


PRAISE FOR MARKETING THAT WORKS

“A comprehensive look at ways to increase enterprise results
through efficient marketing.”

—Bill Campbell, Chairman, Intuit

“The principles and insights outlined in this highly engaging book
have been invaluable to me in leading the marketing efforts at
Victoria’s Secret Stores as well as on several P&G brands.”

—Jill Beraud, Executive Vice President,
Marketing/Limited Brands and Victoria’s Secret

“Practical guidance for creating sustainable value from marketing
for companies of all sizes.”

—Mark Leslie, former CEO and Chairman, Veritas

“Finally a marketing guide that is supported by research and vali-
dated by real business examples.”

—Catherine Muriel, Chief Marketing Officer, E-Loan

“Marketing and sales excellence were essential to building
Autodesk. This book really tells you how to do it.”

—Carol Bartz, Executive Chairman and 
former CEO, Autodesk

“Effective marketing is critical to the success of any business. This
book is full of proven methods and tools to help companies of all
sizes successfully compete in today’s saturated market.”

—John W. Thompson, CEO, Symantec

“It’s refreshing to read a marketing book that is full of sensible
concepts backed up by factual examples.”

—Ben Horowitz
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ACCESSING MARKETINGALLOCATION.COM

Throughout this book, and especially in Chapter 11, we use a free
tool which we have created to help optimize the tracking and man-
agement of marketing dollars. Following are instructions for access-
ing the site:

■ On your first visit to the site, click on “First time user? Register
here.”

■ Your username will be your email address and you will choose
your own password.

■ Please type in BOOK for the registration key.

■ After you have logged in you will be able to enter your own data
into the system and it will be stored for you and available each
time you return to the Web site. 

■ On future visits to the site you will only need to enter your email
address (for the username) and your password.
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THE BOOK’S MISSION 
Truly successful businesses over the long term have achieved greater-than-
market levels of profit return to their investors because they have been
able to somehow insulate themselves from competitive pressures. If a
company cannot insulate itself from competitors, it becomes doomed to
market-level rates of return as competitive forces continually attack its
profit margins and revenue sources. In this book, we show how entrepre-
neurial marketing can help firms both large and small to differentiate
themselves and insulate themselves from some competitive pressures. The
entrepreneurial marketing techniques, concepts, methods, and paradigms
we provide will help your venture make more money—extraordinary
money—on a sustainable basis. Not only will you be able to position and
target your product/service offering to leverage your firm’s distinctive
competencies and potential sustainable competitive advantages, but the
way you do marketing will make you more efficient than your competition
as well.

Marketing, more than technology, is most often the reason for the success
or failure of new ventures or new initiatives of mature corporations. Yet
there are few detailed guides, and fewer serious studies, on what does and

INTRODUCTION
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does not work when dealing with these situations. This book is designed
to help modern-day marketers make the best use of their time, money,
and effort in growing their businesses in a way that gives them some com-
petitively sustainable differential advantage. The book is itself the product
of cost-effective, entrepreneurial marketing thinking. There is a target
market that has a need for help that we hope to provide. We have seen no
books that combine conceptually sound marketing concepts and para-
digms with practical guidance on how to apply them in real situations in
order to leverage the resources used for marketing and attain sustainable
competitive advantage.

This book has a very pragmatic objective. We are not trying to deliver a
complete compendium on marketing or on entrepreneurship or intrapre-
neurship (entrepreneurship within a larger corporation). We cover only
marketing concepts, methods, tactics, and strategies that “work”—that is,
can add value to real ventures as we move into a more connected “global
village” era. We have been guided in our thinking, not only by our aca-
demic research and practical experience with dozens of companies, but
also by a survey of the Inc. 500 companies conducted jointly by the
authors and Inc. Magazine. These results provide new insights into what
types of marketing programs and channels are most effective in diverse
business settings.

You, our target reader, are someone who needs to get results quickly, and
has limited financial resources and people resources—you are someone
who often does not have any staff to help with speculative research or
analysis. Although some bigger, older companies may have the luxury of
waiting for longer-term impact of their marketing and sales strategies, the
company we write for has to worry about the short term. Like it or not, for
many managers today, and for all startup firms, without a short-term cash
flow, the longer term is impossible. Even if you work for a large, “deep
pockets” organization, acting as though resources are limited often pro-
duces the best results. No matter what size your entity, your responsibil-
ity is to get the biggest return from your resources you can. One of the
ways this book can help you to be better than your competition is that
your competition will still be thinking in outmoded, less-productive ways
about marketing. You will be much more able to get increased productiv-
ity from your marketing budget and will be able to develop offerings that
are part of sustainable competitive advantage.

