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PREFACE

The SMstu@lyGuide (also referred to aSuade to the SalesdaMarketing Body of Knowledge, or
SMBOKGuidgis a comprehensive prooesnted framework for the planning and execution of activities
associated with all facets of Sales and Marketing. It can be used as a refrepgpes@mnced

Sdes and Mketing professionatsasa detailed guide for individwalsidentsith little prior Sales and
Marketing knowledgeexperiencEheSMstudyGuidecan be applied in any organization or industry
from small companies with only a few employesscimmalgx organizations with numerous business
units, multiple product lines, and thousands of employees across many countries.

TheSMstudyGuideseries consists of six books for all the aspects of Sales andMAgkk&tgg:
StrategyMarketing ResearEhigital MarketinGorporate SaleBranding and Advertjsargl Retail
Marketingeach book addresses a key component of Marketing and can be used as a standalone resourt
or as part of a more comprehensive program that utilizes any number of the six books as required by
business. In this way$iMstudyGuideseries offers aXxiele framework that can be tailored to address

the specific needs of each organization.

Thisfourth book provides a framework for use in thegpldrexagution ©brporate Sales. It outlines

the best practices and processes to be followed fobudfeetgebusiness (B2Bales It provides

guidance oactivitie related to building strong business relationships; successfully working with other
businesses to help them see the velleen c o mpany 6 s pndevstanding ppocuaement s er v
management; conducting effective negotiations with other organizations; and ensuring leads generati
gualification, follaw, and other related activitieésso emphasizes how corpaiate should interface
withtheotheiSales anlarketind\spects

Effective use of the Corporate Sales framework is elgaettedyteater thoumiddeliberation the

planning and executionCofporate SalesitiativesFurther consideration @nalctical use of the

processes and tools detailed in the SN&iudky will in turn contribute to expanding and enriching the
Sales and Marketing body of knowledge and consequently lead to future additions and enhancements to
framework.

| would l&kto thank the 42aathorssubject matter experts, @viewers who gilgacontributed to the

creation of this body of knowledge. Their combined efforts and collaborations have resulted in
comprehensive, highly effective, and unique approaatodurgleplanning, and implementing Sales

and Marketing initiatives.

Trdibesh Satpathy
CEQ SMstudy
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17 INTRODUCTION

1.INTRODUCTION

1
A Guide to ti®Mstudgales and Marketing Body of Knowledge ¢Sddigi@kalso referreéd as the
BMstudyGuidgd i s a series of books tanketingopproduattdd e gui c
servicesk offersa comprehensive framew@kcan be uséal effectively manegges and Marketing
effortsin any organization. The objective 8Migtedy Guideis to provide a pradtiand process
oriented approatthSales and Marketingt emphasizes how various elements of Sales and Marketing
can be integrateddevelp acomprehensive and effeotiganizational Sales and Marketing Plan

The concepts in BBIstudyGuidecan be applied effectively to any company in ardy fircehastnyall

companies witnly a fevemployees to large, complex organizationamétbudusiness units,

multiple product lines, #malisargl ofemployeeacross many countri€sh e t er m fApr oduct
SMstudyGuidemay refer &ither groduct aaservice of a company.

This intiduction chapter includes definitions of key terms, the purpose and fransdisitkipf the
Guidethe SMstu@lgertification schentize evolution of Sales and Marketing, an overvikspetthe

of Sales and Marketiigrussed throughout3MstudyGuide and a general overview of the contents
of this first book on Marketing Strateigychapter also briefly discusspor@te Strategyd its
relationship to Sales and Marketing.

Thschapter is divided into the following sections

1.1 How to Use @BBIstudyGuid@

1.2 Why Use tBMstudyGuid@

1.3A Brief History of Corporate Sales

1.4 Corporate Stratagy its Relationship to Sales and Marketing
1.5 Aspects of Sales and Marketing

1.6Leels of Sales and Marketing Strategy

1.7 Marketing Strat€yerview

1.8Corporate Sal€serview

©2017VMEd8Inc. SMstulysuide. Book Four. Corporate Sales. 1



17 INTRODUCTION

1.1 How to Use the SMst&dyuid&

TheSMstudyGuidecan be used as a reference and knowledge guide by eSpdseanddMarketing
practitioners, as well as by persondtigphiorknowledge @xperiencen Sales or Marketing roles.

Because theMstudyGuie offers a comprehensive Sales andiMafk@mework, many will find value

in using this resource to guide decision making and planning across all facets of Sales and Marketir
however, the contents of the Guide are organized to enable quick and easy reference for individuals v
may be intested in, or studying, only one or two specific facets of Sales or Marketing. Similarly, the
SMstudyGuideprovides a valuable tool for individuals already in distinct Sales or Marketing roles (e.g.,
Digital MarketiMpnager), as its design enables such individuals to focus on the specific Aspects that are
most relevant to such roles.

1.1.1 ProcessOriented Approachith Defined Inputs, Tools, and Outputs

In order to facilitate the begliGation of ti8MstudyGuideramework, tf&MstudyGuidedefines a
proces®riented approatchSales and Marketing, which provides specific guidance to Sales and Marketing
professionals abbatv to most effectively and efficiently manage their sales and marketing activities. The
SMstudyGuidedefines Sales and Marketing in terms of processes that comprise a series of actions that
leads to a particular result. Each process requires specific inputs and then uses tools to create spec
outputs. To cater to the needs of a diverse audiengawitveds of expertise in Sales and Marketing,
theSMstud¥Guidehas differentiatbayhly recommendeguts, tools, and outputs fem@mmended,

butoptional ones. Inputs, tools, and outputs denoted by-aatehigidy recommendethile otrs

with no asterisks aseommended, but optidh&@suggestethatthoseindividualbeing introduced to

Sales and Marketiogus primarily on kthghly recommendeputs, tools, and outporteach process,

while more experienced practitisheosdthoroughly understaaidof the relevant inputs, tools, and

outputs for each process.

