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Sales & Marketing

*No company is an island: every company is element of a wide
business ecosystem
- value chain
- ‘staff functions’
- standards, dominant design, architects...
- Competitors

- Marketing manages the ‘information interface’ between a
company and its business ecosystem
* Most focus lies on ‘downstream’ ecosystem
- channel, customers

- Major importance of ‘staff functions’ of business ecosystem
- press, opinion leaders, standards bodies, industry associations...

- Upstream partners -suppliers, investors- : often under authority of other
department

- insist of global picture




The main tasks of sales & marketing

- Contributing to the strategic thinking of a company

- = Strategic marketing
- It is the task of marketing to provide inputs and perspectives in the strategic reflection

of a company
- Understanding markets, competitors, trends,....

- See parts on ecosystems, innovation, strategy

- Market research
- Gathering and digesting market intelligence about customers, competitors, industry

trends...

- Product marketing ( /management)
- Defining the product (range): product strategy
- Product pricing

- Product marketing
- (Steering development and testing: product development management)

- Marketing communications
- Communication about your company & products

-Channel management and Sales
- Often under a separate Sales Management responsibility




the four P’s

The Marketing Mix

Design
Quality
Functionality
Technology
Branding
Packaging
Services
Availability
Warranty

Strategy
List Price

Discounts
Allowances

Payment period
Credit terms

Payment methods

Trade Channels
Coverage
Assortments
Locations
Inventory
Transportation
Logistics
E-Commerce

Advertising
Personal selling

Sales promotion
Public relations

Direct marketing
Corporate Identity

Form of promotion




The place of marketing within the organization

-Some elements are core marketing responsibility
- Market research
- Marketing communications
- Marketing strategy, plans, projects

-Some elements are marketing but may reside in other departments
* Product marketing, -management
* Pricing
- Sales
* Distribution channel management

-Some elements are core a responsibility shared with other
departments
* (Product) Strategy

-Some elements should be influenced by Marketing
* Finance
* Legal




Marketing and the organization

- Everybody is in marketing!

- Every contact with the external world is marketing!
- An engineer on a standards committee
- A consultant working inside a customer’s organization

-... but Marketing is also in finance, HR, operations...

- Marketing must comply to their procedures, fit in their strategic and
tactical options...

--> (nearly) everybody is (nearly) everything!
- Especially in small organizations




The Business-to-Business market

- Far larger than consumer market

- several layers and dimensions of business to business markets behind
each consumer product

- Most companies are business to business

- Main differences with consumer markets
- market structure and demand
- the decision making process

--> implications on marketing strategies and tactics

Consumer
» Shoes

« Equipment stri

« Housing, » Housing, » Housing,
Energy, Energy, Energy,
telecom... telecom... telecom...




Your village...

- Every market is a village
- Some larger, some smaller

- Every village has its...
- Jaarmarkt’
- 'Newspaper’
* 'Notables’

- Be present in your village

* You define yourself by the events you attend, the information sources
you follow

- You often need dedicated resources per market




1. Market research




Practical advice for market research
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Market Research Bureaus

- Market research boutiques in
IT:
- IDC
- Gartner
- Forrester Research
* Frost & Sullivan

-Comments
- Expensive
- Like to create their own hype

- Conflicts of interest with
consultancy activities

Gartner,
NWLAIRG AW ANALYSTS RESEARCH EVENTS CONSULTING ABOUT

'k Gartrer Is the IT professional's best first sourze for
addressing virtually any IT lssue because of our world-class.
objective Insight, the rapld access to that Insight, and the low
cast compared to the impact and othar altarnativas.

INSIGHT FOR YOUR ROLE INSIGHT INT

Y IT Role :

Applicatinny
Buciness Inte igence & In“ormaticn Management
Ausinras Process Improvement b‘
Enterprize Arcnltacture
Inf-astructure & Operations
Frogram & Portfclio Management
Sccurity & Risk Managerent
Somrring & Vendor el ionships
Ci0s & 11 Executives
TS | B ST o

INSIGHT INTC YOUR INDUSTRY

fanking & Investmant senvices
Zducation

Friengy & | nilities

Covamment

~calthcare oviders
nsurance

Manufacturing

Media

etail

|

INSIGHT ON YOUR INTTIATIVES
v T 1niziztive

Applhicatior Overhaul

Cloud Computing
- Fulerprise drch e ure 2rograrns
ERP
lcent ty and Acc2ss Maragement
IT Governance
Mirusot Windows 7 & Office
Negot atirg Vendor Contracts
Strateqic Plenning
Viluaizatinn
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$1.000 Industry Report

-DIGITAL PRINTING UPDATE

+ Investment in Digital Presses
- Digital Print Volumes

- THE PUBLISHING INDUSTRY TODAY
- Business Conditions
+ Challenges, Opportunities, and

-WELCOME TO THE “OFFLINE MEDIA
INDUSTRY”

«THE PRINTING INDUSTRY TODAY

- Business Conditions Investments + Short-Run Color
. * Print/Production Processes/Tasks - Variable-Data Printing
+ Challenges, Opportunities, and .
Investments -PUBLISHING TRENDS * Web-to-Print

* Areas of Growth and Decline
* Printing Market Trends

-THE DESIGN & PRODUCTION MARKETS
TODAY

* Business Conditions
+ Challenges, Opportunities, and

+CONTINUED MEDIA SHIFTS
« Advertising and Marketing Spending
+ Academia Nuts
* Magazine/Book Publishing Challenges
« E-Paper
* New Media and the Graphic Arts

«EIGHT FORCES TO BE RECKONED WITH

Continued Changes in the Demand for
Print

- Digital Workflow

Investments

+ Changing Job Mix

* Design & Production Trends

Market

Research.com

Homsa About Ue

Knowledge. dantfied & Delivered.

1S &N0.298 45659
INTL +1.240.747.3093

Guck S=arch

| Co | Acvanced Scerch »

Research Assistance

Serd ue a requeet ~

Relaled Mai kels

Piblzhing
Graph ¢ Cesign
P-nting

Home = 32ck to Category > Report ricrmaton

Printing Forecast 2006: The TrendWatch
Graphlc Arts Perspective on the Challenges
and Opportunities for the Printing Industry in

the Next 12 Months and Beyond

The Industry Measu-e - Rerc Rusiness Info-m=finr
Decenb= -, 2005
172 kegae Pud L IRENT6/ 162

|_5 8985 UL Onlirc Downoad ||  Add o Cart
Abstract Table of
Contcrda

My Account | Hersonsl Liorary | Cuetomer Sarvice

w (U tsme)

Wclcome Cucal

(lowgisuresgisien)

Emal a col eague
Printer formet

Qucations acout th a rcport >
Order by fax >

[Unt=d Stet=s Dolas =] %F cuun

Related Reports

« Offshoring

- Digital Printing

* Web-to-Print

* Remote Proofing

* “Downmarket” Print Buying
* In-House Design/IT

* Forecast by Market

* Sheetfed

- Offset Shops

* Quick Print Shops

* Nonheatset Web Printers
* Heatset Web Printers

* Prepress Firms

* The Last Word
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Print Media Global Market Briefing 2017 Q4
By The Business Research Company

Lowest Prices Guaranteed Length

from $1,000 28 Pages

The Business Research Company

Publisher

Published Date SKU

October, 2017 BRC15513602

- The Print Media Global Market
Briefing provides strategists,
marketers and senior
management with the critical
information they need to
assess the Print media.

-Reasons to Purchase
- Get up to date information.
- Identify growth segments.

- Facilitate decision making on
the basis of data

- understand drivers in the
market.

- Develop strategies based on
likely future developments.

- Gain a global perspective on

the development of the market.

- Description

- Defines and explains the
market.

- Gives the print media market
revenues, covering both the
historic growth of the market
and forecasting the future.

- Looks at the external factors

supporting and controlling the
growth of the market.

- Breaks down key sub sectors.

Gives the size of the market
geographically.

* Gives a description of the

competitive nature of the
market, market shares, and the
leading companies.

- Key deals which have shaped

the market in the last three
years are identified.

- Highlights the likely future

-Scop

developments in the print
media market and suggests
approaches.

€

Markets Covered: Newspaper &
Magazines Publishers, Book
Publishers, Directory, Mailing
List, And Other Publishers

- Companies Mentioned:

Thomson Reuters, RELX PLC,
Pearson Plc, Axel Springer,
Hachette Book Group.

- Geographic scope: Americas,
Europe, Asia, Middle East and
Africa, Oceania.

- Time series: Five years historic
and forecast.

- Data: Market value in $
billions.

- Data segmentations: Regional
breakdowns, market share of
competitors, key sub
segments.

- Sourcing and Referencing:
Data and analysis throughout
the report is sourced using
end notes.
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expensive ones...

