Six Months After Go-Live

Anyone who has worked in B2B marketing for a while will recognise this story. A
company buys HubSpot or Marketo, spends a few weeks on onboarding, connects

Salesforce and launches a welcome series. Then the quarter gets busy.

Six months on, the welcome series is still the only thing running. A webinar follow-up
journey has been sitting in draft since spring. Lead scoring hasn’t been looked at since
the implementation partner set it up, and at least one sales rep has started ignoring

MQL alerts altogether.

Nobody chose to neglect the platform. Looking after it just never became anyone’s

actual job.

That job has a name: marketing automation specialist. People often confuse it with “the
person who sends our emails”, and in plenty of companies it gets quietly added to a
content marketer’s or demand gen manager’s workload. Below we walk through what

the role involves day to day, and how to tell whether your team needs one.

What Is a Marketing Automation Specialist?

A marketing automation specialist builds and looks after the automated programs in a
platform like HubSpot, Adobe Marketo Engage, Salesforce Marketing Cloud, Oracle
Eloqua or HCL Unica. That covers the journeys and triggers, lead scoring, the forms

feeding the database, and the sync between the platform and your CRM.

Say your campaign manager wants this: anyone who attends next month’s webinar but
doesn’t book a demo gets three follow-up emails over two weeks, and sales hears about
anyone who visits the pricing page. The specialist works out how to build that in the

platform, tests it, and fixes it when something breaks in week three.

Most specialists spend their week moving between marketing, sales ops and whoever
owns the data. Monday might be all building. By Wednesday they could be explaining to

a sales rep why a lead with a university email address landed in their queue.



A Typical Day, Hour by Hour

Every team runs a little differently, but for a specialist working inside a B2B marketing

team, a normal day tends to look something like this.

Time What they’re doing

Checking what ran overnight: bounce rates,
9:00 unsubscribes, failed CRM syncs, journeys that

stopped moving people along

Cleaning data: merging duplicates, fixing

10:30
fields, rebuilding segments that have drifted

Building the next journey: entry triggers,
12:00
branches, wait steps, exit rules

Testing before launch: links, personalisation
14:30 tokens, fallbacks, test sends to different

inboxes

16:00 Reviewing scoring and routing with sales ops

Pulling numbers on what ran and noting what
17:30
needs changing

Why it matters

A sync that fails quietly on
Monday can mean a week of

leads that never reach sales

Segments built on bad data send
the right email to the wrong
people

This is where a campaign brief
turns into something that runs

on its own

Mistakes in a live send reach the
whole list at once and can’t be
pulled back

Reps stop trusting MQLs quickly
if the scoring doesn’t match

what they see on calls
Without this, weak programs
keep running for months

because no one checks

Very little of that day is writing or sending emails. Most of the time goes on checking,

cleaning and coordinating. It's also the first work to get dropped when the platform has

no clear owner.

The Five Core Responsibilities



Figure 1:The Five Jobs of a Marketing Automation Specialist
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01. Keeping the database clean

Contact data goes stale fast. People move jobs, forms pick up typos, and integrations
create duplicates every time a record gets touched in two systems. The specialist sets
the rules for deduplication and field formats, keeps consent and opt-in status accurate,

and maintains the segments everything else is built on.

It's unglamorous work, and it’s the first thing worth checking when someone says their
nurture emails “just don’t perform.” More often than not, the journey is fine and the list

feeding it is a mess.

02. Building journeys and campaigns

This is the part most people picture. The specialist takes a brief, say “nurture webinar
attendees who didn’t book a demo,” and works through the logic. What triggers entry?
What happens if someone clicks but doesn’t convert? When do they leave the journey?

Should anything change if they’re already an open opportunity in Salesforce?



The experienced ones will also question the brief. They’'ll notice when a new journey
overlaps with one that’s already running, or when a segment has 80 people in it and

there’s no point A/B testing anything.

03. Testing and deliverability

Before anything goes live, the specialist checks links, dynamic content blocks, what the
email says when a first name is missing, suppression lists, and how it renders in Outlook
versus Gmail on a phone. They also keep an eye on sender reputation. One badly

targeted blast to an old list can push a domain’s emails into spam for weeks.

04. Lead scoring, routing and working with sales

Marketing automation is usually where leads get handed from marketing to sales, so
the specialist looks after the scoring model, the MQL threshold, and the rules that
decide which rep gets which lead. They also check the model against what sales is
actually seeing. If reps keep saying the “hot” leads are students and job seekers, the

scoring needs to change, and the specialist is the one who changes it.
05. Reporting and improving

The specialist tracks which journeys lead to pipeline, where people drop out, and which
emails underperform month after month. Then they do something about it: switch off
programs that aren’t working, test a new version, tighten a segment. A monthly report

that never changes anything isn’t worth much, and a good specialist knows that.

