aligning sales and marketing
strategies

Aligning Sales and Marketing Strategies: A
Synergistic Approach to Growth

Author: Sarah Chen, MBA, Certified Sales and Marketing Professional (CSMP),
10+ years experience in B2B SaaS sales and marketing leadership.

Publisher: Salesforce Insights — a leading publisher of content focused on
sales and marketing best practices for businesses of all sizes. Their
expertise in CRM and sales technology makes them a relevant source for this
topic.

Editor: Michael Davis, Editor-in-Chief at Salesforce Insights, 15+ years
experience in business journalism and editing focused on technology and
sales.

Summary: This article explores the critical importance of aligning sales and
marketing strategies, detailing the benefits, common challenges, and
practical steps for achieving synergy. It uses personal anecdotes and case
studies to illustrate key concepts and provides a framework for businesses to
implement effective alignment initiatives. The article emphasizes the need
for clear communication, shared goals, and a data-driven approach to maximize
ROI and drive revenue growth.

Keywords: Aligning sales and marketing strategies, sales alignment, marketing
alignment, sales and marketing integration, revenue growth, lead generation,
customer relationship management (CRM), data-driven marketing, sales
enablement, marketing automation.

Introduction: The Power of Synergy in Aligning Sales
and Marketing Strategies

In the fast-paced world of business, aligning sales and marketing strategies
is no longer a "nice-to-have" but a "must-have" for sustainable growth. For
years, sales and marketing operated in silos, often viewing each other as
separate entities with competing goals. This fragmented approach led to
wasted resources, missed opportunities, and ultimately, lower revenue.
However, the tide is turning. Forward-thinking companies are realizing the
immense power of a unified approach, recognizing that aligning sales and
marketing strategies is the key to unlocking significant revenue potential.



The Challenges of Misaligned Sales and Marketing
Strategies

During my early career at a startup, I witnessed firsthand the detrimental
effects of misaligned strategies. The sales team complained about receiving
unqualified leads from marketing, while marketing felt that sales wasn't
effectively utilizing the resources they provided. This lack of communication
and collaboration resulted in lost opportunities and frustrated employees.
This isn't uncommon. Many companies struggle with:

Conflicting goals: Sales focused on short-term quotas, while marketing
prioritized brand building and long-term customer acquisition.

Lack of communication: Limited information sharing between teams creates
disconnect and hinders efficient lead nurturing.

Different data platforms: Using separate CRM and marketing automation systems
leads to fragmented data and an incomplete view of the customer journey.
Inefficient lead qualification: Poor lead scoring and qualification processes
lead to wasted sales efforts on low-potential leads.

Case Study: The Transformation of Acme Corp

Acme Corp, a mid-sized manufacturing company, faced similar challenges. Their
sales and marketing teams operated independently, resulting in duplicated
efforts and inconsistent messaging. By implementing a comprehensive strategy
focused on aligning sales and marketing strategies, they achieved a 25%
increase in lead conversion rates within six months. This involved:

1. Defining shared goals and KPIs: Both teams agreed on common metrics such
as lead generation, conversion rates, and customer lifetime value.

2. Implementing a unified CRM system: This allowed both teams to access the
same customer data and gain a 360-degree view of the customer journey.

3. Developing a collaborative sales and marketing playbook: This outlined
the processes for lead generation, qualification, nurturing, and closing
deals.

4. Regular communication and alignment meetings: Weekly meetings fostered
transparency and collaboration between sales and marketing teams.

Aligning Sales and Marketing Strategies: A Practical
Framework

Aligning sales and marketing strategies requires a structured approach.
Here's a framework for success:



1. Establish shared goals and KPIs: Define quantifiable objectives that
both teams can work towards. This ensures everyone is on the same page
and working towards the same outcomes.

2. Develop a joint marketing and sales plan: This plan outlines the
strategies for lead generation, qualification, nurturing, and
conversion. It includes clear roles and responsibilities for both teams.

3. Implement a unified technology stack: Use a CRM system that integrates
with marketing automation tools to provide a holistic view of the
customer journey.

4. Create a feedback loop: Establish mechanisms for continuous feedback and
improvement. Regular meetings, surveys, and performance reviews are
essential.

5. Invest in sales enablement: Provide sales teams with the training,
tools, and resources they need to effectively convert leads.

6. Measure and analyze results: Track key metrics to measure the success of
your alignment initiatives and make data-driven adjustments.

Personal Anecdote: Learning from Mistakes

In my previous role, we initially struggled to get buy-in from the sales team
for a new marketing campaign. We realized our mistake: we hadn't properly
involved them in the planning process. After including the sales team in
brainstorming sessions and incorporating their feedback, the campaign became
significantly more successful, proving the importance of collaborative
strategy development in aligning sales and marketing strategies.

Conclusion: The Future of Aligned Sales and
Marketing

Aligning sales and marketing strategies is not merely a trend; it's a
necessity for achieving sustainable growth in today's competitive landscape.
By fostering collaboration, establishing clear communication channels, and
implementing a data-driven approach, businesses can unlock the synergistic
power of their sales and marketing teams, leading to increased revenue,
improved customer satisfaction, and a more efficient and profitable
operation. The journey may have its challenges, but the rewards of a unified,
aligned approach are immeasurable.

FAQs



. What are the key benefits of aligning sales and marketing strategies?
Increased revenue, improved lead conversion rates, enhanced customer
experience, increased efficiency, reduced costs, and improved team
morale.

. How do I measure the success of aligning sales and marketing strategies?
Track KPIs such as lead generation, conversion rates, customer
acquisition cost (CAC), customer lifetime value (CLTV), and revenue
growth.

. What are some common challenges in aligning sales and marketing
strategies? Conflicting goals, lack of communication, different data
platforms, and inefficient lead qualification.

. What role does technology play in aligning sales and marketing
strategies? CRM and marketing automation systems are crucial for data
integration and collaboration.

. How can I ensure buy-in from both sales and marketing teams? Involve
both teams in the planning process, clearly define shared goals, and
demonstrate the benefits of alignment.

. What are some best practices for communication between sales and
marketing teams? Regular meetings, shared dashboards, and transparent
reporting.

. How often should sales and marketing teams meet to align strategies? At
minimum, weekly meetings are recommended to maintain alignment and
address immediate issues.

. How can I improve lead qualification to ensure sales efforts are focused
on high-potential leads? Implement a lead scoring system based on
relevant criteria and clearly define lead qualification criteria.



1. What resources are available to help me align sales and marketing
strategies? Numerous books, online courses, and consulting services
provide guidance and support.

Related Articles

1. "The Ultimate Guide to Sales and Marketing Alignment": A comprehensive
guide covering all aspects of sales and marketing alignment, from
strategy development to implementation and measurement.

