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BUILDING A HIGH-PROFIT BUSINESS MODEL 
Executive Overview for: 

How do your Strategic Marketing and Marketing Communication 
Plans fit into your High-Profit Business Model? 

 What are the differences between strategic marketing and marketing 
communications? There is often much confusion around this question and in reality, they 
are quite different. 

 “Strategic Marketing is sometimes referred to in larger companies as Brand 
Management, Product Management or Product Marketing. In small and mid-size 
companies, it usually consists of forming a team from within your company (with 
potential outside consultants to pick the products you can differentiate with your core 
strengths, select the target market segments that will place value on your differentiated 
solution, and choose a sales channel that is the most direct route from your products to 
your target markets buying and specifying influences. Pricing and competitive 
positioning are also a part of this function. Once that heavy strategic lifting is complete, 
it is now the role of Marketing Communications to surround your target market 
customers and buying influences with promotions and information that drive positive 
awareness in your marketplace of your company brand, products and services. 
Marketing communications creates an awareness and positive environment (buzz) 
around the people who will, ultimately, make the decision to purchase your products or 
services.” - YourBoard.US 

1. The difference between Strategic Marketing and Marketing Communications. 
2. Strategic Marketing. 
3. Marketing Communications. 

• The importance of using your website as a major sales tool. 
• Internet Marketing 
• Traditional Marketing 
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Many people, even those who lead successful companies, have often thought of marketing as part 
of sales and not core to the business model and financial planning itself. The first distinction that 
needs to be made is between Strategic Marketing and Marketing Communications. 
 
Marketing Communications is all about the tactical side of reaching the targeted customers and 
driving interest and leads through brochures, advertising, trade show displays, direct mailings, web 
site development, sales presentation and demonstration tools, etc. While these marketing 
communications tactics may be very important to the ultimate execution of the Strategic Marketing 
Plan, they alone do not describe the real meaning of “Marketing.” Marketing Communications, done 
well, should create an awareness of your product solutions and an atmosphere of interest that makes 
your selling effort more successful. 
 
In mid-size companies there is generally a person with the title “Director or Vice President of Sales and 
Marketing”. I can guarantee you that role is 90% - 95% sales. I always thought the title should at least 
be “Vice President of Marketing and Sales” because that is the sequence that occurs in the 
successful sales penetration of any target market. 
 
In large companies there is a VP of Marketing and a separate VP of Sales. They normally come 
together at the top with a VP of Marketing and Sales at some point. 

My point is that the Strategic Marketing function is very much a core part of the Business Model 
development and comes before both sales planning and marketing communications. 
 
In closely held or private business, the size of the organization does not usually allow for a VP or 
Director of Marketing. The Strategic Marketing Function in smaller companies should be a “Team” 
effort, ideally supplemented by an outside marketing firm. The Owner/CEO, COO, CFO Sales Leaders, 
Operations Leader, as well as other sales influences and senior associates should be selected to form 
the Strategic Marketing Team. 
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The Role of the Strategic Marketing Team 

 This Team of Leaders within your closely held private company have already performed two of the 
three most critical functions within the Strategic Marketing Role. 

1. Your Strategic Marketing team has more than likely already considered your core strengths 
and designed and built a competitively differentiated product or service that generates a 
market accepted solution that produces an acknowledged value to a targeted number of 
customers who have similar requirements and share similar needs. We call this homogeneous 
group a Target Market Segment. The strategic team also chooses a channel to market that will 
connect with these pre-identified buying influences effectively and efficiently. 
 

2. Your team has more than likely already defined and identified the target markets that each of 
your differentiated products and their resulting solutions will generate customer value to allow 
for the penetration of a pre-qualified target market. Your goal is to have enough 
differentiated value to establish a robust price point that allows for profits that meet the 
financial performance plans outlined in your business model.          

 Your team has already integrated Product Groups and Target Markets together into  
            Product-Market Sets which form the core of your growth and financial planning process  
            going forward. 
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What is left for your team to accomplish under the banner of Strategic   Marketing? 

Some of the work around identifying the buying, specifying and user influences within each target 
market along with a “general” purchasing “decision making process” have already been done. Now 
it is time for your Strategic Marketing Team to do the real work of knowing more about these 
“Decision Making and Purchasing influencers. For example, what are their “general” profiles, what 
are the primary buying drivers that they prioritize when purchasing, what are their reading habits, 
hobby habits, viewing habits, electronic device preferences, internet surfing habits, what trade shows 
do they attend, etc. You want to figure out in a general sense who this group of buying, specifying 
and user influences are, how they operate, and most importantly, how you can get their attention 
and create a positive buzz around our product performance solutions. 

