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The modern, digitally-empowered 
buyer is channel-agnostic. This 
new buyer has become the 
undisputed controller of her 
relationship with your brand. Now, 
more than ever, the customer is in 
charge. Before we jump into more 
details on creating your lead 
nurture content and plan, we 
wanted to address how to think 
about nurture with a cross-
channel lens. 

As a marketer, you need to think 
across channels in your lead 
nurturing. Through advanced  
lead nurturing technology, like 

Marketo’s Customer Engagement 
engine, real-time personalization 
and more, you can easily  
listen and react from a variety  
of channels. 

Multi-channel marketers need 
tools to help them:

• Listen: Pay close attention  
to buyer behavior across  
all channels to create a  
single, integrated view of  
the buyer persona.

• Act: Manage, personalize, and 
act on conversations with 
buyers across channels.

Today’s consumer moves seamlessly—sometimes even quickly—across digital and offline channels. 
She jumps from email, to social media, to your website, and then back to social media, without losing 
momentum. And she does this from whatever device is most convenient at the moment.  
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Listen 
Imagine you had a great phone 
conversation yesterday with one 
of your best customers about a 
new service offering. Now 
imagine that after you read this, 
you go out for a cup of coffee and 
run into him on the street. “Hi! So 
glad we bumped into one 
another,” you say. “I want to talk to 
you about a great service we’re 
offering!” Your customer responds 
with a puzzled look. He thinks you 
have a terrible memory or that 
you’re confused.

The same thing happens when a 
customer receives dueling 
messages from you on different 
marketing channels. If you’re not 
listening to him across different 
channels, you’re not delivering an 

integrated experience. To create 
relevant interactions with a buyer 
over any channel, you need  
to understand his behaviors 
across all channels—you need  
a single, cross-channel view of  
the customer.

Act 
Engaging conversations with 
buyers should be maintained 
seamlessly as your subscriber 
moves from one channel to the 
next. A conversation you start in 
an email must continue when the 
buyer navigates to your website, 
and shouldn’t skip a beat when he 
jumps over to your Facebook 
page. Instead of competing 
against each other with 
disconnected messaging, or 

repeating information your buyer 
has already absorbed, your email 
and different marketing channels 
should work together to 
coordinate the customer’s 
experience. Let’s take a look at 
examples on how to integrate a 
multi-channel approach into your 
lead nurturing efforts.
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Web 
Your website is of course a great 
place to capture new email 
addresses, but it’s a also a  
fantastic place to continue and 
start conversations. The web 
experience can and should be 
dynamically personalized to 
reinforce and extend the dialog 
started in emails.

Using personalization software, 
like Marketo’s Real-Time 
Personalization enables you to:

• Identify a person’s relevant 
attributes—intent, behavior,  
and profile

• Customize that person’s online 
experience by presenting the 
most relevant content

Nurturing Anonymous Leads 
As we mentioned in the last 
section, with personalization 
tools you can discover 
information about anonymous 
leads. But how can you nurture 
those leads with relevant  
content that is seamless with  
your email communications?

Once your personalization 
software discovers demographic 
and behavioral details from  
your leads, it looks for pre-set 
marketing campaigns that match 
the visitor’s data segment. This 
campaign is initially created by 
you, the marketer, and should  
be consistent with the nurture 
campaigns you set up for various 
segments. If a match is found,  
the appropriate campaign is 
launched. Automatically, the  
text, banners, calls-to-action,  

and images dynamically  
change, instantly creating  
a more personalized,  
seamless experience. 

Your personalization software 
then sends data directly to your 
marketing automation platform, 
and can send triggered, targeted 
email campaigns and scoring 
updates based on how that  
lead interacts with your 
personalized campaigns.  
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Persona and Account  
Based Marketing 
With personalization, you  
can target both persona  
and account based. With  
Account Marketing, your 
organization can focus on a  
group of accounts with similar 
attributes that are either a) most 
likely to generate revenue  
or b) strategically important  
to your organization. Using 
personalization tools to refine 
your Account Based Marketing 
approach, you can nurture high-
value accounts through their 
decision-making process with a 
mixture of web content and email.

