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N Many companies, the sales and marketing
teams have a hard time working together. In
fact, in a survey carried out by the esteemed
research and consulting firm Forrester

Research, Just 8% of companies reported
naving strong cooperation between their sales
and marketing departments.

INn order for a company to grow, turn a profit
and achileve Its goals, It's vital that sales anc
Mmarketing work together. When these two
departments are in synergy, the company will
oerform better.

-Having good communication and interaction
oetween sales and marketing makes for a
oetter exchange of information and data. Ana
IN today’s business world, data Is the alpha
and omega.



https://www.forrester.com/bold
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Does marketing
KNOW whnat IS

nappening In sales?

____________________________________________

Does marketing know what is
happening in sales?

Jnderstand the sales department
functions, processes and abilities.

orocesses and abilities.

2 [ The entire marketing department
understands the sales team'’s functions,

10 The marketing team does not fully

S

____________________________________________

What does my answer reveal?

[T the answer Is that your company’'s market-

INg department doesn’t really unde
what the sales team Is doing, you a

rstand

Mmanagement colleagues should take a crr
ook at how the two departments collaborate.
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»|t IS essential to have a system In place that
shares data between departments,« says
Hgjgaard Mouritsen.

»WIith a growing amount of data In both
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Does sales know
whnat 1S happening
N Marketing?

___________________________________

Does sales know what is
happening in marketing? UlllP

10 The sales team lacks an understanding
of marketing’s value creation.

2 [ The sales team understands market-
iINg’s role and function as a value creator.

____________________________________________

What does my answer reveal?

f sales lacks an understanding of the
Mmarketing department’s value creation,

the alignment between these two teams Is
something your company needs to work on.
f the entire sales team already understands
Mmarketing’s role and function, you are well on
your way to a productive collaboration.




AlfaPeople’s General Manager, Paw Stef-
fensen, believes that his sales team would be
wasting their time if they're not taking data
and

INsights from marketing seriously.

»Ihe data from marketing can reveal a lot
about when a salesperson should contact a
lead. It's all about due diligence. When sales
gets a lead from marketing, we are also get-
ting information on what the lead has reacted
to and when. It's important that sales acts on
Not leads before they get cold. That's why
sales needs to work closely with marketing,«
Paw Steffensen says.

How to ensure that sales
understands marketing

Some might say that marketing simply needs
to know what the sales team needs. Full stop.
But that’s not completely true. Sales and

Mmarketing need to function as a united team.

A CRM system like Microsoft Dynamics 365
can help foster and support this unity. With the
rlght setup, the system can handle data from
Mmarketing and make It avallable to sales.
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How IS the relationship
petween sales and
Marketing defined?

____________________________________________

How is the internal relationship
defined within the company?

10 The relationship between sales
and marketing is undefined. Their
functions were defined individually
and each team has its own goals.

2 L The relationship between the two
departments Is integrated into how we
work. Shared systems measure common
goals and create shared rewards.

____________________________________________

What does my answer reveal?

f the internal relationship between sales and
Mmarketing I1s undefined, and the two depart-
ments focus only on their own functions and
goals, It's a sign that you should improve the
alignment between the teams. If, on the other
hand, the relationship between them Is inte-
grated and utilizes shared systems that mea-
sure overall performance and create common
rewards, your company’s marketing and sales

teams are probably already well-aligned.
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Paw Steffensen, General Manager at
AlfaPeople, says it’'s important that sales ano
Marketing communicate within the same
system.

»|T you use different systems, the
departments might be able to communicate
but what they are talking about might not
match the systems’ tools. This could mean
that neither side will really know If they using
the same parameters to measuring things,«
says Paw Steffensen.

How to Iintegrate

Internal relationships

Implementing the right CRM system can help
VOU INntegrate your company’s marketing

and sales departments. With the Sales and
Marketing modules of Microsoft Dynamics
365, you can achieve individually-taillored
sales and marketing processes.




»Ihe good thing about Microsoft Dynamics
365 Is that you can use It for both personal
and general processes. You can create indi-
vidual processes that interact with larger ones
and can be shared with management. For
example, there can be an overall business plan
that also allows individual employees to cre-
ate their own personal views or dashboards.
The data that the individual employee enters
iNto the system will be linked with the larger
goals and processes,« Paw Steffensen
explains.

INn short, this means that all systems talk to
each other and that the data entered into one
Mmodule will be avallable In other modules.
Other employees can also include it In thelr
dashboards if they want. This also gives
Management a much better overview of the
company’s overall perrormance.

—inally, the advantage of having only one CRM
system rather than, say, various spreadsheets,
IS that It reduces the risk of downtime

Decause everyone Is working in one system
iNnstead of several smaller ones.




