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event marketing, 261-262
general discussion, 249
getting customers talking, 254-257
interviewing customers, 257-259
joy, 250-251
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champions, 114, 117
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power sponsors, 114, 118
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as data point in CRM, 83
defined, 14
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general discussion, 113
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general discussion, 191-192
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general discussion, 204
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general discussion, 209
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overview, 60-61
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effective, 65-66
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football analogy, 216-217
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sustainable “smarketing” process, 152
velocity to advance accounts

advancing opportunities to Closed/Won deals,
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overview, 15
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account'’s journey, 106-108
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scoring degradation, 136-137
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attributing at account level, 287-290
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