
Defining a Path to Sustainable Growth
CLIENT ENGAGEMENT RESULTS

Learn how we moved a family-owned business, with more than 45 years under their belt, from 
status quo to digitally-transformed, metric-driven revenue growth

About the Client

This 45+ year-old family-owned 
company faced steadily declining 
revenue from a stagnant product 
line. Founders knew a leadership 
transition was in order but needed 
help supporting the next generation 
of senior management and defining 
a path to sustainable growth.

The Client’s Challenge

Digital Transformation & Revenue Growth
METRIC-DRIVEN REVENUE GROWTH. CHANGE MANAGEMENT. NEW TECHNOLOGIES.

CASE STUDY

Redefining the product mix, aligning staff priorities 
and instituting a performance metrics framework are 
key drivers to profitable business growth and 
increased company valuation. In order to do this, a 
combination of strategies involving product 
management, sales and marketing initiatives and 
organizational goal setting was developed. The sales 
team was refocused to drive average sales per 
customer to new levels. 

The more than 15,000 customer accounts were 
segmented to ensure efficient, knowledgeable call 
dialogues. Data was tracked on all activity, populated 
into a comprehensive management dashboard, to 
guide decision making. New business acquisition 
plans included a closer coordination with sales and 
marketing. Content development focused on solution 
selling. 

The brand of the company evolved to represent true 
partnership in solving customer problems. The 
activities drove revenue growth, created new product 
bundles and energized the sales function to develop 
relationships with customers not seen previously. 
The core challenge was understanding when and 
what triggered an account to move from passive to 
active (non-engaged to engaged) and which channels 
the account is engaging with. 

The Bottom Line:

A more coordinated 
approach to revenue 

attainment by aligning 
business functions through 
carefully crafted goals and 

metric-driven guidance.



THE TARGET AUDIENCE

Internal Audience

Executive Team | Marketing & Sales Leadership | Product Teams

External Audience of 15,000 accounts in US, Canada, and Mexico

Strategic C-suite Level | Mid-Management Director Level | Facilities | Education Buyers

State/Local Government Leaders | Military & Veteran Organizations | Health Care

THE PLAZABRIDGE APPROACH

Revenue Side 
Strategies

Innovation in All 
Things

Personal 
Involvement in 

Change Management

Added Value 
Every Day

Proper Timing of 
Knowledge 

Transfer

Collaboration & 
Consensus

Analytical Rigor to 
Drive Change



Investing in Technology
Our customer was keen to improve investments in 
technology. They recognized the need but did not have 
the experience or skills to determine best-in-class 
analytics for the changes. As part of the solution design, 
PBG recommended and implemented data models, new 
CRM solutions, and funnel development processes. Each 
was designed to collect data across channels and 
aggregated to illuminate account profiles that pointed to 
opportunities. Customer used their own ERP technology; 
however, we began the review process for integration of 
a new ERP into the CRM system.  

Technologies included:

• New CRM
• Improved email platform tools
• Automation of all processes
• Dashboard technologies for building best in class 

analytics for better decision making 
• New ERP system 
• Integration of technologies on all of the above

Developing Workflows & Prioritizing Resources
We built a workflow for domain scoring customers to 
help prioritization of resources. A dashboard was 
developed to present the data in a way that was 
insightful for Sales but also became applicable to all 
departments. The data came from a variety of channels.

These channels included (not limited to): 

• Social (LinkedIn, Twitter, Facebook, Instagram) 
• Email (Bronto) 
• Events (EventBrite) 
• Webinars (PBG-Produced) 
• Website activity 
• PPC

The dashboard allows for drill down into channel specific 
insights and provides contact level engagement details. If 
an active customer or a new prospect (a newly captured 
lead) downloaded content created by marketing or 
attended a webinar and registered for an event this data 
was recorded to the dashboard. All activities converged 
to a centralized view of all data with ability to click 
through to details. 

Finding 
Opportunity in 
Challenges
Implementation 
challenges included 
encouraging existing 
personnel to change 
behavior which had 
become their normal 
to implement new 
processes. Also, 
instilling a sense of 
importance to all the 
data and using what 
the data said in 
devising new tactics. 
Technical challenges 
focused on ensuring 
the ultimate 
dashboard actually 
provided insight to 
the sales process. 



