Request for Proposal Scoring Matrix
Overview: This matrix lists questions used by Raab Associates Inc. to evaluate business-to-business marketing automation vendors.  Different questions will be important to different marketers.  To adapt this matrix for your own use, remove questions that are not relevant to your own needs.  You will also want to weight the remaining questions to reflect your priorities.  Bear in mind that important factors including usability, customer support and system reliability are not well captured in this sort of scoring process.  Plan to rely on structured demonstrations and client references to understand these.  Visit for additional materials on how to manage those parts of the selection process.
	
	 
	Score
	Comments

	 
	 
	0=not supported
1=partly supported

2=fully supported

	Lead Generation Campaigns
	 
	 
	 

	email and web content
	Basic:
	 
	 

	 
	import HTML for Web page: users can import Web pages built outside of the system with standard HTML tools.  These pages will often need to be modified to insert tags for personalization with system data elements.  In many firms, pages are built by an external agency or Web development group which will prefer to use its own tools rather than the demand generation system.
	 
	 

	 
	GUI content builder: the system provides tools for users to build HTML Web pages and emails without coding HTML directly.  This is convenient for marketing departments that do the work themselves and do not necessarily have existing tools for the task.  
	 
	 

	 
	standard headers and footers: marketers can define standard elements, such as headers and footers, that are automatically inserted into system-generated Web pages and emails.  This saves work and helps to ensure consistency.  The standard elements are typically embedded in reusable templates, but are sometimes stored as data elements within a form.  The standard elements are defaults which users can discard or modify.    
	 
	 

	 
	standard unsubscribe links: the system inserts standard links for email recipients remove themselves from the company email list.  This is a marketing best practice and in most cases is required by “CAN SPAM” regulations.  This entry only indicates that the links are added automatically.  The advanced entry “forced unsubscribe links and management” reports separately on whether the system administrator can prevent users from deleting them.
	 
	 

	 
	send or view samples: users can view samples of emails, Web pages and Web forms before the campaign is executed.  The minimum requirement is to display these items for review.  Some systems use email rendering services from the email deliverability partner, which show how the email will look in different browsers and how they are likely to be rated by spam filters.  Some systems show actual data inserted into personalized emails and Web pages, either from a test record or from a user-specified list.  Where there are alternative content blocks, some systems show all possible versions in sequence.  The most advanced systems will display the sequence of emails and Web pages defined in a multi-step promotion, allowing users to test the rules and flow of the promotion as well as the appearance of individual contents.
	 
	 

	 
	personalize email w/lead data: emails can contain tags that pull data from system tables.  The data may come from lead records, activity history, related records such as the sales rep assigned to a lead, environmental variables such as data or time, the marketing campaign, or other sources.  
	 
	 

	 
	sign email by CRM sales rep: emails can appear to be sent from and signed by the sales rep assigned to the lead.  This assignment and the sales rep details are imported from the CRM system.
	 
	 

	 
	admin-created data elements for form: the system administrator (at the client, not the vendor) can create new data elements to include in a Web form.  The elements are usually added as custom fields to the lead table, but are sometimes stored as survey responses.
	 
	 

	 
	prepopulate form with known data: Web forms can be displayed to a lead with data from that lead’s record already populated.  This is usually accomplished by reading the data from the system tables, which requires a live connection to those tables when the form is rendered.  Some systems cannot do this but can embed the necessary data in the URL string that calls the Web form, and read it from there.
	 
	 

	 
	embed RSS: display RSS feeds within a system-generated Web page or email.  Any system that can render HTML should be able to do this.  It is only listed to distinguish from the advanced RSS features described as “track RSS readership”.
	 
	 

	 
	Advanced:
	 
	 

	 
	Powerpoint-style content builder: the GUI content builder uses a Powerpoint-style interface that lets users drag, drop, resize and configure objects on a canvas.  This is generally considered easier for non-technical users than traditional templates containing content blocks that are fixed in place.
	 
	 

	 
	share assets across campaigns: marketing materials such as templates, emails, Web pages and forms, content blocks and links can be shared across campaigns.  “Sharing” means the component is stored outside of a specific campaign in a central repository which is accessed during campaign development.  The system may either create an independent copy of the item for each campaign, meaning changes to the local copy or the master do not affect each other, or it can establish a link between the campaign and the master copy, meaning any change to the master will be reflected in all campaigns using that item.
	 
	 

	 
	copies of template updated after change: templates used for emails and Web pages are read from a master copy (see above) when those items are rendered, so that any change to the master is automatically reflected in all items that use it.  This ensures consistency and makes changes easier.
	 
	 

	 
	forced unsubscribe links and management: end-users cannot remove unsubscribe links or other links that the system administrator has determined must be included in every email.  This prevents unauthorized deviations from company policy.  In some cases, such as operational emails, exceptions may in fact be appropriate.
	 
	 

	 
	rule-based dynamic content for email: emails can display alternative text blocks selected by rules that evaluate data associated with the specific lead that will be sent the email.
	 
	 

	 
	rule-based dynamic forms: the data elements listed in a form can vary based on rules that consider the data associated with the lead receiving the form.  This is often used to replace known items with unknown items, allowing the system to incrementally increase the amount of information known about each lead.  The rules may also consider how recently the data was entered, which other data is available, and at specific data values in deciding whether to present an element.  For example, leads from large companies may be asked different questions than leads from small companies, or active leads may be asked different questions than inactive leads.
	 
	 

	 
	coordinated offers across messages: users can define a set of offer selection rules that are shared across multiple campaigns and channels, so messages to each individual are coordinated across channels.  The rules are centrally managed so one change automatically applies to all campaigns using the changed rule. 
	 
