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The Dynamic Duo: SugarCRM + Act-On Marketing Automation
Within many organizations exists a vast divide between two of its most valuable business
functions – sales and marketing. These two teams have different interests, perspectives,
goals, and use different software to do their jobs. For sales teams, Customer Relationship
Management (CRM) is the golden ticket, providing the backbone of knowledge and power
for coordinated prospect and customer engagement, sales, and service.
Unfortunately, despite CRM’s many strengths in respect to sales, it falls short of meeting the
needs of marketing teams. Today’s marketers require end-to-end visibility and control over
the entire lead lifecycle, from brand awareness, to demand generation, to customer
retention and expansion. That’s where marketing automation comes in.
While CRM keeps track of your sales, marketing automation engages your prospects. CRM
captures your sales process, while marketing automation executes it. The fact is, world-class
sales and marketing organizations need both CRM and marketing automation software to
succeed and scale. In this white paper, we’ll discuss the importance of integrating your CRM
and marketing automation platforms, in an effort to maximize revenue.

The Evolution of the Sales Cycle
“For years, salespeople have been sword fighting in the dark,
taking a stab here and there, without any kind of concrete data
about what their prospects or leads are interested in with
regards to the products or services they represent.”

Brandon Contreras, Regional Sales Manager, Act-On
The buying process has evolved. Most buyers now begin by conducting online research. This
includes visiting your website, reading detailed descriptions of your product/service
offerings, learning about your company as well as your competitors, and reading customer
reviews. Leads now spend most the buyer’s journey in the care of the marketing team.
Modern marketers are tasked with identifying and reaching out to prospects, while
conducting lead analysis, nurturing and scoring to evaluate a lead’s sales-readiness.
It’s up to the marketing team to ease buyers through the journey via content marketing and
other engagement strategies, which have proven quite challenging to scale manually. Once
a lead is primed and ready to go, the sales team can step in and work their magic by sealing
the deal. Post-sale, marketing must continue to nurture the relationship, maximizing
customer retention and upselling additional products/services.

www.w-systems.com

W-Systems ©2017. All Rights Reserved.

2

The Dynamic Duo: SugarCRM + Act-On Marketing Automation
The Blame Game
The typical sales/marketing conundrum goes something like this - marketing provides leads
to the sales team. Sales thinks the leads are unqualified, therefore they don’t follow-up. The
marketing team is frustrated with the sales team. The sales team is frustrated with the
marketing team. This leads to wasted effort, poor performance, bitterness and despair, on
both sides of the coin.

4 Mistakes Sales and Marketing Teams Make
1. You have no strategy - There is no strategy in place to manage the lead transfer process
smoothly from marketing to sales and back again.
2. You haven’t defined your processes and terminology - There is no standard operating
procedure and no documented dictionary of terms. No one has officially defined a lead
or prospect. No one has determined what lead qualification means. And sales
development stages have not been outlined.
3. You don’t know what to measure - There are no metrics and you have inconsistent
data to base your measurements on.
4. You have no integration of technology - Marketing uses many different tools that do
not speak to each other, while sales uses a CRM as a contact manager and in most cases,
marketing tools do not speak to CRM tools.

The Perfect Union
Although a successful organization needs both a CRM and marketing automation
system, having these two platforms operate independently of each other poses another
challenge. If sales is using CRM and marketing is using marketing automation, there still
exists a silo of information between the two teams and their respective platforms.
Therefore, it’s imperative for your CRM and marketing automation solutions to fully
integrate.
What you’ll often find in the current market are CRM and marketing automation
platforms that offer integration, but on a very basic level. However, marketing
automation solution Act-On takes it a step further - integrating deeply and seamlessly
with Sugar, providing a complete, closed-loop system for multi-channel lead generation,
management, and revenue contribution.
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“The main benefit of connecting these two systems together is
that it brings out the value in each. Marketing isn’t worth
anything if you don’t have salespeople selling something based
on that marketing. While CRM is a lot more useful for
prospecting if it is being fed by inquiries coming from
marketing.”

