
Better Together: How Collaborative Marketing Enhanced One Partner’s Marketingwww.ThePartnerMarketingGroup.com

Q & A with Altico Advisors’ Marketing Director, Marcia Nita Doron 

BETTER TOGETHER
How Collaborative Marketing Enhanced 

One Partner’s Marketing

www.ThePartnerMarketingGroup.com



Better Together: How Collaborative Marketing Enhanced One Partner’s Marketingwww.ThePartnerMarketingGroup.com

BETTER TOGETHER:  
How Collaborative Marketing Enhanced One Partner’s Marketing
Recently, The Partner Marketing Group was asked to develop an integrated 
marketing campaign for Altico Advisors, a New England based Microsoft 
Dynamics GP and Microsoft Dynamics CRM partner with over 200 clients 
throughout the US. The campaign included Altico Advisors, Coffee + Dunn 
and Lighthouse Computer Services but was driven and managed by Marcia 
Nita Doron, Marketing Director at Altico Advisors. That approach – of 
collaborating together with marketing – is something we’re seeing more 
frequently with our clients. From group blogs and multi-contributor eBooks, 
partners and ISVs are taking the collaborative approach a step further by creating 
and sharing fully integrated marketing campaigns. 

Marcia was gracious enough to give us permission to share their winning formula with other partners. 
We sat down with her to talk about the campaign and to learn what worked – and what didn’t. 

MARCIA SHARES ALTICO’S WINNING FORMULA

TPMG:   
What made you decide to bring together this group of partners to create a joint marketing 
campaign? 

Doron:   
We were embarking on a major Microsoft Dynamics CRM marketing campaign and we wanted 
to showcase the full breadth of the solution. To do so, we needed to partner with another 
company for Office 365, Power BI, SharePoint, and Microsoft Dynamics Marketing – all areas that 
were not our primary strengths. Partnering meant that we could offer a one-stop solution. We 
also felt that it would be helpful to share the cost. With two additional partners we also had a 
much larger audience for all pieces of the campaign including our live event. 
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TPMG:   
How did you select the companies that you would work with? 

Doron:   
We basically knew which partners in the Microsoft Dynamics CRM world could fit our needs. 
We spoke with more than one partner to cover Office 365, Power BI and SharePoint. And only 
one partner that was really an expert in Microsoft Dynamics Marketing. It came down to 
which partners would fit our needs and be willing to share costs in a three way split. 

TPMG:    
What steps did you go through to determine what would be in the campaign and who would 
work on what? 

Doron:   
We needed to submit a marketing plan to Microsoft for their approval, and we wanted to run a 
cutting-edge campaign across multiple platforms (email, blogs, social media, eBook, whiteboard  
video, and an infographic). I had worked with The Partner Marketing Group before and felt 
they would be the best fit. In fact, they were the ones that put the campaign outline together 
and suggested elements like a whiteboard video that I had not considered. We decided that 
it would be too cumbersome to have all three partners editing and approving each element of 
the campaign on a timely basis. So it was decided that as the partner whom Microsoft had 
chosen for this opportunity, Altico Advisors would be the single point of contact with The Partner 
Marketing Group and would at our discretion request input from the other two partners. 

TPMG:  
How much did you outsource vs. having each company do in house? 

Doron:  
All of the elements of the campaign were created by The Partner Marketing Group. They were 
basically in charge of ideation. Altico Advisors, however, had a considerable amount of input into  
several of the pieces as we tend to be rather opinionated and nitpicking about details. So we  
ended doing a fair amount of editing with back and forth conversations with The Partner 
Marketing Group. As we were the lead partner, and to facilitate getting the campaign done, the  
other two partners had minimal impact in the campaign creation. We did however use existing 
resources from our partner Coffee + Dunn and all partners were engaged in sending out the 
various campaign elements. 
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TPMG:   
How successful was your campaign? What would you 
change?

Doron:   
The campaign was very successful. It generated close 
to 100 leads, not all of which were qualified, of course, 
but there was clearly a high level of interest. We also 
accomplished our goal of enhancing our visibility as the  
“go to” partner  for Microsoft Dynamics CRM. Most (maybe  
all) of the key Microsoft executives whom we invited to our 
live event did attend, which was a great coup.

As for what I would change…I would actually love to 
outsource even more than we did if there was some way 
to do that. I would also try to balance the load better 
among the three partners. 

THE CAMPAIGN WAS 
VERY SUCCESSFUL. IT 
GENERATED CLOSE 
TO 100 LEADS.
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TPMG:   
What advice would you have for other companies looking 
to build a collaborative marketing campaign?

Doron:  
I would caution that collaboration only works if all of the 
companies involved have the same level of commitment.  
I would recommend weekly roundup calls among all the  
parties involved (we did this by the way). Collaboration 
makes sense if your company doesn’t possess the expertise 
required in all of the areas you want to cover in your 
campaign, as was our case. There’s no point in collaboration 
just for the sake of collaboration. A clear understanding of 
who is responsible for which tasks is also really important, as 
is an understanding that budgets are sometimes exceeded 
to get the job done well. In our case, we were fortunate that 
our partners agreed to the budget overages. Basically they 
espoused an “in for a penny, in for a pound” attitude. So you 
would want to make sure that anyone you choose to work with 
has that kind of fiscal flexibility.

Overall the Altico campaign was exceptional not only for being a 
truly integrated, collaborative partner campaign, but also for the 
fact that its theme was collaboration – between sales and marketing 
departments.  It was all wrapped up in the “Better Together” theme 
which ultimately applied to the partnership, the solution and the 
challenge the customer was experiencing.

