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The Importance of Planning

άLŦ ȅƻǳǊ ŘŜƳŀƴŘ ƎŜƴŜǊŀǘƛƻƴ ŜŦŦƻǊǘǎ ŀǊŜ ƴƻǘ ǊƻƻǘŜŘ ƛƴ ŀ ǿŜƭƭ 
thought out strategy, you'll find your results are sub-par 
ōŜŎŀǳǎŜ ȅƻǳϥǊŜ ƴƻǘ ŦƛƎƘǘƛƴƎ ǘƘŜ ǊƛƎƘǘ ōŀǘǘƭŜǎ ŀƭƭ ǘƘŜ ǘƛƳŜΦέ 

SiriusDecisions, 2008
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High Performers Close More Deals



Goal 

Create an audience segmentation framework 

that will provide clear targets for all lead 

marketing initiatives

AUDIENCE SEGMENTATION

Deliverable

Detailed Buyer Personas 

for each set of prospects

Exercise

Identify segmentation and 

create qualitative 

indicators for ranking 

prospects

Goal 

Create a framework for mapping audience 

behavioral cues to key positioning statements 

tied to offering  

MESSAGE DEVELOPMENT

Deliverable

Messaging matrix

Exercise

Identify hot topics, 

messaging and calls-to-

action to build compelling 

marketing copy

Goal 

The goal of the promotion exercise is to identify, 

prioritize and align a set of acquisition tactics to 

attract a target audience and drive registration 

PROMOTION PLANNING

Deliverable

Promotion roadmap  

Exercise

Audit channel tactics, 

create, prioritize and map 

channel tactics to existing 

marketing activities

Goal 

The goal of the conversion exercise is to uncover 

the underlying sales organizationõs capabilities 

and create business rules for sales follow-up 

CONVERSION MAPPING

Deliverable

Funnel metrics and 

conversion architecture

Exercise

Identify sales org, pipeline 

and process definition, 

business rules and 

constraints

Goal

Aggregate the key learnings from the discovery 

session and build an execution roadmap, 

measurement framework and media plan to 

guide tactical execution  

STRATEGIC PLAN

Planning for Pipeline Acceleration, 
Better ROI 



Buyer Personas

Validators

Motivators

Economic Buyer Mktg: CMO

Pain Points Media Preferences

Á Pressure to drive and support top-line 

revenue growth 

Á Pressure to demonstrate return on 

marketing investment

Á Limitations to availability and number of 

content contributors to refresh marketing 

message

Á Limitations to the speed at which 

changes can be made to corporate 

positioning

Á Challenges in maintaining brand 

consistency across the reaches of the 

marketing organization

Á Trend towards cost reduction imposed on 

the marketing function

Á Raising brand awareness and advocacy

Á Decreasing the ôtime to valueõ for their 

site experience 

Á Creating and maintaining relevance 

socially

Á Finding or tapping the next new ôhot 

thingõ

Á Proving the value of their role

Publications/ Websites:

Á Marketing Sherpa

Á Internet Retailer

Á Gartner Research

Á Forrester Research

Á eMarketer

Á eCommerce times

Key Events:

Á Shop.org

Á Internet Buyer Expo

Associations:

Á CMO Magazine

Á ICANN

Á MRRA

Other:

Á Department of Commerce taskforce on 

Online Business Development

Á Peer validation

Á Social media

Á Forester, Jupiter, eMarketer & other pure 

eCom analysts

Á Business consultants

Á Personal networks (Linked In)

Buyer Profile

Common Titles: Chief Marketing Officer, VP 

Marketing, VP Online, VP Interactive 

Sector: Horizontal focus across broad 

spectrum of industries

Criteria 1: Degree of centralization of their 

organization

Criteria 2: Importance of technology to their 

business

Role

Budget

Authority

The CMOõs key role is to build the corporate 

brand and reinforce the effectiveness of 

marketing programs overall.  The CMO needs 

tools that will enable opportunities to grow 

brand awareness & advocacy.

HighLow

HighLow

Lead Profile (A-D)

Lead Activity (1-4)

Q1. Job Title

Á Economic Buyers

Á Technical Buyers

Á Influencers

Q2. Job Role

Á Executive

Á VP

Á Director

Á Consultant

Q3. Company Size

Á > $750M

Á $250 - $750

Á < $250

Q4. Lead Source

Á Media

Á Print

Á Website

Á Broadcast
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Q1. Inbound Inquiry (<2 weeks)

Á Yes

Á No

Q2. Event Participation (<3 months)

Á Attended in person

Á Attended virtual event

Á Viewed on demand asset

Á Registered to attend

Q3. Download (<2 months)

Á Yes

Á No

Q4. Re-Engaged

Á Yes

Á No

Q5. Email Click-through (<30 days)

Á Yes

Á No
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ñToday, more than ever , our  
website is the face of our  

company and my job is to make 
sure that my team has the tools 
to keep it as relevant, vibrant 
and compelling as it can beò

Lead Scoring Key

A1

A2

A3

A4

B1

B2

B3

B4

C1

C2

C3

C4

D1

D2

D3

D4

Direct Sales

Inside Sales

Nurture

Self-serve

Assumptions: 

Á Total possible leadscore 200: 100 from 

Profile and 100 from Activity

Á Activity scores are generated for each 

event.  Once the score falls outside the 

desired timeframe, the point value will 

erode if no other activity exists

Lead Routing

Profile

Activity
7550250

7550250

Key buyer 

information 

including value 

proposition, 

profile and 

attribute 

information.

Behavioral cues 

are collected here 

to help align 

outreach 

initiatives and 

drive impactful 

messaging 

Media preferences 

form the basis of a 

holistic media 

program to leverage 

external buys and 

attract a broader 

audience

Lead scoring is the 

quantitative ôfilterõ that 

identifies and routes 

Sales Ready leads 

from the other groups 

of buyers in the sales 

pipeline. As leads 

pass through a regi-

stration process, the 

attributes that weõve 

identified serve as the 

qualifiers.



CǳƧƛǘǎǳΩǎ .ǳȅŜǊ tŜǊǎƻƴŀ 9ȄŜǊŎƛǎŜ



CǳƧƛǘǎǳΩǎ .ǳȅŜǊ tŜǊǎƻƴŀ 9ȄŜǊŎƛǎŜ
-ǿƘƻ ǿŜΩǊŜ ƳŀǊƪŜǘƛƴƎ ǘƻ

- the corporate organism is as complex as a biological 
ecosystem



CǳƧƛǘǎǳΩǎ .ǳȅŜǊ tŜǊǎƻƴŀ 9ȄŜǊŎƛǎŜ
-what data we need to collect

-ǿƘŀǘ ƳŀƪŜǎ ǘƘŜƳ άǘƛŎƪέΥ Ǉŀƛƴ ǇƻƛƴǘǎΣ ƳƻǘƛǾŀǘƻǊǎ ϧ 
media channels


