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INTRODUCTIONS

Who in the audienceé

» Works for a large company? A start  -up? Anything in between?

»  Works for a nonprofit?
» Works for the government?

Who i sé
» An entrepreneur?
» Atechnologist?
» A business person?
» Others?

Who works or is working
» In sales?
» Using a CRM system
» Using web statistics on traffic or sales?
» At which companies?

What are you | ooki

ng
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< \WHO IS THIS GUY AND WHY IS HE TALKING TODAY ?

4 Outsourced executive for tech ventures

’ Leverage cloud consulting network to meet all
business needs of tech ventures

’ Emerging technology focus
»  Web20and30
»  Cleantech
»  eHealth

»  Also developing mobile, RFID, others

4 Channels:

»  Growthroute (website)

»  Growth Times (blog)

»  Semantics Incorporated (blog)

» Clients: Canada, U.S., South Africa

’ Follow me on Twitter: gregboutin

’ Connect on LinkedIn: gregboutin

Work history:
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Currently founder at Growthroute Ventures
Marketing Dir. for web start  -up in Waterloo
Boston Consulting Group in Toronto

Founded Solar Power 2.0 portal

Commercial Attaché for French Ministry of
Finance in Asia

Corporate Sales at France Telecom and
Product Management at Nestle

Enjoy scuba diving, apnea swimming, camping,
computers (incl. programming)

Originally French, but know nothing about wine,
cheese, and good food

Live in Guelph, moving back to TO in December


http://www.growthroute.com/
http://www.growthtimes.com/
http://www.semanticsincorporated.com/

GROWTHROUTE

<@ WHAT GROWTHROUTE AND | DO VENTURES -3

<» Market and Customer Understanding <> Sales Formula and Process
Interviews, Surveys, Secondary research,
Competitive intelligence, Revenue analysis
Personas and segmentation

< Branding and Sales Materials
Visual identity, Collaterals, Tradeshow material

<) Lead Generation and Brand Awareness

<» Core Competency Inventory & IP Strate
P <y y gy Channels: Web (website, blogs, social medias,

<> Market Selection Workshop SEO, podcasts, webinars), Press releases, Industry
<) Business Model and Monetization magazine articles, Events, Direct mailings

<> Company and Product(s) Positioning <> Messaging, Thought Leadership Platform
<> Product Development Organization <» Web Presence and Social Networking

_runp Jscaie

<> Fundraising Roadmap <> Mainstream Preparation
Whole product development
Strategic partner acquisition
Beachhead market capture

<> Organizational Structure and Growth
Job ads, Candidate sourcing, Selection process
Performance management, Job descriptions

<» |Investmentreadiness

Business Case Development
Pitch and Business Plan Creation

<» VC/Angel/PEinvestmentsourcing
Investor Selection and Introduction
Pitch Delivery Coaching, Participation
Valuation and Terms Optimization <» Management Analytics and CRM Systems

Due Diligence Assistance Nurture marketing, Lead scoring, KPI reporting

<> Grant Applications <> Pricing and Profitability Optimization



<€ SELLING IS THE CULMINATION
OF A (MOSTLY) UNDERGROUND EFFORT




<€ TRENDSIN SALES

» Not selling, oO0getting
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Trust network recommendations

Personal sales
Consultative sales

»  Value/cost bar keeps being raised
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Innovative / disruptive solutions
Mass-customization
Laser-focus segmentation

Free

Greater customer requirements

» Data-driven sales
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Electronic sales

De-humanized sales
(see next TPMAOGs t
digital body language)
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$

1,000

One business trip (airfare, car rental and hotel)

Unlimited online meetings per month

3. Try it free for 30 days.

FREE 30-DAY TRIAL

GololMeeting

on Decoding buyers



<9 |T® SIMPLE:
GROW REVENUESFASTER THAN SALES COSTS
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<® THE SILVER BULLET: INGENUITY

» Technology is the main lever to grow revenue and decrease cost of
sales:

» Brand awareness and recall
» Lead generation

» Lead conversion

» Ticket size

» Repeat sales

»  Fulfillment

»  But without ingenuity and deliberate design, technology has an
uncanny ability to turn into a sales cost (remember providers of
technol ogy al so want to I ncrease rev:



<® SOLUTION : BUILD A SALES AND MARKETING FORMULA

» Profitable
» Replicable
» Dependable
» Sustainable



<9 GETTING TO THE GROWTH FORMULA
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UNDERSTAND MARKET

Capability analysis
o Existing technological assets
o Existing organizational and market assets
o Adjacent assets (i.e. quick and easy to
develop f acquire)

Secondary research:

o Leverage experience: professional expertise
of founders and employees

o Analyst reports, articles, external data (incl.
data mining], expert interviews

