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FOCUS On Marketing
Strategic Visuals for Business and Promotion

Matt Ferguson
President Matt Ferguson Photography and Productions Ltd.

Marketing is everything you do to place your product in the hands of 
potential customers.

Marketing is not about selling the product. The job of marketing is to 
make people feel good about the product.
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By Brett FlickingerBy Brett Flickinger
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As You Think,
So You 

Become.

To Increase Profit

You must increase revenue

or
You must reduce costs and expenses

or
Lower taxes paid

or

A combination of the three
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THE COMPONENTS OF PROFIT
Your Present Position Your Possible Position

Number of Customers You Start With

Less Attrition Rate % %

Add New Customers Attracted %

-

+

%

Equals Your Net Customer Base

=

Multiplied by Their Purchase Frequency

xChange Factor

x =

Equals The Number of Sales Transactions

Multiplied by the Average Value of a Sale $ x =

=

x

$

Equals Total Sales Revenue $ $

=

Multiplied by Gross Margin % % %=x

Equals Total Gross Margin

x

=

$ $

Less Overheads $ $x =

-

Equals Net Profit

=

-

=
Your Profit Improvement Potential                                          
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Strategies for Growing 
Revenues

61

Growth Strategies

62

• Market Share Strategies
• Customer Share Strategies
• Product Share Strategies
• Customer Touch Strategies
• Leverage Strategies
• Frequency Strategies
• Pocketbook Strategies
• Diversification Strategies
• Expansion Strategies
• Reengineering Strategies

Market Share

63

Market Share

Market Share is the strategy to make 
prospective customers want to buy from 
you and only you.  The goal is to get as 

many of the total population of 
customers as possible to buy from you 

and not your competition. 
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Customer Share
Selling 100% of a Customer’s Need

65

Customer Share

The concept of Customer Share means 
ensuring that each customer who buys 

from  you, buys all that they need from 
you, and buys only from you. 

66
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THE COMPONENTS OF PROFIT
Your Present Position Your Possible Position

Number of Customers You Start With

Less Attrition Rate % %

Add New Customers Attracted %

-

+

%

Equals Your Net Customer Base

=

Multiplied by Their Purchase Frequency

xChange Factor

x =

Equals The Number of Sales Transactions

Multiplied by the Average Value of a Sale $ x =

=

x

$

Equals Total Sales Revenue $ $

=

Multiplied by Gross Margin % % %=x

Equals Total Gross Margin

x

=

$ $

Less Overheads $ $x =

-

Equals Net Profit

=

-

=
Your Profit Improvement Potential                                          

10 10

10 10

26 26

260 260

10 15

2,600 3,900

35 35

910 1,365

210 210

700 1,155

700

455

1.5

Customer Touch
Turning Customers Into Advocates

68

Customer Touch 
Strategies

Customer Touch strategies are the 
systematic events your company does 
when interacting with your customers.  

They are the thousands of little impressions 
you make on customers and what you do to 

promote a positive experience for the 
customers.

69

Customer Profitability

70

Focusing on customers

Increased trust and commitment

Strengthens loyalty

Higher customer retention

Growth and profitability

Copyright 2012 Next Level Marketing, LLC71

Customer “Satisfaction”

Value
Added

Met

Not
Met

Dissatisfied Satisfied Delighted

O
U

T
C

O
M

E
S

PROCESS

At
Risk

At
Risk

At
Risk

Loyal

LoyalSearching

SearchingGone

Advocate

It’s the Little Things

It is better to do 1000 things
one percent better than to do one

thing 1000 percent better.

72
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Invite Complaints

• The average business never hears from 96% 
of its unhappy customers.

• For every complaint received, the average 
business has 26 customers with problems, of 
which 6 are “serious” problems.

