
CRM PROCESS 
EVALUATION GUIDE

3 Ways to Start 
Translating your 
CRM Data into 
Revenue
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We all know that investing 

in a CRM system is not a 

straightforward process. So 

you’ve got one and you’ve 

made it over that early business 

integration hurdle ... what next?

Your CRM is a potential gold 

mine of meaningful data waiting 

to be accessed; if it’s set up 

correctly and used appropriately. 

It can be painstaking and highly 

time consuming, but a well 

managed adoption process can 

mean the difference between 

success and failure. Set your 

CRM up correctly and you’ll 

start to deliver the right data 

that underpins increases in sales 

velocity and revenue generation 

- as well as driving faster rates of 

adoption from the boardroom to 

the sales floor.

Here are three ways the data in 

your CRM can enable your sales 

team to optimise your revenue 

creation process.

WE HAVE LOTS 
OF PROSPECTS - 
WHO’S GOING TO 
CONVERT?
The Business Problem
One key cause of frustrations among sales and marketing teams is 

the handling of leads. If all leads are treated as equals, how do sales 

teams know who to engage with first and how do marketing teams 

know who to find more of?

The Solution
Clearly define the stages of your buyer journey and what qualifies 

a prospect to reach each stage. This ensures that each member of 

your sales team has a clear idea of who they are contacting and 

won’t waste time contacting prospects who aren’t ready to buy, or 

aren’t at least ready to take the next step in their journey.

How do I do this with my CRM?
Centralise all of this customer journey and prospect data in your 

CRM and make it readily available for your sales team. You need 

to begin this process by integrating your CRM with a marketing 

automation platform (if you haven’t already). There are four major 

ways this will improve insights (and ultimately sales conversions) for 

your sales team:
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1. Understand content prospects engage with - marketing automation 
platforms provide insights into how prospects are interacting with your 
communications and how frequently they are visiting your website. Your 
marketing team can then build out specific email and SMS communications 
to personalise their experience.

2. Tailored & targeted communications - once you understand what each 
individual prospect is engaging with, you enable your sales team to tailor  
calls and build more meaningful relationships with leads. 

3. Alerts when prospects are engaging - marketing automation platforms 
can be set up to send alerts to sales when specific leads have engaged with 
content or visited your website, providing sales with the ability to engage 
targeted and timely communications when prospects are actively in the 
purchase mindset. 

4. Prioritise your pipeline - you can set up custom reporting dashboards for 
your sales team to view their data holistically, ensuring they understand 
the depth and quality of their pipeline and empowering them to fast-track 
opportunities and identify gaps.
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WHICH CHANNELS ARE  
DRIVING THE MOST SALES?

The Business Problem
From traditional above the line media channels (radio, 

print and outdoor) to digital (search, social, product-

specific platforms), your organisation has no doubt 

run multiple campaigns across various channels to 

test and assess their lead generation potential.

There are broad metrics provided (e.g. impressions, 

foot traffic and clicks) that can give you a reasonable 

idea of how these channels are performing at 

generating opportunities. 

Ultimately though, it’s how the money spent on these 

channels is translating into sales that is important. 

Without an understanding of your cost per sale by 

channel, your marketing spend is never going to be  

as efficient as it could be.

The Solution
Establish clear business rules around the requirement 

to capture and report lead and deposit data. 

Where possible, ensure that this data is captured 

(particularly through your digital activity) before 

prospects are handed over to your sales team to 

reduce the qualification piece. 

Importantly for adoption, you should communicate 

the benefits of this data being captured to the 

frontline sales team in driving results.

How do I do this with my CRM?
Your CRM is the perfect tool for tracking and 

reporting this data across all layers of the business. 

It provides the required levels of visibility to drive 

decision making on marketing channel effectiveness 

and supports identifying the results of strategic 

changes.

The best part? All of this data can be easily accessed 

and segmented as required using your CRM, and is 

accessible to everyone from your finance team to 

your exec team.
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WHO ARE MY HIGHEST  
VALUE CUSTOMERS?

The Problem
Growth, or in this case, a lack of it. Your sales team’s 

core goal of generating revenue can flatline without 

an understanding of who your highest value customer 

segments are - and (most importantly) how the value 

of these segments evolve over time through your 

marketing efforts and changes in your  

competitive environment.

The Solution
One way to continuously grow your revenue is to 

constantly test and optimise towards the highest 

performing market segments - but how do you 

identify them?

No matter what data you’re collecting about your 

prospects, the way that you’re segmenting and 

targeting them is a vital part of understanding  

your overall audience and how to get the most  

out of them. 

How do I do this with my CRM?
With your lead, sales and financial data all settled in 

your CRM, it is all but a breeze to identify all of your 

most profitable market segments according to each 

of your product offerings. 

You can apply this information to your processes in 

two ways:

Firstly, prioritisation. Again through marketing 

automation software, this can be a key factor to  

help your salespeople determine which leads are 

most ready to buy and decide which ones they  

should call first.

And second, this is invaluable information  

to inform where and how to make future  

marketing investments.


