
 

The contents of these pages are copyright © 2010 Frost & Sullivan. All rights reserved. 

 

Growth Team MembershipTM Deliverables 

Guide to GTM Research Deliverables  

Best Practice Guidebooks are step-by-step illustrations of the specific activities performed by a profiled 

company to solve a pressing business challenge. 

Growth Process Toolkits present Frost & Sullivan’s best work on each growth process in a step-by-step 

implementation format. This research features proven processes, tools, and templates to help clients successfully 

manage risks and pitfalls associated with each growth process.  

Career Insights contain the key insights from GTM’s annual surveys of executives in the key functions reporting 

to the CEO. The surveys’ results identify the key business environment factors influencing planning, the top 

functional challenges, staffing and budget plans, and additional function-specific topics.  

 

Best Practice Guidebooks 

From Vision to Implementation: Integrated Strategic Planning 

BEST PRACTICE GUIDEBOOK  

Learn how the Corporate Strategy function at Sundt develops an integrated strategic planning and 

implementation process. The profiled company, Sundt Companies, Inc. is construction services company. 

 

The Challenge: Sundt needs to break down silos, create a shared corporate vision, provide the necessary 
context to make decisions, and integrate strategic and tactical planning for effective implementation. 

The Solution: Key takeaways include: 

 Leveraging a Systems Planning Model to drive a two-tier strategy planning process that sets long-term 
corporate goals and division-specific activities  

 Developing key metrics to track progress during quarterly assessments  

 Establishing an infrastructure to ensure divisions align to and support the corporate strategy  

 

Industry Solutions Labs: Showcasing Innovation 

BEST PRACTICE GUIDEBOOK  

Learn how the how the Sales and Research functions at IBM create executive briefing centers to bring together 
clients, business partners, and IBM industry experts and researchers to explore how leading-edge technologies 
can solve pressing business challenges.  
 

The Challenge: IBM wants to better capitalize on its investment in Research and Development to enhance 
relationships with clients and business partners, and ultimately increase revenue. 

The Solution: Key takeaways include: 

• Using internal  networks to pinpoint emerging technologies with the greatest client appeal 

• Engaging C-level clients through tailored sessions that focus on sharing market, product and emerging-

technology insights  

• Breaking down barriers between R&D, Sales, clients and prospects  

• Translating technology-centric projects into solution-focused presentations  
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Building a B-to-B Social Media Marketing Competency 

BEST PRACTICE GUIDEBOOK  

Learn how the Marketing function at DuPont used social media pilots to develop social media marketing 
capabilities, and also how senior management created corporate governance measures and a Center of 
Excellence for social media. The profiled company, DuPont, is a science-based products and services company.  

 

The Challenge: DuPont eMarketers struggle to integrate social media with Marketing and establish social media 
capabilities companywide. 

The Solution: Key takeaways include: 

 Developing a listening strategy 

 Creating social media pilots to establish social media capabilities  

 Establishing governance (corporate policy, a steering committee and project approval process) for 
social media companywide 

 Setting up a social media Center of Excellence for the global marketing function 

 

Sales and Marketing: Revitalizing the Value Proposition 

BEST PRACTICE GUIDEBOOK  

Learn how the Marketing function at Kronos collaborated with Sales to create and deliver a differentiated value 
proposition. The profiled company, Kronos, Incorporated, is a workforce management software solutions 
company. 

The Challenge: Slowing product growth forces Kronos' marketing and sales organizations to create and deliver a 
differentiated value proposition. 

The Solution: Key takeaways include: 

 Evaluating the existing value proposition 

 Developing a new value proposition that targets core customer needs 

 Documenting the value proposition in a Foundational Messaging Guide for employees 

 Conducting messaging workshops with the sales force to drive implementation of new messages and 
techniques 

 Establishing Sales and Marketing Leadership Councils to spur ongoing collaboration 

From Macro to Micro: Translating Mega Trends into Strategy 

BEST PRACTICE GUIDEBOOK  

Learn how the Corporate Development/Strategy function at Knorr-Bremse AG developed a systemic, Macro-to-
Micro process to identify and integrate Mega Trends with its strategic planning process.  

The Challenge: Knorr-Bremse has to create a process to harness the emergence of global trends and the 
inherent opportunities (and risks) they present for the company and each of its divisions.  

