
EVault®, a Seagate company, offers full-service backup 
and recovery, leveraging the very best cloud-connected 
technology and infrastructure for more than 43,000 
companies. EVault had aggressive growth targets  
and needed to maximize the effectiveness of their  
marketing activities. 

While marketing automation and CRM were in place,  
EVault lacked best practices to optimize performance  
and needed tighter program integration in order to 
achieve better reporting. They also wanted better 
sales and marketing alignment and an enhanced lead 
management process that could be replicated globally.
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EVault wanted to achieve immediate results, and 
chose The Pedowitz Group based on TPG’s position 
as a thought leader with a track record of Revenue 
Marketing™ success.

TPG conducted a Marketo Health Check, a detailed 
assessment to find where improvements could be 

The Revenue Marketing Agency

The Solution

The Challenge

“Our engagement with The Pedowitz Group has been a pleasure. Two characteristics of our 
Pedowitz team were especially noteworthy:  
•  They are brilliant in the Marketing Automation tool we were using. They knew that a strong 

background in a common platform would help us advocate industry best practices internally.  
•  They also effectively focused on results. The projects we built together resulted in significant 

productivity gains and developed faster program feedback, which made effective strategic 
decisions that much easier.”

- Ryan Shober, Marketing Operations Manager, EVault

made, identify quick wins, and set a roadmap for the 
future. TPG knew that because SFDC focuses on the 
sales end of the funnel, it didn’t always give the full 
picture of a lead’s progression over time. Optimized 
integration between Marketo and Salesforce.com would:

•  Improve standards-based reporting
•   Supplement reporting for better  

business decisions
•  Improve data management
•   Enhance lead distribution through  

the lead lifecycle

These changes resulted in significant productivity  
gains and much better collaboration between their 
internal teams. 

Lead Lifecycle - Because EVault employs channel 
partners, field partners, direct field marketing and 
sales, lead management was complicated. TPG 
worked with EVault to implement lead lifecycle 
management best practices, improving sales and 
marketing alignment and efficiency.

How The Pedowitz Group Helped
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“TPG brought extremely professional and 
knowledgeable people. Their work in the application, 
solutions proposed, and ability to interpret our needs 
and provide actionable recommendations made 
TPG an invaluable member of our team. Consistent 
optimism and quick execution made it easy to rely 
on them and gave us confidence that every task 
would receive proper priority.The work ethic from 
this organization is gold standard and quickly the 
engagement became a strong relationship for us.”

- Janel Ahrens, Senior Director of Global Marketing

Global Lead Routing - Lead routing was also a key issue 
in their global efforts. Creating unique, dynamic lead 
scoring models for each geography answered the needs 
of the sales teams and also the needs of each regional 
resource. 

Benefits:
•  Clarified lead ownership and accountability 
•   More effective communications between sales  

and marketing
•   Rapid responses increased # of opportunities  

and closed sales 

EVault also applied lead scoring and lead management 
to the channel side, helping to prioritize leads and 
determine whether they were delivered to internal 
teams or to external partners. Channel partners in 
EMEA now shared the same perspective as internal 
teams when it came to the prioritization and value of 
leads, and their degradation over time.

•   Increased lead quality and lead quantity
•   Improved sales and marketing alignment
•   Improved lead management process
•   Increased marketing and sales productivity
•   Increased visibility/control of results

Results of Lead Lifecycle 
Management + MA/CRM 
Optimization

Results (continued)Results

“We know what we need to know sooner.” 

Minutes versus hours – globally: Instead of hours or 
days, it now takes a lead only minutes from the time a 
form is submitted to when it reaches the appropriate 
sales rep.

Agile at a strategic level - Better reporting gave the 
team the intelligence they needed to quickly identify 
when a program was under-performing, enabling them 
to determine what needed to change. 

Improved Globalization – Unique scoring models 
for each geography provided prioritization levels 
customized for each region.