Global 3D Printing by Country, Product and Market, 2nd Edition

Lowest Prices Guaranteed Length Publisher Published Date SKU
from $6,200 226 Pages Freedonia Group October, 2017 FG15515799
- Abstract * Medical & Dental - Scope of the Report
- Global Demand for 3D printing - Consumer & Education - This report covers the scope,
is forecast to climb at a 25% - Smaller markets, such as size, and growth of the global
annual pace to $9.4 billion in molds & tooling, construction, 3D printing market including
2021. and electronics !<ey trends in te_chnology
* The technology is expected to . improvements, industry
continue to penetrate . _3D printing p_roducts covered partnerships, and adoption in
manufacturing and design in the study include: various applications.
processes worldwide, as the * Printers (production, * Historical data are provided
more and more companies prototyping, and desktop) for 2006, 2011, and 2016 with
apply the advantages of 3D - Materials (plastics, metals forecasts for 2021.
pl‘lntlng to thell’ bUSIneSSGS. and Other) ! ! o Data are prov|ded in Value
- Benefits available to users of . Other terms at the global and
3D printing include: shorter country level, with installed
time to market, more complex -Demand is also broken out base and demand in unit

part construction, reduced terms provided at the global

for the major global markets:

design costs, and enhanced _ level.
customization. * North America - Also included is an analysis of
L. . * Western Europe both existing industry players,
-3D printing applications - Asia/Pacific new entrants and their market
covered in this study include: . Other Regions shares

* Transportation equipment
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Market reports

IBISWorld

WHERE KNOWLEDGE IS POWER

US Industry Reports

Qur comprehensive collection o repor:s
provides ins ghts and analysis on over 700
US industries.

VIEW REPORTS

Global Industry Reports

Qur 7C+ global indusiry reporis “ocus on
industry performance in key regions like
Europe, the Midd|e East, Africa and more.

VIEW REPORTS

State Industry Reports

Get indusiry data, analys s and foreczsts at
a more ocal level. Uncover state industry
trends a2nd performance and compare to
national developments, or understand ~ow
local market eonditions affect nrofitabllity
and success.

VIEW REPORTS

China Industry Reports

A powerful collection of reports that prov de
strategic insights and analysis on over 270
Chiness industries.

VIEW REPORTS

Specialized Industry Reports

When dealing with small or emerging
industries, our Industry Rescarch Reports
may ke too broad, so we offer Specialized

Indusiry Reports for niche and new markets.

VIEW REPORTS

Procurement Research Reports
Make Cetter purchasing dec sions, taster.

Strategic nsight and analysis on hundreds
of products ard services

VIEW REPORTS
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-In total 5.735 (!!!) market
reports

*a random selection:
- Material Handling Services
- Minibuses & Shuttles
- Moving Services
- National Trucking Services

- Navigational Equipment
Maintenance & Repair

- Off-Highway Trucks

- Oil & Gas Pipe Coating Services
- Oversize-Load Trucking Services
- Parcel Audit Services

- Parking Lot & Garage
Management Services

» Petroleum & Chemical Trucking
Services

- Pipeline Inspection Services
- Mobile App Development Services
- Mobile Device Management

Software

- Mobile Enterprise Application

Platforms

- Modems
- Network Attached Storage

Devices

- Network Firewall Security

Equipment

- Network Monitoring Software
- Network Operations Center

Management Services

- Network Routers
- Network Security Equipment
- Network Switches
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OIDA ONLINE STORE

OIDA Members: Please contact ou~ office for soecial "Memters Cnly® pricng & availability

A

A

' N\
Price: $4,495.00

Parspectives on the Optoalectronics Industry: 2 - Innavation (Ferum Repaort)
(October 2008, 71 pages - Download)

Price: $495.C0

Future Optical Communication Systems (Forum Report)
(June 2008, 108 pages - Download)

Price: S495.00

Perspectives on the Optoalectronics Industry - 1 (Forum Report)
(January 2008, 200 pages - Download)

Examines anplizahan snacife 2ensar needs tor hotn the govemment and the pavate
seclor with an emphasis cn tha cil and gas markel, sensing function intagrstion,
cost reducton ooportunities, and 2armers and compeling technolcgies.

OIDA members receive a free copy with their membership
Price: $485.00

2007 Glabal Optoelectronics Market Report and Forecast
(October 2007, 540 pages - Download)

Wa are very pleased to anncunce the ccmpletion and avaiability of this year's OIDA
market reccrt and ferecast!

New additions to this yea”s 540-2age market summary in optoe'ectronics includa:

EENSors Roadmapping (Farum Repart)
[August 2007, 80 pages - Download)

Examines acplicaticn soscif'c zenscr needs for both the gocvemment and the private
sector with an emphasis cn the cil and gas market, sensing function integration,
cost saducton ooportunities, and dar~ers and compeling technolzgies.

OIDA members receive a free copy with their membership

Price; $485.C0

Silicon Photonics: Challenges and Future (Forum Report)
(July 2007, 84 pages - Download)

Examines the emonasie on silicon photonics today ae a potantia’ optical
nterconnect solution and addresses the issues and technclogy paths being
aursued.

OIDA members receive a free copy with their membership.
Price: $495.C0

industry
associations




Professional magazines

there is a range of professional magazines for every market

-You must read the ones that are relevant for you!

- Today: blogs, tweets...
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http://www.stmediagroup.com/index.php3?d=pubs&p=tbp

go press (http://academic.gopress.be/en/vowb-login/)

& l\*) p 6 ; S S DIENSTEN PRICING CONTENT WORKSHOP NEWSLETTER ABOUT
J

¢
L 4

VOOR KLANTEN

HONDERDEN NIEUWSBRONNEN,
MILJOENEN ARTIKELS EN

AUDIOVISUELE BRONNEN, DIRECT

DOORZOEKBAAR Onthoud mijn wachtwoord

Monitor nieuws over uw bedriff met Gopress, de  inloggen
persdatabank van de Belgische kranten- en =
magazineurtgevers,

Ben je docer. of stucentl? Ga naar Gopress

Wachtwoord vorgoion?

""'),C{\'Z')CC'Z:'
P vwsborichwmn

GOPRESS IN TWEE MINUTEN BEKIJK ONS AANBOD
Benieuwd “1adr Gupress? Bekijk dese korle video en ko le velen wal Bedrjven en organ saties werken vanaf €520 per Jaar met Gopress. Er 2 n
Gopressvnnr s kan eren verschillende aborrementstormules, dis variéren naarge =rg de bronnen

er functlonal rel~=n dle u k et




Some sources
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web.archive.org

INTERNET ARCHIVIE

"ﬂuuac"mm}"l"ﬂ http:/waww . enfocus.com BRONSE HISTORY

http:/ /www.enfocus.com
Saved 453 times hetween November 4, 1996 and December 14, 2015.

PLEASE DONATE TODAY. Your generosity preserves knowledge for future generations. Thank you.

AR TN R muu.LhﬂuuLJ \ e ..Jl.l.l.Lli Il.n.li.l

1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2092 2013 2014 2015

INTERNET ARCHIVE [xslore more than 327 b lion web pagas savad over time

L
Illa uua E " ’“ gﬂ ,",IE WWW.ALID aZ. o2

Is the Wayback Mach ne useful to you? Then keeg it growing. Your gift matched today! m

Saved 1,435 times ktetween Octobear 18, 986 and April 18, 2015.
Summary of vub.ac.be - Site Map of vub.ac.be

o it ok .m.ul.“ll“ﬂh“lh"h‘lhhﬂl.“"ﬂ

1986 1937 1988  188€ 2000 00+ 2002 2003 2004 2005 20053 20T 2008 2009 2010 z01® 201z 203 2014 z015 201€ 2017 201 -
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Google Search:

example The Internet of Things

GO g Ie "internet of things"

All News Images Videos

About 32,600,000 results (0.75 seconds)

GO g Ie "internet of things" AND "trade show"

All News Images Shopping

About 234,000 results (0.57 seconds)

GO g Ie "internet of things" "market report"

All News Images Videos

About 151,000 results (1.28 seconds)

GO g Ie "internet of things" AND "expert"

All News Images Shopping

About 12,100,000 results (0.81 seconds)
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Internet market search tools: an overview

- market research bureaus,
reports
- free and paying

- consider buying relevant
reports

- specialized magazines, online
sources, news sources
» Subscribe!
* gopress

-industry associations

- can be extremely valuable
source of information; consider
membership

- Industry experts
- Blogs,...

- products/vendors

- often: products & pricing, press
center, company info, history

-trade show, event websites

- trainings, information
Sessions

--> the hard work is reading,
making sense of it
- Start early

Do your internet homework
before every meeting

* never go into a meeting without
having read what you can find
about the person/company
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Informal market research

*Some examples - Be careful: if you're doing
- Enfocus market research then you're
- regular phone contacts with there to learn, not to sell!
channel, PR, Journalists, - Ask questions, listen
- Sportopolis/Health City - See New Business Road Test
- the sauna

- trips to Los Angeles, New Zealand
and Australia

- Comments
* use every opportunity
- be present in your village

- @ market segment requires a
dedicated resource

- no dedicated resource = no
market development

- everybody’s in marketing

25



forums: seybold conference

Jonathan Seybold realized there was need for a platform for
impartial information about electronic publishing.

He set up the Seybold organization, which organized the Seybold
Conferences and published the Seybold magazine.

Peter Camps "It was completely unthinkable to be

successful anywhere in the world on DTP without making
an impact at Seybold.”

