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How Sales and Marketing Work Together to 
Grow Your Business 
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Chat	
  Live	
  on	
  Twi.er!	
  
	
  

Today’s	
  Hashtag:	
  

	
  

	
  

	
  

#SalesWinners	
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SMPS	
  CEUs	
  

	
  

!   Hinge	
  is	
  an	
  SMPS	
  Approved	
  Provider	
  of	
  conEnuing	
  educaEon	
  units	
  (CEUs)!	
  

	
  
Steps:	
  
	
  
1.  Register	
  to	
  aNend	
  our	
  no-­‐cost	
  webinars	
  	
  
2.  ANend	
  the	
  webinar	
  
3.  Email:	
  ceu@hingemarkeEng.com	
  -­‐	
  

Subject	
  Line:	
  SMPS	
  CEUs	
  webinar	
  credit	
  
4.  Receive	
  CerEficate	
  of	
  CompleEon	
  aYer	
  

aNending	
  webinar	
  
5.  Report	
  your	
  CEUs	
  to	
  SMPS	
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Today’s	
  Speakers	
  

Lee	
  W.	
  Frederiksen,	
  Ph.D.	
  
Lee	
  is	
  Managing	
  Partner	
  at	
  Hinge,	
  a	
  premier	
  professional	
  services	
  branding	
  and	
  markeEng	
  
firm.	
  He	
  brings	
  over	
  30	
  years	
  of	
  markeEng	
  experience,	
  including	
  global	
  brands	
  such	
  as	
  
American	
  Express,	
  Time	
  Life,	
  Capital	
  One,	
  Monster.com	
  and	
  Yahoo!	
  to	
  the	
  firm’s	
  clients.	
  	
  
	
  	
  
Lee	
  is	
  a	
  former	
  tenured	
  professor	
  of	
  psychology	
  at	
  Virginia	
  Tech	
  and	
  a	
  successful	
  
entrepreneur.	
  He’s	
  started	
  and	
  run	
  three	
  high-­‐growth	
  companies,	
  including	
  an	
  $80	
  million	
  
runaway	
  success.	
  	
  
	
  	
  
Lee	
  has	
  authored	
  numerous	
  books	
  and	
  arEcles	
  including:	
  Inside	
  the	
  Buyer’s	
  Brain,	
  Spiraling	
  
Up:	
  How	
  to	
  Create	
  a	
  High	
  Growth,	
  High	
  Value	
  Professional	
  Services	
  Firm	
  and	
  Online	
  MarkeFng	
  
for	
  Professional	
  Services.	
  
	
  

John	
  E.	
  Doerr	
  
John	
  Doerr	
  is	
  co-­‐President	
  at	
  RAIN	
  Group,	
  a	
  sales	
  training,	
  coaching,	
  and	
  consulEng	
  company	
  
that	
  helps	
  leading	
  organizaEons	
  unleash	
  the	
  sales	
  potenEal	
  of	
  their	
  teams.	
  	
  
	
  
John	
  is	
  co-­‐author	
  of	
  The	
  Wall	
  Street	
  Journal	
  bestseller	
  
Rainmaking	
  ConversaEons:	
  Influence,	
  Persuade	
  and	
  Sell	
  in	
  Any	
  SituaEon	
  and	
  
Professional	
  Services	
  MarkeEng.	
  	
  
	
  
He	
  draws	
  on	
  an	
  extensive	
  career	
  in	
  business	
  leadership,	
  which	
  has	
  included	
  senior	
  execuEve	
  
management,	
  business	
  development	
  and	
  markeEng,	
  and	
  product	
  and	
  service	
  development.	
  
John	
  was	
  named	
  the	
  Top	
  Sales	
  Thought	
  Leader	
  in	
  2011	
  by	
  Top	
  Sales	
  Awards.	
  	
  
	
  
You	
  can	
  follow	
  John	
  on	
  TwiNer	
  at	
  @JohnEDoerr,	
  call	
  him	
  at	
  508-­‐405-­‐0438	
  or	
  email	
  him	
  at	
  
JDoerr@raingroup.com.	
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Professional	
  Services	
  Marke?ng	
  Book	
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Agenda	
  

!   MarkeEng	
  vs.	
  selling	
  

!   Sales	
  winners	
  vs.	
  runners-­‐up	
  
!   Content	
  markeEng	
  

!   How	
  to	
  build	
  a	
  strong	
  brand	
  
!   Wrap-­‐up	
  and	
  quesEons	
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of	
  B2B	
  prospects	
  
use	
  search	
  engines	
  
to	
  conduct	
  research.	
  90	
  %	
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of	
  the	
  purchasing	
  process	
  
happens	
  before	
  talking	
  with	
  
a	
  supplier.	
  60	
  %	
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Value	
  You	
  Deliver	
   Millions	
  in	
  Sales	
  ConversaEons	
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Marke?ng	
  versus	
  Selling	
  

Marke?ng	
  is	
  for	
  reach	
  
Finding	
  the	
  opportunity	
  to	
  speak	
  to	
  someone	
  who	
  may	
  need	
  your	
  services.	
  

