten you.
Î Typos and horror-story errors: „Washinton” instead of „Wa-shington,” names so mangled that the person themselves wouldn’t recognize them.
Î Hoarding for sport: You collect tons of information, 90% of which you’ll never use, but it clutters up the system.
Î Everyone for themselves: No single, consistent source of truth for the data. Each department has its own version.
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2.5 “Help, I’m drowning in data!” – How to clean up the mess and not go crazy?
Okay, enough with the scare tactics. What should you do?
1. Data audit – Your MUST-HAVE: Before you pour anything into Marketing Automation, do a proper review of what you have. Where is the data? What is it? Who is responsible for it? What is its quality?
2. Talk to people: Marketing, sales, IT, customer service – everyone who creates or uses data must sit down at one table.
Understand how data is used and what the needs are.
3. Create a „data dictionary”: Write down what each field in your database means, where the information comes from, and what its correct format is. So that everyone speaks the same language.
4. Standards, you fool!: Set clear rules for entering and updating data. No more „anything goes.” Implement validation where possible.
5. Regular clean-up: Data hygiene is not a one-time action, it’s
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a process. Plan regular cleaning, deduplication, and updates.
6. Start with small steps: You don’t have to fix the whole world at once. Focus on the key data needed for your first Marketing Automation campaigns. Then gradually expand.
7. Think „why?”: For every data field you collect, ask yourself:
„Why do I need this information? How will I use it in Marketing Automation?”. If you don’t know the answer, you probably don’t need it..
Bottom line: Your Marketing Automation is only as good as your data
You can have the most expensive and feature-rich Marketing Automation system on the market. But if you feed it garbage data, you’re burning money, time, and nerves. Understanding your own data, its structure, and caring for its quality is not some nerdy whim – it’s the absolute, undeniable foundation for success in Marketing Automation. Without it, your Marketing Automation will just be an expensive toy that looks pretty on a shelf but is useless. Get your data in order, and your Marketing Automation will finally start doing the work!
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ERROR 3
Haste… or the
opposite
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
3.1 Marketing Automation: Neither
a sprinter nor a snail. How not to burn your implementation with bad timing?
Implementing Marketing Automation? Congratulations! But before you start celebrating, a small question: how fast are you doing it? Are you sprinting like Usain Bolt for gold, launching the system „yesterday”? Or are you dragging along like a snail after a vacation, analyzing every comma in the documentation for the past three years? Because you know what? Both approaches are a straight path to a marketing disaster. Implementation is not a 100-meter race or a marathon without a finish line – you need to find a golden mean.
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3.2 The speed demon: How haste kills
your Marketing Automation (and budget) We know the type: „Marketing Automation? We’re launching next week! The competition already has it, we can’t be worse!
Quick, quick, we need results now!”. Management is pushing, the sales team is impa-tiently tapping their feet, and you feel the pressure to show that „it can be done.”
The effect?
Î Strategy? Who needs that? You launch the system without thinking through the goals, without understanding what you really want to achieve.
Î Data? We’ll just pour it all in, it’ll be fine! A data audit, cleaning, and structuring? A waste of time! Then you’re surprised when personalization sends „Hi, Customer_123”
or targets blindly.
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Î Integrations? „Our IT guy Joe will connect something.” And then there are tears that the CRM isn’t talking to the Marketing Automation, and data is disappearing into cyberspace.
Î Team training? „They’ll learn on the fly!”. It ends with one person using the system, and the rest are afraid to touch it.
Î The result? Marketing Automation launched in a hurry generates more chaos than leads. A quick installation, even quicker frustration, and the silent death of the system in a corner of the server room. Money burned, team demoti-vated. Congratulations, you’ve just thrown money down the drain at the speed of light.
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3.3 The analysis paralysis monster: when
„just a moment” lasts for ages
And now the other extreme: „We have to do it perfectly. Every detail must be polished.
Let’s analyze all the options again. Or maybe we should wait for the new version of the system? Or maybe another vendor?”. And so months, quarters, sometimes years go by. The Marketing Automation implementation project becomes an urban legend – everyone has heard of it, but no one has seen a working prototype.
The effect?
Î TAnalysis paralysis: So many meetings, analyses, reports, and presentations that you could wallpaper a palace with them. Decisions are not made because there is always
„another aspect to investigate.”
Î Technology runs away: By the time you implement the system you planned two years ago, there will be three newer generations on the market, and your plan will be prehistoric.
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Î Enthusiasm drops to zero: The team that was initially excited now yawns at the mere sound of the words „Marketing Automation.” Motivation has died a natural death.
Î Costs skyrocket: You pay for licenses that are gathering dust, for consultants who are still „analyzing.” The project becomes a bottomless pit.
Î You lose opportunities: While you’re debating the color of the CTA in a form, the competition is conquering the market, benefiting from automation for a long time.
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3.4 Why do we fall into these extremes?
Haste often comes from pressure, FOMO, and a lack of understanding that Marketing Automation is a marathon, not a sprint.
On the other hand, endless procrastination is often the result of fear of failure, extreme perfectionism, lack of a project leader, or internal turf wars.
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3.5 Find your rhythm: how to implement Marketing Automation wisely and
without going crazy?
Okay, so how to do it „just right”?
1. A solid plan, but without exaggeration: Define clear goals, key stages, and a realistic schedule. But don’t create a 1000-page plan that no one will read. Think agile!
2. Phases and small steps (MVP): Don’t try to launch everything at once. Start with a Minimum Viable Product – the first, working version of the system with key functionalities.
Launch one or two simple but valuable processes (e.g., a welcome email, simple segmentation).
3. Learn and iterate: Launched the first phase? Great! Collect feedback, analyze the results (the real ones, not the ones from the plan!), improve, and develop. Marketing Automation is a living organism.
4. Engage the team (and management!): Marketing Automation implementation is not an IT or marketing project. It’s
PAGE 30
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
a company project. Everyone must be on board and understand „why we need this.” Regular communication is key.
5. Know your limits: Don’t try to build a spaceship if you’re just learning to assemble a bike. Realistically assess your resources (time, people, budget).
6. Choose a good partner: If you’re using an implementation company, make sure they understand your needs and pro-pose a reasonable, phased approach.
In summary: Think strategically, act agile!
Implementing automation is a serious matter that can transform your marketing. But like with any serious endeavor, balance is key. Neither a frantic gallop nor a slow crawl will lead you to success. Plan wisely, implement in stages, learn as you go, and adapt.
Only then will your investment in Marketing Automation bear the expected fruit, instead of becoming another entry on the list of
„expensive failures.”
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ERROR 4
Lack of basic team
competencies
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
4.1 You bought an F1 car, but your team can barely handle a scooter?
So you have your dream Marketing Automation system. It promises wonders: personalization, automation, a stream of leads...
There’s just one tiny problem. Who’s going to handle all this? Because if you think the system will start working its magic on its own, and your team, which until now has been sending emails from Outlook, will suddenly become a squad of marketing ninjas, we have bad news for you. It doesn’t work that way.