1.1.2 Using SMstudyGuidewith SMstudy.coWebsiteand VMEd@Mobile App

The SMstudy.comvebsite and the VMEthobile app provide additional resources to help individuals
better understand and apphS#ies and Marketing framework definedSiMstuey Guide The
website and apiude the following

1 A certification schem#éich helps students study marketing subjects in a structured manner, get
tested on relevant concepts through proctored certification exams, and gain relevant certification
whichdemonstrate their knowledge and experience in different areas of Sales and Marketing (set
section 1.1.3 for a description of the certification schema)

1 Highquality videos with relevant and interesting examples that help individuals gain a thorougt
understading of specific concepts.

2
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17 INTRODUCTION

9 Case studies that illustrate ho8MbaudyGuidéramework can be used iHifeacenarios.

1 Additional resources for students to obtain expert training through physical classrooms, virtuz
instructded sessions, and kigfality online courses. 1

1 A glossary of terms, flashcards, study guides, and more.

1.1.3 Certifcation Schemtor SMstud§Certifications

The certifications related t&thstudyGuidearemanaged yMstudgom The certification schema
outlinedn Figure 1.

Sales and Marketing Aspects Certification Schema
— 1 | 7 [ 7 [ S N A S 8
I Expert Level Certification for each module (e.g., SMstudy~ Certified Marketing Strategy Expert) |
requires passing a 4-hour proctored exam. Prerequisites: study of recommended and optional |
| processes, 5 years of work experience, 40 mandatory educational hours, specialist
| level certification, and professional recommendations. |
a
< |
s 0 1§ 5§ g S m o mm—m e — s R
(N = = = ) > = Specialist Level Certification for each module (e.g., SMstudy” Certified Marketing Strategy |
| = ‘_":’ e g = oZ  Specialist) requires passing a 3-hour proctored exam. Prerequisites: study of recommended and |
I 3 [ o »n ..i:’ ; optional processes, 3 years of work experience, and 20 mandatory educational hours. |
= ¢ B - B = B OB 0 B B R e e S =
o e fel 'S e e A
5 o < << = i
E B 5 & - e e T -
1 5 = © 8_ g = Professional Level Certification for each module (e.g., SMstudy® Certified Marketing Strategy |
| =< & "é S = - Professional) requires passing a 2-hour proctored exam. Prerequisites: study of recommended |
I (EU < o (&) §= OC  processes. |
= L = J o c & T ——— =
m
r— - ™ - P A M S S S S— S— —. — — e —————— — ——————— -
Associate Level Certification for each module (e.g., SMstudy® Certified Marketing Strategy |
|
I Assaciate) requires passing a 1-hour unproctored exam. Prerequisites: study of introductory courses|
I available free and online at SMstudy.com. |

Figurel-1: SMstud§y Certification Schema

The following is a brief description of each level of certification

91 Associate Level Certificatg#nTheintroductiomoduleareavailablat no charge to interested
individual#\llAspects dbales and &rketingnavean applicable Associatee! certificati@g,
i S Ms®tCertifigd Marketing Strattgys oci at e 0 ) . The <certificat.i
proctored; and candidates haee hmur to complete each exam. rEregjyisite is an
understandirg the highlyecommendedputs, tools, and outputs for gacesselevant to
the particular Aspect of Sales and Marketing. fidneverks experience requirearaiho
mandatory edationahoursn addition to the recommended study.

©2017VMEd8Inc. SMstulysuide. Book Four. Corporate Sales. 3



17 INTRODUCTION

1 ProfessionalLevel Certificatia® All Aspects ofSales and &fketinghavean applicable
Professiondével certificatiqe.g, 1 S M s®tCertfigd Marketing Strategyfessiomal) . T h e
certification exams are proctored and candidates have two hours to complete each exam. Th
prerequisite is study othe relevarBMstudy Guidebook with more emphasis on the highly
recommendedputs, tools, and outputs for pamdesgelevant to the particular Marketing
Aspect. Therens work experience requireameino mandatory educatidmalirsn addition
to the recommended stddglividualsvho pasdhe certification exams for three or more
Professional modudee awardean additional certifmat a | $MstddyCertifiedales and
Marketing Professianal

1 SpecialistLevel Certificatiad All Aspects ofSales andViarketinghave a associated
Specialidevel certificatioe.g, A S M s®t Gerdified Marketing Strat€gg e ci al i st 0) .
certification exams are proctoredamitiates have three hours to complete eachhexam.
prerequisiteare astudy oéll of the relevant inputs, tools, and outputs fopessdihree
yearsof relatedvork experienamd twentgnandatory educatiomadirs Individualwhopass
the ertification examstfmee or mo®pecialignodulesre awardeah additional certifimat
c a | SMstddyCertifiedales anMarketin§pecialisi.

1 ExpertLevel Certificatiaad AllAspects obales antarketinbave armssociateBxperevel
certificatiofe.g, A S M s®tCartifigd Marketing Strategyeid )The certification exams are
proctored and candidates have four hours to commrgendduh perequisitesre attaining
the Specialist level certification for that specific Asmhchédl of the relevant inputs, tools,
and outputs for egmocessfiveyearsof relateavork experiendeytymandatorgducational
hours andrcemmmendatiofi®m two peers and a manéuividualwhopass the certification
exams fathree or mofexpert modulese awardean additional certifmat a | $Mstddy i
Certifie®ales aniMarketing Expert

Other than the certifications meahtitmowreSMstudyoffers additional certifications in fields related

to Sales and Marketing such as Affiliate Marketihgyl&ketingearch Engine Optimization,
Search Marketing, Social MediaVeb Analytics. Information about these certifications is available in
the SMstudy.comebsite.
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1.2

Why Use th8Mstud§ Guide

Some of theek benefits of using $MstudyGuideareas follows 1

1.

Consolidated Experti@&8heSMstudyGuideas developed by VMEkhe, a global certification
course provider thaas educated ovet00,000 studentgorldwide in more than 3,500
companieslt provides practical, indystoyenbest practicesather than purely theoretical
advice.

