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Figure 4.1

In today’s digital world, a unified customer experience platform is fundamental
to being able to effectively compete as a modern B2B software company.

CUSTOMER JOURNEY

STAGES ENGAGEMENT ONBOARDING EARLY USAGE MATURE USAGE EXPAND / RENEW

Digital Conversion Training Initial Users Renaw

STEPS [ swcot | upsel 2
Broader Rollout
Scoping Develop Super Users Feedback

Purchase
Digital Mix Waebsite Engine Pravisloning
Ramping Learning Account Learning ‘Customer
Usage Modules Management  Programs Profile CSAT/ cNPS
TOUCH eComms / Pricing Learning Services
Chatbot Config Resources Selection
POINTS Admin/eill Self-Serve Admin Guided Service & Upgrade /
m Support Support Support Plan Renew
Live Chat Live Chat
Trial Sign up Agent Help Proposal
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POWER OF SURGE

Strong Position
'y

TRANSITIONAL LEADER

Slow Growth <

# Fast Growth

DEFENSIVE INNOVATOR

v
Weak Pasition

Figure 5.1

Strategic paths.

TRANSITIONAL: You are a mature or transitional company with
a strong competitive position, but the market is slow or on the decline.
Often legacy with cheaper or next-gen competitors looking to take
customer base. Consider how to diversify or innovate.

LEADER: You are a visionary leader with a strong competitive position
in a defined market that is expanding quickly. You are defining the market
and finding ways to integrate functions, expand your base and grow
share. Find ways to secure your base and future position.

DEFENSIVE: You have a weak position and slow growth and may
be late stage or distressed. Either make big moves to improve competi-

tiveness (retrench, innovate, and reposition) or reduce costs, divest, or
liquefy. Focusing on your core business is critical; consider doubling down
on a segment or niche.

INNOVATOR: You are a startup or early-stage company in a quickly
g evolving market you may be an innovator, but you have a weak market
position or a limited reputation. Focus on securing brand reputation,
delivering product innovation and consistent customer delivery. Gain
leverage through partnerships or big moves.
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STANDALONE
PATHS

TRANSACTION
PATHS

POWER OF SURGE

DEFENSIVE

Invest to reposition while
taking targeted ABM
approach with sales
(invest to go big).

Focus on packaging for
transaction and divert
spend to shore up product
gaps; decrease CAC.,

=+ Sales focuses on
reducing churn and
predictable execution
and lowering CAC

=» Product focuses on
evidence of innovation or
addressing major gaps

Figure 5.2

TRANSITIONAL

e B
Reposition while securing
the core customer base
—{ and modernizing the
customer experience
(invest to defend).

{7 ™\
Secure position in the core
customer base, focus on
upsell/cross-sell, clearly
defining segment and
packaging customer

= conversion trends and

successes; LTV,
. J/

=» Sales focuses on reducing

churn, win backs and
upsell/cross-sell; LTV

to serve evolving needs of
core segment; LTV

Examples of strategic marketing playbooks

Product focuses on roadmap

INNOVATOR

Establish position and
thought leadership while
activating pipeline with
targeted programs and
building growth engine for
scale (invest to grow).

Build positioning momentum
and thought leadership while
packaging new wins, tracking

establishing GTM traction;
ACV. Foundational tech/

operations only.
\ /

Sales focuses on predictable
win rates, funnel conversion
and full productivity, ACV

Product focuses on innovation
roadmap to capture more
share, ACV

— nurturing pipeline and

LEADER

4 &
Maintain leadership
position while feeding/

expanding growth engine
at scale (invest to lead).

- J

/ ™
Most likely an acquirer.

Expand leadership position
and ensure lead to close
conversion while looking
for ways to consolidate

your space.
. J

Sales focuses on predictable
win rates, funnel conversion
and productivity gains, shorter
sales cycles, ACV, LTV

Product focuses on innovation
roadmap to outpace
competition or consolidate
market, ACV, LTV
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DEFENSIVE TRANSITIONAL

' ™ g ™\
Reposition around a
STANDALONE Create niche position vision for a path forward
PATHS - — | for core customer base

around use case of strength.
in growth areas.

