
Marketing Automation: 
Selecting the Best Fit 
for Your Organization 



Today’s marketers realize delivering personalized, connected experiences 
is no longer an option. They face the challenge of meeting prospects 
where they are in their buying journey—with the right information at the 
right time. Marketers must also deliver convenient, always-on tailored 
messaging through the channels their prospects prefer or risk losing 
them to the competition. 

These objectives are more difficult to achieve in light of increasingly-
limited budgets and team resources that serve as obstacles when 
seeking to execute top-notch, omnichannel campaigns for achieving 
lofty lead-generation and revenue goals. Working in siloed marketing 
technologies results in haphazard journeys, manual processes, and 
cumbersome reporting. Disjointed teams suffer from inefficiencies and 
poor communication. Reactive strategy stagnates maturity and leads to a 
lack of actionable insights. 

In order to meet these challenges, marketers need the appropriate 
tool that can effectively leverage customer data across channels and 
streamline their campaign time-to-market. This is where Marketing 
Automation tools come into play. 

Marketing Automation is a critical component in your larger customer 
experience ecosystem. It enables your team to build and run 1-to-1 
personalized campaigns across channels, prove marketing’s contribution 
to the bottom line, and better align marketing and sales-driven initiatives. 
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There are a number of categories and terminology used within the industry and in analyst 

reports to define tools within the marketing automation space. Gartner uses the term, “Multi-

Channel Marketing Hubs,” to refer to both B2C and B2B technology offerings. Forrester 

separates its marketing automation technology reports between offerings specific to B2B 

organizations (“Marketing Automation Platforms”) and B2C organizations (“Cross-Channel 

Campaign Management Tools”). A variety of other analyst resources use a blend that is closer 

to the middle. 

At R2integrated, we see commonalities between both the needs of organization type (B2B, 

B2C and B2B2C) across verticals as well as available capabilities across tools. At the core, all 

marketing automation tools have the capability to orchestrate campaigns through multiple 

channels, segment and house customer data, personalize communications, run A/B test 

campaigns, and report upon the results. 

We’ve distilled the lexicon challenge down to this: Marketers are all marketing to humans. 

Regardless of industry vertical or revenue model, customer experience is paramount. An 

organization’s Marketing Automation tool should enable teams to leverage customer data to 

serve the proper communications at the precise journey stage. 

And each selected tool should enable teams to become efficient campaign 

powerhouses that can build, launch, test, optimize and report upon 

 marketing campaigns with ease. We’ll use the term Marketing Automation 

tool within this report and get right to the information that will help you find 

 the best tool fit for your organization. 

What the Experts Mean 
When They Say … 

INDUSTRY TERMINOLOGY & DEFINITIONS

http://https://www.gartner.com/home/feed
http://https://go.forrester.com/


How do you know you are ready for a Marketing Automation tool? This report evaluates 

Marketing Automation tools, which we define as technology that has the capability to 

orchestrate and execute campaigns across multiple marketing channels, including but not 

limited to email. 

We did not include email service providers (ESPs) within this analysis. If you find that your 

team is ready to run multi-channel campaigns and is struggling to execute across three or 

more siloed point-solutions, you may want to use this report to evaluate if a Marketing 

Automation tool can help you optimize campaign creation and performance, streamline team 

processes, and improve overall customer experience.

Evolving Beyond Email 
Service Providers to 
Marketing Automation

EMAIL SERVICE PROVIDER OR MARKETING AUTOMATION TOOL



The Marketing Technology Landscape Supergraphic now exceeds 7,000 tools. If one thing is 

clear, when it comes to any category of MarTech, marketers have more options than time to 

do the research. The Marketing Automation industry is no exception. 

There is an overall consolidation underway in MarTech that impacts the Marketing 

Automation space in a few substantiating ways. Major cloud players are acquiring 

competitors and point solutions in an effort to outpace competition and deliver  

across every channel. 

Examples include Adobe’s acquisitions of Magento and Marketo Engage, Acquia’s acquisition 

of AqileOne, and the Salesforce acquisitions of Evergage and Tableau. Niche players have 

also joined in on the consolidation theme with Tiwlio acquiring SendGrid and Campaign 

Monitor acquiring Sailthru. And maybe most notably, at the end of 2019 IBM sold its Watson 

Marketing product suite to Private Investment Management Firm, Centerbridge, which re-

launched the suite as the Acoustic brand. This deal ticks both the consolidation box and the 

private equity investment trend within the space.  

There are two key takeaways for marketers from this rapidly-evolving action  

for the end consumer:

• When selecting a tool, look for vendors with a solid development roadmap

and proof of investment in their marketing automation offering.

• Be deliberate and intentional about understanding your data and integration 

needs, and how available tools can help your team execute successful campaigns.

