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Bringing focus to sales
What doyou offer? see,
L[]

Whoarey our custome's? Y

How doyau find custome's?

. With whom doy ou compete?
How arey au unique?

Who teaches classes?

. How doy au attract/ k esp teachers?
. How doy au ddfineexcdlence?

© ® N oA N R

. Howdoyou maintain standards?

10. Who manages theschod ?
11. Utilizing outsideresources

12.Vision, mission and leadership
Bringing focus to sales

@ American Marketing Asscc.

Definition of Marketing | **

Bringing focus to sales
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'\\@5‘ Markeing is:

e Capturing themind of the
custome. t

customers valuemost.

19
e Meting thenezds of the
custome.
e Focusing on what y

Bringing focus to sales

'\\@_5‘ Markeing is:

e Fundamental toall yaur

business decisions.

e Theart of giving things up!

e Much morethan advetising!

O

Bringing focus to sales

l\\@_ﬁ Markeing Elenents :

eProduct (o savice)

e Peple(staff/ custamer service)

ePrice

ePlace(distribution & sales)

ePromation (communications)
e Pasition (valuePragposition/brand)

Bringing focus to sales
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(< Product
\K@—?“ What doyau dffe? 3

@ Product mix

o Curriculum & coursedevd oppment

e Ddivay Options

o Classrooms, online homestudy

eUniqueness
e Warranties

e Support - financial/technical
e Branding/Name

Bringing focus to sales

\\@; Why New Products Fail  ©:
e Bette mousetrap 28%
e “MeTad" praduct 24%
e Compditiveoneupmanship  13%
e Techndaogy issues 15%
e Pricecrunch 13%
e|gnorance 7%

Bringing focus to sales

\\@5 Praduct Devdgpment | :

@ Products fail when custome's havenonexd

@ Ask customeas want they want and why
e Ask them totest praducts beforelaunching

® Direct Research, Own Peple,

Expat Opinions, Testing,
Studies...

Bringing focus to sales
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(& Pecpl i
'\\&2 whowill t:ach? i

whowill manage?

e Teacha's

e Administrators ‘ (3
e Management

e Custome Support
eTraining

e Technical Support

Bringing focus to sales

'\\@5 Attract Teacha's

e Describeneded skills & experience

eResaarch targe group (asfo custones)

eWhat dothey ned athe than $?

eWhat can yau offeg ather than $?

eDona compramisetofill ajob

Bringing focus to sales

'\\@5 Reain Teachas

eDdive evaything you promised

eMaintain standards nomatte what

elisten tothdr changing nesds

eProactivdy support thar endeavars

eReward results

Bringing focus to sales
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\\@ZJ Pricing e

e Calculatepricefloor

e Estimatepricecdling '

e Pricein linewith position
e Discaunt palicy

e Geographic pricing

e Compdtitivepricing

Bringing focus to sales

\\@5 Place(distribution & sales) | i

Sales Sy stam

Location

Ddivay Options

Affiliations

MultipleChannds
Custome Suppart Options

Bringing focus to sales

\\@5 Pramation (Communications) | ¥

e Sd pranational gaals

® Devd gp pramational message

e Sdect promational tod(s)

e Advetising, PR, Direct Mail, Neasleteas

e Refarals, Word of Mouth, Newarking
e Merchandising, Sponsarship, Charity

e Pasonal Sdling, Special Offeas,

e Intend, Tdemarkding
Bringing focus to sales
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'\\@5 Pasition (Value Brand)

e By targe custome & market

® Review competitars' positions

@ Establish thevalue proposition
e Incarporateintobranding & promation

e Primary positions

e Price- quality - sevice- techndogy

Bringing focus to sales

'\\g; Stepstodevdaping

markeing strategy

1. Learn custome & marke nesds

2. Sgment marke toldentify niche(s)

3. Evaluatepaential barrie's

4. Research y aur compdtition

5. Deaeminey our valuepragposition(s)

Bringing focus to sales

@ Whoarey aur custame's? i

e Whois your custome and market?

e Why dothey buy thistyped [ ]

education? v
e Why will they buy from you?

e What isthelifedimevalueof

each customea?

Bringing focus to sales
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How much a customer is worth ove

thelifed therdationship

$ purchase

# of purchases pa year

# years of purchasing
Lifdimevalue

Bringing focus to sales

'\\@5 Seggmenting e

eHow big isthemarke?

eHowisit divided?

e How many segments arethee?
e What isthevalued each

seggment?