ProcessOriented ApproaéhThe SMstudy GuideexplainsSales and Marketingncepts
through aracticalproces®rientedapproachThis helpSales and Marketipgfessionals
understand trepecifiprocesses thephouldollow to be effective in their Sales and Marketing
rolesEach process has associated ,npoits and outputs that are recommended for use. Highly
recommended inputs, tools, and outputs are noted with anbasidasth¢ concept in each
process box and then again when each process is discussed throughout that section.

Applicable to Alindustrie® The many authors, advisers, and reviewelS\Ms$ttid/Guide
have worked in numerBakes and drketing areas and geographic regions across a variety of
industries. Thus, insightsvided by them make this body of knowledge industry independent.

Applicalte to Companies of All SiZeTheSMstudyGuidehas been writtenneet the needs

of allcompaniesegardlesef size. Small stapg companies with fewer than ten employees, or

large organizations with several thousand employees and multiple product lines and business uni
can equally benefit from the information in this guide. Additionally, the abmtettieprovide
SMstudyGuidas highly relevanforprofiand nofprofibrganizations alike.

Comprehensivenedsrhe SMstudyGuideis organized into six Sales and Marketing Aspects:
Marketing Strate@WS), MarketiesearcfiVR), Digital MarketiigM) Corporate SalésSS)

Branding and AdvertigBg),andRetaiMarketingRM) Each Aspect detailedn a separate

book. Taken together, the series provides a comprehensive and complete understanding of Sals
and Marketing. The concepts covere®MstueRGuideare further reinforceddgh videos

and case studiagailablatSMstudgom

Applicalke to Beginners and Expedt3 he SMstudyGuidepresents recommended concepts

that beginners should know and also highlights advanced d¢odeegusifoho have more

experience amdhoare on their way to becoming experts in tRediddds can decide which of

the six Sales and Marketing Aspects are most relevant to them and select from the available boo
accordingly.

Alignment with Job Rol@§he Aspects included inShstudyGuideare organized to align
withthe most commortygrical job roles careeiield of Sales and Marketing.
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8. Continuous ImproveménConcepts related to Sales and Marketing continue to evolve;
therefore, tr@MstudyGuidewill be continuously reviewed and updated to ensure that it remains
relevant.
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1.3 ABrief History of Corporate Sales

Corporate Sales has evolved concurrently with Sales and Marketing. It is important-tevetesent a high
overview of the history of Sales and Marketing in order to understand and appreciate the changes that h
taken place over tifRigure R illustries the evolution of Sales and Marketing models over time. All of the
models described below are relevarginesso-businessB2B sales as well and continue to be used

even today.

. 21%century
18°19" contury * Fragmented
1000 years ago + Seller's New-Age
+ Barter System Marketplace Marketing
® O e o o o
A/ A\ A\
500- 1000 years ago 20" century Recent years
« Traditional * Conventional * Innovative
Marketplace Mass Media Internet-Enabled
Marketing Business Models

Figurel-2: Evolution of Sales and Markefligeline

1.3.1 Barter System

More than a thousand years ago, when coins and other forms of money were not yet popular, the typical
most common way people procured their products or services was through thetbadeedystem
exchangef goods or servicestout theuse ofmoney. For example, a farmer might exchange some of

his harvest with a carpenter for some woodee. fBadsirand Marketing with the barter system is
dependent on having access to the appropriate persons with whom things can be exchanged for mut
value to both parties.

Barter continues to be used dquzgple and countries still exchange some gamisiessl without
the use of money. The barter system may mepiagein times of monetary crisis, whesuahe
exchange currensyinavailable, or when currenogtable (e.glye to high inflation)

ExamplkeofBarter System

1 A tradespersosych as a carpenter or electrician, operating his or her own business,
services free of charge to his or her accountant in exchange for professional accoun

1 Today, many websites provide a space for individuals to offelbagt@vohg) fpurposes.
individual planning to relocate to a crowded downtown location might offer his or her
for a more appropriate vehicle for downtown transportation, such as a motorcycle or

©2017VMEd8Inc. SMstulysuide. Book Four. Corporate Sales. 7
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1.3.2 Traditional Marketplace

Five hundred to thousand years ago, coins and other forms of money started becoming popular as
medium of exchange between people. This led to the creation of the traditional marketplace whe
producers, such as farmers, craftasntecarpenters, create products, stay in their shop with their wares,
and shout out to a crowd of potential customers in the marketplace in order to promote and sell th
products.

Traditional marketplaces are usually small markets where prics aedaithgo decisions related to

sales are made quigldften by one or two persons. There may be significant flexibility regarding discounts
and additional product benefits. The focus is more¢eom gjens and less on-teng transactions

and reltionships. There is negligible branding and advertising; rather the objective is to sell what has be
produced.

Example dheTraditional Marketplace:

1 The traditional marketplace is still in use today, in some cases, under unique lab
bazaars of Turkey, Haatsof India, the floating markets in Thailand, the wet market
Kong, the flea markets in Germany, the souks of thesMiddle Eah e f ar me 1
and the tianguis of Mexico.

1.33 Sell erds Marketpl ace

The Industrial Revolution in the eighteenth and nineteenth centuries marked a shift to mass productior
factories (e.g., textile manufag). During this time, transportation infrastructure improved significantly
with inventions such as the steam engine and more efficient ships. The banking system was furth
developed and the exchange of money became easier. Communication amtsaysongubeed

through the development of the postal system and the use of telegraphs. Furthermore, goods were produ
more efficiently and economically in factories
marketplace.

The maintbj ecti ve of the sellerds marketplace is to
establish a distribution channel to sell the pt1
ma r k eThd pragticedof using channetgparto sell products was established during this period.

Emphasis on branding and advertising is minimal

8
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ExamplkeoftheSe |l | er 6 s Mar ket pl ace:

T The sellerds marketplace continues to 1
often procured by the government. The government in turn manages the distributio
to the different markets.

T The sell er 6s prexalekten ipdustriese wheresthe ggbvermment con
competition of private companies, for example, the distribution of petroleum prody
that allow only a select few companies to manufacture a particular product in the cot

1 If a n&ural disaster onfavorabieather conditions cawgespread crop failara particulg
region, a seller who keses of that particular ardpat location coofipitalize on a sedieg
marketplace because there would be more buyersatiiarpeodtict.