When someone comes to your 
website from a strategic account, 
you can change messaging, 
images, content, and logos,  
to make an experience that  
is completely personalized  
and relevant. 

Imagine how powerful this would 
be for companies that have large 
decision-making groups? You can 
speak to everyone that influences  
that decision all in one place. 

Persona Based Marketing helps 
you target groups of individual 
buyers with the right content. 
Once you understand the 
motivations and challenges  
of your buyer persona groups,  
you can use personalization, 
along with your marketing 
automation platform, to 
determine which messages  
and content resonate with  
each persona through the  
lead nurturing process.

By using your webpage and 
personalization tool, you can 
effectively nurture your buyers 
and create a seamless experience. 
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Retargeting 
Display ads and retargeting can be 
a large part of your marketing 
budget. But how can you create  
a consistent experience for your 
buyers across those channels? 
Here are ways to integrate  
your advertising strategy with  
your nurturing. 

Some companies are including a 
retargeting pixel in the emails they 
send to prospects and customers 
(including emails sent by individual 
employees). This sets a cookie on 
the subscriber’s machine, which 
allows the company to target 
specific display ads to them as 
they navigate the web. Done well, 
it can create more coordinated 
experiences between the 
messages the subscriber sees  
over email and on online.

Additionally, by using retargeting, 
you can focus your display ads on 
different personas, organizations, 
verticals, and where your buyer is 
in his sales cycle. Once someone 
visits your website you can serve 
her personalized ads on the 
subsequent pages she visits—
providing a seamless experience 
once she leaves your website.

Social 
Social is a critical part of nurturing  
cross-channel. Running social 
campaigns is great, but making 
every campaign social is better. 
Think of social as an ingredient in 
the ‘campaign’ cake, rather than 
just the frosting. When you 
connect your lead nurturing to 
your social efforts they enhance 
one another. 

It is no secret that your buyers are 
on social, so make sure you are 
using it as a key element in your 
lead nurturing strategy. Make sure 
you are monitoring your social 
networks and nurturing leads in  
a personalized way. If you have 
target accounts or personas, 
interact with them by responding 
to tweets, Liking their comments 
or updates, and re-tweeting great 
content they post. 

When a lead mentions your 
company on social media or 
interacts in a key way, you can  
use your marketing automation 
software to listen, and  
respond with triggered  
emails and communication. 

You can also use sophisticated 
targeting with paid social media 
ads. Social channels like Twitter, 
Facebook, and LinkedIn offer 
highly targeted options for your 
ads. You can segment your ads 
based on a number of different 
attributes such as role, company, 
location, behavior, and more. 
Additionally, many social 
channels allow you to upload  
lists from your CRM or marketing 
automation tool so you can target 
specific individuals that are in 
specific stages in your sales cycle.
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Combine Email and Social Media 
You can easily combine your email 
lead nurture campaigns and social 
media in the following ways:

1. Social Connecting: Use email 
to grow your social followers.

2. Social Sharing: Use email  
to extend the reach of  
your message through  
social channels.

3. Social Promotion: Use  
social to grow your email list 
and promote your email 
marketing efforts.

Here are some ideas:

• Supplement each email 
address in your database  
with the contact’s social  
media data

• Increase opt-in conversion 
rates with social sign-in 
capabilities on your forms

• Feature a Facebook and Twitter 
connect button in email opt-in 
confirmation messages so that 
enthusiastic new subscribers 
don’t miss out on other ways 
to connect

• Add a Facebook and Twitter 
connect button to your 
preference center for 
recipients who’d rather stay  
in touch over social networks

• Listen for keywords that are 
used by your audience in 
social media, and then send 
segmented emails that use 
those keywords

• Watch who your followers 
follow, and use their content 
interests to help augment your 
segmentation strategy
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Direct Mail 
Consider adding direct mail to 
your lead nurture campaigns as a 
way to further personalize and add 
a human touch.

Companies like Cloud2You let  
you send direct mail as a part of 
marketing conversations as easily 
as you send email. MarketSync 
offers a solution that sends 
packages and tracks the delivery 
of those packages; when a lead 
signs for the delivery, the system 
receives an alert, which can trigger 
a follow-up email, phone call,  
or both. Integrating in this way  
not only allows conversations  
to flow across channels, but  
also beyond digital. 

