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INTRODUCTION 
 
Many technology entrepreneurs and business executives do not place enough emphasis on a critical business 
step in selling their products or services.  This business function is technology marketing.  They believe that once 
a product is developed, the organization should immediately hire a sales force or locate a sales channel.  They 
skip a crucial element in the process; technology marketing.  By taking this short cut, the business suffers from an 
inefficient sales process that impacts order and revenue results.  Too often, technology marketing is an after 
thought that is poorly executed.  The result is weak sales performance. 
 
A technology company may complain of poor performance of their sales force and/or sales channel.   The 
company may attempt to improve sales through a series of corrective actions such as incentives and/or negative 
reinforcement.  Before blaming the sales channel or sales force, the company should determine if the problem is 
caused by weak technology marketing systems.  By improving the technology marketing systems, the company 
can improve its sales results much easier and more effectively. 
 
An effective technology marketing program provides direction, tools, and support for the sales force.  It also aligns 
the sales channels with the organization’s delivery resources.  The technology marketing program consists of 
product marketing, product management and sales channel management.  Successful companies have learned 
that a product marketing strategy followed by a product management process greatly improves revenues and 
profits.  Market winners and leaders develop these processes while struggling companies use poorly defined 
marketing processes and systems.  
 
 Some business people think that the best product wins in the marketplace. The reality is the best marketed 
product wins in the marketplace.  High technology industries have numerous examples of superior products that 
were not winners in the marketplace.  They include:   
 

·  Beta (vs. VHS) 
·  OS2 (vs. Windows)  
·  Apple Computers (vs. IBM).     

 
The examples demonstrate the power of technology marketing. 
 
[Please Note:  An outstanding marketing system cannot make up for a very weak or underperforming product.  
Conversely, a great product cannot overcome a weak marketing system.   
 
For the sake of this article, InitialPoint will combine the terms products and service into products.  While 
technology products and services have different requirements and are sold differently, the marketing process is 
the same for both.  In this context, InitialPoint will use the term product as the offering that your company is 
providing to the market, whether that is a product or a service.] 
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Every technology company needs a marketing and product management process for their products.  Below is a 
brief overview of the marketing systems and processes that are necessary to improve the sales performance of 
your products. 
 
Technology marketing systems includes product marketing, product management and channel or sales 
management.  Product marketing tasks include: 
 

·  Defining markets 
·  Selecting target customers 
·  Analyzing competition and determining how to beat them 
·  Defining the company’s competitive advantages 
·  Setting the right price points for the intended markets 
·  Selecting channels (direct, indirect, etc…) 
·  Devising introduction strategies 
·  Determining the best strategies for winning in the marketplace. 

 
Product Management includes a variety of steps that helps sell your product including: 
 
·  Demand creation 
·  Lead generation 
·  Sales support systems 
·  Alignment of delivery system with sales 
·  Channel management 
·  New product and feature realization.   
 
Channel (or Sales) Management includes: 
 
·  Sales Training for the channel (including new features and updates) 
·  Establishing sales objectives and quotas 
·  Performance monitoring and management 
·  Sales funnel management (managing and reporting steps in sales activities per customer) 
·  Forecasting (for revenue, cash flow, productions and implementation schedules) 
 

PRODUCT MARKETING 
 
Product marketing begins with sizing the market and selecting the target for the company to focus its sales efforts.  
In today’s market, customers want technology providers to know their problems, speak their language, and have 
solutions that specifically meet their needs.  Successful technology companies use their marketing strategies to 
guarantee that their product comes as close as possible to meeting their customers’ specific needs.  Product 
marketing uses the process of target selection and matching customer needs to product capabilities.  The more 
that you understand your customers’ needs and can make your product meet those needs, the better your 
chances of success. 
 
Customer targets and market share goals should be established.  These targets set goals and focus for the sales 
teams, and enable the company to perform financial planning. 
 
Product marketing analyzes competition to determine how current market needs are being met.  Competitive 
analysis gives you an idea of how successful you can be.  Later, the product management process develops 
strategies to position your product against competition in the anticipation of winning in your target market place. 
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Product marketing sets pricing.  Product pricing should be a function of value and competition.  By determining 
the customers’ needs (and thus your value) and competitive pricing, the product management process can set the 
pricing used to take your product to market.  The pricing function can also determine the elasticity of the customer 
demand.  Elasticity of demand determines how much volume the market will purchase based upon price points 
and alternatives. 
 
