
Six questions to ask for 

long-term growth.

There can be a number of reasons why your company isn’t growing as it 

should long-term. Assess and evaluate how your company is applying its 

know-how in the marketplace. The goal is to gain new insights into how to 

improve growth by improving marketing and sales.



▪ Chances are you will achieve your sales quota for the year. However, ensuring long-term growth means 

analyzing your business for several years to come. Depending on your industry and its sales cycles –

probably complex B2B deals – a sale can take months, even years.

▪ It’s crucial to pitch more business than you close, because you won’t get every contract. Your present “hit 

rate” should determine the size of your list of prospects – in other words, how much business you need 

to achieve long-term growth. 

▪ Working with sales in a structured long-term manner entails new ways approaches which in turn lead to 

controlled growth.  

1. Do you foresee 

enough sales for 

long-term growth?



2. Are you growing faster or slower than the market?

▪ To determine if your growth rate is good or not, you must be familiar with your market. How big is the 

potential market and how fast is it growing?

▪ For long-term growth, both the solution and the company itself must remain relevant for years to come. 

This means knowing your market. What is the target group, what are the trends and how does the 

company compare to its competitors? What alternative solutions are available on the market to solve the 

customer’s problem?

▪ Helping customers in the buying process requires know-how and insight into the customer’s operations 

and market. Understanding relevant trends and their effects on the customer’s business is crucial. What 

strategic choices should the customer take into consideration?

3. Does your company sell a product or a solution

▪ Are you selling an innovation and/or a high-tech product? Is it a system or a solution? 

▪ Perhaps you give away things for free which the customer is willing to pay for? 

▪ It is essential to define your offering and put the right value to secure that you maximize your sales and 

margins. To define your offering is also about being clear what added services you are offering. It is 

about how you approach your customers and support their buying journey.

▪ The more complex a customer’s problems are, the more the customer is willing to pay. 

As the value of the customer increases, the company becomes less vulnerable and less 

price sensitive. Selling a solution enables you to differentiate packaging and remain competitive 

longer.



4. Is your communication with the 

market and potential customers 

relevant and consistent?

▪ All too often, a company’s communication is about the company 

itself, its history, organisational structure and its products.

▪ Because customers have specific needs, relevant communication 

must be based on solving the customer’s problems. The goal is to 

turn the customer’s business challenges into communication.

▪ The first step is to analyze, segment and understand exactly who 

we’re communicating with.

▪ Once we understand the customer’s problems we can provide 

insights on what the customer needs to do to improve his 

business. 

▪ These insights can be based on changes in the market, new 

technology, changes in customer needs and new business models. 

There must be a need to change the business and the customer 

must act on this need.

▪ Ensuring that all employees communicate the same messages 

may seem obvious, but it’s very rare that it actually happens in 

practice.



▪ The best mix of marketing and sales resources can vary from industry to industry. New purchasing 

behaviour means that much of the buying experience is digital and the customer approaches the market 

without any kind of personal contact with the company or its salespeople.

▪ For years, marketing has been divided into outbound marketing and inbound marketing. Inbound means 

attracting the potential customer with the right information based on his individual situation. This entails 

creating and distributing more content digitally.

▪ What’s more, “social selling” and LinkedIn, for example, have become tools that sales people can use to 

approach potential customers. How do marketing and sales work together to reach potential customers? 

▪ The mix of marketing and sales and how they work together is vital to optimising a company’s 

investment. 

5. Do you have a balanced mix of marketing 

and sales resources to reach potential 
customers? 



6. Are you creating 

a positive buying 

experience for the 

customer?

▪ Over the years, companies have used many ways of measuring customer satisfaction starting with 

delivery and customer service. The more a company matures, the more advanced the methods 

become, such as loyalty and net promoter score, for example. 

▪ Research shows that the buying experience is becoming increasingly important for a company’s overall 

reputation. The customer rates not only delivery versus expectations, but the entire buying experience, 

even the actual sales process.



Conpleo is a value-based consultancy specializing in complex B2B business. 
We help companies shape and improve their marketing and sales.

The key is to close the gap between strategy and execution as well 

between marketing and sales. These gaps are common, 

yet can still be a challenge to overcome. 
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