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How to use this workbook

This workbook has been designed to provide you with the course
material necessary to complete Professional Diploma in Strategic
Sales and Marketing by distance learning. At various stages
throughout the module you will encounter icons as outlined
below which indicate what you are required to do to help you
learn.

This Activity icon refers to an activity where you are required to
undertake a specific task. These could include reading, questioning,
writing, research, analysing, evaluating, etc.

This Activity Feedback icon is used to provide you with the
information required to confirm and reinforce the learning outcomes of
the activity.

This Key Point icon is included to stress the importance of a particular
piece of information.

It is important that you utilise these icons as together they will
provide you with the underpinning knowledge required to
understand concepts and theories and apply them to the business
and management environment. Try to use your own background
knowledge when completing the activities and draw the bestideas
and solutions you can from your work experience. If possible,
discuss your ideas with other students or your colleagues; this will
make learning much more stimulating. Remember, if in doubt, or
you need answers to any questions about this workbook or how to
study, ask your tutor.
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Introduction

This course focuses on strategic sales and marketing, giving
practising sales, marketing and key account managers the
foundation for formal development in their increasingly strategic
roles.

The course commences by describing the critical relationship
between sales and marketing in today’s business environment of
complex, highly competitive global markets. The strategic nature
of the roles is emphasised and the necessity for a market-driven
and holistic approach is established.

The market management process is developed. In particular, the
stages of understanding the marketplace, market segmentation,
portfolio analysis, developing segmentation strategies, business
plan alignment and the on-going task of market management are
detailed.

Repeated sales success, improved business performance and
sustainable competitive advantage all require sound,
client-centric, organisational sales processes. However excellent
the sales team, dependence on the salesperson’s knowledge of the
market offering or natural flair is not enough in today’s highly
competitive marketplace. To this end, the organisational processes
of opportunity management, sales solution design and sales
delivery are examined, together with the sales roles in these
processes. Advanced selling techniques such as relationship
selling, solution selling, consultative selling and neuro-linguistic
programming are also analysed.

Aimed particularly at sales managers, the sales management
process is covered in depth. The need for holistic management is
emphasised in sales planning, as well as in sales monitoring and
control. Given that for most companies, the vast proportion of
revenue arises from repeat business from a few strategic
customers or key accounts, the strategic nature of managing client
relationships and developing customer intimacy is examined.

In the final unit we note how critical it is today for progressive
companies to place a high focus on ethical and socially responsible
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policies. Not only do they earn a high reputation in this way, but
they are usually rewarded with more sustainable business. In this
context, ethical and legal issues affecting sales and marketing are
introduced.

The topics covered in this course are divided into six units:

Unit 1: Introduction to Strategic Sales and Marketing

Unit 2: The Market-Driven Approach

Unit 3: Strategic Marketing

Unit 4: Advances Selling

Unit 5: Sales Management

Unit 6: Ethical and Legal Issues
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Unit |
Introduction to Strategic
Sales and Marketing

Introduction

This unit gives an introduction to the subject of strategic sales and
marketing. It sets the background for selling in today’s complex
and highly competitive global markets.

The unit will commence by considering what strategic sales and
marketing are, and then examine the critical relationship between
the two in business development. The evolution of marketing to
its strategic role in organisational strategy will be developed.
Contemporary issues in sales and marketing will be considered;
specifically, issues concerning the globalisation of markets, the
opportunities and challenges provided by e-commerce, the role of
strategic  partnerships in today’s competitive business
environment, customer intimacy, and the emergence of account
management and relationship management as key sales roles.

On completion of this unit you should be able to:

e Explain what is meant by strategic sales and
marketing, and assess the relationship between the
two in business development.

e Explore the key role of marketing in contemporary
organisations.

e Analyse the key challenges faced by your
organisation’s sales and marketing function.

What is Strategic Sales and Marketing?

Strategic sales and marketing are frequently used buzz words in
business. But what exactly is strategic sales? What is strategic
marketing? The terms sales and marketing are often incorrectly
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used synonymously. So how do strategic sales and marketing
differ? How do they inter-relate in business development, and
why are they of such strategic importance to organisations? These
are some of the questions we shall answer in this section.

ACTIVITY

Before reading the next section, consider what the terms strategic
marketing and strategic sales mean to you.

How do they inter-relate!?

Why are these disciplines integral to the strategy of the organisation?

