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What is Six Sigma 
For Marketing & Sales?
What is Six Sigma What is Six Sigma 
For Marketing & Sales?For Marketing & Sales?

Marketing & Sales Operational Excellence (DMAIC)
– Optimize process efficiencies

Simplify, Keep only Value-Add

– Optimize process effectiveness
Reduce variation

Marketing strategy, planning & implementation
– Real-Win-Worth business planning
– Product/market commercialization 
– VOM > VOC > MFSS > DFSS
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Lean Six Sigma for Transactions in 
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MFSS…Six Sigma for GrowthMFSSMFSS……Six Sigma for GrowthSix Sigma for Growth
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D Define the marketing problem.

Measure current performance.

Analyze the market situation.

Improve the marketing process.

Control the process!
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What is Six Sigma For Growth?What is Six Sigma For Growth?What is Six Sigma For Growth?

What’s new about MARKETING 
& SALES FOR SIX SIGMA?

Knowing and Controlling (or 
Influencing) Your Customer’s 
Decision Process

What is Traditional Transactional Six Sigma 
in Marketing and Sales?

About reducing waste & variation!
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Is this Simply Sales & Marketing 101?Is this Simply Sales & Marketing 101?Is this Simply Sales & Marketing 101?

Customer
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Generation

Selling
Process

Supply Chain
(Delivery)

Traditional Sales & Marketing Marketing For Six Sigma
(Customer Decision Processes)

Information
Gathering

Supplier
Identification

Supplier
Evaluation

Customer
Usage

NoNo……Not Traditional Sales & MarketingNot Traditional Sales & Marketing



Rev. A   Printed 10/11/2006
© 2005 by Sigma Breakthrough Technologies, Inc. ��� �

Marketing for Six Sigma (MFSS)Marketing for Six Sigma (MFSS)Marketing for Six Sigma (MFSS)

• The marketing function has been changing 
from what has been largely an art based on 
intuition to an art + science .  

• MFSS paces DFSS for the first two weeks to 
accurately capture the Voice of the Customer, 
and develop sound statistical foundations for 
properly analyzing market data. 

• The science of marketing is based on 
Marketing Decision models with accurate VOC 
data and proper statistical analysis 
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Marketing & Sales  Design for 
Six Sigma Sample Toolkit
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Capturing Voice of the CustomerCapturing Voice of the CustomerCapturing Voice of the Customer
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From VOC to LaunchFrom VOC to LaunchFrom VOC to Launch
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MFSS = Customer and Process Focus

New View of Marketing for Six SigmaNew View of Marketing for Six SigmaNew View of Marketing for Six Sigma

Customer Focus for Top Line GrowthCustomer Focus for Top Line GrowthCustomer Focus for Top Line Growth


