
AN ENGAGING ONLINE EXPERIENCE IS LIKE 
AN ENGAGING CONVERSATION 

A senior sales colleague of mine began the company’s annual sales kickoff with a 
great scene from That 70’s Show: Red Forman was struggling to make his first sale as 
a new home appliance salesperson. Unfortunately, Red was unable to communicate 
with his would-be customers… 

Successful sales reps (and marketers) will initiate helpful conversations with leads  
in ways that matter to them. Doing so motivates prospects to want to enter into a 
mutually useful dialogue about their buying needs. 

But unlike Red’s would-be customer who was already motivated to buy a refrigerator, 
chances are your prospects are not as willing to speak with a sales rep right away. That 
makes an effective online marketing strategy an absolute must. As marketing experts 
Ann Handley and C.C. Chapman explain in their excellent book Content Rules: 

(Due to) long sales cycles and complex purchase decision-making, B2B 
marketers must find the most qualified prospects and build relationships 
long before the first sales call. As a result, you need to embrace a new 
mind-set: one focused not just on generating leads but on developing a 
strategy to keep prospects engaged until they’re good and ready to talk 
to your sales reps. 

Today’s winning marketers strive to throw an entertaining, informative online 
“party” of sorts, that prospects will want to visit, stay and meet your good friends 
from the sales department. And like any enjoyable social gathering, your online 
engagement strategy needs to practice effective communication skills that 
Red eventually learned as well: 

https://www.youtube.com/watch?v=UQoJZ5ZYPBI


Share vital information when you have others’ attention. There's a French 
expression called "the wit of the staircase": Someone made a comment to you earlier, and 
you come up with the perfect response far too late to share it. Effective, personalized 
online engagement requires utilizing all available knowledge about each visitor 
or prospect in real time – when it matters most. 

For example, Ektron’s Digital Experience Hub leverages your existing best-of-breed 
sales and marketing automation solutions to provide targeted content for a much 
more personalized experience.
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Communicate with prospects, not at them. Red talked his customer out of 
buying because she wasn't conveying her needs the way he would. Your online 
customer engagement strategy must communicate with prospects in ways that 
are relevant and comfortable to them. That means researching key buyer 
personas and providing online content that speaks directly to their closest-felt 
needs and wants. 

Listen! Don’t tune in and out of the conversation. Like a “live” conversation, 
online engagement must convey a personal interest in who you are 
communicating with. To do that, you’ve got to listen. 

For example, Pinterest recently sent a 'congrats on you wedding' email to single women

getting married. Such a slip-up is much like making a careless face-to-face remark
based on only part of the conversation. Once again, leveraging insights buried 
within your existing marketing systems will help you create a 360-degree view of 
your customers that enable online personalization that’s on the mark. 

Effective online engagement practices clearly bear many similarities with 
effective in-person communication skills. And a successful online engagement 
strategy gets a whole lot easier to implement when your content technology 
can also “talk” with your existing marketing systems to provide memorable 
digital experiences that help turn visitors into leads and leads into loyal customers.

who had visited wedding-related pins, falsely assuming their visit meant they must be 

http://nymag.com/daily/intelligencer/2014/09/pinterest-congratulates-single-women-on-marriage.html
https://mikeurbonas.com/portfolio/digital-experience-hub-personalized-online-engagement/



