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Chief Revenue Offi cer (CRO), 

201–203
marketing, 31, 48, 76, 88–90, 101, 150, 

160, 171, 183, 201
sales, 31, 48, 76, 84, 87, 88, 201

Agile Development, 67
Agility, 35, 37, 38, 61
Analytics, 20, 21. See also Revenue 

analytics
Appirio, 43
Apple iPad, 40–44
Armstrong, Lance, 170
Authenticity, 35–38
Automobile shopping process, 5, 6, 17
Aware stage of seed nurturing, 108, 109, 

116, 121, 122

“B2B Marketing and Sales Alignment 
Starts with the Customer” 
(Forrester Research), 75, 76

Bing, 118
Brand advocates, 3, 109
Brand awareness, 108, 109
Brand creation, 12
Brand names, 18, 21
Branding campaigns, 17
Business processes, 67, 69–71, 74, 82, 

100, 127, 160, 161, 163, 166, 168, 
170, 178, 198, 207

Business-to-business (B2B) transactions, 
17, 21, 75, 76, 85, 86

Business-to-consumer (B2C) 
transactions, 17

Buyers
being found by, 98, 115
considered (informed) purchases, 17, 

18, 21, 35

control of buying process, 3–6, 8, 9, 
15, 16, 26, 43, 78, 177

interaction with marketing during 
sales process, 25, 26, 31

interruptions and variations in buying 
behavior (nonlinear journey), 81, 
82, 108, 113

likelihood of purchase, 98. See also 
Lead scoring

needs, 63, 64
power shift from sellers to buyers, 34, 

35, 38, 39, 206
prospective buyers, inventory of, 98, 

155, 156, 160
research by, 78, 82, 116
technology and changes in sales 

process, 42, 43
Buying cycle, 25, 26, 54, 80–81, 104, 105, 

116, 127, 128, 134, 153
Buying signals, 129, 147

Carville, James, 3
Change

commitment to, 65, 95, 206, 208
impact of, 188
marketing and sales dynamic, 62–64
motivation for, 59, 60
need for, 51, 55
and opportunity, 59, 62
revolutionary, 177–180, 209, 210
sales and technology, 40–44
value of, 60, 61

Cheney, Dick, 139
Chief Revenue Offi cer (CRO), 

198–203
Citrix Systems, 30, 191–197
Clinton, Bill, 3, 6
Cloud computing, 52, 96, 169, 191
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Cold calling, 18, 19, 23, 64, 78, 99, 
139, 140

Collaboration
sales and marketing, 8, 9, 24–31, 

64, 88, 107, 113, 132, 179, 184, 
185, 197, 203, 207. See also 
Sales-marketing relationship, 
transforming

tools for, 40–44
Collins, Jim, 178
Communication

iPads, use of, 40–43
marketing and sales issues, 23–25
with prospects, 128, 129
two-way communication, 12, 13, 15, 

106, 129–131, 168
Compensation, 23, 48, 64, 89–91, 96, 

183, 186, 189, 199, 201
Considered buying, 17, 18, 21, 35
Contact information, 106, 110, 123, 124, 

127, 131, 137, 164, 172
Content marketing, 117–121
Continuous improvement, 70, 71, 74, 

147, 148, 150, 207, 208
Costs

customer acquisition, 54, 55, 155, 160
leads, 101, 102
marketing, 24, 83, 84
reduction, 61, 62, 69, 71, 159, 182
sales, 107, 140, 142, 148

Crandell, Christine, 85–87
Creative aspect of revenue creation, 

171–174
Creative destruction, 61, 65
Credibility, 83, 84, 87, 89, 90, 163, 164
Crenshaw, Kirk, 43
CSO Insights, 29, 79, 132
Customer acquisition cost, 54, 55, 