The Solution: Key takeaways include: 

 Securing buy-in from executive management and the Board  

 Establishing a dedicated Mega Trends team 

 Filtering Mega Trends to determine the most meaningful for the business 

 Incorporating Mega Trends into the annual strategic planning process 
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Implementing Value-Based Selling: A Process-Driven Approach 

BEST PRACTICE GUIDEBOOK  

Learn how Sales Leadership at Energy Company* evaluated the sales process and sales force’s capabilities, 
and implemented a sales effectiveness program to enable the sales force to deliver a value-based offering—
convey value beyond price.  

The Challenge: In a highly commoditized, mature market reliant upon long-standing customer relationships 
characterized by a lowest-cost mindset, Energy Company’s sales team is challenged to provide a differentiated 
value proposition. 

The Solution: Key takeaways include: 

 Identifying the capabilities required from people, processes, and tools to execute value-based selling 

 Evaluating current and desired sales force capabilities 

 Developing a sales effectiveness program to close capability gaps  

 Using tools to quantify and communicate the specific value customers will realize 

 Securing buy-in from the sales force  

Capitalizing on Social Media to Drive an Effective Product Launch 

BEST PRACTICE GUIDEBOOK  

Learn how the Marketing function at Microsoft Corporation leverages social media to engage brand enthusiasts 
who will support the launch of Windows 7. 

The Challenge: Microsoft seeks to build long-term relationships with brand enthusiasts and engage them in the 
new product launch process. 

The Solution: Key takeaways include how to: 

 Identify and organize brand enthusiasts  

 Reward brand enthusiasts’ active participation 

 Monitor online conversations for opportunities to engage and amplify peer-to-peer recommendations 

 Provide brand enthusiasts with tools to drive word-of-mouth  

Deriving Value from Corporate Responsibility through Community Engagement 

BEST PRACTICE GUIDEBOOK  

Learn how the Corporate Strategy function at Intel Corporation an integrated corporate responsibility program—
including its community engagement—that reflects its strategic objectives and maximizes impact.  

The Challenge: Intel oversees a number of corporate responsibility1 initiatives focused on community 
engagement, but needs to integrate these activities within the company’s larger set of strategic objectives. 

The Solution: Key takeaways include how to: 

 Perform needs assessments to identify community engagement opportunities  

 Tailor community engagement tactics to Intel’s objectives (i.e., entering, building long-term relationships 
with, or exiting the community)  

 Invest in the people, process, and tools needed to manage community engagement  

 Employ a three-tier categorization process to govern partnership development 
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Value Maximizing Acquisition Integration 

BEST PRACTICE GUIDEBOOK  

Learn how the Corporate Development function at Cisco Systems developed an acquisition integration process 
to obtain full value from each deal and built the capacity to conduct multiple concurrent integrations.  

The Challenge: Cisco recognizes the need to create an integration process to handle a high volume of 
acquisitions, with diversified products and business models, with minimal disruption to Cisco and the acquired 
company.  

The Solution: Key takeaways include how to: 

 Ensue early engagement and participation by the team responsible for the integration 

 Develop an end-to-end integration process—including structured check points to safeguard the value-
drivers 

 Create a metrics-driven monitoring system—based on value-drivers and synergies  

 Construct a timely and effective communications strategy 

Activating a Social Media Strategy within an Organization 

BEST PRACTICE GUIDEBOOK  

Learn how the Marketing function at Eastman Kodak Company used a systematic approach to create and 
activate a social media strategy throughout the organization.  

The Challenge: Kodak recognizes the opportunity presented by (and the risk of ignoring) online brand-related 
conversations and needs to develop a social media strategy and the processes and capabilities to implement it 
effectively.  

The Solution: Key takeaways include how to: 

 Identify the skills and capabilities needed to operationalize a social media strategy 

 Select the appropriate talent and channel to launch the strategy  

 Create a process to listen and respond to online conversations 

 Track social media progress in driving engagement and sales opportunities 

Strategic and Economic Value Analysis of Innovative New Business Ideas 

BEST PRACTICE GUIDEBOOK  

Learn how R&D/Innovation and the Corporate Strategy functions at Hewlett-Packard (HP) created a workshop-
based process to analyze the strategic fit and economic value of ideas for entirely new businesses.  

The Challenge: HP needs a rigorous process to help develop and evaluate ideas for launching innovative new 
businesses based on their strategic and economic values. 