\. A . .
g ™y g B
Reposition around a vision
TRANSACTION Create niche position for a path forward for core
PATHS b around use case of strength, b customer base in areas
where strategics have gaps. where strategics have gaps
or can gain share.
L A L A
Figure 7.2

Examples of positioning options as a standalone
company or approaching a transaction

INNOVATOR LEADER

g ™ e ~
Establish a position around Expand leadership position
STANDALONE a new category or more in category with ambitious
PATHS —] clearly define a nascent — vision, continue to show
category where there's a momentum and
competitive gap. protect reputation.
\. J \, J
- ~ s ~\
Establish a position around Expand leadership position
TRANSACTION ainew catggory T in category, continue to
PATHS L_{Rckeariicelinaiaipascant — show momentum and
category where a strategic protect reputation. Look
has a need to compete for acquisition targets.
L with a leader.

Figure 7.2 (continued)
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TRANSITIONAL
s Marketing Priorities:

e Reposition in the core customer base. To provide a path

forward, consider a platform positioning strategy
e Focus on upsell/cross-sell, clearly defining segment and

packaging customer successes
Marketing Budget: ~10% of revenue
In slow growth position but must invest to secure base
Key ROI Metrics: Marketing-led conversions in customer
expansions or corss-sell trial conversions as a
result of marketing outreach to installed base

% | LEADER
'Y} Marketing Priorities:

¢ Expand position by leaning into vision of where the industry is going
e Ensure lead to close conversion and optimize execution
¢ Maintain leadership position while feeding/nurturing
pipeline and expanding growth engine at scale
Marketing Budget:~10-15% of revenue
In high growth position but managing costs are more of an issue
Key ROI Metrics:A positive CLV-to-CAC ratio given how mature these
companies typically are, share of voice

-~ | DEFENSIVE

3 Marketing Priorities:
¢ Reposition in a bounded segment or use case where you can win
e Focus on targeted ABM and windbacks with sales

e Focus on packaging for transaction and divert spend to

shore up product gaps
¢ Modernize CX model, optimize processes and systems in

a low-cost way for critical solutions
MarketingBudget: ~5-10% of revenue
In slow growth position but must find ways to optimize CX overall
Key ROI Metrics: ABM or marketing-led trial conversions, digital
engagement rate for installed base

INNOVATOR
Marketing Priorities:
e Position in new category or more firmly define a growing

category and drive thought leadership in an area where the

leader has a gap
e Activate pipeline with targeted programs and build an engine toscale