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4.2 The „It’ll be fine, we have smart
people...” Syndrome
Companies often fall into the trap of thinking that buying expensive software is 90% of the success. The rest will „somehow work out.” After all, we have a marketing team, we have a sales team, they are talented, ambitious, they’ll figure something out. Training? Why, the vendor gave us a two-hour „crash course” over Zoom. New people with Marketing Automation experience? „We don’t have the budget, the current team has to manage!”.
The effect? You have a shiny Formula 1 car in your garage (your Marketing Automation system), but you put someone behind the wheel who has only ever ridden a city scooter. And you’re surprised they’re not winning races, and worse, they keep ending up in a ditch.
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4.3 What happens when the team
doesn’t deliver (a concert of mistakes in your Marketing Automation):
When basic competencies are lacking, your super Marketing Automation system becomes a source of frustration and problems: 1. Marketing Automation as an expensive newsletter machine (and often a bad one): The full potential of the system
– segmentation, scoring, dynamic content, complex work-flows – lies dormant. The team uses Marketing Automation like a slightly more advanced email client because that’s all they know how to (or are not afraid to) touch.
2. „Sir, it’s not working!”: Simple tasks like setting up a drip campaign, creating a landing page, or a meaningful report drag on for weeks. Everyone is frustrated because „this system is weird and not intuitive.”
3. Costly production errors: Sending an email to the wrong segment (e.g., an offer for new customers to your VIPs)?
You bet! Broken links, botched personalization („Hi, {{first_
name_in_vocative_INSERT_HERE}}!”)? The norm. Every such mistake is not only wasted money but also a blow to the company’s image.
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4. Decision paralysis and fear of the system: The team is afraid to experiment because they don’t understand the consequences of their actions. New features are ignored because „it’s better not to touch it, so we don’t break something.” Innovation? Forget it.
5. Data? What’s that?: Analytics are in shambles. No one can meaningfully interpret reports, draw conclusions from A/B
tests (if anyone even knows how to set them up correctly).
Decisions are made by gut feeling, not hard data.
6. Blaming the tool: The most common excuse? „This system sucks!”. It’s easier to blame the technology than to admit a lack of skills.
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4.4 Who’s to blame? The system, the
vendor, or maybe... you?
Before you start complaining about your Marketing Automation or the company that implemented it, take a critical look at your team. Do they really have the knowledge and skills to effectively use such an advanced tool? Are you investing in their development as eagerly as you invest in the software license?
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4.5 Build a dream team for your
Marketing Automation (or at least
a competent crew):
Okay, enough with the doom and gloom. What can you do to turn your team into fighter pilots instead of just wheelbarrow opera-tors?
1. Honest skills audit: No sugar-coating. Check what your people can really do in terms of marketing strategy, analytics, technology, and creation. Identify the gaps.
2. Invest in training (and not just any training!): One training session from the vendor is not enough. You need regular, practical workshops, access to online courses, conferences.
Let people learn from the best and on specific examples.
3. Recruit or promote wisely: If you have major gaps, don’t be afraid to hire a Marketing Automation specialist. Or identify people in the team with potential and give them the time and resources to develop in this direction.
4. Clear roles and responsibilities: Who is responsible for the Marketing Automation strategy? Who for the technical side
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and configuration? Who for content creation? Who for data analysis? A division of labor works wonders.
5. Start with the basics: Don’t throw your team into the deep end right away. Let them master the basics, simple campaigns, and then gradually implement more advanced features.
6. Create a culture of learning and experimentation: Give people the space to test (in a safe environment!), make mistakes (from which they learn), and share knowledge.
7. Don’t be afraid of outside help (for a while): A good consultant or freelancer can help at the start, set up processes, and train the team. But the goal should be for your team to become independent.
In summary: Tools are important, but people are more important!
You can have the best, most expensive, and most feature-rich Marketing Automation system in the world. But without a competent, engaged, and well-trained team, it will just be an expensive paper-weight. Investing in people is not a cost – it’s the most important part of the investment in the success of your Marketing Automation. Remember: the system is just a tool. It’s the people who make the magic (or disaster) happen. The choice is yours.
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ERROR 5
Ignoring results
and lack of
optimization
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
5.1 Marketing Automation: set it and
forget it? Congrats, you’re just burning money (and annoying customers)!
You have a cool Marketing Automation system. You configure the first campaigns, the emails (supposedly) send themselves. You think: „Automation, man! Now it will make money on its own, and I can go for a coffee.” Well, we have news for you: if you think that, your coffee will be very bitter, and your Marketing Automation, instead of making money, will be burning through your budget at the speed of light.
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5.2 The ostrich syndrome: „If I don’t look at the results, there are no problems”
(oh really!)
Many companies, after launching a campaign in Marketing Automation, behave like an ostrich hiding its head in the sand. The system generates tons of data: open rates, CTRs, conversions, customer paths, scoring points... And what does the team do? Nothing.
Or they glance at the main dashboard once a month, sigh, and go back to „more important” tasks. Why?
Î „We don’t have time, we need to create new campaigns!”
Î „These numbers are too complicated.”
Î „It’s better not to look, we might find out something is wrong.”
Î „It’s automated, so it must be working well!”
Seriously? It’s like launching a rocket to Mars and then turning off all the monitors in the space flight center because „it’s flying, so why check?”.
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5.3 „Set it and forget it” – a simple recipe for a marketing flop
If your approach to Marketing Automation is „set it and forget it,”
then get ready for:
1. Campaign agony: What worked a month ago may be a total flop today. Trends change, customer preferences evolve, the competition doesn’t sleep. Without regular analysis and optimization, your „super” automations will quickly become outdated and ineffective.
2. Burning budget: Sending emails that no one opens? Paying for clicks on ads that don’t convert? Great. Without analyzing the results, you’re operating in the dark, wasting money on actions that bring no effect.
3. Annoying customers instead of building relationships: No one likes to be bombarded with irrelevant, poorly targeted, or boring messages. If you don’t optimize segmentation, content, and frequency, your Marketing Automation, instead of helping, will produce spam and irritate (potential) customers.
4. Standing still: Others are testing, learning, improving.
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You’re stuck in the belief that the initial settings are brilliant and eternal. Guess who will win this race?
5. Return on Investment from Marketing Automation? More like Return on Ignorance: You have an expensive system to increase efficiency and profits. But without optimization, this system is just a costly gadget that doesn’t even use a fraction of its potential.
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5.4 Why is it so hard to optimize?
(laziness? fear? lack of time?)
The truth is, optimization requires discipline, a bit of analytical thinking, and... time. It’s easier to launch something new than to dig into the old. Sometimes it’s the fear of what the data will show („Oh my God, our $10,000 campaign brought zero conversions!”).
And most often, it’s just a lack of awareness that Marketing Automation is not a one-time project, but a continuous process.
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5.5 Wake up your automation from its
slumber! How to start optimizing and not go crazy?
What to do to make your Marketing Automation really work for your success?
1. Data is your friend: Set a regular schedule for checking the results of key campaigns and scenarios (e.g., once a week).
