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Insight Agents, a strategy consultancy, described the 
critical nature of consistent messaging when they noted, 

“… clear and consistent messaging  
across all channels is vital in providing  
an authentic, believable and coherent  
customer experience.”

What this means is ... for your message to be a  
difference maker, your story must be delivered  
consistently throughout the customer journey. It also 
means ... where, when and how you communicate your 
story must be viewed as strategic at every level of the 
organization.

The secret to developing a clear, compelling and  
consistent story is being disciplined and intentional. 
Your goal is to achieve complete alignment and  
consistency between your strategy, story and ultimately 
your customer’s experience. For this to happen, you 
need to get the entire leadership team and eventually 
your entire employee population to understand one  
simple truth: words matter. The words you use play a 
critical role in the perception your company creates in 
the minds of your customers. In fact, Insight Agents 
found that almost 50 percent of a brand’s image is 
attributed to what it says and how it says it.

In the Constantly Connected 
World – Consistency is King.

PERFORMANCE
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Most companies wonder why their message isn’t  
resonating or connecting with employees or customers. 
Well, more often than not, it’s because the message 
is not being delivered consistently. Black Sun LLC, a 
strategic communications firm, recently completed a 
study that showed inconsistent messaging within cor-
porate websites and annual reports in more than half 
(64 percent) of Financial Times Stock Exchange 100 
companies. The study focused on basic building block 
messages like who the company is, what they do, the 
value they deliver and what makes them different. 

Why is consistency so important? Because, inconsistent 
messaging creates confusion for both employees and 
customers. Lack of clarity and consistency damages  
the brand, reduces trust, and, in the end, negatively  
impacts your customer experience.

Delivering a consistent story isn’t just problematic 
in print and digital communication. It is also a huge 
barrier in face-to-face conversations with customers.  
A recent report published by CEB shows 53 percent of 
sales executives say that consistent messaging in the 
sales process is a significant challenge.

Your ability to deliver a consistent message in all  
aspects of the customer experience can be a difference 
maker. It can mean the difference between … a highly 
trusted and memorable experience or … a confusing 
and fragmented customer journey.
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Customer experience is now the epicenter of marketing. 
What does that mean? How is that different from how 
marketing operated in the past? Well, in the past  
marketing was very brand-, campaign- and lead- 
conversion focused. Today, marketing must be  
experience-driven. More specifically, customer  
experience-driven. 

A recent Forrester Research report said, “CMOs should 
step forward and take responsibility for turning the  
enterprise toward the customer. This means taking  
on a more significant role on the executive team …  

it also begs CMOs to lead innovation processes in the  
organization … the CMO, has to create a more engaged 
customer relationship … only CMOs who rethink their 
approach to marketing operations will pull it off.”

What this means is, for marketing executives to be 
“customer experience-driven” – they must re-engineer 
how marketing works. From strategic planning, to the 
systems they deploy, how they structure the marketing 
department and ultimately how they develop and deliver 
the company’s story.

Customer Experience is Now  
at the Epicenter of Marketing.

LEADERSHIP
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Reset your strategy.
CMOs must formally document marketing’s strategic 
intent, responsibilities and goals as it relates to the  
customer experience. They must illustrate how the  
marketing strategy will optimize the customer experience 
inside and outside of the company. Then they must se-
cure appropriate ownership across the organization.

Reinvent your structure.
CMOs must align marketing operations (roles,  
responsibilities, processes) with the customer journey; 
integrate processes across customer-facing areas of  
the business; and initiate sustained culture development  
programs that are required to deliver a connected and 
compelling experience.

Reengineer your systems.
Communication connectivity throughout the customer 
experience is critical. That means marketing executives 
must identify and connect data, systems and processes 
that are crucial for delivering a cohesive and consistent 
customer journey.

Renew your story.
To maximize engagement, retention, loyalty and advoca-
cy – CMOs must develop and drive the consistent utili-
zation of a customer-centric Messaging Platform (story) 
inside and outside of the organization. The Messaging 
Platform must align corporate strategy, vision, mission, 
purpose, promise and core value messages.

So, as a marketing executive, if you want to deliver a 
superior and differentiated customer experience – it’s 
time to reimagine marketing. You need to center your 
strategy, structure, systems and story around the cus-
tomer. More importantly, around the “experience” your 
customers desire to have with your company.
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Getting Sales & Marketing to 
Agree on Who, What & How.

BRAND

Alignment between departments within a company  
is critical for success, yet friction between sales and  
marketing can often flare up as they search for the  
best ways to attract and retain qualified customers.  
And the “turf war” between sales and marketing  
doesn’t just cause frustration and confusion internally —  
it can impact your bottom line by creating customer  
confusion as well. 

So how can companies increase alignment between  
these two powerhouse departments and improve  
customer acquisition and retention? Here are three  
steps you can follow to get sales and marketing talking 
and delivering compelling conversations that convert 
more customers:

1. Who are we trying to engage? This is an exercise in  
 communication, one of the essential skills your sales  
 and marketing teams will need to develop. And the  
 conversation should start by gaining clear alignment  
 around who your target audience is and what they  
 care about. By developing “agreed upon” buyer  
 personas, you can establish clarity around the  
 messaging and channels that will generate maximum  
 engagement.