2 MARKETING THAT WORKS
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THE AUTHORS’ AND THE BOOK’S HERITAGE
Marketing That Works is possibly the best of both the academic and prac-
tical approaches to marketing issues—it comes from the intersection of
both approaches. This book got started as a by-product of the entrepre-
neurial marketing course that Len Lodish developed at The Wharton
School of the University of Pennsylvania. In the class, MBA students
worked in groups to develop marketing plans for entrepreneurial ventures
they were possibly starting. Along with the instructors’ comments on how
marketing could be used to help entrepreneurial ventures, the students
were exposed to successful entrepreneurs who spoke and answered ques-
tions. In the nine years since the course was begun, over 30 different
entrepreneurs have come to share their experiences. A favored presenter
in each semester was Howard Morgan, who has over 25 years experience
with over 30 high-tech ventures as a consultant, director, sometimes exec-
utive, and financial resource. Shellye Archambeau was one of the first
entrepreneurs to speak with the entrepreneurial marketing class when it
was given at Wharton’s San Francisco campus. Shellye was really elegant
in showing how basic entrepreneurial marketing concepts, methods, and
paradigms are useful at both large and small firms—from IBM to
MetricStream, where she is currently the CEO. Len Lodish has over 30
years of applying marketing and strategic thinking to entrepreneurial ven-
tures. One of Len’s early entrepreneurial ventures has become
Information Resources, Inc (IRI). As a corporate director and consultant
to IRI, Len has worked with many of the major packaged goods firms to
improve their marketing productivity—including Procter & Gamble,
Pepsico, and Campbell’s. 

This book’s intellectual parent is the first book that came out of Wharton’s
entrepreneurial marketing class: Entrepreneurial Marketing: Lessons
from Wharton’s Pioneering MBA Course, by Len Lodish, Howard Morgan,
and Amy Kallianpur. This book updates many of the concepts, methods,
and paradigms from that book and expands them for application by any
size firm that wants to make more money by acting like a successful entre-
preneurial marketer. 

THE IMPORTANCE OF MARKETING
Marketing, depending on how broadly you define it, is becoming the most
important way many firms differentiate themselves. As you will see, mar-
keting’s biggest job is impacting how your product offerings are perceived

INTRODUCTION 3
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by your target market(s). What’s the difference between Jet Blue,
Southwest Airlines, or US Airways? While they all fly customers from one
location to another, the perception of what it is like to use their services
is very different. Other examples are Ikea, Levitz, and Ethan Allen. They
all sell furniture; Ikea’s positioning is affordable furniture solutions, Levitz
offers a broad selection to fit multiple lifestyles, and Ethan Allen positions
itself as high quality and upscale. Mis-targeted marketing would spend dol-
lars attracting low-end buyers to Ethan Allen, when they are unlikely to
buy. Proper targeting would get the college student and first-time buyers
to Ikea, which has been extremely successful.

Marketing is of critical importance to the success of most entrepreneurial
ventures. In a recent survey, fourteen venture capitalists that backed more
than 200 ventures rated the importance of business functions to the suc-
cess of the enterprise. The marketing function was rated 6.7 on a scale of
7.0, higher than any other business functions, in terms of importance to
success of entrepreneurial ventures. In-depth interviews with the same
venture capitalists concluded that venture failure rates can be reduced as
much as 60% using pre-venture marketing analysis. Too many ventures are
focused on the technical superiority or inventiveness of their product, but
“build it and they will come” often fails, since the customers need to be
educated with new products. Early attempts at pocket organizers, such as
Franklin’s Rex, did not succeed because enough of the market never found
out the product existed. 

As part of the preparation of a 1997 Inc. 500 list of the fastest-growing pri-
vate companies in the U.S., the CEOs of those companies were asked to
outline their greatest weaknesses and strengths. Their responses are
shown in Table I-1. Note that sales and marketing strategies are perceived
as their biggest strengths compared to other strategic assets.

Table I-1 1997 Inc. 500: Greatest strength and weakness

Numbers of CEOs Who Cite the Following as a: Strength Weakness

Sales and Marketing Strategies 145 19

Managing People 112 89

Financial Strategies 53 75

Information Technology 28 19

Product Innovation 12 2

Other 59 35

4 MARKETING THAT WORKS
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Entrepreneurial marketing is the tool that every manager needs to help his
or her product or service be perceived as more valuable than the compe-
tition by target segments. Marketing strategies and tactics help guide the
development of products and services that the market wants, help target
the firm’s offering to the right customers, get the product or service to the
customer, and help ensure that the customers perceive the incremental
value of the offering better than the competition and will pay for the added
value.

Entrepreneurial marketing is also geared to make the resources support-
ing marketing go as far as possible, squeezing every penny used for mar-
keting to make it as profitable as possible. We will show how to balance
incremental lifetime revenue with incremental lifetime costs to be more
efficient with marketing activities such as sales forces, advertising, pro-
motion, and public relations. We will also show how in marketing, adap-
tive experimentation can be a very efficient way to estimate the
incremental revenue and incremental costs of many marketing activities.
Many executives feel that they have to decide “once and for all” how best
to get to market. However, the reaction of the marketplace is often very 
difficult to forecast in advance. Many times it is preferable to try two or
three different ways to get to the market, measure the incremental impact
of each method, and then roll out the one that works the best.

ONE MARKETING PLAN ISN’T ENOUGH
Marketing is important, but not just in its traditional role of aiding in devel-
oping, producing, and selling products or services that customers want. We
will demonstrate in the first chapter that positioning and segmentation are
the real core of what makes ventures financially successful or not success-
ful and provide the basis for sustainable competitive advantage.