1.3.4 Conventional Mass Media Marketing

In the twentieth century, as the number of manufacturers or industries for specific products grew, consun
had the option to buy from multiple manufacturé&cseUna s el | er 6 s mar ket pl ac

advantage over customers, mass media marketing features multiple manufacturers, thus shifting the bala
of power in favor of consumers. Manufacturers created differentiated perceptions fdoytheir products

developing brands or names for their specific products or services with a specific message or positioni
They also began advertising their products or brands for a wider reach.

Primary channels used for mass media marketing are print advedisesgni@gasirs inses, or

run of paper), mass maliéysrs, postcardslevision (network, cable, or syorljcadio (national,

local, satellite, or podgastdoutdooadvertising (billbaatelis shelterstadiurg). The viable channels

for conventional mass media marketing may be restricted in some instances (i.e., some channels may
cost prohibitive or simply unavailable in some markets); however, a company can reach a wide segmer
consumers using onemmrechannels effectivelpr Example, a business may choose to use only
newspaper advertising and mass mailers to advertise the launch of a new business. It is also importan
note that identifying the revenue generated from mass media markethejpssseddtensuccess

or failure of specific mass media marketing campaigns.

The objective of conventional mass media marketing is for organizations to create strong brands a
differentiated brand perceptions so that consumers will desire and purchase their pnotthosts rather tha
available from competitors. Thus, mass media marketingesstaifyilative repetition over time to
influence consumer attitudes and purchase BEEmInedia marketing also involves creating
distribution channels and appropriate prigogitoning strategies to ensure that desirable products are
available to customers at specific priceWdntespect to Corporate Setespanies started using

basic Customer Relationship Managemernt f@RWhsto store customer data and improve
communication with customers.
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In recent years, some of these companies have decreased their budgets for conventional mass me
marketing, and have in turn increased allocations towards fragagentearketimg andforovative
Interneénabled business models. One of the key drivers for this change is the fact that consumer:
generally spend significantly more time online (i.e., using computers, tablets, and cell phones) than tt
used to, so targeting them throngbrtmnal mass media marketing woulebpéraab

Example @onventional Mass Media Marketing:

1 Conventional mass media marketing continues to be used today, particularly by
established brands with relatively high marketing budgets and a broad target mar
such as PepsiCo, Gaca | a , Procter & GaandWatmart, tbntinue
primarily use mass media marketing for marketing their products and brands.

1.3.5 Fragmented Neige Marketing

In recent times, the media has become increasingly fragmented with several hundred television and ra
channels, as Was a large variety of print media, including newspapers, magazines, and trade publications
Moreover, since the late nineteen nineties, with the increasing popularity of the Internet and, more recer
smartphones, many options now exist for advertisech a global audience using digital media
marketing methods such as cell phone apps, Google, Facebook, Twitter, Link€&dRn¢codas] ube,
gamification, and proximity marketing (e.g., Foursquare). With all of these options, many marketers fin
beneficial to use an integrated approach to marketing by leveraging the strengths of various types of me
Companies must evaluate all media in terms of who the target audience is and what media resonates \
them best. In many cases, assumption®avilb iee made and incorporated into thdestedja

framework (e.g., for each planning period a company might allocate a certain amount of its marketing buc
to test new methods).

Some characteristics of fragmentexyeanarketing are as follows

1 Itis a fact that people now spend more time on the Internet using smartphones, tablets, or
computers than they spend through conventional mass media, such as television, radio, 0
newspapers. This is especially true for theadkoityand younger madegment. Since Sales
and Marketing is most successful when it meets the demands of consumers, this change ir
consumer preferences is significantly altering the Sales and Marketing landscape for establishe
companies. Businesses are discovering thatiamlvenass media marketing has limited
effectiveness and some customer segments are not even reachable using these traditional med
forms.

1 Fragmented nage marketing generally supports new, small brands with much smaller budgets
targeted directlyctiastomers in a global marketplace. This represents a significant distinction from

10
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conventional mass media marketing, where achieving a global reach for a small company may ha
been prohibitively expensive.
1

1 While mass media marketing is less targepeinanily focused on affecting emotional attitudes

about the brand, rage marketing is ddtaven and more focused on driving specific calls to

action. Also, while mass media marketing typicallyntevolpéien (e.g., peopéching a

televisio program which is "interrupted" by an advertisemag®, masketing is about

engagement (e.g., offering relevant content that is of value to people).

1 Unlike older media options where Sales and Marketing communications were primarily uni
directionali.¢., from producers to-@mtsumers), communications have increasingly become
multdirectional (i.e., from producers to consumers, consumers to producers, and consumers tc
consumers). For example, there are multiple rating websites availableeshesn qustade
independent ratings of a companyds product s
can respond or elaborate on these ratings. Although generally a benefit to both producers an
consumers, this trend can make brand manhabefiesging for companies if actual or potential
customers perceive that a product does not reflect the brand message intended by marketin
efforts.

1 Due to the nature of +a@@ marketing, consisting of multiple media forms and the ability to
generateisgni fi cant i nformation, huge @)moarnd sn ®ow
available to companies. The ability to process this data through proper marketing analytics, ar
assimilate such data to generate valuable icaightscome a significant differentiator for
ensuring that companies engage 1in fAsmart m
relatively smaller marketing budgets).
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ExampkeofFragmented Néwge Marketing:

1 Social media.g.,FaceboolGoogle+Youlube)and company websites aloall companies
showcasgheir products atlowcost omt times, eveor free. Companies can share eng
contentwhich can go vjrillus promoting ith@rand and reacheglobal audiendgrands caf
also produce informative, instructional content via blog posts, forums, and so forth.