Enfocus mobilized nearly all its employees for Seybold San
Francisco 1999

13




structured interaction

* Influencer meetings

— Enfocus: 1,5 day event for journalists, consultants, lead customers, key
resellers

* (General Electric quick market intelligence

— all top manager regularly call on at least one customer and hold regular
meeting devoted exclusively to what customers say and do

17




formal market research

* See other VUB courses
* Internet tools

* Some questions

— can you access emails of
your target group?

— will they answer?

— iS your selection
representative?

P «

R

g !I.?Jf_:l_fi".l. :

Chooce from 20 differant quection types

Add vour logc

Use Spell Check o correct any misspelled words

Crcatc cmrail invitations, web grectingz, complcticn mcasages
Sahip aitamztin ~emrinder messages

Copy 2nd mredify surveys from the library

Launch Surveys

Email Launch  Send your survey viz emazil & track recponcec
Weh | atin~k: Past yaur survey on the intarnet

Remeotz Trigaer: Trigger vour survey from your own svstemr
Allow sirgle or multiolz takes

Auluinalically menaye vp. vul lisls

Analyze Respondent Data

View Survey Data through Graphs and Charts:

» View rezpnndent datz hy 1=ing 3ar. Pie, | n=2, ar Area charts
Ccpy qrashs and crarts 2owerFon: & Word

Expor: survey data tc Excel

Publisn yoLr survey results to the intarnet, fo- PLbic or
Password Frotected Frivate viewing

Analyze your data:

» Curnpdare groups ol respurdznls side Ly side
» Conduc: Segmentation Analveic

» Create cusiom reports

18




on formal market research

Onderzoeksmethode Steekproefplan

Post

Observatie

Ondemvraging

[Cxperiment

o

(G

(0 4] ~] o

Flexibiliteit

Hoeveelheld gegevens die kan
worden verzameld

Greep op de inviced van de
engueteur

Controle over de steekproef
Snelheld van
gegevensverzameling

Mate van respons

Kosten

Steekproefkader

[elefoon

Persoonlijk

Internet

Slecht
Coed

Uitstekend

Redelijk
Slecht

Slecht
Coed
Coed

Telefoon

Goed
Redelijk

Redelijk

Uitstekend
Uitstekend

Goed
Redelijk
Uitstekend

Steekproefqreep
Steekproefgrootte
Steekproefprececure

Viagenlijst

Mechanische instrumenten

Persoonlijk

Uitstekend
Uitstekend

Slecht

Redelijk
Coed

Coed
Slecht
Redelijk

Redelijk
Coed

Uitstekend

Redelijk
Uitstekend

Slecht
Uitstekend
Slecht




competitive intelligence

* Bill Gates and job openings at Google
* Good competitive intelligence is core competency

* Can be true detectives work
— sales of Trinean competitors: in some thesis...

20




Internal data gathering

* which data
— sales, channel performance...
— sales efforts
— user data
— support requests
— whatever gives your relevant information
— do something with it!

* examples
— Sportopolis
*track all sales and sales activity

— Google
* beta test your projects and present data!

23




How Daniel of SoftKinetic describes it...

Continuous analysis mode

Examples:

Why do people want my product?

What can be improved?
What is better than competition?

What can kill me?

What are my weaknesses?

What will competitors do?

What will the market do?

What is the evolution in perception of the technology?
Where will the vision change?

Ecosystem forces? Bottlenecks?

Copyright © 2009 Optrima N.V
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What you want to know...

Mobile in 2001

Virgn Mobile, the first
MVNO, emerged &

Mobile targeted youth segment Mc °""m""
ek Ty R
4 TaCH W e
Mobile reaching ) ' J LI /
\ ’ / N\ 7 N 7 ~— 7 . Relatively
- | | | Tiecom W l | Mtle ncursion
: France Deutxche Tewto - -
mass marketing; \ 8T Totncons o e .n::. et [ N Others ’ b dute fom
beginning 1o give 3 J A\ i\ J J \ 1 -
way 10 niche » > ' e £x o rcvzncr
3 11 o 1 Nemetal T 2 10 N T N J "
approaches J ”J-{:L':}. {::-5 O0Cse e C=300000 electronics
\.\‘ P ~ /7 \' 4 \( ™\ ’
infospace, a
3': pany | , ] ! - ! |
V-'l'e’ess l
portal, is Motorola trcmcn i i g I l.’ g i E
working ‘with
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:’ | { ! B
ey |\ S\ J | ) WJ \ JUL) L\ J \ L.
T Pemeie Mo S — =
oo . ( fope
_— N GNE B ((Seie 35 W o g Sychip has
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enPa JL—eap.” [ Do L, significant
" ' e Sty | functon in a
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working with .
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Market Research: summary

* Do your homework

- Keep up to date

- Be present in your village

- Pick up the phone

- Use all opportunities to gather (relevant) data
- Be smart, focused on what you need to know

- Structure information, keep time series
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2. Product Management and -marketing

35



The Product Management Tasks

Product |
strategy

{ Product
| Development}| Product |
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The role of Product Management (PM)

- Strategy -Very complex role, profile
- Identify (& document) the need - Sales and marketing,
- Perform the competitive analysis development, finance,
- Formulate the business case oper.atlons....
- Mediator, jack-of-all-trades,
- Development management caretaker, problem solver
- Write the specifications - 'Pietje Precies’ & grand visionair

- Monitor the development

- Quality control -PM and Sales and marketing

* PM not directly in charge of

- Marketing sales and marketing
- Pricing " Is the pr_omotor_and source of
information of his product
- Training - Lobbying
* Promotion - Will infuence activities
- Packaging, documentation - Should know the structures and
- Monitoring (sales, motivators

competition...)
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Organization in smaller companies

Product Management @ Enfocus:

- Initially no product manager
- Peter& mgmt team: product definition
- Development: planning & execution ,
- Customer services: quality j
- Marketing: product marketing £

—

-Later: product managers ;':;ctI:Ct
* At least two people tried: no success... . % g9y
- In marketing and in development dept _ weee N W

: Product
\ Development}

\Development /

, Strategy .

Product

{ Marketing

'\ Marketing /
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The most important people under
Google CEO Sundar Pichai

- source: uk.businessinsider.com/Clay Bavor, VP for Google
Apps

- Hiroshi Lockheimer, VP of engineering for Android
and Chrome OS

- Bradley Horowitz, VP of Photos and Streams at
Google

- Don Harrison, VP of corporate development

- Jen Fitzpatrick, VP of engineering and product
management for Geo and Local

*Nick Fox, VP of communications

- Phillipp Schindler, VP of global sales

- Daniel Alegre, VP of global partnerships

- Lorraine Twohill, VP of marketing

- Susan Woijcicki, CEO of YouTube

- Urs Holzle, VP of technical infrastructure

- Amit Singhal, VP of search

- Sridhar Ramaswamy, VP of ads and commerce
*Noam Bardin, Waze

-John Giannandrea, Google Research and machine
learning
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Engineers and Sales...

-example of Novell Netware

- developed by ‘Superset’: a small group of elite programmers that had complete
control over development of the NetWare Kernel

- Functioned almost independently; for years weren’t even company employees
- Regarded with almost religious reverence

- Complete ascendance of technology over marketing @ Novell
- Company’s product management system is weak
- Ignored scream of users demanding graphical user interface
- Result: Novell Netware beaten by Microsoft NT in the 1990’s

-get engineers in front of customers...

- Leonard-Barton, Dorothy (1992) core capabilities and core rigidities: a paradox in managing
new product development,” Strategic management journal 13

- Design of deskjet printer by HP

- early prototypes tested in shopping malls

- list of 21 changes

- engineers accepted only 5

- -> engineers joined marketing in shopping malls
- -> then they accepted 16 remaining changes
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Product marketing

- The following elements always involve the marketing
department

- Leaflets, webpages...
- Texts, illustrations, charts, graphs...
- Testimonials

* Press releases & events

- Social Media

- Artwork: product graphics, packaging
- Demo, demo files

- Manuals, FAQ...

- Monitoring press, user groups, blogs...
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http://www.youtube.com/watch?feature=player_detailpage&v=EUXnJraKM3k

Microsoft designs the iPod packaging...

- http://www.youtube.com/watch?
feature=player detailpage&v=EUXnJraKM3k

- Microsoft spokesman Tom Pilla confirmed that his company

initiated the creation of the iPod packaging parody video that
was first reported last month.

- "It was an internal-only video clip commissioned by our
packaging team to humorously highlight the challenges we
have faced regarding packaging and to educate marketers
here about the pitfalls of packaging/branding”.
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Pricing




Pricing

Price

Level
Price setting

Price
Policy
Negatiation tactics and
Price setting procedures

Price & Value

Communication
Communication, Value Selling Tools

Price Structure
Metrics, Fences, Conlrols

Value Creation
Economic Value, Offering Design, Segmentation

Fig. 5.1 The Strategic Pricing Pyramid, Nagle & Hogan [NagHog05]
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Price structure

- The structure and metrics by which the product are priced vary

- Per user/month/megabyte...
- Avoid structures that are too complex or too diverse

- It is hard to change metrics once established

- Key requirements of price structure
- Customer must be able to predict his cost

- Customer must agree that (changes in) costs incurrent relate to (changes
in) value received
» the vendors sales force and channel must convince customers price tracks with value

- Vendor must be able to track and bill

» Avoid using factors outside of your control

- A company linked the cost of its IT service offering on sales (of cars) by its
customer....