Positioning is how the product or service is to be perceived by a target
market compared to the competition. It answers the question: “Why will
someone in the target market(s) buy my product or service instead of the
competition?” An equivalent question is: “What should be the perceived
value of my offering compared to the competition?” Positioning is inti-
mately related to core distinctive competencies that the firm has or can
develop.

Segmentation answers the question: “Which is (are) my target market(s)?”

INTRODUCTION 5
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The marketing plan, including appropriate pricing, distribution channels,
public relations, advertising, promotion, and sales efforts, flows directly
from the positioning and targeting decision. 

This one marketing plan is not enough, however. Although the basic plan
is focused on getting acceptance and purchase of the product or service by
someone who is paying money to the company, other positioning and mar-
keting challenges are just as important. These focus on other stakeholders
who may be at least as important as the end customer:

■ Investors and potential investors in the venture

■ Market intermediaries between the company and the end customer

■ Employees and potential employees

■ Strategic partners

■ Users—Non-paying parties who may influence customers (e.g.,
viewers of advertising-supported programs)

Each of these stakeholders is concerned about the end customer product
positioning and segmentation, but they are also concerned about other
issues that are at least as important to them—the equity and image of the
venture. The successful cost-effective marketer has a big job. He or she
needs to manage how his or her venture is perceived on all three issues—
its product offering, corporate image, and equity—by all of the different
constituencies. The positioning challenge is even more daunting because
all the stakeholders have different values that they typically seek in the
venture’s product offering, image, and equity. Table I-2 summarizes this
multidimensional positioning and multiple plans. Each chapter of this
book will shade the boxes at the intersection of the appropriate stake-
holders and which of the plans for Products/Services, Equity, or Image will
be covered.

Table I-2 Multiple marketing plans required

Products/Services Equity/Shares Image

Customers

Users

Investors

Supply Chain/Channel Partners

Employees

6 MARKETING THAT WORKS
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As Bo Peabody points out in his book Lucky or Smart, an entrepreneur is
always selling his or her stock. In the early stages of almost every venture,
there is no revenue coming in, and expenses are covered by loans or
equity. Marketing to investors requires a different plan than marketing to
customers, because to them, the product is those shares they’re buying.
How will they become more valuable? And hiring needs a marketing plan
since getting the best and brightest to work with your venture, a task on
which companies such as Microsoft and Google have focused, requires
them to believe in your mission, people, and image, as well as the value of
stock options. Even in the product area, the customers (those who actu-
ally pay for the goods and services) are often not the same as the users
(those who consume the goods or services). In most media companies—
whether a new cable channel, an Internet site, or print publication—other
businesses are the customers (advertisers), while these customers can
only be drawn in by having lots of users. The plan for marketing to the
customers needs to be quite distinct from the one designed to draw users.

THE IMPACT OF THE INTERNET ON MARKETING PLANS
The rise of the Internet has been one of the most explosive growth phe-
nomena of our times. In the past decade, stock trading on the Internet has
grown from zero to more than twenty million accounts. The success of
specialized retailers—such as Amazon.com in selling books, records, and
now everything, eBay in creating a global auction market, and Google and
Yahoo! in targeted ad sales—has shown that direct one-to-one marketing
to consumers, on a 24 hours/7 days per week basis, can lead to success.
Thus, the Web is both an opportunity for new businesses, 
and a way to market old ones in a much more quantifiable, targeted way.

Getting visibility and name recognition as one of more than 30 million
domain names now requires a major marketing effort or creative, lever-
aged approaches. The Web is important for its ability to connect an organ-
ization not only to its customers, but also to its suppliers, investors, and
any other stakeholders who have an interest in its operations. Each such
connection is an opportunity for marketing and promotion, and for the
building of a brand. Any entrepreneur or marketer who ignores the Web
does so at his or her own peril. This book will try to help describe how to
leverage the Internet across the various constituencies.

INTRODUCTION 7
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CHALLENGES OF THE NEXT DECADE
There are a number of key challenges to any organization that will oper-
ate over the next decade. Globalization, corporate consolidation, ecologi-
cal issues, increasing sensitivity to privacy and data ownership issues, and
new governmental regulation must all be considered when designing mar-
keting efforts.

Marketing across national boundaries creates challenges that once could
only be profitably managed by large companies. Because the Internet
immediately puts one’s products and service information at the fingertips
of the world, it is important to be ready for the global customer from day
one. In addition, one must be prepared for competition from very far
away, for on the Internet, no one cares if you’re next door or halfway
across the world, as long as the goods or services can be delivered in a
timely, reliable manner. A publishing executive in Australia said he rou-
tinely orders his books from Amazon.com because they arrive in Australia
within 48 hours, often months before the Australian bookstores get the
same books.

