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In B2B, the way customers are buying is changing. From 
being mostly in -person to including a blend of digital and 
physical touch points and more stakeholders. 

This shift has massive ramifications for the way 
companies should structure and run their sales & 
marketing functions.

At Kvadrant Consulting, we help companies navigate this 
complexity, make the right choices and configure their 
sales & marketing engine to generate profitable organic 
growth.

Being deeply specialised and senior -driven, we help 
companies within domains such as commercial strategy, 
value propositions, organizational design, product 
launches, sales & marketing operating model design, lead 
generation engines, capability building, sales 
enablement, and advanced analytics.
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Charlotte is a Sr. Director and consultant with demonstrated experience in 
helping global B2B companies develop and activate integrated go - to -market 
programs rooted in a deep understanding of market dynamics and key 
stakeholder touch points. 

Co-author of The Campfire Launch. 
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Preface

Take a closer look at how B2B companies actually 
generate  �E�d�¤�d�÷�ƒ�d�‘�t���R�ø�¶�{�‘�ø�÷�R�‘�¶���ƒ�j�Ó�Ó�‘�ƒ�÷�F���¤�d�E�‘�ø�‘�A�ƒ�§�d�t�Ó�¶�‘
dominant force: partner sales. 

While direct sales tends to steal the limelight �U with 
high -profile hires, flashy CRM dashboards, and target -
smashing war stories �U the real volume, in many cases, 
comes from the channel.

�È�”�d�t�”�d�E�‘�¶���ƒ�j�E�d�‘�c�d�Ó�Ó�§�÷�Š�‘�…���E�Ë�Ó�§�…�t�c�{�‘�¨�§�÷�R���¨�c�{�‘�…�§�E�d�¨�ø�Ó�Ó�c�{�‘���E�‘
pharma, partner - �?�ø�c�d�R�‘�c�d�Ó�Ó�§�÷�Š�‘�§�c�÷�j�t�‘�ø�‘�c�§�R�d�‘�F�”�ø�÷�÷�d�Ó�‘�U 
�§�t�j�c�‘���…�t�d�÷�‘�t�”�d�‘�ð�ø�§�÷�‘���÷�d�|�‘

And in markets that are fragmented, technically complex, 
or service - �”�d�ø�¤�¶�5�‘�Å�t�j�c�‘�d�¤�d�÷�‘�”�§�Š�”�d�E�|


