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THE POWER OF SMARKETING. 
Inbound Certification Class #8 

Ellie 
Mirman 

Head of SMB Marketing, 
Marketing Team 
 
 
instead of a lemonade stand, 
started a cartoon stand 
where I sold cartoons for 
$0.25 

@ellieeille 

#INBOUND 
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AGENDA. 

1. WHAT IS SMARKETING AND WHY IT IS CRITICAL 

2. SMARKETING = ALIGNMENT 

3. 5 STEPS TO INTEGRATE SMARKETING INTO YOUR 

ORGANIZATION 

4. KEY TAKEAWAYS AND RESOURCES 

 

 

WHAT IS SMARKETING 
AND WHY IT IS CRITICAL. 1 
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of the terms sales & marketing  
use to describe each other  
are negative. 

87% 

Corporate Executive Board survey: http://bit.ly/wQCz4b 

Corporate Executive Board survey: http://bit.ly/wQCz4b 

SALES 
• “simple-minded” 
• “incompetent” 
• “lazy” 

 

• “arts and crafts” 
• “academics” 
• “irrelevant” 

MARKETING 

SALES + MARKETING = 

SMARKETING. 
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Two halves of the  
same team. 

Companies with strong 
sales & marketing 
alignment get 

20% 

2010 study by the Aberdeen Group, http://bit.ly/zmIJQD 

annual revenue growth. 

SMARKETING = 
ALIGNMENT. 2 
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Get  
on the 
same 
team 

Photo credit: Stacy Braswell 

Alignment around goals 

MARKETING PIPELINE 
= 

SALES QUOTA 
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ALIGNMENT 
AROUND 
PERSONAS 

ALIGNMENT AROUND EACH PERSONA 

FIVE STEPS  
TO INTEGRATE 
SMARKETING INTO 
YOUR ORGANIZATION. 

3 
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5 STEPS TO INTEGRATE 
SMARKETING. 

1. Speak the Same Language 

2. Set Up Closed-Loop Reporting 

3. Implement a Service Level Agreement 

4. Maintain Open Communication 

5. Rely on Data 

 

 

SPEAK THE SAME LANGUAGE. 
step 1  

IT ALL COMES DOWN TO 
REVENUE. 
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HOW MANY 
MARKETERS  
HAVE SIGNED UP 
FOR A NUMBER? 

 

1. Start with your shared goal: REVENUE. 
 

2. Revenue Goal: $10,000 
 

3. Avg. Deal Size: $1,000 
- Current Revenue / Current Customers 
 

4. Customers Needed: 10 
- Revenue Goal / Avg. Deal Size 
 

5. Avg. Lead to Customer %: 2% 
- Current Customers / Current Leads 
 

6. Leads Needed: 500 
- Customers Needed / Avg. Lead to Customer  

WORK BACKWARDS 
FROM SALES. 

Customer 

Visit 

Opportunity 

MQL 

Lead 

SQL 

Define the 
stages of the 
funnel. 
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Only 

45% 
of businesses have 

established a company-
wide definition of a 

sales-ready lead. 

2009 survey by MarketingSherpa, http://bit.ly/zL3sf0  

SALES 
“Marketing leads are 

terrible quality.” 
“Sales doesn’t work  

our leads.” 

MARKETING 

What is a  
sales-ready 
lead? 

F
IT

 

INTEREST 

Stimulate  
Interest 

Follow-up 
Quickly 

Avoid 
Take 

Orders 
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EXAMPLES OF  
SALES-READY LEADS. 

• Contact who downloaded an ebook on lead gen, 
company is  200-1,000 employees & in North America. 

 

• A contact at a company in the US who filled out the form 
to request a sales demo or started a trial. 
 

• A contact at a company whose role makes him/her a 
decision maker, e.g. a VP or Director.  

