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Traditional Sales Model

List Purchased

Direct Mall

Marketing
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http://3forward.com/prospecting-qualifying/nurturing-programs-that-drive-sales/

New Sales and Marketing Model

Sales ReadinesSegmentation, Targeting, Content
Development, Business Intelligence, SEO

Inbound Drivers Blogging, Webinars, Targeted Campaigns,
ValueAdded Emails, Social Networks

Lead EngagemenCompelling Offers, Calls to
Action, Site visit tracking

_ Lead Nurturing Promotions, PURLS,
Marketing White papers

Sales Ready Scoring
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Case for Lead Management
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Segmenting & Targeting

Lead Record
Demographics:

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

Behavior: _— e
Monitoring the prospects behavior
0 EXx: Website visits, whitepaper and/or e =
case study downloads, etc. Title =
Company =
Email

Demographics + Behavier

The complete picture of your = f ot
lead =L NG | As the prospect progresses

Whitepaper DL

- through the buy cycle, you
e aman | |2 more about them and
ologi New 15 375 theif iﬂterests-
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Segmentatiort Getting Started

A Create a prospect Sweet Spot Matrix specific to your
company

A Establish target client characteristics and attributes
I Size, vertical market, special needs, etc.
A Classify buyer drivers and considerations

A Validate and rank prospect types based on target

criteria
A Separate prospects into Tiers 1, 2, and 3
\m
j‘é‘é—
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Sweet Spot Matrix

Category Strong Fit GoodFit Neutral Fit

Installed
Technology

Relationships

Other Vendor
Relationships

Cross Selling
Opportunities
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Targeting Sample

Category Strong Fit Good Fit Neutral Fit
$250 millionto $5 billion $5 to $10 billion Less than $250 million, greatdran
Annual Revenues $10 billion

A Global A National or Singlemarket, norsupported
Geography AMulti-National AMulti-State goun?ries, higkquantity / very low
ensity

Installed Campus and distributed Tier one PC More than 20% norsupported Data center, mainframe, high end
Technology serversjnfrastructure products server, tier 2 OEMs

2,500 or greater, preferably 1 to 2 thousandseats Less than 500 seatseavily
Seats distributed across multiple regions concentrated in a single site

A Existingelationship No current or positive past Negativepast relationship
Client Relationships Alnstalled base of equipment relationship
ANumerous, fragmented vendor Regional providers In placefull IT outsource
Other Vendor relationships relationship

Relationships ANo concentration with single ITO

Opportunity for three or more Opportunity for anadditional No additional opportunities
Cross Selling additionaldelivered service lines deliveredservice line (Hardware,
Opportunities (Hardware, ITO, BPO, PLS) ITO, BPO, PLS)
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Relevant Content via Nurturing

A{SYR YSaal3dSa ol aSR 2y | LINZ
what they recently downloaded, etc.

A Timing of touches

A 2dzNJ O2y Syl &aK2z2dZ R 06S RS&A:
and leave them wanting to learn more

A Speak their language

A Call to action
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