2. Define KPIs before you start: What do you want to achieve with a given campaign? What open rate, CTR, conversion rate will be a success? Without this, you don’t know if you’re going in the right direction.
3. Test: A/B tests are fundamental. In the US, as many as 93%
2 Source: https:/ www.
of companies conduct A/B tests of their email marketing2.
Test email subject lines, CTA content, different segments,
sending times, landing page designs. But don’t test changing the button color from #FF0000 to #FE0000 – focus on what has a real impact.
4. Small steps: You don’t have to revolutionize everything at once. Introduce small, regular improvements based on data.
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5. Don’t be afraid to delete: If a campaign or scenario consistently fails to bring results despite optimization at-tempts – turn it off! Focus your energy on what works.
6. Ask „WHY?”: This email had a great open rate? Why? This landing page has poor conversion? Why? Dig deeper, look for causes, don’t just look at the numbers.
7. Document: What worked? What was a flop? Create a knowledge base so the whole team can learn from successes and failures.
In summary: optimization is the oxygen for your Marketing Automation!
Remember, Marketing Automation is not a magical perpetual motion machine that, once set, will work forever without a hitch.
It’s a powerful tool that requires constant attention, analysis, and improvement. Ignoring results and lack of optimization is a straight path to wasting the system’s potential, burning the budget, and discouraging both the team and customers. Do you want your Marketing Automation to be a rocket ship? Start tuning it regularly! Otherwise, well... it won’t do it itself.
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ERROR 6
Improper use
of content and
communication
personalization
Under the spotlight is
a mistake that can turn the
biggest promise of Marketing
Automation - personalization
- into a festival of cringe,
boredom, or simply... annoying
people. We’re talking
about the improper use of
personalization.
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6.1 Personalization in Marketing
Automation: Do you want to be a buddy
or a psycho-fan? How not to screw it up!
Marketing Automation promises a marketing paradise: personalization on a massive scale. Tailor-made messages, the customer feels special, conversion skyrockets. Sounds beautiful, right? The problem is that personalization is a sharp knife – in the hands of a master, it works wonders, but in the hands of an amateur (or someone who doesn’t think), it does more harm than good.
Many companies, instead of building relationships, serve their recipients a personalization horror show.
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6.2 Types of personalization landmines: From boredom to chills down your spine (and epic fails)
How can you spectacularly mess up personalization in Marketing Automation? Oh, in many ways:
1. Generic gibberish with a name (aka pseudo-personalization):
Î You think that inserting {{FirstName}} into an email sent to 100,000 people is amazing personalization?
Well, we have to disappoint you. If the rest of the message is so general that it fits everyone and no one, then calling them by name does nothing. It’s like a market vendor shouting „Hey boss!” to every passer-by.
Î Effect: Boredom, being ignored, feeling like one of many. Wasted potential of Marketing Automation.
2. Big Brother is watching (aka „creepy stalker” mode):
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Î You know this one? „Hi {{FirstName}}! We saw that yesterday at 3:32 PM you spent 3 minutes and 17
seconds looking at red socks in size 42, while living in {{City}} on {{Street}}, probably for your {{DogBre-ed}} dog?” Using too many specific, sometimes even intimate data points makes people feel tracked and cornered..
Î Effect: Chills down the spine, loss of trust, the customer runs for the hills. Instead of building a relationship, you’re building a wall of fear..
3. An epic fail of a guess (aka completely wrong personalization):
Î This is a classic. „Dear Mr. {{EmmaJones}}”, an offer for diapers for a new dad sent to a single woman, or a promotion for steaks for a vegan. The reason?
Dirty data, bad segmentation logic, non-working tags ({{FNAME_ERROR_BANG}}).
Î Effect: FFacepalm. The company looks incompetent, sloppy, and completely out of touch with its customers. A PR disaster and a straight path to the spam folder
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6.3 Why is it so easy to make a fool or a stalker of yourself?
Where do these personalization blunders come from?
Î Data is a dumpster: If your data is outdated, full of errors, or just poorly organized, no personalization will work correctly (remember the text about data?).
Î Lack of strategy and thought: Using personalization features because „they’re in the system,” not because it makes sense in the context of a given customer and their journey.
Î Technical screw-ups: Bad field mapping, errors in dynamic content configuration.
Î Misunderstanding the customer: Lack of knowledge about what is truly important and valuable to the customer at a given stage.
Î Taking shortcuts: „Quick personalization” often means
„sloppy personalization.”.
The effect? Instead of delight – yawning, fear, or anger!
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It doesn’t matter if your personalization is boring, scary, or just stupid – the effect is similar:
Î Customers ignore you: Because the messages are irrelevant.
Î Customers are afraid of you: Because they feel spied on.
Î Customers laugh at you (or get angry): Because you’re making gaffes.
Î You’re burning money: You’re paying for a Marketing Automation system whose key feature is working against you.
Î You’re destroying your brand: Instead of building an image of a company that understands its customers, you’re creating an image of a chaotic amateur.
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6.4 Personalization with a human face: how to do it right (and not look like an idiot)?
Okay, so how to approach this personalization so that it brings results, not embarrassment?
1. RELEVANCE, RELEVANCE, and once again RELEVANCE!
Before you personalize something, ask yourself: „Is this really valuable and helpful for this specific customer at this specific moment?”. If not – let it go.
2. Start with the basics (and do them RIGHT): Correctly using a name, referring to the last interaction (e.g., „Thank you for participating in our webinar about...”) or interest in a specific product category is a good start. Make sure these basics work flawlessly.
3. Data, data, and once again clean data: This is the foundation. Regularly clean, update, and segment your databases.
You can’t move forward without it.
4. Test like crazy (but with your head): Before you send a personalized campaign, test it on different scenarios and segments. Check how the tags display, if the logic works.
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5. Think contextually: What did the customer do before?
What stage of the funnel are they at? What are their needs? Personalize based on a holistic view, not single, out-
-of-context data points.
6. Be subtle: Sometimes less is more. You don’t have to show off all the data you have. A subtle reference is often more effective than hitting them over the head with it.
7. Give people control: Let them manage their preferences, update their data. This builds trust.
8. Don’t be afraid to ask: Surveys, preference forms – these are great sources of data for personalization that the customer provides willingly.
In summary: personalization is an art, not a craft based on {{tags}}
Personalization in Marketing Automation is a powerful tool, but it requires finesse, strategy, and above all – thinking of the customer as a human being, not a record in a database. Do it with your head, heart, and respect for the recipient’s privacy. Then, and only then, will personalization become your ally in building lasting relationships and real profits. Otherwise? Well, you can always become the king of cringe-worthy personalization. The choice is yours.
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ERROR 7
Neglecting
integration with
other systems and
lack of integration
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
7.1 Marketing Automation without
integration? It’s like a Ferrari without fuel. It just won’t go.
