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Sales & Marketing Strategy

Strategy Frameworks

+ Ansoff Matrix

* Blue Ocean Strategy

« Entering a New Market

* Introducing a New Product

« Segmentation, Targeting & Positioning

Sales Function
Vision, Mission &
Values
Marketing Function
Vision, Mission &

Values

Sales Strategic
Objectives & KPIs
to reach our Vision
Marketing Strategic
Objectives & KPIs
to reach our Vision

Sales Team &
Budget

Market Analysis Sales Analysis Funnel Process

)

Marketing Team &
Budget

Marketing Channel
Analysis

Company SWOT

Competitor Analysis Analysis

4 Pillars to reach our Sales & Marketing Strategic Objectives
N\ pis i 7
e PO-SI-tlﬂnlng B Communication Strategy Sales Distribution Strategy Pricing Strategy
Value Proposition
1. Target market 1. Background & context 1. Retail distribution 1. Pricing fundamentals
2. Product/service offering 2. Communication objectives 2. Wholesale distribution 2. Pricing maturity model
’ 3. Product life cycle 3. Approach | - 3. Online distribution 3. Current pricing maturity level
4. Product/service positioning: Key ; gommunr:F:atlon FLLE L 4. Own physical store distribution 4. Target pricing maturity level
attributes, customer benefits & e . ; . :
unique selling proposition (USP) 6. Stakeholder analysis S. Franchl‘smg | 5. Pricing strategies |
5. Value proposition 7 Communication channels 6. Stra‘teglc partnej-rsmps. 6. M.ethods to set up price
_ _ 8. Keydependencies 7. Multi-channel distribution 7. Discounttypes
6. Product packaging and design - _
_ 9. Communication risks 8. Sales team structure 8. How to avoid price war
7. Product bundling : L o ,
_ _ 10.High-level communication plan 9. Sales distribution strategy selection
8. Customer feedback}nt_e:-g,_ratmn 11.Detailed communication plan matrix

List of Potential Initiatives for each Pillar

Business cases and financial models to help us assess our list of potential projects
Project Prioritization, Business Roadmap and Implementation

Change Management and Internal Communication




A Startup G'I'M Framework
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