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Best Nurture Campaign 



Best Nurture - Takeaways 

•  Robust	Eloqua	nurture	program	architecture	built	to	support	an	ambi5ous,	
buyer-driven	nurture	program	serving	mul5ple	personas	and	also	a	complete	
website	redesign	(across	6	sites	and	4	languages).	
	

•  Content	strategy	designed	to	serve	buyers	at	every	stage	of	their	journey,	
suppor5ng	myriad	entry	and	exit	points	and	leveraging	progressive	profiling	to	
capture	lead	informa5on	commensurate	with	their	engagement	and	hand	off	
qualified	leads	to	sales	based	on	interest.		
	

•  Extensive	planning	and	design	work	focused	on	making	this	nurture	
implementa5on	Strategy-First,	making	Eloqua	work	for	our	program	rather	than	
limi5ng	our	strategy	by	restraints	in	the	system.		

	
•  Crea5on	and	execu5on	of	a	training	program	to	educate	the	sales	teams	on	the	

nurture	program	and	how	leads	flow	into	Eloqua,	what	it	means	to	them,	and	
how	they	can	use	it	(including	the	use	of	Eloqua	Prospect	Profiler).	

SecureWorks	Buyer	Dialogue	Driven	Nurture	



Aligning Content Strategy and Demand 



SecureWorks Content Strategy + Demand Generation Nurture 
Program Objectives 

•  Develop	a	Demand	Genera?on	engine	that	is	targeted	and	that	drives	sustainable,	perpetual	
opportuni?es	and	revenues	

–  Generate	efficient,	closed-loop,	sustainable	demand	within	SecureWorks	prospects	in	the	IT	
Security	space.	Drive	both	near-term	and	longer-term,	documentable	marke5ng	contribu5on	to	the	
Opportunity	pipeline	and	to	revenues.	
	

•  Build	a	content	model	based	on	buying	insights,	personas		
–  Develop	a	base	of	understanding	and	a	framework	for	connec5ng	with	the	buying	process	and	

buyer	content	consump5on	paRerns	of	key	buying	stakeholders	–	focusing	on	how	to	granularly	
Engage	stakeholders	via	their	top	business	pain	points,	then	how	best	to	accelerate	decision-making	
via	ac5ve	nurturing	through	Marke5ng	Automa5on.	

–  Build	a	Content	Marke5ng	Model	that	addresses	the	informa5on	needs	of	key	buying	stakeholders	
at	all	stages	of	their	buying	process	and	that	enables	end-to-end	‘content	dialogue.’	
	

•  Provide	a	BeCer	Customer	Experience	
–  Develop	a	demand	genera5on	strategy	that	will	Engage,	Nurture	and	Convert	these	customers	

through	content	aligned	to	their	buying	process.	As	a	result,	SecureWorks	customers	will	have	a	
more	relevant,	streamlined	buying	experience.	



Content Strategy Development 

•  Key	Insights	Development	
–  Iden5fy	industry	trends,	prospect	priori5es	and	pain	points,	decision-making	process,	audience	content	

consump5on	preferences.	Extensive	interviews	with	customers,	prospects,	industry	thought	leaders	and	
research	across	industry	analysts,	thought	leaders,	compe5tor	websites	

•  Buying	Process	Analysis,	Buyer	Dialogue	Logic	
–  Iden5fy	key	buyers	and	influencers	that	may	be	involved	in	the	buying	process.	Understand	priori5es,	pain	

points	and	purchasing	triggers	for	each	discrete	persona	
•  Content	Strategy	Development	

–  Create	a	mul5-step	content	strategy	with	content	offers	to	serve	the	buyer	at	every	stage	of	their	journey	
•  Early-Stage	Content:	Delivered	to	a	strategic	buyer	or	influencer	early	in	the	engagement	process	and	

meant	to	generate	(and	maintain)	interest	and	establish	credibility	
–  Not	ac5vely	seeking	solu5ons	or	products	
–  Content	consump5on	dominated	by	general	knowledge	and	best	prac5ces	research	on	topics	of	

interest.	Content	needs	to	be	strategic,	high-level	covering	industry	informa5on	and	best	prac5ces	
•  “Trigger”	Content:	designed	to	Engage	the	buyer	with	an	immediate	need	and	then	convert	them	to	a	

more	ac5ve	buying	process	
•  Ac5ve-Stage	Content:	Content	that	propels	a	buyer	forward	in	his/her	buying	process	

