
ALIGNING SALES 
AND MARKETING 
THROUGH TOTAL 
INTEGRATION

Optum Grows Marketing Pipeline 660% and Cuts 550 
Hours From Sales Process Through Eloqua Integration
The healthcare giant consolidates six legacy solutions into one optimized, 
automated CRM.

As director of demand generation at Optum, Alena Larson led a 
team of digital marketers that focused on executing campaigns that 
drove marketing-qualified leads. Her team partnered with sales and 
various other teams at Optum—a Salt Lake City-based subsidiary 
of UnitedHealthcare “dedicated to making the health system work 
better for everyone”—in order to enhance customer experience. But 
an inconsistent management process stifled Optum’s sales pipeline, 
which caused losses and inefficiencies across the company.

Lost Leads & Legacy Platforms
Larson joined Optum in 2012, one year after its founding. “Fast 
forward to 2015, and we were supporting five primary business 
units—hundreds of employees across sales and marketing,” she 
said. The challenge? Different business units used different 
technologies, and different teams were scaling to maturity at 
different speeds. A complex, enterprise-level business, Optum had 
also acquired companies that brought their own legacy solutions 
into the mix. 

Like most marketing teams, Larson’s group had lofty goals. It 
wanted to generate high-quality MQLs that could eventually become 
opportunities and deals closed by sales. But in order to achieve this, 
she knew she would have to unite the disparate business units at 
Optum—get them communicating and collaborating in a reliable, 
transparent way.

CHALLENGES:
• Optum’s sales pipeline was stifled by 

an inconsistent management process 
leading to company-wide losses

• Different business units used different 
technologies, causing teams to scale 
to maturity at different speeds

• The lead routing process was largely 
manual, leading to a lack of standardization 
and low acceptance rates

SUCCESSES:
• Adopting Oracle Eloqua allowed Optum to 

elevate and and integrate its six legacy CRMs

• Marketing efforts could be tracked 
across the company with clean, 
standardized and efficient data

• Sales and Marketing pipeline increased by 660%

HEADQUARTERS:

Eden Prairie, MN 

OVERVIEW:

Optum, the fast growing part of UnitedHealth Group, 
provides analytics, technology, and consulting services 
to improve the performance of health systems. 
It designs and implements custom information 
technology systems targeting on the health care 
industry nationwide. Optum combines data and 
analytics with technology and expertise to power 
modern health care.
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That was going to be tough. Assigning leads to salespeople 
in the Optum Salesforce CRM was a manual process 
that took 10 steps (and 15 minutes) per lead, and “the 
qualification criteria itself was all over the map,” Larson 
said. Lead handoff from marketing to sales was the Wild 
West. “Often the leads were just sent to sales without 
the qualification that needed to be done, which made 
our acceptance rates really low: about 38%.” This lack 
of standardization hurt data quality and dented quotas.

Cutting Time,  
Growing Sales
Collaborating with leadership 
and the sales team, Larson 
sought to invest Optum in 
an automation technology 
that would have the “speed 
and accuracy” to ensure a 
consistent process, so the brand 
could improve lead quality and 
data quality. After weighing 
many enterprise-level options, 
Optum adopted Oracle Eloqua 
to complement its Salesforce 
iteration. With its deeply 
customizable interface, Eloqua 
helped Optum elevate and 
integrate its six legacy CRMs.

“That was huge for us,” Larson said, “because it let Eloqua 
be that single source of truth for our data. Now we can 
track our marketing efforts across the organization.”

Oracle’s flagship solution enabled Optum to decrease lead 
processing time. This was achieved by using automation 
to reduce the number of lead handoff steps from 10 to 
four—which, in turn, decreased processing time from 
15 minutes per lead to 2 minutes. After testing the 
integration with thousands of leads, Larson’s team did the 
math: By cutting 13 of the original 15 minutes, Eloqua 
had helped Optum save over 550 hours of manual labor. 
(And in business, as in life, time is money.)

In streamlining time and process, Optum also saw its 
lead acceptance rate surge upward from 38% to 90%. 

“We really listened to our sales teams and tried to make 
things as easy for them as possible,” Larson said. “If an 
MQL is accepted, we can spring into action and get it 
converted to an opportunity.” But speed is valuable on 
the other side of the coin, too, for lead rejection. The 
faster sales decisions a lead out of the funnel, the faster 
marketing can analyze the reasons why, apply those 
learnings, and move on to the next campaign that can 
generate opportunities.

The Marketing Pipeline 
Increases 660%
Optum’s sales and marketing 
teams have seen both qualitative 
and quantitative results 
from the Eloqua integration. 
The quantitative outcome is 
staggering. “Between 2015 
and 2016, we increased our 
marketing-generated pipeline by 
660%,” Larson said. “We’re really, 
really proud of that, and we plan 
to increase it year over year.”

Qualitatively, Optum is now 
leveraging a cutting-edge 
CRM that has combined, 
consolidated, and optimized 

its once-disparate legacy technology. “The best thing is 
we have something sustainable and scalable as we look 
forward to [the future of] our management process, 
our bottom line, and our pipeline,” Larson said. And 
by automating more than half the original steps in lead 
assignment, the organization has finally achieved the 
bandwidth it always needed in order to analyze campaign 
performance and iterate conversion rate improvement.

“The other piece I would say is huge is the alignment and 
connection between our business units now that there 
are standardized goals, KPIs, and reporting,” said Larson. 
“Now we feel like an efficient machine. It’s added a sense 
of governance and compliance, and has really enhanced 
the relationship between marketing and sales.” 

“That was huge for us 
because it let Eloqua be 

that single source of truth 
for our data. Now we can 

track our marketing efforts 
across the organization.”

Alena Larson 
Director of Demand Generation


