
Sales: “Marketing does not provide me with enough high quality leads.”
Marketing: “Sales does not follow up my leads.”

We’ve all been there.

Yet, while there’s a widespread realisation that such a disconnect sti-
fles business growth, it’s knowing how to align the departmetns that is 
problematic.

First and foremost, sales and marketing alignment cannot be 
achieved without an understanding that it requires an holistic ap-
proach in which all areas of disconnect are rectified – and that’s not 
as simple as putting the two teams in a room and forcing them to get 
along.

Integrating sales and marketing into one 
smarter, joined-up approach that builds
predictable pipelines and maximises ROI

Businesses that use 
marketing automation 

to nurture prospects 
experience a 451% 
increase in qualified 

leads.

(The Annuitas Group)
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Sales and marketing alignment is essential for growth in 
today’s customer-led buyer arena. Without it, processes 
remain short term rather than strategic and age-old 
problems persist:
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Alignment demands a change in philosophy in which both recognise 
the problems of the past and understand the demands of the future. 
It’s not an overnight process but with marketing automation it is 
achievable – and it may well be the difference between your business 
struggling or thriving in the future.

Companies that successfully unite the two departments have crushed 
the antiquated and deeply flawed sales funnel and replaced it with a 
system that’s equipped to deal with the modern buyer’s self-guided 
journey. 

That means no more ‘spray and pray’ or cold calling – prospects are 
nurtured by sparkling customer-centric content and handed over to 
sales when they are sales ready and not a moment before.
It’s the winning formula that’s helping businesses thrive in a buying 
arena in which B2B customers conduct their own online research and 
converse with salespeople only once they are ready.

So what are the keys to alignment? We suggest you start with the  
following:

“Companies that suc-
cessfully unite the two 

departments have 
crushed the antiquated 

and deeply flawed sales 
funnel and replaced it 

with a system that’s 
equipped to deal with 

the modern buyer’s 
self-guided journey.”
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Lead nurturing reduces 
the % of marketing 

generated leads ignored 
by sales (from as high 

as 80% to as low as 
25%).

(Bulldog Solutions)

As buyers conduct more of their own research, it’s now down to marketing departments to nurture and 
educate to ‘sales ready’.



Understand the background
Rather than simply telling marketers they must prioritise quality 
over quantity, they must first of all understand why the old system is 
flawed. By the same token, sales teams must understand the impor-
tance of long term thinking, particularly if a lead is not in a position 
to buy immediately. Without this understanding, it’s too easy to fall 
back into the bad habits that have stifled growth in the past.

Align technology with processes
If you aren’t considering implementation of a marketing automation 
platform then you are already behind in the game. Marketing auto-
mation gives marketers all the tools they need to nurture early stage 
prospects and ensure that only those that are sales ready make the 
jump to the CRM. 

Universal lead definition
In order to pull in the same direction, 
sales and marketing teams must work 
together to build an in-depth profile 
of the perfect lead. By considering 
areas like company size, job title, pain 
points and location, marketers can 
ensure only those who tick the boxes 
are passed on. Once these rules are set in 
stone they can help frame customer-centric marketing materials and 
ensure there is no scope for complaint about lead quality from sales 
teams.

Build a robust nurturing program complete with lead recycling
Once you have the lead defined, it’s time for your marketers and 
salespeople to work together to draw up a robust nurturing program. 
Nobody knows your buyers better than your sales team and com-
munication should result in highly tailored nurturing programs that 
ensure the content is relevant to each stage of the buying process. 
There should also be an increased focus on plugging any gaps that 
exist. Rather than letting a lead that’s fallen by the wayside rot in the 
CRM, a lead recycling strategy should be implemented that ensures 
your organisation stays at the forefront of a prospect’s mind should 
his/her situation change.

Define key business processes
Handover points are key to the new, improved process. There must 
be no ambiguity as to when leads move from stage to stage and, most 
importantly, when they are handed over to the CRM from the mar-
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“Marketing automa-
tion gives marketers 

all the tools they need 
to nurture early stage 
prospects and ensure 

that only those that are 
‘sales ready’ make the 

jump to the CRM.”



keting automation platform (and vice versa). If alignment is all about 
ending the disputes of old, this step requires careful planning and 
agreement on both sides prior to implementation.

Drive frequent interaction between the two groups
Planning the initial strategy is the most important step, but that does 
not mean it’s simply a case of sitting back and allowing the two or-
ganisations to function in their own separate worlds again. Without 
frequent interaction between sales and marketing departments, you 
run the risk of falling victim to the dreaded silo effect and losing the 
benefits alignment brings. Marketing automation is giving organisa-
tions unprecedented agility and allows them to measure and adapt 
processes and tactics quicker than ever before. However, this power 
is lost if marketing and sales teams do not continue to read from the 
same page. Whether it’s regular meetings or more creative integration 
activities, continual interaction is key to a company’s development 
and can help ensure bad habits of old do not de-align the system and 
begin to hinder business performance and top-line growth. 
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McRae&Co focuses on helping companies inte-
grate Sales and Marketing into one smarter unified 
approach to drive growth and maximise return 
on investment. Specialising in marketing automa-
tion software, we help our clients capitalise on the 
changes in the B2B buyer journey and build more 
predictable sales pipelines by:

- Advising on the most suitable marketing automa-
tion platform based on your organisation’s size, 
budget and needs
- Guiding you through best practice implementation 
and on-going management of your new platform;
- Advising on key areas such as integrating Sales and 
Marketing, demand generation, lead nurturing, lead 
management and ROI reporting;
- Helping to drive engagement and nurture prospects 
to ‘sales ready’ with sparkling content via our content 
marketing experts.

Product agnostic, we work with all major market-
ing automation vendors to ensure our advice is 
completely impartial and based solely on factors 
relevant to your goals.
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