With some exceptions, regardless of the cloud consolidation phenomena, there is still a strong 

case for both the full-suite and the best-in-breed approach to selecting the right marketing 

automation tool for your organization. 

The Marketing Automation 
Industry Landscape 

MARKETING AUTOMATION INDUSTRY LANDSCAPE

https://chiefmartec.com/2019/04/marketing-technology-landscape-supergraphic-2019/


There are a number of excellent marketing automation tools available in the market today, 

several of which we are proud to call Partners. R2integrated Marketing Automation subject 

matter experts have prepared this report to provide the perspective of industry practitioners 

who live and breathe in marketing automation practices every day. Combining our first-hand 

experience and agnostic viewpoint as a companion to industry and analyst publications, we’re 

here to help you answer the key question: 

How do I choose a best-fit marketing automaton 
tool for my organization?
When organizations approach R2i to help evaluate their current Marketing Automation or 

campaign management technology, we leverage a four-step Technology Assessment Process 

to guide their teams from education to decision. Today in this report, we are sharing some of 

our secret sauce!

Part of our due diligence at the start of the project is to cut through the noise and establish 

meaningful criteria to critically evaluate the right-fit technology. We break away from a 

feature/functionality checklist and begin by synthesizing requirements into core use-cases 

that ask which capabilities are necessary and how each technology will help the organization 

deliver powerful campaigns that drive conversions. Creating detailed custom use-cases not 

only allows marketing teams to immediately narrow the list of contenders, but also creates a 

more apples-to-apples comparison by which to evaluate the remaining vendors. 

This report reflects the strategic factors we consider in the development  

of client use cases: 

We recommend using this report as a starting point to help narrow the field down to 6 tools 

to a “shortlist” for deeper and more thorough evaluation. 

How to Use This Guide

HOW TO USE THIS GUIDE

• Organizational maturity 

• Digital marketing sophistication 

• Organization size

• Campaign orchestration goals

• Revenue model

• Database size

• Campaign volume by channel

• Team structure

• Internal resources and support

And of course budget!



In the following pages, we take a deep dive to review and compare six  

Marketing Automation tools: 

1. Adobe Campaign

2. Eloqua

3. HubSpot

4. Marketo Engage

5. Salesforce Marketing Cloud 

6. Salesforce Pardot

The tools reviewed in this report were chosen as a cross-section of leading Marketing 

Automation tools that R2i has leveraged to enable client success for mid-market to enterprise 

organizations. This report provides a perspective of these tools from expert Marketing 

Automation consultants. 

We have evaluated these tools across key capabilities: channels supported, reporting and 

analytics, integrations support, targeting and personalization, AI, and lead management. 

Additionally, we have provided perspective for your team around end-user experiences, 

customer support and internal resources, and roles for success with each tool.

Marketing Automation  
Tool Profiles

MARKETING AUTOMATON TOOL PROFILES 



OVERVIEW

Adobe Campaign, a product of the Adobe Experience Cloud, is a marketing 

automation platform that provides an integrated customer profile, along with 

the ability to automate multi-touch, multi-wave and triggered cross-channel 

campaigns from one native user-interface. The solution is constructed around 

the premise of being able to build complex workflows with many inputs and 

complex criteria to target and segment down to the desired audience. 

Based on the out-of-the-box structure and features, we feel Adobe Campaign 

is best suited for B2C clients. However, because of the flexibility, it can also be 

adopted for B2B clients.

Adobe offers two versions: Adobe Campaign Standard and the original 

campaign platform, Adobe Campaign Classic. Adobe Campaign Standard 

is web-based and fully-hosted by Adobe. Adobe Campaign Classic is not 

web-based and requires a client to access the application. Adobe Campaign 

Standard has multiple deployment options: fully-hosted, on-premises,  

or hybrid (emails are sent using Adobe cloud, but application are  

hosted on-premises). 

CROSS-CHANNEL CAMPAIGN ORCHESTRATION 

You can visually orchestrate channel and targeting strategies to deliver highly-

personalized content. Adobe Campaign offers email, SMS, direct mail, a mobile 

app, and in-app channels to communicate with contacts. The solution is built to 

handle high-volume messaging and a large number of profiles. 

The database size and message capacity are tiered, based on the number of 

active profiles, and can scale to meet specific business needs. Depending on 

the license agreement, Adobe Campaign allows for up to 20M messages per 

hour for marketing communications and 50K messages per hour  

for transactional messages.  



REPORTING & ANALYTICS 

Adobe Campaign delivers shareable, real-time insights on campaign deliveries 

and results, but the solution does not report on landing pages. It offers several 

standard reports to show opens/clicks, URL tracking, bounces, etc.    

