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IS THIS BOOK RIGHT FOR ME?
Not quite sure if this ebook is right for you? See the below description to determine if
your level matches the content you are about to read.

INTRODUCTORY
Introductory content is for marketers who are new to the subject.
This content typically includes step-by-step instructions on how
to get started with this aspect of inbound marketing and learn
its fundamentals. View our introductory-level webinar, “How to
Improve Your Sales & Marketing Alignment.”

INTERMEDIATE

This ebook!

Intermediate content is for marketers who are familiar with the
subject but have only basic experience in executing strategies and
tactics on the topic. This content typically covers the fundamentals
and moves on to reveal more complex functions and examples.
After reading it, you will feel comfortable leading projects with this
aspect of inbound marketing.

ADVANCED
Advanced content is for marketers who are, or want to be, experts
on the subject. In it, we walk you through advanced features of
this aspect of inbound marketing and help you develop complete
mastery of the subject. After reading it, you will feel ready not only
Share This Ebook!
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to execute strategies and tactics, but also to teach others how to
be successful.
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HubSpot’s All-in-One
Marketing Software
HubSpot brings your whole marketing
world together in one, powerful, integrated
system.
Get Found: Help prospects find you online
Convert: Nurture your leads and drive conversions
Analyze: Measure and improve your marketing.
More: See marketplace for apps and integrations
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“

Sales and marketing
success only comes
when each side works
toward shared goals.

”

Let’s be honest: in many companies, the sales and marketing teams don’t like
each other very much. Sales reps complain that marketers deliver them leads that
aren’t worth the effort to close a sale. In response, marketers say that sales reps
are too lazy to work the good leads they’ve been handed and are only interested
in a quick deal.
The disdain that sales feels for marketing – and vice versa – is so widespread
that a recent survey of sales and marketing executives by the Corporate Executive
Board found that 87% of the terms the two groups used to describe each other
were negative. Marketers called their sales reps “simple minded,” “cowboys” and
“incompetent.” Sales reps returned the favor by calling marketers “paper pushers”, “academics” and “irrelevant.”
Share This Ebook!
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Yikes! How can a company increase its revenues and grow its customer base when two key
teams act like bitter rivals? Sales and marketing success only comes when each side puts
aside resentments and works toward shared
goals that benefit the entire company.
This process goes by the name “sales and
marketing alignment,” and seeks to foster better communication and collaboration between
sales and marketing teams to achieve the

y

y

y

same result: generating more business. Alignment involves tangible steps, such as establishing new processes and measurement tactics to manage the sales and marketing funnel holistically. But it also includes less tangible efforts, such as encouraging sales and marketing teams
to spend more time understanding the other side’s contributions, and how each team’s efforts
work in tandem.
The benefits of fostering a collaborative environment are clear. According to a 2010 study by the
Aberdeen Group, companies with strong alignment between sales and marketing achieved 20%
annual revenue growth, compared to a 4% decline in annual revenues for companies with poor
alignment.
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The problem is that many organizations still
have an invisible wall between their
sales and marketing teams. Marketers hurl their leads over that wall,
but never find out what happened to them after that. Sales
people feel deluged by the
shower of leads coming their
way, but never peek over that
wall to see where those leads
came from, or why they’ve been
handed off in the first place.

Break down that wall with this guide to achieving better sales and marketing
alignment. You’ll find tips for bringing rival camps together to establish a holistic
view of your sales and marketing funnel, and steps that get each team to deliver on shared goals. Finally, you’ll learn how to close the loop between marketing and sales for continuous improvement of your processes that can result in
more revenues and a happier organization.
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CHAPTER 1

3 steps to
establishing
Sales &
marketing
alignment
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Only 45% of companies have
established a company-wide
definition of a sales-ready lead.

”

The alignment process starts by calling sales and marketing together to put aside their rivalry
and become a collaborative unit. Despite all their differences, the two groups really do have
common ground: they are the twin engines of a sales and marketing pipeline that generates
revenue for the business.
Start a dialogue between sales and marketing to
discuss the pipeline, develop common terminology
for lead generation, and outline the responsibilities of
each group. This should be done in formal meetings,
as well as through ongoing, informal communication
between the two camps. The important part is that
marketing shouldn’t be siloed but constantly in touch
with the sales organization through weekly meetings,
an internal newsletter and monthly surveys. In this
section we will review three distinct goals of this ongoing communication.

