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A Few Questions

1. What information do prospects want in the sales 
cycle, and when do they want it?

2. What should our sales process look like and how 
should it differ from Internet marketing activities?

3. How does this information differ by segment?

4. How can we lower our cost to acquire new clients?

5. How can we increase efficiencies throughout this 
process?

6. What strategies can we use to measure these 
processes accurately?



Challenges faced by Marketing & Sales 
Executives

ÅProduct Innovations

ïSales ĄMarketing ĄEngineering Feedback Loop

ÅTracking source codes and marketing Key 
Performance Indicators

ÅLƴǘŜƎǊŀǘƛƴƎ άƭŜŀǊƴƛƴƎǎέ ŀŎǊƻǎǎ ŎƘŀƴƴŜƭǎ ŀƴŘ ƳŜŘƛǳƳǎ

ÅIncreasing efficiencies, Improving the quality of 
interaction with prospects and reducing double-entry 
between CRM, accounting, and service systems



Internet Business Models

1. Lead Generation ςProfessional Services

άDŜǘ Ƴȅ ǇƘƻƴŜ ǊƛƴƎƛƴƎ ǿƛǘƘ ǉǳŀƭƛŦƛŜŘ ǇǊƻǎǇŜŎǘǎΗέ

2. Lead Generation Networks ςLead Brokers

3. Advertising ςfor Publishers

4. E-commerce ςfor Distributors

5. Subscriptions ςFor Content Creators

Å Customer Services ςFor reducing traditional 
service costs



What is Marketing?

The process by which a company 
decides what it will sell, to 
whom, when and how, and then does 
it.

ÅPerceived by lots of business people to 
mean simply promotion and 
advertising, 

ÅIt covers everything from company 
culture and positioning, through 
market research, new business/product 
development, advertising and 
promotion, PR (public/press 
relations), and arguably all of the sales 
functions as well. 

Awareness Sales Service



What is Positioning?

ÅThe perception about your company in the 
mind of those who can benefit from your 
services.

ÅRelative competitive comparison 

ÅLƴ ǎŜǊǾƛŎŜǎΣ ƛǘΩǎ ŀ ǇŜǊŎŜǇǘƛƻƴ ŀōƻǳǘ ǘƘŜ ǉǳŀƭƛǘȅ 
and depth of experience, believability and 
value of intellectual capital.



What is Sales? Sales Process?
ÅAnnoying?!

ÅάhƘ ςLΩƳ ƴƻǘ ŀ ǎŀƭŜǎǇŜǊǎƻƴΗέ

ÅFor whom? The buyer or the seller?

Åsystematic process of repetitive and measurable 
milestones, by which a salesperson relates his 
offering of a product or service in return enabling the 
buyer to achieve his goal in an economic way.[2]

Consideration Interest Preference Purchase

http://en.wikipedia.org/wiki/Sales


Differentiating

The process of presenting 
distinguishable attributes between 

products or services, or the resulting 
list of differences.
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Perceptual Maps
Perceptual Mapping tools are very economical

Include Preferences (the White Cola, or Worldôs tallest 

building were flops!)



Å Put simply, segmentation is the process of partitioning a market into 
groups of potential customers who share similar defined characteristics 
and who are likely to exhibit similar purchase behavior.

Å The winner, after careful preparation, is confident he will win the war 
before he wages battle. The losers, without preparation, engage the 
enemy first, hoping they will win the fight. τSun Tzu (4.14)

Å Gambling Segments: Optimists, Critics, Dreamers, Managers, Analysts, and 
Pessimists

Å Services: Delegators, Validators, Do-It-Yourselfers

A Primer on Segmentation
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Case Study: School for Struggling 
Teens

ÅLargest School for struggling teens in the US

ÅPositioned as the top school for struggling 
teens 

ÅProcess-dependent not people-dependent

ÅDifferentiated by the concept of 
άǘǊŀƴǎŦƻǊƳŀǘƛƻƴŀƭ ŜȄǇŜǊƛŜƴŎŜέ ŘŜǎƛƎƴŜŘ ŀǎ ŀ 
learning laboratory teaching accountability for 
ones actions



Wall Street (1987) Gordon Gekko



The Marketing Sales Continuum

Awareness Consideration Interest Preference Purchase Retention & 
Loyalty

ÅFirst 
Introduction, 
ÅReaching Out
ÅExclusionary

ÅEducating
About Service 
or Product
ÅAssessing 
likelihoodof 
addressing 
needs
ÅAssembling
Short List
ÅInclusionary

Evaluation of 
Alternatives

Selection 
Against 
Priorities

Commitment, 
A Paying 
Customer or
Client

Keeping 
customers& 
turning them 
into advocates

Sales

Marketing Service



Dialogues and Dances in B2B Selling
Awareness Consideration Interest Preference Purchase Retention & 

Loyalty

Prospects 
Questions

Who are You?
What does your 
company do?

