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Duct Tape Marketing

[/ Steps to Success

Adrianne Machina,

Chief Velocity Officer
Tornado Marketing, Inc.
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What Is Duct Tape Marketing?

A Designed by John Jantsch
A Simple, Effective, Systematic

A Coaching Process to Teach
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In the hews

A Forbes favorite for small business &
and marketing i(‘)"

A Featured Intuit, AMEX, HP, AT&T, “*

Sage, Dell, Business Week, Nevqggggegaf;;?;kgggﬂm

York TimeS, EntrepreneﬁdAge of contrarian thinking

on what works and

A Selected "Best Small Business "hatdoesnt”
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Discussion

What do you struggle with
when It comes to marketing
your business?
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A We used to get good leads from Microsoft

A If my sales guys would just do more cold calling
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A Marketing is too expensive.
A The economy sucks.

A Just get me some leads!
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A Lack of focus
A Lack of sustained effort
A Marketing is undefunded

A Little understanding of marketing best
practices
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A A feeling that being good enough is enough.
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Which looks easier?




The Secret is In the System

A Plenty of marketing vendors who cdo the
marketing execution work.
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A Our system helps you understand WHAT to
and show you HOW to do it.

A Your marketing system needs to be custome
focused




Differentiate OR Compete on Price
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What is Marketing?

Marketing Is getting

someone who has a need
to

KNOW, LIKind TRUS Jou.
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1. Focus on the Ideal Client




1. Ideal Client

A Go beyond the SIC code.
A Go beyond the title.

A Can you identify any triggers?
A Can you identify any behaviors?
A Can you identify any attitudes?
A Where are they hanging out?




1. Ideal Client

Messaging Radio

Your Print

Ideal Customer

Products ﬁ-
Services Websites
- What are their needs,
frustrations, wants? PR
- Who/what are their . ,
; - affiliations? ﬁ Dlrect Mall
@ th' ; - What are their values? Brochures
The > & other
Competition collateral

Sales/
Distribution/
Store front
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2. Differentiate to Dominate




