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How to Succeed in the Age of Digital Marketing 
 

Customers have become more demanding than ever. Not only do they want 

personalized attention, but they also expect you to recognize wherever they are in 

the moment. 

 

To win against the competition, our businesses must 

• deliver marketing across multiple channels and devices, 

• interact with our audience on the channel they prefer, then 

• track and optimize that journey. 

With today’s marketing automation platforms, such as SharpSpring, we can touch 

our customers and prospects in any channel. But to maintain the relationship, we 

must track the contact from social media to our web page, then to an email 

account, and finally to their phone.  

It’s the integration challenge, my friend. Your marketing automation platform (say, 

SharpSpring, but maybe a competitor) will record all the interactions, but how do 

you make sure all those calls, chats, and social reactions are merging to the right 

record? How do you figure out which blog post or drip campaign is making the 

biggest difference? 

New contacts become prospects when they share some information that allows 

you to qualify them as someone that your company can serve better than the 

competition. Usually (but not always), that moment occurs when they give the 

right answer on a form on your web site. (If they are over the age of 50, they may 

have called into your staff and had a conversation. Don’t hold your breath.) 
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Leveraging a Marketing Automation Platform 

If you and your staff have committed to a state-of-the-art marketing automation 

platform (like SharpSpring, hint, hint), you’ve probably got the data you need to 

build customer relationships. But once the sales process gets going, you’ll find 

that holding all the pieces together can be excruciating. It’s holding you back from 

figuring out which prospects deserve the most investment. 

When we look at our computer screen, no matter our job function, we need to see 

that tools are available to speed our productivity. The more training required, the 

more the information system will be a drag on performance. You need a system so 

well-designed that your people look at the screen and get excited about taking 

the next step. Choosing an advisor who researches your existing processes, and 

configures the system to make them clear, those are the choices that speed you 

down the path. 

To integrate all the data rolling into your business and to make sure it’s 

actionable… that’s where you need more than a good advisor. To conquer digital 

marketing, you need a partner who’s run the traps, a partner who will be there 

when you must climb the hurdles. Getting everyone on the same page, not 

because they are bridling, but because they don’t see the path… that’s the biggest 

challenge. 

At E6 Solutions, we want to help your find the path to a holistic information 

system that serves you and your customer, bringing all of you together. 

How E6 Solutions Stepped Up our Game  

with Digital Marketing 
 

After deciding to integrate SharpSpring marketing automation for digital 

marketing, Dennis Synal recruited Theresa Quintanilla to translate E6 expertise into 

words. E6 Solutions now has a blog, a monthly newsletter, and social media 

accounts (LinkedIn and Twitter). 

Theresa: “I had long heard wonderful things about SharpSpring, but never had a 

chance to use it. Now Dennis and I have deep experience setting up and using 

SharpSpring. So, we’re sharing our setup experience to help other companies 

know what to expect.” 
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Step 1: Prioritize the Features 
 

At E6 Solutions, we “eat our own dog food.” (That means we actually use the 

products we recommend.) We are very excited about all our new marketing 

capabilities since we adopted SharpSpring market automation. Because the 

installation is still fresh in our minds, we’d like to share our experience. If you follow 

these ten steps with us, you’ll gain insight into our processes as well as the 

SharpSpring benefits. 

SharpSpring provides so much more than just email drip campaigns. Once it’s 

installed, their onboarding staff will introduce you to about a dozen major 

processes within the platform. At E6 Solutions, we found this “tasting menu” 

approach distracting. We already knew which features needed to be added to our 

processes. It was difficult to get SharpSpring trainers to share our focus. 

Before going through SharpSpring onboarding, you should review the available 

features. Rank them based on which will bring the most immediate benefit to your 

company. Some of these features require more setup than others. Some of them 

will overlap with your current systems. Focus first on the critical gaps in your 

current systems. 

 

SHARPSPRING Features: a partial list 
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If you don’t currently use a Customer Relationship Management (CRM) tool, you’ll 

find the SharpSpring product rich in features and easy to use. If you have already 

invested considerable time and money in a CRM such as Goldmine, you may prefer 

to link the other SharpSpring features to your existing CRM database. At E6 

Solutions we are integrating our sales pipeline between SharpSpring and Creatio 

Sales. The process is complicated, but the results are very efficient. 