e Investin CX model and unified processes and CX tech engine to
fuel growth and scale
Marketing Budget:~25% of revenue (if revenue exists)
In high growth position must be aggressive, time to invest in right CX
tech engine to scale quickly
Key ROI Metrics: Trial conversions, digital share of voice (or unique
web visits by proxy)
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nual Targ GOALS
Revenue Assumptions $ 500,000,000.00 | MKT>BDR | BDRCC | PRrODUCT | STRAT ENT SME | e VERTL ] csS | PARTNERS |$  500,000,000.00
Installed Base UpsellsProd A 10% 10% 0% 0% 90% 0% 0% 0% 0% 0%
Installed Base Upsells Product B 35% 40% 30% 10% 0% 20% 0% 0% 0% 0%
Installed Base Upsells Product C 35% 40% 20% 10% 0% 0% 30% 0% 0% 0% $ 350,000,000.00
Installed Base Upsells Product D 10% 0% 10% 0% 0% 0% 0% 0% 90% 0%
Installed Base Upsells Product E 10% 0% 0% 0% 0% 0% 0% 100% 0% 0%
Net New A 20% 0% 0% 0% 100% 0% 0% 0% 0% 0%
Net New B 30% 30% 20% 0% 0% 40% 0% 0% 0% 10%
Net New C 20% 30% 30% 0% 0% 0% 40% 0% 0% 0%
Net New D 5% 0% 10% 0% 0% 0% 0% 90% 0% 0% $ 150,000,000
Net New E 5% 0% 0% 0% 0% 0% 0% 0% 100% 0%
Net New CHANNEL 20% 0% 0% 0% 0% 0% 0% 0% 0% 100%
Total| $ 124,000,000 | $ 83,500,000 [ $ 24,500,000 [ $ 61,500,000 [ $ 42,500,000 [ $ 48,750,000 [ $ 41,750,000 | $ 39,000,000 [ $ 34,500,000 | $ 500,000,000
Total Bookings % 200% 24.80% 16.70 4.90% 12.30% 8.50% 9.75% 8.35% 7.80% 6.90% 100%
_ Marketing % Target |
Revenue Amounts MK CcsS | PARTNERS | TN
Installed Base Upsells Prod A 3,500,000 $ $ 31,500,000 $ $ $ $ o $ - ke 35,000,000
Installed Base Upsells Product B 49,000,000 $ 36,750,000 $ 12,250,000 $ - $ 24,500,000 $ a3 I S - |8 122,500,000
Installed Base Upsells Product C 49,000,000 $ 24,500,000 $ 12,250,000 $ =3 - $ 36,750,000 $ = g = 3 - |8 122,500,000
Installed Base Upsells Product D - $ 3,500,000 $ - S - S - S - $ - $ 31,500,000 $ - $ 35,000,000
Installed Base Upsells Product E - S - S - S - S - s - $ 35,000,000 S - S - S 35,000,000
Net New A SRS 58 - $ 30,000,000 $ SRS = 3 S8 s - |8 30,000,000
Net New B 13,500,000 $ 9,000,000 $ S $ S $ 18,000,000 $ = $ S $ = $ 4,500,000 | $ 45,000,000
Net New C 9,000,000 $ 9,000,000 $ = $ o S = $ 12,000,000 $ = S = $ = S 30,000,000
Net New D o3 750,000 $ 5 $ SElS a8 - $ 6,750,000 $ a $ - e 7,500,000
Net New E = 3 o8 5 $ Sl o g 503 - $ 7,500,000 $ - e 7,500,000
Net New CHANNEL -8 = 8 -8 - s -8 = g -8 - $ 30,000,000 | $ 30,000,000
[P wKrssbR | DRG] s
Installed Base Upsells Prod A $ 200,000 17.5 0.0 0.0 0.0
Installed Base Upsells Product B $ 100,000 490.0 367.5 122.5 245.0 0.0 0.0 0.0
Installed Base Upsells Product C $ 50,000 980.0 490.0 245.0 0.0 735.0 0.0 0.0
Installed Base Upsells Product D $ 20,000 0.0 175.0 0.0 0.0 0.0 0.0 1575.0 0.0 1750
Installed Base Upsells Product E $ 75,000 0.0 0.0 0.0 0.0 0.0 0.0 466.7 0.0 0.0 467
Net New A $ 200,000 0.0 0.0 0.0 150.0 0.0 0.0 0.0 0.0 0.0 150
Net New B $ 150,000 90.0 60.0 0.0 0.0 120.0 0.0 0.0 0.0 30.0 300
Net New C $ 50,000 180.0 180.0 0.0 0.0 0.0 240.0 0.0 0.0 0.0 600
Net New D S 75,000 0.0 10.0 0.0 0.0 0.0 0.0 90.0 0.0 0.0 100
Net New E S 25,000 0.0 0.0 0.0 0.0 0.0 0.0 0.0 300.0 0.0 300
Net New CHANNEL $ 15,000 0. 2000.0 2000

Total Closed Deals by OPP Source

0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
T 1575 12825 3675 3075 3650 9750 5567 18750 2030.0 (NS