The Solution: Key takeaways include how to: 

 Formulate and evaluate commercialization strategy options and align teams on which to pursue 

 Identify and prioritize the riskiest phases of commercialization plans 

 Use key factors to estimate the commercial value of launch strategies, identify the factor with the 
greatest impact on value, and select the optimal launch strategy 
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Leveraging Sustainability for Competitive Advantage 

BEST PRACTICE GUIDEBOOK  

Learn how Dow’s Corporate Strategy and the CEO at Dow developed a business model to address 
Sustainability’s “triple bottom line”—economic, environmental and social aspects—to deliver tangible competitive 
advantages.  

The Challenge: Facing increasing environmental regulation, growing customer demand for green products, and 
fluctuating manufacturing input costs, Dow sees an opportunity to develop a competitive advantage through a 
comprehensive sustainability program.  

The Solution: Key takeaways include how to: 

 Increase internal savings through policies and production models that you beyond regulatory 
requirements 

 Integrate external stakeholder perspectives into the strategic planning process 

 Leverage core competencies through innovation to create sustainable products 

 Monitor, benchmark, and publicize sustainability progress quarterly and annually 

Building Global Acquisition Integration Capabilities 

BEST PRACTICE GUIDEBOOK 

Learn how Weir PLC’s Corporate Development function established a network of part-time, region-specific 
integration teams to increase capacity and harness local knowledge for effective acquisition integration.  

The Challenge: Given the unpredictable location and frequency of its global M&A activities, Weir Group seeks a 
scalable integration process that uses regional resources to augment a small corporate team.  

The Solution: Key takeaways include how to: 

 Develop part-time, region-specific integration teams 

 Establish a formal integration plan that spans pre-announcement activity to post-integration monitoring 

 Build integration team capabilities through workshops and toolkits 

Building a Customer-Centric Business Model 

BEST PRACTICE GUIDEBOOK 

Learn how Marketing and R&D at Tandberg used customer segmentation as the foundation for a customer-
centric business model. 

The Challenge: To enter new horizontal markets, Tandberg needs to evolve its technology-focused business 
model to a customer-needs driven model.  

The Solution: Key takeaways include how to: 

 Segment end users by harnessing employees’ customer knowledge  

 Identify the wants and needs of identified customer segments 

 Embed a segment-focused approach in Product Development, Sales and Marketing 
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Collaborative Innovation Process 

BEST PRACTICE GUIDEBOOK  

Learn how Sales and R&D at IBM co-created a program that incubates early-stage innovations with outside 
companies to hasten commercialization. 

The Challenge: IBM must accelerate the delivery of promising innovations from research labs to the marketplace 
to capitalize on identified growth opportunities.  

The Solution: Key takeaways include how to: 

 Utilize a multi-stage process to filter innovation ideas to those most viable 

 Evaluate innovation ideas against a set of criteria to make funding decisions 

 Select innovation incubation partners that fit identified attributes that lead to success  

 Develop and implement a project plan that achieves identified program goals 

Business Intelligence Project Prioritization System 

BEST PRACTICE GUIDEBOOK  

Learn how L-3 Communication Holdings’ business intelligence function (Market Research and Competitive 
Intelligence) developed a system to prioritize its project portfolio, allocate resources, and reduce redundant 
requests. 

The Challenge: Business Intelligence struggles to prioritize a high volume of requests, which vary in importance 
and urgency, into its project portfolio. 

The Solution: Key takeaways include how to: 

 Prioritize ad hoc projects based on their business impact and resource requirements 

 Establish next steps commensurate with projects’ importance and available BI resources 

 Create a BI portal that allows a self-service option for low-priority requests 

ROI-Based Marketing Program Evaluation and Budget Allocation Process  

BEST PRACTICE GUIDEBOOK  

Learn how Kimberly-Clark Professional developed and implemented a comprehensive ROI-Based marketing 
process to increase the efficiency and effectiveness of its marketing programs. 

The Challenge: Marketing is under pressure to demonstrate the ROI of its spending and needs a process to 
allocate and monitor program funding based on ROI-focused metrics.  

The Solution: Key takeaways include how to: 

 Develop a “ROI Toolbox” to guide marketing program creation and monitoring 

 Implement an ROI-based process to evaluate, select and monitor programs 

 Benchmark program performance to refine metrics and identify best-in-class programs 
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Implementing a Customer Lifetime Value Approach to Sales and Marketing Strategies  

BEST PRACTICE GUIDEBOOK  

Learn how Farmers Insurance Group used a Consumer Lifetime Value (CLTV) model—the revenue a customer 
generates during their lifetime with the company—to pursue sales and marketing strategies based on the 
monetary value of each customer. 