Next: “the feature you should probably install first.” 

 

Step 2: Visitor Identification 
 

 

 

For Step Two in the faster adoption of SharpSpring marketing automation, at E6 

Solutions we recommend our customers begin by focusing on the visitor 

identification tool, Visitor ID. To get Visitor ID working, you’ll have to place 

SharpSpring tracking codes on all the sites and pages that serve your customers 

and marketing efforts. Then you can quickly see the benefits of Visitor ID, even 

without generating any new campaigns or importing your contacts. While it is true 

that Visitor ID is better with existing contacts and campaigns, you don’t have to 

wait on them to enjoy some fresh insights. 

Visitor Identification of VIP’s 

Most companies know that Google Analytics will measure their web site traffic. In 

contrast, SharpSpring focuses on turning traffic into people. It gives your sales and 

marketing staff more actionable data about visitors. If you’ve added contacts to 

SharpSpring, the visitors can be matched to your existing contacts. Even more 

exciting, previously unknown visitors can be identified. 
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Website visitors reported with time and pages visited 

 

Using reverse IP lookup for business accounts, SharpSpring matches your visitors 

to existing accounts as much as possible. Even without a matching contact record, 

SharpSpring can often identify the business name, location, and industry. 

When you identify your most important web pages to SharpSpring, it can tell you 

if a visitor lingered on those pages. If you tell SharpSpring which industries and job 

functions best qualify as your prospects, those visitors will be given priority. 

Set Up Notifications 

Visit the Tracking area of SharpSpring Settings to select which users will receive 

Visitor ID notifications on a daily or weekly basis. At E6 Solutions, we found the 

daily reports created excitement and anticipation for adding our contacts to 

SharpSpring. 

 



©E6 Solutions, LLC Quality is the Relationship. Service is the Experience. Page 8 of 21 

Step 3: Importing Data into SharpSpring 
 

You should think twice, three times about HOW to import your contacts into 

SharpSpring. Obviously, you want to see the Visitor ID notice when your contacts 

are visiting. However, you don’t want to abandon all their history in your previous 

contact management, CRM, or email platform. How do you decide how much data 

needs to be imported with your contacts?  

Before importing data into SharpSpring, you’ve got to review how your data flows. 

Both contact and company data move through multiple systems, such as 

accounting, customer service, and resource scheduling. If you also plan to 

integrate your existing Customer Relationship Management system, you also must 

decide how data will move between SharpSpring and your CRM. 

Merge your data into SharpSpring 

Fortunately, SharpSpring is very good at integrating with your current systems. 

Some integrations, such as the SharpSpring and Salesforce integration, are well-

established with plenty of existing guidance. In other cases, the E6 Solutions 

professional service team can assist with custom integration. 

Merging into the existing traffic is always stressful. 

Many small businesses try to “start fresh” by entering the bare minimum of contact 

data into SharpSpring. Then they build a new history with their prospects and 

customers. We don’t believe that’s wrong; we just believe that you could have a 

better resolution. By working with E6 Solutions, you can either integrate your 

existing CRM or import all the important data into the new system (then deep-six 

the old one). It’s challenging, but it’s not unaffordable. Just ask us how! 

Beware of creating divergent data sets! 

The worst approach is to let your salespeople manually enter your existing contact 

data into the new system and “fly blind.” This method could lead to having 

conflicting data in your accounting system and sales system. You could have 
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conflicting addresses, billing contacts, and purchase descriptions. The longer the 

disconnect operates, the more trouble you will experience. E6 Solutions can give 

you an up-front evaluation of how to reconcile the systems when importing your 

data into SharpSpring. You’ll avoid any nasty surprises at year-end closing. 

Step 4: Avoid the “Juggling” Act:  

Plan first, train later 
 

SharpSpring promotes the SharpSpring onboarding process as a key reason to 

select them. To make it work for your company, you must understand their 

approach. 