Define the 
handoff 
process 

  

  

  

  

  

  

Owned 
by 

Marketing 

Owned 
by Sales 

Define  
your buyer  

persona 

GOALS, CHALLENGES, HOW WE HELP, QUOTES, OBJECTIONS, MESSAGING 
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SET UP CLOSED-LOOP 
REPORTING. 

step 2 

TRADITIONAL MARKETING: 

 

• Duplicate leads 

• Limited lead info 

 

 

• No feedback from sales 

• No ROI measurement 

PROBLEMS 

MARKETING                 SALES 

CLOSED-LOOP MARKETING: 

•  De-duplicate leads 
•  Import to CRM 
•  Lead intelligence 

• Contact info & status   
updates 

• Closed-loop data to 
analyze 

MARKETING                 SALES 
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Customers by marketing source 

Conversion assists 

Closed-loop lead intelligence 
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Closed-loop CRM integration  

Closed-loop lead alerts 

paula@company.com  

IMPLEMENT A SERVICE LEVEL 
AGREEMENT (SLA). 

step 3 

mailto:paula@company.com
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An SLA defines what 
each team  
commits to 
accomplishing in 
order to support the 
other. 

MARKETING SALES 
Number and quality of leads 
required to hit company 
revenue goals. 
 

Speed and depth of lead 
follow-up that makes 
economic sense. 
 

SALES MARKETING 

SLAs GO BOTH WAYS 

CALCULATING THE SLA. 

 

How many leads of a certain quality does a sales rep 
need to make quota? 
 

• Quota (revenue) / avg. revenue per customer = # customers needed 

• Customers / avg. lead to customer close % = # leads needed 

• May vary by type (quality) of lead 

 

MARKETING  SALES 
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How many call/email attempts to engage should a 
sales rep make to every lead to not waste leads? 

 

With X leads and Y hours/month, how many follow-up attempts should a 

sales rep be able to complete per lead? 

 

SALES  MARKETING 

CALCULATING THE SLA. 

• Marketing will deliver 100 leads per sales 
representative, per month. 
 

• Sales will make 1 attempt to engage in 4 business 
hours, with 5 attempts in 14 days. 

EXAMPLE SLAs. 

Track SLA progress daily. 
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MAINTAIN OPEN 
COMMUNICATION. 

step 4 

Weekly Smarketing meeting 

Monthly management meeting 
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Campaign communication 

Product communication 

COMMUNICATION 
 IS NOT JUST  

MEETINGS. 
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COMMUNICATION  
IS NOT JUST  
BULLET POINTS. 

RELY ON DATA. 
step 5 

Frequent Public Transparent 

Use dashboards 
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Marketing dashboards 

Marketing dashboards 

Track leads by source 

http://blog.hubspot.com/blog/tabid/6307/bid/14222/The-One-Graph-Marketers-Should-Update-Daily-The-Leads-Waterfall.aspx
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Track leads by campaign 

Track the number of MQLs 

Monthly marketing report 
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Sales by day dashboard 

Sales activity reports 

WHAT TO DO 
WHEN THINGS 
GO WRONG ? 
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Rely on data, not emotions 

KEY TAKEAWAYS AND 
RESOURCES. 4 

SMARKETNG. 
 alignment between sales and 
marketing around goals and personas. 

KEY TAKEAWAYS 
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5 STEPS TO INTEGRATE SMARKETING. 

1. Speak the Same Language 

2. Set Up Closed-Loop Reporting 

3. Implement a Service Level Agreement 

4. Maintain Open Communication 

5. Rely on Data 

 

 

KEY TAKEAWAYS 

1. How to calculate an SLA: http://bit.ly/zXJQSH 

2. Sales & marketing metrics: http://bit.ly/QOBbAl 

3. Intro to closed-loop reporting: http://bit.ly/VXiv6R 

4. Goal planning template: http://bit.ly/Xl6sSP 

 

 

 

RESOURCES 

http://bit.ly/zXJQSH
http://bit.ly/QOBbAl
http://bit.ly/VXiv6R
http://bit.ly/Xl6sSP

