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From The Editor

Welcome to the 21st issue of The Revenue
Accelerator™. This publication was established as a
direct result of recommendations from a Market
Development Group, Inc. (MDG) Client Satisfaction
Survey. The purpose of the newsletter is to provide
practical revenue and profit generator tools for MDG

| ) clients, colleagues and friends. The MDG staff

Eric Wiedenmann encourages our readers to give feedback on the articles
President/Founder included in this newsletter. We welcome any
suggestions of articles or topics you would like to have
included in future issues.

Eric W. Wiedenmann
President/Founder
Market Development Group, Inc.

ericw@marketdevelopment.net

Marketing Plans That Work

By: Eric Wiedenmann, President - Market Development Group, Inc.

Having no Plan is basically Planning for failure. Over 70% of the businesses in the United
States do not have a well-documented and written Marketing Plan. Most of the remaining 30%
have Plans which are not effective as they are either too long and complicated, have unrealistic
objectives, are poorly researched, and do not have the support of top management or the
owner(s).

A Marketing and/or Sales Plan is your tool or a “ROAD MAP TO SUCCESS.” Have you ever tried
to get to a new destination without a map? Chances you probably wasted a lot of time and
money getting lost or not reaching your destination in a timely manner. The same logic holds
true in business when it comes to proper planning.

An Effective Marketing or Sales Plan must satisfy the following criteria:
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1. Not too long or too short - 15 to 30 pages is usually sufficient depending on the
complexity of the business

2. Realistic objectives: That means they must be measurable, achievable, and based on

solid market research

Summary of the current economic and competitive environment

Strategic Initiatives (no more than 3 to 5) with supporting tactics

Execution Section: Responsibilities — Budgets — Timing

Executive Summary
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The execution portion of the Plan is considered the most critical. For example, a good Plan
executed effectively will triumph over a great Plan that is executed poorly.

If you would like to order an MDG report “Marketing Plans That Work” please send me an e-mail

at ericw@marketdevelopment.net.

The Top 10 P's for Entrepreneurial Success
By: Eric Wiedenmann, President - Market Development Group, Inc.

1. PASSION: Stakeholders such as employees, customers, supply chain partners follow and
support leaders who have passion their visions. Passion is contagious.

2. PLANNING: You must set yourself up with a Plan that is your road map to success.
Having no plan is planning to fail.

3. PERSISTANCE: Persistence will keep your company moving forward through learning
experiences and business downturns. Persistence will often trump natural talent and
education.

4. PREPARATION: Proper preparation sets you up for success and gives you the confidence
needed to succeed.

5. POSITION: You need to differentiate your products or service offerings from the
competition. “Me too’s” or copies will often fail.

6. PROBLEM SOLVING SOLUTIONS: Your product or service needs to be able to solve
real problems or create pleasure. There are basically two motivations — reducing pain or
seeking pleasure.

7. PROPOSITION: Your company’s messaging or branding must be clear and concise. Your
target customers must be able to “get it” quickly.

8. PLAYING BY THE RULES: You must be legally compliant. lllegal activities are both
unethical and bad business as they will be most costly in the long-run.

9. PARTNERS: Find strategic partners who can help take your company to the next
level. Nobody succeeds alone.

10.PROFIT: Profit is required to stay in business. You must have money left over to reward
yourself and your stakeholders for taking a business risk. “No margin means no
business.”

The Top 10 P’s for Entrepreneurial Success was taken from a presentation given to
students at Ashland University — Dauch College of Business and Economics at Ashland
University on April 13, 2011 by Eric Wiedenmann who is a 1973 Graduate of Ashland University
and serves on the Dauch College of Business and Economics Advisory Board.

Nine Silver Bullets to Increase Marketing's Relevance:
Enabling Greater Competitive Differentiation and Faster Revenue Growth
By: Michael Cannon, Founder and CEO - Silver Bullet Group, Inc.
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The question, “what do we need to do to make Marketing more relevant to customers?” has
been a topic of discussion in articles and books for decades. Yet the answer continues to be
elusive, sapping the resources of every business.

The most recent reincarnation of this topic resides under the banner of sales and marketing
alignment. And, while there are many good ideas for “what to do”, true improvement remains
minimal. The problem is that we are asking the wrong question. Instead, we need to focus on
the systemic, root cause issues: “Why is it so difficult to increase customer relevancy?”
Understanding “why” yields a more useful answer to “what do we need to do to make
Marketing more relevant to customers?”

