
 

 

Modern Marketing Facilitated Discussions 
The Eloqua

® 
marketing advisors have first-hand experience as marketing professionals, and a wealth of 

modern marketing expertise based on their interactions with hundreds of Eloqua customers. During 

Modern Marketing Facilitated Discussions, these seasoned advisors will facilitate hands-on, interactive 

exercises designed to guide you on the path to marketing success.  You will walk away with a series of 

practical, finished exercises, and a clear understanding of next steps. 

Note: 

• Each discussion is approximately one hour in length, with interactive exercises included 

• The discussions are delivered in a web-based, live format   

• The discussions are designed to work well for either small or large groups  

• We recommend that you attend discussions no more than once per month. This gives your team time 

to digest the information and apply it before moving on to a new topic. 

These discussions cover modern marketing practices. They do not cover technical procedures or hands-

on training within the product. For product training, see Eloqua University. 

Buyer Persona Development 

Effective segmentation and personalization starts with an understanding of your ideal target buyers. 

Persona profiles that include key challenges, motivations, validation sources, and buyer behavior signals 

help you develop content, messages, and campaign delivery strategies. In this discussion you will start to 

document your buyer personas, which can then be used to help customize your content and better 

personalize your messaging. 

Content Mapping Along the Buyer’s Journey 

According to the Content Marketing Institute, content marketing is defined as the art of communicating 

with your customers and prospects without selling. In this discussion, you will understand how different 

types of content is used along the buyer’s journey. Using this knowledge, you will document your own 

buyer's journey stages and begin to map out your brand/product story to align. Finally, you will develop a 

content map for a single element of your story at a single stage of the buyers journey, and identify your 

required content assets and gaps. 

Digital Body Language Strategy 

“Digital body language is an art and science that revolves around detecting and understanding prospective 

buyer signals and intentions to better communicate with them.” (Woods, Steven. Digital Body Language, 

2009) Understanding and acting on your buyer’s digital signals—on websites, social feeds, email 

campaigns, and any other channel—is the key to highly personalized marketing. This discussion helps 

you identify your buyers’ digital signals, and then put this knowledge into action when developing sales 

enablement programs, lead scoring models, or lead nurturing strategies. 



 

 

Nurturing Strategy 

Lead nurturing is the process of cultivating leads that are not yet ready to buy. Successful lead nurturing 

anticipates the needs of the buyer based on who they are and where they are in the buying process. During 

this discussion, you will learn the most common types of lead nurturing campaigns, as well as determine 

which are best for your organization. You will work through exercises to create a single campaign plan 

for a single persona at a single stage of the buyer’s journey. You will leave the discussion with a draft 

campaign plan to execute this and other lead nurturing programs. 

Funnel Stage Definition 

The first and most fundamental step to scaling revenue growth is aligning Sales and Marketing. True 

alignment requires defining, agreeing on, and documenting the logical stages of an integrated sales and 

marketing funnel. This discussion helps you document your organization's integrated sales and marketing 

funnel stages at a high level. You will begin a project to document who owns the contact at each stage. 

You can then use this document to develop lead management processes and service level agreements 

(SLAs) between Marketing and Sales. 

Lead Scoring 

At its core, lead scoring prioritizes sales activity and sales resource allocation based on demographic and 

behavioral clues from a prospective buyer. These clues help us answer questions such as: Is this person 

ready to speak with Sales? Can this person buy right now? Where is this person in their buying process? 

Once these questions are answered, processes can be put in place to help the Sales team effectively 

allocate time and resources to those leads most likely to convert to revenue. This discussion helps you 

brainstorm ideas for potential lead scoring criteria, and document a plan for embarking on a lead scoring 

initiative with key organizational stakeholders. 

Skills and Roles for Modern Marketing 

Studies show that many of today’s marketers do not possess the necessary skills to operate effectively in 

our evolving modern marketing landscape. This skills gap is something that must be considered as you 

work to improve your modern marketing maturity. In this discussion, you will gain an understanding of 

common modern marketing roles and skills, and define those that are most important to you. You will 

then rate the current skill competencies for the existing roles on your team and uncover areas for 

improvement. Upon completion of this exercise, you will gain an understanding of where to focus skills 

development, outsourcing, or hiring to fill these critical gaps. 

System Governance 

Maintaining order and consistency within your marketing automation system is critical, especially in 

organizations with multiple individuals, teams, or departments accessing it daily. A documented, 

centralized governance plan is the answer. This discussion helps you explore the three dimensions of 

system governance. We will begin creating a system governance plan, starting with the most important 

needs of your organization. 



 

 

Data Quality 

Data is the foundation of your modern marketing efforts. The delivery of your campaigns and their 

eventual measurement depends on the quality of your data. In this discussion, you will identify your 

organization’s current priorities, and your challenges with the marketing data. Through examination and 

discussion, we will indentify and prioritize the gaps in your data collection and maintenance, and provide 

you with a framework to help you resolve your critical data issues. 

Metrics that Matter 

In a recent survey, nearly 7 out of 10 chief marketing officers indicated that they feel pressure from the 

board of directors or CEO to prove the value of marketing. The good news is that there is no lack of data 

available to marketers. In this discussion, you will work through an exercise to identify the relevant 

metrics for a single stakeholder or group. You will then develop a plan for collecting those metrics, 

regularly reviewing them, and taking action based on the data. You will leave with a plan and framework 

for continuing to uncover and improve metrics that matter for other business initiatives and stakeholders. 


