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Motivation for Briefing

UMost AMar ketingo = By i
U Most high tech start-ups market and sell

Business to Business (B-B) and/or Business to
Government (B-G) ‘ methods different

U Odds of success higher for advanced tech start-
up selling B-B
90% of fastest growing private businesses sell B-B
Higher prices
Higher growth areas
New, Unique, and Different products

STAT Source: Scott Shane, The lllusions of Entrepreneurship, Yale Univ., 2008
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Adopti ng o0BiI gso
Practices = Myth

Bigs Smalls
U Hierarchies to handle U = Hierarchies; different
processes structures, bus. models
U Economy of advertising U High advertising cost per
unit item

scale = high fixed costs,

lower marginal costs U Limited resources -

processes inefficient,

Resources for ineffective, or non-
distribution, sales, existent

customer mgmt. U Build Brand from zero i
Brand recognition takes time

Testing capabilities U Very limited testing

capability

Determine strategy first, then adopt/adapt
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Typical M&S Numbers

TypicaCosts fandustrial Established Lead Percent of
ProductsviaDirect Sales Firms Generation | Revenue
Marketing 60% 3.8%
Sales 40% 11%

M&S Total 15%
As high as 30%

STAT Source:
Marketing Sherpa, New Bto-B Research; Business

® Manufacturing Cost Technology Marketing Trendisly 2007

m Total Other Expenses
= Pretax Income

New firms might
exceed 30% M&S
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Marketing iIn Company Context
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Definition of Marketing

Phases

STRATEGY

|deate, define,

develop,
evaluate &
select
projects for
Commercialization

—

Transform
Technologies
via projects into
products & service

TACTICS

Support design ,

development of
specific product

prepare for
Commercialization

Determine product
features for
customer, refine
plans, launch
product

Support

Post Product

Launch

GOALS
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Which Matters Most?
Marketing vs. Sales

Strategy Tactics Operations

Answer: A Continuum
No Strategy v No Customer

No Tactics e No Sellable Product

No Operations ™= No Revenue
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Phase Processes vs. Personnel

Founders

CTO, CFO, CMO

Strategy

Ideation/Concepts

Identify Segments, Targets
Position in Chain
Competition

Alliances, Mergers,
Acquisitions, Partners

Risks

Model Financials

Forecasts

Rank, Select Tech for NPD
Evaluate, select best portfolio

Company level communications

© 2009 Dennis Wonica

Product Director

Marketing Director

Tactics

Start Commercialization

Translate Customer
requirements into technical
requirements [Market Req.
Doc]

Analyze Customer
preferences for product
Functions/Features

Define Benefits

Position product

Prepare for Launch

Define promotional methods
Define distribution channels
Refine forecasts

Pricing

LaserLight Networks Inc.

Salespeople
Administrative
Accounting

Operations

Sales
Admin/Collection
Customer Relationship Mgmt

Service, Maintenance,
Repair, Support

Distribution & partner mgmt.
Maintain brand

Manage product upgrades,
performance, enhancements

Feedback on trends
Acquire field data
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Why You Need a Strategy

S$OLFHTV $GYHQWXUHV LQ

Wonderland
"Would you tell me, please,
which way | ought to go
from here?"
"That depends a good
deal on where you want to
get to," said the Cat.

'l don't much care WrR%éeﬁrehsuggeStS

I said Alice. :

"Then it doesn't matter Innovators have
which way you go," said the 10% chance of
Cat. starting with right

"I solong as | get strategy

somewhere," Alice added
as an explanation. .
" . Source C. Chistenseand S.
On, youre sure to do Anthony, 3+ R Z0 be a
that," said the Cat, "if you 'L V U XFkvadldan2007
only walk long enough."
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