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. What information do prospects want in the sales
cycle, and when do they want it?

. What should our sales process look like and how

S

nould it differ from Internet marketing activities?
ow does this information differ by segment?
ow can we lower our cost to acquire new clients?

ow can we increase efficiencies throughout this

Nrocess?

. What strategies can we use to measure these
processes accurately?
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Challenges faced by Marketing & Sales
Executives

A Product Innovations

I Salesh MarketingA Engineering-eedback Loop
A Tracking source codes and marketing Key
Performance Indicators
ALY GSANF GAY3IT Gt SIFENYAyYyITaEE
A Increasing efficiencies, Improving the quality of

Interaction with prospects and reducing doukdatry
between CRM, accounting, and service systems
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Internet Business Models

1. Lead Generatioq Professional Services
GDSUO Yé LK2YyS NAYIAYyI ¢

2. Lead Generation NetworksLead Brokers

3. Advertisingg for Publishers

4. BE.commerceg for Distributors

5. Subscriptiong, For Content Creators

A Customer ServicasFor reducing traditional

service costs
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What Is Marketing?

The process by which a company
decides what it will sell, to

whom, when and how, and then does
it.

ADercei\_/ed by lots of business people to
mean simply promotion and
advertising,

_ Awareness |
At covers everything from company

culture and positioning, through

market research, new business/product
development, advertising and
promotion, PR (public/press

relations), and arguably all of the sales
functions as well.
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What Is Positioning?

A The perception about your company in the
mind of those who can benefit from your
services.

A Relative competitive comparison

ALy aSNBAOSa: AidQa |
and depth of experience, believabilityra
value of intellectual capital.
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What Is Sales? Sales Process?
A Annoying?!
Adh& QY y20 I &l f SaAaLISNBa2Y
A For whom? The buyer or the seller?

A systematic process of repetitive and measurable
milestones, by which a salesperson relates his
offering of a product or service in return enabling the
buyer to achieve his goal in an economic way
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http://en.wikipedia.org/wiki/Sales

Differentiating

The process of presenting
distinguishable attributes between
products or services, or the resulting

list of differences.
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Dynamics of Differentiation
Personnel

Form Ordering Ease Competenceg 3 Coverage Symbols/Brand
Features Delivery Courtesy Expertise Media
Performance Installation Credibility Performance Atmosphere
Conformance Customer Training Reliability Events
Durability Responsiveness
Reliability SOTEUling Communication
Renairabilit Maintenance and

P y Repair
SIiE Breadth of
Design Product Line
Packaging Personalized

Products

Custom Design

ethodology o
Process 1

© 2008 Lima Consulting Group Do not reproduce without the express written consent of Lima Consulting Group, LLC




Perceptual Maps

Perceptual Mapping tools are very economical
|l nclude Preferences (the Whi
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A Primer on Segmentation

A Put simply, segmentation is the process of partitioning a market into
groups of potential customers who share similar defined characteristics
and who are likely to exhibit similar purchase behavior.

A The winner, after careful preparation, is confident he will win the war
before he wages battle. The losers, without preparation, engage the
enemy first, hoping they will win the fightt Sun Tzu (4.14)

A Gambling Segments: Optimists, Critics, Dreamers, Managers, Analysts, a
Pessimists

A Services: Delegator¥alidators Do lt-Yourselfers

You can do it. We can help.

Lets Build Something Together
| LIMA

CONSULTING GROUP



Demographic

=
To\E

Gender

Income
Education
Occupation
Family Size
Family Life Cycle
Religion
Nationality/race

Psychographic

Behavioral

\(i
Personality

Lifestyle
Value

Attitudes & Beliefs

Product usage rate
Brand loyalty
Product end use
Readines$o-buy
Profitability

Decision making unit

Langua<




Case Study: School for Struggling
Teens

A Largest School for struggling teens in the US

A Positioned as the top school for struggling
teens

A Processilependent not peoplalependent

A Differentiated by the concept of
GONI VAF2NXI GA2YV I T SEL
learning laboratory teaching accountability for
ones actions
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Wall Street (1987) Gordon Gekko




The Marketing Sales Continuum

Loy
Loyalty

Airst AEducating Evaluation of  Selection Commitment, Keeping
Introduction, About Service Alternatives Against A Paying customers&
AReaching Out or Product Priorities Customer or  turning them
Axclusionary  AAssessing Client into advocates

likelihoodof

addressing

needs

Adssembling

Short List

Anclusionary

™R
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Dialogues and Dances in B2B Sellir
I I I N

Prospects Who are You?  Canyou help us with Why your Who offersthe Howmuch for What have
Questions Whatdoesyour 4 KS OKLI f f Sy company? highest relativeralue  how long? you done for
company do? facing? Am | going to given my budgeand me lately?
listen to you? need®
Qualifying None¢Thisstep & KI G Q& , 2 dzl Klients Priorities A f A Sy . Qa  Goodness of fit  Profitability
Questions is one way Challenge? ANeeds AChange Avoidance of and strategic
ABudget, Timing, Assessment management Risks fit
Servicerit,
ASegment

