
Case StudyCase Study

�� A leading computer manufacturer asked us to assist A leading computer manufacturer asked us to assist 
them in evaluating two new product conceptsthem in evaluating two new product concepts

�� We performed a complete analysis byWe performed a complete analysis by
�� Describing the market's history and trendsDescribing the market's history and trends
�� Dividing the market into segmentsDividing the market into segments
�� Estimating the market size by segmentEstimating the market size by segment
�� Forecasting the market growth rateForecasting the market growth rate
�� Analyzing potential solutions by segmentAnalyzing potential solutions by segment
�� Performing competitive analysisPerforming competitive analysis
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InfoTech Marketing Can Help You Bring InfoTech Marketing Can Help You Bring 
New Products to LifeNew Products to Life

�� Our creativity can generate new product Our creativity can generate new product 
ideas for youideas for you

�� We also have product evaluation strengths We also have product evaluation strengths 
�� Secondary researchSecondary research
�� Primary researchPrimary research
�� Financial analysisFinancial analysis

�� We pioneered a new process for evaluating We pioneered a new process for evaluating 
first usage enablers and incorporating them first usage enablers and incorporating them 
into your new productinto your new product
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InfoTech Marketing�s Expertise Can Help InfoTech Marketing�s Expertise Can Help 
You Develop Your Marketing StrategiesYou Develop Your Marketing Strategies

�� Secondary ResearchSecondary Research
�� Primary ResearchPrimary Research
�� New Product Development Creativity and New Product Development Creativity and 

TechniquesTechniques
�� Competitive Analysis CapabilitiesCompetitive Analysis Capabilities
�� Financial Modeling ExpertiseFinancial Modeling Expertise

Develop Marketing Strategies - Conclusion
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Strategic Decisions to be MadeStrategic Decisions to be Made

�� How do we offer our product and How do we offer our product and 
services?services?

�� What should be the pricing structure What should be the pricing structure 
and how much should we charge?and how much should we charge?

�� How do we promote the product?How do we promote the product?

Plan Marketing Programs

�� Where should we offer the product?Where should we offer the product?
�� What channels should we use?What channels should we use?
�� What geographic locations should we What geographic locations should we 

serve?serve?
�� How do we get our product to market?How do we get our product to market?

Analyze Market Opportunities

Develop Marketing Strategies

Implement Marketing Programs

Manage the Marketing Effort



What should be the pricing structure and What should be the pricing structure and 
how much should we charge?how much should we charge?

�� The level of pricesThe level of prices
�� In relation to the competition, especially In relation to the competition, especially 

for challengersfor challengers
�� Sufficiency to optimize financial value, Sufficiency to optimize financial value, 

particularly in relation to the lifetime value particularly in relation to the lifetime value 
of our customersof our customers

�� Many companies leave too much money on Many companies leave too much money on 
the tablethe table

�� One of the fastest ways to increase value One of the fastest ways to increase value 
is margin improvementis margin improvement

Plan Marketing Programs � Pricing

�� The structure of pricesThe structure of prices
�� Monthly fee, usage fee, or bothMonthly fee, usage fee, or both
�� PrePre--pay or postpay or post--paypay
�� Prices by segmentPrices by segment



Case StudyCase Study

�� We evaluated the lifetime customer value of We evaluated the lifetime customer value of 
different customer segments for a telecom different customer segments for a telecom 
companycompany
�� Each segment had very different churn rates and Each segment had very different churn rates and 

resulting expected lifetimesresulting expected lifetimes
�� Each segment also spent very different amounts Each segment also spent very different amounts 

each montheach month

�� Based upon the analysis (and contrary to Based upon the analysis (and contrary to 
management�s view), the company decided it management�s view), the company decided it 
must increase prices in order to make moneymust increase prices in order to make money

Plan Marketing Programs -- Pricing



Our Capabilities Will Help You Set the Our Capabilities Will Help You Set the 
Proper PricesProper Prices

�� Primary research can be used toPrimary research can be used to
�� Determine prospect interest in different Determine prospect interest in different 

pricing structures pricing structures 
�� Develop demand curves using conjoint Develop demand curves using conjoint 

analysis to tradeanalysis to trade--off various prices and off various prices and 
alternative product designsalternative product designs

�� We can develop customer specific We can develop customer specific 
profitability models and lifetime profitability models and lifetime 
valuationsvaluations

�� We also perform market simulations to We also perform market simulations to 
assess the competitive impacts of assess the competitive impacts of 
pricingpricing

Plan Marketing Programs � Pricing
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Where do we offer the product?Where do we offer the product?

