ECHOPOINT

INTEGRATED MARKETING

EchoPoint Marketing:
Using Rock-Solid Knowledge of Who You Are
to Grow Your Brand, Business and Success




What is Marketing?

Marketing is the process used to define what an oagization will
sell, to whom and how.

Simply put, marketing helps customers answer tlestion “why us?”
Sales then steps in to answer the question, “wky?hélarvard
Business School defines these main goals of mauketi

Attract customers by learning about potential needs

Help develop products that customers want

Create awareness

Communicate benefits to the customer

Communicate customer feedback and needs to theirati@n
Retain customers by ensuring they get good valyaopriate
service, and a stream of future products

Marketing includes or influences everything fronvedising and
promotion to research, business development, R&5,snd the

culture of the organization. A good marketing peogrcreates
materials and activities to support these goalgoddstrategic

program does all tha@nd creates synergies that boost both the brand-
building and cash-flow value of those materials adativities.

What's the Starting Point
for Strategic Marketing?

The starting point is to define what we call thehBPoint™” -- a
rock-solid understanding of five critical factors:

Who you are (your brand, your market, your audignce
How you're different

Why it matters

Where you are now

Where you want to be

Tools for defining your EchoPoint include brand anelssaging
audits, scorecard assessments of what you're samng SWOT
analyses, competitive analyses, and other dat&igaghand
“structured brainstorming.”

An EchoPoint simplifies the process of creatingaketing program
that will perfectly echo your brand, competitivevadtages and
strategic goals.
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Defining your EchoPoint should include answering ey questions
about your business model:

Where are you in the business lifecycle from st@rto mature
organization?

Is your profitability based on fewer, larger salesor more,
smaller sales?

Mature organizations will invest a higher perceetagtheir

marketing budget in “pipeline” activities — awarese@nd brand-
building efforts that work over the long term sattivhen a prospect is
ready to take action, the organization is top afdniStart-ups, on the
other hand, will invest a higher percentage ofrtbadget in “cash
flow” activities -- such as offer-driven mailings ads -- to generate
more immediate results. (Note: The EchoPoint Graftgrs a tool for
calculating your business model and the pipelireldbow balance.)

PIPELINE ACTIVITIES CASH-FLOW ACTIVITIES
Fill your pipeline with Connect the sales team with
“ideal” customers more/better  qualified leads
Create stronger margins Increase conversion rate
Sustain long-term growth Promote faster closing cycle

Once you determine your own best mix of pipelind eash-flow
activities, divide your budget to match. For exaegluppose you
have $100,000 to spend on marketing. If your Ecimthows that
your marketing mix should be 60% cash-flow actestand 40%
pipeline activities, then you know you should sp&66,000 on cash-
flow activities and $40,000 on pipeline activities.

What is Does a

Strategic Marketing

Program Include? Every strategic marketing program should includth papeline and
cash-flow activities, but the balance between wewill be different
depending on the business model. In additionptbgram should
include a variety of marketing tactics which wedke&own into these
six “buckets.”
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Why Use All
Six “Buckets?”

1. Promotion Marketing: Traditional communication vehicles such

as advertising and direct response that mugio reach prospects,
as well as microsites and e-promotions.

2. Reference Marketing: Websites, brochures, annual reports and other

vehicles that provide sales and financial messtggprospects can
consult to learn more about an organization andffesings.

3. Content Marketing: Newsletters, whitepapers, podcasts,

webinars, and other non-promotional content usestitate,
create expert status and maintain top-of-mind ames®

4. Social Marketing: This can include public speaking, attending

face-to-face events, blogs, social networking wtds svideo-
sharing sites, and posting and using reviews atimjsa

5. Search Marketing: Search engine optimization of the website,

paid search, and consistent use of keywords icoatimunications.

6. Onsite Marketing: This includes signage, branded apparel, etc.

Include all six marketing components in your mairigportfolio for

the same reason you diversify your investment photfto minimize

risk and maximize growth opportunities. Having ategrated
marketing portfolio enables you to make the bestafs

- Budget: new media is typically more measurable and lesersipe
than traditional print and broadcast-based margety mixing
good traditional tactics with inexpensive new megi@u can get a
big bang even from a small budget.