Before answering these questions, let’s clarify some terms. The word, “customer”, includes
both Marketing’s internal customers such as field sales, inside sales, sales operations, and field
marketing, and its external customers such as the end users, channel partners, market and
financial analysts, and investors. The word, “marketing”, includes the product management,
product marketing, and corporate marketing teams.

The Big, Visible Disconnect
When you peel the onion back on customer relevancy, what you find is that the disconnect is
focused primarily on four categories of marketing deliverables:

1. Customer-facing collateral (company website, brochures, etc.)

2. Demand generation (advertising, events, etc.)

3. Internal-facing sales tools (competitive analysis, market opportunity overviews, etc.)

4. Sales support training (product training, competitive training, etc.)
When you peel down to another layer, what you see is that it’s often not the deliverable that’s
the problem but rather the content in the deliverable — or more specifically, the lack of
effective content: content that is focused on your product and what it will do instead of being
focused on how the customer can more successfully achieve his or her business objectives
using your product.
Think about it like this: content is the words you use, both written and verbal, along with the
supporting visuals, to persuade people to do business with your company. Content is
integrated into every marketing deliverable. The less effective the content, the less effective
the marketing deliverable. It's that simple.
Proof that both the content and marketing deliverables are ineffective can be seen year after

year in numerous research reports such as the one from which this excerpt was taken:

Some 58% of vendors’ marketing content is not relevant to potential buyers and
reduces vendors’ chances of closing a sale by 45%o.
Source: IT Buyer Survey, International Data Group, December 2008

Nine Silver Bullets to Fix the Disconnect and Increase Marketing’s Relevance

Now let’s get back to the question of “why.” Below are the top nine reasons why it’s so difficult



to improve Marketing’s relevance to customers and some practical ways to make meaningful
improvements:

1) Poor visibility into the true cost of ineffective content. SBG research indicates that
the true cost of ineffective content is between 10% and 30% of a company’s annual revenue.
In the U.S. alone, B2B companies lose hundreds of billions of dollars annually using ineffective
content, e.g., content that is not customer-value-based, differentiated, or segmented. There is
no line item in the P&L for the cost of ineffective content. The cost is hidden in the company’s
business model in the form of higher discounting, lower win rates, and slower revenue and
market share growth. It’s hidden in Sales’ (field, inside, field marketing, sales operations) and
the channel partners’ budgets as the percentage of their time spent trying to close the gap
between what they need and what Marketing produces.

Solution: Gain visibility into the true cost by conducting assessments such as a Sales/Channel
Time Usage Study, a Collateral and Sales Tools Gap Analysis, or targeted surveys.

2) Inaccurate map of the categories and types of messaging required for market
success. When you look at the types of conversations we need to have with end-user
customers, it quickly breaks down into three, as defined by the buyer’s primary buying
questions:

e Why should I meet with you?

e Why should I change-out my current solution for a new solution?

e Why should I buy this new solution from your company instead of from other
competitors?

The problem is that most companies are using corporate, market, and product messaging to
answer the prospective customer’s key buying questions and it’s not working. These categories
of messaging are just too high-level and descriptive to be effective, as the research referenced
above indicates.

Take a look at this customer messaging map.



Typical Customer Messaging Map
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Link to full size messing map:
http://silverbulletgroup.com/resources/resources.php?f=1&view=custMessMap

As you see in the product messaging category, most of the messaging describes what the
product does, what’s included, how it works, and what some of its key benefits are. It’s all the
typical “content” in a product brochure. What it does not provide is a persuasive answer to the
prospective customer’s key buying guestions. What’s missing, as you can see from the map, is
an entire category of messaging called “sales messaging”. This new category is designed to
provide highly persuasive answers to the prospective customer’s key buying questions. It
enables the sales conversation that both Marketing and Sales need to have with customers.

Marketing needs to integrate both descriptive messaging
and persuasive messaging into its content in order to be more relevant to customers.

Solution: Use the sample customer messaging map as a reference, and create a company
customer messaging map that’s aligned with Marketing and Marketing’s customers, too. Then
create the required messaging and integrate it into your content and marketing deliverables.
The result is a structure that gets all stakeholders on the same page, prior to the development
of your messaging and go-to-market tools.

3) Lack of clear differentiation among messaging, content, delivery tools, and
tactics. Messaging, as defined above, is integrated into the content, via the copyrighting
process, which is then integrated into delivery tools. Separating messaging from content
enables you to make sure the content is highly effective. Separating content from delivery
tools enables you to reuse the content within multiple delivery tools. For Marketing, the
delivery tools can be landing pages, collateral, whitepapers, websites, and presentations. For
Sales, the delivery tools can be competitive briefings, ROI calculators, call guides, and sales
support training such as product or sales opportunity training. These “delivery tools” are then
presented to the customer via various tactics. For Marketing, the tactics can be campaigns,
seminars, trades shows, etc. For Sales, the tactics can be sales conversations, emails, and
voicemails.
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Solution: Create a company customer engagement model with a common vocabulary for each
of the components that Marketing creates and that Marketing’s customers use.

