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Playbook Overview

For business-to-business focused organizations growth is achieved by building excellence within the marketing and sales Ascension’s experience with global B2B organizations suggests there are four key “levers” of top line growth —
disciplines and seamlessly integrating activities of both functions together into a powerful revenue generation engine. Analytics, Insights, Marketing Optimization, and Sales Enablement. Positive business impact results when the below
The B2B Growth Playbook is a best practices approach to driving targeted and consistent profitable growth in competitive detailed 20 strategies are executed in an integrated, consistent manner. The following pages provide greater detail on
markets. It uses fact based data and insights plus actionable marketing and sales strategies to drive measurable impact each of the 20 growth strategies.

across a wide range of industries.
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Analytics

It is critical to obtain an objective perspective on your current business as well as potential growth markets. This can be
done using a combination of internal-focused financial analysis + external market/industry research + secondary data review.
Having a firm grasp of the financial drivers of your business is critical to successful growth planning.

Focus Area

Key Questions Answered

Best Practices

Financial
Analysis
Obtaining an Objective
View of Your Business

Competitive
Dynamics
Developing a Granular
Perspective of the Enemy

Critical Market
Factors

Identifying Key External
Growth Perspectives

Customer
Profiling
Understanding Where
You Make Your Money

New Markets

Growth Market
Structure + Dynamics

e \Where do you make your money?

e \Who are your best customers?

¢ \What makes them special?

e \What are your highest vs. lowest demand offerings?
e \What is your share of customer category spend?

e \What are your most attractive markets?

e How does your business segment by
customer + product?

¢ \Who are your key competitors?

e How do they compete in the marketplace?
e \What are their strengths and weaknesses?
¢ \Who are the new/emerging competitors?

¢ What, if anything makes them different?

¢ \What are their key go-to-market strategies?

e \What economic trends could impact your business?

e \What are the demographic, cultural, or customer
behavioral trends that could impact your company?

e Are there regulatory issues you need to be aware of?
e What technology trends could affect your business?
e What trade/industry information could be useful?

e How do profitable vs. unprofitable customers compare?
e \What are the logical tiers based on their behavior?

e What types of organizations would be your
best customers?

e How big are the total potential markets for
your products?

¢ What portion of that market are you currently getting?
e How do target industries make purchase decisions?

e What's the best way to segment the market?

e What segments should you focus on?

Develop a Financially Informed Perspective
on Growth Planning

e Determine customer tiers by size

e Evaluate customer buying patterns over time

e Analyze customer retention over time

e Objectively assess profitability by product + customer

e Calculate lifetime customer value considering
acquisition costs

e Develop a comparative Share-of-Wallet analysis

Understand How Your Company Fits Within
Your Competitive Set

e Develop comparative positioning profiles
by competitor

e Use publicly available data sources to identify
strengths, weaknesses and key trends

e Study online customer and user reviews
e Determine how competitors deliver value

Improve Your Planning With Broader
Industry/Market Perspectives

e Investigate available public industry data

e Review economic forecasts to identify relevant
trends + events that could impact your business

e Understand regulatory impacts on your business

e |dentify emerging new technologies that
could impact your growth plans

Create a Firmographic + Psychographic Profile
of Your Best Prospects

e |dentify industries that use your
products and services (NAICS of SIC codes)

e Segment your market based on behavioral
patterns relative to your business

e Understand the key firmographic characteristics
of your best customers

e Build Ideal Customer Profiles (size, location, industry)

Dimensionalize and Prioritize Your
Best Growth Opportunities

e Understand the key size + structural
dynamics of potential growth markets

e |dentify characteristics of potential new
markets (primary research, one-on-one interviews)

e Estimate your addressable market

e Build weighted multi-factor model to
prioritize growth investment spending



Insights

Obtaining objective marketplace insights into the needs, wants, and perceptions of target markets/customers is essential
to effective growth planning. It provides an external, outward looking perspective on your market and reveals potentially
exploitable gaps your company can leverage to your advantage. Primary and secondary research is critical to this process.

Focus Area

Key Questions Answered

Best Practices

6

Foundational
Diagnostics
Marketplace
Needs/Wants +
Exploitable Gaps

Customer
Perceptions
Diagnostic Customer
Satisfaction
Monitoring

8]

Win/Loss
Dynamics
Understanding
Why You Win or
Lose Business

(9

New Offerings
Evaluation
Insights for New
Product + Service
Development

10)

Positioning
Assessment
Achieving Market
Relevance +
Differentiation

» How do customers use your products/services?
e Who is the key buyer for your products?

o What are the key purchase motivators?

e What is the decision making process?

» How are you and your competitors perceived?
o What are most important features/benefits?

e What “unmet needs” exist within the industry?
» How sensitive is demand to price fluctuations?
o What are the “exploitable gaps”?

