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Growth demands that we shift gears or run 
out of steam. For the Million dollar business 

owner, the stages of growth are predictable 
and so are the solutions. 

Elite can show you how to smoothly shift 
gears without burning out.



FRACTIONAL CHIEF MARKETING OFFICERS

Sponsored by



The Challenge

Companies need experienced 
marketing leaders but may not 
have the budget, resources or 

need for a full-time CMO.



Hiring a Full-Time CMO is Out of Reach for Many Companies

$204,178 / year
$17,015 / month

Full-Time CMO Salary:

+ benefits
+ bonuses
+ overhead

$349,146

$180,208

$249,290

$138,104

$201,529

$175,770

$135,198



Our Solution

Hire a fractional Chief Marketing 
Officer for 20-40 hours per month 

to help you increase revenue 
and get work done.



Our Fractional CMOs

● 10+ Years in Marketing-Specific Jobs
● 2+ Years in Executive/Leadership Roles
● Bachelor’s Degree or Higher
● Industry-Relevant Skills
● Strong Technology Background
● Capable Project Managers
● Excellent Communicators





About David Gilliland

• Husband of 1, Father of 11, Lover of Life 
• Growth Expert focused on Vision, Leadership and Organization
• Proven Track Record in Scaling 7-Figure Businesses
• Helped Companies in Software, IT, Engineering, Manufacturing, 

Legal, Marketing, Real Estate, Education, Financial/Accounting 
Services, and more

David Gilliland
Co-Owner

Elite Entrepreneurs

linkedin.com/in/dgilliland/

+1.801.319.9148
david@growwithelite.com



Stages of Small Business Growth

What to do and when to overcome the 
plateaus of business growth





feeling alone

don’t have the right team

control freak

undefined 
roles fire fighting

reactive not 
proactive

waiting for it all to 
crumble

frustrating results

hit a plateau employee turnover

winging it

overwhelmed

stuck working IN the 
business
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HR 
Consultant
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Our Agreement

You will be present
I will teach you the keys to growth 
You will implement what makes sense for you
I will offer to make it easier and faster for you to implement
You will decide what is best for you to move forward





The 1’s and 3’s of Revenue







Stage 1 Solopreneur $0-100K
What it looks like in this stage:
● Blood, sweat and tears
● ALL the hats
● Not enough time in the day! 
● Dig up leads/sales to survive



The work to shift gears:
● Grind
● Learn to discern between activities that will pay 

off and things that will be a waste of time
● Grind some more
● Figure out how to get enough customers to survive
● Grind even more
● Grow sales enough to hire someone else (or partner 

with someone with complementary skills)

Stage 1 Solopreneur $0-100K



Stage 2 New Employer $100K - $300K
What it looks like in this stage:
● Division of labor begins
● Learning to work with others
● Sell, fulfill, sell, fulfill
● Refining product or service to 

better match customer needs



Stage 2 New Employer $100K - $300K
The work to shift gears:
● Sales skills a MUST
● Learn to establish clear roles and responsibilities
● Profits reinvested to take hats from the owner



Stage 3 Steady Operation $300K - $1M
What it looks like in this stage:
● Growth feels exciting AND 

chaotic
● One maybe two really good

lead sources
● Owner still VERY heavily 

involved in making things 
happen

● Nimble, flexible team but still 
quite reactive at this stage.



The work to shift gears:
● Figure out predictable lead generation
● Document processes to ensure consistent, 

quality fulfillment

Stage 3 Steady Operation $300 - 1M



_____%
of businesses are 
< $1M in revenue

93



Failure to shift gears



Stage 4 7-Figure Business $1M-3M
What it looks like in this stage:
● Owner often the bottleneck
● More headaches/complexity
● Tendency to work IN the 

business and not ON it
● Functional teams take shape



The work to shift gears:
● Set the Vision & Enroll the team

○ Purpose, Values, Mission
■ Mission Goals
■ Mission Strategies

● Organization Design and Big 3
● Hire, lead and fire to the Vision

○ Hiring for Values/Culture Fit
○ Onboarding

● Planning and Execution Meeting Rhythm

Stage 4 7-Figure Business $1M-3M



“You have to become 
the leader of your 

business, not just the 
person who expertly 

runs it.”
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Stage 5 Growth Company $3-10M
What it looks like in this stage:
● Fully formed functional teams
● Beyond hiring friends & family
● Outgrowing your space
● Cash flow pressures increasing
● Original systems no longer 

meeting needs of growing 
customers and growing team 
(team collaboration 
tool/platform, financial 
reporting, CRM, marketing 
automation, etc.)



