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To product marketers, corporate marketers, and product managers 
 

To advertisers, copywriters, PR managers, and lead generation experts 
 

To marketing practitioners all 
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Accolades 

 
“The Marketing High Ground is an essential read for marketers in the 21st 

century. Gospe reinforces critical marketing fundamentals and provides a 

concise blueprint for developing customer-oriented B2B marketing strategies and 

programs.” 

Helen Flynn, principal, Flynn Consulting 

 

“Gospe's book is relevant for marketers everywhere. I especially like the way he 

shows the path to the high ground. And as I'm a visual learner, I found that his 

examples and illustrations bring the personas and messaging to life!”  

Doreen Godfrey, marketing manager, financial services industry 

 

“I'm a big fan of real life case studies, and Gospe gives people the opportunity to 

see how the concepts are used, especially in the hard to define area of B2B 

marketing.” 

Susan Ayoob, publisher relations/marketing, Alcance Media Group 

 

"This is a book on marketing that I can relate to. I was hooked in the first two 

pages. Gospe delivers experienced and practical field-level marketing advice, 

complete with examples that keep you flipping the pages as compared to other 
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marketing books that drag on and on about the "should do's" and lack the "how 

to's." 

Heather Deem, technology marketer, Candesco Marketing 
 

“I very much enjoyed what Gospe has to say. The information is very relevant for 

us and could be used by our very small team. As none of us are formally trained 

in marketing, his practical templated approach is something we can handle on 

our own.” 

Patricia Guyot, project manager, Kevrenn International 

 

“Gospe writes from the business-to-business marketing trenches. This is a must-

read playbook on the topics of personae, positioning statements, and messaging. 

It serves as an inspiration for marketers everywhere.” 

DemandGen Report 
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INTRODUCTION 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Marketing takes a day to learn.  
Unfortunately it takes a lifetime to master.1 

 
Philip Kotler, marketing guru 
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Marketing. How hard could it be? I mean, really. Sometimes it seems that every 

engineer, sales rep, and finance manager believes they can do marketing better 

than someone trained in the field. I used to believe them. They spoke with such 

ferocity that I must have missed the finer points in my education. So I became 

subservient to their whims. Like a yo-yo played by a child, I’d spin up and down 

and out of control, trying to execute seemingly random projects. The department 

I worked in was never consulted; we were always told. Thank you, Sir! May I 

have another? 

After a few years of running in circles, I forced myself to stop and catch my 

breath. In a potentially career-limiting move, I asked the dreaded question, 

“Why?” Why was another new data sheet for an existing product needed? Why 

must an ad appear in the Wall Street Journal next Tuesday or we’d lose the 

sale? Why must we be at a dozen tradeshows when attendance was falling and 

our competitors were backing out?  

Asking why invited conflict and was interpreted as a form of sacrilege. 

“There’s no time for that! I expect it to be done or your next performance 

evaluation will reflect that you are not a team player!” Ouch. 

But, ask I did. Not in a nasty, nasally, whining way, but in a seek-to-better-

understand way. In a diplomatic, team-building-consensus way. There were 

times when I thought they’d show me the door. But a funny thing happened: I 

started to understand that they didn’t always know the reasons why. Action was 
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the cure for not knowing why. Surely, any action was better than none. After all, 

marketing is easy. Right? 

In truth, bad marketing is more abundant than good marketing. Ask any 

chief marketing officer and he or she will point out an ad or direct-mail piece that 

belongs in a Hall of Shame. Bad marketing runs the gamut of inconsistent and ill-

timed messaging to confused images that leave the viewers scratching their 

heads and wondering, if at all, what the advertiser was thinking. In contrast, good 

marketing is easy to recognize, but much more difficult to do. That’s because it’s 

too easy to take shortcuts: Ready, Fire! Fire! Fire! As the pace of business 

continues to increase, business leaders are driven to meet quarterly or monthly 

quotas. While this is a de facto standard expected by CEOs and boards of 

directors, it doesn’t always help build relationships and nurture prospects through 

our sales cycle. In fact, jumping straight to execution without aiming at the right 

audience with meaningful, relevant messaging at the right time is 

counterproductive at best, and potentially disastrous to the sales pipeline. In our 

frenzied approach to collect names and drive leads (any leads!), we’ve replaced 

the discipline of thoughtful marketing with hope that a series of quick-to-execute 

marketing gimmicks will work. That is a dangerous strategy to embrace. 