Example: Opportunity to Commit Modeling to drive Radical Unity
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WATERFALL METHOD

FUNNEL ASSUMPTIONS ENGAGEMENTS
5,287,222
Company Annual Revenue Target $ 500,000,000
VISITORS
Average Selling Price for Marketing Commits (Blended) $108,000 158,617

Marketing Led Percentage of Deals 32% CONTACTS
31,723

Sales Opportunity to Close 30%

MQLs

Sales Qualified Opportunities/In Pipeline
(with or without close date) =i 19’034

Conversion from MOL to Sales Accepted Leads/Meetings 60% E

Conversion from Response to Marketing Qualified Leads 20%

2,855 Marketing Led Deals

Average Response Rate 3% $ 308,350,800 Estimated Contribution
$ 231,263,100 In Year (75%)

BUDGET ASSUMPTIONS ENGAGEMENT MGL
ACTIVATION 5,287,222 31,723
CPL %15 $100

RO Formula: Subtracting your total investment
TOTALS $ 79,308,333 | $3172,333 Q{eIRMN inmarketing from your total revenue, then dividing
the number by the total investment, Multiply the
resulting number by 100 1o get your RO percentage.

Total Activation Budget Required $ 82,480,667 2738 | . ier e ercenise. i Beer U AN
Marketing Activation Budget Required as a 16%
Percentage of Revenue
Industry Benchmarks Vary Based on Situation and p y
FEspOnse/conversion rates ‘”:r%-}] f"}'
Figure 6.3

The Traditional waterfall method.

A WARNING ON THE WATERFALL METHOD

As | mentioned, there are limitations to the waterfall method, but it’s
a good place to start. It is useful in planning to determine if you are
in the ballpark to achieve the targets with the budget you have. It
doesn’t typically work for tracking metrics in real time in year one
(because you have no historical data for actual conversion rates).
Companies that get this work for tracking and metrics are those with
the most mature systems and data platfroms, so its’s best to have
realistic expectations on how to use it.

Also, this model assumes a very linear customer journey, which isn’t
how customers engage, as we’ve discussed. It also assumes you can
track attribution, which any CMO will tell you is hard.

The best way to apply the model is to use it to ballpark a budget,
track CAC, and track how your GTM teams are collaborating to get
deals done. By tracking conversions at each stage, they can identify
the operational problems that get in the way of great results.
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Your view of the world as it pertains to the situation/problem

How you see the pain point for your primary audience and the category
you are in

What is the benefit of What is the benefit of What is the benefit of
this claim? this claim? this claim?

Proof points of claim Proof points of claim  Proof points of claim

Figure 7.1

An example of a typical positioning framework.
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POWER OF SURGE

