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Strategic Marketing Fundamentals
Introduction

• Competitive Pressure has never Been Greater

• Management Expectations are High

– Annual Growth

– Wins/Losses

– Visibility

• Budgets are Tight

• Must Do More With Less

• Produce Results Right Away

Strategic Marketing can Help…

… We’ll Show You How!
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Strategic Marketing Model 
Components &  Relationship

5 P’ s

Core

Posit ioning
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• Organizational Foundation
– Visio n/ Missio n
– Co rpo ra te  Va lue s
– Go a ls/ Ob je c tive s (sho rt/ lo ng -te rm)
– Guid ing  Func tio n

• Brand(s)
– Co nc ise  De sc rip tio n
– Ma rke t Se g me nt(s)
– Bra nd  Stra te g y
– Visib ility
– No ise

• Organizational Struc ture

Brand & Strategy 
Align Organization, Brand, Goals

Tune Elements to Assure Alignment
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• Environme ntal Analysis

– Industry Re se a rc h, Ana lysis, & Tre nds
– Stre ng ths, We a kne sse s, Oppo rtunitie s, Thre a ts (SWOT)
– Co mpe titive  Ana lysis (sig nific a nt c o mpe tito rs)

• Re la tive  size  a nd  g ro wth
• Pric ing  & po sitio ning
• Win/ lo ss re c o rd

• Historic al Information

– Fina nc ia l Re sults & Ana lysis (3-5 ye a rs)
– Pe rfo rma nc e  b y pro duc t/ se g me nt

• Curre nt Sale s Mate ria ls

– Co rpo ra te  b ro c hure s
– Pro duc t b ro c hure s
– Pro mo tio ns
– We b  site

Brand & Strategy 
Supporting Research

Importance Varies by Size, Stage, Market, …
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Brand & Strategy 
Analytical Tools: SWOT
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Brand & Strategy 
Analytical Tools: SWOT

Strengths Weaknesses

Opportunities Threats

Internal*

External**

* rank based on importance

** rank based on l ikel ihood and consequences
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Brand & Strategy 
Hedgehog Concept

Source:  Good t o Great ,  Jim Coll ins,  2001
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• Who are  your c ustome rs?

Curre nt c usto me rs

Ta rg e t pro spe c ts

De mo g ra phic s

Ma rke t size

• Whe re  is the ir pain?

• Whe n to the y ne e d to ac t?

• Who is the  de c ision make r?

• Who are  the  ke y influe nc e rs?

• What are  the ir buying  be haviors?

People 
Know Your Prospects
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Product 
Primary Elements

• Produc t Be ne fits

• Distinc tive  fe ature s

• Compe titive  diffe re ntiation

– Uniq ue

– Me a ning ful

– Susta ina b le

• Produc t re quire me nts

• Produc tion c ost

• Marke t window
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People & Product 
Synchronize

productpeople

Sometimes…

Start with Product

productpeople

Sometimes…

Start with People

Ultimately…

Synchronize Both

productpeople
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• Cost of Goods

• Value

ROI (va lue  pro duc e d  – c o st)/ c o st
• re duc e  e xpe nse s

• g ro w re ve nue

• sa ve  time

Pe rso na l Utility

Inta ng ib le s

• Compe tition

Co mpa ra tive  va lue

Disc o unting

Re spo nse

Price 
Three Key Factors
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Place 
“Process” of Selling

Pro spe c t

Qua lifie d  Le a d

Oppo rtunity

Marke ting

Sale s

Sales L
eads

Sa le s

Quo te
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• Volume

• Pric e  point

• Comple te ne ss of solution

• Comple xity of sa le

• Channe l c hoic e s

Dire c t re spo nse

Inside  te le sa le s

Outside  sa le s

Cha nne l pa rtne rs

Place 
Channel Selection

Channel Compatible With Product and Buying Behavior
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Audience Concerns Message Focus Key Messages

CXO Minimize 
Operating
Cost

Reduce the cost of 
getting to market with 
high quality product

Acme offers lower rates than onshore resources and 
Indian firms with greater workforce stability
Competitive forces require outsourcing; the blended 
model and process control reduce risk and assure 
high quality products

Strategic 
Advantage

Become the most cost 
effective producer in 
your market segment

Leverage your core team to do strategic work and use 
low cost offshore resources for the routine
Acme offers an army of experts on tasks that can 
support the most effective use of internal talent

Operating 
Flexibility

Scale up or down 
quickly based on 
business requirements

Acme has a staff of thousands waiting to go to work 
for you on-demand
Offshore staff can be reduced without any of the 
complications associated with actual employees

Promotion
Messaging Matrix

One Matrix for Each Decision Maker or Influencer

Add more rows as needed…
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• Adve rtising

Online  (We b  site ) Bro a dc a st

Dire c t re spo nse  Outdo o r

Print Eve nts

• Public  Re lations

• Viral

“Wo rd  o f mo uth” o n ste ro ids

Online  o r o ffline

• Othe r…

Promotion 
Select Optimal “Mix”
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• Re ac h

• Ac tive  vs. Passive

• Obje c tive

Build  ra ppo rt

Ge ne ra te  le a ds

Clo se  sa le s

• Choose  tools

We b  site SEO/ PPC

e ma il Ba nne rs

We b ina rs Blo g ’ s/ RSS

Affilia te s ne wsg ro ups

Artic le s

Promotion 
Online: Factors to Consider
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Promotion 
Assign Budget to “Mix”

• Sa le s Co lla te ra l (3 p ie c e s) $ 10,000

• Sa le s pre se nta tio n $   5,000

• Asse ssme nt c a mpa ig n de pe nds o n c a pa c ity

• Spe a king  e ng a g e me nts time  & ma te ria ls

• We b  site  (o p timize d ) $12,000

• SEO/ PPC $  3,500 + $1,000/ mo
– Optimize d  pre ss re le a se s

– White pa pe rs (p la c e me nt & linking )      c o nte nt de ve lo pe d inte rnally

– Artic le s (p la c e me nt & linking )

• Ne wsle tte r $  1,000/ mo

• We b ina r(s) o ppo rtunistic
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Promotion 
Formal Marketing Plan

Assign Owners, Execute, and Track Progress!
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Wilso n Ze hr

Wilson is the CEO of Cendix (www.cendix.com) the leading 
provider of Web-to-print solutions that increase sales both 
online and offline.  Cendix also provides strategic and tactical
marketing consulting services for emerging growth companies 
in the Pacific Northwest.  In addition, Wilson serves on the 
faculty for the School of Management at Concordia University, 
Portland, Oregon (www.cu-portland.edu).

Wilson Zehr has 25 years experience in high technology and 
telecom – over a decade of experience working with Internet-
related products and services. He has created numerous new 
products/brands and successfully brought them to market. In 
addition, he has crafted and managed strategic alliances with 
many (20+) of the largest technology and communications firms 
in the world.  Mr. Zehr is a serial entrepreneur who has raised 
over $60 million from investors; returned over $160 million; and
bought/sold a number of enterprises.

More detailed background information on Wilson can be found 
at http://www.cendix.com/about/management.html

References are available on request