	 

	 
	show highest-value offer on form: the system can select offers based on the estimated value of presenting them.  This requires functions to assign value to offers, to identify the offers available in a particular situation, and to deliver the highest value offer.   Offer value may be fixed or, ideally, calculated dynamically for each lead using current data.
	 
	 

	 
	user-created data elements for form: end users can add new data elements without help from system administrators.  (See “admin-created data elements for form” above.)
	 
	 

	 
	user-defined validation rules: users can define validation rules for form entries.  This allows them to extend beyond the system’s preexisting validation rules, which are often limited to simple checking by data type (e.g. text, numeric) and format (e.g. valid email address).  User-defined rules may match against lists of valid answers, check for consistency with other values in the lead record, or validate against external sources such as an address verification system.  
	 
	 

	 
	publish RSS feeds and track readers: the system provides functions to publish offers and other materials as RSS feeds.  When individual subscribe to these feeds, the system will report on which items they read.  This provides more detailed information than a conventional RSS subscription.  
	 
	 

	 
	non-Romance characters in materials: marketing materials and the system database can hold data in Asian, Arabic and other character sets.  This is typically achieved by supporting UTF-8 encoding, although other standards exist.
	 
	 

	delivery
	Basic:
	 
	 

	 
	deliverability services: the system provides or uses third-party vendors for services to check that email will not be trapped in spam filters,  to track rejections by spam-protection services that rate email senders, and to manage relationships with those services.  Many vendors have staff specialists assigned to this role.    
	 
	 

	 
	send email with vendor engine: the vendor can send emails on behalf of its clients, using its own servers.  This saves the client from having to manage the process separately or from integrating with a third-party email company.  
	 
	 

	 
	host Web forms on vendor server: the vendor can host Web forms and pages on its own server.  This will typically reside in a subdomain of the client’s main domain and be linked to the client’s main Web site.
	 
	 

	 
	Advanced:
	 
	 

	 
	throttle delivery rates: users can limit the volume of outbound messages delivered by a campaign, such as the number of emails per hour.
	 
	 

	 
	dedicated email IP address: the vendor provides an option for clients to send mail from an IP address they do not share with other clients.  This avoids deliverability problems related to other clients’ behaviors.
	 
	 

	 
	client’s own email domain: the vendor provides an option for clients to send emails from the primary corporate domain, rather than the vendor’s domain.  This helps with deliverability and reinforces the clients’ identity. 
	 
	 

	 
	send email via 3rd party: the vendor can integrate its system with third-party email services or the client’s own email system.  Some clients may prefer this because they have existing relationships or want to run the process for themselves.  Using an external email service could add more work unless the external system is very tightly integrated with the demand generation system.
	 
	 

	 
	host forms on external server: Web forms created in the demand generation system can be hosted on an external server, rather than the demand generation vendor’s own server.  The key issue is that the externally-hosted forms be able to access the demand generation data tables to populate forms with their contents and to write data entered into forms.  Vendors may provide standard tags that are inserted into their forms to generate the necessary database calls.  Or they may require users to modify the forms to make these calls by accessing a standard API.
	 
	 

	 
	host pages on external server: Web pages created in the demand generation system can be hosted on an external server.   Since pages do not capture data, this only requires reading the demand generation tables to gather data for personalization.
	 
	 

	 
	post data from external forms: Web forms created outside the demand generation system (and hosted on an external server) can post data into the demand generation database.  This allows integration of a company’s other operations with demand generation.  Direct posting is nearly always done by writing to an API.  A less efficient alternative would be to capture the data in another system and then later import it to the demand generation files. 
	 
	 

	 
	call vendor forms from external pages: vendor forms can be opened in an iframe within externally built and hosted pages.  This allows the forms to be used with minimal integration to the external Web site.  See “host forms on external server” and “post data from external forms” above for alternatives.
	 
	 

	 
	call vendor offers from external pages: vendor-selected offers can be displayed within externally built and hosted pages.  This allows external pages to take advantage of offer selection capabilities built into the demand generation system.  See “show highest-value offer on form” above.
	 
	 

	response capture
	Basic:
	 
	 

	 
	embed personal URL in email & capture:  the system can embed a lead ID in the links built into an email, so that the ID is transmitted as part of the requesting URL when the lead clicks on the link.  This enables the system to identify the visitor.  Other information may also be embedded and captured, such as the campaign ID.  
	 
	 

	 
	deposit cookies for repeat visitors: the system can add a cookie (a small file with a unique identifier, which the system can read during Web interactions to identify the computer) to a visitor’s computer.  The cookie may be added during a Web site visit or when the lead opens an email or clicks on a link.  The demand generation system will maintain a history of site visits associated with each cookie.  The cookie may initially be anonymous, but may later be tied to a specific lead (see “link anonymous cookie w/identified lead” under Campaign Management / response capture).  Cookies are not completely accurate, since users may block or erase them.
	 
	 

	 
	Advanced:
	 
	 

	 
	look up visitor company from IP domain: the system will automatically look up the company owning the IP domain of the visitor’s computer, to infer the company the visitor belongs to.  This only works when the visitor is accessing the demand generation Web pages through a corporate network.  Some systems also use the email domain to identify the visitor’s company.  This is used primarily to identify leads by company, but also sometimes to identify competitors.
	 
	 

	other channels
	Basic:
	 
	 

	 
	capture search terms & other URL data: the system captures data from the referring URL and requested URL, and stores these as part of the lead history.  This indicates the source of the visitor and may also capture information embedded in the URLs such as a campaign ID or search engine search term.
	 
	 

	 
	send CSV list for mail, phone: the system can generate a list of leads to be contacted in external channels such as direct mail or telephone.  The list would usually be generated by a campaign but could also be built independently by a user.  Most systems can generate lists in several formats, but the one that nearly any other system will be able to import is CSV (comma separated value).
	 