1. "7 Steps to Building a High-Performing Sales and Marketing Team":
Focuses on team dynamics, communication, and collaboration to foster a
productive work environment.

1. "How to Use Data to Drive Sales and Marketing Alignment": Explores the
use of data analytics to optimize campaigns and improve ROI.

1. "The Role of CRM in Aligning Sales and Marketing Strategies": Details
how CRM systems can facilitate data integration and improve
communication between teams.

1. "Marketing Automation: A Key Tool for Sales and Marketing Alignment":
Explores how marketing automation can streamline processes and improve
efficiency.

1. "Overcoming Common Challenges in Sales and Marketing Alignment":
Provides practical solutions to common obstacles faced by businesses.

1. "Sales Enablement: Empowering Sales Teams for Success": Focuses on
providing sales teams with the resources they need to effectively



convert leads.

1. "Building a Sales and Marketing Playbook for Consistent Messaging and
Processes": Explains the importance of a well-defined playbook and
provides a template for creation.

1. "Measuring the ROI of Aligning Sales and Marketing Strategies": Details
how to track and measure the impact of sales and marketing alignment
initiatives.

aligning sales and marketing strategies: Aligning Strategy and Sales Frank Cespedes,
2014-08-12 The best sales book of the year — strategy+business magazine That gap between your
company'’s sales efforts and strategy? It’s real—and a huge vulnerability. Addressing that gap,
actionably and with attention to relevant research, is the focus of this book. In Aligning Strategy and
Sales, Harvard Business School professor Frank Cespedes equips you to link your go-to-market
initiatives with strategic goals. Cespedes offers a road map to articulate strategy in ways that people
in the field can understand and that will fuel the behaviors required for profitable growth. Without
that alignment, leaders will press for better execution when they need a better strategy, or change
strategic direction with great cost and turmoil when they should focus on the basics of sales
execution. With thoughtful, clear, and engaging examples, Aligning Strategy and Sales provides a
framework for diagnosing and managing the core levers available for effective selling in any
organization. It will give you the know-how and tools to move from ideas to action and build a sales
effort linked to your firm’s unique goals, not a generic selling formula. Cespedes shows how sales
efforts affect all elements of value creation in a business, whether you’re a start-up seeking to scale
or an established firm looking to jump-start new growth. The book provides key insights to optimize
your firm’s customer management activities and so improve selling and strategy.

aligning sales and marketing strategies: Aligned to Achieve Tracy Eiler, Andrea Austin,

2016-09-01 A smart, practical guide to rocket-powered business growth Aligned to Achieve puts
sales and marketing on the same page, creating a revenue 'dream team' that will drive your
organization to new heights. Smart, practical explanations, case studies, and tips guide you toward
action over theory, and dozens of examples illustrate the tangible effects of these changes in action
at business-to-business companies. Written by sales and marketing executives who have made
alignment work, this book is directed toward practitioners and leaders seeking to crack the code of
sales and marketing alignment. Contributions by industry thought leaders and B2B executives
provide fresh perspective and nuanced direction, while thoughtful, strategic, and well-supported
guidance throughout helps you remove the obstacles standing in the way of your organization's
financial and strategic goals. Misalignment between sales and marketing is an age-old
problem—frequently lamented, but seldom addressed. As this schism grows amidst the evolving
marketplace, its effects on top and bottom line performance are being felt more than ever before.
This book shows you how to bring sales and marketing together effectively once and for all,
leveraging their strengths to build an unstoppable force for growth. Understand the cost of
misalignment and the driving forces behind it Learn strategies for improving your culture, process,



leadership, and technology to initiate and support alignment Identify the best places to modify your
sales and marketing programs to kickstart collaboration and cooperation between your teams
Discover how other companies are uniting their sales and marketing teams into a single force for
growth Walk away with practical advice on how to apply recommendation in the real world
Misalignment is frustrating for everyone in sales, marketing, and leadership. It's also detrimental to
your organization's performance—but the problem is not insurmountable. In fact, most of the
obstacles it creates are self-inflicted, and entirely within control of leadership. Aligned to Achieve
helps you identify and remove those obstacles, and build a culture of sustainable growth.

aligning sales and marketing strategies: Inside the Buyer's Brain Lee W. Frederiksen, Sylvia
S. Montgomery, Aaron E. Taylor, Elizabeth Harr, 2013-09

aligning sales and marketing strategies: Revenue Operations Stephen G. Diorio, Chris K.
Hummel, 2022-04-19 Crush siloes by connecting teams, data, and technologies with a new
systems-based approach to growth. Growing a business in the 21st Century has become a capital
intensive and data-driven team sport. In Revenue Operations: A New Way to Align Sales and
Marketing, Monetize Data, and Ignite Growth, an accomplished team of practitioners, academics,
and experts provide a proven system for aligning revenue teams and unlocking growth. The book
shows everyone how to connect the dots across an increasingly complex technology ecosystem to
simplify selling and accelerate revenue expansion. With Revenue Operations, you’ll understand what
it takes to successfully transition to the new system of growth without killing your existing business.
This practical and executable approach can be used by virtually any business - large or small,
regardless of history or industry - that wants to generate more growth and value. By reading this
book you will find: Real-world case studies and personal experiences from executives across an array
of high technology, commercial, industrial, services, consumer, and cloud-based businesses. The six
core elements of a system for managing your commercial operations, digital selling infrastructure,
and customer data assets. Nine building-blocks that connect the dots across your sales and
marketing technology ecosystem to generate more consistent growth and a better customer
experience at lower costs. The skills and tools that next generation growth leaders will need to chart
the roadmap for a successful career in any growth discipline for the next 25 years. An indispensable
resource for anyone who wants to get more from their business - board members, CEOs, business
unit leaders, strategists, thought leaders, analysts, operations professionals, partners, and front-line
doers in sales, marketing, and service - Revenue Operations is based on over one thousand surveys
of and interviews with business professionals conducted during 2020 and 2021. It also includes a
comprehensive analysis of the sales and marketing technology landscape. As a perfectly balanced
combination of academic insight and data-driven application, this book belongs on the bookshelves
of anyone responsible for driving revenue and growth.

aligning sales and marketing strategies: Lead Generation For Dummies Dayna Rothman,
2014-03-07 Learn how to get your message heard above the online noise The buying process is
greatly changed. With the Internet, the buyer is in charge. If your product is going to compete, you
need to master 21st century lead generation, and this book shows you how. It's packed with effective
strategies for inbound and outbound marketing tactics that will generate leads in today's market.
You'll learn the basics of lead generation, inbound and outbound marketing, lead nurturing, ways to
track ROI, and how to score leads to know when one is hot. Follow the steps to create your own
personalized lead generation plan and learn how to sidestep common pitfalls. Lead generation
involves a strategy for generating consumer interest and inquiry into your product as well as a
process for nurturing those leads until each is ready to buy Techniques include content marketing
through websites, blogs, social media, and SEO as well as outbound marketing strategies such as
e-mail, PPC ads, content syndication, direct mail, and events This book explores the basics of lead
generation, inbound and outbound marketing, lead nurturing, tracking ROI on campaigns, lead
scoring techniques, and ways to avoid many common pitfalls Provides steps you can follow to create
your own personalized lead generation plan Lead Generation For Dummies is the extra edge you
need to compete in today's technologically enhanced marketplace.




