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BIO: 

Justin Gray is the CEO & Chief Mar-

keting Evangelist of LeadMD. He 

founded the company in 2009 with the 

vision of transforming traditional 

"grassroots" marketing efforts through 

the use of cloud based marketing so-

lutions. An accomplished thought-

leader, Justin has a habit of speaking 

his mind which has led to over 500 

published articles and papers in lead-

ing B2B and B2C industry publica-

tions. Love it or hate it - he has some-

thing to say. 

 

About LeadMD: 

LeadMD is a marketing services firm 

specializing in lead generation and 

marketing performance management. 

Founded in 2010, LeadMD is a full 

service marketing solution that helps 

marketers make sense out of market-

ing automation and CRM. With deep 

expertise in Marketo, Salesforce inte-

gration, and in how to shape a strong 

working funnel, LeadMD can develop, 

streamline, and maximize any lead 

generation program. For more infor-

mation, please visit 

www.leadmd.com. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Gray, what was your 

vision when you started LeadMD? 

Mr. Gray: The vision of LeadMD was 

really an organization to where mar-

keting departments could outsource 

either on an ongoing basis or on 

short-term basis; the key skill sets that 

they were lacking and that agent of 

change for me tended to be marketing 

automation. Those include new tech-

nology, new skill sets, markers as 

content publishers, and so on, which a 

lot of departments were really lacking 

at that time. LeadMD was meant to be 

the bridge there.  

 

CEOCFO: How has the company de-

veloped so far?  

Mr. Gray: Over the course of two and 

a half years, which is our official age 

at this point, we have grown revenues 

each year more than double the pre-

vious. At the end of 2012, we will 

have done just over eight hundred 

fifty engagements and have become 

the number one partner for Marketo 

and Marketo Services; pretty well I 

would say. 

 

CEOCFO: Would you tell us a little bit 

about a typical company that would 

come to you? What is the problem 

and how do you solve it?  

Mr. Gray: There are a couple differ-

ent organizational challenges that 

happen and require an organization to 

look for a consulting fix. The first of 

which is kind of what I described pre-

viously in terms of do not have the 

skill set right now; they know that they 

have a need for marketing automation 

technology. They want to grow smart-

er and not just in terms of number of 

bodies, but they really do not know 

what they do not know at that point. 

They are really looking for someone 

to help them implement and grow into 

that solution. Help them hire if possi-

ble, really kind of iron out the process 

and then bring in the right full-time 

employees to help run that long-term. 

That tends to be one of our major en-

gagements. The other is we do not 

have the in-house expertise, nor are 

they ever going to. It is kind of that, 

“We need a half an employee, and it 

does not make sense for us to hire 

that person right now, if ever.” We are 

looking for kind of a bridge to that skill 

set. Many companies rely on us for 

content, integration, ongoing Marketo 

execution and sometimes that is just 

never going to be a full-time position 

for them. Those are, again, organiza-

tions that we can help out from the 

strategy and the execution side. 

 

CEOCFO: How do companies find 

you and/or how do you reach out to 

them?  
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Mr. Gray: We are one of the few 

marketing agencies out there that re-

ally ‘practices what it preaches’ and 

‘all is fair’—all the euphemisms there. 

However, our content marketing cycle 

is definitely our number one regenera-

tion tool. We are teaching organiza-

tions how to embrace marketing au-

tomation, what the pitfalls are, best 

practices, and so on. This is really 

where we put a lot of our marketing 

efforts and marketing dollars. Then 

referral business tends to be another 

large channel for us. An individual 

that we might work with under one 

corporate umbrella changes jobs and 

brings us into that new environment. 

We have found that we have got an 

incredible amount of longevity with 

the individuals that we work with, 

even beyond the organizations that 

we work with.  

 

CEOCFO: Do you come in as sort of 

a consultant and get them set up and 

move on? Do you provide ongoing 

services or is it a little of both?  

Mr. Gray: It is a little of both. We 

have about a 60/40 blend between 

one-time project work being the 60%, 

and then our 40% is our ongoing rou-

tine or work. In that instance, we are 

really under a monthly retainer for a 

number of hours. Normally we can get 

pretty close in terms of estimating 

where that number is going to fall, 

where we can be that ongoing support 

system. We have expanded beyond 

marketing automation to offer Cus-

tomer Relationship Management 

(CRM) support services as well. It is 

really anything from strategy down to 

those executional services down 

through marketing automation or 

CRM; we can be their lifeline. Many of 

our customers come to us through us 

through one-time project based work 

and then convert into a retainer sce-

nario.  

 

CEOCFO: Do your customers care 

how you get it done? Do they come to 

you and say, “Here is the problem, fix 

it”, or do you find many of them get 

involved and maybe block what you 

know and what you are able to do? 

