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“I’ve been a marketer for 20 years, 
so I’m having to unlearn the old 
way of doing things to embrace 
everything that is new. The ability 
to sharp shoot and change and 
test methods and be able to 
VHH�LQ�ÁLJKW�KRZ�WR�FXUDWH�WKH�
message depending on how it’s 
received is a luxury that traditional 
marketers have never had.”

“For us, Modern Marketing is 
about simplifying user journeys. 
It’s about making sure you 
add the Ahas into the process, 
not just for the customer but 
also for the marketer.”

Challenge: Recover Leads Lost from Events
 
The marketers at Microsoft India invest considerable resources 
to produce events for their target audiences. But even after 
executing an event beautifully, the team was still not able to 
nurture leads in a way that capitalized on their investment.

To drive larger, multi-day events, the Marketing team 
used WorldWide Events. Although aspects of the software, 
such as registration form captures, worked well for the 
team, “the customer delight was missing,” according 
to Shilpa Dureja Puri, Microsoft India digital lead.

One issue with Worldwide Events from the start was the 
lack of opportunity to create branded and customized 
registration pages. “The Web forms’ poor aesthetic 
appeal and inability to offer interactivity for digital events 
made it unpopular among marketers,” said Shilpa.

Worldwide Events also limited communications with registrants. 
$�SRVW�UHJLVWUDWLRQ�HPDLO�FRQÀUPHG�WKH�FXVWRPHU�KDG�UHJLVWHUHG�
and Microsoft would notify them of acceptance. But the Worldwide 
Events interface didn’t allow for other pre- or post-event messaging. 
7KHVH�FRPPXQLFDWLRQV�UHTXLUHG�DQ�RIÁLQH�PDQXDO�SURFHVV��

After an event, the registration database was manually passed 
into Worldwide Lead Management, which created opportunities 
in the Sales CRM system. Although it’s possible to nurture from 
WKH�&50��WKLV�ZRXOG�QRW�EH�VSHFLÀF��HYHQW�EDVHG�QXUWXUH��7KLV�
could contribute to a gap—a lack of follow-up on leads from 
events and a huge missed opportunity to generate new business.

For “Future Unleashed,” a two-day event in November 
2015, with 3,000 in-person attendees and 300,000 viewers 
watching streaming video, the team chose to implement a 
Modern Marketing approach to close the gaps and meet 
their MQL goals through improved post-event nurture. 

“We were also conscious of creating a personalized and 
engaging customer experience online for Future Unleashed 
and a look-out for modern events solutions to help us raise 
the bar in customer experience management,” said Shilpa.
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“We can have a more deliberate, 
focused way of devising marketing 
programs that let us see the entire 
customer journey and build that 
journey in a coherent fashion.”

—  Jyotsna Makkar 

At a Glance
Challenge  |  Recover business opportunities 
lost due to disconnected post-event nurture

Goal  |  Event branded end-to-end 
for consistent customer journey, post-
event nurture streams for targeted 
audiences, MAQLs with adequate 
nurturing passed to Sales

Solution  |  Modern Marketing knowledge 
plus Certain and Marketo tools in combination

Results  |  Consistent branding, 13 
post-event nurture streams, mobile 
app for continued engagement, 
FRQÀGHQFH�LQ�DFKLHYLQJ�SLSH�JRDOV

Solution: Apply Modern  
Marketing Tools and Knowledge
“The investment in Modern Marketing Transformation 
is a potential game changer for our business, as it up-
ends our traditional approach to marketing,” said Jyotsna 
Makkar, Microsoft India CMO director. “A more deliberate, 
connected and continuous digital dialogue helps us 
brings cohesiveness to the entire customer journey.” 

Microsoft India had a successful debut of the Azure Demand 
Center in 2014 and has rolled out six Global Engagement Programs 
that launched in September 2015. Although they are “bullish” on 
Marketo, the team was missing an end-to-end event management 
platform. They found that piece in an email from Todd Wells 
recommending the Certain platform, which not only provides a 
modern events framework but has an API integration with Marketo.