Share This Ebook!
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step #1

Agree on terminology and definitions
When you ask a marketer and a salesperson to define a lead, you often get vastly different
answers. In fact, only 45% of companies had established a company-wide definition of a salesready lead, according to a 2009 survey by MarketingSherpa.
If sales and marketing can’t even agree on
what makes a sales-ready lead, any further
steps you take toward alignment are likely to
fail. Marketing will still be delivering the sales
team apples when they really want oranges.

That’s why the first goal of your sales and marketing alignment discussions should be a formal
meeting to establish a universal definition for the key terms you use to track your sales and marketing pipeline.

Share This Ebook!
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This term can be used to signify that someone is
a contact of your company, but they are still not
fully acquainted with who you are and what you
do. Maybe you acquired only have their name and
email address from a trade show. Or you acquired
their contact information from a comarketing activity with a partner. Prospects are at the top of the
marketing funnel, right before visitors turn into
full-fledged leads.

Remember, names you collect from your website, through social media, from list-brokers or other
sources are not necessarily leads. They are inquiries or prospects that will likely require further
work from the marketing team to determine whether they are good candidates for a purchase
(i.e., the right industry, company size, etc.) and have a real interest in your company’s products
or services (i.e., engagement with your content, demonstrated need, etc.)
A full-fledged lead is a prospect that has formally

Leads

engaged with your content and given your company valuable information about who they are and
what they do. When a visitor answers a series of
questions on a form in order to access a resource
you are offering, they are willing to go through the
so-called barrier of entry to show interest in what
you can offer them.

Share This Ebook!
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The sales team, however, is only interested in
receiving leads that are ready to engage in discus-

Qualified
Leads

sions closer to the company’s product or service.
These leads are qualified. Sales typically wants
to see some indication that the contact is deep
enough in the sales cycle and has the need and
budget to make a purchase. Marketing can turn
a regular lead into a qualified one by using lead
nurturing.

Reaching consensus on these definitions may take several meetings and lots of revisions. A
2009 MarketingSherpa case study showed that the marketing team at CollabNet held weekly
meetings with sales over several weeks to work out their definition of a sales-ready lead.

“

Lead scoring should be an indicator
of sales readiness – not of how much
of a fan they are of [our company].

Emily W. Salus,

Senior Marketing Manager, CollabNet

”

The process uncovered several disconnects between the two groups, such as the sales team’s
belief that a case study download was a better indication of sales readiness than an analyst

report download (marketers had expected analyst report downloads to be a better qualifying action). The reason: sales reps argued that prospects downloading a case study were farther along
in the buying process and looking for comparisons to their own business needs.
Share This Ebook!
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step #2

Establish a service level agreement for marketing
Once you’ve agreed on terminology, use those
terms to develop a service-level agreement
(SLA) between sales and marketing. An SLA
is like a contract between the two groups that
sets expectations for the quantity and quality
of leads that marketing will deliver to sales,
and outlines the steps sales reps will take to
follow-up on those leads.

SLA meetings give marketers a chance to really understand how a sales rep handles the leads
they are given, and what it takes to close a deal. Marketing should ask several questions about
the sales process, including:

2

How many qualified sales leads does a rep typically need to make quota?

2

How many leads does a rep need to be efficient 100% of the time?

2

With X leads and Y hours per month, how many follow-up attempts

should sales be able to complete per lead?

Share This Ebook!
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From those discussions, create specific and measurable goals for the SLA. Some of the steps in
this setup process can include:

Define number of sales-ready leads
marketing will deliver to sales

Define number of contacts sales
will attempt to contact in a month

list info marketing will offer to
sales with every sales-ready lead

list info sales will record in crm
system after each contact attempt
Share This Ebook!
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step #3

Gather additional insights about the sales process
Much of the mistrust between sales
and marketing teams stems from the
fact that neither side understands the
other very well. Few marketers really
know what a sales rep does each day
and how they build relationships with
clients. Likewise, many sales reps -particularly those in the field – have no
idea what a marketer does each day to
generate and qualify leads.
Use formal and informal meetings to help marketing and sales understand each other’s duties,
and to share their insights about prospect behavior and the sales and marketing process.
For example, the marketing team can send a weekly digest with new marketing offers, events
and news. Sales reps are thankful to receive this type of communication and will be happy to
provide feedback. There should be at least one sales and marketing meeting per week to allow
for updates between the two teams. It’s also a great idea to hold a monthly meeting between
sales managers and marketing managers to review past practices and discuss the long-term vision of the company.
Share This Ebook!
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3 Questions Marketing Should Ask Sales

1

How many people are involved in the buying decision?
The typical buying committee is made up of 5-20 people, according to MarketingSherpa, so there might be stakeholders involved in the buying process that
marketing is not yet targeting with specific content.

