
May 7 – 9, 2019

Buckle Up: The Bentley Journey Begins
Shannon Clemons, Bentley Systems

Chris Helm, Bentley Systems
Session ID #83185



About the Speakers

Speaker Name
• Shannon Clemons, Bentley Systems, 

Senior Director Engagement 
Marketing

• Digital Marketing Enthusiast, Global 
Team Leader

• Can create persona-based journey 
map ON DEMAND for Engineering, 
Tech AND any SEC Sports campaign 
(mainly Auburn University)

• Other role is to create new weekly 
projects for IT team!

Speaker Name
• Chris Helm, Bentley Systems, Senior 

Solution Consultant
• Able to create Marketing Cloud 

updates ON DEMAND and architect 
system solutions for marketing and 
sales integration

• Full time role is to ask Marketing 
team to create a business case for 
all new IT requests to support 
Marketing Cloud



Placeholder for Bentley corporate intro slides



Key Outcomes/Objectives

1. How to prepare for your content journey 

2. Data. Data. Data.

3. Lessons Learned: What Worked

4. Content and Setting Expectations

5. Metrics and Fact Sheets 



What We Will Cover Today: Lessons Learned
• What we would have done differently

– Spend MUCH more time on the data model

– Agree on communication limits much earlier

– Focus on CONTENT and offers available to support your campaigns

– Lead stages and scoring  - confirm with Sales much earlier in the planning stages

– Work with content creators for pilots for each “always on” campaign

– Discuss other lead sources and traffic drivers – keep focus on email being the nurturing engine, NOT the initiator for campaigns

– Communicate the early wins and make internal team updates more visible

– Don’t underestimate the change needed for people who are not familiar with inbound marketing concepts

– Did we mention FOCUS ON DATA?

• What worked!

– Created a core team of experts and roles

– Early meetings with Sales to show how Fact Sheets add value 

– Established business decision maker leads and IT leads

– Focused on U.S. team and then global rollout with regional managers

– One-hour training sessions each week to avoid overwhelming team

– Approaching new features in pilot rollouts (Lead Nurture Stream example)

– Identified people who have experience with automation platforms

– Continually FOCUS ON DATA





January

Training and 
Testing

February 

Data Testing 
Scripts

QA

March

Data and 
Integration

April

New Subdomain 
Warm IP 

May

Warm IP 
Subdomain to 

prevent blacklist

May

Warm IP 
Address/GDPR

June 

Warm IP 

Example 1 year Timeline– Marketing Cloud Rollout

Focus for Q3 & Q4: Training Rollout/Global Team 

Focus for Q1 & Q2: Prepare database for production – send opt-in emails to Warm IP, confirm Communication Preferences, 
GDPR Compliance Obligation – Confirm Opt In Processes

July

Training: Core Team –
U.S.

First emails!

August

Training: Core Team 
- U.S.

September

Training Phase One

Complete

October

Phase Two!
EMEA

Regional Training

November

Phase Two!

Training APAC 

December

Cutover to New 
System for January



Engagement

Delivering repeatable “moments that matter” 

to users and enterprises. 





Principles of Engagement

1. Build and nurture trusted relationships
2. Transparency     (Don’t be creepy.)

3. Authenticity        (No fake news.)

4. Data → Context → Content
5. Personalized
6. Perfect timing
7. Contextually relevant
8. Messages that resonate
9. Data driven engagement decisions
10.Measurable



www.bentley.com
Email

communities.bentley.com

connect.bentley.com

Paid Media and Social

CONNECT 
Advisor



ENGAGEMENT MARKETING



January

Training and 
Testing

February 

Testing Scripts
QA

March

Data and 
Integration

April

New Subdomain 
Warm IP 

May

Warm IP 
Subdomain to 

prevent blacklist

May

Warm IP 
Address/GDPR

June 

Warm IP 

Example Timeline– Marketing Cloud Rollout

Focus for Q3 & Q4: Training Rollout/Global Team 

Focus for Q1 & Q2: Prepare database for production – send opt-in emails to Warm IP, confirm Communication Preferences, 
GDPR Compliance Obligation – Confirm Opt In Processes

July

Training: Core Team –
U.S.

First emails!

August

Training: Core Team 
- U.S.

September

Training Phase One

Complete

October

Phase Two!
EMEA

Regional Training

November

Phase Two!

Training APAC 

December

Cutover to New 
System for January



ConvertAttract Report

Nurture

&

Qualify

Close

Content, 
Events,
Promotions

Landing pages,
CTAs/Forms,
Social 

Email Journeys,
Tracking 
Interactions, 
Remarketing

Lead Scoring,
MQLs/SQLs
NEW processes!