PRODUCT | MARKETING m SERVICES | PARTNER

Prospect/Customer

Customer
\eustomer;Data Prospect/Customer Database, Entitlements Partner
forjLisen Database Entitlemants, Records in Database
Onboarding Renewal Database
Information
Prociiet Contact and Lead Contact
Management, Management,
E:g;mem Iag:?;:mem & Contact Enrichment, Conversation Contact
Capture & Enrichment Conversation Capture & Enrichment
Routin Capture & Routing Routing, VOIP,
2 Email, Chat
Sales Automation:
Marketing Prospecting, Sorvices
Automation, Opportunity
Upsell Campaigns & Mgmt,, Forecasting, ﬁ:lto";;:::?" & ::rtt:ea:n
Automations Funnels Pipeline, Activity 7 P t;'.C tact °g
(Built in Best Management ccount/Contact  Automation
Practices) (Built in Best History, tickets
Practices)
DAM for DAM for
- .?AM flo::ssets & Templates/Scripts/ Templates/Scripts/ g{:." for ﬁ:ssets
emplates Playbooks Playbooks emplates
In-App Support CMS for Marketing CMS for Content CMS for CMS for Partner
& Guides & Web Content in Sales Cycle Knowledgebase Content
Web Build, Landing Landing Pages
- Pages (self-serve) = = (Partner Specific)
& Web Analytics
Omnichannel
-- Tracking; Ads. - - --
Social, etc.
- SEO - - SEO
A/B Testing, Lead Predictive Scoring A/B Testing &
!;.'e:t‘i’nf A/B & Predictive based on Activities 2:‘:::?'"9 Engagement
9 Scoring & Interactions 9 Scoring
Integrated Customer
e Aaisicepl Reporting, Insights & Sl
Analytics PO Analytics, Insights,  Research (CSAT, PCERTT
ribution Attribution <NPS, ete) ributions
Video Server
Video Server Video Server, Video Server Video Server (partner-specific),
(linked to Conversion & (Sales-specific (Support-specific) Conversion &
App Tutorials) Analytics content) Analytics
Partner Portal
i"éit;::f d Customer Portal Customer Customer Service & Programs
Portal (GEN) Account Portal Portal (Incentives,
Assets, etc.)
Chatbot & LiveChat in
In App Chat WebChat LiveChat LiveChat Portal
Workflow & Task Workflow & Task Workflow & Task Workflow & Task ~ Workflow & Task
Management Management Management Management Management
Dev Tools Design Tools - - -
Webinar Webinar/ . Webinar/ Webinar/
Platform Events Platform Events Platform Events Platform
N Meeting Meeting N
Scheduling Scheduling
Payment Platform Payment Platform Payment Platform
(In App Purchases) Raymentiplationy (Trials, Signups & ({Add on Services, ;ax:;n:nlt‘ F:::latform
(Paid Events) Renewals) Upsells) ald Activitiaz)
Proposals,
- - gr:‘g:?:al'sr:d - Agreements &
9 Quoting Tools
Figure 9.1

Example of Unified CX Requirements
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(STRATEGIC ENABLERS)..“...“...“....,.....é..“...“...,....“...,...( u"'FIED ExEcUT'oN )

-0 STRATEGY i iere:0 THOUGHT LEADERSHIP &

MARKETIMNG PATH & SECMENTATION ! COMMUNICATIONS
......... o UNITY TP O SOLUTION MARKETING &
: ALMGNED KPis & SHARED CX MODEL : ENABLEMENT

......... o REPUTATION
: ERAND POSTIONING, MESSAGING, PURPOSE MODERN cx

i e o GROWTH TECH ENGINE : CUSTOMER & COMMUNITY
: MARKETING VALUE DRIVERS : ENGAGEMENT

==+0 DEMAND ACTIVATION

— o EFFICIENCY
: FOLSDATION, FUNCTICNS & TALENT

--------- O DIGITAL EXPERIENCE

L — O EXECUTIVE SUPPORT ceenon OPERATIONS

( OPERATING PRIORITIES )

o SPEED

o0 PRECISION

Modern marketing methodology for success.

MARKETING REDEFINED:

In our interconnected world, technical buyers and
customers expect a different level of digital
engagement with B2B software companies. Marketing
exits to build meaningful customer engagements and
relationships through compelling, always-on
experiences that measurably increase the value of the
business. The foundation for its execution is built on a
sophisticated web of technologies that deliver that
engaging and holistic customer experience end to
end.
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HIGH TOUCH MODEL
IMPRESSIONS