The Challenge: Traditional business metrics lack customer focus and result in sales and marketing strategies 
concentrated on the quantity, rather than the quality of customer relationships.  

The Solution: Key takeaways include how to: 

 Develop a CLTV model to calculate the CLTV of each customer 

 Perform CLTV-based segmentation to create actionable customer profiles 

 Attract and retain higher CLTV customers through focused marketing and sales strategies 

Mature Product Reinvigoration Process 

BEST PRACTICE GUIDEBOOK  

Learn how Appleton Inc.’s product innovation function developed and implemented a process to identify new 
markets and applications for mature products. 

The Challenge: Facing stagnating demand in current markets for their mature products, Appleton Inc. must 
identify new applications and markets for its product portfolio 

The Solution: Key takeaways include how to: 

 Identify and evaluating mature products’ competitive advantages 

 Use scorecards to pinpoint the mature product with the most appeal in new markets 

 Filter new markets to find the most viable opportunity 

 Determine how to enter the selected new market given the capabilities of the company 

Innovation Management Process 

BEST PRACTICE GUIDEBOOK  

Learn how ConvaTec structured its innovation process around formalized governing teams, phases, and phase 
reviews. 

The Challenge: An unstructured and disorganized innovation process results in highly variable profitability and 
success rates for new products. 

The Solution: Key takeaways include how to: 

 Develop a formalized governing body to coordinate the innovation process 

 Improve the transparency of the innovation process through established project checkpoints  

 Create standardized guidelines for project managers 
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Growth Process Toolkits 

Customer Strategy—Accelerating Growth through Ongoing Customer Listening, Immediate 
Response, and Meaningful Dialogue 

GROWTH PROCESS TOOLKIT 

This Toolkit includes more than 30 tools and covers four phases of building a customer strategy: 

1. Sensing customer needs—Identifying lead customers and highest-value segments; collecting and 
prioritizing insights, needs, and preferences 

2. Acting on customer insights—Sharing intelligence throughout the organization; assessing fit between new 
opportunities and existing capabilities; refining the value proposition 

3. Communicating with customers—Building a marketing plan that incorporates traditional and emerging 
communications channels; establishing effective sales support mechanisms 

4. Refining the strategy—Measuring performance, collecting stakeholder and customer feedback; adjusting 
the strategy in response 

Strategic Partnerships—Accelerating Growth through Principled Partner Selection and 
Proactive Relationship Management 

GROWTH PROCESS TOOLKIT 

This Toolkit includes more than 25 tools and covers four phases of Strategic Partnerships: 

1. Capability Assessment—Unbiased identification of your company’s unique strengths; assessment of 
critical capability gaps 

2. Market Due Diligence—Systematic identification of high growth opportunities within a market; 
determination of which opportunities could be best pursued through a strategic partnership  

3. Partnership Formation—Screening and evaluation of best-fit partners to take advantage of market 
opportunity; partner negotiation and contract finalization 

4. Partnership Management—Assessment of partner’s performance and partnership’s continuing viability  

Vertical Market Expansion—Accelerating Growth through Principled Market Opportunity 
Evaluation and Entry Strategy Development 

GROWTH PROCESS TOOLKIT 

This Toolkit includes more than 20 tools and covers three phases of Vertical Market Expansion: 

1. Current Market Evaluation—Estimation of current market saturation and size; analysis of current 
customers, competitors, organizational competencies and resources 

2. Vertical Market Opportunity Analysis—Evaluation of a new market’s size, growth potential, customer and 
competitor environment, and company’s ability to take advantage of the opportunity offered by the new 
market 

3. Market Entry Strategy Development—Design of awareness—and demand-generation campaigns; 
development of sales support materials and internal and external communication materials 
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Distribution Channel Optimization—Accelerating Growth through Unbiased and Ongoing 
Partner Evaluation, Selection, and Management  

GROWTH PROCESS TOOLKIT 

This Toolkit includes more than 20 tools and covers three phases:  

1. Current Channel and Partner Evaluation—Unbiased evaluation of your company’s current distribution 
channels and partners, their effectiveness in reaching customers, and ability to differentiate your 
organization from the competition  