SharpSpring knows the first 60 days are crucial to a new customer’s success. And 

they recognize two distinct challenges: 1) correct technical setup and 2) user 

orientation. To overcome these challenges, they must pack both setup and 

orientation into one onboarding process. 

 

At E6 Solutions, we recommend you address these two issues separately in your 

planning. From a technical point of view, you company has to decide which 

SharpSpring features are going to be integrated into your current information 

systems. If you don’t plan to maintain any legacy, then GREAT, your people can 

learn to do everything the SharpSpring way. Unfortunately, few companies will be 

in that position. 

So, we recommend that as soon as you’ve decided to use SharpSpring (so very 

smart!), then decide which of their dozens of features you will be adopting. That 

will make it easy to plan SharpSpring onboarding. First, integrate the features 

you’ll be using with your technical team, THEN jump into user orientation. 

Do not plan user training too fast. First, decide what tools will be most valuable to 

your staff NOW, then plan onboarding after technical setup is complete. You can 

always add new SharpSpring features and tools later.  
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Step 5: Lead Management defines success 
 

When adopting SharpSpring lead management tools, your ability to get going 

faster depends on having a firm grasp of the platform’s language. Surprisingly, the 

words “lead” and “account” may not mean what you think they mean! 

Before importing records, consider the way your company already uses the terms 

“account” and “lead.” Firstly, make sure you grasp the nuances of the way 

SharpSpring uses them. For instance, look specifically at the pre-defined options 

of the Lead Status field. (See below.) Without a doubt, proper handling of the 

“Lead Status” affects your sales pipeline and conversion reports. 

SharpSpring Lead Status 

Every person you add to the system will have a Lead Status. Mostly, people arrive 

in the system with a Lead Status of “Open Lead,” which means they haven’t yet 

been evaluated as a prospect for sales. When you or your staff evaluate an Open 

Lead, they should change the status to either Qualified or Unqualified for sales 

nurturing. Also, this person’s record may be eliminated from the sales process by 

being categorized as Customer or Contact. Note that customers who are 

prospects for additional sales may need to be reclassified as “Qualified Leads,” 

depending on how your sales staff is organized.  

If you and your staff don’t grasp Lead Status before importing SharpSpring people 

records, you might have to backtrack! At E6 Solutions, we had to import our data 

twice, and that’s not unusual. If your reports don’t look right, you may find that 

fixing the Lead Status on a few records is all it takes to get going faster. 

 

 

A person’s Lead Status can be changed by a SharpSpring automation, changed 

manually on a record-by-record basis, or by a bulk-selection process. One of the 

quirks we noticed was that when a person completes a form, SharpSpring 

automation may switch them to Qualified, although a review of the content of the 

form may show them to be Unqualified. 

LEAD STATUS DESCRIPTION 

OPEN LEAD Not yet categorized or evaluated as a prospect for sales 

UNQUALIFIED LEAD Eliminated as a prospect for sales 

QUALIFIED LEAD Accepted as a prospect for sales 

CONTACT Valued connection but NOT a prospect for sales 

CUSTOMER Currently doing business with us, or “Opportunity Won” 
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Screenshot above shows where to manage the Lead Status on a person’s record. 

 

An Account is not Necessarily a Company 

In SharpSpring lead management, an “Account” may collect people from more 

than one company. Therefore, everyone connected to the Account are related to a 

set of opportunities, based on that Account. 

An account in SharpSpring is just like a folder in a digital filing cabinet, where you 

can store all similar contacts and opportunities to one single location. 

Leads can be sorted into Accounts using the Account Manager in 

SharpSpring. However, each lead can only be assigned to one account at a 

time. Finally, opportunities are attached to Accounts.  
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Step 6: Lead Scoring 
 

At E6 Solutions, we recommend you set up SharpSpring Lead Scoring before 

introducing your salespeople to the application. For one thing, when tracking is 

installed on your site, unqualified leads can quickly flood the system. For 

another, SharpSpring provides very sophisticated tools to keep your salespeople 

focused on your most important prospects. Even more importantly, good lead 

scoring means that salespeople will not be contacting prospects who 

are not ready to talk to a salesperson. 

