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1.  OVERVIEW  

Never before have business-to-business (B2B) marketers faced such enormous pressure in their jobs. With 

competition intensifying and prospective customers becoming increasingly elusive, companies are 

demanding that marketers deliver measurable results. Chief Marketing Officers (CMOs) are now expected to 

demonstrate the impact of their actions and the return on their investments. 

 

Several factors have dramatically altered the landscape of B2B marketing in recent years, forcing marketing 

practitioners to rethink their tactics and reinvest their resources to achieve superior outcomes. Among the 

key drivers are accountability, measurability and automation. Expectations are high and Chief Marketing 

Officers have to deal with difficult issues every day.  Marketing teams have to generate leads enabling sales 

to increase closure rates, Marketing as a Service is no longer a hypothetical term ς many executives in the 

marketing profession are today facing new challenges to commoditize lead generation and lead nurturing. 
 

¶ Marketing teams are today expected to understand how all activities affect pipeline and revenue.  

¶ Marketing teams today are expected to automate using software to track and analyze results 

leading to better lead generation and lead nurturing.  

¶ Marketing teams are supposed to have the knowledge and the resources to launch campaigns in 

few hours which increase lead generation leading to further branches of the campaign. 

¶ Leads are a precious and the marketing has to develop robust processes to ensure very lead is 

properly attended to by the Sales team. 
 

Using CRM applications is only the start of optimizing performance of the marketing and sales divisions at 

organizations today. The CRM applications help develop a method to the madness resulting in better 

visibility of performance. Demand generation tools are only a small part of the larger picture controlled by 

using Customer Relationship Management applications.  

  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



White Paper – Integration Series             

Page 4 of 9 

 

2.  MARKET & INTRODUCTION TO PRODUCTS 

 

For a very long time marketing has been a one way street that blasted messages to prospects and pushed 

down functionality and return on investment to prospect organizations, today the market has changed with 

the internet leading the way to new horizons related to permission based marketing. The buying behavior in 

both B2C and B2B has changed drastically and it has become imperative for business of all kinds to use the 

internet and social media to generate business leads. 

 

The marketing professionals have to be armed with advanced tools providing high visibility into prospecting 

and forecasting of business leads. The demand generation tools offered by vendors today help in creating 

marketing campaigns and nurturing leads by using multi channel messaging. Marketing professionals in a 

quest to optimize results have today started using the functionality provided by these tools/vendors with 

larger applications that maintain master data related to customers and prospects like CRM systems. 

 

VERTICAL RESPONSE 

 

Apart from the simplicity with which VerticalResponse lets an organization carry out Email Marketing, Online 

Surveys and Direct Mail Postcard Marketing, the power of the application lies in the fact that the activities 

pertaining to them can be performed with as much ease by a beginner as that by an expert. Therefore, 

introducing new resources to the application requires the least amount of training.  

The Email Marketing module makes the activities of creating, sending and tracking professional emails 

widely hassle-free by providing facilities like a pool of built-in templates, an Email Wizard, an Image Editor 

and so on. With the help of the Online Survey module an organization can channelize efforts and attention 

towards taking and executing business decisions based on the survey results rather than investing time in 

framing the survey. This is mainly because creation and capitalizing responses from surveys are made easy. 

Creation, printing and sending postcards to customers and leads to intimate them of new promotional and 

product offerings are made easy and quick with Direct Mail Postcard Marketing module. 

 

SALES FUSION 

 

SalesFusion 360 is able to provide a quick way to better the business of an organization by bringing together 

Sales Force Automation and on-demand lead management applications. Practically, automation of the 

various processes of Lead Management (Lead Scoring and Routing) and provision to integrate e-marketing 

into CRM lets the user organization to have a b2b demand generation as well as social media marketing 

experience. 
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ELOQUA 

 

Benefits like developing forms and landing pages in one platform, nurturing prospects and customers with 

automated drip campaign as well as promoting up-sell processes gives an added edge to the Eloqua 

application to marketers banking on Online Marketing Campaign Management. In terms of Lead 

Management, the application addresses the issue of marketing and sales having disparate processes by 

automating the delivery of hot prospects to sales, thus filling up the gap between the two. 

LEADFORCE1 

 

Although gathering an idea of the web traffic can be a good source of lead generation and analysis, Lead 

Force 1 makes the information more usable by letting the user know the quality and intent of the leads.  

Members belonging to teams like Inside Sales, Sales, Marketing and Web Optimization are given real time 

data with the help of data mining engines. With the help of this efforts to qualify leads are more focused 

and result-oriented. 

SILVERPOP 

The platform provides marketing professionals functionality to appropriately look at prospects covering all 

the areas a demand generation tool should include. The solution has a special emphasis on efficient lead 

management through nurturing and multichannel messaging. The company has a suite of products related 

to landing pages, surveys, lead scoring, and lead management. 

 

3.  FEATURE COMPARISION  

The list of features used for the comparison was selected based on a comprehensive email marketing 

functionality. We have considered features that only provide rich functionality and have disregarded basic 

level features of solutions. 