PBG negotiated 
favorable terms and 

saved more than 30% 
on list pricing for the 

first and second years.

Visibility of all 
touchpoints throughout 

the buying journey so 
marketing and sales 
have new access to 
data not available 

before

Opening marketing 
insights to the sales 

teams in a timely and 
forthright way.

Financial and 
profitability objectives 
were set and focused 
on driving accounts to 

purchase $1m and 
over, increasing 
revenue growth 

resulting in a 45% 
improvement. 

IDENTIFIED SUCCESS MEASURES

DEPLOYMENT

The solution was developed and implemented in phases to ensure value was achieved at each 
phase of development.  All stages are in tandem and not linear actions by PBG. This supports our 
ability to move to solutions with great speed but not at the sacrifice of ensuring best results:

STAGE 1 (3 weeks): Gained insights needed for initial recommendations. Involved team 
meetings, review of current technologies being used, and determining the strength of data 
collection capabilities. Then a deep dive into the existing data, how its captured, how it’s 
structured and what additional data needed to be captured for effective and insightful reporting.

STAGE 2 (6 weeks): Involved recommending platforms, negotiating with vendors and designing 
an implementation of a service process. Launched pilot users to refine the processes and fill gaps 
using customer’s existing platforms. Subsequently, migrated data from platforms to the new 
recommended ones. Prioritized target account lists first (over 5,000 accounts) and provided 
insight to sales team for account development. Followed up with implementing fully migrating 
more than 10,000 accounts to the new systems. This solution runs in real time to look for new 
contacts to match them to accounts. This enabled sales to focus on the appropriate actions for 
building stronger pipelines and strengthening as well as further expanding on the largest 
customer accounts.

STAGE 3 (8 weeks): Included an evaluation of skills, coaching to improve sales, marketing and 
alignment skills. Building a skills gap matrix and designing a reorganization and hiring strategies 
for scaling the company’s growth over next 24 to 36 months.

STAGE 4 (12 weeks): Covered the build and deployment of all solutions, trained on new 
platforms (CRM, Dashboard reporting tools+). 

STAGE 5 (4 weeks): Reviewed supply chains, weaknesses in product strategies based on new 
customer insights gathered. Built new product management framework for building pipeline of 
products and prioritizing commercialization processes within the existing organization. 



PBG’s leadership arranged regular calls between executive teams, 
marketing, and sales to demonstrate the activity on relevant 
accounts using the dashboard, identifying and highlighting the 
key insights. This initial process ensured the most value was 
gained from the solution and doubled up as a training exercise 
for the sales team. 

The stakeholders responsible for the success of the program 
were the CEO, COO, and Marketing Leader. Initially, there was 
some resistance to change, but once the sales teams realized the 
solution provided valuable insights, this objection was quickly 
overcome. In fact, the more the sales team learned about the 
customers’ needs, the more excited they became to create 
solutions and drive higher revenue per customer.

Business Impact

Anecdotal Sales Feedback:

Working on the largest 
customer account, sales 
teams discovered decision 
makers were not their main 
contacts after analyzing 
cross-channel activity; 
therefore, a new sales effort 
was implemented to:

• gain decision maker 
contacts, which greatly 
improved closing ratios

• improve profit margins

• increase average order 
amounts and provide 
insights into new growth 
opportunities in the short 
term

The leadership team was 
thrilled and admitted sales 
and marketing wouldn't 
have known the best 
practices PBG implemented 
across the revenue side of 
the business.

$70 million in large account pipeline has been generated 
across 1,000 opportunities to date based on a $130,000 
investment.

2,500 inactive accounts have moved from passive to active with 
new divisions and opportunities increasing ten-fold.

800 large accounts identified as having responded to the 
campaign through a number of different channels. Marketing and 
Sales can now take a highly personalized approach to targeting 
those accounts compared to a more batch and blast approach 
which was employed previously.

Visibility across all online and offline touchpoints in the 
buying journey.

Alignment between sales and marketing functions is now 
focused on business outcomes.



CASE STUDY

“We have been greatly impacted by all of your efforts and I feel we are 
prepared for large scale growth that otherwise would have been 

missed—the most impactful engagement we could have had.” - CEO 