“In India, we tried Certain for our most ambitious multi-
audience event—Future Unleashed,” said Jyotsna. The event 
targeted everyone from the C suite to BDMs to IT professionals 
and developers, requiring a multifaceted approach. Certain 
enabled the team to target each with a unique registration 
experience as well as relevant post-event content.

“Certain proved itself in the capability to offer branded 
and customized customer experiences from pre-
registration and in-event session management 
through post-event nurture,” Shilpa added. 

All the registration information, including attendees who 
walked into sessions during the event, fed back into Certain. 
Before the event, the team tailored pre-event email messaging 
and timing to reach the various audiences. Afterward the 
Certain database was pulled into Marketo to allow automatic 
sending of Thank You and Missed You emails. “We also 
scanned badges at the event, so we could analyze session 
attendance and do targeted follow-up activity,” said Shilpa.

“The big clincher for us was the sheer luxury of having 13 
post-nurture streams divided along the functional roles—10 
for business and 3 for IT,” said Jyotsna. The team developed 
a content matrix for the roles and leveraged the Worldwide 
EPG team’s experience to identify content to highlight.

“We also explored use of Certain to build a mobile app to 
drive attendee engagement—showcasing more than 150 
sessions and 100 speaker details for setting up Personalised 
Agenda Builder, in-session polls, social media links and 
feedback, and continuing the post-event nurture,” Shilpa 
shared. Working with the Certain team, the marketers were 
able to quickly create an app for both business and technical 
audiences across three platforms: iOS, Android and HTML5.

Microsoft India Unleashes the Future of Modern Marketing

“We can now manage the 
complexity of the messages we 
need to put out and the journeys 
we need to help our customers 
navigate in a way that provides 
both scale and science.”

—  Jyotsna Makkar 

Story   |   Modern Marketing University



Results: Drive Engagement and MQLs 

“For the last 15 months, we’ve been on a journey of shifting 
our focus from ITDMs to BDMs,“ Jyotsna explained. 
“Modern Marketing tools like Marketo and Certain enable 
hyper-relevant nurture of these different audiences.

“Now we have an algorithm that gives us visibility into 
when the prospect is absolutely right to target with more 
GHÀQLWH�VDOHV�FDOOV�DQG�PHVVDJLQJ�µ�VKH�DGGHG��´7KLV�
toolset connects the dots along the customer journey.

“We’re trying to accelerate our learning on Modern 
Marketing—the opportunity to drive deeper Marketing 
ROI as well as greater partnership and accountability 
with Sales will be great pay-offs,” Jyotsna said. 

“I would encourage marketers at Microsoft to warmly  
embrace Modern Marketing, because it can drive so much 
more accountability and credibility with Sales in terms of 
impact and return on marketing programs,” she emphasized. 

“We can now manage the complexity of the messages we 
put out and the journeys we help our customers navigate 
in a way that provides both scale and science.”
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Sent Delivered

TY and MY 637 580

251 209

1854 1714

TOTAL 2742 2503

FU1 422 403

FU2 91 88

MAQL 10

Day 1 – Business Day 
CIO | CFO | CHRO 
CMO | CSO | COO | 
CEO | BFSI | Edu | PS

Day 2 – Technical Day
ITPROs | Developers 
ITDMs

13 Distinct Nurture Streams

Microsoft India Unleashes the Future of Modern Marketing

CFO Nurture Journey: Powered by Marketo
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CFO gets  
a TY or  
a MY mail

Follow Up #1 No Click —  

End of Nurture

No Click —  

End of Nurture

Get’s email - with the 2 CTA
 •  Read IDC’s whitepaper linking 

analytics and competitiveness
 •  Gain increased visibility 

with a single, profound 
view into your analytics

Get’s another email - 
with the link - The New 
Age Fundamentals of 
Technology Cost Analysis 
- A CFO Handbook

Get’s the CxO Report D/I link

Clicks — Yes

Clicks — Yes
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