What are the most common objections that sales encounters in the field?

2

This information can help marketers develop content that heads off these
objections during the lead nurturing process -- before the sales team even
engages with a lead.

3

What are the characteristics of an ideal customer,
from the sales team’s perspective?
And what does a tire-kicker look like – i.e., a prospect that looks like an ideal
lead from the marketing team’s perspective, but doesn’t really have the intention of buying?

These discussions work best where there’s buy-in from the top levels, such as a company owner
or CEO convening the meetings and making it clear that the process is a key business goal. But
it also helps to use a bottom-up approach, creating opportunities for individual marketers and
sales reps to have casual conversations. For example, HubSpot mixes its sales and marketing
team’s desks together to create more opportunities for members of the two groups to form better relationships.
Share This Ebook!
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CHAPTER 2

How to
manage leads
for more
revenue
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In well-aligned organizations, the marketing team must prioritize the best
ones to hand off to the sales team.

Planning meetings and informal discussions go a long way toward repairing the
rifts between sales and marketing, but
both teams need to see the impact of
those conversations to really establish
trust. Once the sales and marketing teams
speak a common language and have their
goals outlined in an SLA, it’s time to start
applying that structure to your day-to-day
sales and marketing activities.

r

”

In this section we will cover six tips for managing the lead-generation and hand-off process so
that both teams can meet their SLA goals.
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TIP #1

Focus on both lead quality & quantity
Only 5%-15% of the names you collect on your website or from your marketing campaigns will be
ready to buy from you right away, according to Brian Carroll, author of “Lead Generation for the
Complex Sale.”
That means the vast majority of the
new contacts you generate each month
are nowhere near ready to buy. Passing
those unqualified leads directly to the
sales team is one of the reasons sales
hates marketing. Sales reps simply don’t
have the time to cultivate a prospect into
a qualified lead. In a well-aligned organization, the marketing team must sort
through all leads and prioritize the best

S

ones to hand off to the sales team.
This dynamic shouldn’t mean that you have to dial back on the number of leads you generate.
In fact, you need to be constantly expanding the top of your funnel because, as our presentation
Death by Marketing Automation showed, your email list expires at a 25% a year. Once you start
attracting thousands of prospects and leads, you can focus on creating nurturing campaigns to
cultivate the quality of these new connections.
Share This Ebook!
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TIP #2

Nurture leads that aren’t sales ready
So, what do you do with the 85%-95% of prospects that aren’t ready to talk to a sales rep? Simple. Create a lead nurturing program that builds a relationship with prospects and grooms them
for an eventual hand-off to the sales team.
Lead nurturing creates a consistent, relevant dialog with prospects based on their needs and
interests (as evidenced by their engagement with your content). Here are the five best practices
for establishing a lead nurturing program:

Best
Practice
#1

Create a Communication Schedule
Study after study shows that email response rates decline over the
age of the lead. In fact, in his Science of Timing research Dan Zarrella,
HubSpot’s Social Media Scientist, discovered that there is a positive
correlation between subscriber recency and click-through rate, one of

the key metrics of engagement. A good contact schedule should include a follow-up email within
24 hours after a prospect downloads a piece of content. The timing of the rest of the messages
in the campaign will depend on your usual sales cycle. For example, if your nurturing cycle lasts
30 days, you might plan to send a new email on the 1st, 7th, 14th and 30th day after the initial
contact.

Share This Ebook!
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Don’t pitch – Provide educational content

Best
Practice
#2

Leads in the nurturing stage by definition are not sales ready, so
don’t make every contact a sales pitch. Instead, use content that
addresses the prospect’s needs and establishes your company as a
thought leader.

For example, the first email you send a new lead
might include a white paper that addresses a
high-level industry concern. Subsequent emails
should then contain offers that intensify that
relationship, such as inviting prospects to attend
a webinar, download a demo, or participate in a
customized assessment of their needs.
You can also monitor each prospect’s activity to customize follow-up content offers based on
their interests. For example, a prospect that downloads a white paper on a particular topic is a
good prospect to invite to a webinar that dives deeper into some of the issues discussed in the
white paper.