Adobe Campaign Standard reports can be customized; however, they are 

limited to standard attributes and metrics. The only new attributes can 

come from by extending the communication history table. Adobe Campaign 

Classic reports can be fully customized. However, the process can be highly 

complicated if you are not starting from a standard report. 

PLATFORM INTEGRATIONS

Adobe Campaign has prebuilt integrations with the triggers of a few Adobe 

Experience Cloud solutions. These include Adobe Experience Manager, Adobe 

Analytics, Adobe Target, and Adobe Experience Cloud. Adobe Campaign also 

provides several connectors that allow you to communicate with external 

applications, connect to database engines, and integrate with Adobe Analytics 

to share data. 

Adobe Campaign integrates with other Adobe Experience Cloud platforms. It 

has direct connections with Analytics, Assets, Target, Audience Manager, and 

Experience Manager. Added recently to the mix of integrations is Journeys, 

which allows one-to-one communications with customers and utilizes the 

Adobe Experience Platform. 

Adobe Campaign Standard can also pull in HTML directly from Adobe 

Dreamweaver. This allows email developers who use Adobe Dreamweaver to 

access Adobe Campaign Standard attributes to personalize email content. 

Adobe Campaign Classic provides several connectors that allow you to 

communicate with external applications, connect to database engines, and 

integrate with other analytic and CMS platforms. 

TARGETING & PERSONALIZATION   

The strength of Adobe Campaign Standard lies in its flexible relational data 

model that can be used adapted to any business. It comes with a standard data 

model that allows end-users to track all campaign activity in a consolidated 

customer profile. The standard schemas can be extended, and new schemas 

can be created to meet business needs. 



AI CAPABILITIES 

Using Adobe Sensei, subject lines can be analyzed, and the best open rates are 

predicted before sending.  This capability is currently only available for the 

English language. On the roadmap for 2020 is predicted send time and content. 

USER EXPERIENCE   

With great flexibility, comes great responsibility. The UI is browser-based 

and mobile-friendly, which allows end-users to access the solution from 

anywhere. You can drag and drop activities into workflows to schedule, query, 

and segment audiences for deliveries. Reusable templates and rules should be 

created to make the solution easy to use for the everyday marketer.   

RECOMMENDED TEAM RESOURCES/ROLES 

It is recommended that end-users have a medium level of data experience. 

For more advanced solutions, end-users need a deeper understanding of 

data. All implementations should have a technical administrator with an SQL 

background to maintain and monitor the solution. 

CUSTOMER SUPPORT

Adobe Standard Support is available for all clients and Premier Support is now 

available giving clients a dedicated team to answer client questions and resolve 

issues. Adobe has multiple layers within its support structure: Customer 

Support, Tech Ops, and Engineering. Clients will only have access to Customer 

Support, but many requests will require the Tech Ops team to be involved. 

Adobe also has some self-service functionality in the control panel for tasks 

like IP whitelisting, SSL certs, and SFTP authentication. It has recently added 

the ability to delegate subdomains.



OVERVIEW

Oracle Eloqua, part of the Oracle Marketing Cloud, can be adapted for both 

B2B and B2C marketers, but the solution is tailored to the needs of mid-to-

large B2B companies. Eloqua strengths lie in its data management capabilities 

and its Account-Based Marketing (ABM) features. 

Marketers can leverage Eloqua to create campaigns that reach users through 

multiple channels—including email, web, social, mobile and search. Eloqua 

does not have stated volume limits for email but recommends that users 

only attempt to send up to 100,000 emails per hour for optimal server 

performance.   

MULTI-CHANNEL CAMPAIGN MANAGEMENT

Eloqua possesses multi-channel capabilities including email, social, video, 

blogging and landing pages. The program canvas is intuitive and allows for 

multi-step email and operational campaigns with a few clicks.  

Larger organizations will need to consider the caps on the complexity  

of branches and logic.

LEAD MANAGEMENT

Eloqua can offer marketing and sales teams a wealth of data to  

understand buyer readiness and intent. The platform allows users  

to easily build and leverage one or multiple lead scoring models , and  

data can be pulled from a wide variety of sources including many  

external tools from the partner ecosystem.



REPORTING & ANALYTICS

Eloqua’s reporting feature integrates with Oracle Business Intelligence and 

provides a series of standard reports and dashboards. Users can create custom 

reports and dashboards. While there are integrations available, there is no 

native attribution tool. 

PLATFORM INTEGRATIONS

Oracle Eloqua integrates with many systems but works best as part of the 

Oracle Marketing Cloud framework. There are 700+ vendors that offer 

integrations through the Oracle Partner Network. Some integrations require 

custom configuration, which may extend the implementation process. 

