
Case Study
Mahr – A case study for businesses struggling with making data driven decisions between sales 
and marketing. 



The Problem–

“How to organise data in order to benefit sales” 



The brief from the client 
Our client had a serious problem. They were struggling under the weight of too much data. 
Pulling from too many sources spanning over a decade, made it difficult to make informed 
decisions.

Some of the problems included:

• Millions of pounds worth of quotes had 
been arranged by sales team members.

• Little or inconsistent follow up due to 
the multitude of systems.

• This has led to money being lost by the client. 



The brief from the client

The client also needed to see their data in terms 
of:

• Which quote was most likely to convert into an 
actual sale.

• Partially based on past activity and partially 
based on levels of engagement from their 
customer.

• They also wanted to see how often and 
recently the sales team had interacted with
the customers.

• In addition, they wanted data on how often the 
customer had bought machinery from them.



The Client’s Criteria 
They had strict criteria of how they wanted their data to be arranged to benefit 
their business.

This created an opportunity to show what happens when all the sources are talking to 
each other. In this case, the data was coming from Penta, Salesforce and aWeber. The 
sales team needed clean data that could be turned in to actions.

The required outputs:

• All matched records with all data in one record set

• All records that are unmatched between the two main systems (Penta and 
Salesforce)

• Outstanding quotes

• Fully matched + recent activity and past sales data

• Not matched + recent activity and past sales data

• Orphaned Salesforce data 



The Client’s Criteria 

The follow up actions included:

• The sales team updating the orphaned 
and unmatched data so that all records 
were streamlined.

• The creation of a top 50 opportunities 
with values over £2500.

• And a list of fresh leads with outstanding 
quotes, that had never purchased before.



The Solution



Time to extract some data!

We set to work mapping the extracts of data from 
multiple sources, (Penta, Salesforce, Past Purchase 
(historic data from approximately 12 years) and 
aWeber) using the Alteryx platform.

Each data source went through a series of actions 
prior to undergoing its final merge and outputs. 



Here’s How We Did It!
Steps:

• Correcting word and character 
formatting in all fields.

• Removal of non-western characters.

• Removal of duplicate white spaces.

• Removal of numerical data in non-
numeric fields.

• Standardisation of numerical data.

• Removal of duplicate data.

• Merging all points of contact for each 
company in to one group.



Here’s How We Did It
• Calculated the total values of quotes

• Then we started combining the data sources

• Data was combined from Salesforce and 
aWeber based on email address first

• Data was then combined with Penta data

• Then the data was combined with historic 
sales data

• Finally, the data was visually checked and then 
output to XLSX files ready for the client to 
work through.

We applied logical decisions to the data through 
comparison and based on the required 
outcomes, identified what data would get the 
client the highest conversion rates.



The Result



Delicious Data 
The datasets created an easy to manage and workable list of highly 
convertible prospects, ones that needed nurturing and ones that needed 
re-engaging. 

The client was able to see the data that needed manual intervention to 
make sure that when the process was rerun further down the line, there 
would be less (and ideally no) orphaned data. 

They could also use this data for future campaigns targeting 
specific industries.

In the end, we helped them to identify £4.5 million in potential revenue.



Final Thoughts



Final Thoughts

Data is incredibly powerful when 
employed well in campaigns.

Mismanagement of it however causes 
problems not just within your marketing 
efforts but can have a knock-on effect to 
other parts of the company.

To stop the potential for bad data 
management, it is imperative that best 
practices are employed, cleaning up data 
as you go, making sure a set of standards 
are applied at the point of entry and 
regular reviews are carried out.



Final Thoughts
The crossover between sales and marketing when it 
comes to data is always complex, and good 
relationships between the two departments are 
needed to make it a success. 

You should outline, what and why the data is 
important, how it is going to be used and what impact 
is it going to have on conversions. By doing this, sales 
will have a better reason to buy in on the activity and 
marketing will have less of a fight when it comes to 
future data driven projects.

These projects can include automated nurturing 
series, prospect conversion predictions and 
management, social outreach, future sales modelling 
and more. 



Over To You 
Are you struggling with sales and marketing data management? 

Do your sales and marketing teams even talk data? 

In the early days of a business, the people might be one and the same 
handling it, but as the business grows, the relationship isn’t just a nice to 
have, it is a necessity.

Data is worth its weight in gold and is one of the biggest commodities that 
any company has right now and its use needs to be maximised, to benefit 
both the sales and marketing teams and ultimately the business as a 
whole.

Want to know more?

Bring your data to life and get the answers you need. Call us 01793 689 004



Let us help you with your marketing

Is your business just starting?

Have you been running for a while and just need a 
refresh?

Need an outside perspective on a new product or 
offering?

Need somebody in the interim during a transition?

Drop us an email on pigs@baconmarketing.co.uk