	 

	 
	Advanced:
	 
	 

	 
	add social media posts in activity history: the system can add social media events such as Twitter posts to the activity history, and then use these for lead scoring, event triggers, segmentation and other normal activity-based purposes.
	 
	 

	 
	share marketing content to social media: the system provides “share to social” options within marketing materials, making it easy for recipients to post a link to the materials in social media such as Twitter, Facebook, LinkedIn, etc.  The links should include a tracking code that can tie any subsequent views back to the original marketing campaign or asset, in addition to capturing the referring source through standard Web tracking techniques.
	 
	 

	 
	monitor and respond to social media: the system can scan social media for relevant content, present them to system users, and allow them to respond.  Advanced capabilities include multiple accounts, case management and workflow to approve responses in advance.
	 
	 

	 
	integrate w/direct mail printer: the system can automatically transmit files to produce personalized direct mail pieces to a specified printer.  These files may be individual images of each piece, or a set of data variables for each lead plus a template which will be rendered with the variables during printing.  This is distinct from the basic capability of sending a list of leads (see “send CSV list for mail, phone” above).
	 
	 

	 
	call center scripting: the system can integrate with call center systems to execute personalized telemarketing programs.  This may involve transmitting lead data and variable-driven scripts that are loaded into a call center system, or it may involve access by call center staff to Web forms that are personalized for individual leads.  
	 
	 

	 
	online chat:  the system supports online chat with Web site visitors, either through its own functions or integration with a third-party chat system.  Key functions include: placing a ‘request chat’ button on Web pages; routing chat requests to agents; managing the chat sessions; and recording the sessions in the lead activity history.  Some systems also alert agents and allow them to initiate a chat when Web site visitors take specified actions.
	 
	 

	 
	mobile: the vendor has arrangements to transmit messages through mobile networks, which requires integration with the network carriers.  Most mobile marketing involves simple text messages (SMS), although there may also be special formatting for graphic formats.  There is a separate aspect of mobile marketing which is converting Web pages to display on mobile screens, typically using the WAP (wireless application protocol) format.  None of the demand generation systems currently does this.
	 
	 

	 
	fax: the vendor has arrangements to transmit messages through fax networks.  As with mobile marketing, this requires special integration with telephone carriers.  The formatting is similar to a personalized text email, which any demand generation system can create.
	 
	 

	 
	events: quantity limits, wait lists, reminders: the system has special features for campaigns to promote marketing events such as seminars or online Webinars.  The most important is keeping track of the number of registrants when physical capacity is limited.  Others involve creating registration forms, managing wait lists, sending reminders, and sending follow-up notices.
	 
	 

	 
	Webinar integration: the system can integrate with standard Webinar platforms such as WebEx and GoToWebinar.  Specific points of integration include sending registrations directly from system forms (rather than using the Webinar vendor’s forms) and automatically importing Webinar attendee information (rather than exporting it from the Webinar system as a CSV file and importing this to the marketing automation system).     
	 
	 

	Campaign Management
	 
	 
	 

	campaign flow
	Basic:
	 
	 

	 
	multistep campaigns triggered by events, activity, data changes: this encompasses the core campaign functions of initiating campaigns based on lead activities and executing a sequence of actions linked by decision rules.  
	 
	 

	 
	static lists: users can create a set of leads whose members stay the same over time.  Compare “dynamic lists” below.
	 
	 

	 
	separate entry rules per campaign: users can specify rules that determine which leads enter a particular campaign.  These rules execute independently of other campaigns, although the rules may contain internal logic that checks for campaign memberships.   Compare “shared entry rules across campaigns” below.
	 
	 

	 
	Advanced:
	 
	 

	 
	branching campaign flows: campaign rules can send leads down separate paths containing different sequences of actions, without sending them to a different campaign.  These flows can be visualized in a Visio-style flow chart.  (“Campaign” here means a sequence of actions with a common entry point.)
	 
	 

	 
	custom campaign templates: users can create templates for campaigns in different media, having appropriate data attributes, activity flows and business rules.  The templates are typically created using XML as metadata and are set up by administrators not end-users.
	 
	 

	 
	reuse rules across campaigns: users can create rules that exist outside of a specific campaign and can use these rules in multiple campaigns.  Any changes to the master rule affects all campaigns where the rule is applied.
	 
	 

	 
	reuse lists across campaigns: users can create lists that exist outside of a specific campaign and can use these lists in multiple campaigns.  This allows coordination among campaigns that are otherwise independent.
	 
	 

	 
	dynamic lists: users can create lists whose members are reselected each time the list is used.  This permits reuse of a fixed set of selection rules.  Compare “static lists” above.
	 
	 

	 
	shared entry rules across campaigns: users can define a single set of rules that determines which of several campaigns a lead is assigned to.  This coordinates treatments, limits the number of campaigns a lead receives, and ensures the lead receives the highest value messages.  Compare “separate entry rules per campaign” above.
	 
	 

	 
	shared contact limits across campaigns: system administrators can define rules that limit the number of emails received by individual leads over a period of time.  There may be different limits for different types of messages and different sets of leads.  The system should allow an override so that transactional messages, such as order confirmations, are always sent. 
	 
	 

	 
	cross-campaign response processing: users can define a single response processing flow that is shared by all campaigns.  This ensures consistent treatment and reduces set-up effort.  
	 
	 

	 
	select next action based on highest value: campaign logic can select the next action by comparing the estimated values of alternative actions.  This requires an option to assess a set of available actions, each having qualification rules and an estimated value.  The value may be fixed or may be calculated dynamically for the specific lead.
	 
