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Strategic Marketing Consulting, Communications Planning and 
Tactical Campaign Implementation Services 

 
Sage Communications is a full-service, integrated marketing firm that provides 
strategic marketing communications, advertising, public relations, content and 
digital services to clients from across the street to around the globe, from 
emerging start-ups, to major Fortune 100 companies. Throughout our history, 
our mission has remained the same: align marketing strategy and 
communications programs to directly impact our clients' bottom lines. 
 
Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 
 
CEOCFO: Mr. Rosenfeld, your website indicates insight, wisdom and 
results. What does Sage Communications provide? 
Mr. Rosenfeld: We use our deep knowledge and experience serving 
technology companies to provide strategic marketing consulting, 
communications planning and tactical campaign implementation. This translates 
into messaging and content development for clients, developing creative 
executions and public relations programs that differentiate our clients’ products 
and services from all others. We then distribute this content to their customers 
and prospects in a timely and cost-effective way through both digital and 
traditional means.  

 
CEOCFO: You mentioned strategic. What makes it strategic and not just another campaign? 
Mr. Rosenfeld: Traditional advertising and public relations. Our clients are not engaging us just for our 
creative services to execute these kinds of campaigns but rather for our in-depth knowledge and experience in 
selling technology products, services and solutions to very sophisticated buying audiences. That requires a ton 
of upfront strategy, messaging and strategic planning as well as very tactical results-driven and measureable 
campaigns.  
 
CEOCFO: What is an example of a typical engagement and an area where your expertise leads you in a 
direction that might be a little different? 
Mr. Rosenfeld: We do a great deal of work in the federal, state and local government markets, and adjacent 
markets such as healthcare, education and energy. Oftentimes large companies that want to tap into the 
world’s largest IT market have no understanding of how to penetrate these organizations, and no real 
understanding of the customer and why they buy. Government agencies have different reasons and 
motivations when making buying decisions than do their commercial counterparts. Our clients come to us 
because we have the unique experience and knowledge of how to craft a program that resonates with 
audiences in those segments.  
 
CEOCFO: Was there a deliberate strategy to work in this market or was it opportunistic? 
Mr. Rosenfeld: It was both. It was opportunistic in the sense that we are in right geography with right 
experience. In the past the Washington D.C. area had a great amount of Internet, telecommunications and 
software companies. In my past company most of our work was in all those areas including aerospace, 
aviation and defense. In today’s marketplace many of those companies just are not here anymore; they were 
acquired, moved to other areas, or just disappeared somewhere. With Sage, we have to recognize the 
difference in our market, and build our business around what companies are here, what they are selling and to 
whom they are selling. We have this unique expertise in the federal sector that includes civilian, defense, 
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homeland security and the intelligence community. We know how to reach them with the right message, the 
right delivery system, and at the right time.  
 

CEOCFO: What are some of the key differences in looking to get government to pay attention? 
Mr. Rosenfeld: Government is the largest IT marketplace in the entire world – Global Fortune #1 if you put it in 
perspective. For our example, we will just talk about the federal sector, but if you add state and local IT 
spending, it doubles the size of the overall marketplace equaling hundreds of billions of dollars a year. 
Government buys differently — not to increase their bottom line for a competitive advantage— but to meet very 
critical missions that are of national importance, defending the nation and serving citizens. The federal 
government does not always seek the latest state-of-the-art technology but they do want innovation based on 
solid and proven products and best solutions that impact their ability to meet their mission goals.  
 

CEOCFO: Governments motives are questioned quite a bit. How do you act on the fact that they are 
looking for the best solutions? 
Mr. Rosenfeld: Government operates on a mission basis. Lives may depend on them doing their job the right 
the first time. For example, the problem with meeting deadlines established by the Affordable Care Act was 
unfortunate. With Healthcare.gov, there was enough budget and time to get it done successfully, but the 
overall process failed. In today’s federal market, there is an acronym called LPTA that means agencies are 
buying on Low Price Technical Acceptance. Government agencies are finding that this way of buying is not the 
best way to go because they are not getting the best value, best quality or the best solution. I believe that 
buying on LPTA is not going to provide the innovation necessary to move the needle. In the long run, the 
country will not best be served when they buy on lowest priced solutions because they are not often the best 
solution. And don’t forget, all technology solutions are only as good as the people that implement these 
technologies. If you are selling to government — whether it’s an IT product, cyber security solution or cloud 
service, it will always be impacted by the people who must implement the technology. You have to make sure 
that the best people are doing these things.  

