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In a recent survey from DemandGen, 70% of marketers say 
their lead development budgets will increase, and 34% say 
their spending will grow by more than 20%. 

Digital now represents essentially half of the $656 billion spent on advertising, according 
to CNBC. The recent increase in digital spending is resulting in enterprises focusing more 
time on considering how effective their lead-to-revenue management workflows are 
currently performing and how to improve it. 

Furthermore, to support enterprise lead-to-revenue management workflows, 
management must also be aware and be prepared for responding to Attribution, 
working with Sales teams, and handling inquiries and opportunities in a professional 
manner.   

Ask yourself the following questions. 

• What if you don’t understand which marketing campaigns are generating the best leads? 

• What if your sales team pursuing the lead is actually a customer service team?  

• What if your inquiries are going to the wrong sales representative?  

• What if your incoming leads bounce back or get ignored?  

• What if your manual back office processes are susceptible to human error and/or absence? 

• What if your salespeople, in this fast-paced world, don’t update their CRM as expected? 

Here are three articles discussing the challenges and possible solutions to 
marketing attribution, working with sales and marketing teams, and opportunity 
handling distribution to consider as you optimize your inbound lead inquiry 
handling workflow with multiple teams across a large corporation.  

  



 
 

Article 1 
Bringing transparency to the black hole of marketing 

 

 

Ever wonder which 
marketing campaign is 
generating the most leads? 

Ever wonder if these leads 
are acknowledged by 
salespeople? 

Let's shine a light here. 

 

A common challenge of a marketer is to determine which campaign results in the 
most sales for the company – typically called attribution. “According to [a Hootsuite] 
survey, 70% of social marketers aren’t using an attribution model, which makes it hard 
to prove the value of social compared to other channels.” {1} 

These models would be useful in answering questions, such as which social media ad 
is attracting the most potential customers? Is the website form encouraging enough 
for future interaction with a visitor? Why have some people said yes to learning more 
about the company, yet the same efforts were ignored by others?  

If there is a steady pattern of lead generation, it can be difficult to decipher which 
strategies are working the best and which aren’t living up to their expectations. After 
putting in time and money, how do marketers know if the resulting leads are in fact 
getting matched with the right salespeople, furthering their journey through the sales 
funnel?  There are many tools to help this process, but without closing the loop with 
the sales team, attribution remains elusive. By the time businesses receive useable 
data, the lines between which strategy worked and to what extent tends to get blurry.  

CRM platforms do not provide such visibility – they are customer relation-
ship management platforms, not lead management platforms. Instead, leads are 
coming in at many different angles and are then directed to salespeople manually. 



 
 

Only historical data provides analysis on marketing expenses at a later point in time – 
delaying immediate action (time is money).  

Using software can shine light on leads in real-time: where are they coming from and 
where are they going. This can help to answer questions like what strategy is currently 
succeeding, and what expenses should be eliminated? This brings the opportunity to 
continue the behaviour of successful campaigns as well as to cut funding early or re-
strategize campaigns that were disappointing. 

Understanding which avenue your customers are taking to reach a salesperson today 
brings transparency to this “black hole of marketing”. Doing so is critical to developing 
an enhanced marketing strategy for future growth, direction and investments.  

The following illustrates an example where this transparency provides a real-time 
status update on an incoming lead: John Smith (a potential customer) connects via 
Facebook to a business at a point in time and Jane Taylor (salesperson) acknowledges 
John as a lead and follows up accordingly within the appropriate response time 
limits.  A situation like this provides not only an update to the sales manager that Jane 
is working on it, but also allows the marketing team to recognize that the Facebook 
ad is the doorway that brought John to the table of negotiation, suggesting that they 
continue that specific campaign. 

Without this knowledge, how can companies make quick and educated decisions 
about 1) which expenses are worth the cost, 2) what sales employees are following up, 
and 3) what future direction should we head in?  

Transparency is achieved through common data and proper attribution of the 
successful campaigns. It is the only way to build on marketing successes and shine a 
light on the often “black hole.” 

{1} The 5 Most Important Social Media Trends in 2020, Written by Sarah Dawley, 
January 28, 2020. Source: https://bit.ly/2GDW6IJ 

  



 
 

 

Article 2 
Making the connection between sales and marketing 

 

 

Think sales and 
marketing are two 
separate teams?  

Think again. 

 

Gone are the days of separate sales teams and marketing teams. The wall that has 
traditionally stood between the two groups has increasingly been breaking down. 
Working together is a necessity to support the interactions and communications with 
potential customers.  

The two teams may not, yet, be designed to be one – there is still a distinction between 
customer facing and market strategizing – yet a company cannot be successful in one 
area without consulting the other. The two teams fall beneath the same umbrella; the 
two teams are carrying the same stick.  

In the spirit of sameness, clear communication and alignment are critical. Under-
standing who the salespeople are speaking to defines the company’s audience, which 
in turn directs how the marketing team designs their content and campaigns. 
Meanwhile, the avenue potential customers take defines how sales teams respond 
and strategize their relationship with a lead.   