Please note: If a lead’s status is set as Contact or Customer, no lead score will be 

displayed. Therefore, if a customer is a prospect for additional sales, their lead 

status should be set to “Qualified Lead.” 

The SharpSpring lead scoring system is rich and customizable. In fact, it can be 

pretty overwhelming. However, SharpSpring’s own research shows that 

organizations using lead scoring experience a 77% increase in lead generation ROI. 

At E6 Solutions, we recommend you start using the lead score tools immediately 

because you can tune the system later and rebuild the scores of your prospects.  

The lead scoring tools fall into three categories, two of which you see below: 

• Fit 

• Engagement 

• Timing (including decay).  

 

Fit allows you to specify which pieces of descriptive data define a good prospect 

for your business. Engagement rates the lead by its interaction with your people, 

email, content, and web site. Timing tools allow you to identify both hot leads 

whose activity is more recent, and cooling leads whose interest has waned. 
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Get Going Faster by importing the data you need for lead scoring 

When you’re importing data about your prospects, SharpSpring allows you to 

score those existing leads as soon as they’re loaded. The first step is to rate the ‘fit’ 

value of certain pieces of data. For instance, a prospect for whom you have 

detailed contact information such as company name, title, and phone can be 

scored higher than a prospect with name and email only. When deciding how 

much data to import, you may choose to create custom fields of key data that 

SharpSpring can access to score the lead as well. For instance, you may import a 

company-size field that causes leads to be scored higher for the most desirable 

size you target. 

After your data is imported, SharpSpring will immediately begin adding 

engagement data to your leads. For instance, if one of your existing prospects fills 

out a form on your SharpSpring-tracked web site, that activity will increase the 

lead score. Engagement scoring is preset in SharpSpring, but you should change it 

to suit your business processes and target market behavior. 

You can use negative numbers in the SharpSpring lead scoring system, allowing 

you to deduct points for undesirable factors, such as an “Unqualified” Lead Status. 

You can also set up custom fields with responses that deduct points. 

Two automatic adjustments are available to reduce the score of inactive or old 

prospect records. The leads are not removed from the system, but their score 

drops. You can tell SharpSpring to ignore engagement activity older than a set 

number of months. Decaying, which is optional, allows for a more sophisticated 

approach by gradually reducing the influence of activity older than a set number 

of weeks. 

Why this lead score?! 

In the contact record, you can click on the “Lead Score,” then “Scoring Events” to 

see a list of the factors that were used to build the lead score. And don’t forget 

you can also see the factors in a historical context by clicking on the “Life of the 

Lead” tab for that contact. 

Lead score ranges: What’s hot, what’s not 

The color of the Lead Score box is defined by dragging the sliders in the Ranges 

section at the top of the Lead Scoring page. By moving the slider, you can define 

which percentage of your leads fall into the cold versus hot rank. The first time you 

set up Lead Scores, you should probably adjust this feature in your last step, but in 

the future, you can refine it on the fly.  
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Step 7: Faster Campaign Tracking 

 

To create faster campaign tracking in SharpSpring, you have to understand their 

tools. 

SharpSpring says: 

A campaign can represent an organic source, a group of sales activities, or 

specific marketing endeavor. 

However, when you go to create a campaign in SharpSpring in you’ll be asked to 

select a Channel. The Campaign Tool in SharpSpring is designed to measure the 

performance within a marketing channel such as “social media,” “email,” or “direct 

mail.” If your marketing endeavor covers more than one channel, then you’ll 

actually build your tracking effort by creating a set of campaigns connected by a 

common Campaign Tag. 

How to Set Up Measurement for Fast Campaign Tracking in SharpSpring 

For example, you may be attracting new leads and engagement with an event that 

has a promotional landing page and a registration page. Typically, this event may 

be promoted in email, direct mail, and social media. Most of us bundle all those 

activities and call them a ‘campaign.’ Even SharpSpring recognizes that way of 

doing things. But when you use the ‘Create Campaign’ tool in SharpSpring, you’ll 

have to create several campaigns, all tied together with a unique Campaign Tag. 