The work to shift gears:
● Build out your leadership team
● Develop next-level leaders
● Upgrade systems (CRM, Financial reporting)
● Secure additional fuel for growth (LOC, loan, investors?)
● Beef up your strategic muscles
● Level up your Marketing and Sales

Stage 5 Growth Company $3-10M







Pro Tips and Hacks for $1M-$10M

● Transparency/Enrolling team is the best way to go
● Strong culture and stable team make scaling 

much, much easier
● Resist temptation to hire ‘big company’ talent

○ Ideally, hire someone who has lead from your 
current stage to 1-2 stages ahead of you

● Fractional CxO Help
● Develop leaders as fast as you can… leadership will 

become the gating factor to your future growth



Everything is easy until it isn’t







David Gilliland
Co-Owner

Elite Entrepreneurs

linkedin.com/in/dgilliland/

+1.801.319.9148
david@growwithelite.com





The best leaders build the 
best businesses, and the 

best businesses win.



The Marketing 
Blueprint for High-

Growth Companies

by Jessie Warner



About Jessie Warner

• 5+ years as a Fractional Chief Marketing Officer
• Previously a Marketing Executive at 5 different companies
• 17+ years of marketing experience
• Master of Business Administration; Bachelor of Science in Marketing
• Worked with 50+ companies to improve their marketing strategies
• Demand generation expert, including SEO, email marketing 

(Hubspot/Marketo/Pardot), SEM/PPC (Google AdWords Certified), 
social media marketing, affiliate and partner marketing, call center 
management, and web analytics

• 10+ years sales operations experience (Salesforce, Zoho One, 
Hubspot)

• Experience in designing and implementing complex marketing & 
sales campaigns

• Excellent analytical and presentation skills
• Proficient front-end website developer (15+ websites)
• Skilled project manager (on time and under budget)

Jessie L. Warner
CEO / Founder
Achieve CMO

linkedin.com/in/jessiewarner/



18+ Years of Marketing Experience

Marketing Director

Team Lead, Demand Gen

VP of Customer Acquisition

Sr. Marketing Director

General Manager

President 

CEO/Founder

Fractional CMO WorkCorporate Leadership Experience



The Marketing Blueprint for High-Growth Companies

1. Clear Company Vision
2. Brand Identity
3. A Story that Resonates
4. Website with Clear Messaging
5. Product-Market Fit
6. Customer Journey Map
7. Marketing Technology
8. Marketing Success Metrics
9. Campaign Tracking & Reporting
10. Diversified Lead Channels
11. Optimize the Funnel
12. Empower Your Sales Team
13. Marketing Sprint Framework
14. Strong Marketing Leadership



Build a Strong Marketing Foundation



Make Sure You’re Ready for Growth

Did you create a 
foundation for growth?

Clear Company Vision
Brand Identity
A Story that Resonates
Website with Clear Messaging
Product-Market Fit



Do You Have a Brand Strategy?

BRAND STRATEGY

BRAND VISION

PURPOSE

CORE VALUES

MISSION

BRAND IDENTITY

NAME

LOGO

DESIGN

PERSONALITY

BRAND EXPERIENCE

POSITIONING

STORY

JOURNEY

CONSISTENCY



Brand Style Guide and Product Design



Is Your Story Clear?



The Story Brand Framework Broken Down

Potential Customer

Pain or Opportunity 

Your Brand

Your Product / Solution



Character = Your Buyer Personas

Event Calendars



Your Ideal Client Profile

Ideal Client Profile (ICP)

• Large nationwide 
events, concerts, expos, 
sporting events, races, 
festivals, rodeos, fairs, 
conferences

• Owner, Director of 
Development, VP of 
Communication, 
Marketing Director



A Problem = Pain or Opportunity



Your Website Lays Out the Plan

Achieve success by following our plan. Call to action. Visual of success.