- Reach:Between TiVo and Internet search engines, songetar
audiences can no longer be reached by traditioagketing staples
such as TV commercials or Yellow Pages ads. Bludicg all six
components in your marketing-communications mixy gover all
your bases — and audiences.

- Synergy: With these six components in place, you quicklgearour
visibility across all platforms (print, face-to-facand online) all at
once. For example, people meet you at a luncheam labout your
blog, check out your website, and then give yoala Each
component contributes to building immediate engagggrand a
long-term relationship. In turn, this makes it éasier to enhance the
value of your brand, get “at bats” with prospectd alose sales
faster and with less effort.
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So many tactics ...

so little time (and money)! Creating a marketing program that includes alirscommended

Using Your EchoPoint
to Find the Right Tactics

components is just the first step. Within eachkieticthere are
numerous tactics from which to choose. In promoti@arketing,
for example, you might consider newspaper adsorsjiots, TV
commercials, billboards, mailings, and more. Thatlot of tactics
to put on your to do list!

Plus, in areas such as “Social Marketing,” théi¢caagequire
ongoing effort. Unlike printing a brochure andrxgdone with it,
blogging and publishing an e-newsletter requirecomgy effort.
Even search optimization is a continuous processalse unless
you keep website content fresh and keywords u@te, éven a
top ranking will begin to fall.

Given all the tactics to choose from and all tr@ntenance
required to keep those tactics at peak performdrme,could
anyone ever find the time and money to do evergthin

Strategic marketing doesn’t mean doawgrythinglt means doing
the right things. Carving up your to-do list — dmndiget -- into
pipeline vs. cash flow is the first filtering pr@&se Then, breaking
down all the possible tactics into promotion, refere, content,
social, search and onsite marketing is the netetifiig process.
How many tactics you decide to put into each ofrysax buckets
depends on your EchoPoint.

For example, if your EchoPoint includes a markat th easy to
reach through one channel and you are a well-knanganization
with a perennially profitable product or servicepy marketing
program might include just one tactic in each @f $ix buckets.
For example:

1. Promotion: Run a radio spot regularly

2. Reference: Keep your website up to date
3. Content:  Publish a quarterly newsletter
4. Social: Speak at an event

5. Search: Buy keywords for paid search
6. Onsite: Create vehicle signage

There you go: your marketing program includesiall s
components, and it won’t cost you a fortune or takever.
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But suppose your markisn't easy to reach through just one
channel? And suppose you a a well-known organization with
perennially profitable products and services?

In developing your EchoPoint, you developed a \abegr picture
of your strengths, weaknesses, opportunities amats You
benchmarked what you do well — and what could heaved.
You articulated what sets you apart from compegitoknd you
created clear value propositions for each of yagiences —
including the increasingly important influencensou also know
what percent of your activities (and budget) shagddoward
pipeline vs. cash-flow activities.

Now, it becomes a fairly simple process to use ¥xiroPoint to
zero in on the marketing tactics that will meet iystiategic goals.

For example, if your EchoPoint analysis uncovema@portunity
to create — and own — a new niche market, you nvigimt to fill
your content bucket with tactics such as creatimdnie paper or
online video to educate your audience about thgestibnd
establish yourself as an expert in that marketespac

This three-step process — knowing your EchoPoimiwing your
pipeline vs. cash-flow balance, and matching wioat know to
specific tactics — enables you to create a margggtingram that
advances your strategic goals while making the labsbest use
of every dollar and minute you spend.
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The EchoPoint Group specializes in giving francjisessociations and businesses the know-
how, tools and repeatable processes to developrbektss messaging, marketing systems, and
collateral. If you'd like to talk more about how build a strategic marketing program for your
specific organization — or how to translate goodssagyes into great marketing tactics and
materials — just give the The EchoPoint Group &ata|571) 434-4080 or email us at
info@echopointgroup.com
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