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Today’s businesses have access to a powerful array of specialized tools for sales, 
marketing, and customer management. At the same time, these solutions tend  
to push vital data into separate silos, which makes it difficult to see the big picture. 
What happens when these solutions—Sales Force Automation and Marketing 
Automation—become fully integrated into Customer Relationship Management? 

In the early days, managing sales data was a lot less specialized. Essentially, there was 
only one tool: CRM. It handled everything from marketing emails to contract management. 
But then the technology improved, and the users’ needs became more sophisticated.  
So, it was only natural that businesses moved toward more specialized products. 

Today, we have truly advanced Marketing Automation (MA) tools, which enable businesses 
to target customers with extreme precision, score them through their origin and intent,  
and even automatically assign them into nurture campaigns. 

We also have powerful tools for Sales Force Automation (SFA). They track the progress 
of individual leads throughout the entire sales pipeline, and ensure the sales team spends 
their time efficiently. These newer tools are vital to creating an effective strategy for sales 
and marketing. 

At the same time, highly specialized SFA tools aren’t capable of showing the whole picture. 
The all-important 360-degree customer view simply isn’t available if you can only see the 
customer from one perspective. To see the entire customer, you need more than just MA, 
SFA, and CRM. You need a synthesis of all three, which is called Total CRM.

To fully understand Total CRM, you need to examine how all three elements can work 
together to create something greater than the sum of its parts.
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UNDERSTANDING MARKETING AUTOMATION
A great MA platform has five key functions: Attract, Capture, Nurture, Convert, and Expand.  
It needs tools for reaching out to leads, and for gathering all the information it can from 
them. It needs tools to guide them through their customer journey, no matter what channel 
they originated from. Most importantly, it needs a wide range of tools for winning their 
business, sustaining them as customers, and growing their interest in other products  
and services. 

These elements can take many forms, including highly targeted email marketing,  
social listening, SEO audits, A/B testing, and predictive analytics. However, the core  
of all of these tools is making it as easy and efficient as possible for the marketing team  
to find and win new customers.

But there’s a problem with MA-focused systems: They can’t see into the sales side  
of this process. There are no tools for managing—or even viewing—the sales pipeline.  
This design flaw makes it difficult to have a deep understanding of ROI, and it also makes 
it virtually impossible to do any customer-centric analysis. So, to gain a better perspective 
on our path to Total CRM, we need another tool.

UNDERSTANDING SALES FORCE AUTOMATION 
MA is on one side of the automation coin, and SFA is on the flipside. Now that the marketing  
team has done the hard work (gathering the best available leads), it’s time for the sales 
team to dig into the data and find those prized opportunities. SFA makes it possible  
to manage a huge volume of leads, contacts, accounts, prospects, and customers. 

At the same time, SFA imposes structure on the sales process. It provides tools  
for a salesperson to see exactly where they left things with a prospect, and log every  
call, email, and face-to-face conversation. It also allows sales managers to track the 
progress of individual accounts, including the ways the sales team spends its time. 

But as powerful as many SFA platforms are, they share the same flaw as MA systems: 
They can’t show the entire customer journey along the sales pipeline. Instead, they’re 
only able to show one specific aspect of it. Even when a company has both MA and SFA 
solutions, you cannot easily see the connections between the two. Is there a relationship 
between a given marketing campaign and the long-term sales generated from  
that campaign?

Without some way of connecting these two systems to another tool for managing this  
key customer data, there is no way to answer that question.
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THE FINAL PIECE: UNDERSTANDING  
TOTAL CRM
It’s no coincidence that today’s SFA and MA platforms began as specialized tools within  
a CRM solution. Individually, both tools are limited in the kinds of insights they can deliver. 
As standalone systems, their value is entirely dependent on the company’s use case.  
A business might be able to survive with only a SFA or MA solution, but it will always be 
missing the essential pieces of customer data that are needed to create broader insights.

To bring it all together, SFA and MA tools need the ability to share customer and sales 
data. By integrating this data with a CRM solution, the utility of each element exponentially 
improves. Instead of relying on the limited SFA and MA plugins available for current CRM 
software, these mature, powerful tools (such as Marketo, Pardot, Act-On, and HubSpot) 
expand CRM beyond its typical definition. Now we’ve moved into the era of Total CRM. 

