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THROUGH 
THIS REPORT, 
WE’LL SHOW 
YOU WHY:
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Investing heavily in training li�s both performance 
and alignment, but only if you view the system as 
a whole, and are open to some ‘odd’ logic.
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Sales processes improve marketing outcomes, 
marketing processes improve sales outcomes, 
and shared processes improve both.
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Planning jointly, quickly, and o�en li�s the 
performance of the ‘engine’.

Marketing Automation delivers scale and 
a�ordability, but not confidence.
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Naming CRM stages a�er buyer’s journey stages 
improves the quality of early-stage leads.
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Marketing needs to report to the CEO, or to Sales, 
but not to a divisional or shared boss.
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Demand is more important than brand, but only 
to a point.

page 39

Marketing tactics early in the journey have more 
e�ect on closure rates than sales tactics later in 
the journey (which is why search beats social, 
blogging beats  traditional, and it doesn’t matter  
what tactics the sales team uses).
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Alignment and e�ectiveness vary wildly between 
countries.
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ALIGNMENT CAN 
HELP MAKE YOUR 
BUSINESS

67% better at 
closing deals,

with 108% less 
friction,

and generate 
209% more 

from Marketing.
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IN THIS STUDY, WE FOUND 
ALIGNMENT   TECHNIQUES 
THAT DELIVER:

Businesses generate these results by taking 
some completely counter-intuitive steps, and 
turning what we know about the funnel upside 
down – literally.

67% higher probability that Marketing- 
Generated Leads will close

and a 209% stronger contribution to 
revenue from Marketing-Generated 
Leads as a result.

108% better lead acceptance
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Sales processes improve 
marketing outcomes, 
marketing processes 
improve sales outcomes, 
and shared processes 
improve both.
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Like training, processes deliver 
benefits, but not always where 
you’d expect.

Businesses which invest in creating robust 
Sales processes see no improvement in their 
ability to close opportunities, whether 
tracked from late in the cycle (proposal on 
the table), or earlier (SQL or MQL). 

They do, however, see a 26% uptick in 
Sales’ willingness to accept leads from 
Marketing.

This sounds great, but increased acceptance 
from Sales without measureable improvement 
in the probability of closure isn’t a win for the 
bottom line. 

Despite this increased acceptance from Sales, 
Marketing’s contribution to total revenue 
doesn’t twitch.

Sales
Processes

MQL Acceptance

Marketing 
Contribution 
to Total 
Revenue

26% 
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Businesses which build robust marketing 
processes see a 15% improvement in the 
probability that late-stage opportunities will 
close. ‘Late-stage’ opportunities are those 
where a proposal is already on the table.

 As with training, processes for Marketing can 
be tailored to give visibility to and prioritise 
campaigns which generate leads which 
close. 

So, this same stage that sales processes 
fails to improve      improved by good 
marketing processes.

So, improved Sales processes improve 
MQL acceptance, but improved marketing 
processes don’t.

But just like the twist we saw with 
sales processes, investing in 
marketing processes does 
deliver a benefit, but not 
where we’d expect. 
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Investing in building a robust process for 
Marketing likewise fails to deliver an 
uptick where we might have expected it: 
MQL acceptance. 

is
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So, you’d imagine that taking a 
third step to build a single, 
end-to-end process for Sales 
and Marketing will drive further 
improvements, and you’d be 
right. 

This improvement in closure rate generated 
by marketing processes boosts Marketing's 
share of revenue generation by 59%.

If you build processes for one contributor to 
total new revenue, they might be mindful of the 
whole process, but still unable to improve it.

It all makes simple sense: 

19

Marketing
Processes

Late 
Stage

 Closure

MQL 
Acceptance

Marketing
 Contribution

 to Total 
Revenue

15% 

59% 
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Companies who build one process for both 
see another 31% uptick in MQL acceptance 
on top of those improvements already seen 
from single processes. 

A final 27% improvement in MQL 
acceptance and 63% improvement 
in Marketing’s contribution can be 
achieved by ongoing refinement to 
this single, transparent process. This 
sort of refinement is typical of Kaizen 
methodologies, which are more 
normally seen in manufacturing than 
sales and marketing.

20

MarketingProcesses

MQL
Acceptance

Marketing
 Contribution

 to Total 
Revenue

One
Shared 
Process

Sales
Processes
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The net e�ect of progressively 
maturing the processes is a 
108% li� in MQL acceptance, a 
126% improvement in how 
much of the total revenue 
comes from Marketing’s leads, 
and 51% reduction in customer 
churn.

The journey begins to look attractive:

Build marketing processes, and create those 
good leads (ones that close)

Measure and refine that single process, and 
increase the flow through the funnel

Bring the processes together, and increase 
Sales’ willingness to focus on those leads

Build sales processes, and create a willingness 
for good leads (even if you haven’t got many 
of them yet)

21

1

2

3

4
Marketing Contribution 

to Total Revenue

Customer
Churn

126% 108% 
51% 

MQL 
Acceptance
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Planning  jointly, quickly and 
often lifts the performance of 
the ‘engine’.