To you, gentle reader, I offer a marketer’s call-to-arms: We need to get 

that discipline back. The job of the marketer is to help sales sell. To do that, we 

must collectively raise the bar in all that we do, from sensing marketing 

opportunities, to gathering market requirements, to synthesizing competitive 

data, to applying customer feedback, to managing the go-to-market plan. 
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Success in today’s competitive marketplace requires marketers to take 

responsibility for understanding the target customer, their pain points, their 

opportunities, and their buying process better than ever before. Brian Gentile, a 

consummate marketing professional and alumni to Apple, Sun, and now CEO of 

Jaspersoft, calls this notion the marketing high ground. He defines it as follows: 

 

The Marketing High Ground (noun): that special place where the most capable 

and competent marketers dwell because they own the never-ending process 

designed to broadly gather and interpret market-based information on behalf of 

the company so that superior product/service/go-to-market decisions are always 

made.2 

 

The marketing high ground does not exist in isolation. It is part of a larger 

operational context that begins with a solid understanding of the corporate 

strategy and ends with the tactical execution of marketing activities and offers to 

prospects and customers. Marketers alone cannot claim market leadership for 

their company. Instead, marketers are the enablers, evangelists, and guides that 

can rally the entire organization to achieve the greatest success in the 

marketplace. You can think of this context as having four layers, as illustrated in 

Figure 1.
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Layer 1: Corporate Strategy. The 

marketing plan is meaningless if it is 

not well grounded in the vision and 

mission for the organization. Market 

definition, product descriptions, and 

operational objectives and goals need 

to set the direction first. 

Layer 2: The Marketing High 

Ground. It is upon the foundational 

business strategy that the marketing 

and sales strategies are built. The high 

ground pays attention to both the 

specific voice of the customer (VOC) 

and their pain points and desires in 

addition to the broader voice of the market (VOM) that recognizes insights and 

ideas that cannot come from customers.  

Layer 3: Workforce Alignment. If marketers reach the high ground but 

fail to communicate and share customer insights, perspectives, and behaviors 

cross-organizationally then they’ve failed. Marketers must take ownership for 

aligning marketing with sales and broadly communicating the short-term and 

longer-term go-to-market strategy. Product roadmap discussions and 

prioritization of use-case scenarios are captured here. Alignment also ensures 

#
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that sales and marketing teams work closely together to jointly agree upon a 

crisp definition of a “qualified lead.” 

Layer 4: Outbound Communication. Tactical execution follows strategy. 

Without a marketing high ground foundation that is understood across the 

organization, marketers can only hope for success. And, hope is not a 

sustainable marketing plan. 

Within the context of these four layers, this book is focused squarely on 

layer 2: the marketing high ground. My single purpose for this playbook is to help 

guide you on the path to understanding the customer so well that you become 

acknowledged as the customers’ advocate. The good news is that marketers can 

greatly improve the results of their campaigns by adopting a few best-practices 

designed to build a shared understanding of what the customers and prospects 

value most. Accompanying you on your journey are three critical best practices 

that will guide your product definitions, go-to-market strategies, and integrated 

campaigns. 

 
1. Building a persona to represent your target market. Personae go beyond 

traditional market segmentation because they provide an illustration of real 

people with whom you can empathize. 

2. Crafting a positioning statement to focus the differentiating value you 

offer these personae. A crisp positioning statement is required in order to 

build a solid messaging framework that will be relevant to customers and 

prospects. 
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3. Telling your story using meaningful messaging relevant to the needs and 

desires of your target personae. Today’s savvy buyers don’t want to be 

sold to. Instead, they are looking for stories that engage them on elements 

they care about. 

 
If you are a product marketer working on the launch of a new product, this 

book will help you craft the most compelling positioning statements. If you are a 

product manager, this book will encourage you to tune your use cases and re-

evaluate your assumptions about your user persona. And, if you are a demand 

generation marketer within a large company or a small business, this book will 

walk you through the steps to develop a winning, integrated, go-to-market 

strategy. With a renewed sense of empathy for and understanding of the market, 

you will elevate the marketing department from being just expert tactical trigger-

pullers, to also becoming a strategic, valued asset to your business. 

 
For more information on these best practices: 

• Read Marketing Campaign Development: what marketing executives 

need to know about architecting global integrated marketing 

campaigns (available on Amazon: 

http://www.amazon.com/gp/product/1600050778?tag=kickalli-20) 

 

• Visit The Marketing High Ground blog 

(http://marketinghighground.wordpress.com) 
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