Share This Ebook!
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Engage leads in multiple channels

Best
Practice
#3

Email shouldn’t be the only nurturing communication channel. You
should focus on the entire experience of your leads, sending communications designed to benefit leads not interrupt them. This type of
cross-channel nurturing can incorporate mobile and social media.

HubSpot’s behavior-driven communication tool triggers emails and other messages based on
your leads’ full history of interactions on and off your site. Use marketing automation to nurture
leads and send them information only when it is most relevant to their buying cycle.

Share This Ebook!
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Look for segmentation opportunities

Best
Practice
#4

Customizing your nurturing campaigns for different types of leads
can help you deliver the most relevant content. Using information
collected on your content registration forms, look for opportunities
to segment your database by industry, job title/role, communication
preferences (e.g., email vs. social media), the product they’re interested in, etc.

Then, you can select the best content for each segment. Say you sell accounting software:
economic buyers might be interested in ROI calculators, vendor comparison charts, and other
content that addresses financial concerns. But the IT personnel who have to manage that software might receive product specifications or invitations to a webinar featuring implementation
best practices. So you would establish separate nurturing tracks for those two types of leads.
HubSpot’s Lead Intelligence tool that can help you build different buyer personas:

LEAD DATA:
•
•
•
•
•

Share This Ebook!
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Measure results and optimize your campaigns

Best
Practice
#5

Track key metrics related to your nurturing campaigns to fine-tune
your approach. Measuring each email’s clickthrough and conversion
rates will help you determine whether the content you’ve selected
is relevant to the audience. Spikes in unsubscribe rates might also
signal a problem with the relevance of your nurturing campaign.

Measuring how many of those leads convert to sales-ready leads and customers will show you
which of your nurturing funnels are most effective, and which might need further testing and
improvement. Establish some benchmarks, which should be higher than your email marketing
benchmarks, and monitor the performance of your campaigns.
Here is an example of what that measurement view might look like:

Share This Ebook!
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success story:
lead nurturing helps a staffing
agency get Ready-to-Buy Leads

“

If we didn’t have lead nurturing
I think we’d miss out on a lot of
great opportunities. People need
a lot of information before they’re
ready to commit.

Rebecca McNeil,
Marketing Director, Aclipse

Share This Ebook!
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Aclipse is a staffing agency that connects enthusiastic college graduates
with the best teaching jobs in Asia. Before starting lead nurturing Aclipse had
trouble attracting talent that was ‘ready to buy.’ Aclipse solved this problem
with a comprehensive inbound marketing campaign, including lead nurturing
(they used HubSpot lead nurturing tools).

Rebecca McNeil, Aclipse’s marketing director, explains the
results: “Landing pages and lead nurturing campaigns enable
us to reach out to people who are clearly interested in teaching
English overseas even though they haven’t actually completed
the application yet. If we didn’t have lead nurturing I think we’d
miss out on a lot of great opportunities. People need a lot of
information before they’re ready to commit.”
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TIP #3

Use lead scoring to identify
sales-ready leads
During the lead nurturing phase, you’re also building
a profile of each lead in your database that includes
qualitative and quantitative factors to signal when a
lead is ready to hand off to sales.
A formal lead-scoring framework takes the guesswork out of prioritizing sales-ready leads. It assigns
points to demographic factors and recent actions
that indicate a lead’s potential interest and fit for your
company. Key factors used to establish a lead’s score
include:
Demographics data
such as title, job description, company size, and location
Behavioral data
such as content viewed, time spent on site, number of visits
Self-reported info from registration forms
such as budget or timeframe for a purchase
Share This Ebook!
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As with the definition of a sales-ready lead, establishing a lead-scoring framework requires collaboration between sales and marketing. The two groups should determine a threshold for a
sales-ready lead – you can set any point value you’d like, but typically, you’ll want to stick to a 0
to 100 scale and weigh the points in relation to how telling they are about a lead’s readiness to
talk to a sales rep -- and buy. Then work backwards to assign point values to specific actions or
demographic factors based on the lead’s probability to become a customer. For example:
White paper download = 5 points