–  Trigger	has	occurred	that	may	lead	to	prospect	ac5vely	searching	for	solu5ons	to	a	par5cular	problem	
–  Possibly	reac5ve	to	one	of	the	opera5onal	triggers	we	iden5fied	in	our	research	
–  Content	needs	to	be	more	tac5cal,	and	tailored	to	specific	problems	or	priori5es	--	ul5mately	tying	

them	to	SecureWorks	solu5ons	

Industry	Research,	Persona	Development,	Buyer’s	Journey	



Content Marketing Model 
Content	Strategy	driven	by	a	renewed	understanding	of	who	their	audience	is,	with	
new	persona	development	led	by	extensive	research	to	understand	the	priori5es	
and	pains	of	the	buyer	—	as	well	as	the	events	that	trigger	a	purchase.	

CISO	/	CSO	/	Security	Director		 IT	/	Security	Managers	

•  Managing Risk/Compliance 
•  Security 
•  Balancing security 

requirements with business 
needs and priorities 

•  Industry awareness 
•  Managing limited security 

budget and resources 

Strategic	Priori?es	

•  Acquisition / Expansion 
•  Change in personnel, 

staffing issues 
•  Industry breach 
•  Internal breach 
•  Regulations change 
•  New software / hardware 

requirements 

Opera?onal	Triggers	

•  Ensuring network availability / uptime 
•  Network Performance monitoring 
•  Supporting end-users 
•  Improving network security 
•  Maintaining internal security 

standards 
•  Data center management 
•  Ensuring regulatory compliance 
•  Capacity Issues 
•  Availability / uptime issues 

Strategic	Priori?es	

•  Acquisition / Expansion 
•  Change in personnel, staffing 

issues 
•  Industry breach 
•  Internal breach 
•  Regulations change 
•  New software / hardware 

requirements 

Opera?onal	Triggers	



Content Marketing Model 
Create	a	series	of	content	offerings	designed	to	appeal	to	and	nurture	these	different	buyers	at	every	
stage	in	their	journey,	and	to	nurture	them	at	every	step	

Trigger Catalyst
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SE-CO 1.1.1
"Webinar Recording:  

How Much Damage Can 
Your Executives Do?"

SE-CO 1 SE-CO 2 SE-CO 3 E-CO 1

N-CO 1.7
"The Power of 
Precise Threat 
Intelligence"

E-CO 1.1.1
"ROTATING 

OFFER: CTU Threat 
Report"
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SE-CO 1.1.2 

"Annual Threat Index 
Report Chapter II: The 

Path Ahead for Security 
Leaders"

Active EngagedStrategic Engaged

Key Issues & 
Organizational 
Implications

DSWRX 
Recommended 
Strategies to 

Pursue

DSWRX Solution 
Awareness

SE-CO 1.1.3
"Cloud Security -- A 

Shared Responsibility 
Model"

SE-CO 2.1.1
"Five Things Boards 
Should Know About 
Cybersecurity Risk"

SE-CO 2.1.2 
"Evolving Your Security 

Architecture to Meet 
Current and Future 

Needs"

E-CO 1.1.2
"Webinar: SC Magazine 

Eliminating the blind 
spot: Detecting and 
Responding to the 

Advanced and Evasive 
Threat webinar"

SE-CO 3.1.3
"Mitigating Security Risk 
from Partners, Affiliates, 

and Suppliers"

SE-CO 3.1.2 
"The Value of Incident 
Response Planning"

SE-CO 2.1.3
"The Criticality of Crisis 
Communications in a 

Data Breach Response 
Plan"

E-CO 1.1.4
"When to Partner 
with a Managed 

Security Services 
Provider"