Unattributed Clicks or Visits

VISITORS

Unattributed Clicks or Visits

CONTACTS

Nameés & Cont act Information

MGLs
MARKETING LED Marketing Gualtfled Leads

SALES LED SALs
Sales Accepted Lead

Sals
Sales Gualified Lead

SOP
Sales Opp-Early Stage

SALES WIN
Sales Opp Late Stage

CUSTOMER RENEWAL

CUSTOMER EXPANSION

LOW TOUCH
IMPRESSIONS

Unattributed Clicks or Visits
VISITORS

Unattributed Clicks or Visits

CONTACTS

Names & Contact Information

Mals
Marketing Gualified Leads

TRIAL/FREEMIUM
Sakes Accepted Lead

BUYER DEFINES NEED
Sales Gualified Losd

EUYER REFINES SCOPE
Sales Assisted Purchase

WIN
PostTrial Commit or Conversion

CUSTOMER RETENTION
In-Product or C55 Led

CUSTOMER EXPANSION

In- Prasduct or CSS Led

MARKETING LED

PRODUCT-LED MODEL

IMPRESSIONS
Unattributed Clicks or Visits

VISITORS MARKETING LED

TRIAL/FREEMIUM

SELF SERVE

EXPANSION PRODUCT-LED
LOW TOUCH EXPANSION
Sales-Assisted SALES ASSISTED
CUSTOMERRETE PRODUCT OR
— €55 LED

CUSTOMER EXPANSION
In-Product or C55 Lad
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0.5-3% CTR Varies Reach, Ad Impressions, Paid Search

Top
9 Visitors, Page Views
c’(f]_?:l?;l 10-40% CTR (Organie Seareh to Wabsita)

Emails, Opt-Ins, Lists
(Campaigns, Events, Web Forms) N:

Cleaned Contacts with Lead Scoring
8% Conversion (Behavioral or Predictive)
OrIF‘::I:eI ~15% HT Conversion  Qualified Lead-Marketing Nurture
(Hight Towch: BDR/SDR BANTS) . - -
(MOFU) 5-25% LT Con (L:: Er.:::: ) N Sales Accepted Leads
- Qualified Prospect-Marketing Nurture
50% Conversion (Need Qualified, Time May be Undetermined) Sales Qualified Leads
Sales Prospect
(Nead Definitien, Scaping, Dema, POC) Sales Opp Early Stage
Sales Prospect with Win in Quarter SALES WIN
Bottom 20-30% Win Rate (Quotes, Propesals, Pricing, Contracts)
Of Funnel
(BOFL) 80-90% Retention  Customer Renewals & Seat Add-Ons CUSTOMER RETENTION
Expansion Customers
10-30% Expansion Cuptall, Price LI, e CUSTOMER EXPANSION

2-5% CTR

40-50% Conversion

Figure 10.3

Traditional full funnel and example conversion rates based on best practices

PRESSIONS
0.5-3% CTR Varies Reach, Ad Impressions, Paid Search
Interested
10-40% CTR Visitors, Page Views,
Campaigns, Emails VISITORS
2-5% CTR (Opt-ins, Events, Lists, Website)
TRIAL/FREEMIUM

5-25% Trial Freemium/ Trial

40-50% Conversion  Trial Conversion

Engaged <

SELF SERVE
50% Active Active Users EXPANSION

LOW TOUCH EXPANSION

Sales-Assisted

Active 80-90% Retention Customer Renewals & Seat Add-Ons e e e L
In-Product or C55 Led

Expansion Customers CUSTOMER EXPANSION
(Upsell, Price Lifts, etz) In-Product or CSS Led

Ve

15% Attach Low Touch Add-ons/Promotions

10-30% Expansion

Figure 10.4

Example of digital-first model conversion rates based on best practices.
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CHAPTER 11: FINDING AND KEEPING A STELLAR CMO

THE GAP OF GRIEF

What people are thinking but not saying

CEO CMO

You don’t understand
the business

You can’t explain the
business strategy

| don’t have the authority
to make changes so | can
take a number

You don’t want to be
accountable for a
number

You don’t have the right

You’re not competent expectations

Why can’t you take the
time to understand what
we are doing?

| don’t understand
what you are doing

Can | trust you? Why can’t you trust me?

TRUST & COMMUNICATION

Figure 11.1

The CEO/CMO gap of grief.
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POWER OF SURGE

Strong Position
'y

TRANSITIONAL LEADER

Slow Growth # Fast Growth

DEFENSIVE INNOVATOR

\d
Weak Position

Figure 11.2
CMO fit for you strategy.