How is the interaction with the cus-

tomers?  

Mr. Gray: It depends on the engage-

ment. We do have clients where we 

tend to be more holistic in terms of 

their marketing process. Meaning they 

are relying on us to get whatever “it 

done” is. They might come to us and 

say, “We want to launch this cam-

paign next month. Help us get it from 

idea to execution and out the door.” 

Those are sometimes the clients that 

are less concerned with the detail or 

the number of items. We do have 

other clients that really want that 

“teach the fish” approach, where they 

are more hands on, where we are in-

teracting with their team daily. We 

have very specific deliverables, we 

have very specific KPIs that we want 

to hit and along the way they want to 

learn as well. We are very open to 

that because we do not want to close 

ourselves off from that business. We 

want to educate where possible. Even 

in the instances where we are per-

haps hiring ourselves out of the job 

we find that we are still called back for 

ongoing work beyond that or for a dif-

ferent engagement if that individual 

moves on to a different company. 

Training our clients have not been a 

detractor from business, in fact, I 

think it has perpetuated our business 

quite a bit.  

 

CEOCFO: What the intangibles you 

look for in your people? 

Mr. Gray: We almost hire for intangi-

ble. This is because we are faced with 

the same challenge that our clients 

are, which is there is not a huge skill 

set around marketing automation or 

marketing specific talents within 

CRM. It is really difficult for me to say 

I want to go out and hire all certified 

individuals. What I am more or less 

looking for is I am looking for some-

one who loves to wear a lot of hats. 

They want to be involved with these 

different aspects of marketing; proba-

bly who do not get that opportunity 

within their job right now. A head of 

that entrepreneurial spirit, someone 

that would have a natural approach to 

consulting, but want more of a re-

source system around them as well, 

which is why we retain folks. We are 

able to provide them with that talent 

pool to where if they do not have the 

best talent in a specific area, we have 

someone else to come in and aug-

ment that. Likewise, our content mar-

keting and just the material that we 

have to support the client out there 

are more than most people can do on 

their own. They are kind of looking for 

a home, but at the same time they 

want that entrepreneurial contact with 

that client. They want to have that 

interaction with the client and then go 

off behind the scenes, make it happen 

and come back with the result. Many 

of them are looking for freedom and 

all of our employees are the type of 

individual that responds to that free-

dom and wants more of a challenge. 

Definitely, the intangible is a varied 

skill set and just a passion for market-

ing and marketing automation. 

 

CEOCFO: What is the competitive 

landscape like and why does LeadMD 

stand out? 

Mr. Gray: There are certainly other 

firms that claim to specialize in mar-

keting automation or have built a 

good name out there. We have been 

very controlled since our inception. 

Most of my competitors work with two, 

three, five different platforms. We 

really do work with one marketing au-

tomation platform and one CRM plat-

form. They just so happen to be the 

most prevalent within the space that 

we are in, but has also really allowed 

us to keep our methodology centered, 

and not run off in a different direction 

trying to learn how this particular item 

is going to be executed in some other 

platform or draw the line where we 

normally would not. Having that focus 

from the beginning has really helped 

us grow in a smart manner. There is a 

big band wagon element of marketing 

automation from the buying angle, 

and also from the services angle, but 

we have really tried to make our cli-

ents’ story stand out within that realm. 

Many people have seen the momen-

tum behind marketing automation 

“I would invite anyone to pay 

attention to the marketing 

automation ecosystem just 

looking at the other add-in 

players, from both a technol-

ogy and a services perspec-

tive, and it is going to con-

tinue to be a pretty interesting 

space for a number of years 

to come.”- Justin Gray 
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hopping on that story line and it 

seems like everyone is a consultant 

these days. Really using the stories of 

our clients and pushing those out 

through content marketing in showing 

prospect for what we can do and have 

done in the past has been something 

that has allowed us to really experi-

ence that longevity, where a lot of 

other organizations flair up and fizzle 

out. We definitely have some staying 

power in the environment.  

 

CEOCFO: When you are assessing 

new technologies or a new means of 

marketing that seem to pop up every 

other day, how do you decide what is 

really worth paying attention to and 

what is likely to fall by the wayside?  

Mr. Gray: It is the same way that we 

decided the platforms that we were 

going to work on we actually use 

them. Everything that we implement 

at client locations we actually use in-

house. Those may not even be the 

large tools that were probably called 

into an engagement for, but other 

tools like electronic signature, data 

cleanliness rules, or just different 

apps that plug in through sales-

force.com that we have tried and 

tested and have found valuable in our 

own marketing cycle are the tools that 

we recommend to our clients. I can 

honestly say we have never imple-

mented a tool at a client location that 

we ourselves have not used, and we 

try to keep on top of those new tech-

nologies as they emerge and deter-

mine what is going to beneficial, and 

fold that into our offering.  