E-CO 1.1.3
"Breach Trends: Dell 

SecureWorks View From 
Above"
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SE-CO 1.2.5
"4 Low-Resource 
Ways to Reduce 

Operational 
Security Risk"

SE-CO 1.2.2 
"What your 

employees don't 
know can hurt you"

SE-CO 1.2.3
"Follow the Rules of 

Fight Club"

SE-CO 2.2.1 
"Roadmap to CISO: 
The Path to Pursue 
and What to Know 
to become a CISO 

in the next 10 years"

SE-CO 3.2.2
"Mitigating Security Risk 
from Partners, Affiliates, 

and Suppliers"

SE-CO 3.2.1
"Small Security 

Investments Can 
Lead to Big Rewards"

SE-CO 2.2.2
"Determining the True 

Costs of a Data Breach"

SE-CO 3.2.3
"Evolving Your Security 

Architecture to Meet 
Current and Future 

Needs"

Needs Definition Vendor Engagement

Qualified Engaged Qualified Lead

N-CO 1 N-CO 2 N-CO 3

QL- Warm QL- Hot

N-CO 4

N-CO 1.2
"Database Risk 

Calculator"

N-CO 2.1
"3 Common 

Questions Asked 
of Our Incident 
Responders"

N-CO 2.3
"5 Questions 

Asked of Security 
and Risk 

Consultants"

N-CO 2.2
"6 Common 

Questions Asked 
of Our Counter 

Threat Unit 
Researchers"

N-CO 3.1
"Top Five Evaluation 

Criteria When 
Selecting an MSSP"

N-CO 3.3
"Technical 

Testing: Which 
Assessment is 
right for me?"

N-CO 3.2
"Following the 
Ticket: Start to 
Finish, What 

Happens When 
We Detect a 

Threat"

N-CO 4.1
"Guide to 

Building Your 
RFI/RFP"

N-CO 4.2
"Request 
Contact"

N-CO 1.4
"The Cloud Security 
Continuum: Do you 
Need Help Making 

the Transition to the 
Cloud? "

N-CO 1.5
"DIY is DOA: Cyber 

Security Moves 
Toward Hybrid 

Models"

SE-CO 1.1.4
"The Relationship, 
Nature and Flow of 

Information / 
Communication between 
the CISO, C-Suite and 

Board of Directors "

SE-CO 3.1.1
"Prioritizing Limited 
Resources on the 

Most Important 
Strategic Security 

Concerns"

SE-CO 1.2.4
"Webinar Recording:  

How Much Damage Can 
Your Executives Do?"

Overcoming 
Challenges + 

Commitment to 
Change

Solution Horizon Pre-Qualify 
Vendors Vendor Dialogue

N-CO 3.4
"Brochure of 

Services 
Available"

Engaged

SE-CO 1.1.5
"Ponemon Report- 

Security Spending and 
ROI- Executive 

Summary"

SE-CO 1.1.6
"Proactive Incident 
Management: An 
Eyes-Wide-Open 

Approach to Cyber 
Security"

SE-CO 2.1.4
"Determining the true 
cost of a data breach"

SE-CO 3.1.4
"The Underground 

Hacker Market"

SE-CO 1.2.1
"Cloud Security -- A 

Shared Responsibility 
Model"

SE-CO 2.2.3
"The Talent Gap: 
Recruiting (and 

Retaining) the Security 
Team You Need"

SE-CO 3.2.4
"The Underground 

Hacker Market"

N-CO 1.6
"Four Steps to 

Defining a World 
Class Security 

Program"

N-CO 1.8
"Case Study 

Compendium"

N-CO 1.1
"Breaking the Kill 
Chain infographic 

and summary"

N-CO 1.3
"Common Pitfalls 

and Tips to Meeting 
PCI DSS 

Compliance"

E-CO 1.2.1
"ROTATING 

OFFER: CTU Threat 
Report"

E-CO 1.2.2
"Webinar: SC Magazine 

Eliminating the blind 
spot: Detecting and 
Responding to the 

Advanced and Evasive 
Threat webinar"