-You MUST make money!

- Costs need to be covered
- One way or another
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Charging alternatives for software

*One time charge

- Fee is charged initially, right to use in
capacity and quantity defined, with no
additional payment

- Additional revenue: upgrades, support

- Revenue directly bookable

-Recurring license charge =SaaS
(software as a service)

* Monthly, yearly

* No upfront investment

- Customer can cancel subscription

* -> 'Churn’ becomes key preoccupation

* Harder to discount

- Market share has grown substantially

- Term license
- Entitlement to use software for given

amount of time

-Usage charging

- Machine usage, # CPU’s

- # transactions

- Storage capacity

- Pages printed

- # MIPS

- Often problematic to forecast

-User based charging
* Registered users
- Concurrent users
- Inhouse users
- Webusers
- Logged in users
- Active users

*No charges...
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Pricing

*Price policy - Competing on price?
- Manner in which prices may be - 10% price differential isn't worth
altered, by whom, under what looking at
circumstances, to what degree - 20% or more price difference is so
- Structural deviations should be substantial that it requires a look
avoided because impossible to explain to
- Risk of logistical issues Finance why you didn’t look into it
*Product and price tiers - Ask more money for additional
- Market Tier: group of customers with features compared to competition?
similar price and product needs - Are functions that important?

- A low cost version? - Can the sales force sell it?

- Is it possible to delimit high end -Keep price at same level, but
product features for which people are increase attractiveness of product

o 5
willing to pay? | - Buy market share? See Microsoft
- Is costly occupation: marketing Windows

- Often only when there are consumers
and professional users

- If not possible: price to high end or to
low end of market?
- The first spreadsheets

48



Adobe Photoshop pricing

PRODUCT UPGRADE FROM FULL FROM

Creative Suite 5 Master Collection

. ; . € 1,208.79
Design and deliver across media. € 999 00 ex VAT
Photoshop CS5 € 94079

Create powerful images with the professional standard. € 199.00 ex VAT

Photoshop CS5 Extended

: : : O : €422.29
Discover new dimensions in digital imaging. € 349 00 ex VAT
Adobe Photoshop Elements 8 for Mac € 8228
Extraordinary photos. Amazing stories. € 68.00 ex V AT
Adobe Photoshop Elements 8 € 8228
Extraordinary photos. Amazing stories. € 68.00 ex V AT

€ 3,507.79
€ 2,899.00 ex
VAT

€833.69 w

€ 689.00 ex VAT \

€ 1,208.79
€ 999.00 ex VAT

€ 10043
€ 83.00 ex VAT

€10043 W

€ 83.00 ex VAT \
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... AS a Sservice

Individuals

Photography

inc.usive of VAT

[_2
-
=
i
L
-
&
4a»

Ycur choice of:

Crealive Clo.x Pholugiapiy da vmilh
Lightroon CC, Phetesho> €T, end 20 GE orl
TB of coud storage

Ligrtroom CCplan wity* TD cf cloud storage

Learn more

BUY NOW

Business

Students and Teachers

Buying for a team?
Easy-lo-use license menagement. Dadicaiec 24/7 technical suppurl.
5ee all Cusiness plens »

Single App

19 €
2 I ‘imo

nclusive of VAT

| Chouse ar zpu —

Your cheiz2 o one creztive desktop a>g like
Fholoshey: ©C, Hustraton €7, cn Ac ol XD CC
Your own porttelio website, premium fonts,
ard 10C 5B of cloud storage

BUY NOW

Inclusiye of VAT

| ArnJal clan, pa d morthly 3|

¢ The ertire collection of 2D+ creative cesktop

and mcbde ap s rcluding Fhotoshep €C
Nusi pedee ©F, anid Arkobie X2 5C

ncludes 100CB of cloud storage, vour own
xcrtfo 1o website, premium “onts, a7 social
neadia tools

Jp to 01 of clowd storae avanlzble [Lall for
elals)

BUY NOW

Schools and Universities

All Apps + Adobe Stock

78 €
"“I.:[_;

irclusive o VAT

Annual plar, peic irorthly

The pritire collection af 204 rreatue desktop
and mebie ap2s rcluding Mhotoshog CC,
Uustrzter CC, end Adoba XT 2C

Ce110 free Acobz Stock images.

your first month of Adcbe Stock is free wath the
10 imapesfox plen

Cancel Adeoae Stock ris<-free within the frst
nonth

BUY NOW
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Pricing for large customers

- The value proposition

- Vendor convert the notion of price to an expression of value of his product expressed in
terms of business worth to his customer
- Calculate savings/increased revenue for customer
- price becomes % of these savings

- May result in discussion over payback period, ROI, but less on price, discount level, prior
deal, other customers price...

- Vendor should track value during implementation
- Confirms his calculations, to be used in other projects, with customer

- Internal decision making in Information Technology @ large accounts
- Centralized vs decentralized IT
- Degree to which central IT is involved/drives IT investments varies

- End-user always involved: he who derives business benefits from investment
- Always good strategy to involve them in negotiations

- IT can be end-users
- Always uyseful to agree on value criteria

- Global customers
- Centralized buying?
- If all sales is done centrally, local sales organization has little incentive
- Local branches may resent fact that decisions are made centrally
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‘Special Bids’

- = g special price offered to a large customer due to any one of a
number of factors: volume, total spent, circumstances of use...

- Large vendors have a separate special bids department

- Look for reasons that are unique and justified

- Would you be willing to give the same discount to another customer in the
same circumstances?

- Info will leak to other potential customers

- You may loose trust from other customers if they find out
- Sales force will lobby for same price for their customers

- Special bid departments are good source of information on pricing

- If same issue arises regularly (a/o competition) this can prompt a price
review

- Department must have real authority
- Not easily overruled
- Not advised to locate it in same division as pricing group
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Enterprise offerings

- Arrangement which offers a customer special prices as a
function of his increased commitment to the vendor’s products

- No discussion on individual products (price, # copies)

- Best to negotiate with senior management, not procurement
- CFO is often the person to negotiate with

- May discuss capital cost vs rental
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3. Marketing Communications




Marcom tools for (small) B2B companies

- Word of mouth

- The internet /
social media

- The standard
presentation

- Press relations

* Presence on
events

- Opinion leaders

- (advertising)

o

Method First Learned About

Where did you hear about PitStop
Professional

Read aboutitin a
professional publication

29%,

Word of mouth

Found it on the Webh

Saw demonstrated at a
trade show

Saw at a seminar

Saw an advertisement

Other

| 259,

r Enfocus PitStop Professional owners (n=1,934)

5% 10% 15% 20%

25%

30% 35%

A
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Does Your Marketing Influence B2B
Decision-Makers?
Word-of-mouth is a winner— marketing, not so much

August 31, 2015

Most Trusted Information Sources When Researching  purehace Declaions Actording o Ue Bon | oI

Purchase Decisions According to US B2B Professionals, March 2015
Professionals, March 2015 % of respondents
% of respondents None of
R the above Published best practices
- elevant a% 6%
vendor-supplied -
content

Independent content 86% 14%

Vendor websites 81% colleagues/
professional network
38%

Public product-review sites 79%

Vendor salesperson 73%

Vendor-sponsored content 67%

z
g
12

Source: International Data Corporation (IDC), "Selling to the Note: n=200 _ o _
Information-Driven Business " sponsored by Salesforce, Jum 16, 2015 Source: linternational Data Corporation (IDC), *Selling to the Information-
Driven Business " sponsored by Salesforce, July 16, 2015

195197 Wi eMarketer.com 195194 wwvieMarketer.com

https://www.emarketer.com/Article/Your-Marketing-Influence-B2B-Decision-Makers/1012927
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* Word of mouth
* Every move you make, every step you take...
* value to customer
* consistency
* Delivering

* The internet
* a must for everyone
* just how strategic depends on your business

/8




The elevator pitch...

- Shortest description of key message
» To be delivered in elevator ride

- why should anyone buy this?
for [target customer]
who [statement of need or opportunity]
the [product/service name] is
a [product/service category]
that [statement of benefit].

- why should they buy it from you then?
unlike [primary competitive alternative]
our product [statement of primary differentiation].

source: Stanford University Technology Ventures Program, entrepreneurial marketing, Byers & Kosnik
2008
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Customer Value Propositions

- Managers who make purchase
decisions want to do business
with suppliers that fully grasp
critical issues in their business
and deliver a customer value
proposition that’s simple yet
powerfully captivating.

