Strategic Marketing
Boot Camp: Session 4




d. ession

a. Marketing Overview

b. Strategic Internal Assessment

c. Strengths and Weaknesses of the SWOT
b. Session 2

a. Industry and Competitive Analysis

b. Opportunities and Threats for the SWOT
c. Session3

a. Target Market Definitions

b. Buyer Personas
d. |Session 4
a. Improvement & Innovations
b. Value Propositions & Proof and Evidence of Claims
c. Buying Cycle
d. Content Framework
e. Session5

a. Tactical Implementation
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ad |ej ~———————— Building Successful ——
solution

Digital Marketing Strategies & Lead Generation

Strategic Marketing Blueprint (SMB)™
... Your Blueprint for Developing an Effective Marketing Strategy
Phase 1: Research & Analysis
1. Internal Assessment (Strengths & Weaknesses)
2. Industry Analysis (Opportunities & Threats)
3. Competitive Analysis (Opportunities & Threats)
4. Target Market Definitions (Segmentation)
5. Buyer Personas (Customer Value Surveys)

Phase 2: Strategic Development

6. Improvements & Innovations Results from Phase 1 and
. Phase 2 will determine:
7. Value Proposition or other USPs |
8. Buying Journey . xm""ﬂm""
. . . re you will say
9. Proof or Evidence of Claims o your Target Market
10. Content Marketing Framework
Phase 3: Tactical Implementation
11. Tactical Marketing Plan
12. Internal Message Delivery
13. Lead Generation Systems
14. Continuing Education Systems
15. Tracking Results and ROI
© Ad Ej Solutions, Inc. 2020
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1. PowerPoint Slide Deck (Session 4)

2. Improvements & Innovations Worksheet
3. Value Proposition “Thought Starter” Worksheet

4. Buyer Journey and Content Marketing Framework
Worksheet
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Let’s Review
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THE BIG PICTURE

ad|ej

STR AT EGY Determines
_ Content
Buying =  Marketing
Journey Framework

3 Ways to More Increase Sales Get Customers
Grow Your ; r
Business Prospects Closing Ratio to Buy More
Customer Connect Cultivate Convert ) Retain
Path (Traffic) (Nurture) (Persuade) (Maximize)
Message Value-based CONTENT is the essential foundation for ALL tactics
g (Value Proposition, Data, Benefit Statements, Proof/Evidence...)
+  Website »  Email Marketing »  Email Marketing +  Email Marketing
Tactics/ +« SEO +  Market Automation *  Market Automation +  Marketing
. +  SEM/PPC +  Webinars *  Webinars Automation
Techn iques + SMM * Presentations * Presentations +  Account Based
+  Video + Blogging * Remarketing/RLSA Marketing
+  lead Magnets *  Permission-Based *  Call to Action +  Call to Action
Methods +  Offers +  Offers *  Offers + Offers
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“True Marketing is the art of
creating genuine customer
value and in its right context is
customer/client-centric.

It is about becoming a
‘value-producing machine’
through improvements and
innovations to meet market

demands and wants.”
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“Strategy without
tactics is the slowest

VSRl Emaaly | “Unless Strategic Marketing

without strategy is the ' 1 et . . . .

noise before defeat” Vo= 9B issuesare dealt with first, it
oun T2 L3 ~ is absolutely impossible to

do Tactical Marketing well”
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6. Improvements & Innovations
7. Value Proposition (and USPs)
8. Buying Cycle

9. Proof or Evidence of Claims

10. Content Marketing Framework
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Improvements & Innovations
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Anything that enhances your position with your target market:

Business Model (Shift to online, Accelerated Delivery, Guarantees, etc.)
Products (New or Improved Products, like PPE)

. Services (Enhanced Services)
Certifications

Equipment or Machinery

. Training
. Location
Etc.....
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SWOT Worksheet

ad|ej

InternaiStrengths
Strengths

Ideas 2o Ci s

on

Ideas to Qvercome
Weaknesses

External Opportunities
(ndustry or Ecoromy)

Ideas to Capitalize on
Opportunitics Qadustry or
Ecorony)

[External Threats (ndustny
or Ecoromy)
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Ideas o Overcome Threat
{Competitors)

External Threats
{Competitors)

Ideas o Overcome Threats
dadustry or Ecoromy)

External Opportunities
{Competidors)

Ideas to Capitalize on
Opportunitics
{Competitors)
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SWOT Worksheet Guide

internal idees fa Copitalize internal ides o Overcame ideers o Cepitelize | Externsl Threpis §lideos o Cwercame Exiernml ders o Capitedize | Exiernm] Threets llidess o Overcame

an Sirengiks Werknesses an Opparisnities find wstry or Threais Cppariunities an Opparisnities {Competitors) Threais

Strengths Weaknesses Economy) {Competitors]

Eeanamud

CONTENT © 2020 ALL RIGHTS RESERVED. AD EJ SOLUTIONS INC.



out each of the columns for
“ideas to capitalize on”
strengths and opportunities and
“ideas to overcome” weaknesses
and threats.

Are any of these worthy of
consideration for a Value
Proposition?