E-CO 1.2.3
"Breach Trends: Dell 

SecureWorks View From 
Above"

SE-CO 2.2.4
"Proactive Incident 
Management: An 
Eyes-Wide-Open 

Approach to 
Cyber-Security"

•  Two	conversa5on	tracks,	differen5ated	by	and	
suppor5ng	the	unique	pains	and	priori5es	uncovered	
through	extensive	research	
	

•  Passive	Engagement	broken	into	a	three-step	buyer’s	
journey,	mul5ple	content	pieces	per	step	

•  Key	Issues	and	Organiza5onal	Implica5ons	
•  Recommended	Strategies	to	Pursue	
•  Solu5on	Awareness	

	
•  Mul5ple	middle-stage	(Trigger	Catalyst)	content	

offerings	focused	on	select	events	that	could	lead	to	a	
buying	cycle	
	

•  Ac5ve	Engagement	broken	into	four	steps,	mul5ple	
content	pieces	per	step	

•  Overcoming	challenges,	commitment	to	change	
•  Solu5on	Horizon	
•  Pre-Qualify	Vendors	
•  Vendor	Dialogue	



Nurturing Model 
Core	Model	Overview	

Engaged

Needs Definition

Qualified Engaged

Trigger 
Catalyst

Key Issues & 
Organizational 
Implications

DSWRX 
Recommends 
Strategies to 

Pursue

DSWRX 
Solutions 

Awareness

SE-CO 
1.1.1

SE-CO 
2.1.1

SE-CO 
3.1.1

E-CO 
1.1.1

E-CO 
1.1.2

SE-CO 
1.1.2

Security Strategy (CISO / 
CSO / Security Director)

N-CO 1.1

N-CO 1.2

N-CO 1.3

N-CO 2.1

N-CO 2.2

N-CO 4.1

N-CO 4.2

QL - Warm

Opportunity

RE-CO 3.1

 Drip Track

SE-CO 
2.1.2

SE-CO 
3.1.2

E-CO 
1.1.3

N-CO 2.3

SE-CO 1 E-CO 1SE-CO 2 SE-CO 3 N-CO  1 N-CO  3N-CO  2

RE-CO 1.1

SE-CO 
1.1.3

SE-CO 
1.1.4

SE-CO 
2.1.3

SE-CO 
3.1.3

House List Recycle

SE-CO 
1.2.1

SE-CO 
2.2.1

SE-CO 
3.2.1

E-CO 
1.2.1

E-CO 
1.2.2

SE-CO 
1.2.2

Security Tactics (IT / 
Security Manager + Analyst)

SE-CO 
2.2.2

SE-CO 
3.2.2

E-CO 
1.2.3

SE-CO 
1.2.3

SE-CO 
1.2.4

SE-CO 
2.2.3

SE-CO 
2.2.4

SE-CO 
3.2.3

 House List Recycle

QL - Hot

N-CO  4

Vendor Engagement

Qualified Lead

N-CO 1.4

N-CO 1.5

N-CO 1.6

N-CO 3.1

N-CO 3.2

N-CO 3.3

ISS Solutions (Nurture)

Scope / 
RFP

Short 
List References SOC 

Tour
Due 

Diligence

Due 
Diligence

Scope / 
RFP

Short 
List References SOC 

Tour
Vendor 

Commitment

Vendor 
Commitment

Active Sales Process

E-CO 
1.1.4

N-CO 3.4

Trigger 
Catalyst

Solution 
Horizon

Pre-Qualify 
Vendors

Vendor 
Dialogue

SE-CO 
1.1.5

SE-CO 
1.1.6

SE-CO 
2.1.4

SE-CO 
3.1.4

SE-CO 
1.2.5

SE-CO 
3.2.4

N-CO 1.7

N-CO 1.8

SE-CO 
3.1.5

SE-CO 
1.2.6

SE-CO 
3.2.5

N-CO 1.9

N-CO 1.10



Eloqua Nurture 

•  Overcome	system	limita5ons	to	make	Eloqua	work	with	a	complex	content	and	lead	management	strategy,	insis5ng	on	a	
strategy-first	implementa5on	of	a	nurture	and	content	program.	Collabora5ve,	advanced	approach	required	to	translate	a	
buyer-centric	content	strategy	into	an	Eloqua	blueprint	that	was	not	supported	“out	of	the	box.”	
	