TARGETING & PERSONALIZATION   

Marketers can send highly-targeted messages and trigger real-time responses 

based on a user’s web or email activity.  

ACCOUNT-BASED MARKETING   

Eloqua strength in data management helps it identify key strategic accounts 

to support ABM strategies. It allows for unified buyer intelligence to identify, 

prioritize, and track high-valued opportunities across the engagement cycle. 

Using scoring accounts can be prioritized and routed to sales in real-time.

AI CAPABILITIES 

There are no native AI tools within Eloqua, but there are third-party tools with 

integrations available. 



USER EXPERIENCE   

Eloqua’s simple editors for emails, landing pages and forms make asset 

creation easy work. Marketers can move quickly without any HTML or CSS 

knowledge and without any external editing tools. The visual campaign 

builder offers an intuitive approach to building campaign logic, and marketing 

teams can schedule, launch, modify or pause a campaign—all within the visual 

editor, simplifying campaign management in a single location. However, 

the implementation experience can be difficult, and the timeline and level 

of difficulty increase with the number of integrations and customizations 

required. The overall implementation process for Eloqua is likely longer than it 

might be for other MA tools. 

RECOMMENDED TEAM RESOURCES/ROLES 

Account roles and permissions can be customized, giving users access only to 

what they need. Certain applications may be restricted to certain user roles.  

CUSTOMER SUPPORT

All Eloqua packages come with Oracle Cloud Support, which includes support 

available by phone or email 24/7. Oracle promises a response time within one 

hour for all critical issues, but other support requests may take much longer to 

resolve. Eloqua also has extensive product documentation available through a 

knowledge base and Topliners community forums that provide the opportunity 

to ask questions or get recommendations from fellow users.  Users also have 

access to an Education Pass, which is available as an additional service and 

offers training through on-demand video courses and live  

instructor-led sessions.



OVERVIEW

HubSpot is well-equipped to help growing SMBs up to lower mid-market 

businesses deliver campaigns across channels. The forward-thinking 

organization takes an approach to serving marketing, sales enablement, and 

customer support functions—demonstrating HupSpot’s understanding of 

marketing‘s role as a pivotal element in the customer experience. 

This tool is a great transition for organizations that have outgrown an ESP 

like Mail Chimp or Constant Contact. Plug-and-play features are designed for 

ease-of-use by small teams with limited technologist or operations support, 

with some tradeoff for flexibility and scalability for larger organizations with 

high campaign volume. 

HubSpot’s build vs. buy development approach enables the organization 

to make good on its story about integrated apps. The company has one of 

the most responsive customer support models, regardless of the level of 

investment by customers, which rightfully contributes to the tool’s almost cult 

following.  

MULTI-CHANNEL CAMPAIGN MANAGEMENT   

HubSpot features multi-channel capabilities including email, social, video, 

blogging and landing pages. The company continues to grow its CRM and 

microsite offering and has recently added a chat tool in an attempt to be a 

one-stop-shop for digital marketers. The tool features drag-and-drop email 

and landing page editors that enable marketers to skip the need for code. The 

automation workflow builder is intuitive and allows for multi-step email and 

operational campaigns with a few clicks. Larger organizations will need to 

consider the caps on the complexity of branches and logic.   



LEAD MANAGEMENT 

HubSpot supports B2B and B2C organizations with a considered sales process 

and lead-management capabilities—including lead nurturing, predictive lead 

scoring, routing, and lead lifecycle tracking and reporting. HubSpot also has 

a data-enrichment feature, which aims to add company and contact data to 

new leads in the database. In addition to offering its own CRM, HubSpot offers 

a native integration with Salesforce CRM and third-party integration with 

Microsoft Dynamics CRM and a few other SBM CRM tools.  

REPORTING & ANALYTICS 

HubSpot has a number of digestible dashboard reports that help marketers 

monitor the health of the funnel, channel performance and engagement, and 

sales activities. Organizations with complex reporting needs will find out-of-

the-box reports have limited customizations available.  

PLATFORM INTEGRATIONS

HubSpot has grown its partner ecosystems to 200+ vendors, and its App 

Marketplace extends the tool’s native features with partner applications  

that include e-commerce, productivity, analytics, customer service  

and sales enablement.  

TARGETING & PERSONALIZATION   

HubSpot enables marketers to personalize communications with Smart 

Content. You can choose to personalize blog posts, landing pages and emails by 

location, language, device type and lifecycle stage to name a few.  

ACCOUNT-BASED MARKETING 

Executing an ABM approach within the HubSpot platform is more about 

knowing how to use existing platform features as opposed to a dedicated 

ABM tool. Depending on your goals, features such as company lead scoring, 

personas, HubSpot Insights, and personalization capabilities can be  

leveraged with integration partners like Engagio and Triblio to reach  

buyers at target accounts.  



