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Steve Robins

* Nine years in solution marketing

* Expertise in product, solution and industry
marketing

* Experience: EMC, KANA, the Yankee Group as
well as office products

email: snr@robins4.com
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What Do These Have In Common?

&

HYUNDAI

Drive your way ™
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Hyundai
Removing the Biggest Obstacle to Car-Buying

JANUARY G, 2009, 11:25 AWM. ET
Hyundai Plans 'Giveback' Program on Cars H vu n n H I
By SHARON TERLEP Drive your way ™

Hyundai Moter Co. announced a new incentive plan Monday that would allow buyers to break contracts and return vehicles if they
loze their job or incortne.

The program is the latest effort to v
offering to cover up to $7,5001inn @& HYUNoAI

To qualify for the giveback progras : - ASS u ran Ce

covers the first 12 months of owner

The company would decide whethe
much the vehicle is worth.

If buyers loges their income for rea

Chwners returning a car or truck wo
remaining on a truck that is now we
liability.

The industry sales shunp has trigge
been far less generous with dealsan A decade ago Hyundai ploneered America’s Best Warranty™ to show you Receive Uﬂfﬁfﬂ’s
the faith we have in our cars. Today, in additlon to our warranty, we're

introducing Hyundai Assurance, to show you the faith we have in you. A ?
I - Right now, finance or lease any new Hyundal, and If in the next year you - .&
lose your Income®, we'll let you return it. That’s the Hyundal Assurance.

Hyundai, though its sales are dewn

SIGN UP FOR PRODUCT
i UPDATES, OFFERS & MORE.
Overview

Hyundai is the first automaker in the U.S. to offer a vehicle return program that allows you to
walk away from your loan or lease without having to worry about negative equity. It lets you . .
return your vehicle in case of certain life-altering circumstances. That's the Hyundai Assurance. Need Coverage?

Program details
= Available on all new Hyundai vehicles.

= Available to everyone regardless of age, health, or employment history.
12 months complimentary on every new Hyundai vehicle financed or leased.
Covers up to $7.500 in negative equity.




ChuckECheese’s
Party Complete

The Experience | Locations | Menu | Coupons | Parties | Gift Cards | Promotions | Company Info | Chuck E-Games

Games & Rides Great Food Prizes Parties Kid Check Program Entertainment

The Experience

Chuck E. Cheese's features age appropriate games, rides,
prizes, food and entertainment that children of all ages from
toddlers to big kids will lave. \We also provide great food for
the family including freshly baked pizzas and a garden fresh J )
salad bar, \We are a great place to take the kids for everyday
fun or for special occasions such as birthdays, play groups ‘“m‘!‘t“lls
and school fundraising events. R e
We believe that today, more than ever, kids need a safe, Expeﬂﬂﬂs‘eml;l; ‘d‘gai“

wholesome environment in which they can laugh, play and
simply enjoy being kids.

Where AKid CanPeAKd.”

) .
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IBM
Thinks Like a Customer

United States [ chanci

N ccarch

United States [«

N scorcn

Solhntions ~ Services - Products ‘

By i“(l“stry k Home  Solutions ~  Services -  Products ~  Support & downloads - My IBM ~ ‘Welcome [ 1B Sign in ] [ Register ]
By business need ¥ :

e : Solutions

By top Business Partner k

Related links

-Sucpesss‘tories - IBM POS SO'UtiOﬂS
= Buziness partner applications l Sn !t it Sweet?

far the [B M

CED study & the midmarket

iy 4

Business consulting

Financing E

v

Service oriemted architecture
{S0A)

Small and medium business
solhtions

Wby midsize companies are
ztronger than you think

= Read the findings

" - - - . Hew for midsized business
Solutions by industry, business need, IT issue or top Business Partner

More
1BM integrates hardware, software, husiness consulting and IT services into business
solutions to meet your goals. IBM also has strong alliances with partners to deliver business

olutions. B
I Hi= =TL /Ely industry Ve sl business need "0 Find solutions to help you
cl oilfie avercome your husiness
/Elv top Business Partner 'v'e JIT issue :."30 problems
" ' [ " —+ Learn more
IBM Mews: Maxis and IBM sign five-year IT sarvic

Small and medium business solutions siness consulting
3 2 7 i E 3 Meeting the challenge
e also provide solutions designed YWe combine deep industry expertise, g _g

specifically for small and medium practical tools, powerful research capahilities
businesses. and innovative thinking to ignite growth in

Learn about Shop for

H your business.
Evaluate [FESIQI'I = Small and medium business 3 s . .
\* Trials and demos ¥ Architecture T S ercES Howy midmarket enterprizes are
Emearging technalogies Liser experient inancing e s
e are the world's premier single-source = Learn more
Events and conferences |r'II2|UStI"§.I' stand; provider for multivendor [T finahcing

Educational courses solutions.