Case study download = 10 points

Webinar registration = 15 points

Webinar attendance = 25 points

Consultation = 50 points

Using a lead-scoring framework will help marketers avoid sending those ‘crappy’ leads on to the
sales team. No one will be passed over to sales until they’ve reached the sales-ready threshold.
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Remember, the point of lead scoring is two-fold:
To avoid harassing leads with contact from sales before they’re ready to buy
and to identify leads who need to be touched with more lead nurturing first
To maximize the efficiency of your sales team so they can easily identify and
work only the leads who are sales-ready
Once you’ve set point values for each of the lead qualification categories listed above, decide at
which point a total score would validate sending a lead to your sales team for a conversation. It
helps to look at past lead activity when determining this figure, so you know what has historically
led to sales conversions.
It’s important to remember that, because a lead’s activity can change from day to day, a lead’s
individual score will also change over time. For this reason, lead scoring isn’t something easily
done manually. You’ll need lead management software that enables you to set your lead scoring
criteria and auto-score and re-score your leads in real time. For HubSpot customers, the Lead
Management Tool and the Lead Grader App makes this a snap. And depending on your CRM,
you could then set up alerts based on your custom lead score to notify your sales team when
leads have reached that critical score that makes them sales-ready.
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TIP#4

Share lead intelligence
with sales team
Lead scoring identifies sales-ready leads, but just

y

y

y

passing along the names and contact information
to the sales team is not enough. Marketers need
to show sales reps exactly why each lead was qualified by sharing detailed lead intelligence captured
during the nurturing process.
Lead intelligence includes details about each
lead’s profile and past activity, which the sales
reps can use to plan their follow-up calls. Here are
some vital pieces of lead intelligence:
Complete and verified contact information for each lead, including name, title,
company information, links to social media accounts, and even a photo from
the lead’s LinkedIn profile.
Details on the original source of the lead and how long they’ve been in the nurturing pipeline.

Share This Ebook!
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A list of all web pages viewed, so sales reps get a sense of which challenges a
lead is facing, or which products they’ve been researching.
A list of all the content the lead has viewed, with the information the lead provided on all registration forms
Data on all the emails sent to that lead, including engagement metrics, so the
sales rep knows exactly what information the lead has seen already and what
types of messages generated the best response
Examples of each lead’s social media activity
Real-time alerts of new website activity. Many marketing automation systems,
including HubSpot’s marketing platform, include a feature that sends reps an
email whenever a lead comes back to the site. These alerts can help the sales
team time their follow-up calls for when a lead is actively researching your company.
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TIP #5

Track sales follow-up attempts in a CRM system
Information sharing is a two-way street. Marketers need to
know what’s happening with the leads they’ve handed off to
sales, so make sure the sales team is recording their engagement efforts in your company’s CRM system.
Each lead should be assigned to a specific sales rep that is responsible for making at least one follow-up attempt within
24 hours of receiving the lead. Then, reps
should record the outcome of that initial
contact attempt and all subsequent contact attempts as spelled out in your sales
and marketing SLA.
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TIP #6

Hand “dead” leads back to marketing
Not every sales-ready lead is going to close, but just because someone wasn’t ready to buy now
doesn’t mean they won’t be in the future. Don’t let the relationships you’ve built during the lead
nurturing phase go to waste – even if the lead is no longer viable for the sales team.
Your sales team should have a process for
passing “dead” leads back to the marketing
team, with information about why the deal
didn’t close. Then, the marketing team can decide whether to cycle that name back into the
nurturing funnel or earmark it as a potential
target for a future re-engagement campaign.
Recycling old leads can deliver a big payoff. Consider conducting a lead re-engagement campaign targeting leads that have been untouched by the sales team for 90 days or had been
marked “closed-lost” by the sales team.

Share This Ebook!

www.Hubspot.com

35

aligning Sales & Marketing for quality leads

CHAPTER 3

how to
continuously
close the
sales &
marketing
loop
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Closing the loop requires integration
as well as lots of discussion.

”

Now that you’ve broken down the wall between
sales and marketing, don’t let the two teams slowly
rebuild it. Maintaining sales and marketing alignment requires ongoing communication and feedback between the two groups to analyze what’s
working – and to fix what isn’t.
Establish a closed-loop communication system,
which allows for the free flow of data and discussion between sales and marketing. Closing the loop requires integration between your
marketing platform and CRM system to enable the automatic flow of data. It also requires lots of discussion and opportunities for anyone in the sales and marketing department to provide feedback.
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STEP #1