	 

	 
	a/b test in content: the system can render alternate versions of an email or Web page at any stage within a campaign, and track the results.  This is controlled by logic within the email or Web page, rather than by creating alternate versions of the campaign.  See also “a/b test in campaign flow” and “splits and random samples within lists”.
	 
	 

	 
	a/b test in campaign flow: leads can be randomly or semi-randomly (e.g., every Nth record) assigned to different next actions within a campaign.  This can be used for a/b testing of alternate marketing materials or treatment flows.
	 
	 

	 
	splits and random samples within lists: users can extract random samples from lists, or split lists using random or semi-random (e.g., every Nth record) selections.  These methods can be used to set up panels for a/b tests.
	 
	 

	 
	attach permissions to lists: users can specify which other users are allowed to modify or apply a particular list to a particular campaign.  Tight restrictions on list access can be important when lists are shared across campaigns, since changes may have unintended consequences.
	 
	 

	 
	campaign start/end dates: users can specify the dates a campaign will begin and stop execution.  This allows users to set up campaigns in advance and to automatically end them at appropriate times.  It is especially important for campaigns that are linked to time-limited promotions, events or advertising.
	 
	 

	 
	schedule actions by time, day of week:  campaign actions will execute only during specified time periods, such as business hours or business days.  This applies primarily when the use wants to be sure they message is delivered when the recipient is likely to be available.   The recipient might be a lead or a company sales person.  
	 
	 

	 
	schedule campaigns at intervals: users can have the campaign execute automatically at a specified interval.  This saves the effort of running the campaign manually.  Execution intervals can range from once every few minutes to once a day, week or month.   Users may have control over the specific time of day, which can be used to ensure that multiple campaigns run in the proper sequence.  
	 
	 

	campaign actions
	Basic:
	 
	 

	 
	execute an action: the fundamental campaign action is sending an email.  Other basic actions include generating lists for other media such as direct mail and telemarketing; calculating lead scores; sending a lead to the CRM system; and inserting a waiting period.  Every demand generation system has these capabilities.  
	 
	 

	 
	release lead from campaign: campaign actions can remove a lead from the current campaign and release it to a campaign selection process  (see “shared entry rules across campaigns” above.)
	 
	 

	 
	Advanced:
	 
	 

	 
	send to specific campaign: campaign actions can remove a lead from the current campaign and send it to directly to the start of another campaign.  This is different from adding a lead to a list or releasing to a campaign selection process.  (see ‘release lead from campaign’ above.)
	 
	 

	 
	send to step within campaign: campaign actions can direct a lead to any step within the current campaign or a separate campaign.  Many systems can only direct leads to the next step in a campaign sequence, and require leads to start a new campaign only at the beginning.
	 
	 

	 
	update data: campaign steps can change a data value in the lead record.  
	 
	 

	response capture
	Basic:
	 
	 

	 
	link anonymous cookie w/identified lead: the system will link the history associated with an anonymous cookie with data collected for an identified lead, if that lead is associated with the cookie. 
	 
	 

	content management
	Advanced:
	 
	 

	 
	role-based security: individual users or groups can be assigned access rights (create, view, update, delete) to classes of objects (all emails, all campaigns, all lists, etc.)  Individuals may belong to multiple groups and groups may be set up in hierarchies (i.e., with rights that are inherited from parent groups).
	 
	 

	 
	item-level security: individual users or groups can be assigned access rights (create, view, update, delete) for individual items within the system (marketing materials, lists, rules, campaigns, etc.)
	 
	 

	 
	expiration dates: users can attach expiration dates to marketing materials, beyond which those items can no longer be used.  Implementation details may include whether the expired items are removed from view; what happens if a campaign references an item after it expires; and reports to identify campaigns that use such items.  Systems must have a default mechanism to ensure that a campaign which references an expired item will still function.
	 
	 

	 
	check in/out, version control: only one user at a time “check out” an item to edit it, and users must “check in” the edited item before anyone else has access.  A full version control system retains previous versions of an item, with information on who editing them and when, and allows the system to revert to a previous version if necessary.
	 
	 

	 
	date/user created/changed: the system records the date an item was created and when it was last changed, and the user who did the work.  Unlike full version control, this tracks only the original and latest changes, not all the intermediate steps.
	 
	 

	 
	approval workflows: users can set up workflows to review, annotate and approve marketing contents and campaigns.  This includes notification of new items, lists of open items, and conditional flows to react to rejections. 
	 
	 

	project management
	Advanced:
	 
	 

	 
	marketing calendar: the system automatically generates a report showing the dates that scheduled marketing campaigns are set to execute.  Recurring campaigns are typically shown only with a start and end date.  This report is usually produced in a ‘Gantt chart’ format, where dates are on the horizontal axis and each campaign is a horizontal bar defined by its start and end dates.  Most systems allow users to drill into the bar for each campaign to view its details.
	 
	 

	 
	project schedule: the system generates a schedule of tasks associated with creating and executing each marketing campaign.  This is used to track progress.  This may be displayed as a list, Gantt chart or both.
	 
	 

	 
	project task detail: the system tracks the details associated with tasks on the project schedule, including who is assigned to do the work and the estimated and actual cost. 
	 
	 

	financial management
	Basic:
	 
	 

	 
	campaign costs: users can enter the total cost associated with a campaign.  This is used in financial and return on investment reports.
	 
	 

	 
	Advanced:
	 
	 

	 
	forecast campaign results: users can enter expected campaign results, including responses, qualified leads and revenue.  These are compared against actual results in reports. 
	 
	 

	 
	campaign cost detail: users can enter the cost of activities within the campaign, such as programs or actions.  Most systems let users specify the exact categories they will use.  
	 
	 

	 
	campaign plan vs. actual: the system can track planned and actual financial information.  Information may include revenues and unit volume as well as costs   There may be several levels of planned values, such as the original budget, revised budget, and current forecast.  
	 