TRANSITIONAL

CMO Fit: A more seasoned, experienced generalist, who understands
brand transformation & change management. Can manage complexity and
ambiguity well with deep CX and modern tech experience. Has the patience
to untangle detailed process challenges and is excellent positioning strategy.

.
W) LEADER
‘Y ¥ CMOFit: A more seasoned, experienced generalist. Expert at brand and

thought leadership, personal presence and communication skills. Inspira-
tional leadership with demonstrated success unifying sales efforts.

DEFENSIVE
CMO Fit: A more seasoned generalist or a specialist in ABM who has the
grit of an Idiatrod musher. Good financial awareness and is comfortable

with complexity and ambiguity. Must be proactive in getting help to clarify
priorities and manage change but must also have nerves of steel with the
ability to say no.

INNOVATOR
CMO Fit:A more seasoned specialist may be best here. Understands solution

and product marketing with a growth mindset. Has had some experience
across omnichannel and understands the principles of building for scale.
Must understand or hire for deep CX and modern tech experience.
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POSITIONING STRATEGIES

Sirong Position

TRANSITIONAL LEADER

PLIN
a_a

-

Fast Growth

DEFENSIVE INNOVATOR

Weak Position

TRANSITIONAL

You are a mature or transitional company with a strong competitive position, but the
market is slow or on the decline. Often legacy with cheaper or next-gen competitors
looking to take customer base. Reposition in the core customer base. To provide a path
forward, consider a platform positioning strategy

¥

LEADER

You are a strong visionary leader with a strong leadership positioning in a defined market
that is expanding quickly. You are defining the market and finding ways to integrate
functions, expand your base and grow share. Find ways to secure your base and future
position. Expand position by leaning into a vision of where the industry is going to.

DEFENSIVE

You have a weak position and slow growth and may be late stage or distressed. Either
make big moves to improve competitiveness (retrench, innovate, and reposition) or
reduce costs, divest, or liquefy. Focusing on your core business is critical; consider
doubling down on a segment or niche. Reposition in a bounded segment or use case
where you can win.

2

INNOVATOR

You are a startup or early stage company in a quickly evolving market you may be an
innovator, but you have a weak market position or a limited reputation. Focus on securing
brand reputation, delivering product innovation and consistent customer delivery.
Position in new category or more firmly define a growing category and drive thought
leadership in an area where the leader has a gap.
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Based on the Best Selling Book

"Holly has written the definitive strategic marketing manifesto. She has shared the scar tissue you get only by
living and breathing the ups and downs of building a business and has described those lessons in a
straightforward, digestible, and fun read. As one who has reviewed thousands of business plans and hundreds
of board plans, Holly nailed it. You must keep your eye on the horizon lest you go off course, but you better
pay maniacal attention to the details that are driving to that horizon. Holly’s sage advice acts as a rudder and
should be absorbed by every B2B CEO trying to balance their ship."

Ted Schlein

Former Managing Partner, Kleiner Perkins; Founder Partner, Ballistic Ventures

"Rollo's advice is a lifeline for those preparing for a major transaction or going through a pivot. If you're ready
to turbocharge your software business and find hidden value, Power of Surge is an indispensable guide."
David Lang

Partner, KKR

"Refreshing and powerful. Rollo's insights about how to use strategic marketing as a value driver are helpful
and impactful. She not only diagnoses root causes hindering results but also offers actionable remedies that
CEOs can put to work immediately. The framework she lays out in this book can help companies set
themselves up for long-term success."

Betty Hung

Managing Director, Vista Equity Partners

"Holly Rollo’s new book is a must-read for any investor or CEO in the B2B software space. Her decades of
marketing leadership success at important companies has given her the ideal perspective for crafting a tight,
actionable framework for creating competitive advantage. All of this is combined with a highly accessible
narrative style. What is not to like?"
Seksom Suriyapa

Partner, Upfront Ventures
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