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Automation is changing marketing again—this time,  
by empowering marketers to focus on relationships  
and results.

Technology Can Transform You into a Trusted Partner

What do your customers and prospects want? And what steps can you take 
to ensure that they continue to see you as a valuable solution provider? The 
answers to those questions—and the path to your company’s continued success—
increasingly depend on technological tools used optimally in support of human 
activity.

While data collection, entry, and analysis 
are increasingly automated, the business 
world is moving beyond the traditional 
parameters of customer relationship 
management. Machine learning, artificial 
intelligence, and robotics capabilities, 
among other emerging technologies, 
promise to relieve us of responsibility for 
time-consuming repetitive tasks and put 
us back to work developing and nurturing 
customer relationships. 
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One example is the predictive data engine, which converts historical and current 
data into projections of future results. The goal, however, is not simply to amass a 
higher volume of customer information. Yes, the thinking machine can aggregate 
data more thoroughly than people can, and with a much lower risk of errors or 

redundancies. But you don’t always need more 
data. You need the right information and a strategy 
for making productive use of it. 

And that’s the beauty of these technology 
advances: they leave you and your marketing team 
with more time to develop knowledge of your 
customers and anticipate their needs. By delivering 
better insights into the people, industries, and 
markets you serve, technology can support your 
goal of being a trusted and valued partner. 

The key is understanding this unfolding change, 
knowing how to make the most of information, 

and ensuring that your company adapts to emerging customer requirements and 
expectations. Achieving those goals can set the stage for increased customer 
loyalty, a more robust pipeline of marketing prospects, and sustained success. 

Effectively Targeting Your Best Customers

There’s even a change in the way we talk about interaction with companies in 
this era of omni-channel contact and touch points. The focus is shifting from the 
customer relationship to the customer experience or journey. Your company is 
expected to be able to deliver information and respond to inquiries on laptops 
and mobile devices, via websites and social media pages, and with support that 
may come in the form of texts, chats, visuals, or multimedia content. That means 
mobile-enabled websites are a must (Google offers a quick mobile-friendly test), 
as is segmenting your delivery of information and promotions in the formats that 
each customer prefers (and is most likely to respond to). 

Mastering multiple delivery platforms is only half the battle. To make a meaningful 
and lasting impression on customers, you must be able to respond swiftly—
ideally, in real time—to customer and prospect inquiries that arrive via any of 
those channels. Trending technologies such as chatbots, which use artificial 
intelligence to simulate conversation and respond to basic product information 
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and specifications, can help you to meet that service standard. But to provide 
your customers with the information that will be most meaningful to them, you 
need informed employees, too. 

“Brands sometimes use technology for technology’s sake or try to automate 
broken systems, and that’s not a solution,” says Donna Peeples, chief customer 
officer at Pypestream, an enterprise mobile messaging platform. “Cut through the 
clutter, and make sure that you have identified the most relevant and actionable 
data to make the biggest difference in the 
shortest amount of time in your customer’s life. 
That’s the art behind that science.” 

“Marketers who are able to use these 
technologies to help prospects get to the 
information they’re looking for accelerate their 
buyer’s journey,” says Scott Brinker, editor of 
ChiefMartec.com. “That means actually helping 
those prospects with the challenges your 
product addresses.” The goal is for prospects 
and customers to regard you not as just selling a 
product or service, but rather as advisors who can 
help them to adopt what you sell and realize the ROI on the purchase. 

Add to that readily available support when they have questions and ease of 
access to follow-on information that they need, and your company will cement its 
reputation for making life easier for its customers. You’ll have created a scenario 
in which your optimal customers regard your company as the optimal business 
partner. And that’s a position that will make it difficult at best for competitors to 
undermine by offering more transactional benefits such as lower prices. 

CRM and Beyond

Technology plays a role in collecting customer and prospect data, deciding how 
to make use of that information, and executing customized actions. “Traditionally, 
CRM was the heart of the data layer,” Brinker says, and today that is augmented 
with additional data gleaned via interaction on social platforms or behavior on 
the company’s website or app. “Collecting all that behavioral data usually doesn’t 
fit into CRM. Usually there’s some other system, whether it’s a personalization 
engine or customer data platform.”
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Relevance is the driving force in 

targeted marketing. Prospective 

customers want to know how 

well your products and services 

are tailored to their needs and 

how much experience you have 

serving others like them. 