Selling	
  is	
  for	
  coverage	
  
Turning	
  those	
  opportuniEes	
  into	
  a	
  new	
  client	
  (or	
  new	
  services	
  with	
  an	
  exisEng	
  client).	
  



12	
  

	
  
	
  

What	
  do	
  sales	
  winners	
  do	
  differently?	
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What	
  separates	
  the	
  winners	
  from	
  the	
  2nd	
  place	
  
finishers	
  in	
  actual	
  sales?	
  

	
  

700+	
  buyers	
  for	
  $3.1	
  billion.	
  

	
  

What	
  really	
  happened	
  for	
  the	
  win?	
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What	
  

How	
  

Best	
  
Choice	
  

Maximum	
  
Return	
  

Minimum	
  
Risk	
  

Dots	
  

People	
  

LE
VE

L	
  
3	
  

LE
VE

L	
  
2	
  

LE
VE

L	
  
1	
  

Collaborate	
  

orate	
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Revenue	
  Pipeline	
  

Research	
  

Lead	
  GeneraEon	
  

Connect	
  

Convince	
  

Collaborate	
  

Targets	
  

Suspects	
  

Prospects	
  

Qualified	
  
Prospects	
  

Clients	
  

A	
  
C	
  

T	
  
I	
  V

	
  I	
  
T	
  

I	
  E
	
  S

	
   O
	
  U

	
  T	
  P	
  U
	
  T	
  S	
  

MARKETING	
  

SELLING	
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Top	
  10	
  A.ributes	
  Separa?ng	
  Winners	
  from	
  	
  
Second-­‐Place	
  Finishers	
  

1	
   Educated	
  me	
  with	
  new	
  ideas	
  or	
  perspecEves	
  

2	
   Collaborated	
  with	
  me	
  

3	
   Persuaded	
  me	
  we	
  would	
  achieve	
  results	
  

4	
   Listened	
  to	
  me	
  

5	
   Understood	
  my	
  needs	
  

6	
   Helped	
  me	
  avoid	
  potenEal	
  pinalls	
  

7	
   CraYed	
  a	
  compelling	
  soluEon	
  

8	
   Depicted	
  purchasing	
  process	
  accurately	
  

9	
   Connected	
  with	
  me	
  personally	
  

10	
   Overall	
  value	
  from	
  the	
  company	
  is	
  superior	
  to	
  
other	
  opEons	
  

What	
  Sales	
  Winners	
  Do	
  Differently	
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Educated	
  Me	
  with	
  New	
  Ideas	
  or	
  Perspec?ves	
  

!   Step	
  One:	
  What	
  Can	
  I	
  Provide?	
  

–  Industry	
  or	
  funcEonal	
  insight	
  
–  New,	
  improved	
  soluEon	
  to	
  their	
  problems	
  

–  PerspecEve	
  on	
  the	
  intersecEon	
  of	
  people	
  and	
  markets	
  

1	
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Educated	
  Me	
  with	
  New	
  Ideas	
  or	
  Perspec?ves	
  

!   Step	
  Two:	
  How	
  Can	
  I	
  Provide	
  It?	
  
–  Sales	
  conversaEons	
  
–  Speeches,	
  webinars,	
  white	
  papers	
  –	
  thought	
  leadership	
  
–  Synthesis	
  and	
  interpretaEon	
  of	
  trends	
  

2	
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Educated	
  Me	
  with	
  New	
  Ideas	
  or	
  Perspec?ves	
  

!   Step	
  Three:	
  How	
  OYen	
  Should	
  I	
  Provide	
  It?	
  
–  Incorporate	
  into	
  sales	
  next	
  steps	
  
–  Use	
  as	
  stepping	
  stones	
  	
  along	
  the	
  path	
  to	
  working	
  with	
  you	
  
–  Work	
  with	
  markeEng	
  	
  

3	
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Educated	
  Me	
  with	
  New	
  Ideas	
  or	
  Perspec?ves	
  

1	
  

2	
  

3	
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I	
  am	
  an	
  expert	
  in…	
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Collaborated	
  with	
  Me	
  

!   How	
  they	
  interacted	
  with	
  me	
  

–  Responsive	
  
–  ProacEve	
  
–  Made	
  it	
  easy	
  to	
  buy	
  

!   What	
  they	
  did	
  during	
  the	
  interac?on	
  

–  Shared	
  ideas	
  
–  Made	
  them	
  a	
  part	
  of	
  developing	
  the	
  soluEon	
  

–  With,	
  not	
  at,	
  not	
  for	
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Persuaded	
  Me	
  We	
  Would	
  Achieve	
  Results	
  