Analysis,
Feedback,
Inform new 
campaigns
Continuous
improveme
nt



Create Bentley 
profile

Email 1
Thank you 

Message with Exec 
Brief

Email 2 
Solution Brief

Email 3 
Talk to an Expert 

Form

Wait for 5 Days

Click?

No

Yes Yes Email 4
Thank you Email 

Form 
Submit?

Wait for 5 Days

No

Leave 
Campaign

Education 
Stream

Solution 
Click?

Evaluate 
Stream Re-Nurture

Leave 
Campaign

Leave 
Campaign

Yes

No

Wait for 5 Days

Send notification 
to Rep

Have 
Bentley Profile?

No

Yes

Email address 
verification

PW Campaign Page
eBook Download Bentley Website Thank you page

Within 3 days

Prospects

connect.bentley.c
om

www.bentley.c
om

Email

REMARKET 
NURTURING

NEW

Short series today. Broad messages.



Longer series! Targeted content.
And best of all – we can replicate campaigns.

IMPROVING 
LEAD QUALITY
Marketing will 
nurture leads 

longer

Offers could include: 
E-book   >webinar   >case study   >article   >industry report   >infographic   >video   >event 
invitation…



What Does Marketing Cloud Mean for SALES? 
Important that we emphasize this value!

• Better content and campaigns to qualify leads BEFORE they are 
sent to Sales

• Improvement in your queues
• Better qualified leads
• Prospects further down the sales funnel
• Leads with more advanced product knowledge that better match 

their needs/ pain points

$$$



REMIND YOUR USERS OF THE FACT SHEET!

Example 
Account

View



Marketing Cloud Example



Marketing Account Factsheet – in C4S

Access the Marketing Account 
Factsheet from the Accounts Page 
→Web Services →Marketing 

Account Factsheet

• Provides Sales with 
additional details about 
accounts, including lists of 
relevant contacts and their 
interactions with Bentley

• Information found in the 
factsheet are mostly read-
only, and is extracted from 
Marketing Cloud

• These engagement insights 
provide Sales with a  360 
degree view of activities 
initiated from Marketing 
Cloud and Cloud for Sales 

Example 
Account



Marketing Account Factsheet - Overview

CUSTOMER CONTACTS –
displays all your contacts who 
are responsible for purchasing 
at the account

ACCOUNT TEAM – provides an 
overview of all members of 
the Bentley account team 
who are responsible for the 
account

The Factsheet has 
several sections:

• Customer Contacts
• Account Team
• Interactions
• Scores
• Commerce
• White Space 

Analysis
• Additional Data
• Permission 

Marketing

In the Customer Contacts tab, you 
can customize the view by adding 
columns that are available or 
using a filter, or sorting the data.  

Just right click on the column 
header to display customization 
options. 

Example 
One



22

Example 
Account



Example 
Account



Contact 
Name







New Automated Working Model: Starts with Plan
Email A:

3 Reasons to Upgrade

Email B:
Vid – How to  Increase 

Productivity

Email C:
Vid – Ways to Reduce IT 

Costs

Clicked?

Clicked?

Long-Term 
Evergreen
Nurture

Clicked?

Email D: Get the e-book

Open?

Email E: Vid – Deliverables 
Management Demo

Open?

Email J: Have a 
Consultation?

Y

Y

Y

Y

Y

Pause 1 day

Pause 7 days

Pause 7 days

Pause 1 day

Pause 1 day

Pause 1 day

Pause 15 days

Click?

Pause 7 day

Telequal

Y

No

Email: Top 5 Cloud Hosting

Email F: Tech Talk 
Recording

Case Study 
Sequence

Click?
Y

Email H: FAQ

Pause 7 day

Pause 3 day

Pause 7 day

Pause 7 day



Real example: Re-engage Campaign “Wake the 
Dead”
Project Purpose: Elicit buying signals

• Initiate journey automation

• Expose e-book to unengaged

• Lay foundation for automated evergreen

• Go Agile with initial experimentation

• Wake the dead

• Start tracking 
7,200

Never Opened



Real Example: ProjectWise CEA

Project Method

• Segmentation: Groomed list from unengaged accounts
• Product Integration = Y
• Opened email = never

• Agile experimentation: Audience randomly divided into three 
waves

• Wave 1 – Tweaked Control: Modified current email 
layouts with best practices 

• Wave 2 – Best Practices Redesign: Email templates built 
with click-focused images and CTAs, and unique LPs will 
be built for optimum data capture

• Wave 3 – Optimized from Learning: We will use data on 
subject lines, time-of-day, sender and layout 2,400

Wave 1: 
Control



362:121:45

2,079:145:73

158:79:31
2,168: 82:15

2,400:174:45

Wave 1 Example (sent:open:click)

Email A:
3 Reasons to Upgrade

Email B:
Vid – How to  Increase 

Productivity

Email C:
Vid – Ways to Reduce IT 

Costs

Clicked?