Primary research: survey, prospect and
customer interviews, observation, panel,

Competitive analysis: PR, clients, partners,
distributors, salesforce

Revenue and customer satisfaction analysis :
traffic analysis, win-loss analysis, customer
feedback, point-of-sale data, marketing
campaigndata

Segmentation + Personas
Product development

Revenue model
Sales process blueprint

GENERATE DEMAND

Campaign design decisions:
by client type
by growth stage
by need/product type
by sales stage
By capacity to deliver whole product vs.
potential for high-volume

Positioning, messaging, branding, thought
leadership

Demand generation channels: Word-of-mouth,
Events, Partnerships, Blogging / commenting,
Website + SEQO/SEM, Articles, Podcasts, Webinars,

Community / Groups, Social networking, Direct
mailing, Newsletters, Proposals / RFPs, Videos, Ads

Demand conversion channels: direct salesforce,
VARs (local and national), OEMs, system integrators
Demand fulfillment channels: retailers, 2-tier and
1-tier retail, intemnet retail

Organizational design: budget allocation, 5&M VP,
product marketing manager, rest of 5&M team

Sales process model
Distribution strategy
Communications campaign

SATISFY CUSTOMERS

Gain stronghold: early adopters, then
mainstream references

Whole product design: Standards+procedures,
Manuals, Financing, Support, Training,
Installation, Additional hardware, Community
of users, APIs f user-generated extensions

Marketing nurturing
o Leadlevels1-3
o Clientslevels4-6

Data collection

o Leads f Traffic (Lead scoring)

o Sales

o Usage, Relationship
Support systems: CRM system with mgt.
reporting dashboard, Web analytics

Sow from your harvest: free enough margin to
keep delivering the best solutions and remain
the preferred vendor / provider

Be your own best competitor

Saturate the space, edify barriers, continue to
grow capacity until market absorption
threshold, then optimize operations further
Grow adjacent markets




<% COMMON

Outlook 2007

with Business Contact
manager

ZohoCRM

SugarCRM

MS CRM Dynamics

Salesforce.com

CRM SYSTEMS

Most know how to use Outlook

Surprisingly robust functionalities

Free with Office

But nooffline capabilities and limited sharing

Fully webbased
Integrated with otherZohoapps
NeedZohoCRM pro for email marketing

Active support community,

Addons e.g. check client tweets, pull other data
from social network sites

Web-based but client to install

Good integration with MS suite
Canbe hosted directly by company
Extensivelycustomizable

Leading application, most comprehensive
Ecosystem of'$-party applications

A
A
A
A
A
A
A
A
A
A
A
A
A
A
A

$149.95 (ongtime)

http://office.microsoft.com/en
us/contactmanager/FX10167417:

033.aspx
Free with Office suite

$0-$300

http://www.zoho.com/crm/zohoc
rm-pricing.html

$0-$600

http://www.sugarcrm.com/crm/p
roducts/editions.html

$528-$708

http://crm.dynamics.com/deploy
ment/ondemand.aspx

$108- $3,000

http://www.salesforce.com/crm/e

ditions-pricing.jsp



http://office.microsoft.com/en-us/contactmanager/FX101674171033.aspx
http://office.microsoft.com/en-us/contactmanager/FX101674171033.aspx
http://office.microsoft.com/en-us/contactmanager/FX101674171033.aspx
http://office.microsoft.com/en-us/contactmanager/FX101674171033.aspx
http://office.microsoft.com/en-us/contactmanager/FX101674171033.aspx
http://www.zoho.com/crm/zohocrm-pricing.html
http://www.zoho.com/crm/zohocrm-pricing.html
http://www.zoho.com/crm/zohocrm-pricing.html
http://www.zoho.com/crm/zohocrm-pricing.html
http://www.sugarcrm.com/crm/products/editions.html
http://www.sugarcrm.com/crm/products/editions.html
http://crm.dynamics.com/deployment/ondemand.aspx
http://crm.dynamics.com/deployment/ondemand.aspx
http://www.salesforce.com/crm/editions-pricing.jsp
http://www.salesforce.com/crm/editions-pricing.jsp
http://www.salesforce.com/crm/editions-pricing.jsp
http://www.salesforce.com/crm/editions-pricing.jsp

<€ THINGS TO LOOK FOR IN A CRM SYSTEM

»  Offline access
»  Email marketing capabilities, including tracking
» Lead scoring

» Customizations
» Nurture marketing
» Ability to manage all sales stages
» Ability to automate frequent tasks

» Mobile access
» Flexible authorization levels
» Simplicitycr/een®dneg ul e

» Reports



<€ (CASE STUDY

» Canadian -based growth company in cleantech
» Leak detection for water mains

»  Sells primarily to municipalities and some industries



<® BUILDING A HELPFUL CRM SYSTEM