Continuing merger and acquisition growth, and the increased number of
strategic alliances, are altering the competitive structure of many indus-
tries. This creates opportunities for some ventures, and problems for oth-
ers. Many new Internet ventures have been bought, often for large
amounts of money, in order to reach their customer bases. Hotmail,
started as a free email service, was purchased by Microsoft for more than
$200 million so that they could have access to the 8 million members. But
their aggressive expansion has led to over 80 million Hotmail accounts.
Similarly, Yahoo! bought Overture, and eBay bought half.com to access
technologies and large user bases. Acquisitions are also a method for gain-
ing or improving domain expertise, customer references, and credibility in
target markets. EMC is known as a data storage company. But did you also
know they are in the top 10 largest software companies? To move into
information management solutions, they have acquired Documentum,
Legato Systems, and Astrum Software, just to name a few. 

Other key issues for entrepreneurial marketers in the next decade include
the changing demographics, values, and expectations of the population. In
the developing world, the boomer generation will begin retiring in the
early 2000s. At the same time, the lesser-developed populations are begin-
ning to acquire technology and consumerism. China, India, and other

8 MARKETING THAT WORKS
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parts of the world offer growth opportunities, but require closer coopera-
tion with government, and better understanding of different cultures than
most U.S. ventures have shown. The fact that these emerging growth
countries are actively getting their citizens connected to the Internet
allows foreign companies to inexpensively reach markets that would have
been prohibitively costly with old media. Entrepreneurial marketers can
take the lead in taking advantage of these new opportunities.

The key to any marketing that impacts sustainable competitive advantage
is an understanding of “What am I selling to whom?” Chapter 1,
“Marketing-Driven Strategy to Make Extraordinary Money,” begins to
address this question.

INTRODUCTION 9
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Alloc software, 266-272
allocating resources, 253-254

Alloc software, 266-272
based on current revenue, 

260-261
based on potential revenue, 261
estimating sales response to

resource levels, 262-263
insights and fallacies, 260-262
optimal allocation, 261-262
sample illustrative problem, 

254-260
Victoria’s Secret case study, 

263-264
Alsop, Stewart, 181
Amazon, 97
America Online (AOL) free trials,

242-243
analysts, 141
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Anderson, Chris, 181
Angel Capital Association, 286
angels, 285-286
AOL (America Online) free trials, 242-243
Apple Computer, 20, 274
Application Service Providers (ASPs), 82
Armstrong, Arthur G., 16
Arnaut, Bernard, 188
ASPs (Application Service Providers), 82
attributes affecting perceived value, 79
AutoDesk, 140

B
Banga, Manvinder Singh, 28
Barnes and Noble, 97
Batelle, John, 181
Behaviorscan, 100
Bendel, Henri, 96
beta process, 137-141
bias against innovation, 302-303
bias toward changing strategies, 302-303
Bigelo, C.O., 96
Blockbuster, 97
blogs, 181-182
Boo.com, 188
Borders, 97
brainstorming, 44
brands, building, 295-296

challenges and difficulties, 298-305
bias against innovation, 302-303
bias toward changing strategies, 

302-303
brand’s relationship to other 

brands, 301
consistency of brand positioning, 301
overcoming, 305
pressure to compete on price, 

298-299
pressure to invest elsewhere, 303
proliferation of competitors, 299-301
short-term pressures, 303-305

guidelines, 305-308
Synygy, Inc. case study, 296-297

Brooks Sports, 105-107
buckets, 266
building strong brands. See brands, building
Bushur, B. J., 218
business format franchise, 114-115
business models, Shadow Broadcast

Services case study
initial business model, 212-214
sales force role and compensation, 

216-218
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subsequent business model, 215-216
business-to-business products, perceived

value of, 77-79
buying centers, 283-285

C
campaigns (advertising)

evaluating, 149-150
evaluating campaigns before

execution, 154-155
example, 150-153
Franklin Electronic Publication’s ad

experiment design, 155-157
planned experiments, 154
“vaguely right” entrepreneurial

marketing experimentation, 
153-154

improving before testing
copy strategy, 157-161
Hindustan Lever (HLL) missed

experimentation opportunity,
161-162

Synygy advertising campaign, 
162-165

Victoria’s Secret advertising and
testing strategy, 165

media evaluation, 167-171
media planning, 165-166
Search Engine Marketing, 171-174

definition of, 171
evaluating return on, 174-175
improving productivity of, 176

card sorting and evaluation, 54
category exclusivity, 100
CDNow, 25
channel conflict, managing, 125-128
channel dependence, 36
channel exclusivity, evaluating, 101-103
channel members, concept testing, 53, 

