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One Key to a Productive
Customer Manufacturmg Systemm

- Because its purpose is to create a customer,
the business enterprise has two . . . and only
these two . . . basic functions: marketing and
innovation. Marketing and innovation
produce results; all the rest are “costs.”

Peter F. Drucker
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much broader than
selling, it
encompasses the
entire business . . .
seen from . . . the
customer’s point of
view.

Peter Drucker

What Is Marketing?

Marketing must relate everything the business does
to the customer and serving the customer’s needs.

The difference between a business and a hobby is

whether anyone will pay money in exchange for the
goods or services!

The time horizon of marketing and sales
professionals are very different.

Good sales people are TODAY oriented.

Marketing people are more inclined to think about
tomorrow.

© 1987-1997 The OMT Group e 3350 Scott Blvd., Bldg. 30, Santa Clara, CA 95054 e Tel. (408) 987-0140 o Fax (408) 727-3949 Page 4




[image: image5.png]What Is Marketing?

You SELL products and services

You MARKET what the customer is actually buying?
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We exist to serve
the marketplace. The
better we do that, the

more profits we will Marketing creates complete products or services;

make.
Stephen Martin

Takes them to a commanding position;
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With a group of customers you can hold on to.
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Marketing must design intangibles into the service
to make it unique.

Sales people must demonstrate the product
differences in the customer’s mind.

Stop looking at what you’re SELLING.
Look at what the customer is BUYING.

Customers don’t buy products or services. They try to
acquire benefits or solve problems.
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SE————

Customers will go

out of their way to
buy a superior
product, and you can If that transformation can be performed with a dead

h th toll . . . .
e Jor chicken, it can be performed with anything!

Frank Purdue

Differentiation is the key. You must know what the
customer is really buying.

It's only a commodity if you are looking at what
you're selling!
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The sales force is your army

You wouldn’t send a real/ army out to do battle
unprepared!

Marketing’s job is to make the services easy to sell.

When it’s easy, everybody sells more. Isn’t that the
idea?
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M arketing is too

important to be left to
the marketing

department. A strategy is not the same thing as a goal.
David Packard

A strategy is a consistent marketing direction.

Credibility is critical to any market planning process.

If you’re not credible you’re not anything.

Exercise for your consideration: *
Ask everyone in your company:
“What does the customer receive from the job you
do?”
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What Is A Marketing Plan?

Marketing planning involves assessing opportunities

and resources, setting objectives, and developing an
execution.

The process is sometimes viewed as a hardship instead
of a critical part of the business.

Done right, it’s an opportunity to look at changing
customer needs and expectations, competition, and
economic conditions that affect your business.

What business are you really in?

Tell us in six words or less!
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A marketing plan must begin with the customer and
focus on:

What the customer needs and wants.

When the customer wants it

Where the customer wants to buy it

How the customer wants to buy it

How much the customer might pay for it
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M Executive Summary:

@ ?)\ﬂ What’s the Plan in brief

U‘/ Situational Analysis:
Where are you and why?

Trend Analysis:
Where are you going?

Objectives:
Where should you be going?

Action Plans:
How do you get there?

Budget:
What do you need and what will it cost?

Feedback and Control:

How do you know if you’re on course or not?

Contingencies:
What if the unexpected happens?

The above plan developed by Philip Kotler in Marketing Management

The plan must specify a market well enough to
define a commanding position before the money
runs out!
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What Is A Marketing Plan?

Marketing plans and programs can’t be designed in
a vacuum.

Sales can recognize a bad plan very quickly!

Feedback and team involvement are critical to a
successful plan.

Marketing Plans should be used to communicate.

Keep them short!
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What is positioning?

The process of identifying how your business is
different from the competition’s from the
customers’ viewpoint.

You must assume your prospects and customers
don’t, won’t or can’t tell the difference between
you and the competition most of the time.
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To be effective:

Base your strategy on what competitors can do, not
just what they’ve done before.

Time to market has become a powerful and
important weapon.

If you can get there first, successfully, you can own
the position in customers’ minds.

It’s always better to take business away from
yourself than to have the competition do it for you.
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The market actually positions all products
and services

You can’t fight the market. Nor should you want to.

You shouldn’t be trying to change minds.

You should be trying to take advantage of ideas and
beliefs already in those minds.

© 1987-1997 The OMT Group ® 3350 Scott Blvd., Bldg. 30, Santa Clara, CA 95054 ¢ Tel. (408) 987-0140 o Fax (408) 727-3949 Page 18



[image: image19.png]Evaluating a Marketing Program

Does the program fit your company’s overall
strategy?

Does the program show an understandlng of who
and what customers are buymg?

Ral i@;/@,

s the service as marketed different in a way that’s
important to a segment of customers?

_ |s the price fair?

0)
A Does the service fit your existing sales channels?

Al 2
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Final Thoughts

Remember, you're trying to make a customer, not
just get an order.
The most important lead to follow is an order.

Appreciate the strength of being able to play
defense.

The ultimate sales person is always the ”product.”

Only providing what the customer wants to buy will
get a repeat order.
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If you do the “job” right, the customer is tied to your
company because you provide what the customer is
actually buying.

You increase your “share of customer.”

They have a preference and you provide it.

Quality is in the mind of the customer.

It costs upwards of 5x to create a new customer
compared to selling something more to an existing
customer.

Share of customer again

When customers have a good experience they tell a
few other people.

When they have a bad experience they tell a lot of
other people.
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A recognized expert in marketing, planning, strategic positioning, and customer
relationships, Mitch Goozé has addressed groups throughout the world, winning high
ratings for his energetic presentation style and results oriented approach to marketing.

