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Overview  + Definition of Marketing Phases

Strategy

Segmentation

Forecasting

Tactics

Pricing

Operations

Distribution 
& Sales

Buyer-Seller Response

E-Mail

WEB 1.0  vs. 2.0

Social Media

LATEST 
PROBLEMS

& TRENDS



Motivation for Briefing

üMost ñMarketingò = Business to Consumer (B-C)

üMost high tech start-ups market and sell 
Business to Business (B-B) and/or  Business to 
Government (B-G)  methods different

üOdds 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
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STAT Source: Scott Shane, The Illusions of Entrepreneurship, Yale Univ., 2008
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Adopting òBigsó Best

Practices Myth
Bigs

üHierarchies to handle 
processes

üEconomy of advertising 
scale = high fixed costs, 
lower marginal costs

üResources for 
distribution, sales, 
customer mgmt.

üBrand recognition

üTesting capabilities

Smalls

ü Hierarchies; different 
structures, bus. models

üHigh advertising cost per 
unit item

üLimited resources -
processes inefficient, 
ineffective, or non-
existent

üBuild Brand from zero ï
takes time

üVery limited testing 
capability
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Determine strategy first, then adopt/adapt
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Typical M&S Numbers

5 of 43

TypicalCosts for Industrial 
Products via Direct Sales

Established 

Firms

Lead

Generation

Percent of 

Revenue

Marketing 60% 3.8%

Sales 40% 11%

M&S Total 15%

As high as 30%

STAT Source:

Marketing Sherpa, New B-to-B Research; Business 

Technology Marketing Trends,July 2007

New firms might

exceed 30% M&S
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Marketing in Company Context
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Technology 
Selection

Product

Launch

$

$

$Strategic 
Marketing

Tactical 
Marketing

Operational 
Marketing

Technology

Portfolio
NPD

SUSTAINING

ENG.

Resources
Debt & 
Equity

Debt & 
Equity STOP

MARKET

COMMERCIALIZATION

OPEN MARKET

DISTRIBUTION

SALES

FINISHED

PRODUCT

REVENUE

PROTOTYPE
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GOALS

Definition of Marketing Phases

STRATEGY
Ideate, define, 

develop, 

evaluate & 

select

projects for

Commercialization

TACTICS
Support design ,

development of

specific product ,

prepare for

Commercialization

OPERATIONS
Distribution, Sales,

Customer

Relationship  Mgmt.,

Servicing,

Operations &

Maintenance

Transform 

Technologies

via projects into

products & service

Determine product 
features for 

customer, refine 
plans, launch 

product

Support

Post Product

Launch
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Which Matters Most?

Marketing vs. Sales

Strategy Tactics Operations

Answer:  A Continuum

No Strategy

No Tactics

No Operations

No Customer

No Sellable Product

No Revenue
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Founders

CTO, CFO, CMO

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

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

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

Salespeople

Administrative

Accounting

Product Director

Marketing Director

Phase Processes vs. Personnel

Strategy Tactics Operations
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STRATEGY

òYouõve got to be careful if you donõt 
know where youõre going ôcause you 
might not get there!ó

--- Yogi Berra



Why You Need a Strategy

�$�O�L�F�H�¶�V���$�G�Y�H�Q�W�X�U�H�V���L�Q��
Wonderland
¸ "Would you tell me, please, 

which way I ought to go 
from here?" 

Ç "That depends a good 
deal on where you want to 
get to," said the Cat. 

¸ "I don't much care whereò 
ïsaid Alice. 

Ç "Then it doesn't matter 
which way you go," said the 
Cat. 

¸ "ïso long as I get 
somewhere," Alice added 
as an explanation. 

Ç "Oh, you're sure to do 
that," said the Cat, "if you 
only walk long enough."

Research suggests
innovators have

10% chance of
starting with right
strategy

Source: C. Chistensenand S.
Anthony, �³�+�R�Zto be a
�'�L�V�U�X�S�W�H�U���´Forbes,Jan2007
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