Clicked?

Long-Term 
Nurture

Clicked?

Email D: Get 
the e-book

Open?

Email E: Vid –
Deliverables 

Management Demo

Open?

Y

Y

Y

Y

Y

Pause 1 day

Pause 7 days

Pause 7 days

Pause 1 day

Pause 1 day

Pause 7 days

Pause 15 days

Late Awareness
to Consideration 

Proof

7,200
Never 

Opened

Open 50%
CTO 40%
CTR 20%

Open 7%
CTO 26%
CTR 2%

Open 5%
CTO 18%
CTR 1%

Open 7%
CTO 50%
CTR 4%

Open 33%
CTO 37%
CTR 12%



Upgrade “Campaign” in Marketing Cloud 



Lead Nurture Streams (live on 2/27/2019)

Campaign Models 
migrate to LNS Stages 
(cols) that have unique 
segmentation criteria



Re-engagement results
Wave 1 Email 1
Open rate = 
7.25% 
CTR = 1.94%
CTR (unique) = 
1.55%
Initial CTO = 21%
Unsub = ?%

Wave 2 Email 1
Open rate = 
10.83%
CTR  = 3.18%
CTR (unique) = 
2.18%
Initial CTO = 20%

Wave1
Wave2

Open  = 7%
CTR = 2%

Open = 
11%

CTR = 3%



Process – How to create a true global rollout
Confirm what you need at each stage

Product 
Strategy or 
Campaign 

Plan

Audit the 
Content and 

Offers 
Available to 

Support 
Campaign!

Engagement 
Team 

Creates Plan 
in Campaign 

Designer

Confirm 
Roles for 
Writing 
Email 

Content and 
Landing 

Page Offers

Confirm 
Localization 

Plan (as 
needed 

based on 
your 

business)

Confirm 
Follow Up 
and Sales 
Hand Off

Review 
Analytics and 
Opportunity 
to Improve

Content Audits are Critical to Success of All Campaigns
What’s Next – What Will Sales Do With Results of Trigger Campaigns?

Schedule reviews to analyze results of campaigns



How are we going to get from content …

ASSET MAP EMAIL CONTENTOR



… to Campaigns and longer nurturing streams



Now What?

• Content is written
• Campaigns are launched…

• Review results 
• Conduct A/B testing for email, paid media, landing page 

CTA, etc.

• Evaluate content to see if it is valued – check with Sales to 
review conversion





Next Step: Dashboards!



Parting Advice: Manage the Change!



Lessons Learned
• What we would have done differently

– Spend MUCH more time on the data model

– Agree on communication limits much earlier

– Create lead stages and scoring  - confirm with Sales much earlier in the planning stages

– Work with content creators for pilots for each “always on” and remarketing campaign

– Discuss other lead sources and traffic drivers – keep focus on email being the nurturing engine, NOT the initiator for 
campaigns – focus on inbound

– Communicate the early wins and make internal team updates more visible

– Don’t underestimate the change needed for people who are not familiar with inbound marketing concepts

• What worked
– Created a core team of experts and roles

– Early meetings with Sales to show how Fact Sheets add value

– Established business decision maker leads and IT leads

– Focused on U.S. team and then global rollout with regional managers

– One-hour training sessions each week to avoid overwhelming team

– Approaching new features in pilot rollouts (Lead Nurture Stream example)

– Identified people who have experience with automation platforms to build the talent

– Using dashboards to make decisions on which programs to start, stop, continue



Take the Session Survey.

We want to hear from 
you! Be sure to complete 
the session evaluation on 
the SAPPHIRE NOW and 
ASUG Annual Conference 
mobile app.



Access the slides from 2019 ASUG Annual Conference here: 

http://info.asug.com/2019-ac-slides

Presentation Materials

http://info.asug.com/2019-ac-slides


Q&A
For questions after this session, contact us at 

Shannon.Clemons@Bentley.com
or 

chris.helm@Bentley.com

mailto:Shannon.Clemons@Bentley.com
mailto:chris.helm@Bentley.com


Let’s Be Social.
Stay connected. Share your SAP experiences anytime, anywhere. 

Join the ASUG conversation on social media: @ASUG365 #ASUG