1 Online paid aelrtisinge.g., Google AdWords, LinkedIn Sponsored Updates, Facalbmok|
companies to market their products or sentheistdogetaudience at smaller budge
compared to meentional mass media marketing. For many companies, online paid
replacing conventional mass media maltketaygbe important to note that unlike masg
which is a omeay broadcast fromarml to consumeewage marketing involves aviay
interaction between brand and consumer. For example, in the case of Google
consumer clicksamadthattakes hithet o t he | andi ng page o
the branavill likely ask that the consumer do something (i.e., a specific call to actio
material or place an order). If the consumer accepts the call to action, the conj
additional informatiam tbe product itselfhus, He transactiois usuallya backandforth
engagemebttween the company and its potential customers

1 Muludirectional communication is facilitated using fragmegednaeketing. Customers
provide their own feedback or research what others have to s@&ukvquiogadts throy
blogs, Twitter feeds, Google reviews, and so on. TripAdvisor provides a forum for ty
to share feedback about their experiences staying in particular hotels. Such
significantly impact the buying bebfafuture tourists who read customer reviews beforg
their travel options.

1.3.6 Innovative Internénabled Business Models

The growing popularity of the Internet, smartphones, and digitabmegjgoptunities for a company

to not only use fragmentedag@marketing effectively to promote existing products, but also to come up
with innovative business models where product demo, customer acquisition, and order fulfilment can &
take placenline.

Innovative business models may include the:following

1 OnlineMarketplaced Several eommerce companies have created global online marketplaces
for selling books, consumer goods, and other products. In such business models, custome
acquisition is wusually initiated through th
multiple suppliers to source products; samples, demos and product reviews are provided on th
website; customers make their purchases online; and items are shipped directly to customers.

12
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ExampleofOnline Marketplaces:

1 Book publishing and retail &sms#s, which historically gained much success using 1
business models, have been significantly affected by the advent of online market
Amazon, eBay, Alibaba, and Flipkart.

1 Online payment processors such as PayPal, Stripe aBichiBegle Wallet have simplifig
way in which payments can be processed by businesses, and have enabled exe
companies to sell their products globally.

1 OnlineService® Online services have significantlytéchpa&ny traditional product and service
industries by transforming existing business models and creating new ways to conduct business.

ExampkeofOnline Services:

1 Global Positioning Systems (GPS) and online maps have made physical maps reduf

1 Online learning tools have gained popularity and, at times, can complement or even
classroom training.

1 The gaming industry has transformed predominantly to the online community W
participants to play against opponentarimaa locations.

1 Many travel bookings are now made through online travel portals rather than thr
travel agencies.

1 Online NetworkidgThe Internet has made the world a smaller place. People can now have
access ttheir networks at all times. These changes have significantly impacted the way in which
people communicate with each other and, in turn, have created new possibilities for innovativ
business models.

ExampkeofOnline Networking:

1 Social media chamnsluch as LinkedIn, Twitter, WhatsApp, Facebook, and Goo
significantly changed the way in which people communicate with each other.

1 Online search engines such as Google, Yahoo, and Bing make it easy to find inform
businesses ghily.

1 Internet calling, messaging, and conferencing apps such as Skype, WhatsApp, Vil
have made communicating across almost any location much easier and more e
before.
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1 Business Models Usirf@marphone®) Smartphones are Inteematbled cell phones that also
allow people to have an ongoing connection to the Internet. Since individuals usually carry the
smartphones with them, mobile apps are becoming increasingly popular. Innovative busines
models basexh the use of smartphones can disrupt several existing busidessrmedels
industries that rely on other forms of communications and networking.

ExampkeofBusiness Models Using Smartphones:

1 Several airlines and travel portals have melibefagifitate the ability to book flight ticket
smartphones.

1 Social media chanrslsh asgnstagram, Twitter, Facelaak,inkedlprovidenobile apphat
enablaisers teasilyshare phot@hdupdatesorchat with friends.

1 Somemobile appallow users to locate nearby restausadsreviewand alsgostreview
based on th&wnexperience.

1 Banking mobile apps allow customers to view their bank account balances, transfer
and complete other common banking activities.

1 Smartphones can be used to scan QR codes vm@oumarketingurposes

1.3.7 Sales and Marketing as a Continuum

It is important for us to note that the fact that we are inftrst t@atiyy does not make all the earlier
avenues of Sales aratidting obsolete. Some companies marketing consumer goods continue to spend a
significant proportion of their marketing budget on conventional mass media marketing. In some case
sell erds marketplace <cont i nubatshaveé a limbded numibeeof r e a |
producers, or where the production is highly regulated by the government or controlled by monopolies
duopolies. Similarly, in some regions or countries, traditional marketplaces continue to flourish.

Rather than viewing tianges as completely replacing the earlier practices, Sales and Marketing
approaches should be viewed as a continuum where recent innovaxishsvitareadier practices. It

is the responsibility of a hesraigge degisoss tiatanll ek a n d
best to achieve the desired outcomes, given the reality of the markets and particular consumer preferenc

Sales and Marketing students, who read material on the subject, often find it confusing because auth
offer variegerspectives that may be difficult to assimilate and comprehend in the present day. Eacl
aut horés perspective can also vary depending or
the Sales and Marketing timeline), his or her indivitiisityopreferences and experiences, and other
factors. Conversely, the concepts covered in this Sales and Marketing Body $MEtoivledge (

Guidg are not limited to the perspective of any particular author dhefsiMstngly Guidewas

developed by VMELthe, a professional education prowidieh hasducatedver400,000 students

14
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worldwidein more than 3,500 compantesfifty plugauthors, adas, and reviewers of this book have

workedn multiple marketing environments and geographacregi@nsclectic varietyirafustries

Thus, thénsights providéa this boogrovide a comprehensive detail of the principles and concepts 1
related to Sales and Marketing and specificaihprtateC8aledt also articulates an acti@nted

process approach that can be used by Sales and Marketing practitioners to gain a better understanding
the subject, and then construct a comprehensive an@a@fiectit®alesStrategyhat supports both

the marketing objectives as set out in the Marketing Strategy and the business goals as established in
Corporate Strategy
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1.4 Corporate Strate@nd its Relationspito Sales and Marketing

Corporat8trategys the overall direction of the cor@satgfined by senior managégmhatiakes into
consideration an assessmetitea@Xxistingcapabilitiesf the compg and externapportunities and
threatsCorporate Strategy usually coincides with the immediate future fiscal period or it could be develop
with a longéerm view (e.g.tlaeeyear plan)t is important to understand the overall Corporate Strategy

and its relatiship to all areas of the business in order to ensure that activities at all levels are aligned an
aimed at achieving overall corporate @Qmgisrate Salesase component of the overall Marketing
Strategyand the MarketiSgrategy is established using direction provided by the overall Corporate
Strategy of the company. Without a clear understanding of where the company plans to be in the near
far future, it is difficult foicCibigoorate Salefforts to be crafteccomtribute to tkales andharketing

objectives or the overall goals of the business.

