
No matter how big the gap between the two departments in your 
organisation, regardless of how many times they’ve clashed over 
the lack of lead quality (sales) or lack of leads followed up (market-
ing), now is the time to get those two old foes into a room and start 
building the bridges that will pave the way for your company’s future 
growth. It may seem daunting - but unification is the only way to suc-
ceed in today’s customer-led buyer arena.

The good news, however, is that, if your company is forward-thinking 
and ambitious, the bad news isn’t actually bad news at all. Instead, it’s 
a real opportunity to correct the erroneous processes that have stunt-
ed your organisation’s growth in recent years.

Let’s look at Tom, a microcosm of today’s B2B buyer. Tom is a perfect 
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First, the bad news. While once true sales and market-
ing alignment may have seemed an impossibility, in or-
der to successfully interact with the modern B2B buyer, 
it’s an absolute necessity.



“The onus is over-
whelmingly on market-

ers to educate with rele-
vant, timely material.”

B2B MARKETING SERIES FOR CEOs | PAGE TWO

Nine out of ten busi-
ness buyers say that 

when they’re ready to 
buy they’ll find you.

(Demand Gen)

candidate for organisation A’s services and, without 
consulting the marketing department, a salesperson 
duly cold calls him to tell him this.

What happens? Does Tom accept the call
and devote considerable time listening to what 
the salesperson has to say ahead of arranging 
a face-to-face meeting? No, he doesn’t. Because 
Tom is busy and now conducts his own
research online in his own time, contacting 
a sales team only if and when he is ready. 

This is the way of the B2B world now 
and it’s the reason the onus is 
overwhelmingly on marketers to educate 
prospects with relevant, timely material.

By implementing a robust nurturing program on a marketing auto-
mation platform, a savvy marketing team can educate Tom based on 
both implicit (behaviour on your website, materials downloaded, 
emails read) and explicit (job title, location, company size) factors 
to ensure he is receiving precisely the right information at the right 
time.  

This is known as ‘context marketing’ and it simply cannot be done 
successfully without the synergy of marketing and sales teams pulling 
in the same direction.

That’s why the modern marketer must use all components of a mar-
keting automation platform to focus on generating higher quality 
leads rather than loading the top of the funnel with anything they can 
find.

Meanwhile, sales teams must now help refine the nurture processes of 
marketing by providing proven content and messages.

By aligning their people, processes and technology, organisations can 

Like most B2B buyers, ‘Tom’ is too 
busy for a cold call.

Does Tom accept the call and devote considerable 
time listening to what the salesperson has to say....no 
he doesn’t. Because Tom is busy and now conducts 
his own research online in his own time.”

“



develop robust nurturing programs and scoring models that ensure 
only the hottest leads are passed over to the CRM, based on a thor-
ough understanding of the ideal buyer’s persona. This grants sales 
teams more time to do what they do best – sell, while automating the 
processes leaves marketers free to create the sort of sparkling custom-
er-centric content that underpins the whole practice.

Of course, organisation B realised this. And while organisation A’s 
contact with Tom began and ended with a ten second phone call, or-
ganisation B has been educating him via an email drip program and 
customer-centric white papers, webinars and blog posts targetting his 
specific pain points.

When Tom reaches a pre-determined ‘sales-ready’ score, he’s duly 
passed onto the sales team and, armed with a full history of his inter-
actions with its materials, organisation B’s salesperson is able to speak 
to him in a language which resonates and spark the beginning of a 
long and fruitful B2B relationship.

It’s not an overnight process and it’s sure to take time, patience and 
a little bit of trial and error – but once true alignment is achieved, 
the future for your organisation will start to look brighter than ever 
before.
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An example of a prospect’s profile in the Pardot marketing automation platform.

Relevant emails drive 
18 times more revenue 
than broadcast emails.

(Jupiter Research)
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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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