= Financing

About IBM Privacy Contact Terms of use Accessi IBEM Feeds




Amazon Kindle

The Complete Experience

Technology
Review

Monday, February 09, 2009

books to electronic ones.
By Erica Maona

Out of print: The new Kindle is less
than a centimeter thick, weighs 300
grams, and turns pages 20 percent
faster than its predecessor, The e-ink
technology powering its screen is also
a newer generation, displaying
sixteen shades of gray rather than
faur,

amazon«inc|

Amazon Unwraps Kindle 2.0
The device betrays a plan to dominate the transition from printed

At a press conference held at the Maorgan Library in New
York City this morning, Amazon announced a new version
of its Kindle electronic reading device. While the new
device offers important improwvements over the original
Kindle, it is most significant as a sign of Amazon's
ambitions to dominate the transition from printed books
to electronic anes.

The Kindle 2's biggest new feature is text to speech,
powered by software from Nuance. The device can read
a book aloud to a user, and is designed to make it easy
to switch between reading and listening, At Monday's
launch event, Jeff Bezos, the founder and CED of
Amazon, demonstrated this technology by having the
Kindle read from the Gettysburg Address. The device
betrayed the stilted speech that is characteristic of
most text-to-speech software, but nonetheless
pronounced the words clearly and accurately,

Most of the other changes to the Kindle are
improvements designed to further its ability to
"disappear" while the user is reading, as Bezos put it, At
just under a centimeter thick, the device is smaller; is,
at 300 grams, slightly lighter than the previous version;
and turns pages 20 percent faster, Bezos said. The e-ink
technology powering its screen is also a newer

generation, displaying sixteen shades of gray rather than four. And the Kindle 2 has enough
storage space for 1,500 books instead of just a few hundred. The Kindle 2 will sell for £359

© St

and, as with the first Kindle, will come with free wireless access to Amazon's store,




Solutions Everywhere!

BusinessSolutions

Growth Strategies For The IT Channel

® zearch

Dow Gas Treating Products and Services
: Learn About Us Find a Seolution to Your Problem
Pl_l_] M B I N G E iﬂlt.lrapf.?:::;ﬁ:m Whetheryou are specifying product for a new plant or need to improve
et e U AT S e AT N S U R W S S R
For over 20 years, the solution to your problems! IAROEESSIE E;
CASCO ) sintetuis
SN _ Sﬂfﬂﬂ'ﬂﬂg fﬂf.

— | P&G Everyday Solutions

falues znd Expert Advice

w lArﬁu‘las' & Tips s New Products ‘Samples & Coupon:
H:I‘ b
; i & . As a member, you'll receive:
“ SOLUTIONS € _ R
) ) . innovations and sa
— Products that make life easier® ., - from P&G

) .

© Stmns 2009 -
steve@r 4.coOm




Solutions Everywhere!

United States | ch

Home  Solutions ~ m & downloads ~ My IBM ~

Solutions

Busigess Solutions

Related links

- Success stories Man-Dell Food Stores uses new
- Business partner applications solutions to speed up checkouts
and build customer loyalty.

= Find out how

o SAF SOLUTIONS sA
__

Solutions by industry, business need, IT issue or top Business Partner Large enterprizes -
IBM integrates hardware, software, business consulting and IT services into business . . SR
solutions to meetyour goals. 1BM alsa has strong alliances with partners to deliver business Executive view L.
solutions,

= Small and midsiTe comnanies

y industry 3

Signin
Bty fop Business

Want help getting started?

See recornmended products for your business type oryour
buginess goals.

