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Matthew: Hello, and welcome to Marketing Smarts, a podcast brought to you by 

MarketingProfs. I am your host, Matthew Grant, Managing Editor here at 
MarketingProfs, and I thank you for listening. 

 
 Ellen Valentine is a product evangelist at Silverpop, whom I met at our B-to-B 

forum in Boston back in October. Ellen and I began talking about the importance 
of marketers getting out there and actually meeting with clients rather than 
leaving direct client interaction entirely to the sales folk.  

 
I thought it would be a good idea to have her on the show so that we could 
continue this discussion and capture it for posterity. The following conversation, 
which also goes into some detail on the role of product evangelist as well as the 
evolution of marketing careers more generally, was the result.  

 
Before I get started, I want to remind you that if you like what you hear on 
Marketing Smarts and even if you don’t, you can always leave us a review in 
iTunes or a comment on our site. You’re also welcome to reach out to me directly 
via email. My email address is MattG@MarketingProfs.com, or find me on Twitter 
where I’m @MattTGrant. 
 
Without much further ado, let’s get started. Ellen, welcome to Marketing Smarts. 

 
Ellen:  Hey, Matt. Thanks so much. I’m really happy to be here with you today. 
 
Matthew: I’m really glad that you could join us. Ellen, you work at Silverpop, so I thought 

we could start out first of all by just explaining to our listeners what your role at 
Silverpop is. 

 
Ellen: My title is product evangelist. That’s not a typical title that you would find, but it’s 

a very, very cool role at the company. I have a three part series of duties. The 
first one is that my job is to mentor and coach our existing clients to do amazing 
things with the Silverpop digital marketing platform. That’s one of my core first 
priority duties. 

 
 The second one is that I write a lot of content for the company. I write blog posts, 

I write worksheets and workbooks, I write white papers, so lots of great content. 
 
 The third thing is I speak at a lot of events. I’m on the road a lot and I love to get 

out and meet not only customers, but also perspective clients. I actually met you, 
Matt, at the MarketingProfs conference here this fall in Boston. 

 
Matthew: That’s right. I saw you on the panel there about marketing operations and data 

and data hygiene management and things like that with Marybeth Ross, who’s 
over at NetProspects was chairing that panel. 
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 I had a few questions about this evangelist role. Specifically, you say you’re 

mentoring and coaching existing clients. I was curious just from an accountability 
standpoint, what is Silverpop expecting to happy from your mentoring and 
coaching activities? 

 
Ellen: We have a lot of customers who have been with us for a very long time. They’ve 

been with us eight, nine, ten years and typically a lot of marketers with digital 
marketing started out with just email batch and blast. Things have really 
changed. They’ve changed a lot in the industry and our product has changed a 
great deal.  

 
We have a massive platform with loads of amazing features. We’re helping our 
customers achieve tremendous success. We want to help everyone who may be 
still back in that batch and blast era really transform into doing full blown 
behavioral marketing automation and really helping people get more personal 
with their prospects by getting more automated. 

 
Matthew: Is the idea that there will be more of an up sell opportunity from your mentoring, 

or is it really more that people will be able to incorporate Silverpop’s tools more 
deeply into their operations by using more and more of the functions that are 
available there? 

 
Ellen: I think it is more about using more of the functions, and then being so fired up 

about what they’re doing with Silverpop that they’re excited about telling their 
friends and other industry colleagues and perhaps speaking at events with us. I 
think those are some of the main things we’re looking for out of the relationship 
that I’m establishing with folks. Obviously, if they end up purchasing some more 
capabilities from us, increasing their volumes, then we’re happy about that, too. 

 
Matthew: I do have to say, I know Lauren McDonald helped kick off an email marketing 

course that we did going on two years ago. I was always thinking of Silverpop 
specifically in this email space, but then I guess I realized in preparing for our talk 
today that Silverpop really has expanded much more out into the marketing 
automation space. Though email is a component, Silverpop actually can touch a 
broader swath of what marketers have to do. 

 
Ellen: Yes, you’re right about that. A lot of people out there think of Silverpop as being a 

good old email provider from the early 2000s, but we actually acquired a 
company that had a super robust marketing automation platform.  