 

CEOCFO: Are you able to get that message across? 
Mr. Rosenfeld: It is hard to reach federal buyers today because there are many FAR and ethics rules in place 
that dictate the buying process. There are other issues that also impact the communication stream. For 
instance, you cannot use traditional direct mail because the agencies do not have to deliver certain types of 
mail to every recipient. Government decision-makers are not going to events in the same numbers like they did 
in the recent past. They are much more particular in how they spend their time. And, of course, there are cost 
saving efforts that limit travel and attendance at events. So, government contractors have to look at non-
traditional ways to reach people with our clients’ content and sales messages, and it is up to us to help them 
do just that. Then we must make sure that we reach them with messages that align with the buyers’ needs and 
motivations, and demonstrate that our clients’ have the proven past performance and best value solutions.  
 

CEOCFO: Creativity at Sage is more like an orchestra than a slow performer, according to your site. 
What does that mean and how does Sage work? 
Mr. Rosenfeld: In the past days of traditional advertising, we would go in and create an ad campaign that 
looked great, built a powerful brand, and delivered a targeted message. But now many companies do not have 
a line item in their budgets for advertising, so we had to change our business model to reflect the new reality. 
This goes back to what I said earlier about strategic marketing and content creation. The strategy must be 
precise and the content must address the needs of the buyer. After all, content is king and it must translate 
your solution into benefits and a value proposition that customers can understand. This is how we built our 
business over the last ten years and why we are now one of the top marketing and communications firms in 
our space.  
 

CEOCFO: How does the team pull together? 
Mr. Rosenfeld: We are a truly integrated marketing company. We develop the right strategy, messaging and 
branding, and then implement it through both traditional and digital programs that include public relations, 

“The campaigns we create are based on measureable goals, and we always exceed 
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social media, advertising, websites, videos, direct marketing, sales support programs, lead generation, and 
custom events. With over seventy talented people in every communications discipline, we do almost everything 
in-house. In our business you have to prove yourself everyday. You cannot rely on what was done last year. 
We have clients that go back to the founding of the agency ten years ago.  
 
CEOCFO: What is your day to day focus as CEO? 
Mr. Rosenfeld: I am involved in many client-based organizations and associations such as ACT-IAC, AFCEA, 
Navy League, Air Force Association, Association of the US Army, and various technology groups. Often times 
they have charity events and I typically work on these committees. I am out there all the time going to events, 
meetings and conferences, and I mentor my staff to do the same. I have also been a founding member of 
various groups, and currently chair the Government Marketing Forum, and serve on boards of industry 
organizations. 
 
CEOCFO: Why pay attention to Sage Communications? 
Mr. Rosenfeld: We are very focused in technology – whether you call it B2B or B2G. We are probably the #1 
marketing firm for government contractors and have big brand clients to prove that. We also are ahead of our 
competitors in areas such as healthcare, cybersecurity, cloud, data center, mobility and related hot tech issues 
of 2014. We have a highly trained, experienced team here that is very cohesive. The campaigns we create are 
based on measureable goals, and we always exceed our clients’ expectations, producing results that impact 
their bottom line. And we are fun people to work with, doing exciting work, and we truly love being part of our 
clients’ teams. 
 

 
BIO: Larry Rosenfeld is CEO and provides high-level marketing strategy for Sage clients. As a leading 
marketing communications professional for over 35 years, Larry lends his experience and expertise to 
developing branding strategies and tactical programs for major international, national and emerging technology 
companies. 
 
Prior to Sage, he was the owner and president of one of the largest and most successful integrated marketing 
communications agencies for high-tech companies - Stackig Advertising and Public Relations (now TMP 
Worldwide). He was instrumental in the company's growth, developing the company into the largest full-service 
B2B and B2G agency in the Mid-Atlantic and one of the top ten independent technology agencies in the nation. 
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Sage Communications 

1651 Old Meadow Road 
Suite 500 

McLean, VA 22102 
703.748.0300 

www.aboutsage.com 


