Strategic Marketing Content

Using Strategic Marketing to guide your content

Define what customers want and how they
go about finding and purchasing the products
and services that will fulfill those wants.

Your last proposal letter is your best content.




Goal: Create and Retain Customers
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Goal: Create and retain customers

Define: What customers want

and how they go about finding and purchasing the products and services that will fulfill those wants.

People don't buy quarter-inch drills;
they buy quarter-inch holes

At the factory, we make castings and
fabrications;
at the customer’s plant, we sell trust

Focus on benefits,
not features and products

Perceptions should exceed
expectations.

Customers should
experience delight.




Define: Buyer Personas

Market intelligence will determine customer decision-making process.
Content focuses on their problems and solutions.

Information gatherer
Influencers

Decision maker
Purchasing agent

User

Buyer Personas are fictional clients that
represent a common set of offerings



Define: Unique market segmentation

with similar needs and satisfied by a similar offering

Actionability, characteristic
Identifiability, size and whom

Accessibility, different media to
convey different information

You have to answer: What, Who
and How? to segment a market.



Goal: Create and retain customers

Develop: Marketing strategy around target markets

Product differentiation

Develop customer loyalty with
clear, distinctive image
for our offering.

And then consistently
reinforcing that offering
through marketing activities

This image was for the rendering
industry. They crush cow carcases
to extract the protein. It caused
quite a good stir in the industry.



Develop: Positioning

The image in the customer’s mind, not management, is the critical one

Design and implementation of
a marketing program that:

Creates an image of you
and your offering relative
to your competitors

Make your image consistent
with what customers want,

Mapping the relationship between
product/service and offering.

"Never in my 35 years in the business
have | received so much attention
from an advertisment image!”



Goal: Create and retain customers

Implement: Product, Promotion, Placement, Price

Product and Service Offerings, Packaging, Kanban, etc.

Aircraft & Aviation
Construction Equipment
Rock Crushers

Verical Sump Pumps
Machining

Centrifugals

Metal Finishing

Foundry & Supplies
Machine Tools
Transformers

Mining Machinery

Paper Machinery

Electrical Distribution
Electrical Connectors
Sustainable Building Materials
Windows and Store Fronts
Insulated Concrete Forms



Implement: Promotion- Marketing Communications

including internet marketing:

Quality Creative



http://www.lohre.com/request-your-free-industrial-marketing-creative-guide

Implement: Promotion- Marketing Communications

including internet marketing:

Educational Content



Implement: Promotion- Marketing Communications

including internet marketing:

Return On Investment through
consistant, persistent repetition
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http://www.lohre.com/Sales-Lead-Generation-eBook

Implement: Promotions

Personal selling including face-to-face and telephone conversations (THE BACKBONE)

Public Relations including publicity

Direct Marketing including mail
and telemarketing cold calls.

“Take away my plant and in ten months
we'll have a new one. Take away my
people and we'll cease to extist,”
Andrew Carnegie.



Implement: Placement

Channel’s time, place or form value add

Distributors and wholesalers
Blanket contracts

Independent sales representatives
Direct sales

eCommerce

A new way to break up your sales territories.



Value Based Pricing

What the customer gives up
for all the benefits received

Mommy, “Where to customers come from?”

Source: Hubspot’s 4,000 customers



Goal: Create and retain customers

Focus: Over the much longer term

on building and managing key relationships with Customers, Channel Members and Suppliers

Building a

sustainable competitive
advantage

that cannot be easily
duplicated by competitors

Increase sales and profits
for both parties.

It cost up to six times more to
generate new customers than to
increase sales from existing customers
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