Grow your grocery business with our eCommerce solution. Schedule a Demo. Product Screenshot.

Get through your divorce with a team that knows and cares. Schedule a Consultation. Happy women.



You Have a Product or Service that Resonates

• You created something that is the 
perfect solution to a specific problem.

• People want to buy your product 
because they recognize its value 
immediately. They won’t need to be 
cajoled or coerced.

• Your offering establishes a real and 
direct connection to whatever your 
market values the most.

• When people hear about your product 
or service, they immediately understand 
its value to them, even if they have 
never heard of your company before.



Brand and Product Positioning

The Winning Zone is 
where you deliver on a 
product or service that 
consumers want that 
your competitors don’t 
have



Make Sure You’re Ready for Growth

Did you create a 
foundation for growth?

Clear Company Vision
Brand Identity
A Story that Resonates
Website with Clear Messaging
Product-Market Fit



Now Let’s Grow!

Marketing & Sales Growth Strategies

Customer Journey Map
Marketing Technology
Marketing Success Metrics
Campaign Tracking & Reporting
Diversified Lead Channels
Optimize the Funnel
Empower Your Sales Team
Marketing Sprint Framework
Strong Marketing Leadership



Build a Strong Technology Stack



Create a Customer Journey Map

A customer journey map provides you with the 
guidance and direction needed to build out your 
desired customer experience.



Map the Journey

Tools Needed:

• Marketing Automation
• CRM
• Dialer
• Landing Pages
• Content Marketing
• Email Marketing
• Sales Analytics
• Web Analytics
• E-Commerce
• Website CMS
• Design Tools
• Webinar Software
• Community
• Social Media
• Survey Tools



Technical Diagram



Map out your current technology



Find platforms that have a lot of capabilities



Marketing Foundation on Zoho One

Zoho Social Zoho Forms
Zoho PageSense
Zoho Sites
Zoho SalesIQ
Zoho Commerce

Social Media Website Emails CRM

Zoho MarketingHub
Zoho Campaigns
Zoho Survey

Zoho CRM
Zoho Bookings
Zoho Motivator
Zoho 3CX

Legal Data

Zoho Contracts
Zoho Sign

Zoho Analytics
Zoho Flow



Zoho One Ecosystem



Marketing Automation



CRMs



Campaign Tracking and Reporting



Understand the Marketing & Sales Funnel

INQUIRIES

10,934

LEADS

7,284

APPOINTMENTS

1,896

SDR QUALIFIED OPPORTUNITIES

919

NET NEW CLOSED WON DEALS

216

UNIQUE WEBSITE VISITS

141,124

SDR OPPORTUNITY PIPELINE

$10,556,167

NET NEW BOOKINGS

$2,734,161

TOTAL COSTS

$311,090

COST PER $ OF BOOKINGS

$0.114

COST PER $ OF PIPE

$0.029
VISIT TO INQUIRY RATIO

7.7%

INQUIRY TO LEAD RATIO

66.6%

LEAD TO APPT RATIO

26.0%

APPT TO QUAL OPP RATIO

48.5%

QUAL OPP TO CW RATIO

23.5%

CONV%

13%

CONV
%

2
%

INQUIRY APPOINTMENT CLOSED WON

14 DAYS 50 DAYS

TIME TO 
CONVERT



Define the Success Metrics & Create a Process for Measuring Them

● Define the Success Metrics / 
KPIs:
○ Revenue
○ # of Customers
○ Average Order Value
○ Lead-to-Close Ratio
○ Time to Close
○ Net Promoter Score (NPS)
○ Profit Margin
○ ROI
○ Cost to Acquire a Customer (CAC)

● Set a Baseline
● Measure them often. At least 

monthly.