 
Instead of marketing that as a separate technology from our email platform, we 
bit the bullet several years ago and we actually completely, from scratch, rewrote 
our marketing automation platform so that it is completely intertwined and 
interlaced in many different ways and lots of different places with our email 
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platform. We really feel that the way that you can get more personal with 
customers and really improve your relevance and your relationship is actually by 
incorporating a lot of behavioral marketing techniques and automating and 
scaling your interactions. 

 
When I go out and do presentations for a lot of C-level executives that maybe 
singed a contract with Silverpop four or five years ago and haven’t been paying a 
lot of attention, I go out and do a briefing, their first response is, “Wow, I had no 
idea that Silverpop could do so much.” That’s one of the things that I do in my 
evangelist role is get out there and meet with those executives and make sure 
they have a current vision of what’s possible with our technology. 

 
Matthew: Right, and the fact that you’re actually getting out there and meeting with folks 

was one of the things we had talked about earlier, actually when I met you. It 
seemed to me that a lot of times people in the marketing function, first of all they 
don’t even define themselves as being in a function that interacts directly with 
customers. Second of all, they don’t necessarily then make the effort to do so. A 
lot of times that’s left over to the sales people. 

 
 When we were talking, you explained to me that actually your career started out 

in the sales side. I was wondering if you could talk a little bit about that. 
 
Ellen: Yes, that’s right. Maybe I’ll go back even further. My college degree is actually in 

computer science. 
 
Matthew: Wow, so you’re smart; you’re like a smartie. 
 
Ellen: I was a geek, I guess, from the beginning. My degree was in the college of 

science. I wrote an operating system for my senior project. I wasn’t even in the 
college of business. I’m like ones and zeros assembler level geek back in 
college. 

 
 To be honest with you, I really didn’t like it. I really didn’t dig that too much, but I 

knew that it would get me off to a great career start, and that’s absolutely what it 
did. The other thing - thinking back, I don’t use anything from my degree at all, 
but I think the core skill that it really gave me is it taught me how to be a logical 
left brained thinker. I use that all the time. We’ll talk about that maybe in a few 
minutes, that logical left brained thinking that’s kind of starting to seep into the 
marketing roles. 

 
 I got that college degree, I was a programmer for a year, I gutted it out, I made 

myself do it for a year, and at the end of that I said, “Okay, I am done with this 
technical stuff.” I ended up answering a classified ad, that’s dating myself a little 
bit, for a job at IBM. I thought about doing the technical route, but I decided that I 
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wanted to do sales and that I wanted to get out there with customers, and that’s 
what I did. 

 
 I sold for IBM for five years. I’m proud of the fact that I made my numbers every 

single year, and I will tell you that has been a foundation for my career and really 
has stayed with me for 25 years, that sales experience. It’s just super important. 

 
Matthew: What do you mean by it’s been a foundation for you? As I understand it, your 

career following IBM, you’ve actually been more in senior marketing roles at tech 
companies, VP and even CMO. How has the sales experience served as a 
foundation, as you say? 

 
Ellen: Every interview that I’ve ever had as a CMO, I’ve worked for a number of 

technology companies over the years. Every interview that I’ve had, typically I’m 
interviewing with the CEO and/or the COO. They all have just lasered in on my 
resume to my five years in sales. They have really loved that. 

 
 First of all, a lot of CEOs and COOs actually came from the sales side of the 

house. They felt like they were talking to a kindred spirit. I think they really loved 
the fact that I carried a bag and that I was out there in front of customers.  

 
 When I meet with and mentor new marketers out there, I tell them about my 

experience in sales and how important it has been for me and how I think all 
marketers need to get super comfortable out there making sales calls. I think it’s 
something that all marketers need to do continuously to make sure that they 
have the heart and minds of the customers in mind with everything that they do. 

 
Matthew: When you tell sales folks you want to go out on calls with them in your different 

roles so far, have you gotten pushback from them? Would they rather you just 
stayed in the office? 

 
Ellen: First of all, they’re shocked. A lot of times they’re just shocked that I’m even 

asking. When I’ve taken one of these new VP roles, within the first month I am 
going and finding the best reps in the organization and I’m going right to them 
saying, “Hey, I want to go on calls. You team me up. Let me know when you’re 
going on your next couple of sales calls. I want to go along with you.”  

 
They’re shocked, number one, but number two they are stoked because they feel 
like they have somebody with them who is going to have an open ear and listen 
to what they’re doing. I really ask a lot of questions about the sales situation, how 
they sell, what tools they like to use when they’re selling, what the competition is 
like, and how they overcome objectives. As a marketer, that stuff is super 
valuable. 
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Matthew: How have you integrated the insights that you’ve garnered from going on sales 
calls into specific marketing programs or approaches that you’ve developed? 