Skills and Platform Knowledge to Look For

Platform knowledge matters most, but the best specialists also understand enough
about marketing and data to know why they’re building something, not only how.

Things worth looking for:

e Hands-on time in the platform you actually use. HubSpot, Marketo,
Marketing Cloud and Eloqua all work differently, and someone who already knows

yours will be useful in weeks instead of months. Certifications help, though they



don’t replace real project experience.

o Experience with CRM integrations. A |lot of automation problems turn out to

be sync problems, so you want someone who knows how the platform and CRM

share data and what happens when the two disagree.

e Comfort with data: segmentation logic, field mapping, and some SQL or query-

builder work if the platform supports it.

e« Email basics, including HTML and CSS for templates, SPF, DKIM and DMARC

authentication, and the consent rules for the regions you send to.

e A habit of testing everything, even the small sends.

o The ability to explain things clearly. They’ll be telling marketers why a

journey can’t work the way it was sketched, and telling sales how scoring works,

sometimes on the same afternoon.

Specialist vs. Generalist Marketer vs. Agency

Many teams try to cover automation with someone already on staff, or hand it to an

agency. Both can work in some situations, but the differences are worth being clear

about.

Criteria

Platform depth

Time on your

platform

Knowledge of
your data and

processes

Generalist
Agency
marketer

Usually surface-level; Often deep, spread

learns as needed across many clients

Whatever is left after

Hours agreed in the
campaigns, content,

retainer
and events

Rebuilt each
Good context, limited

Dedicated specialist

Deep, focused on your

instance

Full working day

engagement; often lost Builds up and stays

technical depth
when staff rotate



Generalist
Criteria Agency Dedicated specialist
marketer

Slow when it
Speed on small Tickets and turnaround Same day, often same
competes with other
fixes times hour
priorities
Very small programs Defined projects such Ongoing operation of
Best for with a few simple as migrations or one- a platform the

journeys off builds business depends on

Roughly speaking, agencies are good at projects and a generalist can handle light use.
Once automation is creating pipeline every week, though, it helps to have someone

whose whole role is running it.

Signs Your Team Needs a Marketing Automation
Specialist
If several of these sound familiar, the gap is probably people, not software:

The same handful of journeys have been running unchanged since the platform

launched.

e Nobody can say with confidence how lead scoring works, or when it was last
reviewed.

e Sales regularly complains about lead quality, and marketing can’t show why a
lead qualified.

e Campaign launches slip because building and testing them falls to someone with
another full-time job.

e You're paying for platform features (predictive scoring, advanced journeys,
account-based modules) that nobody has switched on.

e Duplicate records, bounced emails, or sync errors are treated as normal.

e Reporting stops at opens and clicks, with no clear line to pipeline.



Three Ways to Get One on Your Team

01. Hire in-house

A full-time employee gives you full control and long-term continuity. The trade-offs are
time and competition. Experienced specialists with platform depth are in demand, so
hiring cycles often run for months, and the role sits empty while you search. If that

person leaves, the knowledge can leave with them.

02. Use an agency or freelancer

Good for defined projects such as a platform migration, a scoring rebuild, or a batch of
templates. Less suited to daily operations, because the work arrives as tickets, context

resets between engagements, and small fixes wait in a queue.

03. Bring in a dedicated specialist

The third route is a specialist who works full-time on your team but is recruited,
employed and managed by a partner. That's how Rudlyn works. Our platform-certified
marketing automation specialists are based in India and join your tools, your meetings
and your priorities, so you're not spending months hiring or building a team from

scratch.

Day to day, it feels much like having an in-house hire. The difference is that recruiting,

HR and cover for leave or turnover sit with us.

Where to Go From Here

Buying a marketing automation platform is a procurement decision. Getting a return
from it depends on someone checking, cleaning, building, testing and reporting in it

week after week.

If your platform has been live for a while and not much has changed since launch, it’s

worth asking who actually owns it. If the honest answer is “sort of everyone,” that's



usually where the problem is.

Want to see how a dedicated specialist would fit into your team? Take a look at our

marketing automation services, or book a consultation and we’ll talk it through.



https://rudlyn.com/marketing-automation/
https://rudlyn.com/marketing-automation/
https://rudlyn.com/schedule-consultation/