AI CAPABILITIES 

HubSpot’s predictive lead scoring algorithm leverages CRM data to learn 

about and score leads that are most likely to close as a way to help prioritize 

sales follow-ups. The HubSpot Content Strategy Tool aims to help improve 

UX and SEO by recommending new content topics based on your existing site 

content and domain.  

USER EXPERIENCE   

HubSpot is intuitive to learn, and in the event you get lost, robust resources 

such as HubSpot Academy and product documentation will guide the way. 

HubSpot continues to top the SMB and mid-market chart rankings on 

crowdsourced review sites like G2 Crowd. If you are working within the tool’s 

capabilities, you will be pleased.   

RECOMMENDED TEAM RESOURCES/ROLES 

HubSpot can be scaled from a marketing team of one to multiple business units 

within the SMB and lower mid-market. The tool is designed for end users and is 

not overly technical. It also provides step-by-step training and resources.    

CUSTOMER SUPPORT

HubSpot excels at customer support, which is often touted by HubSpot clients, 

many of whom are evangelists. They offer robust product documentation and 

video training via their website as well as human support options via chat, 

email and phone. Whatever the method or question, support is typically timely, 

efficient and knowledgeable.



OVERVIEW

Marketo Engage is now an Adobe Experience Cloud product and can be 

adapted for businesses of all industries and types, but it shines as a tool 

for B2B companies. The flexible web-based platform is suitable for any 

growing business seeking to scale marketing efforts and is an excellent fit as 

an enterprise-level marketing automation solution.  

Marketers can easily create and scale omnichannel campaigns that 

span email, web, search, mobile and social—while leveraging real-time 

personalization and comprehensive tracking. Marketo Engage strengths 

lie in native integration with most CRM systems, which saves time at 

implementation and allows marketers to simplify lead-generation efforts, 

streamline lead management, and consolidate reporting.  

Each Marketo Engage instance can support 100 active nurture campaigns, 

with a maximum of 25 different streams per campaign. Each stream may 

also contain up to 200 different assets, which might include email, SMS, 

webinar, live events, mobile, and direct mail assets. Marketo Engage REST 

API is limited to 50,000 API calls per day, with access to 100 calls per 20 

seconds and a maximum of 10 concurrent calls.  



MULTI-CHANNEL CAMPAIGN MANAGEMENT   

Marketo Engage features multi-channel capabilities including email, social,  

video, blogging and landing pages. The enterprise continues growth of  

its platform offering with investment in AI capabilities and integrations  

in the Adobe Experience Cloud. Smart Campaigns and Program wizards 

interfaces are intuitive and enables multi-step email and marketing  

campaigns with few steps.

LEAD MANAGEMENT 

Lead management is a strength of Marketo Engage and supports advanced 

lead scoring strategies. Marketo Engage also offers a Lifecycle management 

module which allows to you to define lead qualification and progression 

through the marketing funnel. It visually allows you to keep track of leads as 

the move from MQL to SQL.

 REPORTING & ANALYTICS

Marketo Engage analytics and reporting features are B2B-focused and can 

seem as limited or requiring significant customization in order to be fully 

useful for B2C companies. Holistic reporting is often only achieved by access 

to Marketo Engage Revenue Cycle Analytics module, which is an additional 

expense. Many marketers cite the Marketo Engage built-in reporting 

functionality as only useful in conjunction with additional in-house reporting 

tools, such as Tableau.  



PLATFORM INTEGRATIONS

Marketo Engage integrates with multiple CRM systems, including native 

integrations with both Salesforce and Microsoft Dynamics. Integrations are 

also available for NetSuite, Oracle, SugarCRM and SAP Cloud for Sales. The 

multi-directional sync between these systems allows marketers to quickly 

identify their most valuable leads and customers; trigger targeted marketing 

and timely sales responses based on user behavior; and streamline reporting 

throughout the entire customer lifecycle.  

Marketo Engage LaunchPoint partner network offers a wide array of 

other integration opportunities for lead generation, content management, 

conversion optimization, webinars and live-event management, SMS, social 

messaging, and more. The large number of available integrations can allow 

marketers to make Marketo Engage the command center for all marketing 

activity and simplify day-to-day operations. 

TARGETING & PERSONALIZATION   

Marketers can leverage personalization that goes far beyond inserting a  

name field into an email greeting. Nearly limitless personalization fields  

can be pulled into email communications and landing pages using Marketo 

Engage tokens, which can be saved at the campaign, program and folder  

level for easy repetition.  