aligning sales and marketing strategies: Revenue Disruption Phil Fernandez, 2012-04-13
Strategies for any company to transform its sales and marketing efforts in a way that truly
accelerates revenue growth Revenue Disruption delivers bold new strategies to transform corporate
revenue performance and ignite outsized revenue growth. Today's predominant sales and marketing
model is at best obsolete and at worst totally dysfunctional. This book offers a completely new
operating methodology based on a sales and marketing approach that recognizes the global
technological, cultural, and media changes that have forever transformed the process of buying and
selling. The dysfunctional state of today's corporate revenue creation model results in trillions of
dollars in lost growth opportunities. Revenue Disruption examines the problems of the current model
and offers real-world solutions for fixing them. It lays out a detailed plan that businesspeople and
companies can use to fundamentally transform their sales and marketing performance to win this
century's revenue battle.

aligning sales and marketing strategies: Marketing Metrics in Action Laura Patterson, 2009
Talk about marketing accountability has become almost commonplace. Most marketing executives
understand the need to know the numbers. The real question is, Which numbers? Marketing Metrics
in Action: Creating a Performance-Driven Marketing Organization answers those questions and
addresses those problems with a balance of sound theory and technique and practical application.
The author, a veteran of marketing on both sidesthe client side and the consultant sideexplains how
you need to begin by identifying the elements of the right culture. First, every company's product
makeup, competitive situation, resources, and internal strengths and weaknesses differ. So do its
needs for particular metrics. It is necessary to be able to identify which metrics matter to your
organization's circumstances. Next it is necessary to create a culture of accountability. Everyone in
the organization has to be and be seen as beingon the same side and n the same page. Finance can't
be seen as the enemy, and Sales and Marketing need work especially hard to coordinate their
efforts. But this sense of accountability needs to extend from the C-Suite to the customer service and
order entry people. Quality approaches and sophisticated ideas then become much more productive
in the marketplace. A metrics audit will help establish where you are now, and mapping will enable
you to align processes to better develop your dashboard. This book provides wise counsel for
identifying which metrics matter most to your organization and practical guidance for putting all the
sophisticated marketing tools to profitable use in your company.

aligning sales and marketing strategies: Digital Relevance A. Albee, 2018-11-02 Digital
Relevance teaches readers the knowledge, strategies, and skills need to create content, instantly
engage customers, and compel them to action by sharing ideas so seamlessly matched to each
audience's context that they can't help but take next steps toward purchase.

aligning sales and marketing strategies: Buyer Personas Adele Revella, 2015-02-24 Named
one of Fortune Magazine’s “5 Best Business Books” in 2015 See your offering through the buyer's
eyes for more effective marketing Buyer Personas is the marketer's actionable guide to learning
what your buyer wants and how they make decisions. Written by the world's leading authority on
buyer personas, this book provides comprehensive coverage of a compelling new way to conduct
buyer studies, plus practical advice on adopting the buyer persona approach to measurably improve
marketing outcomes. Readers will learn how to segment their customer base, investigate each
customer type, and apply a radically more relevant process of message selection, content creation,
and distribution through the channels that earn the buyers' trust. Rather than relying on generic
data or guesswork to determine what the buyer wants, the buyer persona approach allows
companies to ask the buyer directly and obtain more precise and actionable guidance. Buyer
personas are composite pictures of the people who buy solutions, services or products, crafted
through a unique type of interview with the people the marketer wants to influence. This book
provides step-by-step guidance toward implementing the buyer persona approach, with the advice of
an internationally-respected expert. Learn who buys what, and why Understand your buyer's goals
and how you can address them Tailor your marketing activities to your buyer's expectations See the
purchase through the customer's eyes A recent services industry survey reports that 52 percent of



their marketers have buyer personas, and another 28 percent expect to add them within the next
two years - but only 14.6 percent know how to use them. To avoid letting such a valuable tool go to
waste, access the expert perspective in Buyer Personas, and craft a more relevant marketing
strategy.

aligning sales and marketing strategies: Saleshood Elay Cohen, 2014-04-15 A playbook that
empowers sales managers to think like CEOs and act like entrepreneurs At Salesforce.com, Elay
Cohen created and executed the sales productivity programs that accelerated the company’s growth
to a $3 billion-plus enterprise. The innovation delivered over these years by Elay and his team
resulted in unprecedented sales productivity excellence. Based on that experience, Elay embarked
on a journey to help every company in the world grow like Salesforce.com. After working with many
organizations and further reflecting on his time at Salesforce.com, it became apparent that one key
player was best positioned to accelerate growth in organizations: the first-line sales manager.
Empowering sales managers to own and execute their own sales programs, as entrepreneurs would,
became the focus of this book and his technology company. First-line sales managers are the
backbone of every sales organization. They make it happen. They’re where the rubber meets the
road in pipeline generation, revenue growth, and customer success. These sales managers serve as
the voice of salespeople to organizations, and as the organizational voice back to salespeople. In this
accessible guide, Cohen shares how sales managers can build an inspired, engaged team, equipping
them with the tools they need to drive up sales productivity and grow the business. He reveals,
among many other lessons, how you can nurture a winning sales culture; build world-class training
programs that encourage salespeople to learn from each other; and execute sales processes,
playbooks, and deals in a way that gives your salespeople the winning edge.