1. Someone visits a website, sees your event description, clicks to the 

registration page, and signs up. (an event campaign) 

2. Someone gets an email, clicks the direct link to the event registration page, 

then signs up. (an email campaign) 

3. Someone sees the event in their Twitter stream, clicks on the link which 

takes them to the landing page (a social media campaign) 
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4. Someone receives a postcard with the URL for the event, visits the landing 

page, then clicks through to the registration page (a direct mail campaign). 

SharpSpring will help you differentiate the effectiveness of each of these channels 

in creating and qualifying leads. You can even modify your campaign leading up to 

the event. For example, you can use the existing campaign tracking structure if 

you’re sending a last-minute email invitation. You just have to make sure and 

include the right Campaign Tag. 

Reporting and Campaign Insights 

To find out how your campaigns are performing, visit Campaign Insights in 

SharpSpring. You’ll immediately get an immediate overview of the lead sources, 

and you can build custom reports to zoom in on specific Campaign Tags or 

channel-specific campaigns. You can also focus on either lead sources or 

opportunities. 

Don’t forget to install the Campaign Tag on all the relevant pages, media, and 

forms! At E6 Solutions, we are happy users of SharpSpring and would love to 

introduce you to its benefits. 

Step 8: Find SharpSpring resources for support 
 

 

When you’re just getting going with SharpSpring, you might overlook some of the 

support resources. Be sure and shop the options before you settle. We’re here to 

help you find the best SharpSpring resources for your company. 

In Step 8 of our advice for maximizing your SharpSpring ROI, E6 Solutions reminds 

you to consider that some of your users may have different learning styles and 

support preferences, but you can find the SharpSpring resources that are right for 
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everyone. Before you open another job ticket, make sure all your users know 

about… 

• Help Center (https://help.sharpspring.com)  

• Community Forum  

(https://help.sharpspring.com/hc/en-us/community/topics) 

• Sharp Ideas feature request system (when logged into SharpSpring)  

(https://ideas.sharpspring.com/) 

• Partner Portal (lots of tips for improving your business processes) 

(https://sharpspring.com/partner/portal/) 

• Marketing Automation blog (https://sharpspring.com/blog/) 

• SharpSpring Facebook User Group (private) 

(https://www.facebook.com/groups/1673366496287576)  

• SharpSpring YouTube channel 

(https://www.youtube.com/c/Sharpspring/videos) 

• The Virtual Classroom must be accessed from the SharpSpring Settings 

menu shown below: click on the USER icon, then choose Virtual Classroom. 

 

And finally, you can pick up the phone and call them at 1-888-428-9605, option 1 

(Monday – Friday, 8:30 AM – 8:00 PM EDT/EST).  

 

Step 9: Plan Your SharpSpring file naming 

By the time you’ve created a couple of dozen files in SharpSpring, you’ll realize 

you need a way to name and group all your emails, posts, media, lists, and reports 

so that you can find them quickly. SharpSpring doesn’t usually sort this type of 

content chronologically. At E6 Solutions, we recommend you establish a 

company-wide method of SharpSpring file naming BEFORE generating a lot of 

content, lists, and files. 
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In their Help Center, SharpSpring provides good guidance in an article called 

“Organizing Files and Using Name Conventions in SharpSpring.” However, we 

found that SharpSpring file naming conventions do not emphasize the advantages 

of creating folders specifically for your recent work. At the end of a cycle (usually 

a few months), you may re-sort your files into subject or project folders to create a 

more convenient archive. 

This-Month/Last-Month folders 

During the work routine of content marketing, fresh stories and media may be 

used frequently for a brief period. For instance, a new blog post may be included 

in an email newsletter, shared in social media, placed on a landing page, and used 

as part of a message in an Action Group. If more than one external link is included 

in the initial blog post, you may want to track their performance separately. 

