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e Corporate Goals/Objectives
— Funding
— IPO
— M&A
— Recruiting
e Target Audience
— Investors

— Customers
— Partners



A community of entrepreneurs turning vision into reality . . .



e Business Plan: Defines the Business Model



e Business Plan: Defines the Business Model

 Marketing Plan: Defines the Product Strategy



S.W.O.T. Analysis

Strengths Ways to Exploit

Weaknesses

Ways to Neutralize

Opportunities Ways to Exploit

Threats

Ways to Neutralize
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RESULT: Position Statement

Brand/Leadership position:
Our Attitude:

Our Personality:

How we operate:

What we deliver (emotionally)
What we deliver (functionally)

What we do:
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A community of entrepreneurs turning vision into reality ... .. ol

BEVELOPMENT



A community of entrepreneurs turning vision into reality . . .



« Marketing defines and sells the Product

e What does the brand do?



 The brand is not:
— the company name
— the product name
— the technology

e The brand is:
— a symbol
— a theme
— an experience



 The corporate identity expresses the
corporate brand.

 The identity Is just part the brand.



When you think of Brand, what examples are
conjured up Iin your mind?



Now let’s find out who you are:



Now let’s find out who you are:

 What is your corporate culture?



Now let’s find out who you are:

 What is your corporate culture?
 What is your vision of the company?



Now let’s find out who you are:

 What is your corporate culture?
 What is your vision of the company?
 How can you show your value?



Now let’s find out who you are:

 What Is your corporate culture?

 What is your vision of the company?
 How can you show your value?

 How does all this relate to your product?



Use interesting ways to express these
guestions in addition to words:

e Pictures

e Diagrams

* Describe your Company in the 5 senses
 Models of Ideas







Develop an identifiable theme or
communication that expresses the personality
and value of your product or service.

Not a great thing, a great experience.



Content:
Value proposition

Corporate and product descriptors
simple, unconfused messaging

Visuals:
Logo and/or Wordmarks

Imagery, Colors, Patterns
Type and Layout



e Corporate:
focus on technology
 Web, Literature, Product:
focus on applications and solutions

All In the context of your target audiences.



Web site

Marketing collateral
Online marketing
Direct mall
Advertising

Events

Public Relations






 |dentify targets

NETWORKWORLD




* Understand their needs/wants
— Deadlines
— Beats/topics
— Feature stories vs. breaking news
— Customer focus vs. vendor focus

Introduce yourself/Tell your story
Ensure ongoing communication
Respond immediately to inquiries

e Research existing editorial opps/Create new
ones



ldentify Targets

Establish credibility

Influence media/customers/others
Compete with larger companies

Secure standalone coverage in spite of
limited budgets



— Company launch

— New product/service launches

— Customer wins

— New partners/alliances

— Company/Financial announcements
— Company role in industry/global trend
— Marketing programs

— Awards/Speaking/Events

— Survey/Research results



Brand names, compelling stories, unigque
angles

Secure commitment

Interview customers to get full story
Craft story - case study, press release, etc.
Pitch customer success story

Publish via web site, sales collateral, etc.

_everage for editorial opportunities,
speaking opps and more




Speaking Engagements
|dentify key opportunities
Create/submit unigue, compelling abstracts/angles
Use customers for credibility whenever possible (case
study, panel, co-presenters, etc.)

Bylined Articles
|dentify/create opportunities

Develop compelling abstracts/angles that address larger
Industry trend/opportunity

Leverage media relationships to secure placements
Write articles



Educate industry (space, company,
products)

Increase awareness/branding
Secure third-party validation
Generate leads

Drive revenue



Keith Cassell
kcassell@cassell.com
019-688-1822

Shawn Ramsey
sramsey@crossroadspr.com
919-782-3262




