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Jennifer Sa vino
KW2 OWNER & CEO​

• 30+ yea rs of advertising expertise, including                        
na tiona l brands like Microsoft , T- Mobile, HP,                                       
and Boeing. 

• Worked with numerous higher educa tion organiza tions a s a  brand 
stra tegist and a  stra tegic planning advisor.​

• University of St . Thomas​, M.A., Organiza tiona l Development 
• American Advertising Federa tion Silver Meda l award winner and 

honored with a  Jefferson Award for Public Service. 
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Ma rketing is not new to you.
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Ma rketing is

• The activity and process 
for crea ting, capturing, 
communica ting, 
delivering, and 
exchanging offerings tha t 
have va lue for customers, 
clients, pa rtners, and 
society a t la rge.

AMA, October 2007

Va lue

Crea te

Ca pture

Communica teDeliver

Excha nge 



5WCER | KW2 

Successful orga niza tions 
follow a  simila r process.
What do you offer? Who do you offer it to? What makes you different? 
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Definitions

• Ma rket –  Broad term for the landscape of buyers, sellers, services, 
and price.

• Industry –  A group of organiza tions tha t offer simila r services.
• Ma rket sha re –  The portion of sa les tha t an organiza tion owns 

within a  market .
• Client/Customer/Member –  An individua l or organiza tion 

purchasing a  service.
• Prospect –  A potentia l client/pa rtner.
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Fee- for-Service Opportunities 

Services Clients
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Ma rketing stra tegy is the a rt 
of sa crifice.
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Revenue Genera tion 

Moderate  Effort
(exis ting s e rvices  to new clients )

Mos t Effort
(new s ervices  to new clients )

Leas t Effort
(exis ting s e rvices  to exis ting c lients )

Moderate  Effort
(new s ervices  to exis ting c lients )

Existing New

N
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Se rvices
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Ma rketing 
Stra tegy

Ma rketing Stra tegy 
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Wha t do we need to know?  Did we win?

Wha t do you do?
Core Competency

Who a re you for?
Ta rget

How a re you different?
Bra nd Position

Wha t is the pla n of a ction?
Umbrella  Stra tegies

Wha t’s your story?
Messa ge Stra tegy

Wha t needs to be done? 
Objectives

Cooper, S. The Successful Marketing Plan. 2012
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The first step.
Develop a  strong understanding of your lab’s current sta te and the 
environment in which you hope to do business in. 
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Services Inputs 
• What is unique about your product or service? 
• Does your lab have any unique a ttributes (pricing, support , etc.)?
• Do you have competitors tha t you find ha rd to compete with? Do they 

offer something you do not?
• How familia r a re prospects, clients, and influencers with your lab’s 

products or services?
• What a re the ba rriers to purchasing your product or service?
• What would clients/members view as success using your lab’s services? 

How do they define va lue?
• Wha t a re the interna l resources a va ila ble to expa nd services or 

expa nd into new ma rkets?



13WCER | KW2 

Competitors Inputs 

• How many direct competitors do you have (duplica ting wha t your 
lab does or have simila r offerings or solving the same problem)?

• Who is the biggest competitor? 
• Is there a  newer or up- and- coming competitor?
• Is the marketplace you want to do business in consolida ted or 

fragmented with competitors?
• Is there an opportunity to fulfill a  need or do significantly better in 

a  new market where competition is lighter?
• Is there a  segment of your audience tha t is growing, but 

competitors have not caught up?
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Purcha sing Beha vior Inputs

• Who is actua lly the key decision maker to purchase services?
• Who influences the decision?
• What drives their decision? Wha t is important to them?
• What is important to the users? Wha t would make them be an 

advoca te?
• Where a re both purchaser or user in the consumer behaviora l 

model?
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Consumer Beha viora l Model

Awa reness

Knowledge

Perception

Considera tion

Purcha se

• Your prospect is sea rching for a  product or solution 
and takes note of your organiza tion. 

• Your prospect has developed an opinion of your 
services or organiza tion. 

• Your prospect has indica ted some interest and is 
looking for more information on specific services.

• Your prospect understands the breadth of products 
and services you offer. 

• Your prospect is now a  client –  and a  potentia l 
champion! 
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Pricing Input

• Are your prices on pa r with competitors?
• Is your pricing structure easy to understand?
• How price sensitive a re your services?
• Are competitors doing things to increase va lue (bundling, long-

term contracts, etc.)? 