-t N2 aLISOU Q:
- Economic Buyer

- Coach
- Technical Buyer
- Users
Aducation
Categoryy Product /
Service
Message: Market Benefits (not features) Differentiation Fit andRisk Terms of Service Performance
Positioning Capability Avoidance, and Results
Credibility
g LIMA it Soress ot oo L
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Sales & Marketing Categories

Referrals and Referral Programs

Networking

Publicity¢, 2dz R2y Qi O2y GNRBf OGUKS YS&aal 3asS
Internet Advertising

Affiliate Marketing, Partnerships, & Purchasing Leads

Direct Personal Selling

Corporate CollateralLogo, Slogans, Brochures, Literature, White papers, Case Studies, Capability
CNASTs . FOlINRdzyRSNES . A204> wSasSlkNDKS /fASyi

Subject Matter Expertise (Publishing, Creating Content where you control the
message)

Training Programs

Direct Mall

Media Advertising
Guerilla/Viral/User Generated Ads

Other TOOIL ¢ NA I f a2 58SY2Q&a> Ddzr NI yiSSaz { SNBAOS [ S¢
hTFSNBEZ thLJzél-fé_itiM%z ¢SNY {KSSI
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Referrals and Referral Programs
Networking

Publicity

Internet Marketing

Affiliate Marketing Partnerships,
Purchasing Leads

< < < < <

Direct Selling

< < < < < <
< < < < <
< < < < <

Corporate Collateral

SME Initiatives

<
< < < < < < <

Training Programs

<

Direct Mall

<
<

Media Ads

<
<
<
<

Guerilla/Viral/User Generated Ad

<

CNAIFfax 5SY2Qaz V V V

<

Proposals, T&Cs, Term Sheets

<
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Internet I\/Iarketing Mediums and Tactics

Website Content*

LandingPage Testing (Multivariate)
SearchEngine Optimization: Osite
LinkBuilding

PayPer Click: Keyword
PayPer Click: Contextual
PayPer Click: Site Targeted

Blogging on external sites

Social Media & User Generated Conte|
Affiliate Marketing

Banner Advertising

E-mail marketing (knowigroups)

E-mail marketing (broadcast)
Widgetsand Free Applications/Tools
Text & Mobile Marketing

Classified& Directory Listings
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Good
Better

Best

* Content is King.
Continuously seek
improvements in
converting visitors.
Know when to begin
marketing before
driving traffic.



Best* and Worst* Performing Online Advertising
Tactics according to US Online Marketers***, 2005 &
2006 (% of respondents)

2005 2004
Best performing
Paid search ads 52% 49%
E-Mail - house list 47% 47%
Search engine optimization 3% 45%
Behawvioral targeting 6% 3%
Contextual targeting % 29%
Rich media ads 3% 28%
Affiliate marketing 29% 25%
Pop-ups and pop-unders 22% 15%
Ads in e-mail newsletters 16% 13%
Banner ads 14% 12%
E-Mail - rented lists 10% 1%
Worst performing
E-Mail - rentad lists 2% A%
Pop-ups and pop-unders 39%, 45%
Ads in e-mail newslettars 34% 429
Banner ads 9% 28%
Affiliate marketing 229 26%
Behavioral targeting 23% 21%
Contextual targeting 19%, 20%
Rich media ads 21% 17%
Search enging aptimization 14% 11%
E-Miail - hause list F% 11%
Faid search ads A% %

Nate: *great RON, outperforms other tactics, **poor ROV, doesn’t compare
well with other tactics; *=+*ad tech attendees
Source. Marketingsherpa, inc., January 2007

[E0hes wrtny. eMarketar com




Cost per Lead Across Direct Marketing Methods

$1000
$9.00 -
$8.00
$7.00 -
$6.00
$5.00
$4.00 -
$3.00
$2.00 -
$1.00
$0.00 <

m 2005 m2007

Search EMail Yellow Pages Banner Ads Direct Malil
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Measure emarketing success against
business objectives

®

wEmail
Marketing

wSearch Engine
Optimization

wAnalytics

wTesting Ads,
and Copy

wLanding Page
Development
& Testing

wPay Per Click
Campaigns

wStrategy &
Objectives

wMarket
Segmentation

wMetrics of
Success (KPIs)

wKeyword
Research

wLink Building
Campaign

wMedia
Placements

Conduct Reconnaissance
Advanced eMarketing
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Web Analytics Against Metrics of Success

© Lima Consulting Group, 200°
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ACQUISITION CHANNELS

B January 2008 Conversion Percentage

Graph Generated by SiteCatalyst uzing Roport Accelerator at 08:52 AM MST, 14 Jan 2008
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® Advanced Billing
* Revenue i

Recognition
¢ Budgets

® Project Dashboard
*® Project Tracking

¢ Time & Exg

Project Tracking/ Service Delivery
Admin
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