Christian Wettre, President, W-Systems

Synchronized Winning
Act-On has a native, out-of-the-box integration with Sugar that allows sales and marketing
teams to set up automatic bi-directional synchronization between the two platforms. This
makes it easier for marketing to deliver more highly qualified, sales-ready leads, while
allowing sales to access prioritized leads and activity history, in real-time. This gives them the
ability to tailor their conversation to the individual, on the fly.
Additionally, Act-On can often reveal the identities of anonymous website visitors using their
IP address. Using the platform, marketers are able to uncover the visitor’s company name
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and physical address via integrated information sources like LinkedIn and data.com while
lead-generating forms placed on your website and landing pages feed data directly into
Sugar.
There’s a button inside Sugar labeled ‘Act-On Activity History’. Clicking this button activates a
pop-up window displaying a complete behavior and engagement history of a contact. ActOn automatically updates contact and lead records in Sugar with all activity including emails
sent, opened and clicked; web page visits; event registrations; content downloads, forms
submitted; the search terms used to find your site and more.

This access to the wealth of data provided by the marketing team helps sales reps to
understand the prospect’s interests and pain points before going into a call, therefore
making that call more efficient and more satisfying for the prospect.

“Knowing what people want to talk about changes a cold call
into a warm call.”

Jennifer Machgan, Senior Manager, Partner Marketing, Act-On
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Better Together
Together, CRM and marketing automation can work to:
•

Remove Silos - This level of integration means that sales and marketing are able have
a more open line of communication, boosting efficiency and improving collaboration
efforts. Without it, teams will experience a great deal of duplication of their efforts,
with list building taking place across multiple platforms. The Act-On and SugarCRM
integration consolidates and streamlines those efforts, while making leads more

•

actionable. This direct communication helps to establish accountability on both sides.
Foster Trust - Integrating the two systems also creates a sense of trust between sales
and marketing teams. If, for instance, a salesperson could log into Sugar to view a
specific lead and see which webinar that lead attended, confirm that they were sent
a newsletter and clicked on the company's website, the sales team will gain trust that
marketing is doing their part. This, in turn, will make the sales team more willing to
do their part – like making sure that their contacts and relationships are welldocumented in Sugar, for example, making lead prioritization easier for marketing.

•

It’s a win/win for everyone.
Create Attribution - Campaigns created in Act-On trace back to Sugar, enabling you
to attribute closed sales to the marketing campaigns that prompted them. This type
of closed-loop reporting allows you to track how much revenue you generated from
a specific campaign, determining the cost per campaign, more accurately measuring
ROI. This enables you to make more informed marketing decisions going forward. If
a campaign is bringing in revenue, it’s a no-brainer to continue doing it. However, if
it’s not gaining much traction, it’s time to reevaluate.

A Commitment to Excellence
Once an integration is in place, sales should make a contract with marketing, figuratively
speaking. Ideally, these two teams would sit down to discuss their needs and their
commitment to specific goals. For instance, the sales team communicates the type of leads
they want and how many. While the marketing team commits to producing a certain number
of these leads per month. In return, marketing may ask that the sales team commits to calling
these leads within 24 to 48 hours and completing the qualification questionnaire, adding the
marketing segmentation data that they’re interested in. Making an agreement of what each
party’s responsibilities are and what the metrics will be to verify those things are happening
can result in more accountability, less misunderstandings, and greater efficiency between
the two teams.

A Mutually Beneficial Relationship
The integration of CRM and marketing automation allows marketing to scale by affording
them the ability to create, automate, and measure campaigns – reaching the right person,
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with the right message, at the right time. Additionally, marketing can track website visits,
score leads, and automatically manage, recycle, and reassign leads.
Thanks to integration, sales teams become an equal partner in defining lead qualification.
They can also see exactly why a lead has been qualified and assigned to them, prioritize
contact with prospects, and have more informed conversations to close the sale faster.
There’s no other way to guarantee this level of intelligence than through a deep integration
between your CRM and marketing automation systems.

Tightening the Knot
“The deeper the integration between CRM and marketing
automation, the more value you are able to extract from each
of those investments. Oftentimes, when a vendor says they
integrate into something, it’s almost like a check the box thing.
They may integrate, but it doesn’t go beyond surface level. The
reason we picked Act-On as our marketing automation
platform, and recommend it as a companion to Sugar, is
because Act-On has made a true commitment to making that
integration deep, not just cursory.”

Christian Wettre, President, W-Systems
Many organizations place their focus on lead generation. However, top-performing
companies are leveraging the power of CRM and marketing automation together, engaging
consumers at every point in the customer journey. With this strategy, every customer-facing
team, including sales, marketing, customer service and training, becomes interdependent,
adopting a customer-centric business outlook.
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Contact W-Systems to learn more about how your sales and marketing teams can
benefit from a Sugar/Act-On integration.
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