�� What channels should we use?What channels should we use?
�� Wholesale, distributors, VARs, retail, directWholesale, distributors, VARs, retail, direct
�� Traditional, eTraditional, e--commercecommerce
�� National accounts, direct sales, telemarketing, direct mailNational accounts, direct sales, telemarketing, direct mail

�� What geographic locations should we serve?What geographic locations should we serve?
�� Local, regional, national, internationalLocal, regional, national, international
�� Specific locationsSpecific locations

�� How do we get our product to market?How do we get our product to market?
�� Outsource, inOutsource, in--househouse
�� Air, rail, water, truckAir, rail, water, truck
�� Order processingOrder processing

Plan Marketing Programs � Place



Case StudyCase Study

�� A startA start--up telecommunications company asked us up telecommunications company asked us 
to develop their logistics system to be first to to develop their logistics system to be first to 
marketmarket
�� Interviewed prospective channel partners to determine Interviewed prospective channel partners to determine 

needsneeds
�� Recommended outsourcing transportation, but using inRecommended outsourcing transportation, but using in--

house valuehouse value--added warehousingadded warehousing
�� Established delivery schedulesEstablished delivery schedules
�� Designed order entry and distribution processesDesigned order entry and distribution processes

�� We also developed their operations manualWe also developed their operations manual

Plan Marketing Programs � Place



Our Experience Helps You Find the Right Our Experience Helps You Find the Right 
Place for Your Products & ServicesPlace for Your Products & Services

�� Principal has over 14 years of transportation Principal has over 14 years of transportation 
experienceexperience

�� Skilled at shortSkilled at short--term demand forecastingterm demand forecasting
�� Know the questions to ask channel partners Know the questions to ask channel partners 

to understand their needs and develop to understand their needs and develop 
training programstraining programs

�� Analyze market data and trends to determine Analyze market data and trends to determine 
best locations to sell your productbest locations to sell your product

Plan Marketing Programs � Place



We Can Make Your Marketing Programs We Can Make Your Marketing Programs 
Exceed Your GoalsExceed Your Goals

�� Breadth of Experience in All P�sBreadth of Experience in All P�s
�� Quantitative AbilitiesQuantitative Abilities
�� New, Creative Technology Emphasis (like this New, Creative Technology Emphasis (like this 

presentation)presentation)
�� BottomBottom--Line, Value Creation OrientationLine, Value Creation Orientation

Plan Marketing Programs - Conclusion
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Decisions To Be MadeDecisions To Be Made

�� How do we organize the How do we organize the 
marketing effort?marketing effort?
�� Units, tasks, responsibilitiesUnits, tasks, responsibilities
�� ProcessesProcesses

�� How do we get the information How do we get the information 
we need for decisionwe need for decision--making?making?

�� How do we measure marketing How do we measure marketing 
effectiveness?effectiveness?

Manage the Marketing Effort
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Case StudyCase Study

�� We established a data We established a data 
warehouse/decision support warehouse/decision support 
system for a system for a 
telecommunications companytelecommunications company
�� Interviewed endInterviewed end--usersusers
�� Constructed formats for Constructed formats for 

repetitive reportsrepetitive reports
�� Developed logical data models Developed logical data models 

and sources for adand sources for ad--hoc reportshoc reports

Manage the Marketing Effort



We Can Help You Lead Your Marketing We Can Help You Lead Your Marketing 
Team to New HeightsTeam to New Heights

�� Marketing ProcessesMarketing Processes
�� Data Warehousing/Decision Support to Data Warehousing/Decision Support to 

Obtain Critical DataObtain Critical Data
�� SAS Quality PartnerSAS Quality Partner

Manage the Marketing Effort



Thank YouThank You

�� To contact us, To contact us, 
�� please call 800please call 800--506506--0252 or0252 or
�� visit visit 

http://www.http://www.infotechmarketinginfotechmarketing.net/.net/
�� mailto:mailto:timtim@@infotechmarketinginfotechmarketing..

�� Our goal is simple:  Helping you Our goal is simple:  Helping you 
exceed yoursexceed yours
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