 
Ellen: It’s been absolutely core to a content marketing strategy. If reps are finding that 

they’re at the very first sales call, what are they using in that first sales call? What 
demo assets are they using? What PowerPoints are they showing? What 
collateral pieces are they leaving behind?  

 
All of those calls help me create an architecture for the content. That’s not only 
the beginning of the sales cycle, but as you move further down the sales cycle 
where they’re actually considering selecting us as the best solution, how are we 
helping that client justify the price, justify the decision for our company? 
 
There are definitely content requirements throughout the entire buying cycle, so 
I’ve gotten so many ideas from going on these calls with reps. 

 
Matthew: It was interesting that you said that a lot of insights you gathered from going on 

sales calls with reps was that it helped you develop your content strategy and 
figure out what kind of content really matters.  

 
That made me think, people talk about content marketing like it’s a new thing, but 
that seems to emphasize to me the important role the content has always played, 
especially in the B-to-B tech world. Is that a mistaken thought? 

 
Ellen: Yes, content has always played a huge role. From before we even had websites, 

it’s played a huge role. The format has changed, and I also think that the line has 
shifted in the sand.  

 
 One of the statistics I love to quote is from the Corporate Executive Board. They 

did a huge study of 1,500 people and they asked them, “When are you bringing 
your vendors in, at what point in the sales cycle?” On average, people are 57% 
of the way through the sales cycle before they’re bringing sales on board.  

 
 Maybe back in my early career, sales was being brought in much earlier, so 

sales had the primary responsibility for the early content strategy. Of course, 
marketing produced the materials for sales to take on those calls, but now with 
the line shifting, that early part of the sales cycle is not sales, but it’s actually 
marketing.  

 
Marketing produces pieces that people can discover through inbound marketing, 
so the pieces that are available on websites, on other partner sites, and that sort 
of thing. It’s shifted a bit, but it still is content and it’s still throughout the buying 
cycle. 
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Matthew: It’s like the technology obviously has changed and people are now more familiar 
with social platforms, people are doing a lot more research online, and 
companies are just producing a lot more content. There has been a technical part 
of the evolution.  

 
I’m wondering, does this also start shifting the balance between marketing and 
sales? As you were saying, in the past it was really the salesperson who was 
bringing the buyer along on this journey and supplying them with content at 
critical moments. Now a lot of times the buyers can find that stuff on their own. 
As you just implied, that stuff is now being driven by the marketing function. 
 
I’m just curious about other ways that you’ve seen B-to-B marketing evolve over 
the time you’ve been involved with it? 

 
Ellen: I think there’s always been a tension between marketing and sales, absolutely. 

The tension is still there. I think the tension is just maybe a bit different, or it’s 
shifted. Face it, sales folks are typically greedy folks. They want tons of leads, 
they want to be able to cherry pick the great ones, and they hope that they’re as 
close to making a decision as possible so they can get it into this quarter’s quota 
and help them achieve their numbers. 

 
 Those things haven’t changed in 25 years. I think it’s going to be a long time 

before those things change in the B-to-B environment. What’s shifted is just the 
fact that sales is coming into the equation later in the sales cycle.  

 
Marketing has really taken over the very early part of the sales cycle, where 
people are out there researching, they’re raising their hands, and they might be 
filling out a landing page to get a white paper. They’re not ready to see a sales 
resource. In fact, they don’t want to see a sales resource. Sales has to get 
comfortable and trust the fact that marketing is going to nurture that client with 
good content and good materials until they are ready for a face to face meeting 
or even a discovery phone call with a sales resource. 

 
Matthew: From a career and skills perspective, one of the things you highlighted in terms of 

your specific responsibilities as a product evangelist was producing a lot of 
content, writing blog posts, writing white papers, writing workbooks, and that sort 
of thing. How critical is it that marketers be able to produce their own content 
rather than relying on freelancers or an agency as people might have in the past? 

 
Ellen: I think it’s important. I think if you’re listening to this podcast and you’re just out of 

school or you’re even in school, you need to be a good writer. Don’t short circuit 
your writing classes. You really do need to have some good writing skills. 