Marketing Automation sounds like magic, doesn’t it? They promise top-notch personalization, more leads, better results, and generally a marketing paradise on earth. Companies flock to it like bees to honey, invest in fancy platforms, and... often crash and burn. Why? Because they overlook one small, but GIGANTI-CALLY important detail: integrating this marvel with the rest of the company’s systems. They think automation alone will solve the problem. Spoiler: it won’t.
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7.2 Your Marketing Automation system is not a deserted island
A Marketing Automation platform is not a lone wolf. To really shi-ne and do its job, it has to work in harmony with other tools you already have in the company. We’re talking about your CRM (where you keep customer info), ERP system (if you have one), e-commerce platform (where orders come from), analytics (what’s happening on the site), or customer service tools. That’s where all the juicy data is – what the customer bought, what they asked about, what annoyed them, what they like. Without this data, your Marketing Automation is working somewhat blindly, guessing instead of knowing.
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7.3 What happens when you ignore
integration? A disaster in several acts: Think it will „somehow work out”? Well, take a look at what awaits you if you ignore the issue of integration: 1. Data in chaos: Each system has its own information, nothing sticks together. The effect? You send an email with an offer for a product that the customer just complained about. Or you offer them something they bought a week ago. Congratulations, you’ve just annoyed a customer and look unprofessional.
2. Marketing and sales fighting like cats and dogs: Marketing generates leads in Marketing Automation, but sales doesn’t see them in the CRM, or sees them with a delay and without full context. The effect? Hot leads go cold, sales complains that marketing gives them junk, and marketing complains that sales can’t close. A classic.
3. Manual labor instead of automation: It was supposed to be beautiful and automatic, but your people are sitting and manually transferring data between Excel, Marketing Automation, and the CRM. You’re wasting their time, money, and nerves. Where’s the automation in that?
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4. Reports from outer space: Want to know what’s working and what’s not? Good luck if the data is scattered across ten different places. ROI analysis becomes reading tea leaves, and you have no idea if your marketing efforts even make sense.
5. Money down the drain: You have an expensive Marketing Automation system, and it’s running at half capacity because it doesn’t have access to the data it needs. It’s like having a Ferrari but filling it with water instead of gasoline. It won’t go, and you’re just losing money.
Why do companies fall into this trap so easily?
Okay, but why do people screw up this integration so badly?
Î „Quick, quick!”: Everyone wants results yesterday. They install Marketing Automation, launch the first campaign, and think the rest will take care of itself.
Î „It’s complicated/expensive”: Integration seems difficult and costly. Sometimes it is, but the cost of not having it is usually much higher.
Î „We’ll do it later”: The favorite excuse. Guess what? „Later”
often turns into „never,” and the problems only grow.
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7.4 Integration is not a whim, it’s the foundation!
If you’re serious about Marketing Automation, integration is your absolute priority. PERIOD. Already at the stage of choosing a platform, check how easily it can be connected to what you already have. Are there ready-made plugins? Is the API sensible? Will the vendor help?
Make a list of systems that your Marketing Automation needs to talk to. Talk to people from IT, from sales – they also need to be on board. This is not a „marketing problem,” it’s a matter for the whole company.
To put it bluntly: Marketing Automation without solid integration is a recipe for frustration and wasted money. Do you want concrete results, not just an expensive toy that looks nice in a presentation? Make sure your systems talk to each other. Otherwise, you’re just burning budget and time, and your competition, which has figured this out, is leaving you in the dust.
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ERROR 8
Prioritizing
performance
marketing over
creativity
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
8.1 Marketing Automation: Hooked on
numbers? Great, but you won’t get far
without CREATIVITY!
You have a Marketing Automation system? You’re probably already tracking open rates, CTRs, conversions, and you feel like a performance marketing boss. The numbers add up, the Excel sheet is on fire. There’s just one small, but annoying problem. If in this whole frenzy for „efficiency” you forget about CREATIVITY, then your super-automated campaigns are like a robot reciting love poems – technically correct, but cold as ice and without a gram of emotion. And guess what? People feel it. Or rather... they feel nothing.
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8.2 Is performance your new god? Be
careful, it can be blind!
Let’s be honest – all those dashboards in Marketing Automation are super tempting. Click, click, you see what works (or so you think, because the numbers don’t lie, right?). A/B testing the button color? You bet! Optimizing the conversion path to a fraction of a percent? Sure! Performance marketing gives the illusion of full control and the feeling that you’re a marketing genius, because the numbers are growing! You think that if you perfect the targeting, fine-tune the bids, and automate every step, customers will fall into your arms with open wallets.
Wrong! A huge mistake.
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8.3 Where is the HUMAN and the IDEA in all this?
But wait, wait. So what if your email perfectly hits the „women, 30-35, interested in yoga” segment, if its content is so boring and cliché that you might as well send a washing machine manual?
So what if your super-targeted ad is displayed to the right person a million times, if it’s so generic and uninspired that the brain au-tomatically ignores it like another banner with a great offer for pots?
Marketing Automation is a TOOL. It’s like a super-advanced, tech-
-packed paintbrush. But without a good painter (i.e., strategy, idea, and creativity), you’ll only paint scribbles with it. The numbers will show you how people react, but it’s CREATIVITY that makes them want to react at all!
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8.4 Why is it so easy to go crazy over performance?
Why does this happen? Because numbers are concrete, measurable, „hard.” Creativity? That’s more „soft,” subjective, requires effort, courage, sometimes going against the grain and taking a risk. It’s easier to sit in spreadsheets and optimize rates than to come up with something that really touches the heart, makes people laugh, intrigues them (or at least their wallet, but in an original way). We’re afraid that „creative” means „unmeasurable”
or „risky.” Nonsense!
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8.5 The consequences of ignoring
creativity in Marketing Automation?
Painful and expensive:
Think it will be fine? See what awaits you if you let yourself be blinded by numbers:
1. An ocean of boredom: Your messages are so predictable and characterless that people ignore them. Even if they open them, they’ll forget about them right away.
2. A faceless (and gutless) brand: You become another „XYZ”
company – bland, impersonal, forgettable. No one will fall in love with a robot.
3. Burned budget on empty clicks: Great, you have a high CTR! But so what if those clicks don’t lead to engagement, loyalty, and ultimately sales? You’re paying for traffic that brings nothing.
4. „Ad Blindness” on steroids: People are so tired of generic, automatic spam (even if it’s „perfectly targeted”) that their brains have developed armor. Your message, even if technically flawless, hits a vacuum.
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5. Wasted system potential: You have an expensive Marketing Automation to do marketing from the future, but you’re stuck in the trap of optimizing boredom. Good for you..
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8.6 How to get it right? Connect your
brain with your heart!
Okay, enough complaining. How to fix it? Simple (though not easy): performance and creativity must go hand in hand, like Bat-man and Robin.
Î Data should SERVE creativity, not KILL it. Analyze what works, but to create EVEN BETTER, more relevant, and engaging content.
Î Invest in a GOOD IDEA! In copywriting that sells, but also entertains or moves. In graphics that catch the eye and communicate something. In storytelling that draws you in.
Î Test not just button colors! Test different tones of voice, different stories, different creative approaches. See what really resonates with people.