After we identify in a “macro sense” who the customers are in your target markets, you now have to 
identify in a “micro” sense who the purchasing influences are and how you can design a marketing 
communications plan that surrounds those identified influences with your competitively priced and 
high performance product or service solution. 

The next step is to determine how you conduct an effective marketing communications program 
that is cost effective, and has a laser-like focus on your targeted buying influences rather than a 
wasteful shotgun approach.  

 
Summary 

Again, your sales function and your marketing communications function (which may be supported 
from outside resources) begin the execution of a strong marketing communications plan after the 
selected Strategic Marketing Team, with a strong participating influence from sales, make the key 
determinations on the Products to be differentiated, the Markets to be penetrated and the Sales 
Channel that will connect the two. 
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Marketing Communications  

Things have changed quite a bit over the years in how you reach and influence your identified target 
market customers and purchasing influences. 

Much of what companies did historically was to build a bridge to their target market buying 
influences through a sales channel that was either driven by a direct sales organization, or an 
independent distribution or Rep channel. Usually, the direct sales effort was supported by direct mail 
campaigns, trade magazine advertising and, in many cases, a presence at industry trade shows. 
There were always printed collateral marketing materials and leave behind literature to support sales. 
Depending on the product or service there may even be demonstration equipment to support the 
presentation and selling effort. 

 

It is quite different now that two things have occurred. 
  

1. Companies have downsized a great deal in the last 15 years and the customer’s purchasing 
process has gone from a relationship based “sales art” to a newly established virtual 
“science.” Historically built customer relationships built over years of great service, personal 
contact at lunches, dinners, golf and sporting events are, in “situations”, a thing of the past. 
The two-martini lunch is now an elevator speech delivered in an email.  
 
Please understand that the operative word is “situations”. The relationship building part of sales 
is not totally dead. There are “situational” conditions that still make personal relationship 
building possible and important to building your sales. 
 

• Generally, it is not possible to set a lunch appointment with a new customer on the 
first, second or third call. In many situations, this will only occur after trust has been 
built, your commitment has been demonstrated and the customer sees your 
representative as having “true” value to his organization. At that point there may be 
some time found to go to a lunch. The opportunities to entertain customers at social 
type events has really diminished. You must now “prove your value” before a true 
business relationships can be started.  
 

The downsizing of organizations that has occurred over the past 15 years has also put major 
time restraints on buying, specifying and user influences discouraging them from taking the 
time with vendors and suppliers that they did many years ago. 
 
The bottom line regarding the downsizing of companies over the last 15 years is that there is 
simply no time or serious interest on the part of most customers (not all) to schedule time with 
sales people or leave their office for any meal or social event unless there is already a true 
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relationship built. 
 
Another factor that has creeped into the “art” of building relationships with customers is that 
most buying influences are one of two parents that work all day. Time at home with the spouse 
and children has great value and is generally preferred over dinners and after hour events 
that use to be a part of the relationship development process.  
 

2. The second and most significant change to the “old” selling culture is the advent of the 
Internet, and even more importantly the fact that the current generation and, to a lesser 
degree, the immediate past generation put incredible reliance on internet and website 
research and pre-qualification for each and every product and service that is being 
considered for purchase. What is really a “big change” factor is that this Internet based 
“product and service” research and pre-qualification process occurs before a sales 
representative is called upon or even permitted to make a sales call to a company’s 
purchasing influences. 
 
The “old” methods used to engage prospects has changed forever. The biggest statistic 
reported that can have an overwhelming influence on the success of your business is: 
 
On average, customers will contact a sales rep only after they have independently 
completed, on the Internet, about 60% of the purchasing decision making process. 
Technology has really changed the selling process forever, because it has changed the 
buyer’s behaviors.  
 
Instead of tossing out the first pitch, sales reps are often getting into the game well after the 
seventh inning stretch. Product research and pre-qualification begins with a click of a mouse, 
and all buying influences, especially from the current generation, are self-selecting more than 
ever. 
 