Are sales and

Marketing aligneo
on their KPI|s?

____________________________________________

Are the sales and marketing departments
aligned on their KPIs?

10 The value of marketing investments
IS NOt evaluated on the basis of sales
verformance.

2 0 The KPIs of both departments are
used to give reliable insignts

____________________________________________

What does my answer reveal?

f marketing investments aren’t evaluated on
the pbasis of sales and delivered SQLS, both
Marketing and sales are missing out on valu-
able information that could improve their
collaboration. You should therefore evaluate
whether you can create a petter and stronger
relationship between the two departments. If,
on the other hand, the two departments are
using KPls that provide reliable insight, they
are likely already well-aligned.




Gitte Hojgaard Mouritsen, Marketing Lead at
AlfaPeople, says that it can be difficult for

a company to determine the return on its
Marketing iInvestments.

»|t's a difficult guestion to answer if you don'’t
set clear KPIs. Every single activity ends
up being measured to some extent on the
number of SQLSs, generated leads or increasead
sales among existing customers. Shared KPIs
or reference points can ensure alignment
between the departments and improve their
performance,« Hgjgaard Mouritsen says.

How to connect the
performance metrics
of sales and marketing

Coordination petween sales and marketing
will make your lead generating activities much
Mmore effective than they are today. Creating
KPls to measure marketing performance allows
the marketing team to demonstrate that they
can create qualified leads tor the sales team.
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MQL AND SQL: WHAT ARE THEY?

MQL

A Marketing Qualified Lead or MQL is
a lead that the marketing team thinks
may turn into a customer. Marketing’s
evaluation is based on criteria like
how many pages the lead has visited,
the number of content offers they’ve
downloaded, how many CTAs they’ve
clicked on and the amount of social
media posts they’ve interacted with.

SOL

A Sales Qualified Lead or SQL is a
potential customer that has expressed
an interest in entering into dialogue
with the sales team. Typically, the lead
has expressed enough interest in your
product or service to be moved into the
sales process. Often, the lead has also
been evaluated by marketing before
being sent to sales.




Are sales and

Marketing sorting
and qualitying leads?

____________________________________________

Are sales and marketing sorting
and qualifying leads?

they are.

2 1 All leads are categorized ano

they are on their buyer’s journey.

10 Sales receives all potential leads from
Mmarketing regardless of how qualifieo

qualified, giving an overview of where

____________________________________________

What does my answer reveal?

If sales is just receiving leads without any
sorting or gualification, it's a sign that sales

and marketing aren’t working toge

tne

clently or sharing data with each ot

ALS

- effl-

T the

leads are being sorted, the two departments

are working well together.



Paw Steffensen, General Manager at

AlfaPeople, says knowing premse\y when to
contact leads and customers increases the

»YOU can make easier and better sales if

lIkelihood that salespeople will be able to
successtully close a sale.

you've aligned your departments through a

C

RM system that ensures that the sales team

KNOWS when a lead Is ready to be approached
for a sale. That's obvious,« says Steffensen.

How to sort leads

By Implementing a range of data points anao
Mmeasurements in a CRM system like Microsoft
Dynamics 365, you can ensure that your leads

are sorted properly. This happens through

a

so-called lead scoring system, wherein a

ead’s various actions, interactions and con-
tacts with your company accumulate a score.

To set up this lead scoring system so it bene-
fits both sales and marketing, the two depart-
mMments need to work together to determine:

 WWhat defines a sales gualified lead (SQL),
With both teams agreeing on the criteria
for becoming an SQL and when the SQL
should be delivered to sales.
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DO you nave a visiple
overall pipeline that
Nncludes reporting?

____________________________________________

mMmore |leads.

Do you have a visible overall pipeline
that includes reporting?

10 No one from marketing or sales has an
overview of the pipeline or reports on It.

2 L Marketing and sales share pipeline
information and work together to create

____________________________________________

What does my answer reveal?

there i1s Nno overview of

WOrking together effect

and sales are working

collaboration.

1S headed. A lack of pipell
iNndicates that sales anc
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where the company
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It's very important - not only for the sales
and marketing departments, but also for

management - that there Is an overview over
the sales pipeline as well as freqguent reporting

on 1t. When a company can track the entire

Gl

»

the T
over.

journey from lead to customer, It provides
iNnvaluable data on marketing’s value creation,
tte Hgjgaard Mouritsen, Marketing Lead at
AlfaPeople, explains.

Marketing will naturally only be involved in

types of communication are needed, and that
IS very valuable,« says Hgjgaard Mouritsen.
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How IS the
relationship between
the two departments?

____________________________________________

How iIs the relationship between
the two departments?

are comimmaon.