! Understand	
  the	
  impact	
  

! Recognize	
  the	
  risk	
  

! Paint	
  the	
  picture	
  of	
  how	
  their	
  life	
  business,	
  their	
  situaEon,	
  and	
  their	
  life	
  is	
  
different	
  aYer	
  working	
  with	
  you	
  

! Demonstrate	
  /	
  prove	
  you	
  can	
  do	
  it	
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Build	
  a	
  strong	
  brand:	
  

Brand	
  =	
  Reputa?on	
  x	
  Visibility	
  



27	
  

Research	
  Background	
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How	
  Buyers	
  Search	
  for	
  a	
  New	
  Professional	
  Services	
  Firm	
  



Wellesley	
  Hills	
  Group	
  ©2010	
  |	
  



Wellesley	
  Hills	
  Group	
  ©2010	
  |	
  30	
  

What	
  Tips	
  the	
  Scale	
  for	
  the	
  Winner?	
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A	
  great	
  reputa?on	
  does	
  not,	
  on	
  its	
  own,	
  
translate	
  into	
  high	
  marketplace	
  visibility.	
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Use	
  Content	
  Marke?ng	
  to	
  Create	
  the	
  Right	
  Impression	
  Online	
  

!   Educate	
  potenEal	
  clients	
  with	
  new	
  ideas	
  and	
  perspecEves	
  
–  Blog	
  posts	
  	
  
–  Webinars	
  	
  

–  ArEcles	
  
–  Whitepapers	
  

–  eBooks	
  
–  ConsultaEons	
  
–  Videos	
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High	
  Growth	
  Firms	
  Find	
  Content	
  Marke?ng	
  to	
  Be	
  Very	
  Effec?ve	
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How	
  does	
  content	
  marke?ng	
  help	
  you	
  close	
  a	
  sale?	
  

!   Builds	
  your	
  visibility	
  and	
  reputaEon	
  in	
  the	
  marketplace	
  

!   Establishes	
  yourself	
  as	
  a	
  Visible	
  ExpertSM	
  

!   Educates	
  prospects	
  with	
  what	
  you	
  can	
  provide	
  and	
  how	
  
!   Shows	
  prospects	
  that	
  you	
  can	
  deliver	
  on	
  your	
  promises	
  

!   Keeps	
  you	
  top-­‐of-­‐mind	
  throughout	
  the	
  sales	
  cycle	
  



Wellesley	
  Hills	
  Group	
  ©2010	
  |	
  36	
  

Free	
  Marke?ng	
  Review	
  

ü  For	
  webinar	
  registrants	
  only!	
  	
  
	
  

We’ll	
  discuss:	
  

	
  

!   Your	
  current	
  markeEng	
  approach	
  

!   Missed	
  markeEng	
  opportuniEes	
  

!   Target	
  audiences	
  and	
  research	
  opportuniEes	
  
	
  

To	
  sign	
  up,	
  simply	
  respond	
  to	
  our	
  follow-­‐up	
  email.	
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Free	
  Access	
  to	
  1	
  Month	
  of	
  Selling	
  Consul?ng	
  Services	
  

ü  For	
  webinar	
  registrants	
  only!	
  	
  
	
  

You’ll	
  gain	
  access	
  to:	
  

	
  

!
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Free	
  Resources	
  

Inside	
  the	
  Buyer’s	
  Brain	
  

Free	
  Chapter:	
  “Professional	
  	
  
Services	
  Marke?ng”	
  

What	
  Sales	
  Winners	
  Do	
  Differently	
  

“Online	
  Marke?ng	
  for	
  Professional	
  	
  
Services”	
  Book	
  

“Spiraling	
  Up”	
  Book	
  

Online	
  Marke?ng	
  Research	
  Study	
  

www.hingemarkeEng.com/library	
  hNp://info.rainsalestraining.com/free-­‐report-­‐
what-­‐sales-­‐winners-­‐do-­‐differently	
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Thank	
  you!	
  Ques?ons?	
  

Connect	
  with	
  Hinge	
  	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  www.hingemarkeEng.com/blog	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  www.twiNer.com/HingeMarkeEng	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  www.facebook.com/HingeMarkeEng	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  www.linkedin.com/companies/Hinge	
  

	
  

www.hingemarke?ng.com	
  
703.391.8870	
  

	
  

Lee Frederiksen, Ph.D. 
Managing Partner, Hinge Marketing 
lfrederiksen@hingemarketing.com 
 
Connect on Twitter:  
@HingeMarketing 

  
 
 

 

 