In order for this to happen, there needs to be a common language – that language is 
data.  Data that is not isolated per team, but rather created and used by both teams. 



 
 

This allows each team to work off the same data foundation for the same future goal: 
growth. This is where a sophisticated lead management platform comes into play.   

The Connection: Lead Management 

The concept of managing leads involves the following tactics: attract leads, respond 
to leads, nurture a lead relationship, and provide feedback to the organization based 
on interacting with a lead. Where and how these occur connects the sales and 
marketing teams.  

Attraction 

Generally, this is where marketing shines. The team works to convert a mere passerby 
into a curious visitor in hopes to create a reaction that turns into consideration. 

Response 

This is when the baton is passed between the two teams – marketing brought the 
potential customer to the door, now the salesperson needs to be prepared to answer 
it. This stage continues to be one of the most important as quicker response times 
tend to increase the likelihood of a successful transaction.  

Nurturing 

The sales team proves their strength in closing deals in this stage, which includes 
understanding of the customers’ problems and expectations. This is where 
perseverance is required.  

Feedback 

Again, post-interaction, the baton is passed back to the marketing team from the 
sales team. Through the sales team’s experience, marketing can adjust its strategy to 
have a larger impact in the attraction stage using what was discovered through direct 
interaction with the customer.  

It becomes clear that the data connection between sales and marketing isn’t just a 
bridge. It is an ever evolving (and never-ending) cycle of data analysis and 
communication. The strength of your foundation, of credible useable similar data, will 
define the success (or failure) of this cycle contributing to the connection or the 
separation of your sales and marketing teams. 

  



 
 

 

Article 3 
Opportunity routing driven by real-time data in 3 steps 

 

 

Knock, knock!  

Who’s there? Anyone!  

What do they need? 
Anything!  

Who will answer…?  

Not your salespeople.  

They don’t have the time. 

 

Have you ever experienced the situation where salespeople are responding to 
customer service inquiries and support representatives are answering sales inquiries? 
What is the solution to no longer having to ask the question: “Why is this person 
talking to this employee?” 

There are ways to increase the efficiency of connecting a lead with the right 
salesperson, every time. This valuable concept, called opportunity routing, is possible 
through three specific steps. 

1.    Identify the intent 

From interest to consideration, there are many different reasons to have a visitor 
scrolling your company website. For instance, a visitor may be learning something 
new, booking an appointment, searching for an answer, or considering a purchase. 
First and foremost, identifying the expectations of what the visitor wants to achieve 
from their visit is important in determining who, if anyone, should be prepared to 
respond and in what manner. 

2.    Qualify the need 

Once it is understood that a visitor will have an experience beyond browsing, it is 
important to qualify the need. For example, it is critical to understand what product 
or service the visitor is interested in and where the visitor is located geographically. 
This is to determine which team or department should be accountable for 



 
 

responding. A salesperson hundreds of miles away, who specializes in a different 
product, should not be the individual responsible.  

3.    Connect the lead 

Finally, make sure that the door that is knocked on gets answered! Availability of your 
salesperson is the final step. There is no benefit to routing a lead to a salesperson who 
is enjoying their beach vacation! A lead that goes without an immediate response 
decreases the likelihood of a closed sale. The most appropriate salesperson available 
is the one who should be quickly answering “I’m here!”  

Real-time data vs. Historical data 

Benefits resulting from these three steps are enhanced only through the integration 
of real-time data. Historical data provides trends and should be used to help 
implement company-wide strategies and multi-year plans. Yet real-time data should 
be used for today’s decisions, about today’s issues, responding to today’s 
opportunities.  

Enterprises often have to deal with a delay in receiving useable sales data that will 
help with today’s issues. Instead, managers strategize team goals and rate 
performance using historical data. In the spirit of keeping up with the times, large 
corporations will have to respond using a real-time data platform to be the common 
Lingua franca.  

Large corporations with thousands of employees must adopt or update software that 
can provide useful and current information today. This will allow information to be 
easily pulled in a readable manner to eliminate delays and bottlenecks 
immediately.  As a result, leads will be connected to salespeople and existing 
customers will reach customer service. 

Quick contact to a properly qualified potential customer is getting increasingly 
important in the likelihood of a successful transaction. Connect with smart lead 
routing, enhance with real-time data.  

  



 
 

 
 
 
 
 
 
 
 

 
 
 
 
 
Intelligently route and connect.  
Scalable conversion capture technology. 
Enterprise-grade data reporting. 
 
 

 
 
 
 
 
The Intelligent Enterprise Lead Automation Solution 

Enterprise battle tested, globally scalable, localized, and purpose  
built to handle the demanding needs of enterprises like yours. 

Get started now. 

Let’s book a 30-minute discovery session to determine  
your needs and give you an overview of our solutions. 
 
 
https://vantage.leadassign.com/ 
 