 

CEOCFO: You mentioned CRM. Do 

you have other things that you can 

share that you are looking to add to 

your offering, or are you pretty settled 

right now? 

Mr. Gray: Probably the minute that 

we settle is probably when we will not 

be relevant, because as you men-

tioned, there are new solutions com-

ing out all the time. The area that we 

have really seen as a gap within our 

clients’ organizations and the market-

place as a whole is Marketing Re-

source Management (MRM). That 

kind of flared up in the early 2000s 

and went away, but I think we are 

seeing a resurgence for that. We are 

seeing that marketers love marketing 

automation from an outbound and 

inbound tracking perspective, but they 

are looking for a platform to really 

house their resource management 

upon. Who is one the project, what is 

the dollar cost going into the assem-

bly or the outbound promotion of that 

asset, where do they kind of spend 

their day from a resource perspective. 

We are running on a MRM since late 

December, and are rolling that out as 

part of our retainer offering in Febru-

ary. That is a good example of seeing 

a market need and responding to that 

with our retain services. Now you are 

no longer just getting marketing ser-

vices each month. You are really get-

ting a platform to track who is on that 

project, where are the hours going, in 

a non-traditional format. Normally, we 

have just given the client a time re-

port or something along those lines to 

show what we have done and where 

that time has gone. Now they can see 

it in a more real-time manner and 

know exactly who is working on what 

and what the percent of completion at 

this point is. 

 

CEOCFO: What has surprised you 

most as you have developed and 

grown the business?  

Mr. Gray: Just kind of the overall 

landscape of marketing automation 

has surprised me. Certainly, with the 

change in economy that has gone on 

in the states recently. The market as 

a whole is going through a number on 

cycles and we are definitely going 

through one right now to where I 

would have thought that would have 

taken many more years than it has. It 

seems like we almost go through cy-

cles within the period of a year now. 

The speed at which marketing auto-

mation has grown has really surprised 

me and the lack of skill set that has 

grown around the platform is also 

surprising. It is a good time to be in 

services, and it is a good time for any-

one who wants to learn marketing 

automation to make an investment in 

that field, and there is going to be a 

lot of staying power for anyone who 

does that. 

 

CEOCFO: What did you learn in your 

earlier endeavors that has been most 

helpful as far as what you do or what 

not to do with LeadMD?  

Mr. Gray: The biggest thing I have 

learned is the importance of the peo-

ple that you surround yourself with. 

Not just from a skill set perspective, 

but really from a passion perspective. 

That lead to the methodology that we 

have now, which is really that of a flat 

organization. We really do not have a 

ton of layers here. We do not have a 

ton of management. Everyone is fo-

cused on executing and delivering 

real value to the client. To find people 

that want to work in that type of envi-

ronment is a little bit challenging and 

it has definitely been one of our larg-

est recipes for success. Finding the 

right people, and setting them prop-

erly, keeping them excited about their 

job has been my job one.  

 

CEOCFO: Why should investors and 

people in the business community pay 

attention to LeadMD?  

Mr. Gray: One of the points that I 

mentioned earlier, the skill set that 

compliments technology growth just is 

not at the same curb of adoption as 

the technology is within the marketing 

automation space. It is kind of a dan-

gerous time as well. If we keep in-

creasing adoption, but do not increase 

the skills that are necessary to make 

this platform work, we are going to 

see a lot of fall off in market capacity 

of what its potential could be. Ser-

vices organizations are really going to 

keep the feet on the street. These are 

the people that are promoting those 

skills and educating the marketplace 

and just showing people where the 

rubber meets the road and how to get 

the most value out of these solutions. 

I would love to see the day where a 

dollar spent on technology is some-

what similar to a dollar on CRM, to 

where you are using two spent on ed-

ucation and services that surround 

that technology. As long as we put 

that onus out there and we show the 

results of someone that is engaged in 

the services org versus someone who 

has not, it is something that is going 

to mirror the growth curve of the in-

dustry as a whole, which I think eve-

ryone agrees certainly at the current 

time is pretty radical. It is definitely 

something that is on the move.  

 

CEOCFO: Final thoughts? 
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Mr. Gray: The marketing automation 

space as a whole will continue to 

evolve into more of a platform ap-

proach; similar to what happened with 

on-demand CRM. The ecosystem that 

develops around that is the most im-

portant aspect of that. I would invite 

anyone to pay attention to the market-

ing automation ecosystem just looking 

at the other add-in players, from both 

a technology and a services perspec-

tive, and it is going to continue to be a 

pretty interesting space for a number 

of years to come.  
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