To identify more promising 

prospects and customize 

meaningful messages for them, 

start by considering which 

industries the company serves 

best. 

n  How does its experience 

equip it to excel at solving 

problems and delivering 

benefits to customers in those 

industries? Is your team fully 

equipped to articulate and 

quantify the value of those 

benefits?

n  Now think about market 

trends. What new challenges 

are businesses in those indus-

tries facing? Is the company 

launching new products or ser-

vices to keep pace with those 

changing needs and remain 

competitive in serving those 

industries?

n  Think about practical matters, 

too. Where are businesses in 

those industries concentrated 

geographically? Does the com-

pany need a physical presence 

in those regions, or are its re-

mote services strong enough to 

stand up to local competition? 

The answers to these questions 

can help you to build a profile 

of prospects who are most 

likely to be responsive to your 

marketing messages and have 

the greatest potential to evolve 

into loyal, long-term customers. 

Once you have those customer 

characteristics outlined in broad 

strokes, several online  

resources can help you develop 

a more detailed client profile 

and develop a plan for using 

that information. 

n  Kitedesk advocates the  

strategy of developing a  

“fictional user persona based 

on your best customer.” Its 

introduction to the topic, What 

Is a Client Profile Template, 

helps you to think of customer 

profiles in terms of their support 

of product development, com-

munications, and marketing.

n  Sometimes, it can help to go 

back to basics. Although Bow-

ery Capital created this step-by-

step, How to Build a Customer 

Profile Template, for start-ups, 

walking through the process 

may help you get clarity on your 

mature company’s customer 

profile needs. 

n  Visualization can help, too. 

Intermedia Solutions developed 

a Slideshare deck on Creating 

Customer Profiles, which covers 

such topics as identifying cus-

tomer segments, using research 

tools, and creating customer 

profiles and scenarios. 

In addition, we have created 

a template your company 

can use as a starting 

point for gaining a deeper 

understanding of customer 

needs and preferences. The 

series of questions included in 

the template can help you to 

identify and act on sales and 

growth opportunities. 

PROFILING YOUR OPTIMAL TARGET 

https://www.kitedesk.com/blog/sales-101-what-is-a-client-profile-template/
https://www.kitedesk.com/blog/sales-101-what-is-a-client-profile-template/
http://www.bowerycap.com/blog/sales/customer-profile-template/
http://www.bowerycap.com/blog/sales/customer-profile-template/
http://www.slideshare.net/intermedia4web/creating-customer-profiles
http://www.slideshare.net/intermedia4web/creating-customer-profiles
Jon
Sticky Note
NOTE TO LEWIS--PLEASE LINK OUT TO WORD TEMPLATE PROVIDED--ED.
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Among the technologies that can strengthen your knowledge of customers 
are social marketing automation and management tools, content management 
systems, and email marketing systems. Data warehouses and data management 

platforms centralize all the information your 
company collects and make it available across 
the organization. Cross-functionality is of growing 
importance as businesses recognize that 
customer data has value beyond the marketing 
department. This is one reason why companies are 
shifting to cloud-based CRM systems that enable 
organization-wide access to key data from on-site 
or remote locations.

Marketing automation contributes to the decision-
making piece of the puzzle, “but we’re starting 
to see some new kinds of decisioning engines, 
personalization, and predictive analytics engines,” 
he adds. “There’s even a category of things called 
journey orchestration engines. They try to look 
across many different systems and provide a more 

coherent view of how we tie these together. This helps us to see which customers 
are at which stage of their relationship with us and how we grow appropriately.”

Connecting Sales Tech to the Organization

When the time comes to execute, marketers must understand that data and 
decision support is not a solution in itself. They need to convert that support into 
“something that truly delivers, some sort of convenience,” Brinker says. The onus 
is on the company to convert information into knowledge and transform that into a 
message that customers and prospects will find compelling. 

“CRM does not sit by itself anymore. It’s a piece of the pie,” says Mike Locke, 
president of the Marketing Technology Association. “It’s used as a database, not 
as a standalone technology. It can be connected to anything: customer service, 
accounts payable, sales.” And that, in turn, connects the entire organization to 
the process of delivering the experience the customer expects and establishing a 
basis for sustaining a successful relationship. 
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Brinker notes that this enterprise-
wide approach has already reached 
maturity in e-commerce engines 
that have the capacity to connect 
to the supply chain and the finance 
team. But beyond e-commerce, there 
are still organizational gaps among 
marketing, sales, and customer 
service. Those gaps can result in a 
parallel disconnect between promise 
and performance that puts customer 
and prospect relationships at risk. 

