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OBJECTIVES PROBLEMS WHAT THROUGH WHOM ICP TO WHOM

60% Head of Sales in 1000 Co's lacking innovation

40% Head of Mktg in Manufacturers of plastic products

40%

0%

60%

0%

0%

AGAINST WHOM
US Plastix GRM EnviroPlas EuroNue Sartle

Share 10 8 12 10 5 12

USP 10 4 4 7 5 6

Recognition 10 5 2 6 5 5

Cost 10 20 13 8 30 12

References 10 5 8 18 18 8

Total 50 42 39 49 63 43

HardBits is positioned as an innovator, but lacks the ability to assist new
customers to innovate. We will form an innovation team from manufacturing,
and acquire some capability to produce short runs necessary for product
innovation. We will create our own position and not position off other vendors.

1 2 3 4

Months $10m $10m $10m

Quarters $30m $35m $40m $45m

Years $150m $200m $300m $400m

Sample plan for HardBits for use in Funnel Academy

Reputational risk due to poor product quality

Standard product plus a product
innovation team, and yet-to-be-
acquired shortrun facility. Packaged
as a new product innovation
partnership. Pricing set individually for
each company based on the value
from this innovation, but no less than
base price + 20%.

Internal marketing profiles, then
warms prospects before Sales
involvement. Direct Sales force
trained to ID defined needs and to
bring a deal to the table. Sales will
own closure, but broader organisation
will be involved in an innovation sale.

Companies lacking an ability to
innovate
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BUYERS' JOURNEY

M1 M2 M3 Q2 Q3 Q4 Y2 Y3 TOTAL
New names found 691 266 73 202 356 241 1,410 1,761 5,000
Old names recycled 598 618 1,975 2,093 2,178 9,112 12,142 28,716

Positioned in category 691 864 691 2,177 2,449 2,419 10,522 13,903 33,716
Interest established 68 86 69 218 243 242 1,046 1,384 3,356
Gap acknowledged 33 43 35 110 119 121 516 685 1,662

Need agreed 15 21 17 55 58 61 253 338 818
Offer understood 11 16 13 42 43 46 189 252 612

Preference formed 5 7 6 21 21 23 93 125 301
Decision made 3 3 3 11 10 11 46 62 149

Revenue $10m $10m $10m $35m $40m $45m $200m $300m $650m

Sales staff(FTEs) 6 6 6 6 7 7 8 10

Sales utilisation 94% 103% 107% 105% 95% 99% 90% 97% 99%
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CAMPAIGN PLAN EM 6% DG 58% CR 36%
New names found (5000) Positioned in category (33716) Interest established (3356) Gap acknowledged (1662) Need agreed (818) Offer understood (612) Preference formed (301) Decision made (149)
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Rent lists of manufacturing companies

Cleanse and dedupe against in-house
database

Direct mail letters to heads of Sales
and Marketing inviting them to regular

HardBits branded informational

Attend trade shows (major visible
stand)

Adbertise in trade magazines

Search Engine Optimised website

RSVP to in-house event (inbound, or
as a result of outbound reminder)

Inbound enquiries at trade shows (5
per year)

Inbound phone and web enquiries

Presentation on challenges of product
innovation

Event feedback from tests for degree
of pain

Personal meeting to explore the costs
and consequences of failure to

innovate

Need definition workshop

For select (large) prospects, run proof
of concept/pilot

Present proposal in person to all key
stakeholders (multiple times if

necessary)

Video testomonials of current
customers who have gained ability to
innovate using HardBits' innovation

centres

Close on initial short-run order

Simple terms and conditions

Ongoing invitations to house eventOngoing invitations to house event