Î Remember that on the other side is a HUMAN, not an ID
number in a database or another row in Excel. Talk to them like a human to a human. Surprise them, entertain them, help them.
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So yes, measure, analyze, optimize your numbers in Marketing Automation. Do it wisely. But for God’s sake, don’t forget that automation is still MARKETING. And marketing without a good idea, without a bit of madness and heart, is just empty clicks and spreadsheets that no one cares about. Do you want real effects? Connect the head (performance) with the heart (creativity). Otherwise, your system will just be an expensive, advanced machine for producing... marketing boredom. And you probably don’t want that, right?
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ERROR 9
Focusing on
features instead of
solutions
A true classic: companies that buy a fancy Marketing Automation system and instead of solving real business problems with it, they throw a festival of „who can turn on more shiny buttons.” In other words, a fetish for functionality over actual solutions.
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
9.1 Marketing Automation: toys for
big boys or a tool for making money?
Features vs. solutions!
You’re implementing a Marketing Automation system. The sales presentation looked like a trailer for a new Marvel movie – so many functions, so many possibilities, so many features that you were blown away! Lead scoring, AI, dynamic content, 150-step customer journeys. Great! Your team is excited, you are too. But...
in all this excitement about what the system CAN DO, have you forgotten what the Marketing Automation system is supposed to DO? Specifically, what PROBLEMS is it supposed to solve?
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9.2 The shiny button trap: how features obscure the real goal
This is a common affliction. Companies fall into the „shiny object syndrome.” Instead of starting with a strategy and defining what they want to achieve (e.g., „we want to improve the quality of leads by 20%,” „we want to shorten the sales cycle by X days,” „we want to automate the onboarding of new customers to reduce churn”), they start by looking at the list of features.
Î „Ooh, we have advanced lead scoring! Let’s set up 50 rules, because we can!” (Never mind that sales doesn’t use it anyway, or doesn’t understand it).
Î „Dynamic content? Great! Let’s make 15 versions of each email!” (Even though two would be enough, and there’s no one to prepare the content for the rest).
Î „Integration with system XYZ? It’s there! Let’s connect it and see what happens!” (Without a clear goal of what this integration is supposed to achieve).
It’s a bit like buying the most expensive, most feature-packed Swiss Army knife with a million blades, only to use it mainly for opening bags of chips. Can you do it? Yes. But was that the point?
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9.3 “We have everything, but what for?”
– the effects of a feature fetish
When features become more important than solutions, get ready for:
1. Over-engineered monsters instead of simplicity: You create super-complex scenarios that no one but one person understands. Management becomes a nightmare, and the results are mediocre. Because the problem you wanted to solve could be handled in three simple steps.
2. Wasting time and money on „fun”: Your team spends hours configuring and testing features that bring no real business value. Time flies, the budget shrinks, and there are still no results.
3. User frustration: If the system is too complicated, and its features don’t make life easier for, say, salespeople (because the lead scoring is nonsense, and the CRM integration is limping), people will simply stop using it.
4. Analysis paralysis: You’ve turned on all possible features, so the system collects huge amounts of data. But so what,
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if no one knows what to look at, how to interpret it, and what conclusions to draw in the context of SOLVING problems?
5. ROI? More like „Regret On Investment!”: The investment in Marketing Automation was supposed to pay off. But if you focus on playing with features instead of generating concrete business results, you’ll only see a return on investment in pictures, like a Yeti.
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9.4 Why do we do this? (because it
looks nice in a presentation and „the
competition has it too”?)
There are several reasons:
Î Marketing Automation vendors boast about features because it’s easier to sell than „solving problems.”
Î Lack of a clearly defined marketing strategy and goals for Marketing Automation.
Î The desire to „use the system to 100%,” even if 70% of those features are unnecessary.
Î Pressure to „do something” and „be innovative,” even if that
„something” makes no sense.
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9.5 From playing with features to real solutions: how to change your thinking?
Okay, so how to get off this carousel of shiny buttons and start using Marketing Automation wisely?
Î Start with „WHY?” and „WHAT FOR?”: Before you touch any feature, answer the question: What specific business problem do we want to solve? What goals do we want to achieve? (e.g., „We want to increase the number of qualified leads for sales by X%,” „We want to automate X time-con-suming marketing tasks”).
Î Think SOLUTIONS, not features: Instead of „What features do we have?”, ask „How can we solve problem X using the available tools?”. Only then look for the features that will help you with that.
Î KISS (Keep It Simple, Stupid!): Always start with the sim-plest possible solution. If a simple 3-step scenario gets the job done, don’t build a 30-step monster just because the system allows it.
Î Measure the Effects of SOLUTIONS, not the use of featu-
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res: So what if you use 150 features, if your KPIs are in shambles? What matters is the business result, not the number of „checked off” features.
Î Phases and priorities: Don’t try to implement everything at once. Identify the most important problems and start with the solutions that will bring the most value in the shortest time (the so-called low-hanging fruits).
Î Regular review and asking „Does this still make sense?”: Every now and then, verify if the implemented automations and used features still serve the original goals and bring value. The world changes, and so do your needs.
In summary: Marketing Automation is a tool, not a goal in itself!
Marketing Automation is a powerful combine harvester, but just having it doesn’t guarantee success. The key is to wisely use its capabilities to solve SPECIFIC problems and achieve SPECIFIC
business goals. Stop playing with buttons like kids in a sandbox.
Start thinking like a strategist who uses advanced tools to build a competitive advantage and real profits. Otherwise, your Marketing Automation will be an expensive toy that looks nice on Linke-dIn but does nothing meaningful.
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ERROR 10
Choosing a MA
system unsuited
to the industry and
business scale
Another classic: choosing a Marketing Automation system that is completely unsuited to the industry or business scale. Think it will „somehow work out”?
Fasten your seatbelts, because this is going to hurt.
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
10.1 Are you trying to fit a tractor into a Formula 1 race? About the mistake
of choosing a system not suited to the industry and scale
Marketing Automation can work wonders, provided you choose the right model. Because what’s the point of having the most modern system if it’s completely unsuited to what you do? The effect? Frustration, wasted money, and the feeling that Marketing Automation is some kind of scam. And the problem often lies not in the system as such, but in its tragic mismatch.
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10.2 An e-commerce unicorn in the B2B
world (or „abandoned cart” in the sale of multi-million dollar machinery)
Imagine the scene: you run a serious B2B company, you sell complex technological solutions, and the customer’s decision-making process takes months, sometimes years. And you implement a Marketing Automation system designed for online stores selling socks and mugs. Sounds absurd? Yet it happens!
About 75% of B2B marketers already get that automation is the 3 Source: https:/ elec-
future3. But not every Marketing Automation system is the same.