His ideas have helped senior executives from more than 4,000 companies
define their market niches, develop and implement practical, workable marketing
plans, and realign their marketing efforts to focus more closely on the customer. TEC
Worldwide, an international organization of CEOs, named him their 1993 Marketing
Resource of the Year.

Mitch Gooz¢ is an experienced general manager with operating experience in
the high technology and consumer products industries. He has run divisions of large
companies as well as being CEO of independent companies. Mr. Goozé was
president of Teledyne Components, a division of Teledyne Inc., for five years from
1985 until 1990.

Mr. Goozé is a graduate of the University of California, Los Angeles. He did
graduate work in electrical engineering at the California State University, Long
Beach, and graduate business studies at Santa Clara University and The Edinburgh
Business School at Heriot-Watt University in Edinburgh, Scotland.

Mr. Goozé is a member of the Board of Directors of Telesensory Systems,
Hunter Associates Laboratory, Intisys, and Ikonos. He is a member of the Board of
Advisors of Customer Satisfaction Improvement, Inc. He is a past member of the
Board of Directors of The American Electronics Association and ASUCLA, and of
the Board of Advisors of Jandy Industries and the Board of Advisors of the Leavey
School of Business at Santa Clara University. He is also a Founder of the
International Center for Professional Speaking in Phoenix, AZ.

Mitch was a contributor to the 1996 book Future in Sight and his own book,
It’s Not Rocket Science: Using Marketing to Build a Sustainable Business was
published by IMI Inc. in 1997 and is in its second printing. He is also a contributing
editor to the Industrial Marketing Practitioner a monthly newsletter for business-to-
business marketing professionals, and is the Executive Editor of Growth & Profit:
Opportunities for the Independent Retailer, a bi-monthly newsletter that helps
retailers increase sales and profits.

Mr. Gooze earned the Certified Speaking Professional (CSP) designation from
the National Speakers Association. He has been a member of The OMT Group since

1991,
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The OMT Group helps you increase your sales and profits by developing and
improving your Customer Manufacturing System™. With offices across the
United States, The Group and its principals assist growing companies with
innovative ideas and implementation of its proprietary Customer Manufacturing
processes.

Each Partner in the Group specializes in some aspect of the Customer
Manufacturing process and works first-hand with customers on projects . . . or as
an advisor. The OMT Group absolutely guarantees satisfaction with its services. If
for any reason you’re not at least satisfied with our work, we will fix it or refund
your money . . . period.

Members of The OMT Group also provide seminars and workshops tailored
for you company or industry association. Some of the topics include:

Customer Manufacturing Systems: An Idea Whose Time Has Come
Back to the Future: 21st Century Marketing

Major League Marketing: Playing to Win

Creating and Keeping Customers

A Delighted Customer is the Least You Can Do!

Integrating Direct Marketing Into Your Existing Sales Channels
Managing For Innovation

Give us a call to discuss your needs . . . at no obligation . . . (800) 947-0140.
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Not Knowing The Difference Between Marketing and Sales
Can Cost You Thousands

Mitchell Goozé is a nationally recognized marketing expert and speaker. He’s made presentations to
thousands of business executives and CEOs across the country at marketing symposiums, corporate conven-
tions, and high level business seminars.

His message? That most executives don’t really understand the difference between marketing and sales
... and it’s costing them hundreds of thousands of dollars! Although everyone understands marketing and
sales are different, most don’t know what the difference really is . . . or how to get the most out of each.

In his audio tape program, The Difference Between Marketing and Sales, Mitch helps clear up that dif-
ference. People who’ve heard Mitch’s presentations have said they’ve had a major impact on the way they
view their businesses. It’s helped them to become more effective in positioning their products or services, to
identify strengths or weaknesses in their marketing to take advantage of or to address . . . and it has given
them a new perspective on what marketing is all about.

Do You Know What Business You're Really In?

In this 2-cassette program, Mitchell Goozé gets to the heart of helping you understand what business you're
really in . . . from your customers’ point of view. This program, What Business Are You Really In, has received
outstanding reviews from the people who've heard it, and it’s now available for you on audio cassette.

Mitch’s unique perspective forces you to view your business from your customer’s perspective. You’ll
answer eight key questions about what you really provide for your customers. This program will get you
to rethink your business. The results will produce new . .. and more profitable . . . opportunities for you
in the marketplace.

Listen To These Tapes Risk Free

Both of these audio tape programs are produced by The Institute for Marketing and Innovation. They’re
available now from The OMT Group for $19.95 each plus $5.00 shipping (plus sales tax in California). If,
after listening, you’re not satisfied, you can return them for a full refund. If you order both tapes at the same
time, they’re priced at $35.00 — you save almost $5.00.

Order your audio programs today! Mail your check, with the order form below, to The OMT Group, 3350
Scott Blvd., Bldg. 30, Santa Clara, CA 95054-3104. We’1l send your tapes to you the same day.

SHIP TO: The Difference Between Marketing and Sales
@ $19.95 EA $

What Business Are You Really In?

NAME, TITLE

COMPANY @ $19.95 EA $
. Buy both programs and save!

ROEGAY  sETs@$35.00EA  §
CITY, STATE, ZIP : SHIPPING, $5.00 $
PHONE CA RESIDENTS ADD 7.75% SALES TAX $

ToTAL PAYMENT $

R T CARD PAYMENT
CHECK ENCLOSED FOR $ = 2 .

SAYABLE TO: THE OMT GROUP O visa O MASTERCARD O AMERICAN EXPRESS

CARD #
MAIL TO: 3350 ScoTT BLVD., BLDG. 30
EXPIRES
SANTA CLARA, CA 95054-3104
(800) 947-0140 FAX (408) 727-3949 SIGNATURE
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