155, 160
Customer relationship management 

(CRM), 19, 145–147, 164, 170, 188
Customer stage, 112

Dashboards, 89, 104, 145
Data mining, 19, 184
Demand chain

and business process improvement, 
67–69

continuous improvement, 70, 71. 
See also Continuous improvement

and demand generation, 19. See also 
Demand generation

playbook concept used at Citrix, 
192–196

reengineering, 54, 55. See also Revenue 
Performance Management (RPM)

and Six Sigma, 42, 43, 69, 70
and value chain, 19, 67, 68

Demand generation, 18–22, 28, 30, 53, 
59, 102, 115, 158

Dickie, Jim, 29
DMAIC (Defi ne, Measure, Analyze, 

Improve, Control) approach, 104, 113

Egencia, 157–159
Ernst, Jeff, 74, 77
Executives

Chief Revenue Offi cer (CRO), 
198–203

role of in high-growth companies, 
45–49

role of in marketing and sales 
dysfunction, 24, 26

Expedia, Inc., 157

Facebook, 3, 5, 15, 33, 109, 118, 187, 210
Federal Express, 210
First impressions, 128
Focus.com, 27, 28
Forecasting

Performance Management (RPM), 
157–160, 178, 183

revenue, 24, 64, 87–91, 149, 156–160, 
178, 183, 201

sales, 73, 74, 84
Forrester Research, Inc., 74–77
Friend stage of seed nurturing, 109, 110, 

122–124

Gates, Bill, 169
General Electric (GE), 183
Gerstner, Lou, 61, 209
Glengarry Glen Ross, 39, 40, 118
Google, 35, 118, 119, 162, 163, 187
Google+, 33
Gray, John, 23
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High-growth companies, 45–49
Hoffer, Eric, 177

IBM, 60, 61, 209
Inbound marketing, 116, 124, 125, 162, 

187. See also Seed nurturing phase
Infl uencers, seed nurturing stage, 122
Interruption-based advertising, 116, 117
Inventory of prospective buyers, 98, 155, 

156, 160
iPad, 40–44

Key Performance Indicators (KPIs), 104, 
150, 153–157, 160

Lead counts, 156, 160, 172
Lead generation, 19, 20, 31, 98, 156, 160
Lead nurturing phase (core engagement 

and relationship development)
about, 106, 113, 125–127
continuous lead scoring, 136, 137, 144
and lead recycling, 82. See also Lead 

recycling
lead scoring, 124, 126, 127, 131–137, 

140–144, 165
lead stage, 111
Marketing Qualifi ed Leads 

(MQLs), 137
metrics, 110, 111
names stage, 110, 131
passing leads to sales, 136, 137
prospect stage, 111
relationship building, 123, 124, 

126–131, 137
Lead qualifi cation, 137, 140–143
Lead recycling, 82, 137, 141, 146–148
Lead scoring, 124, 126, 127, 131–137, 

140–144, 165
Leads

defi ning, importance of, 101–103
dropped, 80–82, 108, 126, 146, 147
follow-up, 142
metrics, 110, 111
names distinguished, 123, 124
quality, 30, 32

LinkedIn, 3, 15, 33, 117, 118
Long-range planning, 15, 28. See also 

Forecasting

Loyalty programs, 17
Lyons, Susanne, 85, 184, 185

Mamet, David, 39
Marketing

accountability, 31, 48, 76, 88–90, 101, 
150, 160, 171, 183, 201

as an investment, 154
as art, 68, 69, 99, 172
business marketing concept, 13, 14
change, need for, 16
collaboration with sales, 8, 9, 24, 25
compensation, 23, 48, 64, 89–91, 96, 

183, 186, 189, 199, 201
as cost center, 24, 26, 29, 83, 84, 87, 

90, 154
credibility, 83–84, 87, 89–90, 163, 164
customer interaction after sales 

involvement, 25, 26
demand generation function, 18–22, 

28, 30, 53, 102, 115, 158
dysfunctional relationship with 

sales, 4, 5, 11, 15, 16, 23–29, 31, 
65, 124, 184, 193, 209, 210. See 
also Sales-marketing relationship, 
transforming

forecasting, 87–91
high-growth companies, survey on, 

45–49
historical background, 11–16
as investment in growth, 83–91
joint meetings with sales, 30, 32
Mad Men era, 13, 16
marketing concept philosophies, 

