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THE CHALLENGE FOR SENIOR MARKETING AND SALES EXECUTIVES

EXECUTIVE SUMMARY

Cambridge Consulting has developed a Five-Stage Segmentation Model for marketing
organizations in technology businesses. Whereas traditional analytical models might

include demographic, psychographic, and/or geographic segmentation, the Cambridge
model uses business growth stages — encompassing the growth path from startup to market
leader.

For each stage, the segmentation model shows that a company can achieve an optimum

mix of marketing resources resulting in a marketing organization that is appropriately staffed,
sized, and focused. The marketing resource mix will then have the right level of people and
programs for a particular growth stage.

The model is based on aggregate data from several marketing resource survey of over
240 companies, marketing professionals, and executives.

BACKGROUND

Proper focus and use of marketing resources is just as critical as financial focus and
effectiveness. In fact, how efficiently marketing resources are managed directly affects a
company’s financial condition. Senior marketing and sales executives — both in-house and
consultants with Cambridge — have a business responsibility to maximize the value of the
employees, programs, and partners that comprise marketing resources.

Cambridge Consulting is a product marketing and product management consultancy that has
been helping its clients achieve their marketing objectives for almost a decade. Over the course
of our consulting engagements, we have observed specific types of marketing resources and
how they are used within a client’s organization.

For example, we noted that a marketing director is a role most critical to organizations that have
multiple products and that have compartmentalized marketing functions. However, for new
product offerings within a startup, a director is less critical than the product manager and product
marketer to the success of new product offering.

This finding led to a series of questions about when exactly a specific marketing function
becomes a critical marketing resource to a company. In the course of our consulting
engagements we often questioned ourselves about when a company needed to initiate
expensive but necessary channel sales programs, and when the appropriate time was to develop
a competitive intelligence program.

Our initial marketing research attempted to discover the specific success factors that distinguished

the market leaders from the rest of the pack, and just how relevant a specific marketing resource
was to the leaders, vis-a-vis their subordinate competitors.
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