One additional point that exacerbates this dilemma is that most of this generation of buyers 
have grown up with point and click, and are inherently wired to search for information using 
the Internet rather than by establishing personal contact with a sales representative until such 
time as “it is necessary”. 
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3. Your company’s leadership team must fully recognize that your website is the single most 
important sales tool that you demonstrate to your customers. Your website can either turn 
people on and move them toward a sale or shut you down immediately before you even get 
a chance to personally present your products case for differentiated performance. Keep in 
mind this is not a situation where you only worry about your website appearance, intuitiveness 
and functionality if you have a business that is selling exclusively through the internet. No 
matter what product or service you are trying to market, your website and many of the new 
associated digital techniques will be a cornerstone of your marketing communications plan.  
 
Your website now equates to your best sales representative sitting in front of the single most 
important customer and buying influence.  
 
Your website must:  

• Be simple, clear, sharp looking, intuitive and an easily navigable site with 
good mechanics and in-depth analytics, strong calls to action and lead capture  
capabilities highlighting important accurate, concise and compelling solution 
content designed to appeal to each buying influencers unique interest. According 
to one study it takes a person only seconds to form a first impression of a website. 
Digital marketing supports the old saying “you only get one chance to make a first  
impression.”  
 
Again, easy navigation is critical. Make sure your website navigation is  
intuitive for the “average user” and not just the website designer or IT specialist that  
lives all day in this world. Great site navigation starts with an understanding of what  
your target market purchasing influencers core interest are and then making that 
information easy to access and easy to dive down for more in-depth data. 
Customization of the message to meet the informational needs of each influencer in 
the buying decision process is very important.  
 
Good Mechanics – the way you build and maintain the code on your site plays an 
important role in how your company is ranked by Google. 
 
Analytics- It is very critical to know where your website traffic is coming from. Surveys 
would show that only 44% of marketers have a documented strategy. The rest just 
wing it. Understanding the amount of insight you can get from Google’s free 
analytics tools will help drive and measure your sales strategy. “Winging it” just isn’t 
productive or cost effective. Good Internet strategies tie directly to traffic and sales 
growth. 
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• Industry surveys show that 90% of customers conclude that personalized content  
that is customized for their industry as extremely important. 79% of all perspective 
customers believe that organizations providing “custom” content unique to their 
industry understand their business and will be more open to further developing a  
relationship.  
 
Developing product and service solution information that is customized to each 
industry and position within the pre-identified decision making process is the goal of 
effective Marketing Communications in today’s world. Today’s buying influences 
want to be educated about your solution so they can formulate a buying 
decision…They do not want to be sold.  
 
The approach and tone of your website communications strategy determines how 
well you can establish a virtual relationship that leads to a personal contact.  
 

• The need for Product Group – Target Market Sets reappear as important in Digital 
Marketing 
 
The concept of Product Group – Target Market Set selection holds true with Internet 
marketing communications support as much as the historic approach to marketing. 
If you provide product solutions and strategic support customized and focused on 
the target markets you have selected, it allows a “virtual” relationship with your 
targeted customers and buying influences to be developed. As much customization 
that can be done for each product group, with specific product and service 
solution references and recommendations for the specific industry, needs and 
“wishes” of the target market buying, specifying and user influences, it goes a very 
long way toward leading the potential customer to contact your sales 
representative. 
 
Referring to the segment on performing direct customer interviews to determine why 
your current customers have selected your products and services solutions and what 
needs and wishes they have for future products, gives you an idea of the 
customized content you should effectively provide on your website, which has now 
become your new “best salesperson”. 
 

• Tablet surveys now also indicate that Internet product/service research and pre-   
qualification is performed on a mobile device 63% of the time by experienced B2B 
buyers. This is critical information as you develop and improve your website. 
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Summary 

In today’s world of business transactions, the Internet is a critical tool for both driving business directly, 
but more importantly, for providing our customers a source of quality and accurate information to 
support them in making their buying decision. 

It is funny but Internet marketing actually fulfills the dream that many buying influences have always 
had and that is that they would prefer not to be “sold” but instead to be given the information they 
need to support them in making the best decision for their company. 

Several surveys show that from a Purchasing person’s perspective, getting accurate and complete 
information without having to see a sales person is the fulfillment of a dream.  

The message here is that your website design is of critical importance to the growth and wellbeing of 
your company.  