	 

	 
	calculate costs from unit cost x volume: the system tracks unit costs of marketing contacts such as emails, direct mail pieces and telephone calls, and calculates the total cost of these for each campaign based on the number of units delivered.
	 
	 

	 
	import campaign revenue: the system can import actual campaign revenues from the accounting system or from opportunities in the CRM system. 
	 
	 

	Lead Scoring and Distribution
	 
	 
	 

	score calculations
	Basic:
	 
	 

	 
	score on attributes and behaviors: the system can calculate lead scores based on lead attributes (information such as demographics and survey replies) and behaviors (information observed from Web site visits, downloads, emails read, etc.)   Most systems provide functions to summarize categories of behavior, such as number of emails opened or number of Web pages read. 
	 
	 

	 
	recalculate on event: scores are automatically recalculated after user-specified events, such as filling out a Web form.  The recalculation is usually immediate, although some systems may take anything from a few minutes to a few hours for the even to register.
	 
	 

	 
	Advanced:
	 
	 

	 
	score on complex behaviors: the system can score on aggregate behavior measures such as “3 site visits in past 7 days”.
	 
	 

	 
	score on specific contents: the system can score on behaviors related to specific contents, such as visiting a specified Web page or downloading a specific document.
	 
	 

	 
	depreciate automatically: score points based on behaviors are reduced as time passes (i.e., older behaviors count for less).  This requires that the score be recalculated either on a regular schedule or based on triggers set when the original behavior occurs.
	 
	 

	 
	single depreciation formula for all scores: the user can define a single depreciation formula that specifies how much the value of behaviors will be reduced over time.  This saves the effort of setting up separate depreciation rules for each behavior, ensures consistency, and avoids the risk of the user forgetting to depreciate an item.
	 
	 

	 
	recalculate on schedule: users can specify how often scores will be recalculated automatically.  This ensures that scores are kept current even if no trigger event occurs.  Some systems define a minimum period to wait between recalculations, so the system is not constantly recalculating scores on active leads.
	 
	 

	 
	point caps by category: users can limit the number of score points assigned for a particular type of behavior, such as downloading sales materials.  This ensures that repeated activities of the same type do not cause a very high score.
	 
	 

	 
	multiple scores per lead: users can define multiple score calculations and store the results separately.  This allows different scores for specific purposes, such as interest in different products.
	 
	 

	 
	company-level scores: the system can calculate a combined score for all leads in the same company, and use these scores in decision rules for each lead.
	 
	 

	CRM integration
	Basic:
	 
	 

	 
	manual mapping: the vendor manually maps CRM data tables into the demand generation system tables for synchronization.  (This mapping is assisted by pre-built connectors, at least for Salesforece.com, and can typically be done in a few minutes to an hour.)  Mapping to adjust to subsequent changes is also manual.  See “automated mapping of data model” below.  Mapping always includes both standard and custom fields.
	 
	 

	 
	bidirectional batch synch w/salesforce.com: data added or changed in the demand generation system is automatically copied to corresponding fields in Salesforce.com or another CRM system, and changes in the CRM system are automatically copied into the demand generation tables.  Synchronization frequency is controlled by users, subject to some volume-related constraints imposed by Salesforce.com.  Frequency of sending demand generation changes to Salesforce.com commonly ranges from real time to every fifteen minutes.  Salesforce.com does not allow real-time access to changes in its own data, so all synchronization in that direction is at some user-specified interval.
	 
	 

	 
	send lead to sales based on score: the system can send leads to the CRM system based on lead scores.  
	 
	 

	 
	send lead to sales from campaign rule: the system send leads to the CRM system as an activity within a campaign flow.  
	 
	 

	 
	near-real-time activity alerts: the system can alert the assigned sales rep when a lead performs a user-specified activity, such as visiting a Web page or opening an email.  The alert might also be issued by a step in a campaign flow.  It may be issued some time after the trigger event, based on how often the demand generation system scans for events or runs the related marketing campaign.  Alerts are typically sent by email.  See “real time activity alerts” below.
	 
	 

	 
	Advanced:
	 
	 

	 
	automated mapping of data model:  the system can automatically map data fields in the client’s Salesforce.com system to fields in the demand generation system.  It will also automatically adjust for future changes in table structures.  The mapping process takes only a few minutes, although the initial data transfer (to populate the demand generation system with CRM data) may take several hours depending on the volume of existing data.
	 
	 

	 
	mapping of custom CRM objects: the system can synchronize custom CRM data objects in addition to the standard objects.  (Note: mapping of custom attributes within standard objects is part of basic synchronization.)
	 
	 

	 
	prebuilt integration w/ other CRM: the system has been integrated with CRM vendors other than Salesforce.com.  
	 
	(list the vendors)

	 
	built-in CRM module: the system can provide basic CRM functionality to clients who do not use an external CRM product.  This appeals primarily to small businesses.  The CRM features are typically sold separately from the demand generation system and are priced on a per user basis.
	 
	 

	 
	auto-add vendor campaign to match CRM: the synchronization process automatically adds a campaign to the demand generation system when a new campaign has been added to the CRM system.   Keeping campaigns synchronized allows users to enter data in one system and have it copied automatically into the other.
	 
	 

	 
	auto-add CRM campaign to match vendor: the synchronization process automatically adds a campaign to the CRM system when a new demand generation campaign has been added.  Keeping campaigns synchronized makes it easier for CRM users to track treatment of their leads by the demand generation system.
	 
	 

	 
	real time activity alerts: the system can send immediate alerts about lead activities such as Web site visits to the assigned sales rep.  This may allow a response such as initiating a Web chat.  Alerts may be sent by email or a Web pop-up message.  See “near-real-time activity alerts” above.
	 