2 1 The departments have a shared

" 10 Finger-pointing and power struggles
' Culture that rises and falls together.

____________________________________________

What does my answer reveal?

f the relationship between sales anc
Mmarketing Is marked by finger-pointing ano
fights over power and resources, aligning the
two teams Is going to be difficult. If, on the
other hand, there is a strong shared work
culture between them, the relationship is
already where you want it to be.




»lnternal struggles have become less anc
ess common. | think that the departments
typically work guite well together. With that
sald, there can still be some clashes over
financilal resources. Marketing has 1ts goals
and we have our own in sales, so sometimes
things still feel a bit siloed,« says Paw
Steffensen, General Manager at AlfaPeople.

How to improve the
relationship between
sales and marketing

Any conflict between the two departments
should be eliminated. For far too long and In
far too many companies, sales and marketing
nave operated as two independent initiatives.
At some companies, the two teams might not
even interact on a daily basis. This separation
can unfortunately cause misunderstandings
and distrust. When that happens, you risk
MIssSIiNg out on valuable data, practical
iNsights and growth opportunities.




According to Paw Steffensen, it's important

for management to establish overarchi

Ng KPIs

INstead of just separate departmental KPIs.

»lhere needs to be a

same page. Establishing some good sha
KPIs I1s a great place to start,« Steffensen says.
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Are you using
a Mmarketing
automation
olatform?

_____________________________

Are you using a marketing
automation platform?

10 No marketing automation platform.

Campaigns are ad hoc and project-driven.

2 L1 We have shared lead gualification, lead
Nnurturing and closed loop reporting.

____________________________________________

What does my answer reveal?

IT VO
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Ur COIr

pany C
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oesn’'t use a marketing
rm,

the alignment between

sales and marketing is likely to suffer. It you
are using a marketing automation platform, it

Can

nelp er

NUrt

Jring a

sure shared lead gualification, lead

Nd closed loop reporting, which in

turn IMproves the cooperation and alignment
oetween sales and marketing.
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»wMicrosoft Dynamics is a complete marketing

automation platform that can strengthen your
communication and create customer journeys
that will nurture leads until they are ready for

sales,« Gitte Hgjgaard Mouritsen says.

Marketing automation also makes it possible
for management to implement a digital
Mmarketing strategy that doesn’t require each
and every step to be carried out manually. It
also creates additional value Iin the form of
data that Is based on customer needs. This
Mmakes It much easier to create campalgns
that work. In short, marketing automation
saves both time and money.




DO yOou have access
tO data and data

Management?

____________________________________________

Do you have access to data
and data management?

10 Data is stored in different locations

2 O Sales and marketing have a

shared overview of customer data

and automated processes.

E and different systems and is hard to find.

____________________________________________

What does my answer reveal?

If data Is stored in various locations across

different systems and folders, It Is
to find. This hampers the ability o
and Mmarketing to share the data t

difficult
- sales

nat I1s

essential for creating alignment between

the two teams. If, on the other hand, the
two departments have a complete overview

of customer data and utilize automateo

orocesses, the alignment between sales ano
Mmarketing at your company is already good.



olatforms
other can

Paw Steffensen, General Manager at AlfaPeo-
ole, says that outdated software solutions ano

that cannot communicate with each
create a burden for any company.

This can result In iIneffective processes and a
ack of data insight. When all is said and done,
it can hurt the company’s bottom line.

A company can guite easily end up using a

solutions.

number of different systems over the years.
-~Mmployee turnover and changes in leadership
and strategy often create a hodgepodge of

BuUt relying on several different

orocesses and systems makes it difficult to
Work effectively and use data properly.

»|f you don’t have an overview of your data,
vou'll never unlock its value,« Paw Steffensen

savs.

How tOo ensure access to
data and data management

Jsing a C

RM system, such as Microsoft

Dynamics 365, to save all mportant custom-

er Information in one place ensures that your

company

Nhas access to data, effective data

Mmanagement and proper alignment between

sales anad

mMmarketing.



»lhere are various ways to go about It.
Microsoft Dynamics 365 is fully customizable,
SO YOU can set it up to meet your specific
needs. Instead of having data spread across
various systems and having no real overview,
you are able to get the full value of your
data when it is all in one place,« says Paw
Steffensen.

But 1t’'s not enough to simply own a good CRM
system. You have to use it correctly if you're
going to maximize your investment and im-
orove the quality of your data. It's all about es-
tablishing performance metrics, processes and
KPls that keep everyone on the same page.

DOING SO gives management a better over-
view of the company’s overall performance
as well as the performance of the individual
departments. It supports the establishment
of commercial KPls and ensures a common

frame of reference for sales and marketing,
outting them In better alignment.
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