aligning sales and marketing strategies: They Ask, You Answer Marcus Sheridan,
2019-08-06 The revolutionary guide that challenged businesses around the world to stop selling to
their buyers and start answering their questions to get results; revised and updated to address new
technology, trends, the continuous evolution of the digital consumer, and much more In today’s
digital age, the traditional sales funnel—marketing at the top, sales in the middle, customer service
at the bottom—is no longer effective. To be successful, businesses must obsess over the questions,
concerns, and problems their buyers have, and address them as honestly and as thoroughly as
possible. Every day, buyers turn to search engines to ask billions of questions. Having the answers
they need can attract thousands of potential buyers to your company—but only if your content
strategy puts your answers at the top of those search results. It’s a simple and powerful equation
that produces growth and success: They Ask, You Answer. Using these principles, author Marcus
Sheridan led his struggling pool company from the bleak depths of the housing crash of 2008 to
become one of the largest pool installers in the United States. Discover how his proven strategy can
work for your business and master the principles of inbound and content marketing that have
empowered thousands of companies to achieve exceptional growth. They Ask, You Answer is a
straightforward guide filled with practical tactics and insights for transforming your marketing
strategy. This new edition has been fully revised and updated to reflect the evolution of content
marketing and the increasing demands of today’s internet-savvy buyers. New chapters explore the
impact of technology, conversational marketing, the essential elements every business website
should possess, the rise of video, and new stories from companies that have achieved remarkable
results with They Ask, You Answer. Upon reading this book, you will know: How to build trust with
buyers through content and video. How to turn your web presence into a magnet for qualified
buyers. What works and what doesn’t through new case studies, featuring real-world results from
companies that have embraced these principles. Why you need to think of your business as a media
company, instead of relying on more traditional (and ineffective) ways of advertising and marketing.
How to achieve buy-in at your company and truly embrace a culture of content and video. How to
transform your current customer base into loyal brand advocates for your company. They Ask, You
Answer is a must-have resource for companies that want a fresh approach to marketing and sales
that is proven to generate more traffic, leads, and sales.



aligning sales and marketing strategies: Sales Management That Works Frank V.
Cespedes, 2021-02-23 Named to the longlist for the 2021 Outstanding Works of Literature (OWL)
Award in the Sales & Marketing category In this smart, practical, and research-based guide,
Harvard Business School professor Frank Cespedes offers essential sales strategies for a world that
never stops changing. The rise of e-commerce. Big data. Al. Given these trends (and many others),
there's no doubt that sales is changing. But much of the current conventional wisdom is misleading
and not supported by empirical data. If you as a manager fail to separate fact from hype, you will
make decisions based on faulty assumptions and, in a competitive market, eventually fall behind
those with a keener grasp of the current selling environment. In this no-nonsense book, sales expert
and Harvard Business School professor Frank Cespedes provides sales managers and executives
with the tools they need to separate the signal from the noise. These include how to: Hire and deploy
the right talent Pay and incentivize your sales force Improve ROI from your training programs
Create a comprehensive sales model Set and test the right prices Build and manage a multichannel
approach Brimming with fascinating examples, insightful research, and helpful diagnostics, Sales
Management That Works will help sales managers build a great sales team, create an optimal
strategy, and steer clear of hype and fads. Salespeople will be better equipped to respond to
changes, executives will be able to track and accelerate ROI, and readers will understand why
improving selling is a social as well as an economic responsibility of business.

aligning sales and marketing strategies: Win/Loss Analysis Ellen Naylor, 2016-04 If your
company is struggling, losing its visibility or failing in growth projections, you need Win/Loss
Analysis. Woven throughout are steps to gather competitive intelligence and customer insight. With
the guidance of this book, you will remove the guesswork and gain more business through Win/Loss
Analysis.

aligning sales and marketing strategies: SPIN® -Selling Neil Rackham, 2020-04-28 True or
false? In selling high-value products or services: 'closing' increases your chance of success; it is
essential to describe the benefits of your product or service to the customer; objection handling is an
important skill; open questions are more effective than closed questions. All false, says this
provocative book. Neil Rackham and his team studied more than 35,000 sales calls made by 10,000
sales people in 23 countries over 12 years. Their findings revealed that many of the methods
developed for selling low-value goods just don‘t work for major sales. Rackham went on to introduce
his SPIN-Selling method. SPIN describes the whole selling process: Situation questions Problem
questions Implication questions Need-payoff questions SPIN-Selling provides you with a set of
simple and practical techniques which have been tried in many of today‘s leading companies with
dramatic improvements to their sales performance.

aligning sales and marketing strategies: Sales Engagement Manny Medina, Max Altschuler,
Mark Kosoglow, 2019-03-12 Engage in sales—the modern way Sales Engagement is how you engage
and interact with your potential buyer to create connection, grab attention, and generate enough
interest to create a buying opportunity. Sales Engagement details the modern way to build the top of
the funnel and generate qualified leads for B2B companies. This book explores why a Sales
Engagement strategy is so important, and walks you through the modern sales process to ensure
you're effectively connecting with customers every step of the way. ¢ Find common factors holding
your sales back—and reverse them through channel optimization « Humanize sales with personas
and relevant information at every turn ¢ Understand why A/B testing is so incredibly critical to
success, and how to do it right » Take your sales process to the next level with a rock solid, modern
Sales Engagement strategy This book is essential reading for anyone interested in up-leveling their
game and doing more than they ever thought possible.

aligning sales and marketing strategies: Killing Marketing: How Innovative Businesses Are
Turning Marketing Cost Into Profit Joe Pulizzi, Robert Rose, 2017-09-08 Killing your current
marketing structure may be the only way to save it! Two of the world’s top marketing experts reveal
the next level of breakthrough success—transforming your marketing strategy into a standalone
profit center. What if everything we currently know about marketing is what is holding us back?



Over the last two decades, we’ve watched the entire world change the way it buys and stays loyal to
brands. But, marketing departments are still operating in the same, campaign-centric, product-led
operation that they have been following for 75 years. The most innovative companies around the
world have achieved remarkable marketing results by fundamentally changing their approach. By
creating value for customers through the use of owned media and the savvy use of content, these
businesses have dramatically increased customer loyalty and revenue. Some of them have even
taken it to the next step and developed a marketing function that actually pays for itself. Killing
Marketing explores how these companies are ending the marketing as we know it—in favor of this
new, exciting model. Killing Marketing provides the insight, approaches, and examples you need to
understand these disruptive forces in ways that turn your marketing from cost center to revenue
creator. This book builds the case for, literally, transforming the purpose of marketing within your
organization. Joe Pulizzi and Robert Rose of the Content Marketing Institute show how leading
companies are able sell the very content that propels their marketing strategy. You'll learn how to: *
Transform all or part of your marketing operation into a media company * Integrate this new
operation into traditional marketing efforts * Develop best practices for attracting and retaining
audiences * Build a strategy for competing against traditional media companies * Create a
paid/earned media strategy fueled by an owned media strategy Red Bull, Johnson & Johnson, Disney
and Arrow Electronics have succeeded in what ten years ago would have been deemed impossible.
They continue to market their products as they always have, and, through their content-driven and
audience-building initiatives, they drive value outside the day-to-day products they sell—and
monetize it directly. Killing Marketing rewrites the rules of marketing—enabling you to make the
kind of transition that turns average companies into industry legends.