128-129
channels of distribution, 143-144
charter customer discounts, 62
checking references, 232
checklists, Sarbanes-Oxley, 230-232
choosing

employment prospects, 279
reps (contract sales agents), 199-200

chotchkas, 250-251
Cisco, 12
Clease, John, 21
clicks and bricks, 98-97
closing deals, 234
Code Jam, 274
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company Web sites, generating leads 
from, 223

compelling offers, establishing, 134-135
compensation of sales force, 208, 278-279

compensation for new versus existing
customers, 211-212

fixed compensation, 210-211
matching incentives, 208-210

competitive advantage, 13
competitors, proliferation of, 299-301
competitors’ marketing and channel

strategies, 36
concept screening, 54
concept statements, 50
concept testing, 39-46

caveats for, 55-56
channel members, 53, 128-129
concept statements, 50
data collection, 51-52
how questions should be asked, 53-54
idealab!, 44-45
Internet, 54-55
performing the test, 47-49
price, 49
Trakus, Inc., 40-43
Victoria’s Secret, 57
who to test, 52

consumer events, 248
contract sales agents (reps), 194-196

choosing, 199-200
direct versus rep, 197-198
effective rep management, 200
rep management and perceived value

proposition, 201
training, 234-235

control of sales force, 197
copy strategy (ad campaigns), 157-161
corporate culture, 277
corporate strategic partners/investors, 287
cost accounting, 61
“Cow Bell” accounts, 133
credible exposure, 240
crisis management, 188-189
current revenue, allocating resources based

on, 260-261
customer-determined pricing, 82-84
customer perceived value, 78
customer value, 78
customers, 

buying patterns, 36
fragmentation, 36
reaching, 133-134
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D
data collection, 51-52
deals, closing, 234
decision makers, 181
Dell Computers

direct to end user sales, 194
distinctive competence, 13

Delphi technique, 263
deployment of sales force, 205-208
direct to end user sales, 93-94, 193-194

direct versus rep, 197-198
personal/field sales, 202, 205
telemarketing sales, 202-205

disintermediation, 90-93
Disk on Key (DOK), 64
distinctive competence, 13-14
distribution, 87

channel conflict, 125-128
channel decisions, 88
channels, 143-144
clicks and bricks, 97-98
direct versus indirect, 93-94
dynamic distribution management, 

109-110
Franklin Electronic Publishers, 

112-113
Superscope, Inc., 110-112

evaluating options, 90-93
exclusivity options, 98-99

channel exclusivity, 101-103
Information Resources Inc., 100
item exclusivity, 103

franchising, 113-114
franchisee’s point of view, 115-119
franchisor’s point of view, 119-122
Rita’s Water Ice, 122-125

intensive distribution, 103-105
intermediaries, 89

Facilitating Search, 90
Reassortment/Sorting, 89
Routinizing Transactions, 89

owning your own distribution channels,
94-96

selective distribution, 105-107
Value-Added Resellers (VARs), 107

Nice Systems Ltd., 108
Preservation Hall Jazz Bands, 108-109

distributor fragmentation, 36
distributors, 194-195
DOK (Disk on Key), 64
Drudge, Matt, 183
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dynamic distribution management, 109-110
Franklin Electronic Publishers, 112-113
Superscope, Inc., 110-112

Dyson, Esther, 181

E
e-newsletters, generating leads from, 226
eBay, 62, 82
electronic newsletters, generating leads

from, 226
email campaigns, generating leads 

from, 226
employee recruitment

choosing prospects, 279
compensation, 278-279
positioning, 273-275
reaching prospects, 277-278
segmentation, 275-276
team building and corporate culture, 277

employee skill requirements, 37
Entertainment Publications, Inc., 174
EPinions, 280
Eskin, Gerry, 100
estimating sales response to resource levels,

262-263
Ethan Allen, 128
evaluating

advertising campaigns, 149-150
evaluating campaigns before

execution, 154-155
example, 150-153
Franklin Electronic Publication’s ad

experiment design, 155-157
planned experiments, 154
“vaguely right” entrepreneurial

marketing experimentation, 
153-154

chanel exclusivity, 101-103
distribution options, 90-93
media, 167-171
return on Search Engine Marketing, 

174-175
specific venture ideas, 39-40

evangelists/spokespersons, 183-185
event marketing, 240, 246-249
Evolution Robotics, 83
exclusivity of distribution, 98-99

channel exclusivity, 101-103
Information Resources Inc., 100
item exclusivity, 103

experience, 276
external support, 141-142
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F
Facilitating Search intermediaries, 90
field sales, 202, 205
financial marketing, 281-282

buying centers, 283-285
compared to product marketing, 282
financial marketing plans, 283-284
Initial Public Offering (IPO), 290-291
investors

angels, 285-286
corporate strategic partners/investors,

287
incubators, 287
institutional investors, 288
investor relations, 291-293
venture capital firms, 286-287

naming, 288
pricing, 288-289
venture marketing, 290

fixed compensation, 210-211
fixed costs, 61
fragmentation, customer/distributor, 36
franchising, 133-114

franchisee’s point of view, 115-119
franchisor’s point of view, 119-122
Rita’s Water Ice, 122-125

Franklin Electronic Publishers, Inc., 201
ad experiment design, 155-157
dynamic distribution management, 

112-113
free, 75
free trials, 242-243
functional segmentation, 275
fundraising, linkage to public relations, 185
future challenges of marketing, 8-9

