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2. Establishing your objectives 
2.1 Establish preference and generate demand

a) Develop your positioning statement.
<Record your positioning statement here.>
b) Based on the positioning statement and the discussion about seeking domain leadership, formulate your specific MarCom goals. As you would for other types of goals, focus on making your MarCom goals measurable and deadline-oriented. 
<Record your specific MarCom goals here.>
2.2 Shorten the sales cycle by understanding the buying process
Complete the table below by describing your customers’ buying process in terms of how and where they would get information. At each stage of the process, try to understand what kind of information your customers seek and suggest ways to make that information accessible to them.
	Stage of buying process
	Customer objective
	Information need
	Your information solution

	Stage 1 – Problem recognition
	Understand if there is a need to change
	
	

	Stage 2 – Information search
	Understand if there is a relevant solution
	
	

	Stage 3 – Evaluation of alternatives
	Understand which solution is the best for my problem and organization
	
	

	Stage 4 – Purchase decision
	Understand if this is the best deal and a decision I need to make now
	
	

	Stage 5 – Post-purchase evaluation
	Understand if I made the right decision
	
	


3. Key elements of your MarCom strategy
3.1 Target audience: What are they trying to do? Why is it failing? What are the associated economic consequences? What is the proposed whole product solution? What is the value proposition that is relevant for them? 
<Describe the profile of your target audience.>

3.2 Determine evidence: What is the most credible and relevant way of expressing your story? What types of evidence would appeal to your customers and leave the desired impression? Make a plan for how you would leverage the various kinds of evidence in your marketing and sales activities such as websites, whitepapers, product brochures, direct (e)mail, sales presentations, investor presentations, newsletters and public speaking engagements.

<Hint: What information does the table in section 2.2 prompt you to produce?>

3.3 Create your key messages
3.3.1 Develop language that is particular for your innovation 

<Write your answers to the questions below.>

1. Do you have a patent, trademark or other intellectual property (IP) that is the basis of your product?

2. Have you named or branded this IP in a way that is easy to understand and recognize (e.g., touch-screen, power-steering, wireless)?

3. Is the discovery that led to the creation of this insight documented and in a form that can be shaped into an interesting story that will support your technology and the value you can offer your customers? Are there media available—photos, video, hardware (prototypes)—to support the story?

4. Can you describe what your product does in relation to major trends in your field? For example, is it an electric car that helps reduce carbon emissions, or does your product reduce the overall cost of health care? If you can link your product to a major trend, make it clear by employing expressions and language that are used in relation to that trend.

5. Describe the benefits your target customer will receive from using your product. Are you using language that is clear and recognizable from the customer’s perspective or does one need a PhD in your field of study to understand the message? How does your product affect the customer’s ability to achieve strategic objectives?

6. Can the process or benefits of using your technology be described using metaphors from other industries and domains? Does your technology have physical or process attributes that remind the potential customer of another industry or domain? The realms of sports and warfare have been rich sources of business metaphors; however, remember that when using metaphors, they must bolster, not hinder, the delivery of your message.

3.3.3 Crafting your messages

Note: For this exercise, use language and expressions developed during the first exercise.
Part I: List the key points
Describe the four to five key points that are important to get across to your particular target audience. Think: What is the impression I want the audience to have of us/our product/technology after reading our message? Ensure that your message supports your positioning statement from point 3.1 above. If you address more than one target audience, use the messaging matrix below to differentiate messages according to your audience.
	Point
	Target 1
	Target 2
	Target 3

	1
	
	
	

	2
	
	
	

	3
	
	
	

	4
	
	
	

	5
	
	
	


Part II: Create a fact sheet or FAQ list
1. Technology: How did the technology come about? What is the inspiration behind it? What are the facts about your offering that customers must know? What are the key questions that people need to ask to precisely understand what you do? What is a common misunderstanding with regardto your technology?

2. Product: Scrutinize your product. If someone wanted to find weaknesses or faults with your product, what would they say? Anticipate this angle and prepare a reasonable and positive response. 
3. Company and founders: If your company has little or no track record, do members of your team have a track record to support your credibility as a vendor? Do you have partnership or IP that can further bolster that credibility? Have you or someone on your team received technology awards or grants that demonstrate excellence related to your field?
4. Partners: Do you have partners whose credibility might add force to yours? Describe your partnerships briefly.
5. Do you have customers who can provide feedback or testimonials? 
3.4 Media

<Record your responses in the chart below.> 
1. Plan any changes to your website: What is the change? Why are you making it? When is it due? What is the cost associated with the change?
2. List any other media you deem relevant at this stage of your development. Indicate your objective and the related evidence, as well as the due date and cost associated with the media.
Part I: Website update

	Proposed update
	Reason
	Deadline
	Cost

	
	
	
	

	
	
	
	

	
	
	
	


Part II: List other media you deem relevant

	Media
	Objective
	Evidence 
	Timing
	Cost

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


4. Marketing to influencers
Key opinion leaders (KOLs)
Determine your target KOLs in two steps:

1. Start by listing the communities, events and media channels where you would reach your target customers.

2. Map the KOLs that your target customers refer to when making decisions. Use the categories outlined in the figure to map the influencers that are important for you to identify. Know each KOL’s public identity and their profile. Prioritize them in terms of importance for your target customer’s decision-making process.
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