Analyze metrics across the entire funnel
By capturing data from the first time a prospect visits your site all the way through a closed deal,
you can see exactly which marketing campaigns or channels are delivering the most customers.
Track visitors, leads and customers to see how many visitors become qualified leads, and how
many of those leads converted into customers. Charts that plot those results over time illustrate
trends in how the performance in one area affects each other. If you set up closed-loop marketing with HubSpot, you have access to such valuable marketing analytics:
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WHat Actionable Opportunities does
Closed-Loop analytics Create?
affects Marketing Strategy
If your visitor count is rising but your number of leads isn’t, the marketing
team needs to do a better job of converting traffic. If visitor and lead counts
are rising, but your customer numbers aren’t, you might have problems with
lead nurturing, qualification process or the sales team’s approach.
Identifies Winning (and Losing) Campaigns
Analyze the performance of specific marketing campaigns to see how many
leads they’re generating and how many of those leads convert into customers.
It’s crucial to analyze campaign performance all the way down to closed deals
to determine your “best performers.” A campaign that generates a relatively
lower number of leads may have a much better close rate than some high-volume lead generation tactics, making it a worthwhile piece of your marketing
strategy.
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Compare channels
Measure the number of visitors, leads and customers by channel, such as social media, organic search, paid search and email. Comparing the close rates
of different channels will help you determine whether your marketing team is
spending its time and money wisely.

bring data to the table
Besides answering key questions to help you optimize your sales and marketing funnel, this data provides another huge benefit for sales and marketing
alignment: it eliminates the subjectivity – and some of the potential rancor –
from discussions between the two teams.
Sales people can’t just say, “The leads sucked!” They can point to a declining close rate or another metric that raises questions about the marketing team’s nurturing and scoring process.
Marketers don’t have to complain about sales “ignoring” leads – they can show that sales reps
aren’t following-up on leads more than once.
Share This Ebook!
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STEP #2

Survey the sales team about lead quantity & quality
Periodically survey your sales reps and ask them to
rate the leads that marketing has sent them. Use a
simple scoring structure, such as ranking each lead’s
quality as high, medium or low.
The marketing team can analyze those results to get
a sense of how the sales team’s perception of leads
matches with the data you’re collecting on the performance of specific campaigns or channels.

“

?

Data can answer a lot of questions,
but sales reps are dealing with the
humans behind that lead data.

”

Sometimes, their one-on-one experiences can uncover a crucial, missing element about the
quality of each lead. Perhaps there’s a type of lead that should be terrific based on its score, but
in reality has some hidden issues that make it a bad match for your company?

These surveys can put numbers into real-world context for the marketers – and help the sales
team see that marketers really care about their feedback.
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STEP #3

g

Hold regular meetings to discuss results
Schedule regular meetings between the
sales and marketing teams so that both
sides have the opportunity to see results,
ask questions, make suggestions, and discuss how the system is working. Everyone’s
schedules are tight and no one wants another meeting on their calendars, but these
get-togethers are essential to maintaining
communication between the groups.

You can hold weekly meetings with the entire sales and marketing staff to provide a quick check
of that week’s goals and a high-level review of recent results. But also designate a smaller group
of sales and marketing managers to hold monthly meetings that take an in-depth look at recent
performance. These monthly meetings should start by measuring each team’s performance
against the goals outlined in the SLA.

Share This Ebook!

www.Hubspot.com

42

aligning Sales & Marketing for quality leads

The agenda should include these important tasks:
Review the most recent data about visitors, leads and sales

Update the status of leads in the sales pipeline

Share plans for upcoming marketing campaigns and
content development
Review sales feedback on lead quality: is the sales team getting
enough leads, and are they properly qualified?
Review the assumptions in your lead scoring system – do you need
to make any changes?
Discuss the value of the lead intelligence that marketing shares
with sales – is it helping? What other information or content do
they need to close deals?
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Conclusion
& additional
resources
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“

The reward for this sales and
marketing alignment is an
organization in which everyone
is held accountable for their
work based on hard data...

”

The reward for this sales and marketing alignment is an organization in
which everyone is held accountable for their work based on hard data and
one in which both sales and marketing know that their input is valued and
their feedback can change the way things are done.
Sales and marketing will never agree on everything. But in a well-aligned
organization they’ll at least have a structure in place that allows them to
discuss their differences in a constructive way rather than grumbling about
anyone’s “incompetence” or “irrelevance.” Most important, they’ll feel like
they’re part of the same team, not warring factions somewhere on the
other side of an imaginary wall.
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close the loop
between sales &
marketing
Learn how to close the
loop between your sales
and marketing efforts in
a customized demo of
HubSpot’s software.

www.HubSpot.com/Demo
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