 
Finally, channel selection should take place.  The organization should analyze which channel(s) will provide 
optimum sales performance, select that channel, train the sales force and then manage the sales force to achieve 
the desired results.  Channel selection is a complex process that examines a number of attributes and variables in 
each channel opportunity. 
 
A winning product is: 
·  Targeted for specific customer segments and markets 
·  Positioned to meet customer demands better than any other competitor or alternative 
·  Priced to maximize revenue and margins while satisfying customer needs 

 
A good product marketing program should reach those three objectives. 

 
PRODUCT MANAGEMENT 
 
Product management begins by way of demand creation and ends with creating sales support systems that make 
your sales people and sales channels much more productive and successful. 
 
Demand creation is the economical way to create awareness of your technology solution in your target market.  
Technology companies must craft their message carefully to make certain that targeted customers will gain 
interest quickly and will pursue your company as a solution to their problem.  Demand creation must also 
generate an adequate volume of interest in your attended market.   
 
Demand creation coordinates a number of vehicles and venues including: 
·  Advertising in various media forms 
·  Public relations 
·  Trade shows 
·  Direct Mail 
·  E-mails and web traffic  
·  Co-op promotion programs 
·  Newsletters 
·  Tele-sales and tele-leads 
Once demand is created, you should have the proper systems to convert leads to sales.  A crucial element of that 
lead to sales conversion is a sales support system. 
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A successful sales support system provides a toolkit that can enable sales people and sales channels to more 
effectively sell the product.  A typical sales support system includes: 
  
1. Sales Support Documents (Sales Representatives Playbook) 

·  Value proposition (targeted to the key buyers/influencers) 
·  Sample presentations 
·  Profiles of Key Buyers including:   

o Motivation 
o Behavior 
o Tendencies 

·  Industry References 
o Terminology 
o Industry research and sources 
o Customer research 

·  Pricing and cost justification documents and worksheets 
·  Product reliability validations: 

o Customer reference lists 
o Testimonials 

·  FAQs for customers and sales representatives 
·  Competitive positioning 
·  Sample proposals 

o Template(s) 
·  Standard contracts 

o Template(s) 
o Standard terms and conditions 

·  Sales process descriptions 
o Sales call reports and expectations 
o Sales surveys  
o Analysis of sales process by customer 

 
2. Technical Support  

·  Technical support materials 
o Specifications 
o FAQs 
o Product knowledge 
o Technical sales support resources and contacts 

·  Project management documents  (such as an Installation Project Plan - if required) 
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3. Sales Support Process 
·  Your company’s internal sales process 
·  Approval process for: 

o Discounting and pricing 
o Contract term changes or amendments 
o Pre-Sales technical work and support 
o Installation schedules 
o Customization and special projects 

·  Sales surveys 
·  Sales process checklists 

o Does the customer have budget this year? 
o Have all members of the committee been approached? 
o What is customer’s buying process? 

 
Whether your product is sold directly or via a number of indirect sales channels, the tools listed above are 
necessary to train the sales force (channel).  The above elements of product management are necessary for 
every technology product. 
 
The goals of a sales support system are: 
·  Make your sales channels better educated about your products, their capabilities and advantages 
·  Make your sales channels better educated about your target customers, their behavior and their needs 
·  Permit sales channels to better match customer needs and opportunities with your products and capabilities 
·  Reduce non sales contact activity such as proposal and contract preparation 
·  Provide procedures and policies for the sales channel to manage exceptions, customizations  and new 

opportunities properly 
·  Better target and focus your sales activity 
·  Bond the sales force together to provide team oriented sales 
·  Integrate the sales force with the rest of the organization 
 
 
Once the product management process is in place, the company must manage the sales force or sales channel.  
Sales funnels and forecasts and reports must be reviewed to make certain that sales are being made.  Sales wins 
and losses must be analyzed to determine if the company must make adjustments to a number of marketing 
challenges such as: 
 

·  New competition 
·  Changes in competitors pricing (up or down) 
·  Change in customer perception of your product 

o Quality 
o Value 

·  Competitors exiting the market 
·  Economic hardships or boons affecting the industry 
·  Other changes to your target customers and their industry. 
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The product management process also includes a realization process in which the company lines up its ability to 
introduce, promote, sell, install, and support new features to its product.  The realization process makes certain 
that every aspect of the company is ready to support the sales efforts of new products, services, or features.  
When you introduce a new feature or product, your product management should co-ordinate a number of steps to 
insure immediate impact: 
·  Create a Value Proposition 
·  Create an Economic Cost Justification 
·  Determine Product Availability 

o Support 
o Implementation and Installation 

·  Co-ordinate and line up Beta Customer(s) 
·  Manage the Beta Process  
·  Generate Introduction Communications 

o Publicity and Press Releases 
o Trade Show announcements 
o Announcements to existing customers 
o Announcements to prospects and non-customers 