G
gaining prospects’ interest, 228-230
generating leads, 222-227

company Web sites, 223
e-newsletters, 226
email campaigns, 226
pay per click (PPC) advertising, 224
tradeshows, 225-226
traditional advertising, 223
webinars, 224-225

geographical segmentation, 275
giveaways, 240-242

chotchkas, 250-251
free trials versus free products, 242-243
when to use, 244-246
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globalization, 8
Google

employee recruitment, 274
giveaways, 241

Gross, Bill, 44
Gross, Irwin, 78
gurus, 180

H
Hagel, John III, 16
Hakuta, Ken, 104
handling customer objections, 233
Harmsel, Gary Ten, 127
Heber, Yosi, 172
Herman Miller, Inc., 126-127
Hindustan Lever. See HLL
hit gauge, 42
HLL (Hindustan Lever), 26

missed experimentation opportunity, 
161-162

positioning and targeting, 27-32
Hotmail, 244
Hundt, Reed, 142

I
ICQ, 243
idealab!, 44-45, 188
iExchange.com, 139
Ikea, 4
improving

advertising campaigns before testing
copy strategy, 157-161
Hindustan Lever (HLL) missed

experimentation opportunity,
161-162

Synygy advertising campaign, 
162-165

Victoria’s Secret advertising and
testing strategy, 165

Search Engine Marketing productivity,
176

in-market methods
determining revenue at alternative price

levels, 63-64
stores, 68
Web, 64-67

incentives, matching, 208-210
incubators, 287
India, health issues, 28
indirect distribution, 93-94
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industry experts, 142
Indymac Bank, 204
influencers, 180
Information Resources Inc., 100
Initial Public Offering (IPO), 290-291
innovation, bias against, 302-303
InsiderPages.com, 139
institutional investors, 288
intellectual property, pricing, 75-76
intensive distribution, 103-105
intermediaries

Facilitating Search, 90
Reassortment/Sorting, 89
Routinizing Transactions, 89

internal resource plans, 136-137
Internet. See also Web

concept testing, 54-55
distribution, 97-98
impact on marketing plans, 7

intrapreneurship, 2
introductory discounts, 62
investor relations, 291-293
investors

angels, 285-286
corporate strategic partners/investors,

287
incubators, 287
institutional investors, 288
venture capital firms, 286-287

IPO (Initial Public Offering), 290-291
item exclusivity, evaluating, 103

J
Jaffee, Alan, 108
job fairs, 277
Jobs, Steve, 274, 246

K
Kathwari, M. Farooq, 128
Keidel, Robert, 26
keiretsu, 286
Kornbluh, Mel, 17-18, 192

L
labor versus capital intensity, 36
launch. See product launch
lead generation, 222-227

company Web sites, 223
e-newsletters, 226
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email campaigns, 226
pay per click (PPC) advertising, 224
tradeshows, 225-226
traditional advertising, 223
webinars, 224-225

Levy, Steve, 183
Lexus, 14
Lifebuoy, 28
Limited

distribution channels, 95-96
positioning, 23

longevity (chotchkas), 250
Loudcloud, 237

M
MacWorld, 246
made-to-order supply, 37
magazines, 182-183
Malec, John, 100
management

sales management, 191
compensation, 208-212
contract sales agents (reps), 194-201,

234-235
control issue, 197
direct to end user sales, 193-194,

197-198, 202-205
recruiting, training, and retention

strategies, 218-219
resellers/distributors, 194-195
role of sales force, 192-193
sales force organization and travel

costs, 208
sales force size and deployment, 

205-208
Shadow Broadcast Services case

study, 212-218
value-added resellers/distributors,

194-195
managing channel conflict, 125-128
manufacturer-retailer franchise, 114
manufacturing franchise, 114-115
Marantz, 110-112
market segmentation, 166
marketing, importance of, 3-5
marketing-enabled sales, 221

checking references, 232
closing deals, 234
gaining prospects’ interest, 228-230
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generating leads, 222-223
company Web sites, 223
e-newsletters, 226
email campaigns, 226
pay per click (PPC) advertising, 224
tradeshows, 225-226
traditional advertising, 223
webinars, 224-225

handling objections, 233
lead generation, 224-227
MetricStream, Inc. case study, 235-236
qualifying prospects, 227-228
relationship between marketing and sales,

236-237
sales process and marketing needs, 222
submitting proposals, 230-232
training, 234-235

markets for entrepreneurial survival, 36-39
mass buyers, 181
mass exposure, 240
matching incentives, 208-210
McMath, Robert, 21
media evaluation, 167-171
media planning, 165-166
MetaCreations Corp., 160, 248, 183
MetricStream, Inc. case study, 141, 

235-236, 274
Michelin, 26
Microsoft giveaways, 241
Miller, Michael, 183
MIT Entrepreneur’s Forums, 286
monadic testing, 53
Moore, Geoffrey, 136
Mossberg, Walt, 182
multiple marketing plans, 5-7

N
names, positioning, 25-26
naming, 288
Nandyala, Mrs., 30
naysayers, 181
NetFlix, 25, 97
Netscape, 25

giveaways, 240-241
New York Angels, 285
newsletters, generating leads from, 226
newspapers, 182-183
Nice Systems, Ltd., 108
NorthPoint, 142
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O
objections, handling, 233
offering bundle, 87
Ogilvy and Mather, 32
O’Reilly, Tim, 181
ONSale, 25
optimal allocation, 261-262
Oracle, 26
organization of sales force, 208
Orvis Company, 22-23

