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THE WHY, WHAT, & HOW -
EVERGREEN




YOUR AGENDA

WHY SHOULD WE?

WHAT IS [T ANYWAY?

How DO | DO I1e

YOUR DECISIONS & ACTION






OF TERMS ARE NEGATIVE

SALES MARKETING
THESE LEADS SUCK DON'T FOLLOW UP
WE DON'T GET ENOUGH NEVER SATISFIED
NONE OF THESE WILL CLOSE NEED US TO CLOSE IT FOR THEM
MARKETING IS A WASTE OF $$% OVERPAID & LAZY

THIS ISN'T EVEN A LEAD TAKES ALL THE CREDIT






57-74%

of the way through the buyer’s journey



annual revenue growth by companies with
strong sales & marketing alignment
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SILOED
DUPLICATE LEADS

_IMITED LEAD INFO
NO FEEDBACK FROM SALES

NO ROl MEASUREMENT
SUSPICION FROM MARKETING

COLLABORATIVE
CONTACT INFO & STATUS UPDATES

KPI'S & REPORTING

NOTES & TRACKING FROM SALES
PIPELINE MANAGEMENT
TRANSPARENCY



MARKETING & SALES FUNNEL

Defining the 6 stages of the marketing and sales funnel.

Prospect/Vjsitor Top of

> the funnel
Marketing's

responsibility

>

Middle of

the funnel

Shared marketing & sales
responsibility

Bottom of the funnel
Sales’s responsibility




0T W - S - -
3 ~es- . Bl




Content Marketing Sales Funnel

el

NO RISK OFFER

{no registration required)

= = [ / Blog Articles
7 5Y

i w JU YouTube Videos

F=oy

are looking for | | Podcasts
INFORMATION lerviews

Audio Files

Social Media
About Us
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Guarantees
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are ready to
take ACTION

/<7 €@ Website Visitors

LOW RISK OFFER

(register with email)

E-Books
| Templates
Reports
| Whitepapers
. Guides

| Resources

Demos
Trials
Webinars
Mewsletters

Endorsements

¥

9 Customers




Develop Marketing & Sales Alignment Strategy

Priority

Develop Brand & Sales Alignment Strategy

Date

Assess Branding

Marketing Audit (Collateral Tools & Analytics)

Review Marketing Benchmarks & ROI Determinates

Develop Marketing Budget

Conduct Customer (External) Interviews & ID Market Triggers

Identify and document complete customer journey

Define Marketing Personas

Define Ideal Target Opportunities

12-1 Ideal Client Profiler

The Business Visualizer Tool

Develop/finalize/update go to market strategy

1.3.1 Analysis of External Environment Checklist tool

1.3.2 Competitive Analysis Worksheet tool

1.3.3 Key Market Factors tool

1.3.4 Ideal Attributes Scorecard tool

Develop Value Prop (Relaunch)

Positioning in the Market Place (4 P's)

Understand the Competitive Landscape

Develop marketing strategy (digital broad based, ABM, combination...)

Identify verticals, geography, and engagement strategies

Determine best top of the funnel strategies (TOFU)

Determine best middle of the funnel strategies (MOFU)

Determine best bottom of the funnel strategies (BOFU)

Develop a marketing automation strategy

Begin to develop engaging content (use the "Made to Stick" S.U.C.C.E.S Model)

Develop an engagement strategy across multiple channels

Investigate & select marketing automation tools

Implement marketing automation plan through campaigns

Develop kpi's for marketing (behaviors, expectations, and ROI)

Determine lead generation conversion strategy

Determine the steps of the revenue generation funnel where marketing owns with
collaboration from sales the awareness, interest, consideration, intent step, with a handoff in
the evaluation step to sales, and sales owns the purchase step with marketing's support

Identify marketing funnel, stages, and engagement scores: lead scoring, lead generation

metrics - MQL, SAL, SQL (sales & marketing collaboration to develop)

Develop an Service Level Agreement between sales & marketing defining expectations

Create "Proven Process" graphics

Identify "hedgehog"/core competencies

Develop and implement language to convey hedgehog/core competencies

Determine alternative channel sales and COl's

Pain Indicators for each, language, stories, analogies, their specific impacts

Determine ideal sales team structure to support strategy (See Sales & Marketing Structure)

Develop marketing support to help fill top of the funnel

Develop marketing campaigns to help fill top of the funnel




S0 WHERE DO WE




Jmunl:ahonﬁ Receipt & Delwe‘ﬂ,t
SIACIDTC  MBSCC /" Gustomer Affimations!

- PTC GScow-/ | Bio n‘qmmaiimn\
Chase (Chemical) Pairofts/

Hbank CRISM) i

7 Purchases™}, //
—\& Sales <
uperfily’ /&

rr a\ &/ oary
! (Tss\ \\\%‘ﬁ'
\ o
& Postiond
{ Ei\anus-) \

Complianc
Repgorting

P
A~ oce . -
Capital New lssue | o (A
Impairments Bookkeeping o
- = ndical
7 N
VA (FBCY) BUCSICLIENT CIB
\Jv/ SERVERs CPA
SERVERS WAREHOUSE CSNY

G
Refarance Databases/
= Producerl
Product Master
Product Classification ‘For
Firm Price Management-©®
Figuration
Broker Master/Fes
Customer Account
Trading Account
\ Location Account
\Common Modules

Rogorts -
BUCS

/-( mwnlury)

’ Customer Gust. T
Acauunlmg Rplg
me’ Customer
Audk letters amm Statements
ACATS

Retail Portfolio /

.
Reeon

A goal is a
DREAM with a
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ACTION!