» How satisfied are your current customers?

o What specifically makes them happy/unhappy?

o Where are you vulnerable to attrition?

» How do you perform on key satisfaction factors?

o What are the key “triggers”
of customer attrition?

e Where do you need to improve your offerings?

o What are the key reasons you win
or lose business?

e How can you improve your win rate?

» What business or sales processes
are impeding wins?

» What is the potential lift to revenue
+ profit if learning is inculcated into
business + sales processes?

e How appealing is the new offering
to the market?

e What is the optimal mix of product
features/benefits?

e What is an optimal pricing strategy?
e How might the offering be improved?

e What is the optimal positioning for your
products/services?

» What are the most important components
of that positioning?

Obtain an Objective Perspective on How You Can Better
Serve Your Target Market(s)

e Build an objective respondent profile — focus on
characteristics of known buyers

e Conduct primary research to understand:
-Product usage dynamics
-Pricing perceptions + sensitivity
-Decision making criteria + process
-Perceptions of key brands in category
-Unmet customer needs/wants

Take the Temperature of Current Customers Periodically
to Identify Vulnerabilities

o |dentify the key buyer(s) of your products/services

e |dentify the key interactions with customers

o Conduct customer satisfaction research once every year

o Utilize direct customer feedback + analytics:
-Satisfaction with current product/service offerings
-Key satisfaction drivers
-Potential areas of attrition

Use Direct Customer Input to Better Understand
Why You Win/Lose Business

o |dentify reliable transaction data
e Build a decision-maker respondent database

e Develop list of evaluative factors that can be
empirically measured

o Conduct win/loss research and statistical analysis to:
-Determine factors that contribute to wins/losses
-ldentify focus areas for improvement
-Estimate financial lift with improvements

Let the Marketplace Provide Direction for New
Product/Service Development

o Use ideation to identify product/service concepts
» Develop testable prototypes to include in research
e Build target respondent profiles - focus on decision makers

e Conduct research to assess features/benefits, product/service
appeal and purchase intent

Validate and Refine How Your Company is Perceived
» Conduct objective comparative positioning analysis

o Develop alternative positioning stimuli (names, logos,
tag lines, differentiated positioning platforms)

o Conduct diagnostic primary research to:
-Compare alternative go-to-market positioning concepts
-Understand key drivers behind preferences/ratings
-Identify opportunities to optimize concepts
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Marketing Optimization

Marketing Optimization leverages critical Analytics and Insights to drive targeted communication programs that

establish brand preference and attract new customers. It considers both traditional and direct marketing as well as digital
communication to reach prospects and customers linked to a strategic sales funnel. In the B2B context, the overall objective
is to generate the maximum number of “sales qualified leads” for your organization.

Focus Area Best Practices

Key Questions Answered

Develop a Deep Understanding of Those Who Purchase Your

0 o WhQ make; + influences the key Products/Services
buying decisions? . ) o .
Strategic « How do they make buying decisions? o Ider(;m;y most attrictlve organlzattl)ons for targeting i ;
h . e Build decision maker personas — buyers + users within your ICPs
?

Target'ng * What keeps them up at night? (Ideal Customer Profiles)
Fishing Where ¢ WhOkSh.OUld you fc;cus your e Determine key decision maker titles + functions

the Fish Are marketing against?

e Build target contact database — industry, company, role/title

Create an Informed Marketplace Image and Presence
e Utilize insights to build out strategic branding/positioning platform
e Critical brand platform elements should include:

-Value proposition

e How do you deliver value?
@ * What benefits do customers derive?

Market
Positioning
Creating Brand Preference
+ Differentiation

e How are you better than competition?

e How does your brand connect
with customers?

* What are the “reasons to believe”
our message?

-Benefits - functional + emotional
-Strategic marketplace positioning
-Elevator speech

-Competitive differentiators
-Brand personality

Adapt Your Marketing to the Way Your Customers Buy

e Map buyer journey to include all brand touchpoints

e Create a “sales funnel” aligned to key target buyers

» Develop messaging strategy aligned to buyer journey stage
 Audit existing content resources to identify needs/gaps

@ ¢ What should you be communicating?
e How do you break through noise?

¢ How should your messaging
vary by buyer journey stage?

* What marketing assets do you need?

Integrated
Messaging
Unifying Your Message
Across Touchpoints

e Can customers/prospects easily
find you when searching online?

@ * How deeply do visitors interact
.. with your web site?
Digital
Optimization
Strategically Building
Your Digital Footprint

Optimize the Way Your Organization Appears Digitally to the World
e Conduct an SEO audit to evaluate your current site “search-ability”

e Use Google Analytics to assess current website usage dynamics

e Conduct keyword analysis to drive website SEO

* Refine web site as needed to enhance SEO and UX/Ul

e Conduct regular SEO tune-ups and ongoing link building

* Implement ongoing program to improve SEO performance

e Are you maximizing traffic from
other sites?

