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What We Will Cover

* Why do sales & marketing need to be aligned?
* What are the issues?

* Why is customer journey important?

* How does all of this help me?

* What’s in Dynamics?

* What else?
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The B2B Buying Process
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The B2B Buying Process
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The B2B Buying Process

Assign Internal
Researcher

Assign
Partner
Researcher

Web Search

Communities/
Website Review Sites AppSource Discussion
Forms

Content Videos Webinars Social Media

()
)c ESHHII.ITNITY E]emfluence



The B2B Buying Process
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The B2B Buying Process
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The B2B Buying Process
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38% higher win rate

38% higher retention rate

209% more revenue from marketing

These are possible if your sales and
marketing teams are aligned!
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What are the issues?

* Researcher isn’t the decision-maker

* We aren’t speaking the same language

* Marketing can’t stop when the lead is passed to sales
* Personas aren’t clearly defined
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Why is the Customer Journey Important?

* You will be able to better target your marketing

* The assets you create will be of more help to support
the sales funnel

* Your sales, marketing, customer success teams will be
aligned

* Your customer experience will improve
e Better identify problem areas in your funnel
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Sample Persona

The Customer Journey

Job Role
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the experience? Inactive user re-engagement campaign ® Rewards Program
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How does this help me?

* You can download our workbook to get all the steps
for this exercise.

* Today however we are going to talk specifically about
the data that is in the CRM.
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GET ALL THE
INFORMATION You CAN,
WE'LL THINK ¢F A
USE FoR (T LATER.




What’s in Dynamics?

* Campaigns Entity

Leverage both Lead Source and Source Campaign

* Competitor Entity

Are you capturing who you're losing to at the Lead and
Opportunity stage?

* Marketing Spend and Potential ROI
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We Can Do It!

Where is sales getting stuck and what
can marketing do to help?



What do you What you'll need How you're

want to achieve? to know first going to get it
New Targeted Campaigns Data Points Needed Entry of the Data
Cross-sell Previous Purchase, Purchase history;

Buyer Preference customer input

Regional % Zip codes,
Promotion territories, regions

Sales team

Contract Contract end date CRM date field,
Renewal and/or competitor Competitor entity
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What else?

Does Dynamics capture what it needs to?

Does your tech stack support your journey?

Does your strategy need a tweak?

Can you improve inter-department communication?
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Love this stuff?
Let’s talk more.

Want to chat about email
marketing, marketing
automation, CRM?

linkedin.com/in/monicafrhoyer/
@MonicaFRHoyer

E]emfluence



Additional Resources

Learn more about the emfluence Marketing Platform at
more.emfluence.com/emfluence-for-dynamics

Sign up for email & digital marketing newsletters
more.emfluence.com/subscriptions

Get our Customer Journey Workbook!
TO COME
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