Corporat8trategys a combination of the following

1. Senior Management Direction and Insighhis is vided bgeniommanagemeritased on
their experience and insigaited tthe business

2. CorporateProduct Strate@yThis dfinegheproducts or services the congféerg, and the
research amdkvelopmeliR&D) efforts required to create them.

3. CorporateMarketing Strate@yThis dfines how the company will taagtionmarketand
selltheplanned productsnd defines metrics, targets, and budgets for all metriities.

4. CorporateOperations StrategyThis dfines how the compamyl manageoperatical
activitiesmanufactures productgor provide servigeand providée correspondiagstomer
supporandwarranty

5. CorporateFinance Strate@yThis éfines how the company will masdgeitcesattain
fundingand financially sustigoperationd he Finance Strategypuld include forecasts and
projections and summarize costs, income, and investments.

6. CorporatetHuman Resource Stratégihis raps the human resource capahilitiésthe
compangnd considetalent managentemd acquisitioeeddo sustain growth
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Figure B shows the components of Corporate Strategy

Corporate Strategy

) ) \

M Senior ¢ Corporate Corporate Corporate Corporate CI(_)irporate
%r;?eg;irgﬁn Product Marketing Operations Finance Reggtf:ze
and Insights Strategy Strategy Strategy Strategy Strategy

Figurel-3: Components of Corporate Strategy

Typicallygompanies have existing documemégiaodingheirCorporat®roduct Strategyorporate

Marketing Strate@jorporat®©perations Strate@aporateFinance Strateggnd Corporatéiuman

Resource Strateglgesemustbe considered in an integratedneto define a cohere&drporate
StrategyThe level and complexity of documentation for these strategies may vary depending on the size
thecompany and the breadth of its product portfolio and geogr#gbitnaladhcumentation of these
strategies is not available, s gvitta statup companytheteams involvén strategic plannsiguld

considethe varioustrategesusing te SMstudyGui@ framework and decideanroverallorporate

Strategy, which can then become a benchmark ttuexeplass

Final i zi n gCorporastrategcarbe antynéossuming and rigorous exdiasesquirs
inputs from multiple stakeholgarsicularlgenior managemeiitis advisable &xecute strategic
planningxercisgeat appropriatnd specifiime intervals (¢.@nce or twice a yeand then finalize a
Corporate Strategywhich senior managementtiambdead of strategy teams agieellowing this
process whielp teensure that the leadership team hasrtbhdefined goals and stratdgésign
with the overall strategic goals @fgiueization

Corporate Stratezpn in turn be further divided into lowstrégegiedependingnthe complexity of
the organizatidror exampléhe Corporate Stratégyan entireompanganbe divided into stragsg
for each business unit or gedagreggiiorie.g, country, stater city), antthen subdivided furtimer a
Product or Brand Strafegyach product or brandbimsess unit geograph regionThe Product or
Brand Strategg/the lowest levethishierarchy.

©2017VMEd8Inc. SMstulysuide. Book Four. Corporate Sales. 17



17 INTRODUCTION

Figure 4 illustrates the relationship between Corporate Basitexps Unit/Geographic Strategy, and
Product/Brand Strategy.

Corporate (Company) Strategy

v
Business Unit or Geographic Strategy

v
Product or Brand Strategy

Figurel-4: Levels of Strategy

While each of the various strategies established in an organization has its own goals and expectations,
important to note that all activitssafign in order to ensure that teams are focused on achieving targets
that will contribute to the overall business-go&srporate Saleghich is the focus of this book,

specific targets are set that will enable the teeasure its own success. However, when goals are
aligned across brands, functional areas, and businesshiawitey Corporate Sales gaats

contributes to the attainment of overall marketing objectives and ultimately assists the business in t
successful execution of the Corporate Strateiiperefore, the achievement of business goals.

Additional information about Corporate S¢rategijable ithe SMstu@yGuidéBook 1, Marketing
Strategysectiom).
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1.5 Aspects of Sales and Marketing

TheSMstudyGuidedescribesixAspects @ales and Marketaggfollows 1

Marketing Stratd@yS)
Marketing Resea(biR)
Digital Marketi(igM)
Corporate Sal@sS)
Branding and Adverti$Bry)
Retail Marketi(igM)

ok wbdrE

Since th8MstudyGuidas geared towards Sales and Marketing professionals or those who desire to work
in this field, the six Aspects are based on the six most common and often distinct career fields relatec
Sales and Marketifigurel-5 illustrates the six AspectSabds andMarketingnd how they interact

with each other.

Marketing

4—p| Research
(MR)

Marketing
Strategy
(MS)

Branding
and
Advertising
(BA)

Digital
Marketing
(DM)

Retail
Marketing
(RM)

Corporate
Sales
(CS)

Figurel-5: Aspects of Sales and Marketing
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The two marketing Aspeetisate shown in dotted lines at the top of Biduee Marketing Strategy

and Marketing Researchar e referred to as fiEssenti al Mar k
mandatory and should be used to define, measure, and provide direction for the overall marketing effort
a company.

The four remaining Aspects (i.e., Digital M&kepiogte Salddranding and Advertjsamgl Retail

Marketing are referred to as fAOptional Ma eckbgd i ng As
company to reach its marketing goals and, in some instances, not all are applicable. For example, a sr
company creating phone apps or online games may decide to solely use Digital Marketing; another comg
manufacturing heavy equipment mayplysgorporate Sales; and a large consumer goods company or
global fashion chain may decide to use all four Optional Marketing Aspects to reach its marketing goals.