	 

	 
	Outlook integration: users can deploy an Outlook plug-in that adds emails sent from Outlook to the demand generation activity history.  Some systems actually send the emails through the demand generation system, and others do not.  Some can also have the Outlook emails install a tracking cookie for the demand generation system.
	 
	 

	 
	view data within Salesforce.com: CRM users can use a tab or window within the CRM system to view the demand generation system’s data on individual leads. 
	 
	 

	 
	lead ranking for sales reps: the system can present each sales rep with a list of his or her own leads, ranked by expected value or activity.  This list can be accessed within the CRM system, as a separate application or both.  Reps can select a lead and drill into its behavior and contact history in the marketing automation.  Reps can also perform some tasks such as adding the lead to or removing it from a marketing automation campaign or sending it an email through the marketing automation system. 
	 
	 

	Reporting
	 
	 
	 

	standard reporting
	Basic:
	 
	 

	 
	standard reports: the system provides a collection of standard reports on campaign performance, Web site visits, etc.  Users can specify parameters such as date ranges and campaigns to include.
	 
	 

	 
	email subscription: users can have the system automatically generate and email them selected standard reports.  They can typically also save a set of parameters that will be applied when the report is generated.     
	 
	 

	 
	drill into details: users can “drill down” within a standard report to view the underlying lead and activity records that contributed to the reported statistics.
	 
	 

	 
	Advanced:
	 
	 

	 
	custom dashboards (multiple reports): users can select a group of reports that will be presented together in a “dashboard”.
	 
	 

	 
	time series analysis: standard reports can aggregate statistics by time period to show trends.  Users can specify the date range and aggregation level (by hour, day, week, etc.)
	 
	 

	 
	apply list to report: users can run a standard report against members of a list.  This allows complex selections that might otherwise be difficult to define with the standard report parameters.  
	 
	 

	 
	separate analytical (cube) database: data from system tables is copied and reformatted as an analytical data mart.  This allows reporting that is difficult to do against operational tables.   
	 
	 

	 
	user-defined reports: the system provides tools for users to create their own reports on system data.  
	 
	 

	specific reports
	Basic:
	 
	 

	 
	Web page stats: reports show the number of page views, unique visitors, and entry and exit pages for system-generated Web pages.  
	 
	 

	 
	visitor source: reports capture the original source of visitors to system-generated Web pages.  This is tracked from the referring URL.  Cookies determine whether a visit is the first.  
	 
	 

	 
	campaign responses: reports show the number of responses to each campaign.  This is derived from email responses and Web page visits.
	 
	 

	 
	lead profiles and behaviors: reports show the data provided by individual leads via forms and activities such as emails opened and Web page visits.  
	 
	 

	 
	asset usage: reports show which campaigns use which marketing materials, and total usage levels (e.g. how many times an email has been sent or a Web page viewed). 
	 
	 

	 
	Advanced:
	 
	 

	 
	predictive modeling: the system can analyze its own data to build scores that predict lead behaviors (e.g., likelihood to click on a certain link), or is tightly integrated with external systems that can produce such scores.
	 
	 

	 
	capture visits to external Web pages: the system can track information about visits to external Web pages.  This information is sent by tags embedded in the external pages and includes standard visit data (referring URL, requested URL, visitor IP address, cookie ID if present, etc.).  The data is stored in the lead activity history and accessible for normal reporting and rule evaluation.  
	 
	 

	 
	track conversions and stages via URLs: users can define a Web page (URL) that indicates a visitor has reached a target step in the sales process.  This is typically used in PPC campaigns to track behavior beyond the initial response, such as filling out a registration form or making a purchase.  It is also used more generally to track progress through a lead qualification process.  The specific system capabilities indicated by this item are that users can define one or more URLs as stages when setting up a marketing campaign, and have these measured in campaign reports.  This is different from simply counting page views, as in “Web page stats” above.
	 
	 

	 
	campaign ROI: the system can compare the cost and value generated by a campaign to calculate a return on investment.  These values may be entered directly or imported.  See entries under Campaign Management / financial management for details.
	 
	 

	 
	first touch revenue attribution: the system can attribute revenues contained in CRM opportunity tables to marketing campaigns.  The typical process is to identify all leads associated with the account linked to an opportunity, and then all campaigns associated with those leads.  First touch attribution assigns revenue to the lead with the earliest campaign. A common but less reliable alternative is to use the lead associated with the opportunity record in the CRM system.  First touch attribution is generally used to assess the value of leads generated by an acquisition campaign. 
	 
	 

	 
	fractional revenue attribution: the system can attribute revenues contained in CRM opportunity tables to multiple marketing campaigns.  The typical process is to identify the leads associated the account linked to an opportunity, and then all campaigns associated with these leads.  Credit for the revenue is then allocated among these campaigns.  Allocation rules are defined by users; they may assign equal shares to all contacts or apply weights based on factors such as the medium of the contact (i.e., assign more weight to telephone calls than an email).  Fractional attribution is generally used to assess the value of nurture campaigns.
	 
	 

	 
	opportunity stage analysis: the system can analyze the movement of leads through opportunity stages, based on opportunity data from the CRM system.  Typical reports show how many leads reach different stages, average time in each stage, average time to move from one stage to another, etc.
	 
	 

	 
	marketing stage analysis: the system can analyze the movement of leads through marketing stages, based on rules defined within the demand generation system.  Typical reports show how many leads reach different stages, average time in each stage, average time to move from one stage to another and current inventory of leads in each stage.  The system may also project the future revenue expected from the current lead inventory and show capture marketing costs against leads in each stage.
	 
