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Overview
Tech vendors tend to be early adopters of marketing automation. But it is complicated software 

and often doesn’t produce the results they expect for the cost. 

To help them get value form the system Martrain initially carries out an audit to measure 

how well the marketing automation platform is used and how well it is integrated into other 

platforms like CRM and the website.

We tend to do this by collating and analysing the activity within the marketing automation 

platform and CRM. We also interview the key contacts from marketing and sales.

We produce an audit of:

• How well the client currently use existing tools and solutions compared with industry best 

practice KPI’s 

• The key gaps in capabilities i.e. where clients fall below the above KPI’s

• A set of actionable recommendations to enable the client to reach and exceed above KPI’s

• Recommendations workshop

Audit Structure

The audit is structured around the four key pillars of marketing automation:



There are two aspects to alignment where we measure 

strengths and weaknesses:

PEOPLE

During the customer journey, many departments 

are involved in order to create meaningful customer 

moments. From the product team, to marketing, to 

sales and delivery - alignment is the key to seamless 

customer experience.

TECHNOLOGY

Just as it is very important for teams to be aligned, we 

also need to see business and technology alignment. 

The vision is for business processes to be accurately 

defined in the CRM and Marketing Automation 

Platform.

 

 

  

Pillar one - Alignment

Alignment Targeting is all about who you’re marketing to and 

what they need in order to progress to the next stage 

in their journey. 

Are the right people coming to your website? Can you 

identify who is right for each type of message? 

Do you have the necessary data points to drive your 

segmentation? Do you have the content necessary to 

drive a decision? Data quality is key to this. 

We will analyse our client’s strengths and weaknesses 

in these areas:

• Segmentation

• Field Standardisation

• Unsubscribes

• Persona Creation

• Customer journey mapping

• Nurture Campaigns

Targeting

Pillar two - Targeting
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Advertising 
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Editorial
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examples of marketing efforts



Engagement is all about how your prospects and 

clients are interacting with you. This can include 

digitally (with your website, forms, emails and socially) 

as well as with your delivery and sales teams. Enabling 

a two way flow of information is key.

We analyse these areas:

• Business Partners engagement

• Customer contact engagement

• Contact unsubscribes

• Customer journey alignment and content

• Utilisation of responses

• Alignment of social media strategy with content and 

automation strategies

• Design and performance of website

 

 

  

Pillar three - Engagement

Engagement Measurement gives us the visibility into the 

effectiveness of our efforts. Without accurate numbers 

we cannot make appropriate, educated decisions. 

Activity should be reported within dashboards 

integrated into the platforms rather than from 

spreadsheets that are often manually created .

We analyse these areas:

• Reporting by teams

• Reporting by platform

• Reporting process

• Closed loop reporting 

• Sharing  of Best Practise and Benchmarking 

• Goal/conversion tracking

• Keyword Density

Measurement

Pillar four - Measurement



Summary
Martrain has some of the most experienced 

consultants in Europe. When we do audits for our 

clients we typically find they are getting 20% of the 

potential value from their marketing automation 

platform.

So if you are not getting the results you expected get 

in touch as we can quadruple your sales pipeline. Have you read our eBook?
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