INTEGRATION CONNECTION POINTS
The core concept behind Total CRM is the integration of these tools, which creates  
in-depth reports and an insight beyond the scope of any one tool. Integrations across 
these systems can take many forms, but each of them has varying degrees of value,  
utility, and technical complexity. 

• Shared Exports and Imports
Sharing exports and imports is the most basic form of integration. It entirely relies  
on the staff to manually export raw data from one system, and import it into another. 
It’s almost a non-integration: The shared data isn’t live, and it isn’t easily updatable 
across systems. 
A good example is exporting a list of MA-captured leads into a CRM system’s 
leads module via a CSV file. The data is transferred in a way that both systems can 
understand, but it’s often a slow, error-prone process that only works in one direction.

• Conversion-Level Integration
The next level of integration involves the data being directly pulled from the SFA  
or MA system, which automatically updates the same data within the CRM system. 
While this approach allows data to flow between the two systems, it has limitations. 
For instance, the data isn’t truly integrated. Instead, it’s merely synced across  
the platforms, so any change to a record will be reflected in both of them. While  
this synchronization is great for list management, it doesn’t achieve Total CRM.
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• Shared-Query Integration
A more developed version of integration allows for queries to work across each tool. 
For instance, users can pull a query or a filtered segment from CRM while they’re using 
MA. These results can then be easily piped into a new campaign, without ever having 
to leave the MA tool. 

TOTAL INTEGRATION
When you’re able to sync the data from SFA and MA tools in real time, these systems  
can be considered fully integrated. This level of integration allows you to examine  
the entire journey of a customer—from the moment their lead data was captured  
on the MA side to the price of their most recent order. 

It’s all there: every ad they clicked, every whitepaper they downloaded, and every webinar 
they attended. So, it provides a 360-degree view of the customer. Once total integration 
has been achieved, new options become available to the business. 

A good example is Lead scoring. When CRM is able to access the lead score generated  
by MA, it then becomes possible for a lead score (above a certain value) to trigger actions 
in CRM or SFA. For instance, it may automatically place high-value leads on the sales 
team’s radar. 

Another example is form submissions. What happens when a lead clicks on an ad, ends 
up on the company’s lead-gen landing page, and fills in their contact information? Does 
MA just keep that data, or is it pushed to CRM to create a new lead? If there is information 
about that lead’s business, does CRM also create a new contact? Does it show up as some 
other kind of activity? And does it impact the lead score? 

THE VALUE OF UNIFIED DATA
The deeper and more comprehensive the integration, the more sophisticated the options 
become for handling lead and customer data. As a result, lead management can become 
much more efficient. Opt-outs, opt-ins, hard bounces, and soft bounces can all have their 
own unique behaviors within this system. 

For example, consider a lead leaving an invalid email address in the form. Maybe they just 
wanted to read the free whitepaper or eBook, but their useless data is now floating around 
in the system. Perhaps the MA is smart enough to mark it as invalid, but how does the rest 
of the system treat that data? 
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A well-integrated CRM system would be able to differentiate this invalid address from 
other data. Perhaps it would mark it “Do Not Contact,” and segregate it from the rest  
of the data. This kind of list management is an important aspect of Total CRM integrations. 
It keeps the data clean and ensures the highest-quality information is available for the  
MA, SFA, and CRM users.

The more connected and available this data becomes, the greater the overall benefits  
for the organization will be. Both marketers and salespeople gain a greater perspective 
about the ways their actions impact the entire operation. This benefit allows them to create 
incredibly accurate models and long-term strategies that would have been impossible  
if this data had been siloed. Therefore, the end users can adapt quickly, and bring a new 
level of flexibility to their jobs. 

For example, a fully integrated Total CRM might have a single sign-on, which allows 
salespeople to easily access the MA and CRM data of their leads and prospects.  
Therefore, they could create their own queries, build their own targeting, and even  
run their own campaigns.

One of the most obvious ways to gauge the depth of integration is viewing the dashboard. 
For instance, a salesperson who is currently logged into CRM may have a simple tab on his 
or her homepage that connects him or her to the marketing dashboard. This tab provides 
a window into the marketing team’s current priorities, and shows social- listening trends, 
details about new subscribers, click-through rates, and other details. This aggregate-level 
reporting has no shortage of uses for the sales team, even if it doesn’t directly relate  
to individual leads.

