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Traditional Sales Model

List Purchased

Direct Mail

Cold Calling /  Networking

Qualifying

Presenting

Closing

Marketing

Sales
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¢ƻŘŀȅΩǎ .ǳȅƛƴƎ tǊƻŎŜǎǎ

Status 
Quo

Priority 
Shift

Research Options Step Backs Validation Choice

From Designing Nurturing Programs to Drive Sales©, by ArdathAlbee
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New Sales and Marketing Model 

Sales Readiness: Segmentation, Targeting, Content 
Development, Business Intelligence, SEO

Inbound Drivers: Blogging, Webinars, Targeted Campaigns, 
Value-Added Emails, Social Networks

Lead Engagement: Compelling Offers, Calls to 
Action, Site visit tracking 

Lead Nurturing: Promotions, PURLs, 
White papers

Sales Ready Scoring

Qualification

Prove Value

Decision

Marketing

Sales
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Case for Lead Management

ά/ƻƳǇŀƴƛŜǎ ǘƘŀǘ ŀǳǘƻƳŀǘŜ ƭŜŀŘ ƳŀƴŀƎŜƳŜƴǘ Ŏŀƴ ƛƴŎǊŜŀǎŜ 
revenue at least 10% within 6 -9 months, despite the uncertain 
ŜŎƻƴƻƳȅΦέ όDŀǊǘƴŜǊύ

άмс҈ ƻŦ ǘƘŜ ǘƻǘŀƭ ƭŜŀŘǎ ǘƘŀǘ ŀǊŜ ŘŜŜƳŜŘ ϦǎŀƭŜǎ-ready 
ƻǇǇƻǊǘǳƴƛǘƛŜǎϦ ŀŎǘǳŀƭƭȅ ŎƭƻǎŜΦέ(Aberdeen)

άLƴ нллф ƻƴƭȅ рмΦр҈ ƻŦ ǎŀƭŜǎ ǊŜǇǎ ƳŀŘŜ ǘƘŜƛǊ ǉǳƻǘŀΣ ǿƘƛƭŜ 85% 
ƻŦ ŎƻƳǇŀƴƛŜǎ ǊŀƛǎŜŘ ǘƘŜƛǊ ǉǳƻǘŀǎ ƛƴ нлмлΦέ (CSO Insights)  
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Segmenting & Targeting

Demographics:

Information about the prospect
o Ex: Company size, job title, geography, etc.  

Behavior:

Monitoring the prospects behavior 
o Ex: Website visits, whitepaper and/or 

case study downloads, etc.

Demographics + Behavior =

The complete picture of your 

lead.
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Segmentation ςGetting Started

ÅCreate a prospect Sweet Spot Matrix specific to your 
company

ÅEstablish target client characteristics and attributes 

ïSize, vertical market, special needs, etc.

ÅClassify buyer drivers and considerations 

ÅValidate and rank prospect types based on target 
criteria 

ÅSeparate prospects into Tiers 1, 2, and 3 
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Sweet Spot Matrix

Category Strong Fit GoodFit Neutral Fit

Annual Revenues

Geography

Installed 
Technology

Seats

Relationships

Other Vendor 
Relationships

Cross Selling 
Opportunities
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Targeting Sample
Category Strong Fit Good Fit NeutralFit

Annual Revenues
$250 millionto $5 billion $5 to $10 billion Less than $250 million, greaterthan 

$10 billion

Geography

ÅGlobal
ÅMulti-National

ÅNational or 
ÅMulti-State

Singlemarket, non-supported 
countries, high-quantity / very low 
density

Installed 
Technology

Campus and distributed Tier one PCs, 
servers,infrastructure

More than 20% non-supported 
products

Data center, mainframe, high end 
server, tier 2 OEMs

Seats
2,500 or greater, preferably
distributed across multiple regions

1 to 2 thousandseats Less than 500 seats,heavily 
concentrated in  a single site

Client Relationships

ÅExisting relationship
ÅInstalled base of equipment

No current or positive past 
relationship

Negativepast relationship

Other Vendor 
Relationships

ÅNumerous, fragmented vendor 
relationships
ÅNo concentration with single ITO

Regional providers In placefull IT outsource 
relationship

Cross Selling 
Opportunities

Opportunity for three or more 
additional delivered service lines 
(Hardware, ITO, BPO, PLS)

Opportunity for an additional 
delivered service line (Hardware, 
ITO, BPO, PLS)

No additional opportunities
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Relevant Content via Nurturing
Å{ŜƴŘ ƳŜǎǎŀƎŜǎ ōŀǎŜŘ ƻƴ ŀ ǇǊƻǎǇŜŎǘΩǎ ōŜƘŀǾƛƻǊΣ ǘƛǘƭŜΣ ƛƴŘǳǎǘǊȅΣ 

what they recently downloaded, etc.

ÅTiming of touches 

Å¸ƻǳǊ ŎƻƴǘŜƴǘ ǎƘƻǳƭŘ ōŜ ŘŜǎƛƎƴŜŘ ǘƻ ǎǇŀǊƪ ȅƻǳǊ ǇǊƻǎǇŜŎǘΩǎ ƛƴǘŜǊŜǎǘ 
and leave them wanting to learn more

ÅSpeak their language 

ÅCall to action
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What the 
Prospect Needs

Your Thought 
Leadership

Content 
Engagement