Marketing Funnel January February
Ad Impressions 3,840,548 3,712,766
Ad Clicks 41,526 42,800
Ad Conversions 612 913
New Leads 478 672
Marketing Qualified Leads 36 51
Sales Qualified Leads 11 20
New Opportunities 4 6
Closed Won Opportunities 2 3
New Business Pipeline $45,200 $62,000 
New Closed Business $22,000 $33,500 

Total Spend $15,651 $18,365 
Cost / MQL $434.75 $360.10 
Cost / Opp $3,912.75 $3,060.83 
Return on Ad Spend 1.4 1.8

Clickthrough Rate 1.08% 1.15%
Ad Conversion Rate 1.47% 2.13%
Conversion-to-Lead Rate 78.10% 73.60%
Lead-to-MQL Rate 7.53% 7.59%
MQL-to-Opp Rate 30.56% 39.22%
Opp-to-Close Rate 36.36% 30.00%

Average Opp Value $11,300 $10,333

Average Order Value $11,000 $11,167



Measuring Success in Marketing

Overall Marketing:
Total Revenue

Cost to Acquire a Customer

# Qualified Leads

Lead-to-Close Ratio

Brand/PR Growth:
PR Scorecard Growth

# Direct Traffic Leads

# Referral Traffic Leads

# Branded Search Leads

SEO Lead Growth:
# Non-Branded Search Leads

Organic Impression Share

Organic Clicks

Website Conversion Rates

Customer Marketing:
Customer Renewal Rates

NPS Score

Ave. LTV of Customer

Customer Lifetime Length

# Customer Referrals

Internal Marketing:
Awards

Brand Survey Score

# Activities

Employee Retention

Operational Metrics:
New Lead Revenue

Overall Lead Gen Costs

Overall # Qualified Leads

Cost per Qualified Lead

Cost per Opportunity

Lead-to-Opp Ratio

Average deal size

Sales cycle length

Online Channel Metrics:
Ad Click Through Rates

Landing Page Conv. Rates

Cost per Lead

Cost per Qualified Lead

# Qualified Leads

Lead Database Marketing: 
# Revived Leads

Lead Engagement Score

Lead-to-Opp Ratio

New Channel Development:
Test budget metrics

Test channel efficiencies

# New Channels

Partner Marketing Metrics:
# Partner Pitches

# New Partners

# Qualified Leads

Lead Growth within Existing



Campaign Funnel Dashboards



Example Dashboard



Focus on the lowest part of the funnel that Marketing can influence

PREVIOUS QUARTER

COST PER
UNIQUE VISIT

$1.53

COST PER
INQUIRY

$17.92

COST PER
LEAD

$34.50

COST PER
APPOINTMENT

$178.79

COST PER
QUALIFIED OPP

$322.75

COST PER
CLOSED WON

$1,636

COST PER
$ OF PIPE

$0.031

COST PER
$ OF BOOKINGS

$0.095

COST PER
UNIQUE VISIT

$2.20

COST PER
INQUIRY

$28.45

COST PER
LEAD

$37.25

COST PER
APPOINTMENT

$168.26

COST PER
QUALIFIED OPP

$338.51

COST PER
CLOSED WON

$1,440

COST PER
$ OF PIPE

$0.029

COST PER
$ OF BOOKINGS

$0.114

CURRENT QUARTER



Understand the flow of data



Leads enter the CRM from a variety of sources

Organic Search

Referring Sites

Paid Social

Organic Social

Direct Traffic

Google
Bing
Other

Paid Display

Direct

Google Display Ads
Microsoft Display Ads
YouTube Ads

Referring Site

Facebook
Instagram
LinkedIn
Twitter

Facebook Ads
LinkedIn Ads
Twitter Ads

Paid Search
Google Search Ads
Microsoft Search Ads
Other

Email
Outbound Email
Inbound Email
Nurture Email

Partners

Referrals

Events

Employee Referrals
Customer Referrals
External Referrals

Trade Shows
Online Events
Regional Events

Content Syndication
Affiliates
Partners

API

Lead Forms

Manual Entry

Email Intro

Product Trial

List Import

Live Chat

Inbound Call

Website Form

Website

Landing Pages Website Form
Marketing 

Automation CRM



Organic Search

Referring Sites

Paid Social

Organic Social

Direct Traffic

Google
Bing
Other

Paid Display

Medium Source

Direct

Google Display Ads
Microsoft Display Ads
YouTube Ads

Referring Site

Facebook
Instagram
LinkedIn
Twitter
Pinterest