CHALLENGES WE COMMONLY SEE
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THE SANDLER SUCCESS
TRIANGLE

Organization Market

Long-Term Character

Short-Term Energy Communication

BEHAVIOR G b TECHNIQUE

Decision

Up-Front 0-10
Contract Thermometer

Vitality Dummy Negative

AL Curve Reversing

Validate Pain, Ultimate  Present Post-Sell
Budget & Decision  Contract



Markets

) Whatto Sell Where to sell

®

&
\ Marketing
Strategy

How to sell

7

Long-Term

Short-Term

Fine Tune

=R A\"/[0]2 4\ Discipline

Action

Vitality

STRATEGY

o
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THE EOS TOOLBOX"

THE HITTING

ACCOUNTA .
E0S MODEL™ THE CEILING ™ ACCOUNTABILITY

CHART *

THE

G PULS!
MEETING PULSE MEETING

THE

PEOPLE ANALYZER™

DELEGATE

CLARITY BREAK ™ AND
ELEVATE™

Do

THE EOS MODEL"

VISION

PEOPLE

YouR

BUSINESS
PROCESS
ISSUES

TRACTION




Passion g
 dentify the WHY for Plal'll'lll'lg

each team member. o
* Create vision and

 Reenergize leadership. action plans
« Establish benchmarks. Step 24
Passion Sl
Passion to be the best Pla“nlng

is evident throughout
Planning is a perpetual process,
[helcnanzao not just an annual event,

Steps 19-23
Performetrics Performetrics
a Performetrics are
: Jlgg%rlf‘ly;:tlfgll‘ls for each POS“'O“S in place for individual i Organizational Steps 11-13
- i employees and for the pla oD ERE
* Create dashboards. v It{entltfy thte besht_ 2 cun?nayrw as a whole, Excellence Positions
| GBI 1B EEUTET since the things that The structure, positions,
/ your team’s goals. sl W ot measured are the and skill sets required
« Identify the skill ain ot things that get done. to achieve organizational
sets needed. excellence.
. Criaée and update 21 Step 18
Job descriptions. Pl‘ocesses
Processes are
well-documented,
precisely followed
and modified

P ocesses 20 to meet changing
« |dentify and implement demands.
processes that are
needed to be more
effective.

People in the organization
fit, both today and tomorrow.










THE EOS MODEL™

/2 THE VISION/TRACTION ORGANIZER™
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ORGANIZATION NAME:

VISION

Dl Fufurs Data:

Revenus: 3
Profit 3
Massurabisa:

PurposxCause'Pazzon Whatdoss #looklike?
-

Our Nichs:

10-YEAR TARGET™

Targst Marksy“The Liaf™

Three Uniques:
1
MARKETING 2
STRATEGY *




GO TO MARKET
LEAD GEN/DEMAND GEN
EXITING/NEW

VALUE/VOLUME PRICING



Go to Market - Who Are You Selling To?

Is there a specifc industry or
industries that are best suited for the
offering?

Is this a complete solution or a
point product?

Is this a complex sale that
involves an approver, decision
maker, recommender and
influencer?

Will this be sold by a direct sales,

insides sales, online sales, or indirect

channel?

Industry Is there a specific size (revenue,

assets, employees) of organization

Product or Size of that is being targeted?

Solution Organization

Is this a new market where the
focus is on early adopters or a

Buying mature market?

Process

Technology
Adoption

Distribution Price
Model Point ' : ' 2 '

What is the average selling price

and the average sales cycle?

Markets

What to Sell Where to sell

g £ o
Marketing
Strategy

How to sell

£

Market

Development Diversification

Market
Penetration

Product
Development

Existing Productsand New
Services




SYSTEMS/PROCESS

BASED ON STRATEGIES

ACCOUNTABILITY



LEADERSHIP TOOLS ¥
Create or Improve a My Sales Process (Gate Selling) Tool 1.2

Specific Process Tool 4.18.4

Create or Improve a Specific Process




How Many Stages

Marketing & Sales Infegration

Checklist for Progression

_ead scoring

Ratios & Coach to Standards

Cycle Time/Velocity
How Many to Win Just 1
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SELLING TEAM — NOT AUTONOMOUS

MANAGEMENT — NOT MICRO

LEADERSHIP — NOT LAISSEZ FAIRE



Leading Analyse

past
performance

nfluence < ——
fut
perfzrﬂ:nce Lagging




OU“-R

ﬂ@@@@@?@@ R




DEVELOP
YOUR SLA

2 Define MQL
@ MQL Goals

Standardize the Handoff

Min/Max Numbers per Rep
@ Pursuit Process

>y Track Performance & RO



MARKETING & SALES FUNNEL

Defining the 6 stages of the marketing and sales funnel

Top of

the funnel
Marketing's

responsibility

Middle of

the funnel
Shared marketing & sales

Bottom of the funnel
Sales’s responsibility
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Pattern Interrupt
Personal Connection
Up-Front Confract
10-Second Commercial
Fish for Pain

Closing Up-Front Contract
Post-Sell
Intfroduction



INTRODUCTIONS
CHECKLIST

4

S.
6
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 JTelephone: 412.401.7122

e Websites:
e Sales:
« Business Services:


mailto:Bryan@rdc2staffing.com
http://www.peakperformance.sandler.com/
http://www.rdc2staffing.com/