Those for e-commerce will push features like „abandoned cart
analysis,” „integrations with B2C sales platforms,” or „scenarios for quick, impulsive purchases.” Great if you’re selling the aforemen-tioned socks. But in B2B, where you build long-term relationships, nurture leads for ages, and negotiate contracts worth a fortune, you need completely different tools. Instead of „abandoned cart,”
you’d be better off with advanced lead scoring for purchasing committees, Account-Based Marketing modules, or deep integration with the CRM that is the heart of your sales. Forcing an e-commerce system into B2B is like trying to teach a fish to fly –
you can flap its fins, but the effect will be pathetic and will cause more problems than benefits.
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10.3 A mom-and-pop shop system in
a multinational corporation (or „cheap”
means „problems squared”)
Another trap: you’re a large, international company with bran-ches in several countries, a huge customer base, and complex processes. But someone had the „brilliant” idea to „save money”
and choose a Marketing Automation system designed for small and medium-sized enterprises. Because „Marketing Automation is Marketing Automation,” and the price was so attractive!
But a low price often comes with painful limits and restrictions.
Such a small-business system will quickly choke on your scale.
You’ll hit the limits on the number of contacts, sent emails, or API queries faster than you can say „automation.” Want to send campaigns in different languages, considering time zones? Good luck if the system was designed only with the local, Polish market in mind. Technical support in your language or for your time zone?
You can dream on. And what about sending SMS messages to customers in different countries? „Sorry, we only work in Poland!”.
You can’t conjure up features that the provider simply didn’t fo-resee for „small players.” Such „savings” are a straight path to pa-ralyzing your marketing activities and losing much more money
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than you „saved” on the system. Always choose a solution that fits the size of your playground!
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10.4 A generic combine harvester
where a specialized seed drill is needed (or „where are my industry-specific
goodies?”)
Unfortunately, it’s still hard to find Marketing Automation systems on the market with really deep support for specific industries. But if you have such an opportunity, it would be a sin not to take it. A „universal” system can be cool, but it often lacks that
„something” – specific features, integrations, or scenarios that are worth their weight in gold in your industry.
A provider that specializes in solutions for your sector (e.g., real estate, finance, manufacturing) brings not only technology but also priceless know-how. They understand the challenges, they know the specifics of your customers. Systems with industry-
-specific solutions often shorten the implementation time because many things are already „thought out” for you, and in the end, they deliver better results than generic platforms that you have to sculpt from scratch. Don’t force something that doesn’t fit –
look for solutions that „get” your business.
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10.5 Why do we buy this nonsense?
(because it’s cheaper? because they
spoke nicely at the demo?)
The reasons for these mistakes are prosaic: Î Price works wonders (or rather, problems): The desire to save money at all costs.
Î The „wow” effect at the presentation: Pretty pictures and promises overshadow real needs.
Î Lack of analysis of one’s own needs: We don’t know what we really need, so we take what’s popular or what a colle-ague from a different field recommended.
Î „Marketing Automation is Marketing Automation, they are all the same”: A dangerous generalization.
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10.6 How to choose a Marketing
Automation system without shooting
yourself in the foot?
Okay, so how to avoid this landmine?
Î Needs audit – BEFORE you start looking for a system!
Clearly define: What is your business model (B2B, B2C, B2B2C)? What is the scale of your operations (number of contacts, countries, languages)? What are your key marketing and sales processes? What problems is Marketing Automation supposed to solve?
Î Don’t believe in unicorns: Look for systems that are well-
-rated in your industry or for companies of your scale.
Î Ask, dig, test: Don’t rely only on the demo. Ask for a trial version, prepare a list of key features and scenarios for you, and check how the system handles them. Talk to the provider’s current customers (preferably from your industry).
Î Check support and development: Does the provider offer
PAGE 86
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
technical support in your language and time zone? How often is the system updated and developed? Are the development plans in line with your future needs?
Î Think long-term: A Marketing Automation system is an investment for years. Choose a solution that will be able to grow with your company.
In summary: a good Marketing Automation system is like a well-fitting pair of shoes!
Choosing the right Marketing Automation system is one of the most important decisions you’ll make. It can’t be a coincidence. It must be a conscious, well-thought-out decision based on a solid analysis. A good system, tailored to your industry and scale, will be like a perfectly tailored pair of shoes – it may cost a bit, but it will take you far and comfortably. A bad choice? Guaranteed bli-sters, pain, and frustration, and your marketing journey will end before it really begins. Don’t be fooled – think, analyze, and choose wisely!
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ERROR 11
Ignoring security
On the table is a topic that many treat lightly, but which can blow up their business – we’re talking about ignoring SECURITY. GDPR, access rights, tests, certificates? „Eh, we’ll deal with that later...” they say. And then there are tears and gnashing of teeth.
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11.1 Marketing Automation and security: you think GDPR is a joke and hackers are asleep? Wake up before it’s too late!
You have a cool Marketing Automation system. You feel like the king or queen of marketing. But in this whole frenzy for conversion, have you thought about the security of your customers’
data? About GDPR, about access control, about security tests? If not, you’re building your marketing palace on a foundation of cot-ton candy – it looks pretty, but the first major scandal will blow it to smithereens.
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11.2 „Security? Eh, later...” – the syndrome of a postponed (and ticking) problem
Why do so many companies neglect security issues when implementing Marketing Automation?
Î „It doesn’t concern us, we’re too small/too smart”: A classic. Thinking that hackers are only interested in giants, and customer data is worth as much as last year’s snow.
Wrong! All data is valuable, and small companies are an easier target.
Î „GDPR? Come on, it’s just paperwork”: Treating GDPR as annoying bureaucracy that needs to be „checked off,” not as real protection of personal data. Until the Data Protection Authority comes knocking with a multi-million dollar fine.
Î „Quick, quick, results yesterday!”: The pressure for quick implementation and results pushes security to the bottom of the priority list.
Î „The system provider will take care of it”: The belief that the responsibility for security lies entirely with the company providing the Marketing Automation. Nonsense – the
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shared responsibility model is key.
Î „It’s a waste of money on some certificates and tests”: Security costs money. But the lack of it costs much, much more.
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11.3 The consequences? More painful
than pulling a tooth without anesthesia If you think you can get away with ignoring security, you’re wrong.
Get ready for:
1. GIGANTIC fines from the DPA: We’re talking about amounts that can bring down many companies (up to 20 million 4 Source: https:/ sprinto.
euros or 4% of the annual global turnover4). GDPR doesn’t
sleep.
2. Data leaks and a PR Armageddon: Customer data – their emails, phones, purchase histories, preferences – ends up on the internet or in the hands of the competition. Customer trust drops to zero, reputation is ruined, and lawsuits can drag on for years.
3. A hacker in your Marketing Automation system is like a fox in the henhouse: They can cause unimaginable chaos
– send fake campaigns, destroy databases, blackmail.
4. Loss of competitive advantage: If data leaks, the competition will certainly be happy to use it.
5. Operational paralysis: An attack on the Marketing Automation system can block your marketing and sales activities for many weeks.
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11.4 Where do you usually screw up?
(high-risk areas)
Î Fake GDPR: No clear consent for data processing, not informing about the purposes, making it difficult to withdraw consent, not deleting data on request.
Î „Anything goes” access: Too many users with administra-tor rights, weak passwords, no two-factor authentication (MFA), not revoking access for former employees.
