
 

FUNNEL CAMP 

OUTCOMES DELIVERED 

PREPARED BY 
BRETT BONSER 

SUBJECT 
OUTCOMES DELIVERED  

FILE NAME 
FUNNEL CAMP - OUTCOMES 
DELIVERED.DOC 

DATED 
8 OCTOBER 2010 



CONTENTS 

 

 

 

PREPARED BY 
BRETT BONSER 

TITLE 
FUNNEL CAMP 

SUBJECT 
OUTCOMES DELIVERED 

FILE NAME 
FUNNEL CAMP - OUTCOMES 
DELIVERED.DOC 

DATED 
8 OCTOBER 2010 

 

Without an actionable marketing plan, businesses struggle to 

survive; let alone grow! 3 

Strategy to plan in 3 days 4 

Funnel Camp delivers change 5 

Testimonials 5 

Funnel PlanTM 6 

About MathMarketing 7 

 

 

 

 



 

    

FUNNEL CAMP 
 

OUTCOMES DELIVERED 

8 OCTOBER 2010 

PAGE 03 

 

 

 

Without an actionable marketing plan, businesses 

struggle to survive; let alone grow!  

Despite this, many leading Australian B2B companies still struggle daily with marketing 

plans which are not sufficiently actionable, not aligned to strategy and simply not 

followed. Often, there just isn‟t a plan at all.  

Why?  

 Recent changes make past plans obsolete  

 There is a lack of a simple framework to translate the strategy  

 Strategy and plans are not 'owned' by all the stakeholders  

To achieve effective change and continued growth, you need a single plan that‟s:  

 Blisteringly clear  

 Highly actionable  

 Team built and owned  

And you need it quickly! 

Funnel Camp™ is a single, intensive, 3-day planning workshop to provide your 

organisation with the change required to break down impediments to growth. The 

facilitated program specifically addresses the most common Sales and Marketing 

management issues in business today, while delivering a highly-actionable Sales and 

Marketing plan to prosecute your strategy. 
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Strategy to plan in 3 days  

Beginning with clarity, we:  

 Distil your objectives and strategy  

 Capture key metrics about your sales funnel  

 Introduce the Sales and Marketing planning system to your team via The Leaky 

Funnel (our easy-to-read business novel)  

To add insight and foster team agreement, we then:  

 Bring key members of your team together for a three-day, Sales and Marketing 

planning workshop  

 Model your Sales and Marketing funnel for the life of the plan  

 Predict gaps in revenue, market size, effectiveness or sales/marketing resources for 

every stage of the plan  

 Help you select optimum tactics for the execution of your Sales and Market ing plan  

 Set granular objectives for every tactic; for every stage of the plan  

Embedding it with precision, we:  

 Document your Sales and Marketing plan as Funnel Plan - a one page, blisteringly-

clear, highly-actionable plan for growth  

 Identify all actions necessary to prepare for the execution of your plan  

 Dispassionately review your Sales and Marketing plan, before it is rolled out to your 

team  

And ongoing focus is maintained, as we:  

 Review progress with members of your team every quarter, and  

 Adjust your Sales and Marketing plan as required.  
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Thanks to Funnel Logic, many leading companies have refined their approach to sales 

and marketing, including:    

 

Funnel Camp delivers change  

Funnel Camp provides you with the change required to ramp sales and marketing 

effectiveness by removing the identified impediments to growth.  

You'll get:  

 Blistering clarity around the strategy  

 Fresh insight from our experience with over 300 Sales and Marketing planning 

projects  

 A highly-actionable Sales and Marketing plan to prosecute your strategy  

 Granular objectives and an early-warning system; shortfalls are indicated well before 

revenue targets are missed  

 Confidence to stop low-yield or non-aligned tactics  

 Your team committed to this plan, and its execution    

Testimonials 

Past Funnel Camp™ participants speak of these changes: 

"We will look back on this event as a turning point in the company's history." - Carey 

McMahon, Chief Operating Officer 

"A clear go-to-market Sales and Marketing strategy for our product." - Michael McTeigue, 

Sales Manager 

"A new way of approaching and executing marketing." - Daniel Jurczyszyn, Segment 

Marketing Manager 

"Allowed us to improve our understanding of our market and how we approach our 

potential clients understanding the value proposition." - Mike Sewell, General Manager 
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"An intense program packed with quality information that delivered a clear path and plan 

for the way forward. Delivered more than I had expected!" - George Spink, Executive 

General Manager 

"Great course and framework! The collaboration and teamwork the camp naturally 

created was superb." - Andrew Coffey, Associate Director of Sales 

"Great job engaging all participants, from CEO to controller and from sceptic to 

evangelist!" - Karen Bacot, Director of Marketing 

“Attractive one page output will be a very useful and easy to use tool to apply logic and 

measure success. Also, it will remind me of our focus.” - Joanne Cooper, Account 

Manager, Sales Specialist 

Funnel PlanTM 

It is often difficult to get everyone from your team on the same page, let alone those in 

different departments. With Funnel Camp you get everyone on the same page literally, 

your single page Funnel Plan. 

Below is a sample of MathMarketing‟s own Funnel Plan. This one page communicates 

what we we‟re going to do, how often, who‟s going to do it and when.  

 

Your Funnel Plan spells out your objectives, a strategy the whole team buys into and understands, 

the granular objectives - broken down into month, quarter, year – for the life of the plan, the tactics 

you will employ to achieve this result, and the steps you will take as you build towards rhythmic 

execution of the plan. 
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About MathMarketing 

In Australia, Asia, North America and Europe, MathMarketing has served many leading 

and aspiring businesses who seek to align Sales and Marketing and pursue growth. 

These include AAPT, AXA, CA, Canon, Colonial, Ernst & Young, GE, IBM, NEC, Nokia, 

Optus, Oracle, Perpetual, SAP, Sony, Telstra, Vodafone and World Vision. 

These businesses have been wrestling with at least one of a number of common 

problems: 

 They lack a clear plan for growth; 

 Their team has gaps in their B2B marketing skills; 

 Members of their team just don‟t „get it‟; or 

 Sales and Marketing are not aligned. 

In addressing these common problems, MathMarketing created Funnel Logic™. 

Developed as a unique approach to sales and marketing, Funnel Logic unlocks the keys 

to B2B growth by: 

 Understanding the buying process (we call it the Buyer‟s Journey); 

 Knowing how many buyers need to take each step and over what time; 

 Selecting tactics capable of moving buyers through these steps; and 

 Measuring the actual results and continuously improving. 

 

To find out more, visit us at: 

www.mathmarketing.com 

Or call us on: 

+61 3 9006 4999 

 