United States-English

2 , Pk dbuviom || ot s atoniiy ||

All of our business solutions

3] f
» Contact HP Search:

Reach new customers

PPORT
—  Adwaords
Achietise your business on Google

Your ads can appearwhen people J
search Goagle o visit our network of F
partner sites

Google Maps business listings
Appear on Google Maps for free

Home = Solutions & print B Email this page

OTHER SOLUTIONS

Product Davslapmant

Systern (PDS)

Dynamic Publishing Systarn
8)

(G

By Industry and Market » Solutions Stay connected

(0P Whether your company is large or small, PTG has the product development solutions ta mest your Visit our Local Business Center fo ) > HP solufions for mobile
i B create your business listing. Add hou” = Large Enterprise % 2

Product Lifacycls needs. We have a lang standing history implementing and optimizing product development ot d compuling and wirele:

Managemant (LM} photas, coupons and maore, Business % | . 4w

;] systemns across various industries and business sizes broadband internet access

Enterprise Contant . Google Base » Small & Medium i i » Signup:
Industry Solutions b Fost all kinds of conient to Google Business ] Selution e-news &
PTC industry solutions incorporate the unique markst » Home & Home Office HP offers specific solutions for your home or business--whether driver alerts

Pastiton Google Base; find it on
Google. » Gowernment & Education you need software, hardware or Serices

requirements world-class companies need to develop winning
products

Webmaster Central
Improve yaur site's visibiliy Resources for:

Management (ECM)

B
How Preduct Informaticn Dl |
Imprcven Afer Morket Succatt | (8

+ heraspace and Defensz

Notebook solutions

DOWNLOAD NOW 3 + Airlines e
: Acztn‘j;‘;:‘?"fpmdum ! : T Frofessionale £ » Business Technology Solutions » Desktop & hiohile Lifecycle Services
WHITE PAPERS + Electronics and High Tech » Industry Salutions » HP Wireless Solutions
e + Footwear and Apparel T » Enterprize Technalogies . _ » HP Buginess PC Security Solutions
Praduct Life Cyde » Industrial Equipment = AcliveAnswers » View all Large Enterprise Business solutions » View all Notebook solutions

# Medical Devices
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T
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Is This You?

Product Pocket Sprocket

« Addresses only part of This new product will
customer need revolutionize your life!

« Feature-function I Best features!

« Prone to [I Newest capabilities!
commoditization [ Technically advanced!

[Vl Fastest processor speed!

iﬂaag
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Customers Want Solutions

Solution

« Addresses the entire
customer need

* Includes the ecosystem

* Provides unique value

Partner Services

Products\ /

Sprocket Sprocket
Protector Optimization

H Pock r. -.///! / /, v/
Integratior” | | [N SR/

/Training

Product

Complete
Sprocket Solution

Increase your profits

V] Streamlines processes.

I Improves customer service.
I Lowers costs.

[ Ensures compliance.

T
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Comparing

Product Marketing vs. Solution Marketing

Product Marketing Solution Marketing

* Product: features-benefits « Solution: Customer needs

* Promotion: push  Information: Dialog
communications « Value: Cost vs. benefit

 Pricing: cost-plus « Access: Customer choice

* Based on Dev & Schultz in Marketing Management, 2005

* Place: distribution

Sprocket Sprocket
Protector Optimization

Pocket Sprocket
Sprocket Strategy

© Stmns 2009 ,___.
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What is a Solution Anyways?

so*lu-tion. \ss-'lu-shsn\
noun

1l a: an actlon oOr process

of solving a problem b: an
answer to a problem

) .
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Solution Marketing Defined

°so-lu-tion mar-ket-ing. Noun.
The process of defining, informing,
and providing access to complete
and integrated solutions that help
customers to solve their problems
and deliver value.




Technology Adoption Curve

' rf“ Street

m The Chasm ‘
qé / The Solution Opportunity
o
1]
=
o The Tornadp
©
S
S
= _ End of Lif‘
< | Early Lif dbdwBowling
oc Alley
Innovators Early Adopters Early Majority/ Late Majority Laggards  Time
Technology Visionaries Pragmatists  Conservatives Skeptics
Enthusiasts
| || — |
Customers want technology Customers Waand convenience
and p erformance Sources: E.M. Rogers, G. Moore

———y
—q;
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Geoffrey Moore’s

Technology Adoption Lifecycle

» Early Market — Technology enthusiasts look to be first to get on board.

* The Chasm — Early market’s interest wanes but mainstream thinks
technology is immature.