Facebook Ads
LinkedIn Ads
Twitter Ads
Pinterest Ads

Campaign Tactic Term Content

Home Page
Solutions
Products
Resources
Blog
Company

Website

Referring Domain

Page TitleSearch Term

Paid Search
Google Search Ads
Microsoft Search Ads
Other

Campaign Name Adgroup Name
Asset Name
Request Demo
Landing Page

Search Term

Track Original Source with UTM Values

Email
Outbound Email
Inbound Email
Nurture Email

Campaign Name Adset Name Asset Name



Keep things organized with UTM tracking structure



Campaign Tracking allows for Multi-touch Attribution

Organic S
earch

Clicked LinkedIn Ad

Completed Form

Opened Email

Click
ed Paid Search

 Ad

Direct W
ebsite Visit

Clicked Retargeting Ad

Clicked Facebook 

Retargeting Ad

Campaign: Paid Social - LinkedIn Ads
Lead:   <lookup>
Contact: <lookup>
Status: Clicked Ad
First Associated Date: 12-17-22
utm_medium: Paid Social
utm_source: LinkedIn Ads
utm_campaign: Marketing Leaders
utm_tactic: Sensor Tower
utm_term:
utm_content: App Store Optimization Playbook

Campaign: Paid Social - Facebook Retargeting Ads
Lead:   <lookup>
Contact: <lookup>
Status: Clicked Ad
First Associated Date: 12-17-22
utm_medium: Paid Social
utm_source: Facebook Retargeting Ads
utm_campaign: Website Retargeting
utm_adgroup: Bottom of Funnel
utm_term:
utm_content: Request Demo

Campaign: Paid Search - Google Search Ads
Lead:   <lookup>
Contact: <lookup>
Status: Clicked Ad
First Associated Date: 12-22-22
utm_medium: Paid Search
utm_source: Google Search Ads
utm_campaign: Branded
utm_adgroup: Sensor Tower
utm_term: Sensor Tower Reports
utm_content: Q2 2022: Data Digest Report



Marketing Campaigns



Your Ideal Client Profile

Ideal Client Profile (ICP)

• Large nationwide 
events, concerts, expos, 
sporting events, races, 
festivals, rodeos, fairs, 
conferences

• Owner, Director of 
Development, VP of 
Communication, 
Marketing Director



Where does your buyer persona hang out?

Offline

• Home
• Office
• Events
• Stores

Online

• Social Media
• Email
• Associations
• YouTube



Outbound vs. Inbound Marketing



Be there when people are searching for you

Paid Ad

Local SEO

Organic Listing



Perform Keyword Research



Launch Paid Search Ads



Create Great Landing Pages



Search Engine Optimization (SEO)

SEO Audit

Keyword 
Research

Back-Link 
Strategy

Topical Pages

Internal Linking 
Strategy

Site Architecture

Long Tail vs. High 
Volume

Link Bait



Add Your Product to Review Sites



Run Retargeting Ads



Paid Social Ads



Social Media Thought Leadership

● Post daily on LinkedIn from personal 
accounts
○ Share blog posts
○ Share quotes
○ Share articles
○ Ask survey questions: great for product research
○ Share video snippets from webinars
○ Tag individuals and ask for their input
○ Promote upcoming webinars
○ Share & comment on corporate posts

● Create a calendar and schedule out posts
for 30-90 days at time

● Expand your following with automated 
connections

● Comment on popular or trending posts



Display Ads

• Google Display Network
• Facebook Audience Network
• mMedia
• Apple Advertising
• Adknowledge
• Yahoo! Network / Oath
• Taboola
• Epom
• Airpush
• Leadbolt



Online Video Ads



TV Ads



Content Syndication & Pay-per-Lead Programs

• Demand Science
• CBS Interactive
• eMedia
• SmartBrief
• Software Advice
• Meltwater Reach
• Net Media Reps
• Watershed Publishing
• Madison Logic
• Tech Target
• Marchex
• Tech Media Network



Pay-per-Appointment Programs

• ViB
• Cience
• Callbox
• DoGood
• Quartz Media
• BWG
• Rela8 Group
• Intensify
• DemandDog



