
Introduction
This  case study highl ights  the
remarkable achievements of
Gursaran Marjara,  a  seasoned B2B
marketer  who transformed Access
Group into a  revenue powerhouse.
With over  35 years  of  experience
in B2B market ing,  pr imari ly  in  the
tech industry,  Gursaran shares his
insights  on the cr i t ical  aspects  of
being a  commercial  marketer.  This
case study covers  his  journey,
strategies,  and the culture he
fostered to  dr ive unprecedented
growth.

In 2017,  Gursaran jo ined Access Group,
one of  the largest  independent  software
companies in  the UK,  as  the Chief
Market ing Off icer  (CMO).  At  that  t ime,  the
company had a  revenue of  £100 mil l ion.
Under  his  leadership,  Access Group's
revenue grew to over  £1 bi l l ion,  with
nearly  £400 mil l ion in  prof i t  by  the t ime
he ret i red.  Gursaran now serves as  a  non-
execut ive board member for  several
software companies,  focusing on their
market ing act iv i t ies.

How This Award-Winning
Commercial  Marketer,
Gursaran Marjara,  Increased
Revenue by 900%.

COMMUNITY SPRINT
CASE STUDY

Propol is  equips  B2B
marketers  wi th  s t rategies ,
f rameworks,  and ski l ls  to
dr ive  growth and demonstrate
clear  business  impact .
Of fer ing  pract ical  ins ights
from experts  and real-wor ld
test ing,  Propol is  provides  the
tools  and benchmarks  needed
to  tackle  major  B2B
chal lenges.  In  a  recent
community  spr int ,  we
discussed becoming a
"commercial  marketer"  to
bui ld  t rust  wi th  the  board,
wi th  ins ights  f rom Gursaran
Marjara.

Background
Gursaran Marjara,  a  h ighly
experienced market ing
professional ,  has a  r ich history  in
the tech industry,  focusing on
software.  Early  in  his  career,  he
worked in  sales,  a  foundation he
f inds crucial  for  B2B marketers.
This  experience gave him a deep
understanding of  quotas and
targets,  which he bel ieves are
increasingly  important  for
marketers.

Strategic Approach

Gursaran emphasized the importance of
al igning market ing metr ics  with board-
level  pr ior i t ies  such as revenue,  margins,
prof i tabi l i ty ,  and returns to  shareholders.
He bel ieves that  marketers  need to
understand and al ign their  metr ics  with
these cr i t ical  business metr ics.  This
al ignment helps market ing gain credibi l i ty
and expand beyond just  being a
communicat ions funct ion.

Aligning Marketing with
Business Objectives

A key component  of  Gursaran's  strategy
was foster ing a  culture of  col laborat ion
and communicat ion.  He worked closely
with sales,  customer success,  and f inance
leaders,  maintaining an open-door
phi losophy.  Transparency in  market ing
results  and targets  was crucial .  High
emotional  intel l igence was necessary for
effect ive col laborat ion and team
dynamics.  Gursaran ensured that
marketers  were educated on key f inancial
metr ics  and worked closely  with the CFO
to understand the f inancial  impact  of  their
act iv i t ies.

Collaboration and Communication



You cannot  become a true commercial  marketer  without
understanding the data within  your  business.
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revenue.

Gursaran highl ighted the
importance of  analyt ics  and being
data-dr iven.  He stressed that
marketers  must  understand
business data and key metr ics  l ike
customer acquis i t ion cost ,  l i fet ime
value,  churn,  and retent ion rates.
Support ing other  funct ions l ike
customer success to  ensure high
retent ion rates and expand the
footpr int  of  exist ing customers
was also v i tal .

Data-Driven Decision
Making

While  tradit ional  market ing
metr ics  l ike impressions and share
of  voice were st i l l  important,
Gursaran emphasized the need to
focus on business outcomes l ike
pipel ine creat ion and revenue.
Every marketer  should understand
their  role  in  del iver ing these
outcomes.  Performance market ing,
dr iven by dig i tal  channels,  was
crucial ,  and brand bui lding was
equal ly  important  for  medium-
term growth.

Integrating Tradit ional  and
Modern Metrics

Overcoming Challenges

Gursaran noted the chal lenge of
the short  average tenure of  CMOs,
which is  around 18 months.  He
explained that  transformation
succeeds i f  CMOs del iver  the
metr ics  the board cares about.
Within s ix  months,  marketers
should start  proving their  value
through incremental  steps rather
than big  bang transformations.  He
emphasized the need for  quick
impact  and credibi l i ty  to  ensure
long-term success.

Short  Tenure of  CMOs

When Gursaran jo ined Access Group,
the market ing funct ion was in  i ts
infancy.  He focused on people,
process,  technology,  and culture.
Introducing the r ight  ski l ls ,  data-
dr iven market ing operat ions,  and a
target-dr iven culture were key
elements of  h is  strategy.
Col laborat ion with the sales funct ion
ensured shared goals  and jo int
performance reviews.  Sales and
market ing al ignment was crucial  for
their  success.

Implementing Change

Results
Under Gursaran's  leadership,  Access
Group saw a dramatic  increase in
revenue from £100 mil l ion to  over  £1
bi l l ion,  with nearly  £400 mil l ion in
prof i t .  This  900% increase in  revenue
is  a  testament to  his  effect ive
market ing strategies and leadership.
By foster ing a  culture of
col laborat ion,  data-dr iven decis ion
making,  and al igning market ing with
business object ives,  Gursaran
successful ly  transformed Access
Group into a  revenue powerhouse.

Conclusion
Gursaran Marjara's  story  is  a
powerful  example of  how being an
effect ive commercial  marketer  can
drive business growth.  His  emphasis
on al igning market ing metr ics  with
business object ives,  foster ing
col laborat ion,  leveraging data,  and
integrat ing tradit ional  and modern
market ing metr ics  were key to  his
success.  Marketers  at  a l l  levels  can
learn from his  approach to  become
more commercial ly  focused and dr ive
signif icant  business outcomes.
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