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Today’s Agenda

1. Market Entry & Growth Challenges

2. Assessment of the Company

3. Market Assessment

4. Market Validation

5. Go-to-Market Plan



1. Today’s Marketing Problem

• Lack of understanding of the market 
opportunities; insufficient research
– What are the trends?
– What are the problems and needs?
– What are the gaps?

3



Today’s Marketing Problem

• Taking a product to market rather than 
filling the market need

– No modifications to product or packaging
– Not understanding the sales objections
– Not asking sufficient questions
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2. Conduct a Self-Analysis

• FODA  (SWOT Analysis)
– Fortalezas
– Opportunidades
– Debilidades
– Amenazas
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Fortalezas / Strengths

• Product or service type, quality, uniqueness
• Customer base
• Management team or experience
• Geographic location
• Supply / distribution chain
• Financial position
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Oportunidades / Opportunities

• Change in market tariffs
• Competitor recently acquired
• New distribution channel(s) available
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Debilidades / Weaknesses

• No brand recognition
• Poor customer retention
• Few opportunities for upselling or cross 

selling other products
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Amanazas / Threats

• Changing customer desires and needs
• Competitor recently acquired
• Change in ingredients, packaging or 

taxation
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3. Market Assessment

• Where and to whom can we sell?
–  Will we accept lower profit margins to quickly 

acquire this customer segment or enter this 
new market?

• And for how long?
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Target Customer Profile Development
5 Core Components

• Target Market:  Ideal customer profile, basic demographic info 
(industry/SIC code, geography, size).  Psychographic profile:  
preferences, values, interests etc. 

• Pain:  What is your target market’s pain, problem or issue that 
requires assistance?  Are you a pill or vitamin?

• Solution:  What results can you produce when working with your 
customers? Expected outcomes, the value?

• Proof Points: References, testimonials, case studies etc.

• Differentiation:  What makes you stand apart from the 
competition? What is the true advantage you deliver? 



Market Assessment

• What are their interests, values, beliefs 
and preferences?

• How do they make buying decisions?
• Who are key influencers or trend setters in 

this sector?
• What are their likely objections?
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• Strengths
• Weaknesses
• Position in market
• Marketing Objectives
• Branding, Packaging
• Distribution
• Strategic Alliances
• Sales Strategy
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Conducting Competitive Analysis

• Management team
• Employee strength
• Customer list
• International reach
• Customer support
• Service
• Merchandising
• Balance sheet
• Pricing structure

Can you 
answer every 

question?
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What is your Competitive 
Advantage?



What is Value?



Value Proposition:   What is it?

An implicit promise your company makes 
to deliver upon a combination of values 
such as price, performance, quality, 
convenience, expected outcome and more.
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Positive Impact on the
Customer’s Business

• Increased revenue ↑
• Reducing expenses ↓
• Acquire more customers ↑
• Increased shareholder value ↑
• Improved efficiency ↑
• Decreased employee turnover ↓
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Elevator Speech 

• Subset of the value proposition
• Brief statement of the company’s offer, customer 

profile and return on investment (ROI)
• When spoken, it is only 1-2 minutes in length
• It is used to START a conversation



Elevator Speech
Lo puede entender su abuelita?
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http://www.google.com/imgres?imgurl=http://cache.virtualtourist.com/683887-Grandmother-Hungary.jpg&imgrefurl=http://queenlucythevaliant.blogspot.com/2009/04/because-its-never-too-early.html&h=500&w=500&sz=47&tbnid=jDyjnx0arvidQM:&tbnh=130&tbnw=130&prev=/images?q=grandmother+photos&hl=en&usg=__y0Q3oP4BR8r4pboHn7XPDEaR358=&ei=zBmCSsj6PIXwsgP9jvxP&sa=X&oi=image_result&resnum=1&ct=image
http://images.google.com/imgres?imgurl=http://pulse.popsmart.dk/grandmother.jpg&imgrefurl=http://pulse.popsmart.dk/Childhood3.html&usg=__rgBGfAgIdmIaiiqKyG19o7E9jJc=&h=600&w=600&sz=278&hl=en&start=28&sig2=iSK5mkIaJ4xyY3UT7V_Ngg&um=1&tbnid=UUaTY2ZGau3PjM:&tbnh=135&tbnw=135&prev=/images?q=grandmother+images&ndsp=20&hl=en&rlz=1W1GGLD_en&sa=N&start=20&um=1&ei=jBqCSqvnDoTutgO_7OB8
http://images.google.com/imgres?imgurl=http://www.alicedrivermerryman.org/grandmother_428x600.jpg&imgrefurl=http://www.alicedrivermerryman.org/&usg=__gIJ44SBGXCxXko2-QoUaRFRCc9c=&h=600&w=428&sz=26&hl=en&start=57&sig2=oLR47-By0UZlsnAf8dmxMg&um=1&tbnid=Y2XPa4SQUlp7xM:&tbnh=135&tbnw=96&prev=/images?q=grandmother+images&ndsp=20&hl=en&rlz=1W1GGLD_en&sa=N&start=40&um=1&ei=rBqCSsuUNYfutgPK36GDAQ
http://www.google.com/imgres?imgurl=http://www.defensoresenlinea.com/cms/images/stories/abuela_resistencia.jpg&imgrefurl=http://phoenixwoman.wordpress.com/2009/12/&h=300&w=340&sz=111&tbnid=46imijN9CyN8fM:&tbnh=105&tbnw=119&prev=/images?q=latina+abuela+photo&hl=en&usg=__ck9nBZfy8g-NpD3X5zdMozInwQU=&ei=jUbWS8-NLcH78AaBk60N&sa=X&oi=image_result&resnum=3&ct=image&ved=0CAwQ9QEwAg
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Develop Your Elevator Speech

