Missing the “Market” – And the “Mark”


I recently attended a presentation of a new software application that was purported to change the world of business.  The speaker was introduced as a consummate expert in the field with long list of credentials and accomplishments.  The participants introduced themselves, reported their level of technical competence, and expressed their expectations for the session.  Yet, with this fresh information, the presenter missed the “market” and the “marks”.

Setting

Twenty people attended this session.  They had a great deal of business savvy, but little technical skills.  Promised a business seminar, they came seeking a business advantage.  What they got was a presentation that was 90% technical, with an accompanying demonstration that was totally irrelevant to business issues of the day.  As a result, the product’s benefits where hidden by the misdirected presentation based on the audience “marks” and current “market” conditions. 

The “Market”

Prior to 03Q2000, the economy boomed and companies hunted for ways to keep or enhance their competitive edge.  They were interested in almost anything that would give them a sense of newness and/or allow them to stand out in the marketplace.  The economy then began to shift downward and cash became tighter until we hit what we thought was the bottom at the end of summer, 2001.  

September 11th caught us all unaware.  Companies hunkered down and cutbacks in operating costs were needed to keep them afloat.  Their strategies also shifted.  They became less adventurous and more needy of basic security and survival – They hunkered down.  These symptoms persisted at the time of this presentation, but they weren’t recognized or addressed.

Audience “Marks”

In selling any product or service to a client, there could be a combination of four distinct targets or “marks” for the presentation.  Each “mark” experiences the presentation differently depending on their areas of focus.

Mark - Champion -- A Champion is someone who has seen or heard of your product and thinks it might have value in their organization.  This person opens doors and gets you the opportunity to present your product to the “right people.”  

The Champion’s primary motivation is for “Recognition” – to be viewed as a visionary and someone who will help their company succeed.  The Champion needs to feel “secure” that your product and service is reliable and can be delivered and installed flawlessly.

The Champion’s success is directly tied to your success!

Mark - Evaluator -- The evaluator is a person(s) responsible for analyzing and evaluating your product for use within their firm.  Their job is to take the information gathered and present it, with or without you present, to the Decision Maker(s).  Technical competence, compatibility, scalability and implementation with existing systems infrastructure are their guideposts.

In their world, Evaluators are interested in facts, figures, system operations and technical requirements.  They seek solutions that will:

· Reduce development time & costs

· Fulfill user needs

· Interface and replicate across the organization

Mark - User -- Users aren’t really interested in your system unless told to be by their superior.  Generally, Users would much rather stay with the status quo because that’s where they’re comfortable.  Their view will be impacted by a system’s ability to:

1. Allow them to keep their jobs

2. Make their jobs easier

3. Learn & use the system easily

4. Get support whenever they need it

Users need to feel of safe and certain with your product, and believe in a painless transition process ahead. 

Mark - Decision Maker -- These are usually high-level executives whose “time” is precious.  They run daily operations, secure financing, satisfy shareholders, and as time permits, keep their own lives in order.  They need to “get it” quickly.  They also need to know how your product will:

· Gain them an advantage in the marketplace

· Generate revenues and/or cut costs

· Be implemented quickly and seamlessly

Synopsis

The presentation offered was aimed at a “market” that existed a year ago, but clearly did not exist at this time.  It was also directed at Evaluators, while the audience was composed primarily of Champions.  Thus, the perception of “real value” was lost in the process and both the “market” and “mark” were missed.

With a little planning and forethought, this same presentation, delivered with a slightly different slant, could have proven to be a huge success.

Before your next visit to potential clients, ask yourself these questions about your “market” and your “mark”, and then tune your presentation accordingly:

1. What does the “market” need and want today, and in the near future?  How can I demonstrate our advantages?

2. Who is my primary “mark” – Champion, Evaluator, User or Decision Maker?  How must I vary my message and presentation time to meet or exceed my “mark’s” expectations?

3. What would I do if my “mark” changed at the last minute?  How could I remain flexible enough to get my message across in a way that would be meaningful and impactful for all?

4. What would I need to do to compel my “mark” to ”act” now?

Follow these quick checkpoints before your presentation to hit your “market” and your “mark” today.
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