4) Misguided priority setting. Messaging is not seen as the only item that has the greatest
impact on the effectiveness and success of all the marketing deliverables. Instead, it's seen as
just one of many marketing deliverables (demand generation, collateral, website, sales tools,
channel training, PR, etc.) that needs to be produced to launch and support products.

Solution: Get your priorities right. Acknowledge that messaging is “the fuel” on which your
marketing and sales engines run. Then reprioritize and renegotiate deliverables with
stakeholders so that you have more of the resources and time needed to produce highly
relevant messaging, content, and deliverables. It’s far better to produce more effective
messaging and fewer, more effective deliverables than the other way around, as is so often
done today.

5) Erroneous business model for allocating sales and marketing resources. A large
percentage of the channel readiness work needed to enable the channel (field sales, inside
sales, customer service, and channel partners) to successfully sell the value of the company’s
products and services is not clearly defined across the marketing and channel organizations.
The impact is that the resources required to complete the channel readiness work are not
allocated correctly, or are underfunded. Studies indicate that 25% or more of the channel
readiness work is done by the channel, one rep at a time and one deal at a time, as the high-
level descriptive messaging is translated into sales messaging/conversations. From a business
model perspective, wouldn’t it be more effective to have Marketing do more of this work and
then leverage it over your entire channel organization? The answer is an obvious yes, but
tasking Marketing to do more of the channel readiness work, even if it wants to, will have
limited success. Most marketing organizations are already resource-constrained and unable to
fulfill many of their commitments. The business model restricts the reallocation and
reprioritization of sales and marketing resources needed to increase performance.

Solution: Gain a clear understanding of how much time and effort your channel invests into
re-creating messaging and collateral — and why they do it, and calculate the dollar value of
the work. Then create a channel readiness model that defines the kinds of messaging and
tools needed to support the sales cycle, from lead generation to retention, and agree on which
stakeholder is responsible for creating each deliverable. Combine this work with the ideas
above, and you will have a much better business model for correctly allocating sales and
marketing resources to drive greater market success.

6) Ineffective new product development process or commercialization process. In
addition to fixing the business model, the new product development process (NPDP) must be
revised. The NPDP in most companies focuses on how to bring new products and capabilities to
market quickly. While these capabilities are typically wanted by the target customer, they are
often not highly aligned with solving meaningful customer business problems and, in
particular, the ones that the customer would be willing to pay money to get. Additionally, the
NPDP produces mostly high-level descriptive messaging and content, resulting in less-effective
channel readiness tools.



About 50%b of all new products end up failing.

Solution: For greater market success, reframe the product development process into a
customer development process. You can move in this direction by integrating sales messaging
and Geoffrey Moore’s Technology Adoption Life Cycle into the NPDP, starting at product
definition. Combine this work with #5 above and you will have a much more effective process
for bringing successful new products to market.

7) Lack of skills and knowledge to create the most persuasive messaging, a.k.a.
sales messaging. Addressing the systemic issues above is necessary to increase customer
relevancy, but it’'s not enough. This is because most marketers do not have the skills for “how
to” create highly persuasive messaging, but think they do. What've been missing up until
recently are objective criteria to evaluate messaging effectiveness prior to testing or launch
and a methodology to create highly persuasive messaging, a.k.a. sales messaging. It's a
significant gap in Marketing’s professional education.

Solution: Use the criteria above to assess the effectiveness of your current content and
deliverables. If there is a meaningful gap, then create an internal core competency around
sales messaging. The fastest and most cost-effective way to do this is by hiring a firm that has
expertise in enabling organizations to successfully create, integrate, and deploy the most
persuasive messaging, and the most effective collateral, demand generation campaigns, sales
tools, and sales support training. If the skill set was easy to develop with internal resources,
many of the problems discussed in this article would not exist.

8) Poor alignment around the definition, rating, hand-off, follow-up, and reporting of
leads. There must be a Dilbert cartoon for this infamous pain point between Marketing and
Sales. Marketing complains that it produces lots of leads but Sales does not follow up. Sales
complains that the leads are mostly suspect, and thus useless, and/or too time-consuming to
chase.

Solution: Create a sales and marketing effectiveness task force and empower it to create a
solution around these items. Stop treating lead generation as a one-off campaign, and start
treating it as part of the customer development business process. Then automate the business
processes with a marketing automation platform, and use sales messaging as the secret
ingredient to achieve the best demand generation results.