• What your company and product or service do
• Who is the customer?
• The results or value you deliver (the Return on 

Investment---ROI)
• State customer names: ___, ____, and ____.

• TIP:  Make it irresistible and only 1-2 minutes in length
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Elevator Speech Tip

“ My name is______ and I am __(job title)_______ of 
____(your company name)_________.  ____(type of 
customers)______ companies call us when they want 
___(value statements)_______,_______, and 
__________.  Our customers include ____(named 
accounts)________, ___________, and _________.

TIP:  Design it so it starts the conversation!!



4. Market Validation Process

• Goal:  Validating that the prospective 
customer will buy your product or service

• Use Skype, telephone, personal meetings, 
interviews and online surveys

• Are you delivering the ideal combination of 
value:  price, performance, delivery, quality 
etc?
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Market Validation

• Why would they buy from the company?   
Ask specific questions

• What service and support do they require, 
how frequently etc?

• Payments, invoicing etc
• Can you adapt your business to their 

needs and requirements?
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• A request for more information not provided earlier
• Create a list of objections.  Connect them to sales 

process and sales cycle.  Are there patterns?
• Address the objection directly & reinforce your value
• Don’t spend much time on any single objection
• Get comfortable with sales objections because they 

always come up!

Welcome EVERY Sales Objection



 Go-to-Market Plan

• Focus on a 90-day plan and then a 6-month 
plan
– Who are key sales targets?  How will you reach 

them?
– Develop your personal profile on Linkedin.com, 

Google profile 
– Develop a network of contacts in that market:
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Social Media Marketing Strategy
A few industry players

http://www.facebook.com/facebook?ref=mf
http://twitter.com/
http://www.linkedin.com/home?trk=hb_logo
http://www.google.com/profiles
http://viralogy.com/
http://en.wikipedia.org/wiki/File:Feed-icon.svg
http://en.wikipedia.org/wiki/File:MySpace_logo.svg
http://www.facebook.com/
http://www.facebook.com/
http://www.facebook.com/
http://en.wikipedia.org/wiki/File:Wikipedia-logo-en-big.png
http://viralogy.com/


• Personal and corporate profile
• Your blog and microblog
• Lots of social media choices
• How often do you change your                    status? 
• When did you last post something on your         

message? 
• Have you looked at your               profile lately?
• LinkedIn groups, discussions, Q&A 
• HTML newsletters are great if used correctly

Easy & Cost-Effective Marketing

http://www.google.com/
http://userlogos.org/files/logos/mafi0z/yahoo answers.png


• Texting for Haiti Earthquake Sets Fundraising 
Record

• Within one week, the American Red Cross says 
text donations for Haiti relief totaled $24 million.

• Previous best effort in US texting campaigns 
raised less than $500,000.

Social Media Works!

http://www.google.com/imgres?imgurl=http://www.pitchengine.com/brands/americanredcross/logos/ARCLogo.jpg&imgrefurl=http://www.pitchengine.com/newsroom.php?id=416&h=563&w=1266&sz=122&tbnid=KFqv8SrE7LVA2M:&tbnh=67&tbnw=150&prev=/images?q=american+red+cross+logo&hl=en&usg=__My5QovhhfVEKSwbwuWCHC8BzH7E=&ei=PmNzS_fwOYGCsgO2jcSSBA&sa=X&oi=image_result&resnum=4&ct=image&ved=0CA8Q9QEwAw


Your Next Steps

• Manage your personal and corporate profiles
• Seek outside advisors, mentors and coaches 

that can help you achieve your goals
• Study the sales process and refine your strategy 

and responses for each point in process
• Continuous improvement is key!
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