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About us

> Wilbert Krabben – IT Solution Architect :

• Source to Pay S4-Hana

• Customer Experience – C4C and Emarsys

• For over a decade active in process optimalisation with ERP and related tools

> Agrifirm
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Case study from sales to marketing in lead management

Process first, software second

• Not just an Emarsys implementation

• Process implementation

• Process optimalisation with Emarsys
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Timeline

06-2024 11-2024 07-2025 10-2025 02-2026 Now

Sales and 

Marketing 

Process 

Decomposition

Lead-

Management 

Requirements 

Specification

Leads Pilot 

Winter-grains 

2025

Phase 1.1 

Emarsys 

Newsletters

Phase 1.2 

Emarsys Lead 

Generation

Rollout and 

New 

Integrations



TEKST NIVEAUS

Tekst (18 pt.)1

2

3

4

> Opsomming  (18 pt.)

> Sub-opsomming (18 pt.)

Kopje (18 pt.)

Niveau 

vooruit

Niveau 

terug

Prior state

Prior – Commercial processes driven by sales, limited interaction between marketing and sales

Key concern:

• Limited insight into the customer journey

• Limited visibility into campaign and channel performance

• Difficulty measuring marketing impact

Result: Inefficiency, missed opportunity and reduced scalability
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Current/future state

Current/future – integrated sales and marketing lead management process

Results

• Customer journey:

- Right channel, Person and Sales phase

• Campaign and channel effectiveness: 

- More relevant messages trough integration (C4C, Customer apps, S4-Hana and Emarsys)

- Better insights what works

• Impact of marketing:

- Higher conversion rate

- Improved efficiency in operating as one (sales and marketing) 

- Shared KPI’s (sales and marketing) 
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Year Plan for Campaigns
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Year Plan Campaigns

- Sales & marketing

- Topics for Campaigns

- Commercial prio’s

- Growth objectives

- trends

Campagne kick-off

- Sales & marketing 

- Campaign Goal

- Target Segment

- Lead definition

Content plan of Campaign

- Marketing

- Campaign concept

- Content formats

- Channels

- Landing Page

- KPI’s

- Lead-flows

Briefing Content

- Sales & marketing

- Briefing Content plan

-1w

Briefing Internal Sales

- Sales & Internal Sales

- Campaign Goal

- Target Segment

- What information has the 
lead seen

- Script

Campaign Follow-up

- Sales & marketing

- Marketing analyze 
(reach, clicks, 
engagement)

- Sales analyses (lead 
quality, customer 
reactions)

- Campaign adjustment

Campaign evaluation

- Sales & marketing

- Marketing analyses 
(reach, cost/lead)

- Sales analyses 
(opportunities, revenue)

- Campaign learnings

Lead follow-up

- Sales

- Call Leads

- Create opportunities of 
leads

- Win the opportunity
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Emarsys the engine for effective marketing & sales

• All channels connected: the correct message, for the 

right person, on the right moment.

• Insights in customer journey: communication 

adjusted to each face of the funnel (STDC).

• Atomization flow: behavioral follow-up without the 

need for manual interaction.

• Atomization of leads to C4C: Conversion directly in 

C4C, Sales follow’s up within minutes.

Segment

Form Lead in

Follow-up 

sales

Call      . 

Registration    .

Planned 

Appointment
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Composition of Emarsys Project team

• Project management (1 Person)

• Business (7 people)

• Marketing (3 people)

• Sales (2 people)

• Customer Service (2 people)

• IT (4 people)

• Elision (4 people)
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First lead campaign with Emarsys

Known in C4C

& unknown in 

C4C

New leads, 

unknown

in C4C

Known in C4C

No Sales 

TopCote/ 

EntecEvo

Known in C4C

Sales  

TopCote/ 

EntecEvo

Not customer

Region

Crop = Potato

For advisor:

Known customer 

Region

Crop = Potato

1e awareness mail

Call me, I want 

advice

Banner digital 
magazines

Banner digital 
magazines

Unknown customer

Region

Crop = Onion

Known customer 

Region

Crop = Onion

Voor Account 

manager

Known customer 

Reminder mail if form 

not entered

Form filled
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Functional Process (C4C Account Data of Contact)
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Functional Process (Emarsys Segments)
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Functional Process (Emarsys Email Campaign)



TEKST NIVEAUS

Tekst (18 pt.)1

2

3

4

> Opsomming  (18 pt.)

> Sub-opsomming (18 pt.)

Kopje (18 pt.)

Niveau 

vooruit

Niveau 

terug

Functional Process (Emarsys Automation – Email)
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Functional Process (Emarsys Form)
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Functional Process (Emarsys Automation – Lead gen)
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Functional Process (C4C Lead)
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Functional Process (C4C Lead - Sinch Call)
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Functional Process (C4C Lead – Convert to Opportunity)
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Functional Process (C4C Opportunity – Follow-up)
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Functional Process (C4C Opportunity – Win with Sales Order)
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Architectural challenges

Main concern – Business to business in Emarsys

Solved challenges 

• Multiple accounts per contact person

• Multiple contacts per account

• Use of account related data in segmentation

• Mapping issues back to C4C

• Sales campaign feedback

• Territory assignment (province not in Emarsys)

• Marketing channel and type permissions

• Customer facing apps info integration

Unsolved challenges 

• Restrict access to data per BU

• Multiple people in account team with different roles

• Multiple WhatsApp numbers

• No .ics calendar invites as attachment
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Roadmap

S4 Integration
- Sales Orders

Multichannel
- WhatsApp

- SMS

Sales employee, 
street, house 

number, province

Territories 
implementation

Business unit 
firewall

Form 
optimalization

Event 
management 



Learnings

KPI to Process

• KPI ‘’more sales’’

• Urgency for process definition/redesign

• Prove the process

Emarsys Implementation

• Regular update meetings

• Involve all key stake holders

• Monitor progress with all key stake holders



Thank you, feel free to reach out and connect!

Wilbert Krabben
Solution Architect

w.krabben@agrifirm.com

Grow with  and Elision & SAP!



Please all go to the plenary for Customer 
Panel 


	Slide 1
	Slide 2: From sales to marketing driven organization in lead management
	Slide 3: About us
	Slide 4: Case study from sales to marketing in lead management
	Slide 5: Timeline
	Slide 6: Prior state
	Slide 7: Current/future state
	Slide 8: Customer journey of sales and marketing
	Slide 9: Year Plan for Campaigns
	Slide 10: Emarsys the engine for effective marketing & sales
	Slide 11: Composition of Emarsys Project team
	Slide 12: First lead campaign with Emarsys
	Slide 13: Functional Process (C4C Account Data of Contact)
	Slide 14: Functional Process (Emarsys Segments)
	Slide 15: Functional Process (Emarsys Email Campaign)
	Slide 16: Functional Process (Emarsys Automation – Email)
	Slide 17: Functional Process (Emarsys Form)
	Slide 18: Functional Process (Emarsys Automation – Lead gen)
	Slide 19: Functional Process (C4C Lead)
	Slide 20: Functional Process (C4C Lead - Sinch Call)
	Slide 21: Functional Process (C4C Lead – Convert to Opportunity)
	Slide 22: Functional Process (C4C Opportunity – Follow-up)
	Slide 23: Functional Process (C4C Opportunity – Win with Sales Order)
	Slide 24: Architectural challenges
	Slide 25: Roadmap
	Slide 26
	Slide 27
	Slide 28