Consider the role a Total CRM implementation could play in revenue attribution. In a typical 
ecommerce pipeline, an ad brings a lead to a landing page, which features a free eBook 
that addresses a serious pain point in their business. The lead trades his or her contact 
information for that eBook, and the MA system converts that lead into an opportunity  
by updating the CRM system. The sales team makes contact and wins the opportunity. 
There are even cross-sells and upsells, each supported by data from CRM. 

Where did that sale really come from? Did it happen because the marketing team had 
an exceptionally convincing campaign that generated great leads? Or were those leads 
actually pretty typical? So, was it the sales team’s new scripts that actually won the 
opportunity? Does the eBook that the lead “bought” with his or her contact information 
correlate to high-scoring leads, increased conversions, and greater cross-sales? 

These relationships can only be examined if each system is fully integrated with the others.  
Some individual MA, CRM, and SFA systems can use plugins to bring some of that functionality  
to their platform, but real insights require that the best available tools work in concert. 
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For a business that’s focused on maximizing ROI, it’s hard to argue with the value  
of a Total CRM solution. Even something as simple as a drip or nurture campaign can 
be improved through these integrations. The ability to automatically push a CRM-stored 
record into the MA drip engine within a few clicks has dual benefits: It saves a few 
moments of work for the marketing team, and it makes the entire process more immediate 
and efficient. In the long term, those modest savings of time can add up to big savings.

THE BUSINESS BENEFITS  
OF TOTAL CRM
When a company’s core systems aren’t connected, their most important products—the 
data—become inaccessible to other parts of the organization. This data is now stuck  
in its own silo. The marketing team might be desperate for data, which the sales team  
has at its fingertips. So, they never know that the problem could be solved with  
a simple integration. 

This siloization of data is both inconvenient and expensive. At the average business,  
how many hours have been lost while one team collects, sorts, and analyzes data,  
which another team already has? 

The more these systems are integrated, the less siloization occurs. At the same time,  
the people who rely on that data also become less siloed. A marketing person can now 
see the ROI of each campaign, follow every lead through their customer journey, and 
uncover new strategies for reaching new segments. Salespeople can see how prospects 
came into the pipeline, track their behavior from their very first ad click, and gain a new 
understanding of their needs, pain points, and priorities.

A Total CRM solution allows all of these tools to work together, which enables: 

• A true analysis of every segment, every returning customer, and every new lead. 
• A comparison of marketing-qualified lead (MQL) conversions to sales-qualified lead (SQL) 

conversions.
• The accuracy of lead scoring systems. 

Sales and marketing data can be pulled together to create comprehensive analytics, which 
allows both groups to discover their best geographies, product lines, and campaigns. This 
approach allows everyone on the sales and marketing teams to get on the same page. 

For instance, the marketing team may consider this to be an unbelievable success:  
A campaign brought 100 MQLs into the system. However, the sales team may see those 
same leads as being low-quality because only a small fraction of them made it through  
the pipeline and became paying customers. 
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On the executive level, these integrations result in much more detailed reporting. The 
ROI of each channel becomes much less mysterious, and the quality of each lead source 
becomes increasingly clear. Then it’s less risky to pinpoint where you should invest your 
resources in the future. By pulling all of this data together, the lead-to-cash cycle becomes 
as plain as day. When everyone can see how the entire sales-and-marketing process fits 
together (from click-throughs to conversion rates), it’s much easier to get them to work 
toward a common goal.

Another huge benefit of Total CRM is the reduced cost of the stewardship of the data. 
When these systems aren’t integrated, it’s surprisingly easy for the data to become dirty. 
Each system has its own copy of the data, and over time, the discrepancies and mistakes 
in each database add up. Data on each of these systems also has to be maintained, which 
creates an additional cost.

Poorly managed data is a huge headache for any business, and it’s also one of the primary 
reasons why many CRM implementations suffer from low user-adoption rates. Tight 
integrations with other systems make it much easier to manage and update data,  
which reduces both the costs for the company and the frustration for the end users. 

There is one more major business advantage to a fully integrated CRM system: The ability 
to bring marketing tools into the mix during the sales cycle. An opportunity may start with 
a conversation with one person at a prospect company, but as the deal develops, more 
people may join in the conversation. 