Key Definitions of Strategic Marketing

Marketing is the discipline associated with identifying the needs
and wants of a target set of customers, and then creating market
offerings to satisfy those customer needs and wants. The market
offering may be a product, a service or a combination of both to
meet the particular business need of the customer. The last
category is often referred to as a solution, and is an increasingly
important part of sales and marketing in commercial
environments today.

The business activities in marketing include market research,
customer needs analysis, and strategic decision making about the
design, pricing, promotion and distribution of the market offering.

The American Marketing Association definition of marketing is:
‘The process of planning and executing the conception, pricing,
promotion, and distribution of ideas, goods, and services to create
exchanges that satisfy individual and organizational objectives.’

At the heart of marketing is customer satisfaction and increasing
profit. Marketing is all about having the ‘right market offering at
the right time, place and price’. The foundations of marketing are
based on what is referred to as the 5Ps, or the marketing mix:

e Product.
e Price.

e Promotion.
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e Place.

e People.

Most of you will have already come across the 5Ps. Let us briefly
refresh our understanding of the 5Ps. By ‘Product’” we mean the
product concept or market concept. The market concept may well
be a product, but can also be a service or a solution. Finding the
right product concept is a key marketing function. ‘Price’ refers to
the pricing decisions that are made to optimise price
competitiveness in the marketplace. It is finding the price that the
customer is willing to pay. ‘Promotion” refers to the methods by
which the market offering is communicated to potential
customers. The ‘P’ in ‘Place’ refers to the ‘where and who’ in
selling. Where you will market and who will deliver your
product/services/solution to your customers. It includes
decisions about market coverage, demographics, geographical
coverage and distribution channels. The final ‘P’, ‘People’, was
added later to the marketing mix, as the key role of people came to
be recognised; particularly in the services industries. ‘People’
really refers to customer service; specifically, how well your staff
(in particular, customer-facing staff) serve the requirements of
customers. This element of the marketing mix should not be
under-estimated, because when we talk about markets we are
really talking about people. When we create marketing plans we
are designing ways to effectively communicate with people.

Some consider the 5 Ps of marketing to be an outdated concept.
With the increasing dominance of the services sector in many
Western economies, the 5 Ps has been expanded to be the 7 Ps for
the services sector. The two additional Ps being ‘Process’” and
‘Physical Evidence’. Process is now a vital element in any
marketing strategy, and refers to hAow the service/solution is
delivered. We shall consider this in some depth in later sections.
By physical evidence we mean the ability to communicate the
benefits of your service to potential customers. It is that which the
customer can sense physically that contributes to their perception
of the service. These latter two Ps are vital when marketing
services and solutions.

With rapid changes in the business environment, and, in
particular, as a result of the pervasive influence of the Internet, the
term marketing has come to mean other things. However, it
should be noted that the foundations of marketing remain largely
the same, but the vehicles for marketing are changing. In
particular, the age of the Internet and accessibility to new
technologies is providing new opportunities for market
promotion, market reach and distribution. It is also providing
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vendors with the electronic infrastructure and tools for rapid
customer responsiveness and improved service.

KEY POINT

Marketing is a customer-centric discipline commencing with careful
analysis of the marketplace, and then action to implement a plan. It is
strategy development, followed by logical and thought-out tactical
implementation.

Key Definitions of Strategic Selling

Strategic selling is the practical implementation of strategic
marketing; in particular, the implementation of the marketing
plan. It is focused on achieving the top line of the income
statement. The sales function of any organisation determines the
organisation’s success, future and survival.

To re-iterate, the focus of sales is to increase profit. To best achieve
this, the salesperson must be knowledgeable about the business
environment and the markets that they are selling into.

The business landscape of today is very different to that of even 5-10
years ago. Traditional methods of selling are no longer apt. Strategic
selling recognises that the market offerings of today need to be
customised, flexible and tailored to the business need of the
customer. This requires high situational and domain knowledge on
the part of the salesforce. In most commercial contexts, no individual
has the entire breadth of skills and competencies required to make a
complex sale. Thus, strategic selling is a team effort that mobilises the
entire vendor organisation. Strategic selling requires that the entire
vendor organisation has a customer-focus. This is particularly so in
the context of services and solutions sales. Commercial market
offerings almost always require you to establish and develop a
high-level relationship with the customer. Thus, there is an
increasing emphasis on relationship selling and key account
management. We shall look at these areas in more detail later. The
relationship with the customer organisation must cascade down
from the executive levels all the way down to the technical people
who will use your market offering on an operational basis. Strategic
selling must integrate the strategic and political dimensions. It must
identify the key players and decision-makers in the customer
organisation, manage their differences and promote a unified buying
vision that includes your market offering.
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