Partners and Affiliates

Small Business Partners

Biz Plan

Legal Services

Logo

Website/Hosting

POS

Merchant Processing

Acct/Payroll

CRM

Doc Storage

Office Supplies

Marketing Services

FB Page

Social Soft

Dunns #

Biz/Per Cred Mont

Tech Systems



Events & Trade Shows



Other Ways to Generate Leads

● Podcasts
● Influencer Marketing
● Online Forums, Groups, etc.
● Referral Programs
● Guest Blog Posts
● Sponsored Emails
● Billboards & Outdoor Advertising
● Radio
● Direct Mail
● Communities
● Customer Reviews
● Door-to-door Sales
● SMS & Mobile Marketing

● GEO-based Ads
● Interactive Tools (calculators)
● In-product Marketing
● Upsells / cross-sells
● Chat communities
● Coworking Spaces
● Newsletter Ads
● Microsites
● Virtual Events
● Social Hijacking
● Local SEO
● Push Notifications



Create a Diversified Lead Gen Portfolio



Optimize the Funnel



Not All Leads are Created Equally

Aware
(contact)

Understanding

Buy-In

Commitment

Unaware
(no contact)

TIME

SU
PPO

R
T FO

R
 C

H
AN

G
E

“nice-to-have”

Early Mid Late

Google Content Network
Google Remarketing
Pay-per-Lead Programs 
Direct Email
Cold Calling
Events

Referring Sites
Paid Search
Branded Organic Search
Organic Search (SEO)
Social Media Ads

Website Direct
Organic Social Media
Software Directories

“must-have”
LEAD TO APPT RATIO:   0-9% 
DAYS TO CONVERT:      21+

LEAD TO APPT RATIO:   10-19% 
DAYS TO CONVERT:      11-20

LEAD TO APPT RATIO:   20% +
DAYS TO CONVERT:      0-10



Optimize the Funnel

Renewal

Closed Won

Qualified Opportunities

Opportunities

Qualified Leads

Leads

Clicks / Visits

Impressions / Opens

Engagement Rate

Conversion Rate

Marketing Qualification Rate

SDR Conversion Rate

Sales Qualification Rate

Sales Close Rate

Retention Rate



Build. Measure. Learn.



Keep a Test Log



Measuring SEO

Keyword Rank

Page Rank

Total Impressions

Total Clicks

Click Through Rate (CTR)



Google Analytics

Website Visits

Landing Page Visits

Goal Completion

Events

Conversion Rate



Measuring Google & Bing Ads



What is Offline Conversion Tracking?

or phone call



Call Tracking Metrics

With Call Tracking 
Metrics you can 
track the UTM 
values associated 
with a phone call 
and bring them 
into your CRM.

You can also 
report back offline 
conversions.  



Improving Click Through Rate on Search



Measuring Social Media Ads



Increase Engagement on Social Media



Measuring Email Marketing



Measuring Booth Effectiveness

Measure Foot Traffic

Capture Leads



Improving Trade Show Results



Conversion Rate Optimization (CRO)

1. Improve your page load speed.
2. Focus on one Call to Action 

(CTA).
3. Give pages an authentic proof 

of value.
4. Make your landing page visually 

interesting.
5. Optimize landing page for 

mobile.
6. Reduce text on your landing 

page.
7. Ensure you’re speaking to your 

target audience.
8. Test. Test. Test.



Anatomy of a Landing Page



Empower Your Sales Team



Sales Cycle Diagram

INBOUND LEAD

NO RESPONSE

NOT QUALIFIED

NO ITP 
(INTENT TO PURCHASE)

NO INITIATIVE NO BUDGET

CONTACTING QUALIFYING

SALES DEVELOPMENT REP (SDR)

QUALIFIED 
OPPORTUNITY

CLOSED LOST

SOLUTION
PROPOSAL

PENDING 
CLOSED WON

CLOSED WON

NEGOTIATION/L
EGAL

FINANCE/PROC
UREMENT

CONVERTED

GATHER
REQUIREMENTS

PROSPECT

DEAD

ACCOUNT EXECUTIVE (AE)

Post-Lead Nurturing Program



Develop Resources to Help the Sales Team

Sales Proposal Sales Collateral Sales Presentation



The Challenger Sales Pitch Deck

Challenger Deck
● Polarizing Insight
● Problem Slide
● Story Slide
● Value Proposition
● Best Evidence