Evaluate the ideas above and
select the top 5 or 10 for action
items on the Improvements &
Innovations Worksheet.




The Importance of the J
Value Proposition

Why should | buy from you rather than your competitor?
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- Value Proposition: Answers the question:

> “Why should | buy from you rather than your
competitor?”

- Unique Selling Points (USPs) — things that
differentiate but may not be the definitive
answer to the question.
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- The Right Value Proposition can overcome many
marketing mistakes

- Itis NOT created but discovered over a period of time

- |tis NOT a marketing slogan

- Itis NOT a Value Proposition until it is tested

Remember Improvements & Innovations are key
partners in discovering your right Value Proposition!
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Allows sales
people to increase
their closing ratios
Hand pick your Ultimately, it will
clients/customers empower you to

ask for
higher prices

Dominance
in Your
Marketplace
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“Your Value Proposition must
be both believable and
measureable (to some extent)”
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1. Define what you are selling

2. Define who you are selling to

3. Determine your unique position or value

4. Seek out Proof for your claims

5. Take into account Negative Guarantees

6. Specify the Time Frame of accomplishment

7. Add an "if not" Guarantee
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Start:

Do you only
. . offer a
*  List everything you do product?
i ; D |
«  List everything you “offera

service?

might consider doing

Final Question: Define

What You

. How is it done _— Are Selling Can you add
. i t
normally versus how Experiences ervices?

can | do it differently?

Special Can you add
Knowledge products to
or Skills products?
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Sales
Volume

Final Number of
Questions Employees

Specific Level of

problems Define WhO Assets
You Are
Selling To

SPECIFIC Geographic
companies Region

Specific Specific Job
Industries Titles
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Unique Position or Value

« Unique Result or Outcome *  Versions
. v" Higher-End
Method for Getting Results
v Lower-End
Special Features v Customized
v Non-customized

- Track Record

DWY, DFY, DIY
« Interesting Environment

Distinctive Payment Plan
Better Quality

Final Questions

Better Service
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Quantitative “Whatever performance claims you make in
your marketing materials (whether about
quality, delivery, service, expertise, accuracy,
etc...); always provide some supporting proof
or evidence that you are trustworthy in your
claims to deliver them”

charts and graphs

Qualitative
testimonials or more than hype”
case studies

“Words without proof is nothing

CONTENT © 2020 ALL RIGHTS RESERVED. AD EJ SOLUTIONS INC. 2 4
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Reverse
positive
guarantees

Doesn’t
Consume or
Waste

Negative
Guarantees

Doesn’t Doesn’t
Require Result In
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On-Time

Delivery How far can you
push the envelope?

Lead Time

Set After the

Expectation

Prospect
Completes

Timeframe of
Accomplishment
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Refunding

All Their Who will take the risk?

/ Moﬂey

Rework or
Redo

Refunding a
Portion of
their Money

“If not”
Guarantee

Replace
Product
with
Competitors

Replace
Product
with New
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asepco.com/about/guarantee/ (Watson Marlow)

Lifetime Free Replacement Of Any ASEPCO Tank Valve, No Matter Who Breaks It!

Sometimes a tank is drp[pped—sqmetimes a valve gets hit by a forklift. No matter how a valve is broken,
or who's at fault, we will replace it free! No arguments. No excuses. Just a free replacement valve as fast
as we can make it.

Top-quality Product Or It’s Free!

If your”ASEP'CO valve contains a manufacturing defect we will Fix or Replace Your Valve—and We Will
Not Bill You!

Performance As Promised Or We Pay You!

If it is proven that a properly assembled ASEPCO valve is not CIP/SIP in use:
We’ll buy back our valve for a full refund.
We’'ll buy you the replacement valve of your choice.
AND we will pay the cost of replacing it in your ASME tank!

wote: We figure this is a safe bet, because we have not had a claim of contamination in our entire
istory.

You can depend on ASEPCO products. And you can depend on US.
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1.  We provide value because of (what we sell)

2. We provide value because of (who we sell to)
3. We provide value because of (the unique angles we offer)

4. We provide value because (we can prove that what we say is true,
reliable and dependable)

5.  We provide value because (we don’t do or require certain things)
6. We provide value because of (our timeframes)

7. We provide value because of (our matchless guarantee)
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- Will you take the time to “test” and discover
what Value Propositions and USPs mean to your
target market?

- Will you make the effort to improve and innovate
and become the “value producing machine” that
is at the heart of true marketing?

Bear Bryant: “It’s not the will to win that matters — everyone has that.
It’s the will to prepare to win that matters.”
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Buying Journey
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Buyer Persona + Buying Journey = Content Marketing Framework

Awareness Vendor Choose Project Back to
of Need Rsrch/Eval Vendor Mgmt Status Quo

Not *Changed

currentlyin Product

a "buying

mode” *New

specific Product

forged

products *New
Technology
*Problem
with
Vendor
*Forced
changebya
vendor for
an already
approved
process

*Determine
material
characteristics

*Determine
which alloy
meets the
required
characteristics

*Determine
production
process and
method

*Write the
specfor the
material from
the
information
you have
gathered
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+Assess *Based on
vendor via price, delivery,
delivery time, quality, etc.
price,

*Does the
vendor meet
any unique
requirements?