·  Educate the sales channels as to the benefits of the products or feature 
·  Establish product pricing 
·  Create customer references and testimonials 
 
 

SUMMARY 
 
Establishing an integrated marketing system is one of the most important investments that any company should 
make.  Too often organizations, don’t build the proper marketing system to efficiently sell their products.  An 
efficient marketing system does not have to be bureaucratic or expensive.  Instead, your marketing system should 
be nimble, agile, and disciplined.  Your marketing organization and system will target, support, and even help 
manage your sales force and channels.  Your marketing system makes certain that your organization is selling 
what you can deliver and support.  An effective marketing approach leads to increased sales, better sales 
productivity, and increases market leadership potential. 
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INITIALPOINT SERVICES 
 
As you can see, the marketing of your product has a number of variables and issues required to manage.  
InitialPoint can provide a number of services to you to help set up your marketing systems.  InitialPoint can 
provide: 
 

·  Marketing Systems Assessment.  Among the questions, our assessment will answer include: 
o Do you have the right target for your product? 
o Are your products competitive enough? 
o Do you have the right sales channels and sales force? 
o Do you the right tactics for new customers vs. existing customers? 
o Do you have adequate sales support? 
o How productive are your sales efforts? 
o How effectively are you managing your sales channels? 
o How effective are your demand creation systems? 

 
·  Market Planning 

o Selection and evaluation of Target Markets 
o Competitive Analysis and strategies to position your products better 
o Pricing Analysis that maximizes revenue and margins 
 

·  Market Research 
o Locating of Channels 
o Locating new Markets and opportunities for your products 
o Locating new products that may complement your products  
 

·  Sales Support Systems 
o Sales Representative’s Tool Kit (or Playbook) 
o Sales Process Flow Definitions 
o Sales Policy Definitions 
o Sales Funnel, Tracking and Forecasting Systems 
 

·  Implementation of: 
o Product Management System(s) 

� � Supporting Documents 
� � Product Management Workflow 

o Creation of Sales Support Systems 
o Sales Force and Channel Training 
o New Product and/or feature program management 

·  Channel Management. 
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FREQUENTLY ASKED QUESTIONS 
 
 

What are signs of a weak product management system? 
 
The following list contains a few symptoms of weak marketing systems.  Do you recognize any of these in your 
organization? 
 

·  Few sales leads are coming into the company 
·  Sales productivity is low 
·  Sales cycles are too long 
·  The company’s best sales representative is the owner or President 
·  Sales representatives spend too much time on proposal preparation 
·  Inconsistencies occur in proposals and sales contracts 
·  Sales representatives are not confident in the products and limit their sales calls 
·  Surprises resulting in losses occur when the customer makes their final decision 
·  Final sales margins erode 
·  Product and service implementations can be long and lengthy 

 
 
 

What are signs of a strong product management system? 
 
The following list contains a few symptoms of strong marketing systems.  Do you recognize any of these positive 
sales events in your organization? 
 

·  The phone rings and emails come in requesting your products 
·  Sales representatives spend the majority of their time in conversation with customers 
·  Sales cycles become short and some sales seem to happen overnight 
·  Proposals are: 

o Consistent throughout the sales force 
o Able to be understand by customers 
o Implemented properly by the production and implementation teams 

·  Sales representatives uncover new product opportunities and new fits that you did not imagine for your 
products 

·  Sales funnels are consistent, easy to read and predictable 
·  Final sales margins stay as planned 
·  Product implementations are consistent.  They company is able to easily install what the sale 

representative sold to the customer 
·  Your customers are loyal.  They refer business to you and buy more product from you 
·  Your market share rises and you become a market leader 



 

9 

Am I too small to invest in product marketing and product management? 
 
No.  Proper product marketing, product management, and sales support systems are what separate winning 
companies from unsuccessful companies.  The processes required to improve sales are necessary for every 
company, regardless of size.  While the processes are the same, the investment and development of systems will 
vary by the size of product and size of company.   
 