“A lot of companies, to their credit, 
have recognized that that’s now 
the challenge,” he says. “Because 
customer expectations seamlessly 
move from marketing to sales to 
customer service, organizations are 
trying to figure out who owns these 
technologies, who orchestrates 
them.” Using technology to meet 
that challenge positions companies 
to meet today’s demand for a more 
responsive and relevant standard 
of customer service. By achieving 
that goal, businesses can create a 
meaningful competitive advantage 
and pursue long-term profitability  
and growth.

When companies focus on the benefits they provide, they don’t just create a 

stronger message for customers and prospects. They also frame their value 

proposition in a manner that makes it easier to recognize which R&D and 

service initiatives are most likely to generate additional business. 

CRM software is one tool for achieving this goal, and adopting a cloud-

based solution allows your business to take advantage of CRM capabilities 

without having to commit resources to maintenance and upgrades. Among 

the most popular cloud-based CRM solutions are:

n  Salesforce.com, which offers small business packages as well as indus-

try-specific solutions that can be used across the full lifespan of each  

customer interaction, from prospect to payment.

n  Microsoft Dynamics 365, a package of CRM and ERP services that span 

sales, customer service, operations, financials, field service, project service 

automation, marketing, and customer insights.

n  Oracle’s CRM–CX Cloud Suite, which helps your company to monitor the 

customer experience across marketing, sales, service, and social media to 

identify opportunities to differentiate your products and services. 

Monitoring customer conversations, tracking complaints and frustrations, 

and following market developments can increase the number of “a-ha mo-

ments” that lead to successful product and service launches. Customers 

welcome data collection that serves this goal because it creates solutions 

they need. 

“Technology has the capability to connect the dots, and connectivity—not 

just in a technical sense, but in a human sense—is going to be more and 

more of a buzzword,” Peeples says. “You can only represent customer 

needs with the data you have. Otherwise, you’re slogging around in  

the dark.” 

In that sense, technology tools provide a means of listening more 

attentively to market and customer input. The clues extracted from this 

data can establish a clear path to responding productively and profitably 

to existing and emerging needs. Used to its best advantage, this strategy 

helps companies to be first to market with new solutions and scale their 

delivery to growing demand for those products or services.

CONNECTING THE DOTS 
How market forces and customer feedback 

affect product/service development.

https://www.salesforce.com/solutions/small-business-solutions/overview/
https://www.salesforce.com/solutions/industries/
https://www.salesforce.com/solutions/industries/
https://www.microsoft.com/en-us/dynamics365/home
https://www.oracle.com/applications/customer-experience/index.html
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Your company’s prospects for growth 

and expansion depend on your capacity 

to cultivate meaningful customer 

relationships and maintain a pipeline of 

strong prospects. These online resources 

can help you to capitalize on untapped 

potential in your existing relationships 

and set the stage for more profitable 

partnerships with your current and future 

customers. 
 

American Marketing Association

n  Can Marketing and IT Execs Overcome 

Their Disconnect for Better Customer 

Experiences? From ownership of the 

customer experience to goals regarding 

business outcomes, there’s a gulf 

separating marketing and IT professionals. 

The authors look into strategies for 

getting them to work together toward a 

better customer experience. 
 

ClearAction 

n  Don’t Confuse CX Technology with 

Customer Experience Management, 

these customer experience management 

consultants caution. The article reviews 

strategies related to customer relationship 

management, customer loyalty, feedback 

management, automated interactions,  

and more. 
 

ComputerWeekly.com 

n  An overview of cloud customer 

relationship management discusses 

the shift to cloud-based CRM and offers 

a comparison of the SaaS offerings of 

Salesforce, Microsoft Dynamics CRM, and 

Oracle CX CRM. 
 

CustomerThink 

n  2017 Customer Experience Trends helps 

you to consider tools and technologies 

in the context of their impact on how 

customers perceive your company. Among 

the topics covered are doing a deep dive 

into customer feedback, collecting data 

for the customer’s benefit, using chatbots 

to offer greater self-service options, 

marketing to millennials, and more. 
 

n  4 Technology Trends Improving 

Customer Experience in 2016 offers an  

introduction to omni-channel service,  

individualization through big data, 

artificial intelligence, and leveraging 

messaging to provide transparent,  

real-time communication. 
 

