P R I N C I P L E #2

There is no perfect message.
Instead, tailor your message for your audience.
Writing messaging that targets the most average person in your audience is a surefire way to alienate and lose the
trust of your entire audience. The fact that an average of everyone exists does not mean that the most average
message will be the one that resonates. Given the data that we can collect directly from our customers’ actions
on our sites or apps, second-party data from their interactions with our brand via cloud applications, and publicly
available data, there is no reason why we can’t create far narrower audience segments that reflect their motivations
and needs at a given moment, and then write messaging targeted at those. These messages perform and resonate
far more effectively. Whenever given the option, we will always choose to message a narrower audience.

P R I N C I P L E #3

Automate
early.
We believe automating our efforts
early gives us many benefits.
We believe automating our efforts early gives us many
benefits. It enables us to scale quickly. For example,
linking tools with Zapier connections lets us go big
early without having to worry about manually moving
data into a tool where it can be used immediately.
Additionally, a lot of our automation for growth is
around onboarding or generating leads for our sales
team, which frankly needs to be automated. Getting a
welcome email two weeks after the fact is strange and
will result in a significantly lower conversion rate.

P R I N C I P L E #4

Create
authentic
rapport.
It all comes down to people. And
good marketing campaigns are
about people.
They’re about the target audience: their fears,
motivations, needs, wants. When recreating or
automating campaigns, we need to create that rapport
and trust. We’re creating a system that mimics human
people as closely as possible. What would a sales rep
do if they had unlimited time and data? How would
they handle our leads? The automation must feel
authentic to the end user so as to create the rapport
before they engage.

E XA M P L E 2

Finding outbound
opportunities with
anonymous traffic
PROBLEM
When anonymous visitors come check out our website, the only way for us to get them to
come back to our site is via retargeting campaigns. But what if there are ways for us to create
personalized, targeted outbound email campaigns that consistently generate sales opportunities?

2.1. From an anonymous IP address, we can look up the company. When the lead score is
acceptable, we then find specific individuals and automate an outbound email to them.

?

SOLUTION
There is one way to identify anonymous visitors based on their traffic: the IP
address. Segment’s client-side javascript library automatically collects this,
which is then sent to Clearbit to identify the company domain. The returned
company object can then be sent to MadKudu for predictive lead scoring. If
the score exceeds a certain threshold, then we send that to Clearbit again
to find an email address. Finally, the email address is added to an outbound
automated email campaign in Customer.io.
This campaign currently identifies about 1,000 domains per day. This
equates to 60 net new qualified companies (exceeding the score threshold)
and 300 net new contacts per day.
In the spirit of automating the intentions and actions of a real sales rep, the
Customer.io campaign is setup as a “double fake forward”—the “original”
email is seemingly generated by a bot, which is then forwarded from my
email to one of the sales reps with an additional blurb about the outbound
campaign and why the prospect might find this valuable, which is again
forwarded to the prospect from the sales reps email. And of course, this
entire thing is one big email template.
2.2. An example of an outbound email template that gets
populated with dynamic data from Segment and Clearbit.

R E S U LT S
Not only have the results been positive, but the reception of this outbound
approach has also been well received by our prospects. This campaign
currently achieves a 71% open rate.
Is this creepy? Here is an example response to the right.
Notice how the person we emailed did transfer our email to two other
people, who in turn transferred it to another, who then replied to us.
Not bad for a cold email, right?

2.3. An example of a successful response from this
campaign. Names and words changed for privacy.

