
H
o w

 T
o D

ouble Y
our M

arketing
R

eturn F
or A

 bout H
aff O

f W
hat

Y
ou A

re C
urrently In vesting

P
resented B

y:

S

"T
he M

edicine Y
our M

arketing N
eeds"



A
genda

•
M

arketing E
quation

vs.
T

actical M
arketing

and M
arketing M

odel

•
C

reating Y
our M

arketing M
essage

•
Im

age vs. D
irect R

esponse A
dvertising

•
C

onsum
er B

uying P
rocess

•
S

trategic

•
S

ales



"H
ow

am
I doing?"

•
D

o you have a m
arketing plan?

W
hat m

arketing m
ethods are currently being used?

•
H

ow
 do these m

ethods differ from
 w

hen the business w
as

started?

•
H

ow
 do they differ from

 the m
ethods used 5 or 10 years ago?

•
W

hat are the response rates of your m
arketing efforts?

•
A

re you satisfied w
ith those rates?

M
arkets and consum

er preferences change constantly...

Is your m
arketing changing w

ith them
?



•
Interrupt M

arketing E
quation

•
G

rab the prospect's attention.

E
ngage

C
ut through the clutter

•
O

ffer relevant inform
ation to draw

 them
 in deeper

•
E

ducate
•

B
uild the case for your product/service.

w
hy you are the right choice

•
O

ffer

H
elp them

 to understand

•
G

ive the prospect a "no risk" option to do business w
ith you.



S
trategic vT

acticaI M
arketing

a
S

trategic M
arketing

S
trategic M

arketing has to do w
ith w

hat you say,
how

 you say it, and w
ho you say it to.

•
T

actical M
arketing

T
actical M

arketing is the execution of your
strategic m

arketing plan as far as generating
leads, placing m

edia, creating m
arketing tools,

and im
plem

enting a follow
 up system

.



A
rticles —

 P
ress R

eleases —
D

irect M
ail —

 N
ew

spaper —
P

rom
otions - N

etw
orking S

ales and M
arketing M

odel
C

onversation —
 A

ssesses W
ants and

N
eeds —

 E
xplore O

ptions —
 F

it
R

equirem
ents to S

olution

—

T
arget M

arket —
 U

S
P

 —
 G

oals —
M

arketing S
trategies

W
eb S

ite —
 S

pecial R
eports —

A
udio T

apes —
 V

ideo T
apes —

C
D

-R
om

 —
 A

rticles —
B

rochures —
 P

hone R
ecordings

U
p sell —

 C
ross sell —

C
lose —

 P
ricing - F

inancing

-S

W
ord of M

outh - N
etw

orking

+
U

nder P
rom

ise —
 O

ver D
eliver —

A
ppreciation - C

om
m

unication



C
reating Y

our M
arketing M

essage
a

Identify your target m
arket

•
D

em
ographic, G

eographic, etc.

•
Identify the problem

s your target m
arket experiences

•
"W

hat is the problem
 they have, and how

 does it m
ake them

 feel"

a
P

resent your solution to your m
arket's problem

•
Y

ou've m
ade them

 feel the pain, now
 give them

 som
e relief

a
P

resent the results you have produced for people in the sam
e situation

•
T

estim
onials, case studies, etc.

a
E

xplain w
hat m

akes you different from
 your com

petitors
•

W
hy should they do business w

ith you?

•
S

ide N
ote: R

eplace "W
hat w

e do" w
ith "W

hat's in it for the custom
er"



M
arketing F

orm
ula

F
+

M
+

D
2=

S
uccess

•
F

ocused

•
M

ethodical

•
D

eterm
ined &

 D
iligent



•
E

ffective at building
brand aw

areness
T

akes tim
e (12-15

E
xposures)

U
p to 300 if prospects

m
iss your ad

•
E

xpensive

•
D

oes not give the
prospect a call to action

•
T

rackable

vs.

•
W

hen a prospect
responds, you know
w

hich ad and m
edium

 it
w

as from

•
M

easurable
•

N
um

ber of hits from
 each

ad

•
A

ccountable
•

If it's not w
orking.1puII it

Im
age A

dvertising
D

irect R
esponse A

dvertising



Inside R
eality

V
S.

O
utside P

erception

Inside R
eality

T
he actual value you bring to the m

arketplace. T
his is based on your

product/service, quality, sales people, custom
er service, etc

O
utside P

erception
•

T
he w

ay your com
pany is view

ed by prospective custom
ers. T

his is
based on your com

m
unication w

ith them
: advertising, m

arketing, and
sales efforts all form

 your O
utside P

erception

Inside R
eality and O

utside P
erception M

U
S

T
 B

e E
qual In

O
rder F

or C
om

panies T
o E

xpand T
heir B

usiness!!



T
he T

ruth A
bout B

uying

C
onsum

ers w
ant to know

 that they are
m

aking an intelligent buying decision, and are
getting the best deal possible.

It is M
arketing's job to help facilitate that feeling.



T
he "B

uy In" P
rocess

C
onsum

er

1'.''a re
-

N
ot A

w
are

C
onsidering

N
ot C

onsidering

B
uying

N
ot B

uying

R
epeating

N
ot R

epeating

s's
D

istribution
S

ales F
orce

P
ositioning

C
reative

D
ifferentiation

P
roduct

P
rice

P
rom

otion
P

ackaging

S
atisfaction

R
elationship

P
erception

P
roduct



W
hy D

oesn't M
arketing H

appen?

•
N

ot E
nough T

im
e

•
N

ot enough resources (P
erceived)

•
N

o know
ledge of M

arketing



N
ext S

teps

•
Identify target m

arket(s)
•

R
esearch for custom

er's "hot buttons"

•
C

hoose best m
edium

s to push those
buttons

•
C

reate M
arketing pieces

•
M

onitor results

•
A

dapt if necessary