P
packaging, 87
paired comparison testing, 53
Palo alto PC Company, 53
partners for product launch, 142-143
patterns of customer buying, 36
pay per click (PPC) advertising, generating

leads from, 224
PayMyBills.com, 187-188
Peabody, Bo, 7
perceived value

attributes affecting, 79
business-to-business products, 77-79
perceived value proposition, 201
pricing, 74-75
SAS Institute, Inc., 80-82

personal sales, 202, 205
planned experiments, 154
planned level of revenues, 266
planning horizons, 266
Please Touch Museum, 25
positioning, 5, 12

for employee recruitment, 273-275
Hindustan Lever, 27-32
Limited, 23
names and slogans, 25-26
Orvis Company, 22-23
segmentation, 20-21
strategy, 166
Victoria’s Secret, 23-25

potential revenue, allocating resources
based on, 261

PPC (pay per click) advertising, generating
leads from, 224

PR. See public relations
Prahalad, C.K., 27, 31
pre-market methods of pricing, 68-69

price response depends on perceived
value, 71-73

price-concept testing, 69-71
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Preservation Hall Jazz Bands, 108-109
pressure to compete on price, 298-299
pressure to invest elsewhere, 303
price-concept testing, 49, 69-71
Priceline, 62, 83
pricing, 59-62, 288-289

charter customer discounts, 62
cost accounting, 61
customer-determined pricing, 82-84
determining revenue at alternative price

levels, 63-64
fixed costs, 61
free, 75
getting the price right early, 62-63
in-market methods

stores, 68
Web, 64-67

of intellectual property, 75-76
introductory discounts, 62
perceived value, 74-79
pre-market methods, 68-69

price response depends on perceived
value, 71-73

price-concept testing, 69-71
price response, 76-77
regular price, 62
variable costs, 61

product launch, 131-132
beta process, 137-141
channels of distribution, 143-144
checklist, 132
external support, 141-142
partners, 142-143
reference accounts

benefits of, 133
building internal resource plan, 

136-137
establishing compelling offer, 134-135
reaching target reference customers,

133-134
product placement, 240, 249-250
product pricing, 288-289
product positioning strategy, 166
product promotions. See promotions
production requirements, 36
productivity

of advertising, improving, 148-149
of Search Engine Marketing, 176

profit margins, 266
Project Shakti, 29
proliferation of competitors, 299-301
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promotions, 239-240
credible exposure, 240
event marketing, 240, 246-249
giveaways, 240-242

chotchkas, 250-251
free trials versus free products, 

242-243
when to use, 244-246

mass exposure, 240
product placement, 240, 249-250
try to buy, 240

proposal submission, 230-232
prospects (employment)

choosing, 279
gaining interest of, 228-230
qualifying, 227-228
reaching, 277-278

public relations, 179-180
blogs, 181-182
crisis management, 188-189
gaining perception of leadership, 180-183
groups to reach, 180-183
linkage to fundraising, 185
newspapers/magazines, 182
PR agencies, 185-187
spokespersons/evangelists, 183-185
timing of PR efforts, 187-188
video new releases (VNR), 183

pull marketing, 36, 39
purchase frequency, 36
purchase significance, 36
push marketing, 36, 39

Q-R
qualifying prospects, 227-228
quick market analysis, 45

reaching employment prospects, 277-278
Reassortment/Sorting, 89
recruiting employees

choosing prospects, 279
compensation, 278-279
positioning, 273-275
reaching prospects, 277-278
segmentation, 275-276
team building and corporate culture, 277

recruiting sales force, 218-219
Red Herring, 185
reference accounts

benefits of, 133
building internal resource plan, 136-137
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establishing compelling offer, 134-135
reaching target reference customers, 

133-134
references, checking, 232
regular price, 62
Relational Software, 26
relationship between marketing and sales,

236-237
reps (contract sales agents), 194-196

choosing, 199-200
direct versus rep, 197-198
effective rep management, 200
rep management and perceived value

proposition, 201
training, 234-235

reputations, 14
resellers, 194-195
resource allocation, 253-254

Alloc software, 266-272
based on current revenue, 260-261
based on potential revenue, 261
estimating sales response to resource

levels, 262-263
insights and fallacies, 260-262
optimal allocation, 261-262
sample illustrative problem, 254-260
Victoria’s Secret case study, 263-264

response to price, 76-77
Retailing Insights, 40
retention strategies (sales force), 218-219
revenue

allocating resources based on current
revenue, 260-261

allocating resources based on potential
revenue, 261

determining at alternative price levels,
63-64

Rita’s Water Ice, 122-125
Riya, 181
Rockey, Helen, 105
role of sales force, 192-193
Routinizing Transactions, 89

