
The 90-Day Strategic Marketing Reset:

By:

Alan Gonsenhauser

Connect with Alan: LinkedIn

Realigning Your Efforts with Business Outcomes

https://www.linkedin.com/in/alangonsenhauser/


Why This Guide Exists
Marketing professionals typically track clicks, engagement, and lead
generation, which is a great starting point. However, elite marketing
professionals know how to connect these metrics to business outcomes
that impact the company's bottom line. This guide provides a framework
for transforming your marketing approach from activity-focused to
revenue-focused within 90 days.

Too many marketing departments operate in isolation from financial
reality. Your marketing strategy is only as valuable as its impact on the
bottom line. Marketing leaders who rise fastest in their careers
demonstrate a direct contribution to business outcomes and impacts. 

If you're reading this, you already know that change is needed. This
guide will help you make that shift systematically and effectively.
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1. Assess Your
Current Marketing-
Business Alignment
(Days 1-14)
Most marketers start changing
metrics without understanding
their current state. Strategic
marketers start with a thorough
assessment of their current
position.

Start with these key questions:

What percentage of your
marketing KPIs directly connect
to revenue?

How accurately do you
measure Customer Acquisition
Cost (CAC)?

Do you track win/loss
percentages by marketing
channel?

Can you articulate your
contribution to Gross Revenue
Retention (GRR) and Net
Revenue Retention (NRR)?

Does your executive team view
marketing as a cost center or
revenue driver?

This assessment phase includes:

Cataloging all current
marketing metrics and
identifying which are activity-
based versus outcome-based

Interviewing sales and
customer success leaders
about marketing's contribution

Examining existing data on
customer lifecycle and revenue
touchpoints

Conducting a finance alignment
session to understand business
priorities

Being honest and thorough during
the assessment phase prevents
wasted effort later. Be prepared
for uncomfortable truths, but
getting to the root will lead to the
foundation for meaningful change.
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2. Redefine Your
Metrics Framework
(Days 15-30)
With a straightforward
assessment in hand, now you can
begin to rebuild your metrics
framework around desired
business outcomes and impacts:

Transform your approach by:

Replacing “leads generated”
with “revenue-qualified
opportunities created.”

Moving from “cost per click” to
“customer acquisition cost by
channel.”

Shifting from “email open rates”
to “influenced pipeline by
campaign.”

Evolving from “social
engagement” to “retention rate
of socially engaged
customers.”

Advancing from “content
downloads” to “content-
influenced revenue.”

Your new dashboard should
clearly show:

Marketing's contribution to
total company revenue

Customer acquisition cost
trends compared to customer
lifetime value

Win rates of marketing-
generated opportunities

GRR and NRR of marketing-
nurtured customer segments

Expansion revenue from
existing customers by
campaign type

This new metrics approach will
bridge the gap between the
marketing department and the C-
Suite.

When marketing metrics can be
shown to directly align with
business goals, everything
changes. Executives take notice,
and the CFO sees marketing
differently. Your dashboard
doesn't just track activities; it
shows results that matter. This is
how the marketing department
earns its seat at the strategy table.



3. Restructure Your
Marketing Operations
(Days 31-60)

Take these critical actions:
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Reorganize teams around customer lifecycle stages rather than
marketing functions

Create joint goals with sales and customer success teams

Implement regular revenue reviews instead of just marketing
performance reviews

Develop churn prediction models to guide retention marketing

Build expansion playbooks for increasing customer value over time

Reallocate budget based on revenue impact, not activity levels

Metrics alone won't drive change. Your operational structure must align
with your new focus:



4. Execute the New
Approach (Days 61-
90)
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Running campaigns with clear revenue targets, not just lead goals

Making weekly adjustments based on leading indicators of business
impact

Conducting rapid-cycle tests to optimize win rates and expansion
revenue

Presenting bi-weekly updates to executives using business metrics

Developing cross-functional playbooks for acquisition, retention, and
expansion

With metrics and operations aligned, now implement your first fully
revenue-focused marketing initiatives:

Focus your execution on:

During this execution phase, you're proving your dedication to driving
business results. As your team delivers initial successes, you'll gain both
executive confidence and internal momentum.

When evaluating marketing initiatives, apply this straightforward
criterion:

Can you articulate how the activity will influence acquisition costs,
improve conversion rates, or enhance customer retention?

You should question whether to proceed without a clear connection to
these outcomes.



5. The Sustainable
Revenue Marketing
Framework

Build these into your standard
operations:
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Monthly business reviews showcasing marketing's revenue
contribution

Quarterly planning sessions focused on improving CAC, win rates,
and retention

Regular cross-functional meetings with finance, sales, and customer
success

Ongoing optimization of acquisition, retention, and expansion
strategies

Continuous refinement of your revenue attribution model

To maintain your new approach beyond 90 days, implement these
sustainable practices:

This isn't a one-time reset but a fundamental shift in marketing. Revenue
marketing becomes your operating system, not just a temporary
initiative.



The Revenue
Marketing Readiness
Checklist includes the
following:
✓Do I understand our company's
unit economics?

Know your customer acquisition
cost, lifetime value, and payback
period.

✓ Can I explain our GRR and NRR
performance?

Understand how customer
retention and expansion drive
business growth.

✓ Have I established precise
win/loss tracking?

Track conversion rates at each
stage and understand why deals
are won or lost.

✓ Am I measuring marketing's
influence on expansion revenue?

Identify which marketing activities
drive existing customers to spend
more.

✓ Do I have joint KPIs with sales
and customer success?

Create shared goals that align all
customer-facing teams.

✓ Can I present marketing's
business impact in 5 minutes or
less?

Develop a concise executive
summary focused on revenue
outcomes.

✓ Have I restructured my team
around the customer lifecycle?

Organize resources to optimize
acquisition, retention, and
expansion.

✓ Am I allocating budget based on
revenue impact?

Invest in channels and campaigns
with proven business results.

✓ Do I conduct regular reviews
with finance?

Maintain ongoing dialogue about
marketing's financial contribution.

✓ Have I developed predictive
models for customer behavior?

Utilize data to identify and
anticipate churn risks and
expansion opportunities.



Taking Action Now
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Schedule an assessment meeting with finance and sales leadership

Identify one key business metric you can begin tracking immediately

Create a 90-day transformation roadmap specific to your
organization

Communicate the shift to your team, emphasizing the why behind the
change

﻿Begin building your first truly revenue-focused campaign

Don't wait for perfect conditions; start your marketing reset today:

The difference between marketing leaders who advance and those who
stagnate isn't talent, it's their ability to connect marketing efforts directly
to business outcomes.

This 90-day reset is about more than changing metrics; it's about
transforming marketing's role within your organization.



Want personalized guidance on
implementing your strategic
marketing reset?

→Book your 15 minute strategy call
with Alan

This guide offers general principles that should be adapted to your
specific organizational context. Every business has unique needs, but
the focus on revenue outcomes remains consistent.

https://calendly.com/alan-gonsenhauser/15-minute-strategy-call
https://calendly.com/alan-gonsenhauser/15-minute-strategy-call
https://calendly.com/alan-gonsenhauser/15-minute-strategy-call
https://www.demandrevenue.com/