2. New Partner Evaluation and Selection—Systematic identification of high-growth opportunities within a 
market or geographic region; selection of appropriate partners to take advantage of those growth 
opportunities  

3. Partner Management and Monitoring—Assessment of partners’ performance; development of sales 
support and communication materials; planning for partner conflict resolution  

Competitive Strategy—Accelerating Growth through Principled and Informed Competitive 
Decision Making 

GROWTH PROCESS TOOLKIT 

This toolkit includes more than 20 tools and covers three phases of Competitive Strategy: 

1. Internal Competency Evaluation—Unbiased identification of your company’s unique strengths (i.e., those 
things your company does better than the competition) 

2. Market Due Diligence—Systematic identification of high-growth opportunities within a market; intelligence-
gathering on competitors’ behavior and strategies 

3. Threat Mitigation—Careful analysis of potential responses to competitive threats, with focus on long-term 
cause-and-effect scenario planning 

New Product Launch—Accelerating Growth through Rigorous Planning; Principled Execution 
and Continuous Monitoring 

GROWTH PROCESS TOOLKIT 

This toolkit includes more than 20 tools and covers three phases of New Product Launch:  

1. Launch Planning—Determination of appropriate product positioning, volume forecasting, distribution 
channels, and budget allocation 

2. Launch Execution—Introduction of product to market with awareness—and demand-generating 
campaigns; sales force and (as applicable) channel partner training 

3. Launch Monitoring—Evaluation of product, sales rep, and channel partner performance; product 
feedback collection from customers and sales teams 

New Product Development—Accelerating Growth through Unbiased and Rigorous Early-Stage 
Product Evaluation 

GROWTH PROCESS TOOLKIT 

This toolkit includes more than 20 tools and covers the first two phases of New Product Development:  

1. Demand Assessment—Strategic analysis of all factors that could influence demand for the product or 
service (e.g., customer needs, competitor activity, market stability) 

2. Feasibility Assessment—Principled consideration of operational and organizational potential to support 
the development and launch of an innovation concept 
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Geographic Expansion—Accelerating Growth through Principled and Repeatable Entry 
Strategy  

GROWTH PROCESS TOOLKIT 

This toolkit includes more than 20 tools and covers four phases of Geographic Expansion:  

1. Strategic Review—Determination of, and agreement upon, the purpose of geographic expansion and 
which countries will be considered for market entry 

2. Country Prioritization—Ranking of all countries under consideration for expansion 

3. Entry Assessment—In-depth research of the target country that informs market entry strategy decisions 

4. Local Office and Staff Planning—Analysis of all logistical issues pertaining to establishing an on-the 
ground presence in the selected country 

Mergers & Acquisitions—Accelerating M&A Growth through Early-Stage Planning and 
Evaluation 

GROWTH PROCESS TOOLKIT 

This toolkit includes more than 20 tools and covers the first two phases of :  

1. Sector and Trend Analysis—High-level analysis of all potential sectors and markets a company might 
evaluate when pursuing growth through M&A 

2. Target Specific Evaluation—Principled consideration of potential targets within an identified sector 
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Career Insights 

2011 Marketing Priorities Surveys: Americas, Europe, and Asia Pacific 

CAREER INSIGHT 

These articles summarize the key findings from GTM’s surveys of Marketing executives in the Americas, Europe, 

and Asia Pacific. The findings enable you to benchmark your peers on the following:  

1. External Challenges—Analysis of the external factors, such as competitive climate and customer 
behavior, influencing Marketing’s decision making.  

2. Key Marketing Challenges—Identification of the top functional challenges driving marketing planning. This 
section includes analysis by business model and company revenue. 

3. Marketing Effectiveness and Expenditures—In-depth analysis, by business model and company revenue, 
of Marketing’s functional effectiveness, budget and staffing plans including trends in budget allocations 
and budget as a percentage of annual company revenue. 

4. Social Media—Analysis of social media use, ownership, and key metrics used. This section includes 
analysis by business model and company revenue. 

2011 Corporate Strategy Priorities Surveys: Americas and Europe 

CAREER INSIGHT 

These articles summarize the key findings from GTM’s surveys of Corporate Strategy executives in the Americas 

and Europe. The findings enable you to benchmark your peers on the following:  

1. External Challenges—Analysis of the external factors, such as need for innovation and effects of product 
commoditization, influencing Corporate Strategy’s decision making.  