S
sales force

compensation
compensation for new versus existing

customers, 211-212
fixed compensation, 210-211
matching incentives, 208-210

contract sales agents (reps), 194-196
choosing, 199-200
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direct versus rep, 197-198
effective rep management, 200
rep management and perceived value

proposition, 201
training, 234-235

control issue, 197
direct to end user sales, 193-194

direct versus rep, 197-198
personal/field sales, 202, 205
telemarketing sales, 202-205

recruiting, training, and retention
strategies, 218-219

resellers/distributors, 194-195
role of, 192-193
sales force organization and travel 

costs, 208
sales force size and deployment, 205-208
Shadow Broadcast Services case study

initial business model, 212-214
sales force role and compensation,

216-218
subsequent business model, 215-216

value-added resellers/distributors, 
194-195

sales management, 191. See also marketing-
enabled sales

compensation, 208
compensation for new versus existing

customers, 211-212
fixed compensation, 210-211
matching incentives, 208-210

contract sales agents (reps), 194-196
choosing, 199-200
direct versus rep, 197-198
effective rep management, 200
rep management and perceived value

proposition, 201
training, 234-235

control issue, 197
direct to end user sales, 193-194

direct versus rep, 197-198
personal/field sales, 202, 205
telemarketing sales, 202-205

recruiting, training, and retention
strategies, 218-219

relationship between marketing and sales,
236-237

resellers/distributors, 194-195
role of sales force, 192-193
sales force organization and travel 

costs, 208
sales force size and deployment, 205-208
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Shadow Broadcast Services case 
study, 212

initial business model, 212-214
sales force role and compensation,

216-218
subsequent business model, 215-216

value-added resellers/distributors, 
194-195

salespeople. See sales force
Sarbanes-Oxley checklist, 230-232
SAS Institute Inc., 80-82
saturation levels, 267
SBU (Strategic Business Unit), 35
Sculley, John, 274
Search Engine Marketing, 171-174

definition of, 171
evaluating return on, 174-175
improving productivity of, 176

segmentation, 5, 12, 166, 275-276
examples, 17-18
of investors, 285

angels, 285-286
corporate strategic partners/investors,

287
incubators, 287
institutional investors, 288
venture capital firms, 286-287

positioning, 20-21
value proposition, 14-15
virtual communities, 16

segmentation audit, 18-19
selective distribution, 105-107
service requirements, 37
Shadow Broadcast Services case study, 212

initial business model, 212-214
sales force role and compensation, 

216-218
subsequent business model, 215-216

Shaffer, Richard, 181
Sherwin Jr., Elton, 53
Shipley, Chris, 181
short-term pressures, 303-305
size of sales force, 205-208
slogans

positioning, 25-26
rules for, 26

software, Alloc, 266-272
Southwest, 14
Spitz, Eric, 40
spokespersons/evangelists, 183-185
Starbucks, 20
Stern, Howard, 160
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Stiffler, Mark, 296
stores, in-market methods, 68
Strategic Business Unit (SBU), 35
submitting proposals, 230-232
Superscope, Inc., 110-112
survival, markets for entrepreneurial

survival, 36-39
sustainable competitive advantage, 13
Synygy, Inc. case study

advertising campaign, 162-165
building strong brand, 296-297

T
Tandems East, 17-18, 192
targeting

Hindustan Lever, 27-32
target reference customers, reaching,

133-134
target segment, 15
value proposition, 14-15

team building, 277
telemarketing sales, 202-205
timing of PR efforts, 187-188
tradeshows, generating leads from, 225-226
training sales force, 218-219, 234, 235
Trakus, Inc., 40-44
travel costs of sales force, 208
trend analysis, 44
Trust Aid, 135
try to buy promotions, 240

U
UFOC franchising, 118
unique value proposition, 12, 21-22

Limited, 23
Orvis Company, 22-23
Victoria’s Secret, 23-25

Unlimited Results, 218
utility.com, 67

V
“vaguely right” entrepreneurial marketing

experimentation, 153-154
value

perceived value
business-to-business products, 77-79
pricing, 74-75
SAS Institute, Inc., 80-82
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price response depends on perceived
value, 71-73

value proposition, 11-12
distinctive competence, 13-14
segmentation, 14-15
sustainable competitive advantage, 13
targeting, 14-15
unique value proposition, 12, 21-25

value-added distributors, 194, 195
Value-Added Resellers. See VARs
variable costs, 61
VARs (Value-Added Resellers), 107, 137,

194-195
Nice Systems Ltd., 108
Preservation Hall Jazz Bands, 108-109

venture capital firms, 286-287
venture marketing, 290
Victoria’s Secret, 263-264

advertising and testing strategy, 165
concept testing, 57
distribution channels, 95-96
in-market methods of pricing, 68
positioning, 23-25

video new releases (VNR), 183
Videocart, 40-41
Viewpoint, 143, 248
viral marketing, 243-244
virtual communities, 16
Virtual Vineyards, 126
visibility (chotchkas), 250
VNR (video new releases), 183

W-X-Y-Z
Wacky Wallwalkers, 104-105
waste of advertising expenditures, 147-148
Web

concept testing, 54-55
generating leads from websites, 223
in-market methods, 64-67

webinars, generating leads from, 224-225
Wexner, Les, 95, 263
wholesaler-retailer franchise, 114
Wilczak, John, 248
Wildstrom, Steve, 183
Winblad, Ann, 180
Wine.com, 126
word of mouth, 124
Wurman, Richard Saul, 181
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