Knowledge@Wharton 

n  Omnichannel 2.0: Delivering a Tailored 

Experience to Customers shows the 

importance of establishing a presence 

across multiple channels and using data 

analytics to identify customer needs and 

preferences. This approach positions 

your company to move beyond customer 

satisfaction to sustained customer loyalty 
 

Harvard Business Review 

n  Customer Relationship Automation 

is the New CRM makes the case for 

considering how robot assistants can 

manage the data-entry end of customer 

data collection so that marketing and 

sales representatives can devote more 

time to the human contact, problem-

solving, and relationship building that 

drive sales. 
 

n  A Predictive Analytics Primer explains 

how your company can examine data, 

conduct regression analysis, and consider 

underlying assumptions to create 

forecasts of future customer behavior. 
 

n  Use Big Data to Create Value for 

Customers, Not Just Target Them 

cautions: “There is no sustainable 

competitive advantage in chasing the 

next buy.” Rather than pursue short-term 

transactional gains, companies must “turn 

to more strategic questions about longer 

term customer stickiness, loyalty, and 

relationships.” 
 

n  7 Marketing Technologies Every 

Company Must Use provides an  

overview of analytics, conversion 

optimization, email, search engine 

marketing, remarketing, mobile, and 

marketing automation tools that can help 

companies attain greater success in their 

marketing efforts. 
 

McKinsey & Company 

n  People are using tools and technologies 

to support purchasing decisions, and 

companies’ marketing must keep pace 

with these new behaviors. But the authors 

of Making Marketing Technology Work 

explain why “the most important changes 

businesses must make to take advantage 

of technology often have little to do with 

the technology itself.”  
 

SBDC Lead Center Los Angeles  

Regional Network 

n  Defining Your Target Market takes 

you through a ten-step process “to 

observe your best customer’s behavior 

and develop a target market for your 

business.”

CUSTOMER RELATIONSHIP RESOURCES
These online references and tools can support your development of a robust customer pipeline.

https://www.ama.org/publications/eNewsletters/Marketing-News-Weekly/Pages/marketing-technology-executives-must-align-goals-fix-disconnect.aspx
https://www.ama.org/publications/eNewsletters/Marketing-News-Weekly/Pages/marketing-technology-executives-must-align-goals-fix-disconnect.aspx
https://www.ama.org/publications/eNewsletters/Marketing-News-Weekly/Pages/marketing-technology-executives-must-align-goals-fix-disconnect.aspx
https://clearactioncx.com/dont-confuse-cx-technology-with-customer-experience-management/
https://clearactioncx.com/dont-confuse-cx-technology-with-customer-experience-management/
http://www.computerweekly.com/feature/An-overview-of-cloud-customer-relationship-management
http://www.computerweekly.com/feature/An-overview-of-cloud-customer-relationship-management
http://customerthink.com/2017-customer-experience-trends/
http://customerthink.com/4-technology-trends-improving-customer-experience-in-2016/
http://customerthink.com/4-technology-trends-improving-customer-experience-in-2016/
http://knowledge.wharton.upenn.edu/article/omnichannel-2-0-delivering-tailored-experience-customers/
http://knowledge.wharton.upenn.edu/article/omnichannel-2-0-delivering-tailored-experience-customers/
file:///C:\Users\Administrator\AppData\Local\Microsoft\Windows\INetCache\Content.Outlook\WOHS9WZ9\•%09https:\hbr.org\2016\10\customer-relationship-automation-is-the-new-crm
file:///C:\Users\Administrator\AppData\Local\Microsoft\Windows\INetCache\Content.Outlook\WOHS9WZ9\•%09https:\hbr.org\2016\10\customer-relationship-automation-is-the-new-crm
https://hbr.org/2014/09/a-predictive-analytics-primer
https://hbr.org/2016/08/use-big-data-to-create-value-for-customers-not-just-target-them
https://hbr.org/2016/08/use-big-data-to-create-value-for-customers-not-just-target-them
https://hbr.org/2014/11/7-marketing-technologies-every-company-must-use
https://hbr.org/2014/11/7-marketing-technologies-every-company-must-use
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/making-marketing-technology-work
http://smallbizla.org/10-tips/10-steps-for-defining-your-target-market/
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PROFILE

Finding the Right Customer at the Right Time

Bauer Graphics maintains narrow focus on targeting prospects 
and customers.

When you ask Neal Bauer, president of Bauer 
Graphics, Inc., in Lake Oswego, Oregon, what 
his company does, here’s how he characterizes 
it: “Have you ever seen an ad, a product, a 
presentation, or a campaign and said ‘how do they 
do that?’” Well, that is exactly what we do every day 
for clients like Nike, Columbia, the NBA, Amazon, 
and more.”