9) Limited sales experience. Some believe that marketing professionals will always struggle
to be relevant to customers because most have little to no sales experience. They lack
fundamental knowledge of what customers need (messaging and collateral) to make a good
buying decision and what Sales needs (messaging, sales support training, and sales tools) to
enable the customer to make a good buying decision.

Solution: While having a policy to hire more marketing professionals with sales experience
and/or to rotate marketing professionals into Sales, or visa versa, makes sense, it’s often a
time-consuming and expensive long-term solution. By implementing one or more of the ideas



in this article, you can cost-effectively enable Marketing to understand what its internal and
external customers really need to be successful and how to give it to them. You can enable
Marketing to be highly relevant to customers, to create greater competitive differentiation, and

to be a driving force behind faster revenue growth.

About the Silver Bullet Group, Inc.

We help companies generate 10-15% more revenue from their sales and marketing
investments by doubling the effectiveness of the messaging and tools they use to persuade
people to buy from them. The proprietary Silver Bullet Sales Messaging® System enables
order-of-magnitude improvements in messaging effectiveness and marketing deliverables,
such as demand generation, collateral, sales tools and sales/channel training, while
simultaneously increasing sales performance. It is a true silver bullet!

Visit www.silverbulletaroup.com for more information.

Michael Cannon
Founder and CEO

Silver Bullet Group, Inc.
201 Vallecito Lane
Walnut Creek, CA 94596

T 925.930.9436
F 925.476.0307
C 925.683.7536

mc@silverbulletgroup.com

About MDG

Market Development Group Inc. (MDG)
is a professional organization
specializing in value added, quick
turnaround and fast payback of

sales, marketing and product
management solutions for
entrepreneurial, mid-sized and
Fortune 500 companies. MDG has over
50 clients nationwide.

MDG Provides the Following
Benefits to Its Clients

Revenue/profit growth by finding and
developing new sources of revenue

e Sales and marketing programs

What Our Clients Say About MDG

MDG was a significant factor in taking
a business unit from six figures to
middle seven figures. MDG has some
"quick and dirty" ways of getting a lot
of information without spending a lot of
money and time.

Ron Prescott - President, RJP Inc.

MDG is dependable, thorough,
meets deliverables, and keeps you
informed.

John Pendergrass - COO, TRW-Lucas
NovaSensor

MDG is a very focused, cost-effective
way to generate marketing information
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implemented timely and cost-
effectively

e Gathers and provides critical
market research to help clients
make better informed strategic
decisions

e Increased competitive advantage
through “SWOT” (Strengths,
Weaknesses, Opportunities,
Threats) Analysis

MDG Difference/Why You Should
Work with MDG

MDG provides a unique blend of
customized, practical, objective, timely
and cost effective business
development, market research/market
intelligence and “road maps” to
successful program implementation
services. MDG’s mission is to deliver a
fast R.O.I. to all clients. As an
objective independent service provider,
MDG is able to craft creative solutions
for our clients. MDG is the originator
of “The Rapid Response High Impact
Sales Plan™.”

and strategic data.
Dave Marshburn - Sr. Director,
Seagate Technologies

MDG provided me with a marketing
plan that | could use to develop a
larger client base. MDG can zero in on
what the objective is, reduce some of
the minutia you're going through, and
put together a marketing program that
really works for you.

Darren Merritt - VP, Boardwalk
Investments

MDG is proactive, has excellent follow-
through, and exceeds service
expectations.

Todd Schuelke - Vice President, Eclipse
Group, Inc.

MDG's willingness to take the extra
step, spend the extra hours and pull
the team together was a big ingredient
to our current success.

Albert R. Steele - President, CBC
Industries

Increasing Sales and Profits Quickly and Cost Effectively

This Is How MDG Helps Its Clients

RESEARCH

Of Success

REVENUE GENERATION
Growing Your Top Line

ROADMAPS
Creating Your Roadmap
1o Success

MISSION CRITICAL

Reducing Your Risks,
Increasing Your Chance

Increased Profits




m Revenue Generation:

e Increasing Closure Rate

e Finding Untapped Markets

e Time/Territory Management
o Developing New Channels

e Business Development

m Research:

e Helping Companies Make the Right Mission Critical
Decisions

e Customized Market Research

o Competitive Intelligence

e Opportunity ldentification

e Customer Surveys

¢ Finding Acquisition Candidates

m Roadmaps:

e Strategic Marketing Plans
+ Rapid Response High Impact Sales Plans
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