Canyou help us with 
ǘƘŜ ŎƘŀƭƭŜƴƎŜ ǿŜΩǊŜ 
facing?  Am I going to 
listen to you?

Why your 
company?

Who offersthe 
highest relative value 
given my budgetand 
needs?

Howmuch for 
how long?

What have 
you done for 
me lately?

Qualifying
Questions

None ςThis step 
is one way

Å²ƘŀǘΩǎ ¸ƻǳǊ 
Challenge?
ÅBudget, Timing, 
ServiceFit, 
ÅSegment
- tǊƻǎǇŜŎǘΩǎ ŎƻƳǇŀƴȅ
- Economic Buyer
- Coach
- Technical Buyer
- Users
ÅEducation
CategoryĄProduct /
Service 

ÅClients Priorities
ÅNeeds 
Assessment

Å/ƭƛŜƴǘΩǎ ōǳŘƎŜǘ 
ÅChange 
management

Goodness of fit
Avoidance of 
Risks

Profitability
and strategic  
fit

Message: Market 
Positioning

Benefits (not features)
Capability 

Differentiation Fit andRisk 
Avoidance, 
Credibility

Terms of Service Performance 
and Results

© 2008 Lima Consulting Group Do not reproduce 
without the express written consent of Lima 
Consulting Group, LLC



Sales & Marketing Categories
1. Referrals and Referral Programs

2. Networking

3. Publicity ς̧ ƻǳ ŘƻƴΩǘ ŎƻƴǘǊƻƭ ǘƘŜ ƳŜǎǎŀƎŜ

4. Internet Advertising

5. Affiliate Marketing, Partnerships, & Purchasing Leads

6. Direct Personal Selling

7. Corporate Collateral - Logo, Slogans, Brochures, Literature, White papers, Case Studies, Capability 

.ǊƛŜŦΣ .ŀŎƪƎǊƻǳƴŘŜǊǎΣ .ƛƻΩǎΣ wŜǎŜŀǊŎƘΣ /ƭƛŜƴǘ [ƛǎǘǎΣ tǊŜǎŜƴǘŀǘƛƻƴǎ

8. Subject Matter Expertise (Publishing, Creating  Content where you control the 
message)

9. Training Programs

10. Direct Mail 

11. Media Advertising

12. Guerilla/Viral/User Generated Ads

13. Other Tools ς¢ǊƛŀƭǎΣ 5ŜƳƻΩǎΣ DǳŀǊŀƴǘŜŜǎΣ {ŜǊǾƛŎŜ [ŜǾŜƭ !ƎǊŜŜƳŜƴǘǎΣ {ǇŜŎƛŀƭ 
hŦŦŜǊǎΣ tǊƻǇƻǎŀƭǎΣ ¢ϧ/ΩǎΣ ¢ŜǊƳ {ƘŜŜǘ



Marketing& SalesCategory Awareness Consideration Interest Preference Purchase

Referrals and Referral Programs V V V

Networking V V

Publicity V V V V V

Internet Marketing V V V V V

Affiliate Marketing,Partnerships, 
Purchasing Leads

V V V V V

Direct Selling V V V V V

Corporate Collateral V V V V

SME Initiatives V V

Training Programs V V

Direct Mail V V

Media Ads V V V V

Guerilla/Viral/User Generated Ads V

¢ǊƛŀƭǎΣ 5ŜƳƻΩǎΣ hŦŦŜǊǎΣ DǳŀǊŀƴǘŜŜǎV V V V

Proposals, T&Cs, Term Sheets V



Marketing & SalesCategory Awareness Consideration Interest Preference Purchase

Website Content* Ò Ò Ò Ò

LandingPage Testing (Multivariate) Ò Ò Ò Ò

SearchEngine Optimization: On-site Ò Ò Ò Ò Ò

LinkBuilding Ò Ò Î Ì

PayPer Click: Keyword Ò Ò Ò Ò Î

PayPer Click: Contextual Ò Î Î Î Î

PayPer Click: Site Targeted Ò Î Î Î Î

Blogging on external sites Ò Ò Î Ò

Social Media & User Generated Content Ò Î Î Î Ì

Affiliate Marketing Ò Ò Ì

Banner Advertising Ò Ò

E-mail marketing (knowngroups) Ò Î Î Î

E-mail marketing (broadcast)
Ì

Widgetsand Free Applications/Tools
Ì

Text & Mobile Marketing Î Î Ì

Classifieds& Directory Listings
Ò Ì

Internet Marketing Mediums and Tactics

* Content is King.  

Continuously seek 

improvements in 

converting visitors. 

Know when to begin 

marketing before 

driving traffic.

Efficacyof Tactic

Good Ì

Better Î

Best Ò





Cost per Lead Across Direct Marketing Methods

Source: Piper Jaffrey & Co.
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Measure e-marketing success against 
business objectives

Web Analytics Against Metrics of Success
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aŜŀǎǳǊƛƴƎ YtLΩǎ



NetSuite Lifecycle