•  Support	a	global	website	relaunch	across	six	web	proper5es	and	in	four	languages,	ensuring	for	a	seamless	integra5on	of	
Eloqua	and	mul5ple	demand	genera5on	nurtures	with	the	new	site.	
	

•  Forward-thinking	approach	to	Eloqua	configura5on,	designed	to	specifically	support	advanced	content	performance	metrics	
that	are	not	na5ve	to	any	marke5ng	technology	system.	(see	next	slide	for	sample	repor5ng)	

–  Content	Offer	Elas5city	–	likelihood,	by	content	offer,	of	a	prospect	that	downloads	it	becoming	a	qualified	lead,	opportunity	or	customer	
–  Impact	Expecta5on	–	performance	metric	iden5fying	the	content	offers	that,	when	downloaded,	have	the	highest	likelihood	of	crea5ng	revenue	

	

•  Incorpora5on	of	“Accelerators”	across	all	emails	in	nurture	and	on	website,	allowing	for	“hot”	leads	to	self-iden5fy	and	
request	immediate	assistance	across	a	variety	of	calls	to	ac5on.	
	

•  Advanced	management	of	factors	like	aRribu5on	for	more	than	20	engagement	channels	(Live	Events,	PPC,	Paid	Social,	
Content	Syndica5on,	etc.),	and	the	“influence”	of	specific	content	downloaded	before	a	sale.	
	

•  Crea5on	and	execu5on	of	a	training	program	to	educate	the	sales	teams	on	the	content	structure	and	how	leads	flow	into	
Eloqua,	what	it	means	to	them,	and	how	they	can	use	it	(including	the	use	of	Eloqua	Prospect	Profiler).	
	

•  Development	of	program	sorters	with	advanced	logic	designed	to	accurately	place	buyers	into	the	right	persona,	
conversa;on	track,	and	step	in	the	buyers	journey	based	on	digital	engagement	and/or	live	event	interac5ons.	
	

•  Created	an	advanced	program	in	Eloqua	that	reacts	to	lead	scores,	directly	linking	prospect	and	customer	content	
consump;on	between	marke;ng	and	sales.	Lead	scoring	based	on	progressive	profiling,	with	more	valuable	content	
requiring	more	informa5on	from	prospect	for	interac5ons	based	on	value	of	content	offer	(according	to	stage	in	buying	
cycle)	

–  Early-stage	educa5onal	pieces	lower	score	value	than	later-stage	pieces	indica5ve	of	buyer	interest	
	

•  Three	organic	nurture	paths	designed	to	support	the	buyer’s	journey	nurtures	built	over	four	months	
–  Early-stage	18-step	Strategic	Buyer	nurture	
–  Early-stage	16-step	Tac5cal	Buyer	nurture	
–  Buying-stage	17-step	All-Buyer	nurture	

Cutting-edge Eloqua nurture architecture designed to support content strategy 



Leveraging Eloqua and BI for Advanced Reporting 
Sample	Tableau	Repor5ng:	Architec5ng	Eloqua	to	support	advanced	Content	Performance	and		
Demand	Genera5on	metrics	that	are	not	na5ve	to	any	marke5ng	technology	system.	