 
 We’re lucky at Silverpop. We have a lot of people in the marketing department 

who are producing content. It doesn’t have to be big, exhaustive pieces; even 
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just some blog posts from time to time. Being a good writer is absolutely key and 
it’s something that can serve you well no matter what role you play in the 
company, from an entry level assistant all the way up to the CEO. It’s one of 
those good life skills to have. Being a good writer is super important. 

 
Matthew: I was curious about that. In your own career as you describe the arch of it, you 

started in computer science developing operating systems, then you go into 
sales at IBM, then you move into marketing roles. When did you actually have to 
start doing a lot of writing? 

 
Ellen: As VP of marketing, I’ve done a lot of writing. I’ve always sort of taken on 

projects on my own, even though I had a large staff of folks in these different 
jobs. I always was carving out my own projects. One of the key things I think that 
really floats up to the head of marketing is a lot of positioning and strategy. I think 
it’s important to be able to write and document those things. 

 
 I remember back in the ‘90s, I was doing a new company launch. We had to write 

new company brochures, new product brochures. I was diving in and getting my 
hands dirty, even as the chief marketing officer for that company. 

 
Matthew: I think on some level because the writing is what I consider more right brained, 

this creative stuff, but as you mentioned, the left brain piece of it is also becoming 
increasingly important within the marketing function.  

 
 Silverpop has the six predictions you’ve made for marketing being in 2013. One 

of them really has to do with the changing nature of the marketing function and 
the emerging roles happening within marketing. I think the key one has to do with 
the marketing operations, someone who can really oversee the implementation 
and management and optimization of these marketing automation tools.  

 
 I was wondering if you could talk a little bit about that? One of the things I noticed 

in the predictions piece is that you give people an assessment or a checklist that 
they can use to think about their staff within their marketing departments. Part of 
it had to do with can you even think in terms of this rules based automation?  

 
Basically, can you think in a way that’s actually going to allow you to take 
advantage of the marketing automation tools at your disposal? I’m wondering 
what other kind of skills are really necessary for this marketing operations role? 

 
Ellen: Let’s just do a little bit of a history tour here. In the beginning of marketing, sort of 

in the Mad Men era of advertising, marketing was advertising and advertising 
was all about being creative. It was coming up with some good copy and some 
great visuals and a good offer, and then placing those advertisements in 
publications. That was kind of the beginning. 
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 Things are very different now. One of the things that’s different is that marketing 
has been really the last frontier of automation and technology in a lot of 
companies. We’re on probably our eighth or ninth generation of general ledger 
systems or manufacturing systems or order management systems, but for most 
of us, we’re still on our first generation of marketing automation technology 
solutions. It is still a very, very new market and a new application area for a lot of 
companies. 

 
 We’re seeing the rise of the marketing technologist in a lot of organizations. In 

fact, I believe Gartner Group came out with a prediction that marketing over time 
was going to consume even more IT budget than the IT department, which is just 
a hugely shocking prediction to think that marketers would have a bigger budget 
than the IT department. 

 
 We’re really seeing a lot of shift there. I believe that 2013, 2014, even into 2015 

we’re going to see the rise of the left brain thinker in the marketing department. 
The first places where we’re seeing that pop up is in a role called marketing 
operations. 

 
Matthew: I did have a question there about how, I see it as sort of an emerging tension with 

the technologization of the marketing department. On the one hand, since 
everything is happening digitally and we do have this promise of a closed loop, 
unlike in the old days where you send out all this direct mail and you have to 
have all these tricks to figure out if people are responding to it and tracking it and 
all this other stuff. Now we should be able to all do it within these systems. 

 
 It seems that these systems themselves require a lot of content. It’s one thing to 

set up these triggered, sort of nurturing email campaigns or things like that, but 
you still need the creative piece to push through it. Am I right?  

 
Ellen: Oh, sure. Content marketing is still absolutely huge. You can’t automate nothing, 

right? You have to have good content to automate the process. 
 
 Sort of picking up on what you were talking about earlier, the tension between 

marketing and sales has always existed, but I think that because we now have 
technology, the technology has kind of exposed that tension a bit more. You 
have to automate things and you can’t automate a process that doesn’t exist. It 
really requires you to define and develop concrete rules for how leads are going 
to be routed through the organization.  

 
 In the old days we used to say, “I just want more leads, I want more leads.” We 

probably have enough leads. You were probably throwing a lot of them in the 
garbage because they weren’t perfectly qualified and perfectly ready. Now we 
hae capabilities to recycle leads and give those back to marketing in an 
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automated way so that marketing can continue to nurture them until they’re ready 
to buy. 

