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Compass Integrators: Do
a few things well but not
very connected between
sales and marketing

Map Integrators:
Certain pieces of
marketing and sales are
integrated but key
barriers still exist

GPS Integrators: Very
integrated and
responsive to changes in
needs and conditions
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WELL INTENTIONED
MASS WASTAGE

Too much looks like it is
meant to go together but
nothing is sequenced
according to customer
journeys

BOXES OF ACTIVITIES

One or two pieces of
marketing happen in near
isolation from each other.

For example demand is not
connected with brand.
Sales support and demand
generation are not
connected in the customers
journey

UTOPIA
SPENDS LESS &
INTEGRATES MORE

You spend significantly less
than your competition and
your returns on marketing
are at least 20% higher. You
can win complex sales on a
66% ratio. There is no
perceived difference in
sales or marketing as part
of the mix and your
content is more powerful
than your messaging

TWO COGS WORK
WELL TOGETHER

Two core functions that
drive sales are extremely
efficient together. Small
adjustments in content,
sequencing, vehicles made
quickly

Compass Integrators: Do
a few things well but not
very connected between
sales and marketing

Map Integrators:
Certain pieces of
marketing and sales are
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barriers still exist

GPS Integrators: Very
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Too much looks like it is
meant to go together but
nothing is sequenced
according to customer
journeys

2 VENNS CONNECTED

One point of connection,
maybe direct
communications for brand,
sales support and demand
generation. Content needs
do not meet messaging
wants

BOXES OF ACTIVITIES

One or two pieces of
marketing happen in near
isolation from each other.
For example demand is not

connected with brand.
Sales support and demand
generation are not
connected in the customers
journey

EDGE OF MATURITY

Experiments in forms of
integration (content
variation, media pairings,
sales cycle support) but
isolated and rarely get
repeated or scaled

TWO IN PARALLEL

Somewhat effective sales
and somewhat effective
marketing but they are very
rarely connected in the
customers minds and
actions

G LEVEL OF INTEGRA

TED MATURITY
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Compass Integrators: Do
a few things well but not
very connected between
sales and marketing

Map Integrators:
Certain pieces of
marketing and sales are
integrated but key
barriers still exist

GPS Integrators: Very
integrated and
responsive to changes in
needs and conditions

Movements: Where you
can move from this
position. Not all options
are available or logical
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STRONG POCKETS OF
INTEGRATION

Where it works it really
works but it is often isolated
in stages (e.g.
Consideration or purchase
stage).

One philosophy of
integrated marketing does
not transcend the whole
organization.

EDGE OF MATURITY

Experiments in forms of
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variation, media pairings,
sales cycle support) but
isolated and rarely get
repeated or scaled

TWO IN PARALLEL

Somewhat effective sales
and somewhat effective
marketing but they are very
rarely connected in the
customers minds and
actions

BARRIERS TO UTOPIA

Plenty of ongoing effective
integration but one or two
residual barriers to
complete integration
through the sales and
marketing funnel. These
could be the following

Content v messaging

One form of media v all
forms of media

Demand v brand activities

Sales support cycles v non
or fractional support

Many metrics v one metric

SALES + BUT
POORLY CONNECTED

Sales integrates the best in
demand generation but
poor connections to other
parts of the funnel
(awareness, preference
building) stunts real growth

ALL TO SALES

All activities are designed to
lead to sales functions. No
other support for parts of

the funnel. Significant waste

is tolerated so long as sales
targets are met, i.e. there

can never be too much of a

good thing.
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IN NICHES

Certain business units
/targets have integrated
marketing efforts (e.g.
enterprise v commercial)
but this is in niches and not
crossed so resources or
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