» Suppliers can provide such a
customer value proposition by
making their offerings superior
on the few elements that
matter most to target
customers, demonstrating and
documenting the value of this
superior performance, and
communicating it in a way that
conveys a sophisticated
understanding of the customer’s
business priorities

- Substantiate your claim
- Document the delivered value

» Source: Customer Value
Propositions in Business Markets

by James C. Anderson, James A. Narus,
and Wouter van Rossum, Harvard
Business Review

Power Reduction Cost Savings
KW spent x number of operating
nhours per year x S per kW hour X
number of years system solution in
C);::Er‘ati(]n] Competitor Solution
- [KW spent x number of operating
hours per year X $ per KW hour x num-
per of years system solution in opera-

IIC"H] Rockwell Automation Solution
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5.4.4 The standard presentation

* gpell out your raison d'étre
* Quantify advantages, cite references

* adapt systematically to your audience!

22 1999
e

* evolves over time
— revamp from time to time

* presentation skills, enthusiasm

““Enfocus Software’s PDF Tools

Marc Goldchstein

Public format All-in-one file VP Sales and Marketing

\ /_/ Structured

Cross-platform e | m ___/— >

The Enfocus on-site Roadshow
f }Q ___~— Easeofuse
Multi-purpose Adobe

et Ty

Compact Low cost of ownership

Bringing PDF Creators and receivers
together




citing references

~ Printing 200 different titles of various

AW EIC-vinn 10 service
e publiak eps

frequencies

Each month we process about 25,000 PDF files in the
course of our work. We were quite enthusiastic,
therefore, about the introduction of Enfocus Certified
PDF technology. We incorporated it into our workflow
beginning in January 2001. Since then, we have seen
significant improvements in production efficiency.

The adoption of a Certified PDF-based workflow has
dramatically improved our file exchange efficiency -
Before implementation of Certified PDF, > 33% of files
received had to be returned to clients and corrected.
With a Certified PDF workflow now in place, our
current incoming file error rate has been reduced (o
virtually zero. As a result, we are now able to handle
approximately 200 files per minute — a volume that
previously took up to 30 minutes.

L P
—d

focus
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using Big Names

I&

=nfocus Taday - A briaf nistury

— =niocus O=M Parinares

~ Technology included in all relevant
PDF Workflow solutions

Y AGFA ©

The complere picture.

D) FUJIFILM

-HZID=ZLB=RCG-

Electronics
“rimaging”

SCREEN

THE DOCUMENT COMPANY

XEROX

Brisque, Prinergy & Synapse
Apogee Pilot & Create @
Celebrant Extreme
Prinergy, Metadimensions

Command Workstation

TrueFlow

Digipath o
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The demo

* if applicable (software...): you must be able to show your
product
—in a convincing way (from the customers’ perspective)
—over and over and over again...
— adapt to your customer
— make benefits tangible

— BEST sorting case
— Bring along your own green beans and we’ll sort them for you
— Demo centers
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Press relations
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Opinion leaders

* each market has
opinion leaders
— build relations with them

— events, visits, cocktails
parties on shows,...

* Enfocus Case Should one check PDFs
. . _ or native application

— Industry associations = flias ot both? Should s
key Pa rthers checking be server or

desktop based or both?

— Intensive relationship with should the quality control
key Opinion leaders system be open or closed?

Is it production or file
originators responsibility
or both? Is it enough

to use plug-in utilities
and extensions? Should
the workflow’s ethos be
production or editorially
determined? Who is
responsible for what, and
where in the workflow

does responsibility shirt
to the next stage?




Press Relations

* Specialized PR agencies per market segment
— printing and publishing
— as there is a graphic arts cluster in Belgium there is a specialized PR
agency
— Enfocus worked with 2 PR agencies:
*1in US
*1 in Europe

* Can be of essential value
— access to relevant opinion leaders

— Writing press releases...
—only when you have something to tell
— be concise
— weigh your words
— use reference quotes
— translate in as many languages as needed

— don’t let opportunities to communicate slip! .




Presence on forums

- Trade fairs, events, seminars, conferences...

- Your presence grows over time

- Generally starts by attending the event

- Guerrilla marketing: meetings in lounge, rent hotelroom nearby
- Be prepared! Who do you want to see? Why?

- Part of larger booth
- Key partner, regional association

- Smallest possible booth
- Gradually grow presence if needed/possible

* Try to be part of the program

- Be present in your village

- @ market segment requires a dedicated resource
- no dedicated resource = no market development
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DRUPA 2008

Total number of exibitors
Origin of the exhibitors

Germany 715
Cther countries 1.151

Numbar of countries A2
Space (nef, gm) 161.332
Gormany 71.199
COther Countries 90.133
Total number of visitors 394 332

Origin of the visitors

Germany 15 %

55 %

COther countrics
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* trade show once every 4 years
— 14 days, 400.000 visitors

* complete printing industry present

* the place for major product launches
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DRUPA 2016...

touch new business

There's no other industry event that has such great interrational appeal as the leading trade
fair for print ng technologies. More than half of its visitors come to drupa with specific

investment projects.

260.165

Total number of visitors

from 183 countries
Oceania

3%

Africa

f

/
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sibec

The premier meeting forum for the
Health and Fitness Industry

What is SIBEC UK?

SIBEC UK is a one-to-one meeting forum for key health, fitness and leisure operators in local
authority, leisure management, education and trust markets, and the leading suppliers.

SIBEC UK is one of 16 business forums organised by McLean Events. This successful formula has

been supporting the sector for over 10 years. Based upon pre-selected face-to-face meetings it
puts you in the driving seat of your agenda.

..because time is an operator’s most precious commeodity.

Who will you meet at SIBEC UK 08?

Over 50 leading domestic and international supplier companies covering 25 product and service
categories including: apparel, designers and architects, flooring and locker room solutions,
amenities, membership services, software and technology, fitness equipment, nutrition, training,
tanning, marketing and more...

You select the suppliers you want to meet and we compile your personalised meeting
schedule based on your requests and those of the suppliers that wish to meet you.
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september 21-24, 2020 LOEWS CORONADO BAY RESORT | CORONADO, CA

SIBEC
PREMIER ONE-TO-ONE MEETING FORUNS BUYERS SUPPLIERS ACENDA SUCLESSSIORES  APPLY  CONIALT US
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SIBEC 2020
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Vision

VISION

2008

At a glance
Info for visitors
Service for visitors

Info for exhibitors

The Trade falr

Statement of exhibltors
Market

Accompanying programme
Exhibition programme

Service for exhibltors

List of exhibitors 2008
fromAto 2

Press
Partners and links

Travel and accommodation

21st International Trade Fair for
Machine Vision and
Identification Technologies

VISION Info for exhiblitors he Trade falr

B Welcome to your potential customers

As the world's leading trade fair, VISION is
the meeting-point for the machine vision
industry and therefore the most important
marketing tool for your sales. After all, 91 %
of visitors to VISION are solely or jointly
responsible for purchasing or procurement
decisions. These visitors regard VISION as
the leading source for information and
purchases in the area of machine vision.

4.-6. November 2008

| ™ German | Contact | Sitemap | SearchQ

Neue Messe Stuttgart s S @3\

Find the

difference!

We are there for you

Please contact us should you have
any questions on your participation in
the event and your exhibition stand,
we will be happy to help you.

Contact:

Florian Niethammer
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Centre for information about media

*the CIP, the centre for information about media, was
founded in 1971.

*|t is a tripartite industry body:
— advertisers
— media buying and advertising agencies
— media and their media sales houses

*mission statement : to deliver the required figures
for objectiveness and optimisation of the
adv?(rtlsmg expenditures to the advertising
market.

*to achieve this statement, the cim carries out
researches and studies. the results are published on
digital supports, via specific software or package and
via the cim website.
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/~ Authentified figures - Weekend Knack - Windows Intemnet Explorer

@@ v Iﬁ hitp://www.cim.be/card/372/en/auth/index html o "1“ X { IGoogle

J File Edit View Favorites Tools Help ] EPSON Web-To-Page ~ |P|int

=) Print Preview

[ %+ 6 - & + >Page v  Tools * @~ i,

v 4¢ Gl Authentified figures - Weekend Knack I |

== o ——
-'Al.-'-"‘- m= o art v X R
S = -
B T CU—— T e— —

{ DE LAATSTE BERICHTEN ..