Engagement Performance 
KPI:		#	Engaged	/	Engagement	Channel	by	Lead	Qualifica;on	Stage	

EMD	Audit	 EMD	Strategy	 EMD	Monitoring	+	
Remedia;on	

Content Offer Performance 
KPI:		Lead	Stage	Elas0city	/	Content	Offer	

EMD	Audit	 EMD	Strategy	 EMD	Monitoring	+	
Remedia0on	

Lead Management Performance 
KPI:		Key	Conversion	Arcs	(w/	Benchmarking)	

EMD	Audit	 EMD	Strategy	 EMD	Monitoring	+	
RemediaDon	

Revenue Performance 
KPI:		Demand	Genera.on	Contribu.on	/	Lead	Stage;	Demand	Genera.on	Percentage	Contribu.on	/	
Lead	Stage	

EMD	Audit	 EMD	Strategy	 EMD	Monitoring	+	
Remedia.on	

ENGAGEMENT	CHANNEL	IMPACT	

CONVERSION	RATE	BENCHMARKING	

CONTENT	OFFER	IMPACT	

REVENUE	LIFT	OPTIMIZATION	



Summary of Results 

•  51	content	offers	deployed,	15	writers,	3	designers,	30	new	pieces	created,	2	nurture	programs,	51	landing	pages,	102	
nurture	emails,	51	fulfillment	emails,	progressive	profiling	lead	forms,	complex	lead	scoring,	nurture	program	buildout	in	
Eloqua,	“accelerator”	calls	to	ac5on	for	hot	leads	to	self	iden5fy	across	nurture	or	website,	lead	management	and	integra5on	
with	CRM,	advanced	KPI	analysis	in	Tableau,	full	integra5on	with	website	CMS	Sitecore	
	

•  Exceeding	targets	for	2016	in	all	key	demand	genera;on	metrics,	including	qualified	leads,	opportuni5es,	and	closed/wons.	
content	Engagement	and	opportunity	conversion	rates	also	above	targets:			

–  Engaged	leads	to	qualified	leads	
–  Qualified	leads	to	opportuni5es	(16%	above	industry	benchmarks	from	Sirius	Decisions	and	Forrester)	
–  Opportuni5es	to	closed/won	

•  Revolu;onary	‘Content	Elas;city’	Metrics,	supported	by	strategic	fields	in	Eloqua	demonstra5ng	the	historical	probability	of	
a	prospect	becoming	a	qualified	lead,	an	opportunity,	or	a	closed/won,	based	on	engagement	with	each	and	every	individual	
content	offer	(see	sample	Content	Offer	Performance	chart	on	previous	slide).	Findings	to	date	include:	

–  Late-stage,	N-CO	content	offers	already	showing	Closed/Won	elas5city	of	more	than	25%	—	meaning	more	than	25%	of	the	5me	someone	downloads	a	specific	
piece	of	nurture	content	they	become	customers	

–  Iden5fica5on	of	low-volume,	high	elas5city	offers	that	will	become	the	focus	of	priori5zed	placement	on	the	website,	resource	center,	and	promo5on	through	
engagement	channels	like	PPC	and	Social	

•  Ability	to	measure	both	new	opportuni5es	(and	revenue)	sourced	from	the	Eloqua	nurture,	as	well	as	iden5fy	the	specific	
content	offers	that	influenced	buyers	on	their	way	to	closed/won	(see	sample	Revenue	Lip	chart	on	previous	slide)	
	

•  Content	offer	performance	now	visible	by	engagement	channel	(website,	PPC,	webinars,	social,	etc.)	and	also	different	
vendors	in	those	channels,	showing	engaged	leads,	qualified	engaged	leads,	opportuni5es	and	closed/won	by	channel	and	
vendor	as	well	as	showing	which	content	pieces	are	performing	best	by	channel	and	by	vendor	and	by	persona	
	

•  Ini5al	results	indicate	that	overt	outreach	(as	in,	somebody	reaching	out	directly	to	SecureWorks	with	an	immediate	
opportunity),	tradi5onally	the	number	one	source	of	Closed/Won	opportuni5es,	will	soon	be	supplanted	by	the	content-
driven,	buyer-centric	Eloqua	nurture	program	as	the	top	source	of	new	Closed/Won	opportuni;es	

	

Leveraging	Marke5ng	Automa5on	to	Support	a	Complex	Content	Strategy,	Exceeding	all	Revenue	Goals	
and	Surpassing	Industry	Benchmarks	While	Revolu5onizing	Content	Performance	Measurement	