2. Key Corporate Strategy Challenges—Identification of the top functional challenges driving corporate 
strategist planning.  

3. Corporate Strategy—Effectiveness and Corporate Culture—Analysis of Corporate Strategy’s functional 
effectiveness, budget and staffing plans, identification of top company cultural characteristics, and 
investigation of the role corporate culture has on strategic planning. 

2011 Corporate Development Priorities Surveys: Americas and Europe 

CAREER INSIGHT 

These articles summarize the key findings from GTM’s surveys of Corporate Development executives in the 

Americas and Europe. The findings enable you to benchmark your peers on the following:  

1. External Challenges—Analysis of the external factors, such as competitive climate and customer 
behavior, influencing Corporate Development’s decision making.  

2. Key Corporate Development Challenges—Identification of the top functional challenges driving corporate 
development planning.  

3. Corporate Development—Change Management and M&A Activities—Analysis of Corporate 
Development’s functional effectiveness, budget and staffing plans, identification of the most common 
cultural traits assessed in due diligence, and trends in change management skills role in M&A activities. 
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2011 R&D/Innovation and Product Development Priorities Surveys: Global, Americas and 
Europe 

CAREER INSIGHT 

These articles summarize the key findings from GTM’s surveys of R&D/Innovation and Product Development 

executives globally. The findings enable you to benchmark your peers on the following:  

1. External Challenges—Analysis of the external factors, such as competitive climate and emerging 
markets, influencing R&D/Innovation and Product Development’s decision making.  

2.  Key R&D/Innovation and Product Development Challenges—Identification of the top functional 
challenges driving R&D/Innovation and Product Development planning.  

3.  R&D/Innovation and Product Development Effectiveness and Expenditures—In-depth analysis of 
R&D/Innovation and Product Development’s functional effectiveness, budget and staffing plans and 
budget as a percentage of annual company revenue. 

4. Open Innovation and Crowdsourcing—Analysis of the challenges affecting companies’ adoption of open 
collaboration and role of crowdsourcing in the product development lifecycle. 

2011 Market Research Priorities Surveys: Americas and Europe 

CAREER INSIGHT 

These articles summarize the key findings from GTM’s surveys of Market Research executives in the Americas 

and Europe. The findings enable you to benchmark your peers on the following:  

1. External Challenges—Analysis of the external factors, such as need for innovation and customer 
behavior, influencing Marketing Research’s decision making. This section includes analysis by business 
model.  

2. Key Market Research Challenges—Identification of the top functional challenges driving market research 
planning. This section includes analysis by business model. 

3. Market Research Effectiveness and Expenditures—In-depth analysis, by business model, of Market 
Research’s functional effectiveness, budget and staffing plans including trends in budgets and portfolios 
of vendors. 

2011 Competitive Intelligence Priorities Survey: Americas and Europe 

CAREER INSIGHT 

These articles summarize the key findings from GTM’s surveys of Competitive Intelligence executives in the 

Americas and Europe. The findings enable you to benchmark your peers on the following:  

1. External Challenges—Analysis of the external factors, such as competitive climate and customer 
behavior, influencing Competitive Intelligence’s decision making. This section includes analysis by 
business model.  

2. Key Competitive Intelligence Challenges—Identification of the top functional challenges driving 
competitive intelligence planning. This section includes analysis by business model. 

3. Competitive Intelligence Effectiveness and Expenditures—In-depth analysis, by business model, of 
Competitive Intelligence’s functional effectiveness, budget and staffing plans including trends in research 
portfolio allocation and the tools used to conduct competitive intelligence. 
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2010 Sales Leadership Priorities Survey: Americas, Europe, and Asia Pacific 

CAREER INSIGHT 

These articles summarize the key findings from GTM’s surveys of Sales Leadership executives in the Americas 

and Europe. The findings enable you to benchmark your peers on the following:  

1. External Challenges—Analysis of the external factors, such as competitive climate and customer 
behavior, influencing Sales’ decision making. This section includes analysis by business model.  

2. Key Sales Leadership Challenges—Identification of the top functional challenges driving sales executives 
planning. This section includes analysis by business model. 

3. Sales Function Effectiveness and Practices—In-depth analysis, of Sales’ functional effectiveness, budget 
and staffing plans, and trends in sales technologies and practices. 
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