 
 I think that the technology has sort of exposed the fact that a lot of process didn’t 

exist. It was really sort of an informal walk down the hall and have a conversation 
as opposed to a true, water tight process that can happen more mechanically. 

 
Matthew: The technology really creates a new kind of accountability between sales and 

marketing. It also creates a need for new skill sets and really probably new 
career paths within the marketing department.  

 
 I thought that in the final minutes that we have here we could talk a little bit about 

that. Most of the people who are our MarketingProfs audience are people in B-to-
B companies, sometimes sort of smaller marketing departments and things like 
that. Everyone here wants to know what’s coming next, particularly from a career 
standpoint. Where do I need to be going? 

 
 It sounds like what you’re saying is on some level there are almost two emerging 

paths. One is very technology intensive. Do you know how to take advantage of 
and implement these emerging technologies? On the other side, it’s do you know 
how to model and create good content suites that are then going to be pushed 
through these automation platforms? 

 
 I was just wondering what you think about that. What are the new and evolving 

career tracks in marketing, given this rise of marketing automation and this 
intense focus on content marketing? 

 
Ellen: I’m really seeing two things that have come across my radar in the last year or 

even six months. One is this technical focus. A lot of folks are calling those 
marketing automations managers or directors of marketing operation, depending 
upon the levels.  

 
Those are really the marketing technologists within the organizations. They often 
own the process flow, they own the technology, they own the lead to sales thing. 
They’re getting into reporting, moving into analytics depending upon the size of 
the company. A lot of the big data things we’re hearing could fall within this 
realm. That’s a whole career path, a whole new chain of roles that you can have 
and have a very rich, rewarding career path. 

 
Matthew: I have a question about that. I’ve met some of those folks. They seem to really 

come out of more of an IT background on some level than a marketing 
background per se. What are you seeing there? 

 
Ellen: I’ve seen both, actually. I’ve seen some people come out of marketing, but 

they’re kind of like me. They may have a degree in computer science, so they 
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don’t get an allergic rash when they have to talk to a technologist. They’re not as 
afraid of that and they’re willing to dive in and learn and they’re willing to cross 
the aisle and have the conversation with a marketing technologist or with the IT 
departments to really forge a bridge there. 

 
Matthew: You said that’s one thing you’re seeing. 
 
Ellen: The other thing I’m seeing is I’m seeing a lot of email managers who have been 

around for a very long time, and that role really evolving into a demand gen role. 
Directors, senior directors of demand gen. It really is a different mindset.  

 
 What I’m seeing is that people who are in those roles have very much of a focus 

on generating incremental demand for their company. This is demand that’s 
above and beyond what sales can come up with on their own, and really being 
proactive about figuring out what we need to do in this market segment, let’s look 
at my database, let’s really look at what an opportunity could look like here, and 
what content do I need to move people through the funnel and convert leads 
faster, and identifying new leads. 

 
 It’s a difference in mindset, and it’s very strategic yet it also is very tactical and 

very operational. This career path is all about generating revenue for your 
company and doing whatever marketing needs to do to make sure that happens 
as efficiently and cost effectively as possible. 

 
Matthew: On that note, Ellen, if people wanted to read some of the stuff that you’ve written 

or just find out a little bit more about what you’re doing over at Silverpop, where 
would you send them? 

 
Ellen: There are a couple of places I would look. Go to Silverpop.com. We have a 

resources section where I blog regularly on the Silverpop blog. We have a couple 
of interesting assets out there that your folks might find interesting.  

 
We have a staffing white paper that talks about the roles of these demand gen 
specialists and the roles of marketing operations and really define those in a bit 
more detail. You can find those in the resources section. There’s a list of all of 
our white papers. You can just search for staffing. You’ll also see our new 2013 
predictions paper that includes things that we believe are going to be important in 
the upcoming year.  

 
Go out and have a look around. If anybody wants to email me, you can certainly 
shoot me an email at EValentine@Silverpop.com. I’d love to hear from you. 

 
Matthew: Thank you very much E. Valentine, product evangelist at Silverpop. Thank you, 

listener, for listening here to the very end. This has been the Marketing Smarts 
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podcast, brought to you by MarketingProfs. I’ve been your host, Matthew Grant. 
Talk to you next week. 