NI[FEE a
|

Authentified figures = Stated on one's honour figures

® ® ® ® ®
2002 2003 2004 2005 2006
Number of issues (s) S0 51 S0 S0 50
Subscriptions Print  (s) 105 602 104 068 105 248 106 040 109 406
Single Copy Sale Print  (») 17 434 17 432 17 123 15 674 15 533
Subscriptions Web  (») 0 0 0 0
Single Copy Sale Web (¥ 0 0 0 0
Paid Circulation (%) 123 036 121 500 122 371 121 714 124 939
Merchandising (») 0 0 0 0
Free Circulation (%) 4131 3 680 3 918 3 950 3 949
Printrun (%) 138 446 136 754 138 808 139 543 143 804
2006:
B
@’u 0,
LT e mtemet S
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Weakend Knack

© Cijfers verklaard op erewoaord ' Echtverklaarde cijfers

PRINT EXEMPLAREN
Aartal Nummers
Onlage
(<) Totale Meetbar-e Verspreiding
() Betoalde Verspreiding
® Individuele Verkoop
& Verkoop aan Darden
Aangesloten Leden
() Anderz Mectbare Print Verspreiding
Geadresseerd

() Ongeadresseard

4/2014
J/2015

51
111.322
100.101

24.900
23.878
1.022
J
75.202

68.989

1/2015
4/2015

49

112.323

99.571

0

99.571

91.116

8.226

2/2015
1/2016

50
111.7%6

99.291

112 842

100.050

0

0

0

0

100.050

S1.885

8 184

99.254

91.01/

8.246

77




advertising rates weekend knac

__PUBLICATIONS & SERVICES ™ RIS RV P Knack Weekend

WEEKEND KNACK: A UNIQUE WEEKLY LIFESTYLE
MAGAZINE

- N

Ih= week v il257yl= magar n= YWeekand Knac.< has plavad a key mle in Krack’'s d=ve npment
1/1 p.
11.60C.00

Weekend Knack focuses on the cocd 11irge of lie: stylich ‘witg, travel, cat ng ard crirking

seauty and fizness W
4 [ -
weekend Knack has rro-z women rzacers than men 32%~43%). its wells tuzted, high inczms=
wade ship makes 1. the ¢ var lzaver v leslyls adve lis ne, amd inde=d e advailisiig noorws of - —1
thiz former 'sopclement’ now outruns that cf the ~ewz=mzgzzine proper. \Weekerd lirack ~as a so
sezn n=lwmenlzl i ensurioyg thal thz newsimagazie s wad as rouch ov women as by mzn 2/1p
A} ‘
=vary year Wae-we~d 47a~k pualishes s apenizlfashinn ad tiens ard -aur ‘rocooning enihons . 2....20(:,(”
3] SN e 2 .3 i i | o
3ach of them 2 220-30C paga aathon:ativa guice o t7e atzst 1aste snc faskion 1 d
calendar
Q- too of these comre = recioe magasook foortimes 2 vear, an acditiona ecition with city ou-s .
2tc. "Fece wxury publicationz a2 sold soparately and offierzd to Krack rcaczers at specia priccs |
&ll -vese are new intiatives air-ec a- new growth segments - J
1| 1/2 p.
\ 7.54C,00
| 1IN 12
KEY FIGURES et L

Circulatizcn 139.543
Faid dis:ribstion® 127 714
CIr4 (02 03) £15.6C0
“CIM zcnroled dats 0S

[B= PRINT | 4«4 BACK ]

*/ page article =
81.200 euro in
advertising space
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Humo

© Cijfers verklaard op erewoord

Echtverklaarde cijfers

PRINT EXEMPLAREN = 1/2007 2/2007 372007 2007 1/2008
Aanrzl Nummers 13 13 13 13 13
Oplage 273.987 273.994 267.337 298.120 281.987
® To:a e Meetbare Versoreiding 231.91% 236.964 233.588 251,355 233.154

(~ Betaa'ce Versp-eiding 233.820 235.788 232.460 232 317
(&) Individuele Verkoap 233.817 235.788 232 .460 ?4‘9670 232.317
(¥ Verxoop 2an Derden 2 0 0 0 0
Aangesloten Leden 0 0 0 0 0
HuUmo
@ Cijfers verklaard op erewoord  Echtverklaarde cijfers -
PRINT EXEMPLAREN e g | s | ss oy

Aantal Nummers 52 i 52 52 52

Oclage 127.030 121.077 122.903 122.075 121.920

& Totale Mestbare Verscreiding 104.614 101.504 100.384 89.250 99.32%

& Betaalde Versoreiding 104.132 101.105 100.009 898.959
(» [~dividucle Verkoop 103.064 100.293 099.284 98.222 5.5796
(® Verkooo aan Darden 1.069 713 725 738 1.356

Bangeslcten Leden 0 2 0 0 0
& Andere Meetbzre Print Verspreiding 482 399 375 291 373
Geadressee-c 482 399 375 <91 373
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Google ads

- One the most focused forms of advertisement

- (only) shown when people who are looking for a topic related to your
offering

- you define the (combination of) search items that makes your ad appear

- Be sure you can deliver!

- Your rating depends on the assessment by Google of your site, your
offering...

--> Search Engine Optimisation becomes a market niche...
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-the process of maximizing
the number of visitors to a

particular website by
ensuring that the site

appears high on the list of

results returned by a search

engine.

Reviews

a
]

Leaders Matrix

Search Engine Optimization | The Reference | the-reference.com
Az wwaw.the-elerence.com/ »

Verroog de inslroor van uw orgaanesch verkeer mel onze holislische SEQeaznoak. Wi bieden
verschillende SEQ-dicresle n wan waaronder een 8EO Audil en cockwoordenenderzock,
Gecordificerde Experton. Resultaasgericht. Geiniegreerce Aanpax. Gefocust op Added Vave.

Met SEQO naar de top van Google | Want ook jouw verhaal telt

(o’ wyav.enlyvhumans.comy »

Van SEC-audi tof aptimization: wij geven |a vwetelta de ranking d'e 78 verdiant. Onlyhumana
aplrnalisearl jo SEO on el (@ mwrk naar da lep van Googk:. Soc o Maedia Markating
Maketing Avtomaton, Val op met slimme SEA. SEO voor e2n lopranking.

Wat is SEO? - Onze whitepaper - Hogere posiiie in Googla? - Contactzerons - Cases

Optimisez SEO de site web. | SEMrush On Page SEO Checker
(&2 wvav.semrush.com/ ~ <33 805 08 07 61

Vérfioz vore contenu. la qualité des liens retour et le 1ag H1. 491 millions de domaines.

SEQO Search Engine Oplimization | Mia Interactive | mia.be
Az wwav.mia.balmarketing/seo ~

SEQ 15 meer dan wkslen schrijven, Mia helpl je mel g iyse, opslarl enuitveer. De SEOQ., .,

List of the Best Search Engine Optimization Companies
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CI UTCh Finnm U ot daliver

caondhcted by Clateh analysts

Find top firms for.your
next big project

Your data-driven field quide for E2B buying and hiring decicions

Services & Solutions

Navigate Business Buying Decisions With Confidence

Verified Reviews

Read Lrkiased reviens

Data-Driven Content

Discover indaitry rends and
rsights t-om thought lescers.

Leaders Matrix

Sae how basinetses and soluticns
compa“ein a cpecihc market.
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Web & Software
Development

Advertising
& Marketing

Advertising & Marketing Agencies  sic aLl Web Development Firms  sc: s o
Branding, Full Service Digital, Digital Marketing, Public Relations, + Drupal, Python & Django, Sitecore, WordPress, or E-commerce,
Agencies by Location Magento, + Developers by Location
@1 Engine Optimizatio@ SEE ALL ) Software Development Firms  see avL o
Search Engine Marketing. Pay Per Click, SEO Consultants, Local SEQ, + Internet of Things (loT), AR/VR, Software Testing, + Developers by
SEO Firms by Location Location
Marketing Software  <ce AL > Web Design Firms  see acL
Social Media Management, Content & Inbound Marketing, Email Small Business, User Experience + Web Designers by Location

Marketing, Marketing Automation

o I Mobile App ok |T Services
Development & Solutions

7
J

AT

Mobile App Development Firms e 2oL s IT Services skt acL >
BY PLATFORM Android, iPhone/iOS, Wearables Managed IT Services, Bl & Big Data Consultants, Cybersecurity
BY VERTICAL Games, Enterprise Apps, Consumer Apps, + Consultants, + IT Services by Location
More Verticals
BY LOCATION Firms in Canada, Firms in Europe, Firms in Cloud Computing  see acL »

India, + More Locations
Cloud Storage, Cloud Backup, Cloud Servers, Cloud Computing

Consultants
Mobile App Development Software  scc aL. R

DIY App Builders, Cross Platform Tools, Enterprise App Platforms Business Services SEE ALL 3

Payroll, Answering Services, Accounting Services
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2019 Review Best SEO Companies & Services

25198 Firms ¢

Sortby  Number of Reviews
Reviews Leaders Matrix

Filter Results i

List of the Best Search Engine Optimization Companies

WEbFX Digital Marketing That Drives Results

Visit Website
4.9 ***** 150 REVIEWS >

"Customer service as a whole was
a huge plus with them."

Service focus

& VERIFIED

View Profile O
C® $1,000+
Markating Snacialisr; Blotechntiogy BTl & $100-8149 7Ty
Company ‘ ) 2. 50-249
6o% Search Engine Optimizatior 3
2 Contact )
& Harnisburg, PA =
% ' DOCtOl’ MU|t|med|a Web solutions designed for Doctors Visit Website
4,8 ***** 127 REVIEWS »
"Having them on our team Service focus () View Profile =
ol S oy S .
absolutely improves our @ $100-5149 / hr
efficiency." T
~ 10-49
Owner, Infinity Chiropractic N 5
’ & ) Mla A ontac
25% Search Engine Optimizatior © LaJolia, CA amec L

https://clutch.co/seo-firms?sort_by=1&min_project_size=&avg_hrly_rate=&employees=&client_focus=&industry_focus=&form_id=spm_exposed_form&form_build_id=form-
DOxxOuLNTXPFA7IT7kCyqtbI0DmsdqPbsmfN2ZA1MaY
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Facebook ads targeting

- Location

- Target adverts by country, county/region, postcode or the area around your
business.