* Quality
evaluation
(IS0, AS, DOD,
ITAR, etc.)

+Evaluate
Engineering
Capabilities
specificto
project

*Review value
added services

*Review
testing,
integration,
logistics

*Getinternal
approval

*T'sand C's

*Credit
approval

*Quality
Audits

*Financial
Stability

*NDA’s
*Signed

Purchase
Order

* Confirmation *Customer

of Satisfaction
Requirements Surveys

*Manage
Exceptions - *Open
capability of a Feedback
supplierto Loop
conduct a

robust

investigation

for failures

*Get Weekly
updates

*Product
shipment

* Certificates of
Analysis

*Material certs
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provided and see if the
path aligns with your

target markets. Make
note of what might be
going on in each phase.

Note the length of the
cycle, e.g. weeks,
months, years. (this will
influence the amount of
content that will need to
be created in the
framework).




Proof or Evidence of Claims
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- Let’s look at Marketing Insight # 5
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CPAs & Advisors
/' Accessibility

Even during our busiest work days, we guarantee
a returned call within 24 hours. In practice, our
Firm averages 76 minutes when in the office and
5 hours 33 minutes when out of the office. In
addition, two members of our management
group are assigned to each business client in
order to provide continuing contact with the
client’s ownership and management. Isn’t this the
kind of
access you deserve?

99.98% Defect-Free Quality Record

To your benefit, (Our Company) maintains a
consistent quality record which is at the top of
the industry. This record contributes to our
customer’s profitability and gives you assurance
that when you work with us you will get what you
want.

(See our Quality Performance Chart)
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“Whatever performance claims you
make in marketing always provide

some supporting proof
or evidence”

Quality Performance

ET T
T4 Defect-FreeProduct  99.38%  99.58%  99.98%
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Defect-Free Product
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Content Marketing Framework
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- “What You Say” in
your Content

-  “How You Say It” in
your Content

- “Where You Say It”

Messaging Presentation
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“Say it when no one
else is saying it”

“The proposition must be one that the competition
either cannot or does not offer. It must be unique —
either a uniqueness of the brand or a claim not
otherwise made in that particular field of
advertising”



Buyer

Status Quo

ersona +

Awareness of
Need

Technical
Requirements

Vendor Research -
Evaluation

Create Short
List

Choose
Vendor

Project
Management

Back to Status
Quo

Various Metals and or Quality Certifications (IS0
Alloyswith their How to Choose a Forging |Technical Data Sheets for the |2001, AS9100, ITAR, DFARS, Site Visit Presentations Customer Satisfaction
characteristics/properties |Supplier (checklist) specific application etc.) Company Stabillty  |and other Collateral  |Project Tracking online Surveys
Forging vs Casting: A Case Lead time Demonstrate Relative
Data on the heating and  |study of successvs. Case Study 2: Specific to the performance and Engineering Deviation documentation, |Open-ended feedback
cooling process failure Customer Typical specifications variables Capabilities if applicable loops
Number of Engineers, Quality
Steps to effective product Staff, Capabilities,
development and Case Study 1: Specific to  [Case Study 3: Specific to the  |Experience, Equipment, Offering of Proactive Project Tracking,
manufacturing Customer Customer Length of Time In Business _ |References Alternatives Notifying of Customer
Order review
Grain Structures and how process (checklist) |Order
to control them during the | How to assess and limit  [How to determine the best showing Acknowledgement and
forging process vendor risk alloy for your application Customer Testimonials expectations Exceptions Automated shipping notice
Typical uses for alloys,
including things like physical,
Unigueness offeringslike | Benefits of Forging vs mechanical or electrical How to Choose a Forging Non-Disclosure Post shipping
Forging Simulation other processes properties Supplier {checklist) Agreements (NDA) | Terms and Conditions |documentation
Value added services {for Quality statistics
Casting vs Forging: Technical |example, non-destructive including Prevention,
Value of Non-Destructive |Video: Tour of the facility | Data {Density, Porasity, Grain |testing, forging simulation  |Avoidance and
Testing and process review Flow) software) Tr bility Purchase Order
Resaarch: Why the need
for change? What are Vertical Integration (All
You trying to accomplish? sarvices under one roof),
Research: What are your |What are your includes machining
challenges? objectives? Offering of Alternatives capabilities Proposal Document
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Course
Work
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Develop “content” based
on the decision-making
values first and then any
other topics of importance
that will help you build
credibility with your
target markets along the
buying journey.

In the end you want your
target market to say this: “I
would have to be an absolute
fool to do business with
anyone else but you
...regardless of price!!!
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vince@adejsolutions.com

https://adejsolutions.com/

Connect with me on Linkedin:
Office: (412) 754-1267 https://www.linkedin.com/in/vincekostelnik/

Cell: (412) 600-3412

ad r e

Thank You!

Google
ol e & ]
Constant Contact | Partner
CERTIFIED o
Building Successful Specialized in
Digital Marketing Strategies & Lead Generation A
Search ads
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