* Bowling Alley — Niche-based adoption in advance of the general
marketplace, driven by compelling customer needs and willingness of
vendors to craft niche-specific whole products.

* The Tornado — Mass-market adoption as general marketplace switches
over to the infrastructure paradigm.

* Main street — Aftermarket development, when base infrastructure has
been deployed and goal is to flesh out potential.

* End of Life — New paradigms supplant the leaders.

Adapted from “Inside the Tornado”, G. Moore

© Stmns 2009 ‘
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Solution Marketing —

Answering Four Basic Questions

Customer: “How can | solve my problem?”

Customer: “Where can | learn more about it?”

Customer: “What is my total sacrifice to get this solution?”

Customer: “Where can I find it?”

Adapted from In the Mix (Marketing Management) (Dev & Schultz, 2005)

© St ins Z(M

stevel 4.com



Solution Marketing
What Do Prospects Want?

»@
| ol

Technology




Solution Marketing

What Do Prospects Want?

Complete Solution
to Their Problem

People

Technologl( Process
nd planntng

Information

———

) .
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The Complete Solution:

People — Process — Information — Technology - Services

Technology

* Applications

* Complementary
technologies

* Infrastructure Technolog
* Custom coding

People

* User interfaces

° Training

* Support

* Best practices

* Domain expertise

Process :
Process, Planning,

nd planning '
* Integration services Risk

_ @ * Business Strategy
i A * ROl studies
* Data Reengineering
* Content, documents, A * Process optimization —

images - » Information efficiency,

° External data sources § effectiveness
* Security EJ * Risk management

T

© Stmns 2009 ,___.
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Solution Marketing

Solution Portfolio Management

Solution
Strategic Plan

Overview

Market Solution Target Solution
Assessment Strategy Identification

Use cases @ Business
.

Users

* Market sizing  * Target markets/ -
+ Technology industries + Bill of materials Process
« Competition « Technologies * Users, decision

* Partners makers

* Tech/Services UEE el

Business value _—
Mix * Revenue . V
potential

Try

© Stmns 2009 ,___.
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Solution Marketing

Solution - Research

&

w Customer: “How can | solve my problem?”

* Solution Research — Solving the Problem
— Determine target use case, users, purchasers
— Industry/functional issues and regulations
— Business challenges
— Operational challenges with current process
— Legacy systems
— Training requirements
— Other business and system requirements

©) Stmns 2009 ‘
steve@r 4.com




Solution Marketing

Solution — Develop the Solution

&

ﬂ Customer: “How can | solve my problem?”

* Action - Develop the Solution!
— Product — enhancements required?
— Partner technologies

— Services — strategy, process reengineering, integration, training,
support

— Beta — partners, prospects and customers

©) Stmns 2009 ‘
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Solution Marketing
Information — Research

Customer: “Where can | learn more about it?”

* Research
— Functional/industry terminology and buzzwords
— Target job titles and companies

— Optimal communication channels.. live events, podcasts, web, most

popular publications, etc.
(e.g., government employees often lack web access)

© Stmns 2009 ‘
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Solution Marketing
Information — Message

Customer: “Where can | learn more about it?”

* Message — It's About Relevance

— Use language the prospect understands...
= Industry/function terms
= Common business issues and challenges
= Remember — this is all about how your solution solves their business problems

— Benefits: business-oriented rather than technical...

= Higher profits, lower expense, higher revenue, better customer service, ensures
compliance

© Stmns 2009 ‘
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Solution Marketing

Information - Tuning the Message

Technical
Message

“ GeekSpeak

High Credible

“Shortens mortgage
cycle time”

“SOA architecture
enables integration
with legacy systems”

Business

Mgr. .
gr Business

. Hi 9 h Message

Janitor

“Helps your

company”

“Increases

profitability”

[ ow Does it exist?

———y
—q;
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Solution Marketing
Information — the “Solution Paradox”

Customer: “Where can | learn more about it?”

Beware “the Solution Paradox”

Customer

* The customer wants out-of-box Expectations
offerings...
Message

....but no one company can provide
everything out of the box Solution
* Even a fully integrated and “complete”

solution cannot possibly solve all of a
customer’s problems due to:

. . Ask:
o Umque environments » Does the solution meet customer requirements?

_ Specific industry requirements » Is the message backed up by the solution?

o T—

|

: =

e
© St ns 2009 -
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Solution Marketing
Information — Create a Dialog

Customer: “Where can | learn more about it?”