N\

Bringing focus to sales

= i
\ . . ece
\\&_ﬁ Segmentation Options | 5:¢f
@ Demographic: income age gender, carex

@ Psychagraphic:  cpinions, values, bdids

e Geographic: location

e Neds: specifications, sdutions

e Customer type:  consume, government,
business, non-prafit

e Value prafitability
e Buying history: catalog purchaser

Bringing focus to sales
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@ Targeting

Focusing dfart and resources at a

particular sectar becaused:
e Fenva Compdtitars

e Shorter salescyde .,

o Greate paential sales

e Higher disposableincame
e Easia access tocustamer's {

Bringing focus to sales

'\\\@ Towhom areyou sdling? i:

o Use
‘_ e Influencea
@ Purchase
o GateKepa
\ e Management

e Technical Reviena

Bringing focus to sales

'\\K_\“ Evaluate Patential Barrigs| :::*

What will stop customers buying from you?
® Lack of awareness of your business

e Lack knonmedgeadf yaur product/ service

® Pricetopaformance valueproposition
@ Distribution methad

® Savicecapabhility

o Ddivey
® Location

Bringing focus to sales
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l\\@j Bdid Buildes it

e Testimonials o Expet endarsements
e Ward-of-mauth ¢ 3rd party testing

e Rdeaences e Industry listings

@ Danonstrations e Video camparisons
e Trials e Cut away samples

e Extended warranties e Published articles

Bringing focus to sales

'\\@5 Mark e Research i

e Degeaminewhat yau want toknow & why
e Lodk for patential sources of information

e Secondary - From athea's

e Primary - Fram custome's ar saurce

Bringing focus to sales

'\\@5 Mark & Research i

Personal Interviens

Tdephonelnteaviewns

Mail Questionnaires

(&

Intercept Survey's
Focus Groups

Reurn Cards
QObseavation

Bringing focus to sales
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'\\@5 Mark e Research i

Reports/ Studies

Asscciations

Intend
Advertisements

Brochures & Literature

Newspapers/ Magazines
Industry Connections - Distributors

Bringing focus to sales

@ With whom doy ou compete?

e Direct and indirect competition

e Continuously monitar compdtitor activity

e Clipnens items, monitor web pages, visit
tradeshow exhibits, ge thar liteature

Bringing focus to sales

l\\@j Deter minevalue proposition | 3

e What isyour compditiveadvantage?

elsit of valuetoyaur target customea's?
e Daemineyaur uniquevalue prgposition

eHow areyau different tocompetitars?

e How will customers bendit from difference

e How will they recognizethedifference value?
e Incarporatethis valuein all that you do

Bringing focus to sales

©2004, Sakowski Consulting, LLC. 8463 Pinnacle Road, Barneveld, WI, 53507
608 795 4541 : jacqui@sakowskiconsulting.com



@ Positioning i

Wheedoyau fit in themarke?

e Quality

e Price

eDdivay

e Savice

e Style
e Techndogy

Bringing focus to sales

\\@j Markeing success i’

e Know yaour custome and thar neds

e Sdect your target & focus on it

e Know thevalued your custome's
e Sdl maretoyour best custame's

e Neve stop marketing: research/ promation

e Usemultipleapproaches
® Test ideas — maonitor cutcomes

Bringing focus to sales

\\@j‘ Common mistakes i

e Notargeing or focus q}W g

e Notracking of outcomes

e Insufficient or noresearch

e Nat Looking at tatal Value
e Sdling features nat ben€fits

e Nouniqueness or differentiation

e Na sdling enough toexisting custome's
e Advetising without clear, targeted message

® Trying todotoomuch with toofew resources
Bringing focus to sales
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'\\@5 Markeing Summary :

e Choose & describetarget custamers

eEvaluatepatential barrias

e Research y aur campetitars

eDefinecampeitiveadvantage &

valuepropasition
e Devd op a data-basad strategy tosuccead

Bringing focus to sales

v . 3N
(& Adtion Plan i

e Who, What, When, Where How, Why

e Ddinewhat finished plan will look like

e Writeit doan

e Gd evayneinvdved oo B i

@ Establish budgets Planning \

o Set deadlines T ke T

e Expaditetheplan \Han Reien

Bringing focus to sales

'\\@5 Defining Excdlence

eExcdlent by whosestandards?
® Yours

® Yaur staff's

® Yaur custamer’s

eCreateralistic merics

eApply standards consistently
eMadify standards if necessary

Bringing focus to sales
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\\@5 QutsideResaurces i

e Sub-Contractors

o Cost dfectivefor occasional nexds

e Guest lecturas

® Enhancad curriculum at |ow cost
e Promational gppartunity

e Advisay Baards

® Expand y our perspective
o Varied prablem sdving techniques

Bringing focus to sales

@Vision, Mission, Leadership | &::°

eDeineyoaur fiveyear vision
e Cammit toit and articulateit toevery one

e Custames, cdleagues, advisars, venda's

@ Describey aur mission
® Updateas y au accamplish your goals

® Ensureit seves custame's & cdleagues

e Leadeship

e Consistency and constancy at all times
e Listen, learn, think, decide act

Bringing focus to sales

\\@j‘ Leadaship e

“Start with good pegple lay aut the
rules, conmunicatewith y our

employ ess, mativatethem and

revard them. If you doall those

things efectivdy you can’'t miss.”

Leeslacocca
Chry sler Corparation

Bringing focus to sales
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@ Leadership i

“Yau don’t havetodoevaything...

yau havetoge evaything dand”

“Fud theteam with y aur passion...

when yau lasey aur passion quit!”
Jacqui Sak owski

Sakowski Consulting, LLC

Bringing focus to sales

Bringing focus to sales
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