Marketing StrategS) describeBowthe Aspect dMarketin@trategy aligns wath ¢ o meverally 6 s
Corporate Strategydacts as unifying frameworkiéine andnalyze the oth&spects of Sales and

Marketingt alssupports the alignmeinélimarketing resources amorigpdctsMarketing Strategy
includegietermining internal organizational strengths and weaknesses, as well as external opportunitie
and threats; identifying and segregating prospective buyers into market segncenisioaseeeds;
definingcompetitive positioning to satisfy specific customecreegauy pricing and distribution
strategiesanddefininghe metrics, objectives and corresponding budgets for implementation, evaluation,
and improvement ofredfkéng activities

MarketingResearch(MR) explainghe concepts of MaikegtResearctand provides a framework to

conduct marketing research aathtge Sales and Marketagalt also demonstratesvmarketing

research fimyscan helghe marketing team conceptualizdiratide product featusesl other
componentsfa company o6s MmadditierMarketmiReSearcliistussgassessment

toolsthat can be usénl measuractors that can help drive better corporate decision making, and in turn
more decisive marketing actions. Marketing Research can be conducted for any other Aspect of Sales
Marketing. It is commonly used to test multiglingnaiypotheses in otdebetter understand

consumer behaviimalizeproducteaturesgefinemetrics for measy marketing efforts, sadk and

improve marketing activities

Digital Marketin(PM)ncludesll marketgactivitiethat uselectronic devices conndatittinternet

to engage with custasn@rg, computers, tablesnamhones) These include activitielated to
creating and managing effective welnsitesbile aggas well apromoting@ o mp @modudissand
brand through various online chahnatslslpmeetmarketing objectivBsme of thi@olspertaining to
DigitalMarketingncludeSearch Engine Optimization, Search Engine Mddt@lan@evice Marketing,
Social Mediglarketingand E-mail Marketinghis Aspedalsodemonstratdsow an effective Digital
Marketing Stratezgn be a force multiplier for theSglesrand Marketirgpécts.
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Corporate Sase(CS) which is the focus of this bmatkpeshe best practices and processes to be
followed for effectinesinesso-business (B2Bales It provides guidanceaotivitie related to building

strong businesslationships; successfully working with other businesses to help them see the value in the
companyo6s p r o d urcldrstandiregn ptocursneent vmaonagesngnt; conducting effective
negotiations with other organizations; and ensuring leads gealéicionfalowp, and other

related activitiet also emphasizes how corporate sales should intetfazethatisales and
Marketind\spects

Branding and Advertisin@A)includes concepi§product brandinggnsumebehaviormarketing
communicatipandpublicrelationsBranding is the process of creating a distinct image of a product or
range of products in the customer's mind. This image communicates the promise of value the customer
receive from the product or products. Branding should remain consistemmhauness dll
communications with the customer. Advertising is defBdtudi@uideas any paid form of-non

personal communications to existing and potential customers that promote the company's products thro
all types ahedié such as radio, television, and@nimieadvertising is discussed in the book on Digital
Marketing

Retail MarketinRM)presentsoncepts @l marketingctivities related to persuadingntieistomer

to purchase a company's ptedu a physical retaitletor store, and efficiently managing the supply
chain and distribution channel s t.0hisAspegalsove t he
discusses how Retail Markietiadaces with the o®&les and Marketirgpécts.

©2017VMEd8Inc. SMstulysuide. Book Four. Corporate Sales. 21



17 INTRODUCTION

1.6 Levels of Sales and Marketing Strategy

The Corporate Marketing Stratdgh is a component of the overall Corporate iSthatingy divided

into various Business Unit or Geographic Strategies, which in turn is further divided into particular Produc
Brand Strategies for each product or brand. -Bigllustrates the relationship between Corporate
Marketip Strategy, Business Unit/Geographic Marketing Strategy, and Product/Brand Marketing Strategy.

Strategy

Corporate Marketing ]

|
Corporate Goals

I — ]

Business Unit or Business Unit or Business Unit or
Geographic Marketing Geographic Marketing Geographic Marketing | ee e @
Strategy (B1) Strategy (B2) Strategy (B3)

B1 - Business Unit or
Geographic Goals

' ! !

Product or Brand Product or Brand Product or Brand
Marketing Marketing Marketing seoe
Strategy (P1) Strategy (P2) Strategy (P3)

I
P1 - Olbjectives

Marketing
Research

Digital
Marketing

Retail
Marketing

Corporate
Sales

Branding and
Advertising

Tactics for different
Marketing Aspects

e e e e e o e e

Figurel-6: RelationshifpetweerlLevels ofSales and/arketing Strategy

The Corpoa Marketing Strategylefined at a corporate level. It defines the overall marketing goals for
the company. These general marketing goals drive more specific marketing strategies for each of t
companyo6s b u graphiessEach businesssunitoor geagraphy in turn defines its own goals,
which are relevant inputs for each areabds part
Brand Marketing Strategy ( &SMsaudyGuidetetinesSaldsando as ¢
Marketing objectives for each product or brand, which drive specific tactics that aligelywih and often r
other Marketing Aspettee marketing activities across all Aspects of Maekkssigned with the

marketing objectives in nWithin the strategy for each Aspect, inClogingate Sales which is the

focus of this bgokarious activities are designed to meet specific targets that the team establishes will
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provide a measure ofcess and enable the team to contribute to the overall marketing objectives and,
ultimately, to the business goals.

1
Example afevels of Sales and Marketing Strategy:

Global Automobil€ompany

1 Corporate LevélA global automobile company specialiaguiiacturing luxury automo
has a corporate goal to grow the revenue of the company by 8% in the upcoming y
new models of cars in its existing locations and entering new market segments.

1 Business UniGeographic Lev@The automobilengpany has been organized into m
business units based on geographies where it conducts business. Each business u
unit goals that contribute to the com
year are 5% growthrevenue in the United States, 10% growth in China, 4% growth
Kingdom, 12% growth in India, and 6% growth in Germany.