Traditional Deck
• Company
• Features
• ROI
• Comparison
• Social Proof

Source: “The Best Sales Deck Ever” by 



Content for Nurturing

eBooks Case Studies Blog PostsWebinars

Industry Reports Bootcamps Events



Gain Insights from Your CRM



Leverage Marketing Automation



Strengthen the Team Culture

● Hire Great People
● Have Regular Company Meetings
● Pay for Team Lunches
● Sponsor Group Activities
● Help Build Friendships
● Align Compensation Plans
● Up Level Employees
● Provide Excellent Benefits
● Throw Company Parties
● Recognize Good Work
● Empower Managers (team culture budget)
● Create a Culture Video for Recruiting
● Give out awesome swag



Marketing Sprint Framework



Now Get to Work

PRIORITIZE the obstacles
and eliminate them one by one



Create a Backlog of Projects Needed to Reach Your Goals

Priority Category Project

1 Lead Gen Improve conversion rate on website

2 CRM CRM optimization, automation, workflows

3 Sales Basic sales training outline and plan

4 Operations Automation for 1st Attempt

5 Lead Gen Relaunch Google Ads

6 Lead Gen Lead gen forecast and budget allocation

7 SEO Keyword research for SEO and topical guide

8 Operations Closed loop marketing

9 Lead Gen Referral program

10 Operations Automation for Agreement Sent

• Review your Annual Plan and next quarter’s 
goals and success metrics.

• Brainstorm project ideas that can help you 
reach those goals. No ideas are bad in a 
brainstorm.

• Create a list of all ideas.
• Categorize the list by department or team 

responsible.
• Prioritize the list based on impact to the 

company.



Leverage the Monthly Sprint Framework to Get Work Done

To Be Done Working On Completed

• Held monthly for 1-2 hours
• Review mission goals and KPIs
• Add new projects to the Backlog
• Prioritize the Project Backlog based 

on company impact
• Pick 3-4 projects per person to be 

completed over the next 3 weeks
• Each individual outlines the tasks for 

their projects
• Be sure to clearly define what 

“Done” looks like for each project

Monthly Strategy Meeting Sprint Review and Demo MeetingDaily Standup Meetings

• Held daily for 10 minutes during 
the 3-week Sprint

• Keep the meeting short and on 
topic

• Each person gives an update on 
their tasks and moves the tasks 
forward on the Sprint board

• Discuss any roadblocks and 
communicate needs 

• Take 1 week “off” each month for catch up 
work and preparation

• Each team member creates 1 slide that 
represents “Done” for each of their projects

• The Team Leader combine the slides and 
schedules a Sprint Demo meeting

• Invite other departments or impacted team 
members to the meeting. This creates 
accountability and visibility.

• Each person has 1 minute per slide and presents 
their completed projects.

• Celebrate the wins!
Priority Category Project Owner

1 Lead Gen Improve conversion rate on website Jack

2 CRM CRM optimization, automation, workflows Sally

3 Sales Basic sales training outline and plan Fred

4 Operations Automation for 1st Attempt Bill

5 Lead Gen Relaunch Google Ads Jack

6 Lead Gen Lead gen forecast and budget allocation Jack

7 SEO Keyword research for SEO and topical guide Sally

8 Operations Closed loop marketing Bill

9 Lead Gen Referral program Jack

10 Operations Automation for Agreement Sent Bill



Sprint Review & Strategy Meeting



Hire a Strong Marketing Leader to Make it All Happen

● 10+ Years in Marketing-Specific Jobs
● 2+ Years in Executive/Leadership Roles
● Bachelor’s Degree or Higher
● Industry-Relevant Skills
● Strong Technology Background
● Capable Project Manager
● Excellent Communicator



The Marketing Blueprint for High-Growth Companies

1. Clear Company Vision
2. Brand Identity
3. A Story that Resonates
4. Website with Clear Messaging
5. Product-Market Fit
6. Customer Journey Map
7. Marketing Technology
8. Marketing Success Metrics
9. Campaign Tracking & Reporting
10. Diversified Lead Channels
11. Optimize the Funnel
12. Empower Your Sales Team
13. Marketing Sprint Framework
14. Strong Marketing Leadership



Thank You to Our Sponsors



Do you want a copy of this slide deck and recording?

https://achievecmo.com/10m-blueprint/
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YOU Q&A