- Demographics
- Choose your audience by age, gender, interests and the languages they speak.

- Interests

- Choose from hundreds of categories such as music, films, sport, games,
shopping etc.

- Behaviours

* You can find your customers based on the things they do — such as shopping
behaviour, the type of phone they use or if they're looking to buy a car or house.

- Connections
- Reach the people who like your Page or your app — and reach their friends, too.

- Partner Categories

- Partner Categories are targeting options provided by third-party data partners.
You can reach people based on behaviors people take outside Facebook, such as
owning a home, being in the market for a new van or being a loyal purchaser of a
specific brand or product.
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Google and Facebook...

- https://www.cnbc.com/2017/05/02/
google-and-facebook-take-20-

percent-of-total-global-ad-

SDend . html Distnibution of global advertising spending in 2021, by media :
-Google and Facebook = :
tOQEther tOOk 20 percent Of Exclusive Premium statistc Premium Account :
the world's advertising ;
- - © Tull ecesss L= T slatistics onlY $4g o
budget across all media In @
2016.

* The figure has grown by nine
percentage points in five years.

- Zenith Top 30 Global Media
Owners report; sorted by
advertising revenue:

- 1. Alphabet (=Google): $79.4 billion
- 2. Facebook: $26.9 billion
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https://www.cnbc.com/2017/05/02/google-and-facebook-take-20-percent-of-total-global-ad-spend.html
https://www.cnbc.com/2017/05/02/google-and-facebook-take-20-percent-of-total-global-ad-spend.html
https://www.cnbc.com/2017/05/02/google-and-facebook-take-20-percent-of-total-global-ad-spend.html
https://www.cnbc.com/2017/05/02/google-and-facebook-take-20-percent-of-total-global-ad-spend.html

- Tot hier maandag 28/10/19
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Some interesting examples of advertising

- Apple 1984
- Apple 1997
-I'ma Mac and I'm a PC
- Security on Mac and PC

-Some Google stuff...
* Youtube offline
- Gmail tap
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https://www.youtube.com/watch?v=2zfqw8nhUwA
https://www.youtube.com/watch?v=8rwsuXHA7RA
https://www.youtube.com/watch?v=0eEG5LVXdKo
https://www.youtube.com/watch?v=WrENCy1g7Q4
https://www.youtube.com/watch?v=Y_UmWdcTrrc
https://www.youtube.com/watch?v=fAV9bKk9L1k
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Social media marketing (SMM)

- source: based on https://en.wikipedia.org/wiki/Social_media_marketing

-SMM is the use of social media (SM) platforms and websites to
promote a product or service.

- Companies address a range of stakeholders:
- current and potential customers

- current and potential employees

- journalists and bloggers

- the general public

- Make the companies accessible to those interested in their
product and make them visible to those who have no

knowledge of their products

-SMM includes management of the campaign, governance,
setting the scope (active or passive use) establishment of a
firm's desired SM "culture" and "tone."
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https://en.wikipedia.org/wiki/Social_media_marketing

Social Media Marketing ctd.

- Companies use SM to create buzz, learn
from and target customers.

- Unlike traditional media, a social media
strategy does not require large budgets.

- Of the top 10 factors that correlate with
a high Google search ranking, seven are
SM dependent. Therefor, if brands are
less active on SM, they tend to show up
less on Google searches.

- While Twitter and Facebook have a
larger number of users, the visual media
sharing mobile platforms have the
fastest growth and higher interaction.
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Which Social Media Channels Allow Advertising?

Facebook remains the most popular social media
platform
% of online adults whouse

10024

€0

Facebook 72

40
”-ﬂ Pinterest 31

20 /

2012 2013 2014 2015 2016

PEW RESEARCH CENTER

- Source: How to Set a Realistic Social
Media Advertising Budget, by Preston
Kendig WebStrategies April 5, 2017

- Facebook — 1.55 Billion Users
- Instagram (creative images) — 400 Million
* YouTube (video creation) — 1 Billion

- LinkedIn (great for B2B) — 100 Million

- Snapchat (expensive) — 150 Million

- Twitter (in-the-moment advertising) — 320

Million

- Pinterest (smaller audience) — 100 Million

* Yelp (expensive) — 100 Million
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Social media marketing ctd.

0 $oivitaaFrc

. MCDI Netveeted

Cathy Meachar

@ Ths maming w
l"lardcrst acther aith althe stakzolders in a MAMCA w

h ore is
-rnnnmr

@Hr@aﬁ‘ &

L. MOBI Retwaeted

@ﬂhH cheana - 17F
oked 7t poassihie MeasUFS Irr decartonlsing

:ieathst gomething has to bodc bJ’ vi-h clea

cmnyM charls @CathyMachans - 167

£: wha: y n for city logistica” My

ustzinab e and LU rea A'It,frs

ng thee lgnnrc:
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-Companies use SM to reach audiences

much wider than through the use of
traditional print/TV/radio advertisements
alone and at a fraction of the cost.

- This changed the way companies

interact with customers: a substantial
hart of interactions are now over online
vlatforms.

-irms should allow users to post user-
generated content: reviews of products
and services, rating of customer service,
asking questlons Or voicing concerns,
rather than use advertising copy
prepared by marketeers

- Companies hire personnel to handle SM

interactions, usually under the title
of Online community managers.
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Social Media Platforms used by Marketeers:

Faceboc4

Lin«adin

Iwitter

In=tagram

YouT.be

Pirleres!

Snapchat

20%

B2B

0%

B2C

0% 20% 4N%h B 0%

100%

100,

| acelons

\

nctag-am

Twitter

YouTub=

Lirtkedin

Pirfer=st

Enrnchat  BGUS

94



The Most Important Social Media platform for Marketeers is:

B2B B2C

1 Phﬂ!!est
YouTube YouTube
4%

Instagram L

11% K

. Facebook
Linkedin 54 %,

2370

Facebook
5%

- source: Social Media Marketing Industry Report 2018, May 2018, by Michael Stelzner
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® Simple tause

e e i ® One of the fastest-grovang social networks
* - :lm::&w @ UCG on Instagramis very powerful ® /s users are encouraged to discover content for
prompts direct business ® Appealsto a wide audience themselves, there's not so much emphasis on
relationships ® Canbeused as asales platform aclively engaging your audience
® Enables sharing of ® Images are hyperlinked to the original source
knowledge and sxpertise ® Selective following adds appeal te audience

@ Ability to post blog-length
® Limited integraticn
capabilitics ® You need to ensure your imagery
@ ® The 82B focus means the : iswell chosen, optimised and
audience is limited that the design is sharp :
@ Easvtocotup. use and control ® Ads can be poorly targeted, = : ® /wdience demographics can be ; ;
f,:; = variotz'oi devicos leading to a potential overioad limited ® Remains the world's 2nd most
® Allows you to communicate publicly ofirralevant content o = . EORH S L M L S,
- o i ® Allows you to connect more directly

or privately, in real time
® Allows organic tracking
® |t'sintegrated with Instagram allowing you
to share striking images

with your audience
® Users don’t need to follow you to
discover your centent

@ Can be found insearch engine
@ results

® Frivacyissues
® Marketing campaigns can

be time consuming @ Quality and editing need to be top notch; the
® Especially strict rules on \ results can be embarrassing if done badly
runming contests . Ty @ Requires greater planning and time investment

@ Has become very ad facused than other channels

~ ® Easytosetupand use
0, @ 280 character limit keeps
| messages to the point
® Easy to search network for
content using hashtags
@ Tweets appear in Google results
® Can beused as asales platform

@ Google likes showing G+ contentin J— Ly "‘.Q‘
its scarch results p ' ! &

@ Easy to use and integrates with
Gmail and Google Docs

@ Easy to find people and discover

people ta follow )
- @ Volumea of messages canlead to
' - information overload/loss of message
@ Very similar to Facebook S— @ :‘l::n:ﬂi ::ns:nl:latform for showcasing
® Lack of market share
® Limited audience size ##itsheresomewhere ° ';v:a’lt:er md::rc: no longer display on

@ Promotions and contests are strictly forbidden
@ Shortmessagescan be limiting
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4. Channels




Channels

*Why use channels

- Often too expensive to go directly to all customers in al countries
- Channel is already in touch with customer

- Often channels play a major role for ‘the whole product’
- added value, expertise, ear of the customer

*The importance of win-win situations

- Each level of business partner must find economic benefit in selling the product;
benefits must be sufficiently constant and predictable

- Other financial flows to channels: joint marketing budget

*Pricing, sales process, compensation schemes must be implementable

-By US and European law:
- consistency in treatment of similar partners
- the vendor cannot control price setting by partner

-Rental offers and maintenance are often hard to run through the channel
- Too small
- On-line offering
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Business partner models

-Large array of channel choices
- Channels
- Direct sales
- Internet
- Own sales outlets

-Channel types
- Distributor
- Reseller
- Value added reseller
- system integrators
- Local retailer
-+ OEM, industrial partner...
- Exclusivity, hybrid structures

- Channel conflicts

- Channel sales vs internet sales
* Direct sales vs channel

- Channel business models

- Reseller model

- Resellers buys products at discount and
resells

- Financially more attractice for vendor
- But loses control over pricing and quality
of service
- Agency model
- Vendor pays fee for selling product
» Cost instead of COGS

- Excercise more control: partner

requirements, territory, product range,
pricing

-Balance of power between partners

- Business partners can be small
organisations...