Marketo Engage snippets also allow larger blocks of content personalized by 

segmentation to be easily added and quickly updated across multiple emails 

and landing pages, thus saving marketers significant time from updating 

individual assets. And with Marketo Engage web personalization application, 

marketers can customize blocks of content on their websites, displaying 

different content for different segmentations or even individual users. 



ACCOUNT-BASED MARKETING 

Marketo Engage offers ABM as an add-on module to its base product.  ABM 

utilizes AI to target accounts to support any ABM strategy.  It uses predictive 

scoring models that are adjustable to fit to specific needs.  Another important 

feature is its Lead-to-Account matching which makes sure your leads are 

matched to the correct accounts.

AI CAPABILITIES 

Marketo Engage content AI offers predictive content based on user activity 

and engagement, and it can automatically place the content most relevant 

to an individual user across web, mobile and email.  Integrations with Adobe 

Sensei are on the development roadmap for 2020.

USER EXPERIENCE   

With an intuitive UI and clearly-separated applications, marketers can quickly 

learn to navigate within the tool, which can be a valuable advantage for 

marketing teams with limited tech experience. The speed to implementation 

is also a strength for Marketo Engage. The power of the application and setup 

can be completed much more quickly than many other MA tools. 

Unlike many marketing automation platforms, Marketo Engage does not yet 

feature a visual campaign builder, although this is in development for a future 

product release. Despite this absence, campaign creation is still painless with 

the drag-and-drop and simple search features within Marketo Engage Smart 

Campaigns that allow users to create complicated automated workflows that 

support nearly any business scenario—without any SQL or coding knowledge. 

However, the overall user experience is not perfect. The email and landing 

page builders can seem limited and challenging for marketing users without 

comprehensive HTML and CSS knowledge. Many users opt for an available 

integration with a third-party tool to more easily create email, landing page 

assets, and templates. Many also users report that the overall application 

performance can seem slow. Complicated smart-list queries can take some 

time to execute, and page loads within different areas of the platform can lag.  



 RECOMMENDED TEAM RESOURCES/ROLES 

User account roles and account permissions are fully customizable, giving 

users access to only what they need. Some applications can be fully hidden 

from certain user roles. Despite the intuitive aspects of the platform, there is 

a decided learning curve for marketers to become completely comfortable. 

There are often multiple ways to complete a given task, but it takes time and 

training to recognize the best practices and fully understand the various 

implications behind different actions. As a best practice, only those with a 

greater depth of experience in the tool, such as Marketo Engage Certified 

Experts, should be granted administrator access.    

CUSTOMER SUPPORT

Adobe’s Customer Support team for Marketo Engage has a quick response 

time, but teams must designate a specific support user and funnel any support 

requests through this account. For quick answers to more general questions, 

there is comprehensive product documentation available for marketers and 

developers. The Marketo Engage community forums are also very active, and 

users can find quick answers to most questions from other users that have 

encountered similar issues. 

For foundational training for new users, Adobe’s Customer Support team for 

Marketo Engage offers free training videos on their website. Users can also 

purchase access to individual online courses or learning paths for a deeper dive 

into the tool. For more tailored training specific to an individual company or 

team, personal training is available  



OVERVIEW

Salesforce Marketing Cloud encompasses a variety of applications that allow 

mid-enterprise level companies to execute campaigns across channels. Tied 

to what is arguably the most popular CRM platform, the greatest appeal of 

Marketing Cloud is its potential as a comprehensive suite for marketing, sales 

and operations. While it is possible to leverage Marketing Cloud alongside 

other sales tools, it performs best when used within this larger ecosystem.  

 Marketing Cloud offers customizable packages with a variety of applications 

that can be selected based on the business type and operations. While Pardot 

is designed specifically for B2B companies, Marketing Cloud’s Journey 

Builder and Email Studio applications better allow B2C companies to 

manage automation through the email channel. Additional applications drive 

marketing efforts across the web, social, mobile and display channels.  

CROSS-CHANNEL CAMPAIGN ORCHESTRATION 

Marketing Cloud excels in offering flexibility in coordinating multi-channel 

communications to reach customers. Email, SMS, mobile push, direct mail  

and landing pages are some of the channels that can be utilized  

through Marketing Cloud.

REPORTING & ANALYTICS

Marketing Cloud offers a plethora of reporting capabilities that encompass 

communication performance, and subscriber behavior. There is a vast library 

of prebuilt reports in the Email Studio, as well as templates to customize 

standard reports in the Analytics Builder. Marketing Cloud also has additional 

reporting suites that provide integration points to import and manage data 

from multiple sources to gain deep insights into the behaviors and interests of 

your contacts across channels.



PLATFORM INTEGRATION

Salesforce offers native integrations with its own Salesforce CRM as well 

as Microsoft Dynamics CRM; connectors for web analytics services such as 

Google, WebTrends, and Coremetric; and integrations with Adobe Analytics. 