aligning sales and marketing strategies: Strategic Shopper Marketing Georg August
Krentzel, 2020-06-07 Strategic Shopper Marketing provides a uniquely strategic perspective on the
“anything, anywhere, anytime” retail revolution. Following the principles set out by leading global
consultant Georg August Krentzel, a practitioner can connect shopper marketing principles with
strategic concerns, aligning it with other disciplines like marketing, sales and distribution to connect
their route to purchase with their route to market. Providing professionals with a theoretically
well-founded understanding of shopper marketing, the book charts the history and development of
shopper marketing and describes the newest developments and changes in the marketplace that
impact how shoppers need to be activated to generate profitable sales and loyalty. The book
presents a guideline with examples and numerous illustrations to develop successful shopper
marketing strategies across different sales channels. Focused on practice, but with solid theoretical
foundations, practical insights and methodologies, and enriched with examples, this book is ideal for
marketing practitioners at strategic levels looking to integrate shopper marketing principles into
their organization, as well as for those less experienced practitioners learning the principles, and
those in marketing education.

aligning sales and marketing strategies: Set Up to Win Karl Becker, 2021-05-05 Here's the
hard truth: when your sales organization stalls, there's no single magic trick that can fix it. And
when throwing money at digital lead generators, all-star sales recruits, and team-building retreats
isn't boosting your sales, it's time to get back to basics. Set Up to Win shows you Three Frameworks
that will stabilize and grow your company's revenue long term using the power of your greatest
asset-your team. (And yes, it also gives you a short-term roadmap to get your sales out of the danger
zone.)If you're ready to stop wasting your time, energy, and money, Set Up to Win is your guide to
building a solid foundation for enduring sales success.

aligning sales and marketing strategies: Smarketing Timothy Hughes, Adam Gray, Hugo
Whicher, 2018-10-03 This is the first book that explores the shift that will become the future state
operating model for companies seeking to remain competitive and relevant in this fast-changing
digital world. Since the earliest days of 'modern' marketing and sales, the departments that ran
these key functions have been separate empires. They have different leaders, different budgets, and
different organizational structures. However, with the overwhelming impact of continuous



disruption, many organizations have been left floundering, unsure of how to get traction in the
market. The old rule book has been torn up and thrown away. Smarketing explains how and why
companies should blend sales and marketing into one single, streamlined smarketing department.
Sales people will become better marketers, and marketers better sales people, leading to bigger,
better business growth all round. With clearly defined implementation strategies that can be applied
by any company, regardless of size or sector, Smarketing is an invaluable resource for any
marketing or sales professional looking to drive growth and success in the new era of marketing.

aligning sales and marketing strategies: Sales & Marketing Policies and Procedures Manual
Inc Bizmanualz, 2014-09-01 The Sales & Marketing Policies and Procedures Manual - Easily Create
your Growth Policy Manual Using a Process Approach to Manage Sales Strategies and Marketing
Tactics Procedures. This Manual is the foundation of any business and can help you take control of
your Sales & Marketing processes and improve key facets like lead generation and sales closing.
Thoroughly researched and reviewed by experts, these pre-written policies and procedures are
based on the continually improving process philosophy, and they incorporate best practices and
proven techniques that provide results. Creating clear policies and procedures can help align your
sales and marketing efforts, which dramatically improves your sales pipeline management. They also
assist in determining which efforts and practices produce tangible results; leading to improved cost
per lead and cost per sale performance. This new edition also includes updated and complete job
descriptions for every job referenced in the text. Designed for busy professionals like Sales
Managers, Marketing Managers, Sales & Marketing VPs, and Business Owners, the Sales &
Marketing Policies and Procedures Manual can save you hundreds of hours in researching and
writing the procedures you need to standardize efforts and practices in areas such as developing
strategies and tactics, administration, lead management and lead qualification, customer life cycle
management, training, and product launch. There is no need to start from scratch. It has already
been done for you.

aligning sales and marketing strategies: Selling from Your Comfort Zone Stacey Hall,
2022-07-26 You don't have to betray yourself or your values to close stellar sales. This book
introduces a simple formula for a personalized approach to building connections through alignment
and problem-solving. So many salespeople believe that they have to push themselves out of their
comfort zones and compromise their values to sell products. But, as Stacey Hall shows, the comfort
zone can actually be a power zone that leads to sales, satisfaction, and success. Selling from Your
Comfort Zone shifts away from pushy and spammy sales tactics and instead shows how you can
bring meaning to your role as a salesperson. Hall teaches how to remain in alignment with your
calling, with yourself, with what you are selling, with your prospects, and with what you are saying
to your prospects. By being aligned with your core values and personality traits, you will have more
confidence, energy, and courage to achieve your goals, which greatly increases the chances of
success. Studies reveal that while men generally rely on improving and driving outcomes to close
sales, women tend to emphasize building connections, shaping solutions, and collaborating. Hall's
Alignment Marketing formula combines both skillsets in an easy-to-follow process for gently
expanding your comfort zone to the edge of its safe boundaries. By adopting this approach, you can
stay flexible and resilient in the face of problems and objections that all salespeople encounter along
the way.

aligning sales and marketing strategies: Renegade Marketing Drew Neisser, 2021-10-05
Marketing has become ridiculously complicated, but yours doesn't have to be. With decades of
hands-on experience, expert strategist and writer Drew Neisser has witnessed the dramatic
evolution of business-to-business marketing. Working alongside giant brands like IBM, as well as
startups and mid-size companies, and interviewing over four hundred top practitioners, Neisser
uncovered the top four characteristics that all successful marketers have in common: they are
Courageous, Artful, Thoughtful, and Scientific (CATS). These four characteristics form the basis for
the framework in Renegade Marketing. Over the years, Neisser created a twelve-step formula to
radically simplify B2B marketing and build an unbeatable brand. In his book, he shares the stories of



marketing CATS as he gives you the tools to: Walk through a highly refined discovery process that
culminates in finding your brand's purpose Define your company's purpose in eight words or fewer
Build team support for new marketing initiatives while establishing your unique brand story, voice,
and design Assemble effective marketing plans that engage employees, inspire customers, and
attract new business Drive perpetual growth by creating a culture with metrics, marketing
technology, and experimentation

aligning sales and marketing strategies: Ask a Manager Alison Green, 2018-05-01 From the
creator of the popular website Ask a Manager and New York’s work-advice columnist comes a witty,
practical guide to 200 difficult professional conversations—featuring all-new advice! There’s a
reason Alison Green has been called “the Dear Abby of the work world.” Ten years as a
workplace-advice columnist have taught her that people avoid awkward conversations in the office
because they simply don’t know what to say. Thankfully, Green does—and in this incredibly helpful
book, she tackles the tough discussions you may need to have during your career. You'll learn what
to say when ¢ coworkers push their work on you—then take credit for it * you accidentally trash-talk
someone in an email then hit “reply all” * you're being micromanaged—or not being managed at all
* you catch a colleague in a lie * your boss seems unhappy with your work ¢ your cubemate’s loud
speakerphone is making you homicidal ¢ you got drunk at the holiday party Praise for Ask a
Manager “A must-read for anyone who works . . . [Alison Green’s] advice boils down to the idea that
you should be professional (even when others are not) and that communicating in a straightforward
manner with candor and kindness will get you far, no matter where you work.”—Booklist (starred
review) “The author’s friendly, warm, no-nonsense writing is a pleasure to read, and her advice can
be widely applied to relationships in all areas of readers’ lives. Ideal for anyone new to the job
market or new to management, or anyone hoping to improve their work experience.”—Library
Journal (starred review) “I am a huge fan of Alison Green’s Ask a Manager column. This book is even
better. It teaches us how to deal with many of the most vexing big and little problems in our
workplaces—and to do so with grace, confidence, and a sense of humor.”—Robert Sutton, Stanford
professor and author of The No Asshole Rule and The Asshole Survival Guide “Ask a Manager is the
ultimate playbook for navigating the traditional workforce in a diplomatic but firm way.”—Erin
Lowry, author of Broke Millennial: Stop Scraping By and Get Your Financial Life Together