- A few large orders can overreach their
credit limit

- Be careful to track this with Finance

* You can be the small partner...
- Be prepared to negotiate
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- 1997: Jobs decided Apple needed
sales outlets

- nobody was selling Macs anymore

- Attracted top retailer for board of
directors
- from the GAP

- Attracted top executive for
implementation
- worked under false name

- Developed chain of stores fully in
line with personality of Apple

- Is now one of the most effective
retail outlets in the market
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5. Sales




AIDA(R)
AIDA pyramid

Ads/Articles
Visuals{Videos
Searches/Adwords
Landing Pages

o Website Content
LU B Y Email Campaigns
[ 8 Blogs/Newsletters
INTEREST | Social Media

Special Offers
Ebooks/Brochures
Case Studies
Testimonials

Emotion

Limited Offer
New Product

ACTION Direct Response
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https://www.smartinsights.com/customer-relationship-management/social-crm/aidar-model/

Sales

- Everybody is in sales - Sales skills
- To find a Job = Selling * Product knowledge
Yourselves - Attitude, drive
- To Start-Up a business = Selling - Sales skills and tactics
to investors/bank
- Run a business = Selling to -In B2B
customers - Long term relationship building
- Key role, determining for ' gperationt?' i”VOLIVmee”td_ "
success | account within the own
- Often most expensive team organization
members

- Multilevel sales

- Different sales profiles exist - Complex negotiations

 Must match industry
requirements
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Relationship Building

- The characteristic that defines a good salesperson is the specific
ability to build good business relationships.

-Ideally people trust the salesperson, feel positive feelings about
him/her and believe the things he/she says

*Requires

- Listening

* Perceptiveness

- Molding into the kind of person the prospect needs

-'I often have eliminated prospective salespeople during an interview
when they interrupted me too many times, or weren't sensitive to
what I was communicating to them during the interview.

- If they weren't good at building a relationship with me, they

certainly were not going to be able to build relationships with
customers.

- https://www.salesjobsnetwork.com
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https://www.salesjobsnetwork.com

Negotiations

-Who? -How to prepare
- From customer » Customer
- Decision Making Unit: end user, - Understand needs of their end-users
Procurement, finance, attorney, IT,... - The business case for buying
- From vendor - Prices
- Lead negotiator, product specialist, - Terms to discuss
sales executive, systems architect, - Other projects that can be pulled in
attorney the negotiation

- History of past and current deals

- Vendor
- Decide what the value of your offering

- Negotiations styles
- Antagonistic, courteous...

- Some signal upfront what they want is for customer
 One very successful negotiator, on - Define the minimum he wants for his
first customer call offering
- Describes to customer what he - Walk-away price
understands they are looking for . Management support for this
* Then describes what he as a vendor - Clear on which sensitive elements
s looking for in terms of revenue, there are in terms and conditions
commitment to product, short term _
purchase and recurring revenue - One lead negotiator
- Some negotiators put best offer on
the table at the first offer :
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Some character traits...

- High Energy Level
- Phone calls, visits, orders, cold calls, ....

- Equal skills but harder worker = more sales results
- E.g. watch TV on Sunday or play golf/tennis, ...

- Breakfast meeting at 7:30 and schedule a sales call at 16:30
vs. first appointment at 9:00 and last at 15:00 ?

- Resilience
- Ability to overcome lost sales

- picking up the telephone

- natural born sales people often are already 'in sales’ in their
private lives
- youth organization, sports club, association
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targets

*sales targets * Example

—actions — Contact with 36 Newspaper
* # of Sales Calls Pressroom Managers
* # of Meetings — 30 of top 60 Publication Printers
*# of Product Demo’s — 15 of top 30 Commercial
* # of Seminars to organize/attend printers
*# of "Open houses” — 45 Trial versions in test with
* # of Press interviews phone assistance

—sales — 10 new resellers who will test
*value, units, margin the software and
*specific products, regions... — 5 who will buy the special
*temporary objectives promo version.

—period
*not too short: see banking

industry...

*not too long, or no impact
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building customer relations

* The cost of attracting a
new customer is 5 times
the cost of keeping an
existing customer happy.

* Most dissatisfied
customers do not
complain, they just walk
away.

* If @ company can keep
an additional 5% of its
customers in a given
year, it increases its
profits with 25 % to 85
%

— (Frederick Reichheld, 1993)

Loyalty (retention) (%)

100

80

60 |-

40

20

| l |

1 2 3 4 S

Very Dissatisfied Neither  Satisfied Very
dissatisfied satisfied satisfied

nor
dissatisfied

Satisfaction measure




Churn

- Wikidepia
- aka. attrition rate

*a measure of the number of
individuals or items moving
out of a collective group over
a specific period.

- The term is applied in
businesses with a (...)
subscriber-based service
model such as mobile
telephone networks
and pay TV operators.

- Especially relevant in
subscription based revenue
models: satisfied customers
are extremely important!

&) Untazet

Talco Customer Churn

Focused customer retention programs

BlastChar + updated Z years age |Veeslon 1)

Cutpun v Laaguages v YRes v lags - Seszh neteboo Q

i Telecomn Customer Chum Prediction
dubs ns seabion churnsnsveis. classif

, % Telco Custorner Churn-LogisticRegression
@ telncommunicwtiong buginnee, nde, thorn ansk

@ Exploratory Analy=is with Seaborn
i @ widn datw vieeuslisnbon, clansiication

58 i
EA O Telecom Churn Prediction
40 i deln visuslizsticn, rardom |
31 ? & Telecam Custamer Churn - Vating = 80.1% Accuracy
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Negotiations




Request for proposals

- Can include huge list of
terms

- Waiver of limitation of liability

- Termination at the whim of the
customer

- Interest free financing

- Payment at end of contract
- guaranteed purchase prices
- Maintenance at fixed price
- Service level agreement

- Sometimes 300 items

- Consultants love these lists:

- Allows them to demonstrate their
expertise

- Can result in unexpected
concessions

* They learn of what works with
vendor for next negotiation

»Vendors should
- Ignore the length of the list and

not worry about how many times
they say no

- Make concessions only when

they are willing to repeat them
for other customers

* Say no clearly and consistently to

items he does not want

- Understand the value of the deal

to the customer

- At the end of the quarter...

- Pull forward sales in order to
achieve targets
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Negotiations

*Never make a concession without getting a meaningful
corresponding concession

- If you're a customer don't stop asking a concession until you
asked five times

- Keep your executive away from the negotiation

- Are impatient, have little time, don’t know the details and implications of
concessions

- Will want to show their power and decision making ability

- Record each item that was agreed on
- Ground rule: things that are agreed on cannot be resurfaced
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6. Customer Service
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According to Peter Camps...

- Customer service includes technical support, but more importantly it
Is an attitude that should pervade the whole organization

- It starts with the receptionist, and goes on at all management levels and includes
all departments

Benefits of customer service:

-Happy customers keep coming back
- people are used to bad or mediocre service these days
- good service stands out

- Word of mouth leads to new sales

- The internal fun level increases
- after all, who likes leaving a customer without help?

- It creates an incredible amount of goodwill with customers, industry
influencers, partners etc.

-+ it gives excellent feedback on the products: relevance, quality,
positioning
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Achieving good customer service (Peter Camps)

* Providing excellent service  Ensure that all staff are well
needs to receive full trained and empowered
backing (not just lip to make decisions on behalf
service) from the top of the company

- and especially those who

-top management needs to regularly deal with customers,
give the example by their including the receptionist
own behavior, consistent - nothing is more frustrating for a
decisions, and by providing customer to talk to someone
the required resources who doesn’t know what they

are doing, or to be forever

-Remind people on a regular bounced from one person to

basis that it is the customer the other

who pays for their salary so
the very least they can do is
being courteous,
respectful and punctual
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Achieving good customer service (Peter Camps)

- Differentiate between
customer “experience levels”
- @ power-user deserves to be

-Reply to each and every
message within 24-48
hours, in a meaningful way

- i.e. no just an automated
response, but at least address the
question, even if you don’t have a
definitive answer

- at Enfocus, we received many
reactions from users saying “not
only did I get a response to my
email within a day, but it was also
very helpful!” which shows many
other companies don’t even reach
this basic level of service!!

treated on another level than a
novice user;

- nothing is more frustrating than

asking a complex, detailed
question, and getting the reply
“did you plug-in the power cord”.

- You can implement this with

minimal procedure, if your people
are trained to be sensitive to this

- at Enfocus we only had a different

email address for OEM customers

Never over-promise

- set clear expectations about when
you will get back to the customer

- and about the probability and
timing of resolving a tough issue.
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end
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