Marketing Cloud also offers extensive resources to integrate with the various 

Salesforce clouds such as Sales Cloud and Service Cloud.

TARGETING & PERSONALIZATION   

Marketing Cloud capitalizes on the power of personalization in all channels 

of communication. By being able to utilize first-party data within automated 

and ad-hoc communications, marketers can segment their customer base for 

optimized targeting and personalization. 

AI CAPABILITIES 

Salesforce Marketing Could has an optional AI product called Einstein. Einstein 

can connect to Marketing Cloud to analyze customer behavior and generate 

data-driven insights that make it possible to create tailored emails for each 

individual subscriber. Einstein can also tell you what content, subject lines, and 

send times will resonate most at a granular, subscriber-to-subscriber basis. You 

can also easily identify purchase patterns and specific subscriber behaviors to 

dynamically segment your subscribers into lists much faster than ever before.

USER EXPERIENCE   

Organizing omnichannel campaigns requires marketers to work across 

multiple applications, though all our housed within the Marketing Cloud 

platform. Marketing Cloud has distinct sections that are essential pieces to 

build a holistic marketing campaign. Email Studio area is where you can build 

and send personalized emails. You can deliver promotional, transactional, and 

triggered messages, and then track and optimize to drive performance.

Audience Studio is where you can create audiences by importing, combining 

customer records from disparate data sources. Journey Builder allows you 

to build automated journeys for your prospects. It combines email and SMS 

messages to create personalized prospecting journeys.



  RECOMMENDED TEAM RESOURCES/ROLES 

Depending on the size of your organization, a highly-functioning team should 

consist of resources that architect solutions, build the bones of technical 

requirements, and connect the targeted data and marketing plan to final 

communications: Architects and Administrators can design and build complex 

business processes, create reports and dashboards, and ensure proper system 

configuration, integrations, data management, and technical validations. 

Developers can build technical processes and apply automation. Marketers 

are responsible for the end goal of the marketing journey. This includes 

coordinating the technical team and the marketing team to ensure the best 

possible messages are delivered to customers. 

CUSTOMER SUPPORT

Marketing Cloud offers tiered-level support including a basic level (standard 

support) and a preferred level (premier partners). The response time for 

premier partners is outstanding. The response time for standard support is on 

par with industry standard. Marketing Cloud also has extensive documentation 

and a knowledge archive under the Trailblazer community.    

online or onsite.



OVERVIEW

Pardot aligns well with the Salesforce value proposition of tight alignment 

between marketing and sales. The tool lives within the Salesforce Sales Cloud 

and extends functionality of Salesforce CRM to the marketing team. Pardot 

provides everything the B2B marketer in a sales-led organization needs and 

nothing they don’t, and the robust Salesforce partner ecosystem extends the 

tool’s capabilities. What it lacks in depth of functionality, it makes up for with 

speed-to-implementation, and therefore a high ROI. Pardot is well-suited for 

SMBs up to midmarket organizations with more complex operational needs.   

MULTI-CHANNEL CAMPAIGN MANAGEMENT 

Pardot delivers on the promise of tight marketing and sales alignment with the 

Engagement Studio. Engagement Studio allows you to visualize all of your drip 

email campaigns between actions that are performed on your behalf, triggers 

that are performed by email recipients, and rules that govern which path of 

email communications a recipient will follow.

LEAD MANAGEMENT

Pardot leverages Salesforce CRM data and lead-management features, and 

form completion actions cut down on the number of operational workflows to 

manage. With landing pages and drag-and-drop forms, along with analytics on 

“top of the funnel” acquisitions—like organic/paid search and social postings—

Pardot provides marketing and development teams with the tools and 

resources to collect email addresses.



REPORTING & ANALYTICS 

Pardot offers several reporting capabilities that can efficiently measure 

communications to determine their ROI. Marketers using Pardot have access 

to a reporting feature called Engagement History. At its core, Engagement 

History allows marketing asset engagement data to live natively in Salesforce, 

which opens the door to building custom marketing asset reports and quickly 

viewing how individual prospects are interacting with your marketing assets 

from Salesforce records. You can also more easily share the success of your 

marketing initiatives with other Salesforce users.

PLATFORM INTEGRATIONS

Pardot does not have a lengthy list of connectors available compared to 

competitors. However, the tool’s integration with Salesforce CRM extends 

available connectors through the Salesforce App Exchange ecosystem of more 

than 5,000 partners.   

TARGETING & PERSONALIZATION   

Based on specific criteria that you can set, Pardot personalization features 

include dynamic content to display custom HTML on your website,  Pardot 

forms, landing pages, layout templates, and emails. When a data point of a 

recipient matches the criteria for your dynamic content, a variation of the 

content is displayed. 