13–16
methodology, use of, 89
metrics, 19–21, 85, 87–91, 98, 99, 

101–103
old strategies, 8
online information, 43, 44
personality types, 26, 28, 29, 32, 63
PR (communications), 122
relationship marketing concept, 14
and revenue cycle, 78
role of, 8, 9, 11, 26
societal marketing concept, 13, 14
specialization, development of, 17
spending, 88, 90, 101, 102
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Marketing Automation (MA) systems, 
164–166, 170

Marketo, 24–25, 51, 53, 54, 83, 101, 164
McLuhan, Marshall, 173
Medtronic, 41
Men Are from Mars, Women Are from 

Venus (Gray), 23
Metrics

awareness, 109, 110
customer stage, 112
developing, 103–105
DMAIC (defi ne, measure, analyze, 

improve, control) approach, 
104, 113

Key Performance Indicators. See Key 
Performance Indicators (KPIs)

lead nurturing, 110–111
marketing, 19–21, 85, 87–91, 98–99, 

101–103
qualifi cation to close phase, 112
revenue analytics, 154–157
and revenue cycle, 79, 80, 98, 101–113
Revenue Performance Management, 

69–71, 160
sales, 74
seed nurturing, 109, 110

Miller, Jon, 83, 84
Monitoring buyer behavior, 126, 127. 

See also Lead scoring
Monserrat, Al, 193–195
Motivation campaigns, 129, 130
Motorola, 69

Names stage, 110
NBS Consulting Group, 85

O’Brien, Jennifer, 159
Opportunity stage, 112
Opt-out, 82, 126, 129
Outside the Box (blog), 85

Palmisano, Sam, 61
Pay-per-click advertising (PPC), 119, 

162, 163
Performance metrics. See Revenue 

analytics
Playbook for marketing and sales teams, 

191–196

Porter, Michael, 67, 68
Power shift from sellers to buyers, 34, 

35, 38, 39, 206
Project scope, 187, 188
Prospects. See Buyers; Lead nurturing 

phase; Leads

Qualifi cation to close phase, 106, 112
Quality improvement, 43, 68. See also Six 

Sigma

Relationship building, 123, 124, 
126–131, 137

Reporting relationships, 45, 48, 49, 199
Return on investment (ROI), 53, 63, 84, 

85, 116, 117, 129, 153, 154, 156, 
158–160, 166, 180, 194, 207

Return on marketing investment 
(ROMI), 156, 160

Revenue analytics
about, 148–150
complexity of, 151–153
data collection, 163, 164
expense and revenue matching, 154
forecasting revenue, 149, 

156–160
Key Performance Indicators (KPIs), 

104, 150, 153–157, 160
metrics, 154–157
need for, 150, 151
return on investment (ROI) analysis, 

153, 154, 156, 158–160
and RPM software, 168
tools, 153

Revenue cycle, 9, 73–82, 101–113
Revenue Cycle Model

about, 97–100, 113
defi ning, 102–104, 113
phases, 104–113, 117. See also Lead 

nurturing phase; Qualifi cation to 
close phase; Seed nurturing phase

Revenue growth
development of revenue machine, 

96–100
importance of, 61, 62, 206
increased sales, strategies for, 182
marketing and sales, driving growth 

through changes in, 62–64
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marketing as investment in growth, 
83–91

survey on marketing and sales 
practices, 45–49

Revenue lifecycle, 147, 148
Revenue Performance Management 

(RPM)
automation, 163, 164
change, revolutionary, 177–180, 

209, 210
continuous measurement and 

tracking, 70
demand chain reengineering, 51, 55
executive leadership, 185, 186, 189
forecasting revenue, 157–160, 

178, 183
impact of, 51, 52, 54, 55
implementation, 95, 96, 181–189
and marketing and sales as art versus 

science, 68, 69
Marketing Automation (MA) systems, 

164–166, 170
metrics, 69–71, 160
playbook for, 191–196
and process transformation, 67
revenue cycle, 73–82
Revenue Cycle Model. See Revenue 