At E6 Solutions, the new media files we create are initially placed in a folder 

entitled “1-ThisMonth.” At the end of each month, we rename 1-ThisMonth to 2-

LastMonth, and 2-LastMonth to a “Year-Month” label. In this way, every recent 

piece of media is at our fingertips. Emails, Lists, Action Groups, and Visual 

Workflows are handled in a similar way. However, filing and re-categorizing blog 

posts is slightly more cumbersome since you don’t have folders. If you blog 

frequently, and especially if those posts get outdated, you’ll probably want to 

categorize them by month in a YYYYMM format. THEN, you may also want one or 

more separate subject-named categories for evergreen posts. Reports names 

should probably always start with a date using the YYYYMMDD format. 

Tags are especially valuable in managing contacts, lists, and campaigns. Just be 

sure and give them an obvious and consistent spelling so you don’t end up with 

two tags for one thing you’re tracking or grouping. 

More tips for file names 

If you have a large team and many projects, that SharpSpring help article 

“Organizing Files and Using Name Conventions” has detailed recommendations on 

organizing for complex project management. For smaller companies, we can 

probably use simpler, more recognizable names. 

If you’re encountering problems that we haven’t covered here, you can do an 

internet search on “naming conventions” and find many more specialized 
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resources. We found https://library.stanford.edu/research/data-management-

services/data-best-practices/best-practices-file-naming very helpful. 

Here are some of their general tips: 

• A good format for date designations is YYYYMMDD or YYMMDD. This 

format makes sure all your files stay in chronological order, even over the 

span of many years. 

• Try not to make file names too long, since long file names do not work well 

with all types of software. 

• Special characters such as ~ ! @ # $ % ^ & * ( ) ` ; < > ? , [ ] { } ‘ ” and | 

should be avoided. 

• When using a sequential numbering system, use leading zeros for clarity 

and to make sure files sort in sequential order. For example, use “001, 002, 

…010, 011 … 100, 101, etc.” instead of “1, 2, …10, 11 … 100, 101, etc.” 

• Do not use spaces. Some software will not recognize file names with spaces, 

and file names with spaces must be enclosed in quotes when using the 

command line. Other options include: 

• Underscores, e.g., file_name.xxx 

• Dashes, e.g., file-name.xxx 

• No separation, e.g., filename.xxx 

• Camel case, where the first letter of each section of text is 

capitalized, e.g., FileName.xxx  

 

Step 10: A marketing automation process for 

your customers’ benefit 

 

When you start the marketing automation process, first consider how your 

customers can WIN. Don’t just jackrabbit up your email frequency… like the 

fabled hare who lost the race to a turtle. The amazing thing about marketing 

automation is that it can make you a more thoughtful, reliable marketer. 
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Task 1: Think about ways marketing automation can benefit your customer before 

creating your first list. 

• Personalized reminders 

• Onboarding or training for a newly acquired service or product 

• Salespeople following up at the best time 

In fact, when starting the marketing automation process with a platform 

like SharpSpring, it’s a great time to analyze your audience and improve the 

segmentation of your contacts. At E6 Solutions, we recommend that you first 

select the contacts with whom you most need to reconnect. Then group the ones 

who need the same type of message. Then use the groups to create your lists. 

Task 2: Analyze your goals. 

Now that you have your feet wet, and before you begin emailing, consider your 

goals. Marketing automation platforms have so many features, it’s easy to be 

overwhelmed. By focusing on your company’s needs, you are less likely to be 

distracted by all the shiny new beads. 

The primary benefits of marketing automation include 

• Marketing activities set up to run automatically 

• Prospect information better captured and tracked 

• Campaign performance measured and enhanced. 

If your company has a healthy flow of good leads, you may need automation to 

help with their nurturing. If poor quality of the leads is holding back your sales 

department, then look at lead scoring. If you have a well-oiled sales machine, then 

improving your email campaigns could launch exponential growth. But remember, 

if your marketing gets too far ahead of sales follow-up capability, then you may 

end up lowering your return on investment. 

Task 3: Review the integrations you need to get data flowing through your 

company. 

• Will your salespeople be able to quickly see what marketing messages have 

been sent? 

• Will sales teams be able to work together and communicate with other 

departments, such as resource scheduling? 

• Will the service department have information about the customer 

expectations? 