ACCOUNT-BASED MARKETING 

Pardot leverages Salesforce’s ABM product and which is powered by their 

Einstein AI platform.  Since it is connected to Salesforce CRM it easily uses 

predictive lead scoring to identify key accounts and connect leads to those 

accounts.  Another powerful feature is its ability to identify lookalike accounts 

to target and develop.



AI CAPABILITIES 

Pardot has an optional AI product called Einstein, which is an AI tool that 

can connect to Sales Cloud to analyze customer behavior. You can generate 

data-driven insights that make it possible to create tailored emails for each 

individual subscriber. Einstein can also tell you what content, subject lines, and 

send times will resonate most at a granular, subscriber-to-subscriber basis. You 

can also easily identify purchase patterns and specific subscriber behaviors to 

dynamically segment your subscribers into lists much faster than ever before.  

USER EXPERIENCE   

For SMB organizations and those with straightforward data models,  

Pardot can be implemented in a number of weeks. For organizations  

looking to solve for more complex solutions, technical expertise will be 

required to ensure success. 

 RECOMMENDED TEAM RESOURCES/ROLES 

Pardot is suitable for and can be scaled for a range of marketing teams sizes: 

from a marketing team of one to multiple business units within the SMB and 

lower mid-market. The tool is designed for ease of use by end users and is 

not overly technical. It also provides step-by-step training and resources for 

bringing teams less technically savvy up to speed for campaign optimization.

CUSTOMER SUPPORT

The Salesforce Trailhead community provides self-guided learning paths 

and product documentation as well as user-generated content on solutions 

for Pardot. Product documentation can be dense and technical in nature 

while customer support is knowledgeable but lags on resolution time. Many 

customers buy into premier support for decreased ticket times as well as 

phone and email support.



Marketing Automation plays a critical role in helping businesses align all marketing and sales 

efforts. The automated processes also ensure all communications are relevant and personal, 

and that the personalization strategy is applied across multiple channels. 

But like any technology, there is much more to execution than just purchasing and turning  

on a Marketing Automation tool. The real value depends on the underlying strategy that 

defines how your teams will tie automation into existing marketing ecosystems to achieve 

and deliver ultimate customer experiences. The right tool paired with a well-planned 

implementation strategy will equip your team with the sophistication to propel your  

customer experiences forward.

A key component of that strategy is developing a technology roadmap that defines 

success and benchmarking metrics. To achieve Marketing Automation bliss and reach 

full ROI, your road map will need to take into consideration other platforms across the 

marketing technology stack that provide similar functionality: 

Finding Marketing 
Automation Bliss

• Content Marketing System 

• Analytics 

• Journey Orchestration Tools 

• Customer Data Platform

• Data Lakes 

• ABM Tools

• B2B Marketing Data Reports

Step one is understanding the role of each platform and how they complement one another. 

It’s also important to be data driven—begin with the end in mind and define the right metrics 

for success.

HOW TO FIND MARKETING AUTOMATION TOOL BLISS



HOW TO FIND MARKETING AUTOMATION TOOL BLISS

At R2i, we approach Marketing Automation and other marketing technology tools by focusing 

on data quality, lead management, personalization, and campaign strategy—the necessary 

foundations upon which any successful marketing efforts are built. We work closely with our 

clients to plan, deploy, measure and optimize plans around these four pillars. 

We also strive to continually refine and maintain each of the pillars with a repeatable process 

of hypothesize, test, optimize, and then repeat. This approach ensures alignment among all 

marketing and sales programs and provides the ability to scale support to the full team and 

drive adoption across your business. 

Contact R2i today to find out how we can help your business leverage the full benefits of 

Marketing Automation.

© 2022 R2integrated.com  

https://www.r2integrated.com/contact
https://www.r2integrated.com/contact


Additional Gartner Resources 

https://www.gartner.com/document/3957309?ref=solrAll&refval=241870240

https://www.gartner.com/document/3898475?ref=solrAll&refval=241863361

https://www.gartner.com/document/3884873?ref=authbottomrec&refval=3898475

https://www.gartner.com/document/3969599?ref=solrAll&refval=241886573

https://www.gartner.com/document/3947153?ref=solrAll&refval=241886573

https://www.gartner.com/document/3957309?ref=solrAll&refval=241870240
https://www.gartner.com/document/3898475?ref=solrAll&refval=241863361
https://www.gartner.com/document/3884873?ref=authbottomrec&refval=3898475
https://www.gartner.com/document/3969599?ref=solrAll&refval=241886573
https://www.gartner.com/document/3969599?ref=solrAll&refval=241886573