2. What do we need to say? Once you have agreed on  
 the individuals you are trying to reach, it is critical that  
 you have alignment on what you want to say. That  
 means breaking down the individuals involved in the  
 buying process as well as the types of conversations  
 that ultimately move individuals through the sales  
 process. By mapping messages, selling activities/ 
 behaviors, and buyer personas – marketing and sales  
 can deliver messaging continuity throughout the  
 customer journey.
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3. How do we maximize customer engagement? The  
 marketing team needs to clearly understand sales  
 behavior, activities and processes if they hope to  
 deliver sales enablement tools that will actually get  
 used. According to Forrester, “sales enablement is  
 a strategic, ongoing process that equips all client- 
 facing employees with the ability to consistently and  
 systematically have a valuable conversation with the  
 right set of customer stakeholders.” For this to  
 happen, messaging must be woven into tools that  
 your sales team will actually use and into conversations  
 that prospective customers will truly value.

Sales and marketing turf wars have been going on for 
years, but they don’t have to continue in the future.  
By following these three simple steps you will be on your 
way to creating a healthier relationship between sales and 
marketing and more importantly compelling conversations 
with customers.  
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There are times in every person’s life when focus and 
conviction around what they are doing is laser sharp. 
Nothing will get in their way. Their destination is crystal 
clear. No barrier is too great for them to overcome. 

Isn’t that the mindset every executive wants from their 
employees … every day?

Of course, and leading executives get it. They harness 
focus and conviction to create winning cultures. To  
outperform the competition. Their employees are  
constantly focused on the company’s purpose, vision 
and mission. They have deep conviction in what they  
do and how it supports the bigger picture.

These executives capture lightning in a bottle and use  
it to connect with employees. To create sustainable 
business growth. To build high-performing cultures. 
This is just a fact and the numbers tell the real story. 
Research from Kotter and Heskett shows,  

"Companies that managed their cultures  
well saw revenue increases of 682%  
versus 166% for the companies that did  
not manage their cultures well — stock 
price increases of 901% versus 74% —  
and net income increases of 756%  
versus 1%."

When it Comes  
to Culture, the 
Numbers Tell  
the Real Story.

CULTURE
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As a business leader, you know that focus and con-
viction matters. You know how they have driven you to 
achieve superior results. Why do you think it is different 
for any employee in your company?

The bottom line is, C-suite executives must stop taking 
organizational alignment and clarity for granted. They 
need to make investments in their culture if they want 
focus and conviction to take root. It’s time to stop treat-
ing communication around purpose, vision and mission 
as a soft dimension of business. It’s time to realize the 
lasting impact focus and conviction have on business 
performance … and invest accordingly.

What are you doing to increase organizational align-
ment and clarity? What are you doing to connect your 
employees’ daily work activities to the bigger picture? 
Do you have a sustained, strategic communications 
plan around your purpose, vision and mission? 

If not, don’t expect focus and conviction to take root. 
And don’t expect to outperform the market or your 
competitors any time soon.
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Aligning Your Corporate Story  
and Sales Compensation Plan.

PERFORMANCE

As a business leader, you’ve probably heard others  
say …

“Salespeople only focus on …  
what they get paid on.”

To one degree or another – there is truth in this state-
ment. And we often hear this phrase when working with 
companies on repositioning, product launch or solutions 
portfolio initiatives.

Why? Because, inevitably, decisions made in these plan-
ning processes impact what you sell, who you sell to and 
the story that is shared in the sales process. 

When you work with other leaders in your organization 
on new messaging for sales, someone in the room will 
likely say something like …

“Our sales team is not going to tell this 
story. It doesn’t help them achieve their 
quota or align with how they get paid.”

An example of how a new story can impact sales  
would be a company moving from marketing individual 
products to more of an integrated solution story. The  
current sales comp plan is rooted in quarterly product 
sales quotas … not selling a portfolio of solutions and 
services. 

In this case, getting your sales team to change the story 
they are sharing with prospective customers can be a 
challenge. Many salespeople will say, “the new story is 
too broad, not specific enough. It doesn’t help me sell 
product a, b or c tomorrow. It complicates the sale.”
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While this may be true, what many reps don’t immediately 
recognize is that the new story also has the power to 
change the perception a prospect has of you and the 
value you deliver. It has the potential to elevate your 
value proposition and further differentiate your offerings 
from the competition.

Regardless, you must recognize that the new story is 
injecting change into your sales organization. When this 
happens, you have three choices:

1. Modify the comp plan to directly align  
 with your story.
2. Thoroughly educate and guide your  
 sales team through this change.
3. Both.

The reality is that your salespeople’s livelihood is  
anchored in their comp plan, and compensation drives 
sales behavior. So, if there is a significant disconnect 
between the story you need to tell in the market and  
how salespeople are paid – you need to help your  
sales team connect the dots between the new story  
and how it helps them make money.

The bottom line is that changes in your story will not be 
reflected in selling conversations until your sales team 
understands how it can help them make them more 
money. That doesn’t mean it has to help them close a 
deal tomorrow. It does mean that your salespeople have 
to understand how the new story can help them make as 
much money, if not more, down the road.

When you do this, your smart salespeople will see how 
the new story sets the business up for long-term success 
and how they can generate more earnings throughout 
their career. That’s because the best salespeople not 
only look at their job as a way to make a lot of money – 
they also see it as a way to add value to the customers 
they serve.

Lisa Earle McLeod calls this, “selling with noble  
purpose.” That’s what high-performers do. They tell  
the story that illustrates how they can deliver the most 
value to a customer. Not just the story that will close  
the deal faster. And according to Lisa’s book, Selling  
with Noble Purpose: How to Drive Revenue and Do Work 
That Makes You Proud, this approach works. Lisa says 
sharing the story that illustrates how you can bring  
maximum value to your customers and selling with a 
higher purpose is hugely profitable (for both the rep  
and company).
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