Comment:  My expertise in developing effective marketing and sales strategies has a solid 
foundation in “old world” techniques. That is my best way of saying that this is one area 
so critical to the success of your business that you may want to either go to our portal 
on “Expert Marketing Support” or go to a local marketing firm that is strong in “Digital 
Marketing” and proceed to analyze and develop a company website with proven 
strategies of success in satisfying the specific needs of your customers buying and 
specifying influences.  

Website effectiveness, while significantly critical in today’s world, is still only one part of multi-faceted 
and integrated sales strategy. 

It is important for your team in collaboration with an outside marketing resource, to develop a multi-
faceted and integrated marketing communications plan. No matter how small or large your 
company is, sales revenue and profitable growth still drives your success and the financial success of 
your business. 

 Some of the other key marketing communications strategies that are complimented by being able 
to reference your website for additional information include: 

 A. Support of your direct sales and independent sales representatives with a state of the art 
technology based presentation and a full line of demonstration tools. 

 B. In addition to website information support, providing a well-done brochure that can be 
referenced and left behind following a sales visit. 

 C. An effective public relations campaign that promotes your product and service solution 
differentiation by publishing pertinent industry specific stories that generate real interest. 

 D. To compliment your website, create a good social media and “automated contact” 
strategy that bring on-going awareness to your differentiation. Continuing to build your 
“contact list” and periodically (don’t be a nuisance) do a controlled e-mail blast on 
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subject matter that is of great interest, has value and is helpful to your targeted buying, 
specifying and user influences. This is a great stay-in-touch method. 
 
Again, this periodic email contact is not directly designed to sell but instead to provide 
interesting and helpful information on each target market and buying influence topic 
that will be of great interest. This “automated contact” tool is conducted on an ongoing 
basis and designed to keep your company’s name and product solutions in front of the 
customer in a positive way, so when or if there is a need to consider a new solution that 
your product or service is brought into the mix for consideration. 

 E. Seminars or webinars that tackle and address a key challenge in which your target 
market influencers might have an interest. Webinars are a very efficient way to do this. 
Our Marketing Portal for Expert Support could help guide you on the topic of webinars as 
a great cost effective method to present your solution to targeted buying influences. 

 F. Webinars or gatherings titled “The Art of the Impossible” where you tackle – “High Profile” 
industry problems with new innovations can be effective. Invitations go out to all of those 
listed in the “automated contact” database for each Product-Market Set. 

 G. Trade show participation- In addition to going to industry trade shows (or maybe in some 
cases instead of) where your customers come to view you and all of your competition, 
figure out a way to participate in the trade shows where your customers are all set up to 
present to their customers. While your customers are in a selling mode at a trade show 
where they are presenting to their own prospective customers, I have found that having 
all or most of your target market customers in one place with potentially only a few of 
your competitors present, provides great exposure and is much more cost effective. It is 
critical that you have a modern high tech presentation and demonstration in place at 
your trade show booth with effective sales and technical people present. 

 H. There are many more tactical marketing techniques that will support your selling effort. So 
much depends on the products you are producing and the services you provide and the 
current reputation you have with your customer base. So much of what we talk about is 
designing the proper marketing strategies to support sales in your pre-identified target 
markets. 
 
One marketing strategy does not generally fit all target markets. Having unique target 
market strategies that focus on the unique issues and needs of your target market buying 
influences are the most effective. I generally recommend the consideration of hiring a 
Marketing firm to support you in Marketing strategies and communications. The firm does 
not have to have New York fees. There are a lot of very knowledgeable and very 
competent firm’s located all around the country. Let our Portal to Expert Support for 
Marketing help guide you.  
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Summary 

        The key point to be made in this segment on Strategic Marketing and Marketing 
Communications is that it is a team effort to build your strategic business model around product 
and service differentiation. While your sales team will execute, and have a strong participation in 
the development of the strategic marketing strategies, the owner and senior team will have to 
drive an excellent strategic marketing effort to stay ahead of the competitive curve to assure 
your company and products are promoted as having the cutting-edge differentiation needed 
to separate you from your competition. 

 Marketing Communications is like the artillery in a war; they are responsible for softening up the 
enemy so the infantry (sales representatives in our case) can capture more and more enemy 
territory. In today’s world of digital communications and social media, marketing 
communications has taken on a much bigger and much more important role in creating 
successful business growth.  

       The execution of the strategic marketing strategy by the sales organization is covered in the 
segments under “Building a Bridge to your Target Markets.” 

 

 