ANATOMY OF  
A CAMPAIGN 
What did the Better Together 
Campaign include?  

Using a theme of items that 
work better together (such 
as a ball and glove, paint 
and canvas), the campaign 
included: 

• eBook: Paint the Whole 
Picture – How Sales & 
Marketing are Better 
Together

• Infographic: 7 Ways Sales 
& Marketing Teams Can 
Work Better Together 

• Email Campaign 

• Social Media Posts 

• Blogs 

• Landing Pages

• Whiteboard Video 

• Live Event

If you need assistance in building your own collaborative marketing campaign you can contact  
The Partner Marketing Group at info@ThePartnerMarketingGroup.com. 
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Improve Visibility into Planning and Execution
The role of marketing is changing, moving to a model where prospects receive a personalized 
experience as they navigate through the buying process. To be prepared when they engage, sales 
people need to have full insight into that prospect’s experience. 

The Challenge: Lack of Insight
Historically, marketing operated independently and threw the leads over the fence when they were 
deemed ready. Once sales had a lead, marketing never saw it again. A quarterly review of marketing 
campaigns and pipeline was the extent of inter-departmental visibility.

The Solution: Shared Business Management Systems
While spreadsheets worked fine when marketing was “one-size-fits-all,” the personalized approach 
of today requires systems that track all of the interactions that your business has with prospects 
and customers. With full knowledge of marketing activities, sales people can be prepared to follow 
through with action that builds on previous interactions. 

Improve visibility across sales and marketing departments to:

• Jointly plan marketing campaigns that sales people can support through social channels.

• Accurately measure pipeline and revenue across every marketing investment to get a 
true view of your ROI (Return on Investment). 

• Make analysis easy by giving marketers familiar tools, Excel and Power BI, for deeper 
insights into buyer behavior.  

With visibility into the outcomes of campaigns — from leads to close rates — sales and  
marketing teams can focus on what is resonating with customers.  

Steady progress9 of 10 
business buyers  
say they’ll find  
you when they  
are ready to buy.*

* IDG Enterprise, “Lead 
Generation Marketing    
  Trends,” 2013.
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Pursue and Nurture Leads Strategically
With accelerated buying cycles, there’s no time to waste. Everyone needs to know how to engage 
with prospects as they move through their purchase decision. Well-defined business processes, based 
on the actions of prospects support consistent engagement that builds wins. 

The Challenge: No Established Process 
Many companies today are still challenged by the age-old argument between sales and marketing. 
Marketing says they have handed over tons of leads, but sales says those leads aren’t ready to buy. 
Without a mutually agreed upon lead management process, the argument is doomed to repeat ad 
infinitum. 

The Solution: Everyone on the Same Page
The key to managing leads strategically is to centralize all of the information that you have about each 
lead. With deeper knowledge about a lead, including all of the interactions and responses that you 
have received, you can apply rules that will help you predict where the lead is in the buying process 
based on your company’s historic experience. 

To pursue and nurture leads strategically, you need:

• A shared CRM solution that combines information from all internal systems and social 
channels to provide deep insight into prospects.

• Analytics to establish historic patterns and predict buyer behavior.

• Agreement between sales and marketing on how best to handle leads at each stage of 
the buying process.

• Global access to the CRM system on any device so that no matter where the sales team 
is, they can respond quickly when prospects signal that they are ready to talk.

In addition to data-driven lead management, learning from the actions of your top performers will help 
you apply best practices for approaching prospects at each stage of the buying process.

Mastery of the canvas Customers are

57%  
through the buying 
process before 
they talk to you.*

* CEB, “The New High 
Performer Playbook,” 
2012 
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Microsoft Dynamics CRM Online, Dynamics Marketing,
Office 365, Power BI and SharePoint
Microsoft provides a single user experience with Microsoft Dynamics CRM Online and its interoperability 
with Microsoft Dynamics Marketing, Office 365, Power BI, and SharePoint.

Sales reps can go to one place for all of their tasks, such as viewing sales leads, researching 
companies, finding social connections, communicating with prospects, reviewing sales insights, and 
creating proposals.

Eliminate application-flipping by giving sales reps contextual information in a simple, unified user 
experience. The results are:

• User experiences people love that drive business outcomes

• World-class productivity and collaboration across Microsoft tools 

Better Together: Altico Advisors, Lighthouse Computer Services, and Coffee+Dunn have joined
forces to provide the full value of the Microsoft Dynamics CRM Productivity Suite to their prospects
and clients. Each partner brings a high level of expertise to this triumvirate. Altico Advisors 
specializes in Microsoft Dynamics CRM. Lighthouse Computer Services has Office 365, SharePoint 
and Power BI expertise. Coffee + Dunn is uniquely dedicated to Microsoft Dynamics Marketing 
services. Working together, these three partners will leverage the gamut of Microsoft business 
solutions to the advantage of their prospects and clients who can now have the tools they need to 
help their sales and marketing teams work cohesively.

See the whole pictureLearn More:  
Contact the  
Microsoft Productivity 
Team at  
BetterTogether@
AlticoAdvisors.com.

Pages from the eBook: Paint the Whole Picture – How Sales & Marketing are Better Together 

* Since this interview was conducted, Altico has joined forces with Sickish LLP out of Naperville, Illinois, and is now the Boston area   
  office of Sikich.