* Action — Create a Two-Way Dialog with the Market

— “Give customers the right information on the right subject at the right time on
their terms” *

— Enable prospects to find your solutions

— Enable market education

— Use Web 2.0 tools — Blogs, Podcasts, Twitter, Facebook, etc.

— Provide recent customer references, who are most likely to advocate *

* Go beyond one-sided “push” promotion

* In the Mix (Marketing Management) (Dev & Schultz, 2005)

© Stmns 2009 ‘
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Solution Marketing

Information - Sales

Customer: “Where can | learn more about it?”

 SALES

— Sales training:

= Solution selling methodology, consultative selling

= Business problems, industry/functional issues

= Business solutions

= Company and solution messaging

= Partner engagement models — system integrators, tech partners etc.
— Sales tools:

= Collateral, references

= ROl models and value tools

= Pricing

© Stmns 2009 ‘
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Solution Marketing

Customer: “What is my total sacrifice to get this solution?”

* Value = Benefit - Cost

* Research
— Identify and place value on significant customer purchase drivers *
— Gommon ROI models/’before-afters”
— Purchasing habits
— Budget trends

* Action!
— Atrticulate value in terms of price, ROI, TCO
— Develop ROI assessments with consulting/system integrator partners

— Reference customers — value achieved
* In the Mix (Marketing Management) (Dev & Schultz, 2005)

© Stmns 2009 ‘
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Solution Marketing

Value

Customer: “What is my total sacrifice to get this solution?”

Value-

Lost Just Right
revenue -
opportunity price
Based matches
- ; benefit
Pricing e |

Custome
overpaid

| Business Benefit ($)

———

) .
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Solution Marketing

Access

Customer: “Where can I find it?”

* Research
— Common purchasing channels?
— Do they prefer to buy through VAR’s? Through SI's? Direct? On contract?
— Preferred delivery models... Software? SaaS? Business Process
Outsourcing?
 Action!

— Enable the customer to purchase the solution through the channels that they
want

— New channels — beyond the traditional

— Marketer provides fastest, least-expensive access
— Successfully complete the sale

— Ensure customer success through “the last mile”

©) Stmns 2009 ‘
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Ensure Alignment
Throughout the Extended Enterprise

Suppliers Back Front
Partners Office Office

Marketing

Tech, Sl lanufacturi
Partner: Inee

* Goal: Customers get what they were promised

 How Do You Achieve This?
— Consistent messages across entire company and ecosystem
— Sales — longer sales cycles; solution training; specialized sales teams

— Support from engineering/product management, services, tech support,
consulting teams

— Executive support

———

S

s |
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Conclusion

* Solutions meet customer needs

* Solution Marketing - SIVA
— Solution
— Information
— Value
— Access

* Benefits
— 3-7% return (increase) on sales (McKinsey, 2003)
— Higher margins - price based on value rather than cost-plus
— More differentiated offering
— Increased customer satisfaction

———y
S

- \
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Continue the Dialog!

Steve Robins the blog
Product Marketing Leadership — _

_""I SN r@ robins4 .C.Om | Software Soli1tion Marklg
& solutionmarketing.wordpress.com

FEBRUARY 25,2009

Why Solution

Marketing?
ProductCamp Boston The word PsalutioR" may just be the most over-
N " " " ' used and least understood term in the English
Lln ked ﬁ I e I O I S eve ro I n S Check out the following link to get a sneak peak of my presentation proposed for language (or in Techne-English. This blog i
@ I l I l . C I I l I I : e dedicated todefining, understanding and
ProductCamp Boston. PL post the final prez once it’s available. haring information and trends about

solution marketing.
[ﬂ Filed under Overviews, Presentations, Solution Marketing @ o Comrents

Recent Posts

& FroductCamp Boston
FEERUARY 27,2009 & Move To Comne!

T | & Fixing the Mix
More To Come! —
Az vou may have guessed, thiz iz a new blog, But there’s a whole lot to write about the @ Comparing Preducts and Solutions
subject of software solution marketing. Im planning to write an entry at least once
each week and will be following software solution marketing - and general solution o .
L] L]
solutionmarketing.wordpress.com

opportunity to the technology adoption lifs cycle/Crossing the Chasti.

) .
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