InitialPoint offers services that help small companies get started with their product marketing, product 
management, and sales support.  Our services are tailored for small companies who want to manage their 
investment wisely.  We help companies set up their systems and give them the templates and process workflows 
that permit them to self manage these processes into the future. 
 
We start with an assessment and then design a program that helps improve your sales results and productivity as 
quickly as possible.  We tailor our program to meet your budget.  The efforts are a partnership.  InitialPoint 
provides the leadership, experience, templates, and project management to implement/improve your marketing 
systems.   The more that you can contribute to the development and improvement of your system and participate 
in the process, the quicker your improvements will occur and lower your costs will be. 
 

Am I too large to use and Initial Point to meet my marketing needs? 
 
No.  Initial Point has proven systems that can be used for companies of all sizes.  Our resources and experiences 
can provide the right focus on your products and set them up to be successful in the marketplace.  Our services 
can supplement and assist your organization if resources are limited. 
 
 
You should consider InitialPoint if you have new products or new channels that you wish to explore.  InitialPoint 
can save you resources and permit your existing sales force and channels to stay focused on current products.  
InitialPoint is great for new product introductions. 
 

Why InitialPoint? 
 
There are four reasons to use InitialPoint:   
 
1. InitialPoint has a team of proven, experienced people who have been winners in the marketplace.  Our 

experience is deep and successful in technology marketing.   
2. We use proven marketing systems, processes, and templates.  We help you implement these systems 

which save you the time of building and managing your own systems.  We used our own experiences along 
with industry specific materials and processes to build our marketing systems. 

3. We use industry best practices from a variety of sources into our systems 
4. We have industry connections and access to markets, channels, and even complementary technology. 
 
If you want to be the best, you should work with the experts who have a history of success in technology 
marketing. 
 

Can I afford InitialPoint services? 
 
Perhaps the question should be “ Can I afford to not use InitialPoint services?”    By not producing quality 
marketing systems, your company will be unable to grow and sustain itself in the marketplace.  The right 
investment in marketing makes your sales much more effective.   
 
InitialPoint’s services can be tailored to meet a variety of budgets.  After we assess your operations, we will 
propose to you the right level of services that will enable you to find a rapid return on your investment.   
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Will it be tailored for my company? 
 
InitialPoint will not know your products as well as you, but we do know how to win in a variety of markets.  We 
have the experience to make technology products successful.  We will evaluate your systems and interview you 
about your products.  We will combine our marketing knowledge, experience and systems with your unique 
situation.  We will recommend and even help you implement the right approaches to improving your sales results. 
 
 

Could I do this myself? 
 
If you are satisfied with your sales performance, then you don’t need InitialPoint. 
 
If you are not satisfied, you could try to improve your technology marketing yourself.  How would you know which 
are the best actions to take? 
 
InitialPoint’s goal is not to become your technology marketing department, but rather to complement your existing 
marketing and sale operations.  We will help you develop the systems or improve the operations so that you can 
manage your technology marketing operations better internally.  Since we are experienced and proven, we can 
help you get there faster and more effectively. 
 

How do I get started? 
 
Sign up for InitialPoint’s evaluation service.  For an affordable price, we will perform an evaluation of your system 
along with recommendations.  If you like, we can then help you implement those suggestions.  Then we expect 
your sales to grow!  

 
How do I contact InitialPoint? 
 
To see if InitialPoint can improve your marketing operations, please contact us at: 
 
InitialPoint, LLC 
2130 Hedge Gate Blvd. 
Beavercreek, OH 45431 
www.initial-point.com 
 
David Gasper, CEO 
(937)-673-8654 
David.Gasper@Initial-Point.COM 
 
Definitions 

·  Elasticity – the relationship between price, substitutions (or alternatives) and demand 
·  Channel – the means in which your products are sold.  Direct channels include a sales force that is 

directly employed by your organization.  Indirect channels are all other means of selling your products 
that do not include your internally employed sales force 

·  Value Proposition – A communications message that highlights the main reasons why the customer or 
prospect would wish to purchase your product 

·  Economic Cost Justification – A toll that permits a customer to make budget decisions and justified the 
expenditure in your product during the current sales cycle 

·  Targets – determining the audience who is most likely to buy your products that you can reach 
·  Tele-Sales – sales that can be made via a telephone call without requiring an onsite visit from a sales 

representative 
·  Tele-Leads – prospecting performed via the telephone in which the telephone caller determines that the 

prospect would be a candidate to receive a face to face sales call from a sales representative 