Î Choosing a „bargain” Marketing Automation system: Being tempted by cheap platforms without checking their security measures, certificates (e.g., ISO 27001, SOC 2), or server locations.
Î No penetration tests and audits: „Why check, it’s definitely secure.” Naivety level: expert.
Î Leaky integrations: Your Marketing Automation system can be a fortress, but if you connect it to a leaky CRM, the data will flow out anyway.
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11.5 This isn’t a thriller movie – this could be your problem!
Think this is just scaremongering? Ask companies that have gone through the hell of a data breach or paid hefty fines for not com-plying with GDPR. Data security is not a whim for corporations
– it’s the foundation of trust and stability for any business that processes personal data.
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11.6 How to sleep soundly with
a Marketing Automation full of customer data? (or security for the resistant)
Okay, enough with the doom and gloom. What to do to not wake up with your hand in the cookie jar (and the DPA on your back)?
1. Security by design: Think about security from the very beginning, at the stage of choosing and planning the Marketing Automation implementation. Involve IT and security specialists.
2. Take GDPR seriously: Conduct a compliance audit, map data flows, ensure legal bases for processing, create proce-dures for handling the rights of data subjects.
3. Choose providers wisely: Ask about security certificates, data encryption, security policies, server locations. Don’t be afraid to ask tough questions.
4. Manage access: The principle of least privilege (everyone has access only to what is necessary), strong, unique passwords, mandatory MFA, regular access reviews.
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5. Test, audit, check: Regular penetration tests, security audits, vulnerability scanning. Don’t take their word for it –
verify.
6. Train your team: Everyone with access to Marketing Automation must know the basics of data security and GDPR
rules.
7. Have a Plan B: What will you do if an incident occurs despite everything? Who will you inform? What steps will you take?
8. Minimize data: Collect and store only the data that is absolutely necessary to achieve your marketing goals.
In summary: security in Marketing Automation is not an option, it’s your obligation!
Ignoring security in Marketing Automation is playing with fire.
What’s at stake is not just money (GDPR fines can hurt), but above all, customer trust, the company’s reputation, and its continued existence. In today’s world, data is the new currency, and protecting it is your sacred duty. Ignore it? You risk not only a fine but your entire business. Secure your Marketing Automation before it’s too late.
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ERROR 12
AI will do the job
One of the newest and shiniest myths of Marketing Automation: the belief that Artificial Intelligence (AI) is a magic wand that will do all the work for us. Just buy a system with an „AI-powered” label, and then you can lie back and watch the millions roll in. Yeah, right.
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
12.1 Marketing Automation and AI: you
think artificial intelligence will do all the work for you? Get real, before AI messes you up!
Artificial Intelligence in Marketing Automation – sounds like a pipe dream, right? You press a button, and smart algorithms write perfect emails, create perfectly personalized offers, predict customer movements better than a psychic, and steer your marketing ship straight to the land of eternal happiness. AI salespeople tell such fairy tales that many marketers feel like they’ve just discovered the Holy Grail. Except reality often screeches.
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12.2 „AI will take care of everything!” –
the great scam of marketing promises
(and naive expectations)
Why do we fall for this AI hype so easily?
Î Because AI is fashionable, sexy, and „innovative.” As many as 77% of marketers use AI-based automation to create personalized content. Who wouldn’t want to have „AI” in their marketing arsenal?
Î Because they promise us that we’ll finally not have to think and work so much – AI will do it for us.
Î Because we are bombarded with messages about „break-through technologies” that will revolutionize everything.
The effect? We buy a Marketing Automation system with the belief that it’s a self-driving F1 car, and we get at most a scooter with a calculator attached and a „AI Inside” sticker.
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12.3 The painful truth: Your Marketing Automation is mostly „If X, then Y”
Let’s get down to earth. Most Marketing Automation systems, even those with AI elements, are still primarily rule-based platforms. It’s you, dear marketer, who has to define these rules: „IF
a customer clicked on link X, THEN send them email Y,” „IF a lead has scored 50 points, THEN pass it to sales.” Human strategy, logic, and customer knowledge are key here. AI can be an addition, a support, but it can’t replace the foundations. In key processes, where hundreds of thousands, or even millions of contacts are involved, it’s precisely defined rules that ensure stability and pre-dictability.
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12.4 When AI, instead of helping, screws you over:
1. Nonsensical AI recommendations: A famous example: a vegan wife buys beef steaks for her carnivorous hus-band. The Marketing Automation system with „intelligent”
AI recommendations starts bombarding her with offers for pork chops and neck. Why? Because the AI sees the purchase but doesn’t understand the context, nuances, human relationships. Such „smart” recommendations are not only off-target but can be irritating, and even offensive. Remember, AI learns from data – if the data is incomplete or the algorithm isn’t smart enough, the recommendations can be just plain stupid.
2. AI is an expensive toy that often doesn’t deliver: Truly advanced, self-learning AI solutions are expensive. Both in purchase, implementation, and maintenance. Often, under the „AI” banner, there are simpler algorithms that look good in a presentation but in practice offer little more than well-configured rules. Before you spend a fortune on „AI,”
make sure you really need it and that the AI is actually as intelligent as the salesperson claims.
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3. One mistake and a million-dollar crisis is ready: Imagine that in a key process that affects millions of your contacts, decisions are made by an AI agent. If this agent, due to an error in the algorithm, bad training data, or a momentary
„hiccup,” makes a bad decision – e.g., sends an offensive message to the entire database, poorly segments customers and offers them inappropriate products, or worse, violates GDPR regulations on a massive scale – you have a crisis the likes of which your company has never seen.
The reputational and financial losses can be catastrophic.
In rule-based systems, human error also happens, but it’s usually easier to catch and limit its scale.
4. The AI „Black Box”: Sometimes it’s hard to understand why AI made a particular decision. This makes optimization and error correction difficult. You’re operating somewhat blindly, trusting that „the machine knows best.”
Why do we fall for it?
Because we want to believe in simple solutions to complex problems. Because the pressure to be „modern” is high. Because we lack the time and resources to delve into the topic and critically evaluate the promises.
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12.5 AI in Marketing Automation with
common sense: how to use its potential without making a fool of yourself?
1. Understand what AI is in your system: Is it really advanced machine learning, or just a set of clever algorithms? Don’t be afraid to ask the provider tough questions.
2. The foundation is rules, AI is an add-on: First, master building solid, logical, rule-based processes. Only then think about enriching them with AI elements – where it makes sense and will bring real value.
3. AI as an assistant, not a replacement: Let AI help you analyze data, find patterns, automate certain tasks, but strategic decisions, creative development, and ultimate responsibility must always remain with a human.
4. Test AI on a small scale: Before you let AI make decisions on a large scale, test its operation on smaller segments, monitor the results, and be ready for adjustments.
5. „Human in the Loop” – a human is always in the circuit: In critical processes, especially those involving sensitive data or having a large impact on the customer, there should always be a control mechanism operated by a human.
