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Value2 Double Impact

Marketing and Sales Improves
Business Results – also in a

downturn

Phil Allen, President and Value Creator,
GEMS International GmbH & MarketAbility
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IF YOU ALWAYS DO WHAT YOU’VE
ALWAYS DONE,

YOU’LL ALWAYS GET WHAT YOU’VE
ALWAYS GOT.....

IF YOU’RE LUCKY.
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Introduction

Value2 Double Impact Marketing, Sales
and Customer Value Management
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Key Elements of Marketing and
Sales

Research Analysis

Planning

Preparation

Segmentation
Differentiation

Branding

Channel Management

Implementation

Negotiation

Follow-Up

People

Needs Values

Perceptions

Motivators
Personalities

Moods

Distress

Harmony

Conflict

Agreement

Measurement

Communication

– Value2

Pricing
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“We’re not in the COFFEE business,
serving people……..

We’re in the PEOPLE business,
serving coffee”
Howard Schulz, Chairman and Inventor, Starbucks Coffee
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Pentadigm: CVM -5 Steps to
Customer Value

CUSTOMER
VALUE

MANAGEMENT

IMPROVE
CUSTOMER

VALUE

CREATE
CUSTOMER

VALUE

COMMIT TO
THE

CUSTOMER

UNDERSTAND
THE

CUSTOMER

OBTAIN
CUSTOMER
FEEDBACK

Source: De Bonis, Balinski & Allen
"Value-Based Marketing for Bottom
Line Success", McGraw Hill, 2003
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PCM – Process Communications Model®

6 Elements to Everyone’s Personality

0 10 20 30 50 60 80 9040 70

Dreamer
Imaginative, reflective and calm

Rebel
Spontaneous, creative and playful

Promoter
Adaptable, persuasive and charming

Persister
Dedicated, observant and conscientious

Harmoniser
Compassionate, sensitive and warm

Workaholic
Logical, responsible and organized

©1997 Taibi Kahler Associates Inc.

® PCM is a registered trademark of Taibi Kahler, Inc
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Strategic Marketing
Benchmark

ECMSA, GEMS and Market Planning
International Groundbreaking Study



February 200910

Best Practice Model –
Components of Strategic Marketing

Strategy
content

Mindset

People

Process

Focus
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Best Practice – Strategy Content
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Best Practice – Strategy Content

CUSTOMER
MARKETS
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Best Practice Model –
Strategic Marketing Mindset

DisruptiveChallenging

InquisitiveCreative

Open-
Minded Decisive

DisruptiveChallenging

InquisitiveCreative

Open-
Minded Decisive

DisruptiveChallenging

InquisitiveCreative

Open-
Minded Decisive
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Strategic Marketing:
Combining – Mind and Matter
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Value2 Double Impact

Integrating the people and the content
elements of marketing, sales and

customer value management
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Value2

Combining – Content and People

PerceptionsPersonality
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Value2 Double Impact

Case 1
Customer Value Segmentation

leads to Dual Branding
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Customer Segments based on
Customer Life Cycle

MARKET
INTRODUCTION

MARKET
GROWTH

MARKET
MATURITY
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DECLINE
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Segments Overview and
Comparison

INNOVATOR

Needs

First and fast to
market with new
products

First/early
access to new
technology

Exclusivity

Own marketing
concepts

Confidentiality

Trust

GROWER

Needs

Growth

Tried and tested
“drop-in”
solutions

Secure supply in
needed
quantities

Reliable global
supply

Consistent
quality

Reputable
supplier

OPTIMIZER

Needs

Lowest total cost of
acquisition

Projects to reduce
costs in supply
chain, production,
all operations

Efficiency in all
processes

Supplier easy to do
business with

Solution-based
offerings

PRICE BUYER

Needs

Large
quantities of
standard
products

Lowest prices
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Commitments Overview and
Comparison

INNOVATOR

Commitment

Technology/R&D
– led

Joint
developments

Partnering on
product
development

Flexibility

Technical sell

Value sell

GROWER

Commitment

Tried and tested
solutions

Experience and
track record

Global supply
chain efficiency

Partnering on
market
development

Responsiveness

Service

Market Support

Value sell

OPTIMIZER

Commitment

Lowest total cost of
acquisition

Project-driven

Partnering on
project
development

Highly selective
Multi-functional

Account
management

Solutions sell

PRICE BUYER

Commitment

Standard
products at
competitive
prices

No service

Negotiation
sell


