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ÅIndependent international publisher 
founded in 1965

ÅOffices in Los Angeles, London, New Delhi,  
Washington DC and Singapore 

ÅMultiple Brands

ÅAreas of business:

ïJournals ςelectronic and print

ïAcademic and reference books ς
electronic and print 

ïHigher Education textbooks 

ïProfessional books



The Challenges Marketing Faced

ÅChallenges

ï/ǳǎǘƻƳŜǊǎΩ ŜȄǇŜŎǘŀǘƛƻƴǎ ƘŀǾŜ 
increased and tolerance has 
declined
ïCompetitors have large sales forces
ïComplex sales processes



New Goals Set
ÅGoals
ïRelevance: right customer, right 

product, right message, right time, right 
channel

ïDialogue not monologue

ïά[ƛƎƘǘǎ ƻǳǘέ ƳŀǊƪŜǘƛƴƎ

ïMarketing as a core competitive 
advantage for SAGE

ïBe more strategic with small sales team



The Customer Lifecycle
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Campaign Map
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