
We have heard industry veterans like 
Roger Gudobba and others say, “It’s 
all about the data.” The phrase has be-

come so overused that it almost means nothing any-
more. However, lenders and vendors alike should 
listen to this sound advice. Roger was talking about 
how data can improve the mortgage lending pro-
cess, and that’s true, but I’m here to say to you that 
data can improve your marketing process, as well.

In a White Paper entitled “Put Data First: Why 
Data Quality in CRM and Marketing Automation 
are Top Priority” written by RingLead, the author 
states that whatever your situation may be, you 
will quickly realize that it all comes back to data, 
because data is the real value in your CRM and 
marketing automation platform.  

We don’t mean to trivialize the importance of 
workflows, automated processes and drip nurturing 

campaigns that these systems offer.  These features 
are one of the primary reasons that organizations 
invest so much time and money into their imple-
mentation and ongoing administration and im-
provement, but many are rendered utterly useless 
when they come into contact with dirty data.

Dirty data has a way of silently infiltrating your 
organization, creating frustration, inefficiency, and 
loss of confidence (eg. dismal user adoption) in the 
systems themselves.  It can affect each department 
and group of stakeholders in a very different way, 
but unless there is a “State of Our Data” address, 
the problem is not brought to the forefront of the 
organization’s collective psyche.

One of the key requirements of a customer and 
prospect database is to easily segment the records, 
allowing your organization to interact with one set 

of contacts differently from others.  This can be 
easy if you have a strict set of values for each field 
and the input is controlled at the insertion point.

A common requirement is segmentation by job 
title, but there are simply too many variations on an 
individual’s job title to try to account for each with 
a picklist value, so the standard method of insertion 
is via a regular text field.  This creates a pretty big 
problem for segmentation.  

According to a 2013 Experian QAS survey, 94 
percent of businesses believe there is some level of 
inaccuracy within their CRM systems.  When you 
think about the time, money and focus that is put 
into CRM, an allowance for inaccurate and useless 
data is mind boggling.

Think about the time that your organization is 
wasting sifting through inaccurate or worse, com-
pletely useless, data.  Inaccurate data leads to:

>>Wasted sales efforts on useless bits of infor-
mation stored in CRM, leading to discontent and 
potential abandonment of the CRM system (ie. 
decreased user adoption) 

>>Longer wait times for support while reps are 
forced to piece together information while on the 
phone with a customer, leading to decreased cus-
tomer satisfaction

At Sirius Summit 2013, Jim Ninivaggi, Service 
Director of Sales Enablement Strategies at Sirius 
Decisions cited a study that found roughly 30% of 
an enterprise salesperson’s time is spent doing re-
search on the Internet.  If you think about that in the 
context of an 8 am - 6 pm workday, that means that 
35 days per year are spent doing research.

In Data Driven: Profiting from Your Most 
Important Business Asset, Thomas C. Redman 
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Today’s CRM and marketing automation platforms come 
equipped with very basic duplicate identification, which is, 
in almost every case, based on a scan for an exact-match 
email address.



sums up the advantages of data completeness as “A 
moat around our business [that] gives us a unique 
competitive advantage.”  Nowhere is this more evi-
dent than the aspect of data completeness.

Duplicate records in CRM and marketing automa-
tion platforms are a familiar aspect of bad data. The 
errors and frustration that duplicates cause can be felt 
across most departments at almost every level.

Reports are skewed, the wrong messages are be-
ing sent, and quarrels are created over one record that 
somehow made it into the system twice and was dis-
tributed to two different sales reps.  

How are duplicate records created?  Today’s CRM 
and marketing automation platforms come equipped 
with very basic duplicate identification, which is, in 
almost every case, based on a scan for an exact-match 
email address.

Many modern, technology-enabled organizations 
are using more than one software platform to manage 
their customer and prospect data.  It is crucial to keep 
your data in sync across your email, ERP systems, 
CRM, marketing automation platform, and more. 
If your data quality plan is limited to one platform, 
you’re only solving part of the problem.

It’s important to remember that dirty data can be 
a big problem, but can be easily solved.  Analyze the 
problem and try to hone in on the areas that are caus-
ing the most pain.  Then get in touch with a team that 
has experience in resolving these types of issues.

For example, NexLevel Advisors is focused on 
companies that are looking to take their business to the 
next level. NexLevel Advisors assists you in elevating 
your results. Creating new opportunities, executable 
strategies, and delivering results creates an environ-
ment that promotes continual growth and business 
value for your company.

We add value through strategic advice specific to 
your company. Our team has years of experience and 
have been in your situation and position. These indi-
viduals possess in-depth knowledge of your complex 
product and service offerings, the nuances of your 
market segment, and the challenges of your product 
roadmap and lifecycle. We deliver customized dif-
ferentiation in the marketplace for your organization 
while producing measurable results.

What this means for your business is that you get 
customized programs from accomplished executives 
who offer proven results-oriented solutions specifi-
cally created to take your organization to the next 
level, quicker and more strategically than you could 
on your own.

NexLevel’s experience has covered multiple indus-
tries including: Financial Services, Healthcare, Legal 
Services and Insurance in delivering marketplace re-
sults, with extensive expertise in complex technology 
oriented products and services. Our customized solu-
tions help you to sell more, more frequently, to more 
people by clearly establishing your specific value 
propositions. This is where real world experience, 
strategy and execution deliver measurable results for 
your organization.

For over 20 years the advisors of NexLevel have 
been leading and creating market leaders in business, 
delivering success after success in taking companies 
to the next level in revenues and profitability. This vast 
expertise comes from real world experience in run-
ning companies, building organizations and holding 
the following positions of leadership: CEO, CMO, VP 
Business Strategy, and Director of Sales & Marketing. 
Our experience makes the difference in your business.

If your CRM reporting seems “off”, if your market-
ing campaigns are less than impressive, if your sales 
team is underperforming, then this is your system 
flashing the Check Engine light. More often than not, 
dirty data is the root cause. v

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and 
president of NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, 
marketing, public relations and social media. He can be reached at mhammond@nexleveladvisors.com.
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It is crucial to keep your data 
in sync across your email, 

ERP systems, CRM, marketing 
automation platform,  

and more.