A purchasing manager may need to bring in a VP, and that VP may want to bring  
in someone from the company board. Managing all of these contacts is a juggling act, 
and most SFA tools simply aren’t up to the task. To keep this deal from going cold, these 
contacts could be added to a drip campaign by using the MA system. 

In a non-integrated system, the sales team wouldn’t have access to those tools. But in  
a Total CRM system, it may be as simple as clicking a few buttons. One of those contacts 
may respond to whitepapers, while another may want to check out a webinar or live demo. 
In each case, MA, SFA, and CRM are working together to gently push them all further 
down the pipeline.

Compare this situation to one in which all the contacts at a prospect company need to be 
manually contacted by an individual salesperson. It’s a confusing nightmare, which is full  
of FWDs, CCs, and Re notifications. And it would be absurd to expect a typical salesperson  
to manually nurture these relationships. So it’s powerful to give that same salesperson a 
tool for automating this process, even if some aspects of it need to be manually performed.
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INTEGRATION AND ORGANIZATIONAL MATURITY
Does Total CRM make sense for every company? While it can provide huge benefits  
to companies with existing CRM, MA, and SFA systems, this strategy doesn’t work for 
every business. It all boils down to the maturity of the organization, and the sophistication 
of their tools. 

For instance, it’s fairly common for midsized business to lack a marketing team. Some 
smaller companies may lack both a marketing person and a dedicated marketing budget. 
Other companies have such a specialized customer base that they really don’t need  
to market themselves. Instead, they rely on referrals and trade shows for generating leads. 
A company in this position probably doesn’t have a need for marketing automation tools, 
and almost certainly hasn’t invested in an MA solution.

Similarly, companies without a dedicated sales team may not need SFA tools.  
A surprising number of businesses don’t even have a dedicated CRM system. Instead, they 
rely on a combination of other tools (such as Outlook, Excel, Google Docs, and MailChimp) 
to manage their customer information and relationships. They may rely entirely on the 
memories of the staff to keep this information clean and up-to-date.

Even if these companies decided to invest in a Total CRM solution, they may not have 
enough infrastructure, organization, and overall size to reap the benefits. So they might 
benefit from a less robust solution, such as Infusionsoft, BaseCamp, MailChimp, Zoho,  
and HubSpot. These tools combine many of the features of SFA and MA into one tool.  
All-in-one tools may work for a smaller company, but what about a larger one? 

Big companies need serious, enterprise-level solutions. They need tools that can scale  
as the company grows, and that can be adapted to a variety of use cases. For most larger 
companies, these integrations are built around a variety of tools, such as Salesforce, 
Pardot, Act-On, SilverPop, Marketo, SugarCRM, Eloqua, and Oracle. These tools are mature,  
and they’re built to handle multi-channel marketing, multiple campaigns, and multiple 
product lines. They’re designed to connect to ad-delivery and data-management systems. 

The combination of tools may be SugarCRM + Act-On + Marketo, or it may  
be Oracle + Eloqua. Either way, the essential factor in the long-term success of those  
tools is the quality of the integration. 

If you have any questions about Total CRM integration—from the benefits of specific 
software solutions to the costs and timelines of integration—contact us at fayebsg.com.

https://fayebsg.com/
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About FayeBSG 
Faye Business Systems Group is a technology consulting and software  
company that helps companies grow by working with them to implement, 
customize and integrate innovative and effective financial and business  
systems. As a SugarCRM Elite partner and awarded the 2018 SugarCRM 
Global Reseller of the Year, FayeBSG is also a leading partner with Sage,  
Zendesk, Acumatica, Ytel, Hubspot and a variety of custom software solutions.

FayeBSG is known for their SugarCRM integrations with Sage 100,  
Quickbooks, NetSuite, Acumatica, Intacct, Constant Contact, Authorize.Net, 
HubSpot, Ring Central, Box, Jira, Ytel, and more. Services include project  
management, software implementations, consulting, training, custom  
development, and support.

Specializing in software implementations for a variety of industries,  
FayeBSG has customized successful CRM and ERP platforms for a variety  
of mid-market and enterprise businesses.

5950 Canoga Ave., Suite 615 Phone 818-280-4820
Woodland Hills, CA 91367 Fax 818-280-4821


