
Questions	  from	  Webinar:	  Customer-‐Focused	  Marketing	  

Q: What percentage of Sales are typical Marketing Budgets in our industry? 

A: Unfortunately the typical budget is zero. What I find on P&Ls is the amount of spending that 

was categorized as marketing as opposed to a true marketing intentional spend. Rental & Staging 

or Systems Integration companies with an active budget will typically allocate 0.5% up to as 

much as 2% of total revenue on marketing efforts. A major one-time initiative such as a new 

website or a twenty-fifth anniversary celebration could add to that figure in a given year.  

Q: One of the challenges we have is that the senior mgmt team at our client company relies upon us and 

tells us things that would imply we should be in the upper right quadrant in your example.  

Unfortunately, procurement "owns" our relationship with that client.  Procuement is trying to force us 

into the lower left quadrant.  We've been juggling this for a while and trying to get procurement and 

senior mgmt to talk.  We're about ready to give up.  Any ideas for us? 

A: What this sounds like to me is that your direct client asks for a scope of work and pricing, but 

your client’s procurement department really has the final say. There are a couple of approaches 

you might take. First, you go back to your Senior Management client with the revised budget 

from procurement and a corresponding revised scope of work. Chances are that Senior 

Management is out of sync with even more Senior Management that is behind the procurement 

initiative.  

If that is not the case, then tell procurement no. Based on what was asked of you by the 

economic buyer, this is the price. They (procurement) are welcome to put it out to bid, but you 

want the right to quote on the project that procurement bids out. 

Another alternative is to insist that Senior Management put the job out to bid through 

procurement with a complete capabilities pitch – the whole dog and pony show.  

Bottom line is that you have to have a clear understanding of your costs and be able to defend it 

at least to yourself. Walk away if you have to, but I expect that there are still come savings you 

can bring to the table.  

Q: There are over 1B websites today. What are the chances a customer is going to find yours? I think 

this is still a relationship busines first. 

A: If we are relying on the interwebs to deliver prospects to our websites, then yeah – we are 

wasting our time. However, we all have a website on our business card, email signature, and our 



company name will probably yield a website in a Google search. If your website fails to 

represent you well, then expect to start at a lower margin if the customer chooses to engage at all. 

Q: If you have multiple divisions within your company (one that competes on product/low price, and 

one that competes on quality of service/high price), how do you balance these competing value 

propositions within the same website? 

A: I would suspect that these VP’s are targeted to different customer segments, or at least 

different customer profiles. If so, then you have to differentiate the profile on your web page. 

Remember the first website example in the webinar that talked about the types of event? There 

was a VP for the Do-It-Yourselfer in addition to Meeting Planners and Corporate Events. 

Operationally, you have to keep the products, services, and processes of the low-price VPs 

separate from the high price ones or the whole thing starts to unravel. 

Q: How do I measure the ROI of Marketing? 

A: Measure the change in business from period to period; measure the percentage of repeat 

business; measure lead times – there are all sorts of metrics that can be improved with the help of 

better marketing. 

What doesn’t work is tracking leads straight to revenue then to profit. That’s straight-line 

transactional thinking that cause you to lose sight of the real goal, touching as many folks as 

possible with your VP 

There is a leap of faith in marketing. You have to ask yourself the question, “Would we still be 

where we are now if we didn’t market?” Many companies answer this question dishonestly 

because they want to think that luck and circumstance are what bring in the opportunities, which 

they sometimes do. Even if your marketing efforts are minimal, those dumb luck leads will have 

been influenced by your branding, reputation, or at the very least your website.  

Q: We will struggle to define our intangible value proposition. How should we  go about figuring out 

what it is? 

A: Ask yourself why customers choose you over other companies. If everything were equal 

(your quote and competitor’s quote were apples to apples) why would you win? If you determine 

that it is a free service you provide, then that is simply a product with no revenue but with 

expense. No, the intangibles are things like attitude, helpfulness, consistency – these are things 

that are not accidental but you can’t just buy them either.  



Sometimes you can’t discover your Unique Value Proposition on your own. Ask for help. Your 

customers and suppliers can help, but so can a third-party review. Get your marketing firm or 

advisors involved.  

Q: This all makes sense, but sometimes you just need to ask for the business. How can you grow if you 

don’t try to close? 

A: Great question. This session is really about marketing and creating opportunities to eventually 

have a piece of business that is negotiable. You can’t ask for business that isn’t there. First you 

need to position yourself as a viable option. Second, you need to be ready for the inevitable 

opportunities. In our next webinar we will drill down into the process of responding to RFPs, 

which will be our first stab at actual selling techniques. But I will forewarn you, “asking for the 

business” is a last resort. 

I also sense a lot of frustration in this question. Sales is no longer just about selling techniques – 

unless you are buying Ginzu Knives at the State Fair. I am a sucker for a good sales pitch and 

have the useless kitchen gadgets to show for it. Look at the trend in auto sales. Traditional hard-

sell dealers are having to change their approach. There are still uneducated buyers out there that 

seem to have “prey” tattooed on their foreheads, but you can now buy a new car without the 

slimy car salesman experience.  

We all have salespersons that wait too long for the customer to make the next move. How much 

effort have we put into training them on negotiating and closing? 

 