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6. Remember data quality: AI is only as good as the data it learns from. „Garbage in, garbage out” – this rule is even more important in the case of AI.
7. Don’t give up complete control: You are the marketer, you are responsible for the results. AI is a tool that is supposed to help you, not exempt you from thinking.
In summary: AI in Marketing Automation is a cool gadget, but your brain is still the most important thing!
AI has huge potential and will certainly play an increasingly important role in marketing. But for now, in most Marketing Automation systems, it’s still the human – their knowledge, strategy, logic, and ability to build rules – that is the key to success. Don’t be fooled by marketing gibberish about all-powerful AI. Use it wisely, as a support for your actions, not as an excuse from thinking and solid marketing work. Otherwise, instead of intelligent automation, you’ll just have artificial stupidity – and for a lot of money.
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ERROR 13
The MA team
works alone
„Our Marketing Automation team is a lone sheriff in the Wild West” –
a situation where the automation team operates in total isolation from the rest of the company, even though these are processes that should permeate the entire organization like the circulatory system.
GET RID OF ERRORS BEFORE THEY GET RID OF YOU...
13.1 Marketing Automation: Your
marketing department thinks it’s a lone cowboy? Wrong! Marketing Automation
is a team game!
You’ve bought a cool Marketing Automation system. Your marketing department is in seventh heaven – they’re going to automate, personalize, generate leads like crazy! Great. There’s just one small, but GIGANTIC problem: if they think that Marketing Automation is just their sandbox and that they alone will save the company, they’re wrong. This is not a toy for one department. It’s a tool that – to really work – must become part of the company’s DNA.
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13.2 „Marketing Automation? That’s
marketing’s business, not ours!” – the silo syndrome, or how departments build walls
Why does the Marketing Automation team so often operate in isolation?
Î „Marketing bought it, let marketing worry about it”: Other departments (sales, customer service, IT) treat Marketing Automation as another „feature” of marketing that doesn’t concern them.
Î Lack of understanding: Sales doesn’t know how Marketing Automation can help them qualify leads. Customer service has no idea that Marketing Automation can automate answers to frequently asked questions. IT is angry because no one consulted them about the integration.
Î Marketing egoism: Sometimes marketing itself treats automation as its secret weapon and doesn’t want to share it because „others will break it” or „they won’t understand.”
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Î Turf wars and „not my problem”: Good old corporate silos.
Everyone guards their own garden, and inter-departmental cooperation is in shambles.
Î Lack of vision from the top: Management doesn’t clearly communicate that Marketing Automation is a strategic tool for the entire organization, not just for one department.
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13.3 The effects of the Marketing
Automation team’s lone fight (or how
a company shoots itself in the foot, and then in the other for good measure)
When the Marketing Automation team operates like a deserted island, get ready for a festival of problems: 1. A schizophrenic customer: Marketing sends the customer a super-personalized offer based on their activity. A moment later, a salesperson calls who has no idea about it and asks questions whose answers are already in the Marketing Automation system. And finally, the customer contacts support, which also lives in a different reality. The effect? The customer is confused, irritated, and feels like your company is one big mess.
2. Leads from outer space (or from the trash): Marketing generates leads in Marketing Automation, but without consulting the sales department about what a valuable lead really is for them. So sales gets contacts that are useless to them, or they don’t know how to work with them. And then the complaining: „Marketing gives us junk!”.
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3. Wasted data potential: Marketing Automation collects a lot of valuable customer information. But if this data doesn’t flow freely to the CRM, customer service system, or other departments’ analytical tools, it’s like finding a treasure and burying it even deeper.
4. „On a wing and a prayer” integrations: The Marketing Automation team tries to integrate something without IT support. This usually ends with a makeshift solution that falls apart at the first opportunity, and data disappears into the internet abyss.
5. Inconsistent communication = loss of trust: If each department sings a different song, the customer loses trust. And trust is a currency that can’t be bought.
6. Duplication of work and frustration: Instead of synergy, you have duplicated efforts, misunderstandings, and internal conflicts. People are frustrated because they feel their work is being wasted.
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13.4 Why MUST Marketing Automation
be a company-wide affair? Because there is only one customer!
Remember, Marketing Automation is not just about sending emails. It’s about processes that permeate the entire organization and touch key customer communication points – from the first contact, through the sales process, to after-sales service and building loyalty. The customer doesn’t see your internal divisions into marketing, sales, or service teams. For them, your company is one organism. And they expect a consistent, meaningful experience at every stage.
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13.5 How to turn a lone wolf into a well-coordinated team? (or, the end of
„everyone for themselves”)
Okay, so how to break down these silos and make Marketing Automation a joint effort?
1. Appoint a cross-departmental Marketing Automation steering committee: Marketing, sales, customer service, IT – key people from these departments MUST be involved from the very beginning: in choosing the system, planning the strategy, implementation, and ongoing optimization.
2. Shared goals and KPIs: Define how Marketing Automation is supposed to support the goals NOT ONLY of marketing, but also of sales (e.g., better lead quality, shorter sales cycle) or customer service (e.g., faster responses, greater satisfaction).
3. Education, education, education: Organize training and workshops for other departments. Show them with concrete examples how Marketing Automation can make their lives easier and help them achieve THEIR goals.
4. Clear processes and communication: Especially on the marketing-sales line. Define what an MQL (Marketing Qu-
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alified Lead) is, what an SQL (Sales Qualified Lead) is, what the lead handover process looks like, what information is to be exchanged.
5. Marketing Automation integration with the CRM is sacred: It must work like a well-oiled machine, with a two-way data flow.
6. Regular meetings and knowledge sharing: Let representa-tives from different departments meet regularly to discuss results, plan actions, and solve problems related to Marketing Automation.
7. Support from the very top: Management must clearly communicate that Marketing Automation is a strategic project for the entire company and expects the cooperation of all departments.
In summary: Marketing Automation is not an island. Integrate your actions, or you’ll all drown – each on your own raft!
If your marketing team is trying to carry the weight of Marketing Automation on its own, it will sooner or later fail, and the entire investment with it. Marketing Automation is a team sport.
It requires cooperation, open communication, and the understanding that success depends on the engagement of the entire or-
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ganization. Stop building walls between departments. Start building bridges. Because only then will your Marketing Automation spread its wings and bring real benefits, instead of being another expensive gadget gathering dust in a corner because no one really knows how to use it for the good of the whole company.
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Conclusion
Don’t worry, everyone was a beginner once, and making mistakes at the start is normal. That’s what this e-book is for – to help you improve your automation and debunk some popular myths.
As you can see, the source of problems often lies in the approach and attitude. And if someone advises you against automation?
Think about it: are they a real authority, or maybe a competitor who doesn’t want your company to be one step ahead of them? ;) So what to do? First of all: patience! Don’t jump into everything at once. Introduce changes slowly, step by step. That’s the easiest way to build meaningful communication with customers and make your campaigns finally bring the results you expect.
In case of any difficulties and problems with implementing Marketing Automation and integrating it with other systems, you can always contact our experts, we will be happy to help!
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