aligning sales and marketing strategies: Sales Differentiation Lee B. Salz, 2018-09-18 If
we don't drop our price, we will lose the deal. That's the desperate cry from salespeople as they try
to win deals in competitive marketplaces. While the easy answer is to lower the price, the company
sacrifices margin--oftentimes unnecessarily. To win deals at the prices you want,the strategy needed
is differentiation. Most executives think marketing is the sole source of differentiation. But what
about the sales function of the company? This commonly neglected differentiation opportunity
provides a multitude of ways to stand out from the competition. This groundbreaking book teaches
you how to develop those strategies. In Sales Differentiation, sales management strategist, Lee B.
Salz presents nineteen easy-to-implement concepts to help salespeople win deals while protecting
margins. These concepts apply to any salesperson in any industry and are based on the foundation
that how you sell, not just what you sell, differentiates you. The strategies are presented in
easy-to-understand stories and can quickly be put into practice. Divided into two sections, the what
you sell chapters help salespeople: Recognize that the expression we are the best causes
differentiation to backfire. Avoid the introspective question that frustrates salespeople and ask the
right question to fire them up. Understand what their true differentiators are and how to effectively
position them with buyers. Find differentiators in every nook and cranny of the company using the
six components of the Sales Differentiation Universe. Create strategies to position differentiators so
buyers see value in them. The how you sell section teaches salespeople how to provide meaningful
value to buyers and differentiate themselves in every stage of the sales process. This section helps
salespeople: Develop strategies to engage buyers and turn buyer objections into sales differentiation
opportunities. Shape buyer decision criteria around differentiators. Turn a commoditized Request
for Proposal (RFP) process into a differentiation opportunity. Use a buyer request for references as a



way to stand out from the competition. Leverage the irrefutable, most powerful
differentiator...themselves. Whether you've been selling for twenty years or are new to sales, the
tools you learn in Sales Differentiation will help you knock-out the competition, build profitable new
relationships, and win deals at the prices you want.

aligning sales and marketing strategies: Fast-Track Your Business Laura Patterson,
2020-01-28 In Fast-Track Your Business, author Laura Patterson offers step-by-step guidance for
acquiring customer insights, creating customer-centric outcomes, and developing strategies and
measurable executable plans.

aligning sales and marketing strategies: ADKAR Jeff Hiatt, 2006 In his first complete text on
the ADKAR model, Jeff Hiatt explains the origin of the model and explores what drives each building
block of ADKAR. Learn how to build awareness, create desire, develop knowledge, foster ability and
reinforce changes in your organization. The ADKAR Model is changing how we think about
managing the people side of change, and provides a powerful foundation to help you succeed at
change.

aligning sales and marketing strategies: Managing Content Marketing: The Real-World
Guide for Creating Passionate Subscribers to Your Brand Robert Rose, Joe Pulizzi, 2011-08-01
Perhaps no function in the business organization has been as fundamentally revolutionized as
marketing. The social and mobile Web has completely changed the speed, efficiency, and ease with
which consumers can engage with each other and has had a tremendous impact on brands. This new
engagement of the consumer with keen awareness of their relationships and emerging social
networks now correlates to every single aspect of our business. So, yes, marketing has changed. The
question is what are we going to do about it?Content and Subscription: The New Marketing
OpportunityAs growth of the social and mobile Web changes the methods of communication, the old
lines of hierarchical relationships between business and consumer blur substantially. As consumers
publish and share their opinions (both good and bad) with increasing ease, they can become more
persuasive than even the company's voice itself. Every one of these groups becomes a powerful ally
or enemy depending on what we do. All of them will be constantly in flux developing levels of trust
and requiring varying levels of transparency to filter content and determine buying decisions. They
will expand and collapse with great velocity, and it will all happen with or without our
participation.Content marketing has been around for hundreds of years. But the application of a
specific strategic process around content marketing is still new. The amount of budget that is
allotted for new content creation is going to become a significant part of your new media budget.
And subject matter experts in the organization are going to have new responsibilities. It's a
transformative new process and it won't happen overnight. But it can, and should, happen. Get
Content Get Customers showed us the light but there's been no book to show us the way. There is an
ancient Chinese proverb that says a crisis is simply an opportunity riding the dangerous wind. As
marketers we now have the opportunity to develop new processes with our marketing strategy,
power them with content, and ultimately keep that wind at our back.Successful programs will focus
on creating a thoughtful strategy and process to foster this content marketing. This book is a
detailed how-to to build that successful content marketing process.

aligning sales and marketing strategies: Strategic Supply Chain Management 2E (PB)
Shoshanah Cohen, Joseph Roussel, 2013-06-21 Praise For Strategic Supply Chain Management: This
book shows convincingly that a robust supply chain strategy is critical for business success in
today's uncertain economic environment. Cohen and Roussel explain not only what makes for a good
supply chain strategy but also how to put that strategy into practice. -- Jim Miller, VP, Worldwide
Operations, Google Strategic Supply Chain Management loudly and clearly makes the case that
successful companies' supply chain strategies are closely aligned with their competitive
differentiation and operating models. The book uses in-depth examples that bring these concepts to
life and demonstrate that one size doesn't fit all. Anyone who thinks operations is just another
corporate function needs to read this book. -- Manish Bhatia, SVP, Worldwide Operations, SanDisk
The advent of global marketplaces, heightened competition, accelerated pace of product innovation,




