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Presented by 
Patrick Walsh 
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Today’s Goals 
 

• Insights 
• Awareness 

• Ideas 

• Diminish the noise 
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My Journey 
Business to Business 
Over 420 companies 

Over 26 years 
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Introduce  
Yourself 

 
What quesGons 
did you bring to 

this 
workshop? 
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What causes 
the gap? 
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Sales 
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56% 
No formal 

program to 
align sales & 

markeGng 
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56% 85% 
No formal 

program to 
align sales & 

markeGng 

Sales & 
markeGng 

efforts non- 
collaboraGve 
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Customer Journey Changed 
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Customer  
has more 

Info available 
 

Blogs 
Social Media 
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Internet  
broadens  
the gap 
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On-line Customer Journey 



What customer is looking for*: 
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Reviews Features Tech Info Pricing Availability How to Buy 

* MarkeJngSherpa B2B Buyer’s Study 

1 2 3 
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Introducing  
The Revenue Team 
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Customer Focused 
Strategy Quiets 

the Noise 
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Tips for Success 
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IdenGfy  
Specific 
Businesses 

# 1 
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Agree on what 
Makes a good lead 

# 2 
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Be specific about the 
People involved 

# 3 
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Be specific about each 
Player’s pain 

# 4 
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What quesGons do 
your customer’s ask?  

# 5 



Answer QuesGons for Content 

Website (blogs) 

Enews Linkedin 
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The Answers 
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Set Measurements # 6 
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Thank You for Abending 

Bridge the gap between sales & marke4ng 
…create “revenue teams” that succeed! 

Please refer this workshop and provide us with your feedback. 
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Pat’s Pearls 
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Manage the Process 
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More of Pat’s Pearls 
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Vendor 1 
Website          Brochures 
Whitepapers   Podcasts 

Blogs     Facebook    Webinars 
Email Blasts   LinkedIn 

Vendor 2 
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Email Blasts   LinkedIn 

Vendor 4 
Website          Brochures 
Whitepapers   Podcasts 

Blogs     Facebook    Webinars 
Email Blasts   LinkedIn 

Vendor 5 
Website          Brochures 
Whitepapers   Podcasts 

Blogs     Facebook    Webinars 
Email Blasts   LinkedIn 

Vendor 6 
Website          Brochures 
Whitepapers   Podcasts 

Blogs     Facebook    Webinars 
Email Blasts   LinkedIn 

Customer’s 
TIME 
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Whitepapers   Podcasts 

Blogs     Facebook    Webinars 
Email Blasts   LinkedIn 

Vendor 5 
Website          Brochures 
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TIME 
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X 
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What customer is looking for*: 
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My Journey 
Business to Business 
Over 420 companies 

Over 26 years 



YouWhat’s in it for me? 
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Your brand posiJoing 

•  What you do . . . . .  
•  For whom . . .  

•  Why they buy from you 

•  How you are beWer than your compiteJon 
(what makes you  unique) 
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•  Brand promise 
•  Traits 

•  Your story 

•  Logo 

•  Tagline 

•  Imagery/colors 
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