	 

	 
	asset usage by campaign: reports show asset quantities (emails sent, etc.) by campaign.  This is more detail than the figures for all campaigns combined referenced above in “asset usage”.
	 
	 

	Technology
	 
	 
	 

	database management
	Basic:
	 
	 

	
	lead and activity tables: the system has tables to store lead profiles and activity histories.  The demand generation lead table combines information from the CRM contact and lead tables, and in some cases from the CRM account (company) table as well. 
	 
	 

	 
	custom fields: users or the vendor can add new fields to the lead table (score=1) or all tables (score=2). 
	 
	 

	 
	Advanced:
	 
	 

	 
	company table: the system has a separate table to hold data about companies.  Several leads may belong to the same company.  In systems with no separate company table, the company data is stored on each lead record.
	 
	 

	 
	opportunity table: the system has a separate table to hold opportunity data imported from the CRM system.  In systems with no separate opportunity table, the opportunity data may be posted onto lead records, stored in a custom table (see below), or not be imported at all.
	 
	 

	 
	custom tables: users or the vendor can add new tables that are linked to the lead table or, in some cases, to other tables.  The new tables can be used for specialized information such as sales revenue, survey results, or event registrations.  Some systems can only read this data after it is loaded (score=1); others can also update it, for example via campaign actions (score=2).
	 
	 

	customer data integration
	Basic:
	 
	 

	 
	match on email address: new leads in the system are checked for exact match on their email address.  Matching records are considered duplicates.
	 
	 

	 
	Advanced:
	 
	 

	 
	multiple records per email address: the system allows multiple lead records with the same email address.   This is sometimes required to match CRM data structures where several different sales people are dealing independently with the same individual.
	 
	 

	 
	multiple email addresses per record: the system allows one lead record to contain multiple email addresses.  This may reflect users who register separately with personal and business addresses, or who have multiple forms of their business address, or initially register with a non-primary address and later change to a primary address.  The system needs to allow merges of  separate profiles with the different addresses, to maintain a record of all the addresses, and to allow the user to specify rules that control which address is used for outbound communications.
	 
	 

	 
	user-defined matching rules: users can define custom matching rules to identify potential duplicates.  These rules can draw on multiple data elements.  Sophisticated systems can check for partial matches and near-matches based on phonetic or statistical similarity, and can employ scoring rules or patterns to determine whether a pair of records is considered a match. 
	 
	 

	 
	enhancement (postal, company data): the system has prebuilt connectors to external data sources.  These can match against existing leads for address verification and to gather company or personal data.
	 
	 

	external integration
	Basic:
	 
	 

	 
	batch import: users or the vendor can set up import processes that load CSV or similar files into the lead table and, in some cases, other tables as well.
	 
	 

	 
	Advanced:
	 
	 

	 
	API for data import: the vendor provides an application program interface (API) that external systems can call to load records into the system tables.  
	 
	 

	 
	API for data export: external systems can call an API to read data from the demand generation tables.  This can be used for reporting or to share data between the systems.
	 
	 

	 
	API for system functions: external systems can call an API to execute demand generation functions, such as triggering a process or changing system data.  This can be used to provide external users, such as sales people or channel partners, with access to a subset of demand generation functions.
	 
	 

	 
	call external APIs: the system can call external systems’ APIs to read their data, either for real-time access or to load it into the demand generation system’s own database.  The API calls may also perform other functions such as writing data to the external system and executing external system functions.
	 
	 

	hosting
	Basic:
	 
	 

	 
	hosted: the demand generation system is available as a service, run on hardware controlled by the vendor. 
	 
	 

	 
	Advanced:
	 
	 

	 
	separate database instance: each client’s data can be stored in a separate database instance, rather than commingled with other clients’ data in a shared instance.  This allows greater database customization and some feel it offers greater security.  Some vendors offer this as an option while other vendors manage all clients this way.  The separate instances can still be run on shared hardware and nearly always use a standard version of the demand generation software.    
	 
	 

	 
	on-premise: clients have the option of running the demand generation system on their own hardware.  This capability is unusual among demand generation vendors but often offered by enterprise-oriented marketing automation systems.
	 
	 

	scability
	Basic:
	 
	 

	 
	over 10K leads / over 100K leads: the largest installation reported by the demand generation vendor holds at least 10,000 leads (score=1) or at least 100,000 leads (score=2).  This only indicates the proven capabilities: all systems are capable of supporting larger implementations, although the practical upper limits probably vary.  (“Leads” refers to named individuals, not anonymous visitor profiles.)
	 
	 

	 
	Advanced:
	 
	 

	 
	over 100K leads / over 1 million leads: the largest installation reported by the demand generation vendor holds at least 100,000 leads (score=1) or at least one million leads (score=2).  This only indicates the proven capabilities: all systems are capable of supporting larger implementations, although the practical upper limits probably vary.  
	 
	 

	workstation
	Basic:
	 
	 

	 
	MS Explorer: the system will run using a current version of the Microsoft Internet Explorer browser.  Note that this may require Microsoft-specific technology for such as active server pages for some functions.
	 
	 

	 
	Advanced:
	 
	 

	 
	native Firefox / other: the system will run using a current version of Firefox and/or other standard browsers, without requiring an add-in for Internet Explorer.
	 
	 

	 
	Windows application: the system requires loading a Microsoft Windows application other than a browser.  
	 
	 

	 
	non-Windows application: the system requires loading an application that can run on a non- Microsoft Windows workstation.  
	 
	 

	 
	mobile: the system has special features to run on mobile browsers such as smartphones.  
	 
	 

	 
	disconnected: some system functions are available when not connected to the Internet.  (No vendor in this Guide currently does this.)
	 
	 

	 
	language: the user interface is available in languages other than English, and different users within the same installation can use different languages.
	 