and fast-changing customer preferences have increased the impact of the supply chain on company
profitability and long-term success. But cultural challenges to successful supply chain design
remain. Cohen and Roussel's book provides a platform for addressing these challenges and is
recommended reading for chief executives, strategy professionals, and supply chain practitioners. --
Martin Roper, Chief Executive Officer and President, Boston Beer The authors present a
straightforward path for developing and deploying a global supply chain strategy that addresses the
priorities of today's executive management teams. --Hau Lee, Thoma Professor of Operations,
Information and Technology, Stanford Graduate School of Business The classic guide to supply chain
strategy--re-created to help business leaders gain an advantage in today's volatile, globalized arena
The global landscape has changed dramatically since the first edition of Strategic Supply Chain
Management established itself as the authority on creating value and achieving competitive
advantage from the supply chain. Shorter economic cycles, more-frequent natural disasters, higher
costs in low-cost countries, more-restricted access to working capital, and greater focus on
sustainability have made effective supply chain management much more challenging--and much
more critical to the bottom line. This second edition is your answer to gaining a strategic advantage
in the face of these challenges. Drawing on dozens of new company examples as well as cutting-edge
benchmarking research, it shows you how to make your supply chains more agile, flexible, and
resilient. With 80 easy-to-read tables and diagrams, this fully revised book explains how to: Develop
a supply chain strategy that will help you realize your business goals Design a process architecture
that maps out the activities of the end-to-end supply chain Create the most effective supply chain
organization Build the most beneficial relationships with your supply chain partners Use metrics to
assess and drive business success Implement transformational change See how today's best supply
chain strategies work in all-new profiles of BASF, Essilor, Haier, Kaiser Permanente, Lenovo, and
Schlumberger. Find out what these industry leaders are doing to get the greatest value out of their
supply chains. When value depends on how well you deliver, you need Strategic Supply Chain
Management, Second Edition.

aligning sales and marketing strategies: Big Picture Strategy Marta Dapena Baron,
2021-08-19 Develop winning brand strategies by focusing your team on the key strategic choices
that drive organizational growth and learning. This book presents a system of six practical choices
that articulate exactly how to launch and grow brands. Big Picture Strategy shows readers how
limiting and focusing the strategic options available to company stakeholders can unlock previously
inaccessible levels of productivity and growth. Strategist, consultant, and author Marta Dapena
Baron describes the six key decisions facing organizations and teams today and how to develop a
winning strategy by approaching these decisions systematically. The book includes discussions of:
The critical choices that leaders must make to define a marketing strategy and to align their teams
to be able to execute on it The four strategies companies use to launch and grow brands successfully
How to use strategy-integrated metrics to promote continuous learning in organizations How to
increase communications efficiency in commercial organizations through the use of a common
vocabulary to frame customer-based issues Unlike many of its competitors, Big Picture Strategy
does not pretend that your organization has unlimited resources or capacity to pursue every area of
possible strategic advantage. Instead, the author lays out a systematic and integrated choice-based
framework that will drive growth in your organization for years to come.

aligning sales and marketing strategies: Secrets of Social Media Marketing Paul Gillin,
2008-11-01 Secrets of Social Media Marketing is a handbook for marketers and business owners to
use in deciding how to employ the new social media for online marketing. Social media has quickly
moved from the periphery of marketing into the forefront, but this is a new and quickly-evolving field
and there are few established formulas for success. Building on the lessons set out in Gillin's
acclaimed and oft-reviewed The New Influencers: A Marketer's Guide to the New Social Media, this
book provides practical advice on strategy, tools, and tactics. It is a hands-on manual that will
educate marketers on how to extend their brands, generate leads, and engage customer
communities using online tools.



aligning sales and marketing strategies: Stop Random Acts of Marketing Karen Hayward,
2019-11-04 Many mid-market companies in today's digital era lack a comprehensive growth plan.
They launch sales initiatives that are reactive and ineffective, not supported by solid marketing
plans, lack KPIs, and are frustrated by the lack of ROI on monies spent. Without a systematic
roadmap, you can't take your business where it needs to go. Karen Hayward worked in the trenches
with Fortune 1000 companies for twenty years. As a consultant, she's used the knowledge gained
through experience to help mid-market CEOs see the bigger picture and develop in-house marketing
and sales strategies based on the voice of the customer and real market insight. In Stop Random
Acts of Marketing, she provides you with the necessary tools for prioritizing, optimizing, and
initiating a clear plan for sustainable growth. It's time to stop undervaluing your marketing,
delegating your growth strategy to outside agencies or your most junior marketing resource, and
relying on sales to understand your customers. It's time to re-architect your company with a new
methodology for success.

aligning sales and marketing strategies: Strategy Safari Henry Mintzberg, Bruce W.
Ahlstrand, Bruce Ahlstrand, Joseph Lampel, 2005-06-06 This indispensable guide for the creative
manager takes readers on a powerful, comprehensive, and illuminating tour through the fields of
strategic management. The result is a brilliant, penetrating primer on business strategy that is, at
the same time, immensely readable and fun.

aligning sales and marketing strategies: Start with Why Simon Sinek, 2011-12-27 The
inspirational bestseller that ignited a movement and asked us to find our WHY Discover the book
that is captivating millions on TikTok and that served as the basis for one of the most popular TED
Talks of all time—with more than 56 million views and counting. Over a decade ago, Simon Sinek
started a movement that inspired millions to demand purpose at work, to ask what was the WHY of
their organization. Since then, millions have been touched by the power of his ideas, and these ideas
remain as relevant and timely as ever. START WITH WHY asks (and answers) the questions: why are
some people and organizations more innovative, more influential, and more profitable than others?
Why do some command greater loyalty from customers and employees alike? Even among the
successful, why are so few able to repeat their success over and over? People like Martin Luther
King Jr., Steve Jobs, and the Wright Brothers had little in common, but they all started with WHY.
They realized that people won't truly buy into a product, service, movement, or idea until they
understand the WHY behind it. START WITH WHY shows that the leaders who have had the greatest
influence in the world all think, act and communicate the same way—and it's the opposite of what
everyone else does. Sinek calls this powerful idea The Golden Circle, and it provides a framework
upon which organizations can be built, movements can be led, and people can be inspired. And it all
starts with WHY.

aligning sales and marketing strategies: The Leaky Funnel Hugh Macfarlane, 2004-04 The
Leaky Funnel is the marketing strategy book authored by Hugh Macfarlane. This business novel is
packed with fresh, key arguments for a major change in the way businesses organise and manage
their combined Sales and Marketing resources. The central argument, that a new framework is
needed for the aggregate Sales and Marketing force, is based on Hugh's 20 years-plus experience,
and has now been well proven in many leading businesses as a means of accelerating the
effectiveness of their endeavours to earn more customers.

aligning sales and marketing strategies: Strategic Marketing in the Global Forest Industries
Heikki Juslin, Eric Hansen, 2002

aligning sales and marketing strategies: Strategic Execution Kenneth J. Carrig, Scott A.
Snell, 2019-09-17 CEOs regularly identify strategic execution as their biggest challenge, and the top
priority facing today's business leaders. Based on their research with senior executives across a
variety of industries—and including firms like Marriott, Microsoft, SunTrust, UPS, and Vail
Resorts—Kenneth J. Carrig and Scott A. Snell have distilled the elements that are most critical for
execution. This book addresses the challenges of execution, why it matters, and why the approach
remains elusive. It introduces an integrated framework for understanding four priorities underlying



execution excellence. Ultimately, it all comes down to alignment, agility, ability, and architecture.
The authors lay out a process for applying the framework, helping business leaders to diagnose their
challenges and to determine their path toward breakthrough performance.