Imagine sending a fun, unique, 
and personalized package after  
a lead has interacted with your 
nurture communications.  
Adding that human touch can 
accelerate your leads and help 
build that trust.

Add a PURL 
PURLs are personalized URLs. 
Leads type a custom URL into 
their browser from a postcard or 
package they receive in the mail. 
This address brings them to  
a landing page designed 
specifically for their persona.  
By offering them targeted web 
content in this way, you can 
improve conversion by 30%  
or more.
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Sales Involvement 
Don’t underestimate the power of 
personal contact when it comes 
to lead nurturing. Cross-channel 
communication is great, but 
adding that human touch is a 
powerful way to accelerate the 
sales cycle. A call from your sales 
reps should be an integral part of 
every nurture campaign. Here are 
a few steps to get you started.

Know Who You Are Calling 
This is the most important aspect 
of including a sales call in your 
lead nurturing campaigns—you 
must know who you are calling 
and what his past experience has 
been with your company. Make 
sure you research your buyer and 
check your CRM and marketing 
automation database to ensure 
your conversation is relevant  
and consistent with the other 
communication your company 
has had with him. 

Your sales rep should be asking:

• Who is this lead?

• What does she know about  
my company already?

• What communications has  
she received from my 
company to date?

• Does she fit our ideal 
customer profile?
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Throw Away the Script 
It won’t help your cause to  
have your sales teams reading 
monotonously off of a script 
during a sales call with a nurtured 
lead. Instead, create call guides 
that can help pin down the  
key points for discussion.  
You can also:

• Leverage strong outlines that 
create conversations

• Include suggested areas of 
discussion and questions

• Be flexible and assume  
multiple outcomes 

By allowing room for exploration 
in your sales calls, they will be 
more effective for nurturing. Here 
are some questions to think about 
when building your call guides:

• What is the goal of this call?

• What is the value proposition?

• What business needs/issues do 
you solve?

• What are the three reasons 
your company stands out?

• What are the important 
questions you want answered?

Always be Relevant 
Starting a call with “I wanted to 
catch up” or “I’m calling to touch 
base” or “Are you ready to buy 
yet?” is simply not relevant nor is it 
productive. Instead determine 
your goals for the call and answer 
the following questions:

• What is your buyer’s pain point 
and challenges?

• How does she work?

• What is her functional role?

• What is her anticipated need?

• What are the communications 
you have had with her in  
the past?

YOUR MULTI-CHANNEL LEAD NURTURING STRATEGY

NURTURING IN A  
MULTI-CHANNEL WORLD

https://plus.google.com/share?url=http://www.marketo.com/definitive-guides/lead-nurturing/
https://www.linkedin.com/cws/share?url=http://www.marketo.com/definitive-guides/lead-nurturing/
https://twitter.com/intent/tweet?text=Take%20your%20%23leadnurturing%20to%20new%20heights!%20Download%20%40marketo%E2%80%99s%20Definitive%20Guide%20to%20Lead%20Nurturing.%20marketo.com%2Fdg2ln%20%23marketoguide
https://www.facebook.com/sharer/sharer.php?app_id=113869198637480&sdk=joey&u=http%3A%2F%2Fwww.marketo.com%2Fdefinitive-guides%2Flead-nurturing%2F&display=popup&ref=plugin


11

Mobile 
Not only are today’s buyers multi-
channel, but they are also multi-
device. Because mobile is an area 
where your buyers spend copious 
amounts of time, you need to 
think about how you can include a 
mobile experience in your lead 
nurturing programs. 

Make sure all of your nurture email 
content is “responsive”—including 
your emails and landing pages. 
That ensures your customers can 
see and interact with your nurture 
emails on their mobile devices. 

You can also integrate mobile 
nurturing in the form of SMS or 
MMS text messages that your 
buyer can opt-into through your 
emails, website, or at an event. 
This gives you a powerful way to 
communicate with your buyer on 
the go. 

If you have an application your 
buyers are downloading, nurture 
them through in-app messages 
and push notifications as they 
engage with you across channels. 
Using these techniques can also 
increase the usage of your 
application over time. 
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