Cycle Model
and revenue growth, 183
roadmap for, 205–208
and Six Sigma, 69–71
Software as a Service (SaaS), 169
software platform, 166–170, 186, 187
technology, 161–170
tools, 153
Zuora, 52–54

Revenue process, 9
Rosenberg, Craig, 27, 28

Sales
accountability, 31, 48, 76, 84, 87, 

88, 201
as art, 68, 69, 74, 99, 172–174
change and technology, 40–44
closing, 39, 40
collaboration with marketing, 8, 9, 

24, 25
compensation, 89, 90

continuous improvement, 74. See also 
Continuous improvement

and customer interaction with 
marketing, 25, 26

dysfunctional relationship with 
marketing, 4, 5, 8, 9, 11, 15, 16, 
23–29, 31, 65, 124, 184, 193, 209, 
210. See also Sales-marketing 
relationship, transforming

as expensive resource, 107, 108, 113
focus on most likely buyers, 99
high-growth companies, survey on, 

45–49
hunting metaphor, 7–9, 18, 21, 105, 

139–141
interaction with prospective buyers, 

timing for, 107, 108
joint meetings with marketing, 30, 32
lead scoring, 144. See also Lead scoring
old strategies, 7, 8
personality types, 26, 28, 29, 32, 63
pipeline, 73, 74, 144
prioritization, 141, 143–146
productivity, 139–141, 144–146, 

148, 168
as profi t center, 24, 29
and revenue cycle, 78
social networks, use of, 8. See also 

Social media
Sales cycle, 73, 74, 78, 80–82
Sales Development Representatives 

(SDRs), 142, 143, 148
Sales force automation (SFA), 19
Sales funnel, 80–82, 112
Sales-marketing relationship, 

transforming
initial steps, 30, 32
personal relationships, 31, 32
and revenue growth, 62–64

Sandhusen, Richard L., 13
Scott, David Meerman, 117
Search engine marketing (SEM), 

118–120, 124
Search engine optimization (SEO), 

116, 119
Seed nurturing phase (early awareness 

and preference building)
about, 105, 113, 115–117
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Seed nurturing phase (continued)
aware stage, 108, 109
awareness, transforming into 

preference, 116, 121, 122
content marketing, 117–122
friend stage, 109, 110
friends, converting into leads, 

122–124
infl uencers, 122
metrics, 109, 110
promotions, 121
search engine marketing, 118–120, 124

Short-range planning, 15, 28
Six Sigma, 43, 51, 67–71, 104, 179, 

183, 185
Smith, Fred, 210
Social media

agility in monitoring and response to, 
35, 37, 38

authenticity, 35–38
branding campaigns, 17
buyers use of, 8
content marketing, 118–120
Facebook. See Facebook
impact of, 33, 34, 38
importance of, 8
and inbound marketing, 116
and informed buying choices, 35
LinkedIn, 3, 15, 33, 117, 118
and marketing metrics, 20
monitoring tools, 37
power shift from sellers to buyers, 34, 

35, 38, 39, 206

transparency, 35, 36, 38
Twitter, 15, 33, 36, 118

Software as a Service (SaaS), 169
Spector, Jonathan, 62
Supply chain, 19, 42, 67, 68, 210
Supply Chain Management, 67

Teamwork, 14, 15. See also Collaboration
Technology

and changes in sales profession, 40–44, 
177, 178

and creativity, 171–174
need for, 161–164, 170

“Thought Leadership: The Next 
Wave of Differentiation in B2B 
Marketing” (Forrester Research), 77

Total Quality Management, 43
Trailer, Barry, 79
Transparency, 35, 36, 38, 196
Twitter, 15, 33, 36, 118

Value chain, 19, 67, 78
Value delivered, 30
Viral marketing, 116, 119, 123
Vision, 99, 200, 205

Wasson, Wes, 30, 191–195
Welch, Jack, 183

Yahoo!, 20, 35

Zhivago, Kristin, 171, 172
Zuckerberg, Mark, 210
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