	 

	 
	time zones: the system’s scheduler automatically adjusts for the local time zone of each user, so that events scheduled for a specific time of day are sent based on the user’s local time.
	 
	 

	Vendor
	 
	 
	 

	stability
	Basic:
	 
	 

	 
	at least 3 years in business: the vendor has been in business at least three years.  
	 
	 

	 
	at least 3 years since initial release: the vendor’s demand generation system was released at least three years ago.
	 
	 

	 
	at least 30 clients: the vendor reports at least thirty active clients.
	 
	 

	 
	at least 30 employees: the vendor reports at least 30 employees.
	 
	 

	 
	Advanced:
	 
	 

	 
	multiple industries: the vendor reports at least one-third of its clients are outside of the technology industry.
	 
	 

	 Usability
	 
	 
	 

	implement & support
	Basic:
	 
	 

	 
	remote implementation: vendor staff manages new client implementations remotely.
	 
	 

	 
	9-5 support: live technical support is available during normal business hours.
	 
	 

	 
	Advanced:
	 
	 

	 
	onsite implementation: vendor staff is available for onsite implementation as needed.
	 
	 

	 
	24 hour support: live technical support is available 24 hours per day, at least on weekdays.  This often requires additional fees beyond standard support.
	 
	 

	 
	user community & conferences: the vendor provides an online forum and at least one physical user conference per year.
	 
	 

	 
	on-demand training: a substantial library (at least 10 hours) of on-demand training materials is available for users to help learn the system.
	 
	 

	 
	standard training classes: the vendor offers a regular schedule of live classes to train users in different aspects of operating the system.  These classes involve a live instructor whether they are presented in person, online, or both. 
	 
	 

	 
	marketing services: the vendor offers some marketing support services to its clients, either directly (score=2) or via partners (score=1).
	 
	 

	efficiency
	Basic:
	 
	 

	 
	hide unused features: the system can hide features that users do not need.  This can be done on a system level by an administrator, either by selecting items from a list or by setting up templates.  The administrator may create different lists for different types of users.  Or, individual users may select for themselves which features to display.
	 
	 

	 
	single rule builder: all rules for list selection, dynamic content, offer qualification, campaign branching, action selection, lead scoring, etc. are built with the same interface.
	 
	 

	 
	Advanced:
	 
	 

	 
	reusability: marketing materials and other system components are easily shared across campaigns.
	 
	 

	 
	highlight commonly-used features: system menus present most commonly used features more prominently than other options.  Methods include using type size, placement and/or color to highlight the more common options, and placing the other options on a supplemental menu that is not displayed by default.
	 
	 

	user skills
	Basic:
	 
	 

	 
	marketers can build simple projects: marketing users can set up simple projects without help from the system administrator or other technical resources.  A simple project involves an outbound email, landing page, and multi-step nurture campaign without branching or dynamic content.
	 
	 

	 
	Advanced:
	 
	 

	 
	marketers can build advanced projects: marketing users can set up advanced projects without help from the system administrator or other technical resources.  An advanced project involves an outbound email with dynamic content, personalized landing page, and multi-step nurture campaign with branches.
	 
	 

	Pricing
	 
	 
	 

	pricing
	Basic:
	 
	 

	 
	simple: prices are based on one or two metrics, typically number of leads in the database.  Vendors may have separate pricing for multiple editions of their systems with different levels of capability.
	 
	 

	 
	predictable (not volume-based): prices are not based on the volume of marketing messages or transactions.
	 
	 

	 
	published: pricing is published by the vendor.
	 
	 

	 
	free trial: the vendor offers a limited-time free trial of its systems.  The offer is typically limited to qualified prospects and may have other conditions.
	 
	 

	 
	freemium: the vendors offers a free version of its systems without time limits.  The features or data volumes available in such systems are limited.  
	 
	 

	 
	Advanced:
	 
	 

	 
	no annual contract: the vendor allows month-by-month payments without an annual contract or allows clients to cancel their contracts and receive a full refund on the unused portion.  Vendors with a pay-by-the-month option may offer a discount for clients willing to sign an annual contract.
	 
	 

	 
	modular: system components are priced separately.  This provides advanced users with the ability to choose the components they will purchase.
	 
	 

	Other
	 
	 
	 

	 
	number of employees: full time equivalent employees currently working at the firm.  Includes contractors.
	 
	 

	 
	year founded: year the company was founded
	 
	 

	 
	year product released: year the first version of the current demand generation system was released.
	 
	 

	 
	active clients: number of current paid clients.
	 
	 

	 
	active clients one year ago: number of active paid clients one year ago.  This will be compared with the current client count to calculate a net growth rate.
	 
	 

	 
	active clients: small business: estimated number of current paid clients with under $20 million annual revenue.
	 
	 

	 
	active clients: mid-size business: estimated number of current paid clients with $20 million to $500 million annual revenue.
	 
	 

	 
	active clients: large business: estimated number of current paid clients with over $500 million annual revenue.
	 
	 

	 
	active clients: small department: estimated number of current paid clients with 1-3 marketing users on the system.
	 
	 

	 
	active clients: mid-size department: estimated number of current paid clients with 4-15 marketing users on the system.
	 
	 

	 
	active clients: large department: estimated number of current paid clients with 16 or more marketing users on the system.
	 
	 

	 
	ownership: public or private
	 
	 

	 
	funding: self-funded or VC; if VC, amount of money raised.
	 
	 

	 
	starting price and volume: what is your lowest monthly price for a full-featured demand generation system and what are the volume constraints (number of names, email volume, etc.).  “Full-featured” includes multi-step nurture campaigns, landing pages, Web tracking, scoring, and CRM integration.  Indicate whether you want us to publish this information.
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