17WCER | KW2 

Trend Inputs

• What is happening in your industry tha t might make it easier or 
ha rder to do business in the future?

• How a re new technologies impacting wha t you do and who you 
compete with?

• Are there projected funding increases or decreases in this industry?
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Bra nd inputs

• Where is the equity in the rela tionship? Is it with an individua l or 
with the University/School/Center/Lab? Outside organiza tions?

• What a re those equities and where can you use them to ga in 
credibility? 

• If an individua l leaves, wha t does tha t do to the perceived va lue 
from a  client/pa rtner perspective?



19WCER | KW2 
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Cooper, S. The Successful Marketing Plan. 2012
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Core competency

• Wha t do you do? 
•  Your core competency is a  

combina tion of strengths tha t form 
a  capability tha t gives you a  
competitive advantage.

• This decision guides many others –  
‘sta rt ,’ ‘continue,’ ‘stop’ fa ll out of 
your core competency offering. 

Exa mple
AAA sells insurance, credit  
ca rds, travel items, 
roadside service, and more. 

But their core competency? 
Member travel organiza tion
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Ta rget

• Who a re you for?
• Successful companies can’t be 

everything to everyone. 
• Use a ttitudina l descriptions to help 

you resona te with your audience. 
• People–not institutions or 

businesses–buy services. Keep your 
audience to an individua l level.

Exa mple
New car buyers spending 
$35k or less with 
champagne tastes on a  
beer budget .
Source: Campbell Mithun ta rgeting
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Bra nd position 

• How a re you different?
• This is a lways answered aga inst your competitive set with the top 

benefit tha t a  client gets from working with you.
• Expertise 
• Quality
• Better client experience
• Price
• Types of services
• Geography 

Note tha t these 
tend to be 
short- term
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Get sma ll to grow big.
The strength of your core competency and audience is more critica l than the 
end products and services you offer initia lly. 
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Revenue Genera tion 

Moderate  Effort
(exis ting s e rvices  to new clients )

Mos t Effort
(new s ervices  to new clients )

Leas t Effort
(exis ting s e rvices  to exis ting c lients )

Moderate  Effort
(new s ervices  to exis ting c lients )

Existing New
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Stea l? Build?

• Stea l sha re when:
oYou a re moving into a  market with lots of competitors
oYou have a  strong advantage over wha t competitors a re offering
oYou do not need to expla in new technologies or services (less expensive)
oYou a re serving more mature markets

• Build sha re when:
oYou can be the "first“ or the "only" in a  market
oYou a re offering a  new technology or service
oYou have a  grea t position for an emerging market
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“A simple rule of business is if 
you do the things tha t a re ea sier 
first , then you ca n a ctua lly ma ke 
a  lot of progress.”
Mark Zuckerberg, CEO and co- founder of Facebook 
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Objectives

Must be quantifiable!
• Example of Communica tion Objectives

o Increase awareness from 5% to 15% over a  2-year period
o Increase understanding of our service breadth to 60% of current clients

• Example of Sa les and Marketing Objectives
o Increase market sha re from 1% to 10% in a  3-year period
o Increase repea t customers from 10% to 20% over 2-year period
o Increase new clients by 5% over a  1-year period
oReta in 80% of a ll current clients
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Stra tegy Exa mples 

• Target Audience Stra tegies
• Pricing Stra tegies
• Product or Service Stra tegies
• Competitive Stra tegies
• Distribution Stra tegies
• Business Development & Rela tionship Stra tegies
• Thought Leadership Stra tegies
• Earned Media /Advertising/Socia l Media  Stra tegies
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Ma rketing Mix Exa mples
Wha t needs to be done? 

Sa les Ma rketing Communica tions

• Services
• Naming
• Pricing
• Distribution

• Direct
• Advertising
• Promotions
• Media

• Thought 
leadership

• Inbound
• Public 

rela tions

Future Sta te
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Messa ging: Wha t is Your Story

• For your audience's perspective
• Can va ry by audience segmenta tion
• Must be benefit- driven
• Must have functiona l and emotiona l support points
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“Whenever you see a  successful 
business, someone once ma de a  
coura geous decision.”
Peter Drucker, management consultant and educa tor
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Tha nk You! Questions?
Jennifer Savino, jsavino@kw2marketing.com
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