* How do visitors find their way
to your site (search, referrals, etc.)

* How might you improve your overall
website visitor experience?

Create a Targeted Communication Program Linked

to the Way Customers Buy
e What are the best channels to

reach your target audiences?
@ e How do you move prospects through

* Develop communication strategies aligned with sales funnel
-Lead generation
-Lead Nurturing

Targeted sales funnel efficiently?
Communication ¢ How frequently should you contact —Fustomer pf)st—lsale communllcajuon
Multi-Touch prospects/customers? * Build communications plan (editorial calendar) that addresses:
ulti-louch * What are the key “Calls to Action” -Audience
Lead Generation at each stage of sales funnel? )
-Messaging
-Cadence

-Media



Sales Enablement

Sales Enablement focuses on ensuring the sales function is properly structured, compensated, trained, and managed to drive
predictable and consistent revenue growth. In a B2B environment, the marketing and sales teams must operate as a cohesive,
integrated revenue driving engine for the organization. When done well this eliminates the chasm that often exists between
the marketing and sales functions by providing alignment and focus to growth planning and field sales executional activities.

Focus Area

Key Questions Answered

Best Practices

16)

Organizational
Alignment

Ensuring Sales Structure
Supports Growth Plans

17)

Compensation
Structure

Aligning Compensation
to Drive Sales Impact

®

Consultative Selling

Consultative Executional
+ Planning Skills

[19)

Accountability
Management

Achieving Sales Cadence
+ Personal Accountability

20)

Support Technologies

Aligning Sales Technologies
with Process

* Does your sales structure align with your
go-to-market strategy?

* Do you have the right people in
the right roles?

* What key competencies do you lack?

* What are the Sales team’s
responsibilities + accountabilities?

* Does your compensation plan drive
the desired behaviors to deliver on
sales strategies?

* Does your compensation structure have
“caps” that limit earning?

* Have you properly aligned structure
around margin vs. revenue?

* |s your compensation structure competitive?

¢ |s compensation aligned across
the sales force?

* Who has had training in the past?

 Could new hire onboarding sales training
be improved?

* What sales skills or gaps exist?

* Do you have a consistent annual sales
planning process?

* Do you require reps to develop annual
sales plans?

* How good/actionable are the resulting plans?

* How are plans used + reviewed throughout
the year?
¢ How involved is senior leadership?

* Do you have a CRM and/or Marketing
Automation Platform today?

* What other sales/marketing technology
tools should be considered?

* How are sales/marketing technologies
integrated?

* How are sales technologies being used?

Organize Your Sales Structure to Align With
Your Growth Ambitions
e Assess current structure against growth ambitions/plans
* Benchmark organization to identify effective performers
* Determine need for inside sales support
e Utilize 360 degree feedback in annual review process:
-One-on-one interviews with reps
-Sales manager assessment
-Objective customer feedback

» Determine best structure - geographic, key account,
horizontal, etc.

Ensure Your Compensation Program is Performance-Based
* Assess current sales compensation vs. industry
best practices/standards

» Determine if sales compensation structure incents desired
performance/behaviors

* Develop + implement new compensation plan that:
-Incents desired sales behaviors
-Are consistent + aligned across sales organization
-Reflect + leverage industry best practices

Develop Muscle Memory With Ongoing

Consultative Sales Training

 Determine sales skills gaps in your current organization

e Integrate sales training into new rep onboarding process

* Implement ongoing consultative sales training

e Ensure training covers sales skills + planning

* Maintain consistent training tools, templates, and processes

Implement a Consistent and Recurring Sales
Review/Feedback Process
e Assess sales planning + accountability processes:

-Evaluate how they are understood/embraced

-Determine current methods for tracking sales accountability
e Adopt an annual tactical sales planning process
* Develop an ongoing sales plan review + feedback process
e Ensure cross functional management is involved

Leverage Technology to Accelerate Your Revenue
Generation Program
e Audit current sales technology stack
¢ Integrate sales technology stack with marketing
technology tools
¢ Integrate technology tools into sales planning
+ review process
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Go-to-Market Playbook
Sequencing of Key AIMS Activities

Analytics and Insights provide the fact-based foundation for actionable growth plan development and program execution.
While there is a natural sequence to the four activities, aspects of each can be conducted in parallel. B2B organizations
should identify the specific actions in each area that apply to their business and ensure adequate funding and accountability
are in place to manage the process.

Developing Foundational

ildi Executing the Pl
Understanding Building the Growth Plan xecuting the Plan

Analytics
Marketing Optimization

Sales Enablement
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