FIN
AN

CE   
            MARKETING               SALES                  PRODUCTION       

 OP
ER

AT
IO

NS
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No division had a better new 
business ‘bias’ than Finance 
with 38% of total revenue 
coming from new business, so 
we’ll use them as the baseline, 
and compare other potential 
‘owners’ to Finance.  

Although they are good at driving new revenue, 
it seems Finance is awful at keeping existing 
customers; in fact, churn is more than three 
times higher than the average for those 
businesses who let Finance drive planning.

First, let’s look at who should                  
‘own’ the planning process. 

FINANCE

Total Revenue from New Business

Churn

38%

3 X Higher

F INANCE
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Deal sizes drop by 47% and closure capability 
drops 16%. These two factors compound to 
override any benefit from the reduced churn 
with a 32% reduction in new business as a 
share of revenue.
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But before Marketing heads for the nearest 
bridge because of this story, they can take 
some comfort from the equally underwhelming 
performance of Sales when they drive planning.  

If Marketing takes over as the primary driver of 
planning, everyone loves their leads, with a 
substantial 55% li� in acceptance of MQLs. And 
customers are happier if Marketing is driving 
planning too, with a 56% drop in churn.

MARKETING

Total Revenue from New Business

Closure Capability

MQL Acceptance

Churn

Deal Sizes

55%
56%

47%

32%

16%

MARKETING

SALES

But that’s where the good news stops.
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If Production is in control, customer retention is at 
its best, with 72% less churn than when Finance is 
throwing customers overboard in its quest for new 
business. 

Sales and Marketing performances, however, hit 
an all-time low. Sales closure rates drop by 42%, 
and Marketing might as well go home. Closure of 
Marketing’s leads drops by 34%, and Marketing’s 
contribution to total revenue falls by 66%.

SALES

Total Revenue from New Business

Closure Rates

MQL Probability of Closing

Churn

26%

47%

31%

PRODUCTION

Sales would argue they are good at closing, but 
when they take the hot seat for planning, closure 
rates are 31% worse than when Finance is in 
control. Marketing’s leads are also held in lowest 
regard when Sales drives planning.

Although Sales is good at keeping customers, the 
low probability of closed leads from Marketing 
(26% lower than when Finance is driving) means 
that Marketing’s contribution to total revenue 
drops by 47%.
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Marketing Automation delivers 
scale and affordability, but not 
confidence.
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Naming CRM stages 
after buyer’s journey 
stages improves the 
quality of early-stage 
leads.

 
��M 

V�nd�� Sta��

B���� sta��
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Marketing needs to report to 
the CEO, or to Sales, but not 
to a divisional or shared boss.

SALES

CEO
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Holding Marketing’s feet 
to the fire works.

https://plus.google.com/share?url=http://bit.ly/17obNK6&hl=en-US&gpsrc=frameless
http://www.linkedin.com/shareArticle?mini=true&url=http%3A%2F%2Fbit.ly%2F1doog48&
https://www.facebook.com/sharer/sharer.php?u=http%3A%2F%2Fbit.ly%2F17SXLWI
http://twitter.com/?status=Reading+a+great+report+at+http://bit.ly/1aDUHHX+which+confronts+much+of+what+we+know+about+sales+%26+marketing+alignment


https://plus.google.com/share?url=http://bit.ly/17obNK6&hl=en-US&gpsrc=frameless
http://www.linkedin.com/shareArticle?mini=true&url=http%3A%2F%2Fbit.ly%2F1doog48&
https://www.facebook.com/sharer/sharer.php?u=http%3A%2F%2Fbit.ly%2F17SXLWI
http://twitter.com/?status=Reading+a+great+report+at+http://bit.ly/1aDUHHX+which+confronts+much+of+what+we+know+about+sales+%26+marketing+alignment


39

Demand is more important 
than brand, but only to a 
point.

STOP
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Marketing tactics early in the journey 
have more effect on closure rates than 
sales tactics later in the journey (which 
is why search beats social, blogging 
beats traditional, and it doesn’t matter  
what tactics the sales team uses).

SEO
bloggin

g
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Alignment and effectiveness 
vary wildly between 
countries.
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ABOUT US
Marketo

Marketo (NASDAQ MKTO) uniquely provides 
an easy-to-use, powerful and complete   
marketing so�ware platform that propels 
fast-growing small companies and global 
enterprises alike. 

With proven technology, comprehensive 
services and expert guidance, Marketo 
helps thousands of companies around the 
world turn marketing from a cost center 
into a revenue driver. 

Marketo® marketing automation and sales 
e�ectiveness so�ware streamlines marketing 
processes, delivers more campaigns, gener-
ates more win-ready leads, and dramatically 
improves sales performance. 

Easy, Powerful, Complete.
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