1 Product/Brand.eved To meet the 10% revenue growth target in China, the market
China plans strategies folthe¢ e e xi sting brands i n th
and also plans to |l aunch a new brand,
Ceres is an enteyel sedan, targeted at working professionals who aspireutautyacar
Pallas is a minivan, primarily targeted at families with children; Vestees drif@ispo
utility vehicle for individuals who want etk offoad capability and to still be able to
long drives; the new brand, Juno iertiole that the Chinese business unit plans to
young persons who want a stylish and fun car.

1 Each brand team creates a Marketing Strategy for its brand. When creating the Ma
the team considers the strengths, weaknesstag)itigppoand threats for the brand; defir
mar ket and identifies the different m
target market segment for the lanaalgizethetarget market to create a differentiated pos
for the brand; and then finalizes the pricing and distribution strategies. Each team
the appropriate metrics and objective
all ocated to each Marketing Aspect. J
25,000 cars in the Chinese market the year after the vehicle is released. The Ma
team for Juno decides to use Digital Marketing, BraAdieytesin, and Retail Marketi
reach out to its target mar ket segmen
Digital Marketing to sell 3,000 cars, $10 million for Branding and Advertising to sell
$15 millionrf&ketail Marketing to sell 12,000 cars.

1 Marketing Aspect LedeThe metrics, objectives, and budgets allocated to each of thg
Aspects become inputs for those Aspects. For example, the Digital Marketing tean
create a higjjuality wedite with their budget of $1 million with an objective of selling 3,(
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f

Example afevels of Sales and Marketing Strategy:

Land Development Company

Corporate LevélA land development company wants to grow to be among the tg
development companies in its state.

BusinessUnifGeographid_eved The land development company operates two
units: Residential and Retail. A goal of the Residential Business Unit is to grow
within one year; a goal of the ResaieBs Unit is to grow that unit by 10% within t
time period.

ProductBrandLeved Within the Residential Business Unit, the company sells threg
Condominiums, Town homes, and Singles. The Singles Product Marketing Stratg
objective to grow the sale of single units by 15%. To achieve this objectiv
responsible for building strategy within the various Aspects of Marketing est
objectives that are designed to support the overall product objectliga aiiith ton
another.

Marketing Aspect LeaeT he Companyods greatest st
winning | eader in 6édgreend sustainab
team builds specific tactics that incorporateeasei in reach of its messaging &
sustainable development. One specific tactic is to leverage billboard and newsps
with the objective of increasing reach of 'green' messaging by 30%. The Digital
incorporates tacticsstpport the objective of increasing the 'green’ sustainable d
messaging, stressing the importance of this trend, and positioning the company
the industry, through the use of various social media channels. One spelefiertgs
blogs and online public relations with the objective of increasing the compan
online searches related to keywords, such as 'sustainable development.' The
Marketing Aspect are aimed at achieving their own sptivis, dlmwever, both sup
the overall Singles Product Strategy objective of achieving a 15% growth in
product line.
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1.6.1 Focus on Product or Brand Level Marketing Strategy

Although Corporerketing Strategydiscussed briefly here and in detail in Appethaid A kéting 1
Strategyook, subsequent chapters of this book primarilZdiipouate Salas a contributortte

Marketing Strategy at the product or brand level. The objective of this approach is to focus on learning th
concepts and developing strategies at the most granular level. The concepts, however, can be extrapolz
and the knowledge applied to gesalategies at higher levels (i.e., Business Unit/Geographic or

Corporate levels).
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1.7 Marketing Strategyverview

All successfptoducts or branused wefllannednarketingtrategies in place to ensurehnasatisfy

thegoals set by the corresponding Business Unit or Geographic location, and in turn the overall Corpor:
Marketing Strated@arketing Strategthereforene of the most crudsgecs of Sales and/larketing

Itdefines @ r o d u c t unigque vdlue @ropdsitisn, target markettse apecifistrateges to be

usedto connect with defined audiettedsospecifies the pricing and distribution strfategpesduct

or brandand outlines tpecifienetricspbjectivegnd budgets foriedimarketingctivities. Among the

outputs of the Marketing Strategy are the specific Aspects that will be used to achieve the marketi
objectivefor a product or brand

Corporate Salés akeyAspect for companies involved irsd@8 to achieve its overall marketing
objectivedtisimportant to note, howeverCihigtorate Salesjust one element of a variety of Aspects

of Marketing thebmp@niesuse to grow their busisesd achievéheircorporate goals. For an

overview of Marketing Stradegly its various components, see Appehdbor a comprehensive
understanding of how to build and execute a Maetetyygi&t aligns all Aspects of Marketing toward
achieving both the marketing objectives and the business goals, consult the Marketing Strategy book of
SMstudyGuideseries

26

©201MEd8Inc. SMstuflysuide. Book Four. Corporate Sales.



17 INTRODUCTION

1.8 Corporate SaleSverview

Corporate Salesitlineshe best practices and processes to be followed fobsieest#ebusiness 1
(B2B sales It provides guidanceaotivitie related to building strong business relatiensbgssfully

wor king with other businesses to help them se
conducting effective negotiations with other organizations; and ensuring leads generation, qualificati
followup, and o related activiti€nrporat8ales is an important aspecbfopanies involved in B2B

sales It outlines the processes that the company needs to follow for generating B2B sales as well ¢
retaining customers through good account management liprstetiteswith understanding the
companyoO6s sales value propositi on Béfavelréachimgd by
out to the targeégmenthe company also needs to emisati is ready for the sales probgss

plannindor sales governancgetting sales targets, creating appropriate marketing assets, and creating
compensation structures. In addition the company also needs to ensure that the corpisrate sales tearn
welltrained with respect to process and product knowledge before getting in touch with potential custome
The sales process includes prospémtipgtential customers followed by conversion that leads to
customer acgttion. Account managensesitmed auppomgand satisiiygcustomeneedgo ensure

high levels ofistomesatisfactioand customegtention

Figure & provides an overview of the important processes aralateitpiatdarketing Strategy
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Figurel-7: Corporate Sale€dverview

28 ©201MEd8Inc. SMstuflysuide. Book Four. Corporate Sales.
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