 

The impact of the client preference features was the highest and a decision to use the email marketing 

product was made with dynamics related to the client. The marketing team did not desire a comprehensive 

solution but wanted to strike a balance between the functionality they intended to have with cost required 

to get that functionality. 
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Parameters for Comparison Sales 
Fusion 

Vertical 
Response 

Eloqua LeadForce1 Silverpop 

Automated Lead Scoring Yes No Yes Yes Yes 

Automated Web Tracking Yes Yes Yes Yes Yes 

Marketing Reporting & Dashboards Yes Yes Yes Yes Yes 

Ready-to-use Email Templates Yes Yes Yes Yes Yes 

Import Marketing Lists No No No No Yes 

URL Tracking Yes No Yes No No 

Integration with Social Media Marketing Yes No Yes Yes Yes 

PPC Tracking Yes No No No No 

Automated Campaign Trigger Yes Yes Yes No Yes 

Lead Qualification No No Yes Yes yes 

Prospect Profiling No No No Yes  Yes 

Customized Landing Pages No No No No yes 

Email Deliverability No No No No yes 

Client Functional Requirements Yes Yes Yes Yes Yes 

Client Pricing Requirements No Yes No No No 

 

 

4.  IOTAP ð INTEGRATION OF VERTICAL RESPONSE WITH MS CRM 

The problem that the marketing team was facing was one of not understanding the potency of their 

campaigns which were being launched using data in Dynamics CRM. The marketing team was fluent in 

creating a campaign with a strong message and using the Microsoft Dynamics CRM marketing module to 

launch large campaigns but the team lacked information about prospective clients ς was the email content 

making a strong enough business case for the target audience at prospective clients. 

We evaluated many email marketing solutions, the table in the above section shows  which could be 

integrated with Microsoft CRM,  

1. Vertical Response (Vertical Response) 

2. Eloqua (Eloqua) 

3. SalesFusion 

4. Leadforce1 

5. SilverPop 

Although all of these companies have strong products and services, based on the customer requirements 

and discussions with decision makers at the client organization we used Vertical Response to increase the 

functionality of the marketing Module in the Dynamics CRM.   The consultative approach from IOTAP helped 

identify that the organization was looking for some insights into what the target audience was doing with 

../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A1
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#'LF1'!A2
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Silverpop!A2
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#SF!A6
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#VR!A2
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A6
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#'LF1'!A3
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Silverpop!A7
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#SF!A10
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#VR!A3
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A8
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#'LF1'!A6
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Silverpop!A8
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#SF!A15
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A11
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#'LF1'!A8
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Silverpop!A11
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Silverpop!A12
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#SF!A18
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A13
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#SF!A18
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A13
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Silverpop!A13
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#SF!A23
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#VR!A4
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A14
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Silverpop!A15
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#Eloqua!A16
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#'LF1'!A2
../AppData/Roaming/Microsoft/Excel/Email%20Marketing%20Comparison%20v1%20(version%201).xls#'LF1'!A12
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the emails. The integration with the third party provider ς Vertical Response was based on time and 

optimum utilization of financial resources for the client organizations using Dynamics CRM which helped in 

developing analytics related to campaign analytics.   

The ability to launch a Vertical Response Campaign from within Dynamics CRM User Interface helped the 

marketing team track results of the campaign and tweak campaigns for better results.  

1. A new campaign is created based on the option selected in the Microsoft Dynamics CRM User Interface. 

2. A marketing list is created based on the records selected in the CRM grid. 

3. This list generated is attached to the appropriate campaign in CRM. 

4. A campaign activity of type 'Email' is created, however the mails are not actually sent from CRM but the 

Vertical Response interface. 

5. Five days after the launch of the campaign a workflow is triggered to track the responses received using 

the functionality available in the Vertical Response.   

6. A campaign response activity is created in Dynamics CRM for every response received in Vertical 

Response. 

The integration was completed in three weeks and with an additional week spent in developing familiarity 

with the Vertical Response product, the customer was able to go live with this solution in just 4 weeks. We 

have found many clients use integrations to increase the richness of data as well as the functionality 

available in Microsoft Dynamics CRM application to increase productivity and contributions.  
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5.  CONCLUSION 

There are many email marketing and demand generation tools available in the market, each specializing in 
their own cycle of the marketing and sales process. The customers have a large set of options to choose 
from which many times becomes a cyclical process with executives going through the same cycles over and 
over again. The customer requirements need to be documented and should be used as guiding principles to 
choose a demand generation tool.  

 

Return on investment is far higher when the customers have understood their requirements well, the 
rational in developing the requirements should be to complement the existing marketing or sales process in 
the client organizations. 

 

The synergies offered by these solutions with CRM systems should be capitalized upon by providing 
adequate training and utilization of these tools with the CRM systems. We feel the market for demand 
generation tools will only become more volatile with new entrants everyday offering different forms of the 
solutions ς on premise and hosted. The visibility of important dynamics related to marketing campaigns like 
effectiveness will be complemented when these tools are integrated with larger CRM applications in 
organizations.  
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6.  ABOUT IOTAP  

IOTAP is an IT consulting and Software Services Company with global delivery centers in Mumbai and 

Chennai, India. We are a Microsoft Gold Certified Partner and use products and technologies like 

Sharepoint, Tridion, Endeca, Dynamics CRM, Silverlight, and the Dot Net and J2EE platforms to create 

solutions that help our customers connect, communicate and collaborate effectively. Part of a prominent 

half-a-billion dollar group based in Oman with interests in Technology Services, Infrastructure, Real Estate, 

Entertainment Media. Our solutions are designed to provide a seamless integration of business practices 

with the current technology strategies. We bring you the continuity and management depth to make sure 

that your technology supports your business, not the other way around. Over the years, we have leveraged 

our position in the global market with an enviable list of clients (US, Europe, South Africa, Middle East, 

Australia and New Zealand) and a phenomenal growth rate: thanks to our endeavors for constant IT 

innovation and a deep rooted commitment to quality and time bound deliveries. 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
Contact: 
 
Intelligence On Tap (IOTAP)   Phone:  + 91.22.4062.2601 
Suite 210, Classic Center  Fax: + 91.22.4062.2603 
Andheri East,     www.iotap.com 
Mumbai 400093   info@iotap.com 
India                                                                        

www.iotap.com
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