aligning sales and marketing strategies: What To Do When Machines Do Everything
Malcolm Frank, Paul Roehrig, Ben Pring, 2017-02-13 “Refreshingly thought-provoking...” - The
Financial Times The essential playbook for the future of your business What To Do When Machines
Do Everything is a guidebook to succeeding in the next generation of the digital economy. When
systems running on Artificial Intelligence can drive our cars, diagnose medical patients, and manage
our finances more effectively than humans it raises profound questions on the future of work and
how companies compete. [llustrated with real-world cases, data, and insight, the authors provide
clear strategic guidance and actionable steps to help you and your organization move ahead in a
world where exponentially developing new technologies are changing how value is created. Written
by a team of business and technology expert practitioners—who also authored Code Halos: How the
Digital Lives of People, Things, and Organizations are Changing the Rules of Business—this book
provides a clear path to the future of your work. The first part of the book examines the once in a
generation upheaval most every organization will soon face as systems of intelligence go
mainstream. The authors argue that contrary to the doom and gloom that surrounds much of IT and
business at the moment, we are in fact on the cusp of the biggest wave of opportunity creation since
the Industrial Revolution. Next, the authors detail a clear-cut business model to help leaders take
part in this coming boom; the AHEAD model outlines five strategic initiatives—Automate, Halos,
Enhance, Abundance, and Discovery—that are central to competing in the next phase of global
business by driving new levels of efficiency, customer intimacy and innovation. Business leaders
today have two options: be swallowed up by the ongoing technological evolution, or ride the crest of
the wave to new profits and better business. This book shows you how to avoid your own extinction
event, and will help you; Understand the untold full extent of technology's impact on the way we
work and live. Find out where we're headed, and how soon the future will arrive Leverage the new
emerging paradigm into a sustainable business advantage Adopt a strategic model for winning in the
new economy The digital world is already transforming how we work, live, and shop, how we are
governed and entertained, and how we manage our money, health, security, and relationships. Don't
let your business—or your career—get left behind. What To Do When Machines Do Everything is
your strategic roadmap to a future full of possibility and success. Or peril.

aligning sales and marketing strategies: Global Content Marketing: How to Create
Great Content, Reach More Customers, and Build a Worldwide Marketing Strategy that
Works Pam Didner, 2014-12-19 Engage Customers Around the World with Cross-Regional Content
Marketing Technology has virtually erased national borders, forever transforming the way we reach
and engage customers, as well as the way we search for and consume content. Global Content
Marketing takes you step-by-step through the process of creating and refining your strategies to
meet this new reality. LEARN HOW TO: Create content that engages people--regardless of their
country and culture Identify key actions and strategies to apply to your projects Connect dots that
others don't see and connect them in ways you never thought of before Content marketing across
geographies is a diff erent animal. In this smart, practical, and authoritative book, Pam Didner has
tamed this animal for all of us. -- DOUG KESSLER, Creative Director, Velocity A valuable guide to
developing and distributing your global content effectively. -- NANCY BHAGAT, former VP, Global
Marketing Strategy, Intel, and current Divisional CMO, TE Connectivity This book is the blueprint
for engineering a modern scalable content marketing operation. -- PAWAN DESHPANDE, CEO,
Curata “Finally the book that explores all critical aspects of global content marketing! Whether you
are a small business or a Fortune 500 company, it is essential to understand the 4P’s developed by
Pam Didner. Read it and take your content strategy to the whole new level. -- EKATERINA WALTER,
author of Think Like Zuck and coauthor of The Power of Visual Storytelling

aligning sales and marketing strategies: Strategy from the Outside In (PB) George S.
Day, Christine Moorman, 2010-07-23 Make customer value a C-Suite priority for lasting profits and



growth While the Great Recession ravaged the balance sheets of long-standing leaders in their
respective industries, many companies have actually gained market share, grown revenuesand
profits, and created more value for customers. These are not flash-in-the-pan
companies—world-beatersone year and stragglers the next. They are companies like Johnson&
Johnson, Procter & Gamble, Fidelity, Cisco, Philips, Walmart, and Amazon. The success of these
organizations isn’t the result of a brilliant strategy for bad times; it’sthe outcome of a highly
effective long-term strategy that manages thecompany from the outside in. In Strategy from the
Outside In, George S. Day and Christine Moormanexplain that the key to such lasting and highly
profitable successis the ability to compete on and profit from customer value. It meansoperating
from the outside in. It means always building strategy onmarket insight, and ensuring that every
part of the company puts customervalue first. Applying years of research, Day andMoorman
illustrate that an outside-in view requires constant vigilance and focus on four customer value
imperatives: Be a customer value leader Innovate new value for customers Capitalize on the
customer as an asset Capitalize on the brand as an asset Day and Moorman take you from theory to
practice, with an emphasison real world stories, practical models, and useable metrics sothat you
can profit from customer value. From the outside in.

aligning sales and marketing strategies: Eliminate Your Competition Sean O'Shaughnessey,
2018-05-14 Most salespeople lose the deal before they ever get started! It isn't uncommon for the
customer to have already made a decision before most salespeople even learn of the opportunity.
Most salespeople have to beat the preferred competitor by a significant margin just to be considered
equivalent. Don't you wish that you could be the preferred vendor in all of your opportunities?
Selling is a difficult career in which to make a living; it is not uncommon to have the commission
check denied before the salesperson even gets a chance to win. Analysis of thousands of sales
situations has made it phenomenally obvious that most salespeople begin their sales campaign so
late in the decision-making process that they are virtually guaranteed to lose the order. To make
matters worse, when they do start the campaign early enough, most salespeople do not know how to
control the prospect adequately so that they can guarantee their victory. Typical turnover for a sales
department is 10-20%. Many companies see turnover that approaches 40-60%! This turnover costs
them 50% of their revenue-generating capability. In any organization that exceeds 25% turnover, the
loss of trust with the customer can be astounding as the new salesperson tries to rebuild the entire
relationship. In any given quarter dozens or hundreds of companies do not make their forecasted
numbers and are dramatically punished by Wall Street. This book will provide the management of a
company with a framework to teach their salespeople how to attain their quotas with higher profits.
It will also allow salespeople to rise to the top of their organization and be the super-achievers who
win awards, trips, bonuses, and respect. In this book, I will show you how to eliminate your
competition and maximize your commission.
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