For more than a decade, Bauer Graphics, a full-
service digital studio, has been providing its clients 
with branding, digital video, keynote presentations, 
web development, and creative solutions geared 
specifically to their audiences. “In short, if a client has a product, game, 
or service that needs to differentiate itself, engage with an audience, and needs 
to be properly represented alongside the competition, we do that,” he adds.

Over time, Bauer Graphics has moved into a wide range of client areas, 
including sports marketing, enterprise technology, medical, non-profit and 
more. The company has also built upon its bench strength by adding partners 
for printing, video production, social media, and more to expand their 
capabilities. Its most recent moves include adding indie game promotion in 
2015 and, in 2016, partnering with distribution partners like Steam, Apple, Sony 
PlayStation, and Microsoft to publish games across those platforms. 

Targeting a unique customer

Given the array of potential clients Bauer Graphics deals with, it’s not a surprise 
that Bauer has a wide scope in terms of what his ideal customer looks like. 
“It’s one that recognizes the value of design in regard to their brand in the 
marketplace,” he explains. “A customer that understands the need to protect 
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and preserve the integrity of their brand yet looks to expand and evolve their 
identity through new—often revolutionary—campaigns and outreach.”

To that end, Bauer tends to work on a client-by-client basis. “We work to earn 
each customer’s business by actively getting involved with their audience and 
culture,” Bauer says. To that end, in targeting specific customers, Bauer’s team, 
which has been working as a collective for nearly 20 years, actively taps the 
verticals in which it works. For example, a few years ago, the company made a 
move to specifically target niche video game developers and companies that 
had tight-knit, passionate audiences, (e.g., Atlus, Aksys, XSeed, NIS America, 
and others).  

“Engaging with their core audience, we recognized this passionate group of 
people were requesting something that small to mid-range companies couldn’t 
provide on their own,” Bauer notes. “We then made a push to meet with these 
client prospects at gaming expos, where we shared programs that would 
resonate with their audiences and provide marketing value beyond what they 
could get with a standard PR push. We’ve always had the greatest success with 
clients that are open to listening to their audience and rolling out new programs 
and initiatives; so when we present to these clients, we quickly recognize the 
ones who ‘get it’ from those that are more driven by cost.”  

Building leads, mining data

Bauer Graphics employs a number of tactics in building leads. By far, the best 
source for the company has been referrals. “We’ve had the luxury of getting 
referrals from several of our clients since 2003,” Bauer states. “In our early 
days, Adidas introduced us to SLD, Reebok, and the NBA. Recently, Nike asked 
us to interface with many of its third-party partners to manage projects from 
start to finish.”

Beyond word-of-mouth, the firm generates new leads and explores new 
verticals in several ways. Clients and prospects receive a monthly newsletter 
offering updates and freebies, like gift cards, printable PDFs, and even shout 
outs and recognition. Bauer Graphics remains up-to-date on its social media 
channels through tools like Hootsuite and Meet Edgar, and consistently 
monitors and contributes to the conversations on those channels. “Often, 

https://hootsuite.com/
https://hootsuite.com/
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we’ll ask a connection on LinkedIn to introduce us to someone within an 
organization,” Bauer adds. 

It’s also utilized paid media, but in a limited fashion. “We’ve paid for ads on 
Google and Facebook as well, but those are usually reserved for quarterly 
initiatives,” he says. “Print ads are done solely for events like Portland’s Creative 
Conference, Money 2020, APEX, and for a few other expos. Outside of that, 
we are part of several bid platforms, like Ariba and Orpin, an Oregon-specific 
platform, that keep us posted on new requisitions and RFPs.”
 
In terms of keeping track of it all, Bauer utilizes a host of CRM platforms geared 
to one-to-one solutions that help them maintain a narrow focus on prospect and 
client needs. “We look for solutions, such Evernote, Trello, Dropbox, Zapier, and 
others, that integrate with our existing platforms,” he notes. “They’re loaded 
with key dates, events, and more, that help us stay on top of existing clients 
and new prospects.”

According to Bauer, those platforms and their uses are emblematic of the 
company’s lead-generation efforts in general. “They allow us to get hyper-
focused on reaching out to the right people at the right time, which is what all 
our lead-gen is about,” he says.

http://www.ariba.com
https://orpin.oregon.gov/open.dll/welcome
https://evernote.com
https://trello.com
http://www.dropbox.com
https://zapier.com