At E6 Solutions, we specialize in integrating applications that help different 

departments succeed together for your customers. 

Task 4: Orient your teams. 

And check in to make sure the system is working for them. Often, the marketing 

department doesn’t realize that sales and service are not using the system until 

the customer data is damaged. 
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Task 5: Go for quick wins. 

Here are a few things that can have a big impact based on a very simple setup. Of 

course, they still demand good strategic thinking. Remember to aim carefully 

before you pull the trigger! 

• Welcome emails for new customers 

• Automatic notifications for sales 

• Scheduling of social media posts 

• Landing pages with performance tracking 

• Abandoned cart follow-up 

Task 6: Try something new. 

Remember in Task 1 we recommended you make a list? Now is the time to plan a 

new campaign for that list. Don’t just send one email. Think about the entire 

journey your contacts will make on the way to becoming customers. Use your 

marketing automation platform to define a flow of messages and actions that will 

lead to a new sale. 

Task 7: Learn from the reports. 

Finally, establish the habit of reviewing your reports. The reason that marketing 

automation has become so popular is that it allows companies to improve their 

marketing efforts, not just increase them. 

SharpSpring provides a wide variety of automatic and custom reports. Every time 

you send an email, set up an automation, or share on a social platform, you have 

the opportunity to see how it worked in context. Good report usage leads to good 

marketing performance. 

SharpSpring also offers the “Life of the Lead” feature on the contact record. Your 

salespeople can see exactly what the contact has seen and done. Soon they will 

also have strong opinions on which marketing automation process works best! 
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Good News for SharpSpring and 

Constant Contact 
 

In good news for SharpSpring, Nucleus Research, a global provider of ROI-focused 

technology research and advisory services, recently analyzed SharpSpring. 

They agree with us that SharpSpring’s greater usability makes it a rising leader. 

 

 

“Cloud-based marketing automation solutions saw a dramatic increase in user 

adoption, as a solution’s ability to rapidly adapt and maintain operations while users 

were remote became mission-critical. With the phase-out of third-party cookies 

also on the horizon, companies need to ensure their marketing automation 

solutions have the necessary tools to collect and leverage first-party data across 

their technology stack.” —Nucleus Research Value Matrix, June 8, 2021 

More good news for SharpSpring: Constant Contact signed a definitive 

agreement to acquire the company. Under the terms of the agreement, which has 

been unanimously approved by the members of SharpSpring’s Board of Directors, 

Constant Contact will acquire all the outstanding common stock of SharpSpring. 

The transaction is expected to close on August 25, 2021 subject to customary 

closing conditions including SharpSpring stockholder approval. 

“Constant Contact [agreed to purchase] the publicly-traded company at a premium 

and will integrate its technology into its own platform. This acquisition will expand 

the capabilities of Constant Contact’s platform with new marketing automation, 

CRM, and other advanced features and further accelerate its product roadmap. As 

a result, Nucleus expects Constant Contact customers to benefit in ways that will 

enhance customer engagement, increase visibility, and reduce integration costs.”  

—Nucleus Research 

https://koi-3qnmtmkn9y.marketingautomation.services/net/m?md=Rq2GJHjI3bS7TxYvG0vR6%2FKQ%2BoW2BRJO
https://e6-solutions.com/solutions/sharpspring/
https://koi-3qnmtmkn9y.marketingautomation.services/net/m?md=iv4nuWIorVqICJjsWsOkrdeZgK68IXvl
https://news.constantcontact.com/2021-06-22-Clearlake-Capital-and-Siris-Backed-Constant-Contact-Agrees-to-Acquire-SharpSpring
https://news.constantcontact.com/2021-06-22-Clearlake-Capital-and-Siris-Backed-Constant-Contact-Agrees-to-Acquire-SharpSpring
https://www.sec.gov/Archives/edgar/data/1506439/000110465921098124/tm2121595-4_defm14a.htm
https://nucleusresearch.com/research/single/constant-contact-acquires-sharpspring/
https://nucleusresearch.com/research/single/marketing-automation-technology-value-matrix-2021/

