
see past all the jargon. We only have a few mo-
ments to gain prospects’ attention. And we 
MUST get them focused on the benefi ts they 
will experience if they hire us or buy our product. 
How will this new “whiz-bang” make a company 
more effi  cient or eff ective, help them save time 
and/or money? How will it help them do more of 
the things they need to do to make more money 
with the same (or smaller) staff ? How might this 
new product/service give the boss or staff  more 
time to enjoy their lives, rather than slaving over 
their desks? 

Please understand this: we only have a short 
time to excite a prospect. Business people have 
a lot to do and they are innately skeptical. We all 
are. If, and that’s a big IF, we can get the atten-
tion of a prospect by showcasing benefi ts they 
fi nd attractive, THEN we’ll have an opportunity 
to explain the features of our “whiz-bang” prod-
uct/service. 

Focus, Focus, Focus
Let’s go through it again. Our goal is to get 

prospects excited about what our product/ser-
vice can do for them. If they get excited (inter-
ested, curious, etc.), we have a chance to go to the 
next step—the SALES PROCESS. So that’s the 
simple conversation about features vs. benefi ts. 
Assess and reassess your marketing messages. 
Are they showcasing features or benefi ts? 

So what’s more important—

the message or 

the target? The real 

answer is BOTH

Now that we’ve addressed the product pre-
sentation, let’s focus on the most important part. 
Yup, the most important part of marketing: the 
target. In the high-tech industries, target mar-
kets are commonly called verticals. And let’s get 
something clear right now—more is not better. 
� e analogy we always use is shotgun versus 
rifl e. If people lack confi dence in their product 
and the benefi ts it off ers, they take the shotgun 
(scattergun) approach, hoping to hit something 
with a blast. No real aim. No real focus. If they 
launch a direct mail campaign, mail a piece, then 
wait for the phone to ring—guess what? It won’t 
ring. Or if it does, it will be someone who wants a 
miracle for 10 bucks. You’ve got to take this very, 
very seriously. A great marketing message hitting 
the wrong market is a total waste.

Suspects Or Prospects?
Sit down with your staff . Forget about having 

to generate income for a while (easy to say, tough 
to do). And remember, you’ll be talking about 

suspects, not prospects. Prospects are people who 
show interest and want to know more. Discuss in 
depth with them your product or service and what 
type of business would benefi t from it. Talk about 
past successes. Ask what target is a good fi t for your 
group? To which target can you bring superior 
value? � ink about those folks who, in the begin-
ning of your process, were concerned about cost 
or the time it would take for their staff  or simply 
the eff ect of a change in systems. � ink about satis-
fi ed customers who sing your praises. You should 
be proud of your accomplishments and recognize 
which market you’re comfortable in. � en pursue 
more of those same types of suspects. 

Now let’s get back to more basics. How big is 
the prospect company? Where will you be com-
fortable marketing and doing quality follow-up 
(geographically)? What person/position in this 
suspect business is your target? Ask yourself 
the hard questions. Be honest and realistic. Get 
the marker out and start writing on the board. 
� row away the shotgun. Dust off  the rifl e and 
line up the sights. It’s time to focus on the people 
who need and want your help. � ey may not 
know they need your help yet, but that will be 
part of your future marketing process. And don’t, 
DON’T get sidetracked with all the other mar-
kets that could use your whiz-bang product/ser-
vice. Focus on the ones your staff  understands 
already. Work on the targets you understand well 
and you will be much more successful. 

So what’s more important—the message or the 
target? � e real answer is BOTH. Don’t skimp at 
this point. Do your homework. Look in the mir-
ror. Analyze your successes and your failures. Be 
honest and don’t dream. Be realistic and begin a 
marketing strategy step by step. It starts with A, 
followed by B, then C, and D and so on. You sim-
ply can’t jump past the basics. 

Now, ask yourself if you’ve followed these sug-
gestions in the past and if you continuously ex-
amine your marketing methods. If you do, you’re 
likely quite successful. If things are a bit rocky, try 
this process. It’s time-tested and proven.

In coming issues, we’ll suggest a variety of 
ways to make your marketing eff orts more pro-
ductive and sales-focused. Stay tuned. 

Norm Robinson runs his own marketing agency and 
works for clients all over the country. He’s a market-
ing and sales consultant, a strategic planner, a PR 
guy, a business consultant, and a direct market-
ing specialist. His focus is helping clients make the 
sale and everything it takes to get there. Norm is a 
founding partner in � e Partner Channel®, Inc. You 
can e-mail him at norm@thepartnerchannel.com.
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like to visit with marketing and sales people. It seems many have a special system, 
while others admit to the “seat of the pants” approach to marketing. It’s tough in 
today’s economy with tight budgets and capital expenditures being scrutinized to 
the last nickel. Some marketing folks say “saving money” is the best approach. Oth-
ers are convinced the only way to make a sale is to “establish value” in the mind of 
prospects. But one thing seems apparent. Without sounding like we’re lecturing, 

the missing element in so many marketing plans is that second word—PLAN. 
If we sound like a parent or a teacher, there’s a reason. Part of what we hope to do in 

this column is to remind you that the basics are important. Heck, basics are more than 
important, they are the foundation for a successful marketing plan. Seat of the pants? If 
there is success, it’s pure luck. 

So don’t think of this as your Mom talking. � ink of it as advice from a seasoned mar-
keting professor—one who has spent many years in the real world of business.

Back To The Basics
First, try not to make marketing too complicated. It really shouldn’t be and too many 

times we get caught up in the process rather than focusing on the desired result. Re-
member that the marketing plan should be developed on a track aimed at a sale. 

So what comes fi rst—the chicken or the egg? Do we consider the product or the 
target market? � at IS a complicated question and we’re not sure that there needs to be 
a defi nitive answer, other than we must consider all of it. Certainly understanding the 
product is important. 

Now stop right there and put on your marketing hat.

Sell The Sizzle, Not The Steak
Remember that prospects want to know the benefi ts of a product. Many of us get 

caught up in lengthy explanations of the features of the product and the prospect can’t 

Chicken or 
the Egg?
Marketing: Where Do You Start?
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