• Of the customers who complain, 54% to 70% 
will do business again with the company if 
their complaint is resolved.  That figure goes 
to 95% if it is resolved quickly.
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THE COMPONENTS OF PROFIT
Your Present Position Your Possible Position

Number of Customers You Start With

Less Attrition Rate % %

Add New Customers Attracted %

-

+

%

Equals Your Net Customer Base

=

Multiplied by Their Purchase Frequency

xChange Factor

x =

Equals The Number of Sales Transactions

Multiplied by the Average Value of a Sale $ x =

=

x

$

Equals Total Sales Revenue $ $

=

Multiplied by Gross Margin % % %=x

Equals Total Gross Margin

x

=

$ $

Less Overheads $ $x =

-

Equals Net Profit

=

-

=
Your Profit Improvement Potential                                          

10 10

10 8

26 26

260 208

10 10

2,600 2,080

35 35

910 728

210 210

700 518

700

-182

10 20

Frequency Strategies

75

Frequency Strategies

Frequency strategies involve your efforts to 
increase the transaction frequency of 

purchases.  The more frequent customers 
buy from you (all other things being equal), 

the more money you make.

76

Pizza Illustration

Let me illustrate Frequency Strategies with an exam ple:

I love pizza. You have to in Chicago. My family orders pizza about 
once every two weeks. Would I eat pizza more often? You bet; every day if 
my wife would agree that pizza is a well-balanced meal.  The point is that I 
don’t buy more often but am willing to.  All I need is for someone to build up 
my desire more often than my natural buying cycle offers.

If my local pizzaria stimulated a convenience purchase by offering 
a coupon through my local video rental store, I would probably buy pizza 
every weekend.

The key to increasing my frequency is a natural love for pizza and 
the convenience and savings offered by the coupon initiative.
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THE COMPONENTS OF PROFIT
Your Present Position Your Possible Position

Number of Customers You Start With

Less Attrition Rate % %

Add New Customers Attracted %

-

+

%

Equals Your Net Customer Base

=

Multiplied by Their Purchase Frequency

xChange Factor

x =

Equals The Number of Sales Transactions

Multiplied by the Average Value of a Sale $ x =

=

x

$

Equals Total Sales Revenue $ $

=

Multiplied by Gross Margin % % %=x

Equals Total Gross Margin

x

=

$ $

Less Overheads $ $x =

-

Equals Net Profit

=

-

=
Your Profit Improvement Potential                                          

10 10

10 10

26 52

260 520

10 10

2,600 5,200

35 35

910 1,820

210 210

700 1,610

700

910

2
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Pocketbook Strategies

79

Pocketbook Strategies

Pocketbook strategies are designed to 
increase the amount of money you have at 
the end of the sale.  They look at increasing 

both profitability and the total value 
(quantity of money) of each transaction.

80

Increase the 
Transaction Value

• Add-Ons
• Extra Charges Not Included

• Bundling in Services not Otherwise 
Purchased

• Raise Prices

81POCKETBOOK

Yeah, but our
industry is price 
sensitive …  how 
can I compete?

82

Remember … Live by 
Price/Die by Price

Copyright 2012 Next Level Marketing, LLC83

The Discount 
Myth

If your present margin is ...
And you reduce 20% 25% 30% 35% 40% 45% 50% 55% 60%
your price by …

2% 11% 9% 7% 6% 5% 5% 4% 4% 4%
4% 25% 19% 15% 13% 11% 10% 9% 8% 7%
6% 43% 43% 25% 21% 18% 15% 14% 12% 11%
8% 67% 47% 36% 30% 25% 22% 19% 17% 15%

10% 100% 67% 50% 40% 33% 29% 25% 22% 20%
12% 150% 92% 67% 52% 43% 36% 32% 28% 25%
14% 233% 127% 88% 67% 54% 45% 39% 34% 30%
16% 400% 178% 114% 84% 67% 55% 47% 41% 36%
18% 900% 257% 150% 106% 82% 67% 56% 49% 43%
20% 400% 200% 133% 100% 80% 67% 57% 50%
25% 500% 250% 167% 125% 100% 83% 71%
30% 600% 300% 200% 150% 120% 100%

To produce the same profit, you must increase your sales volume by …
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The Discount 
Myth

If your present margin is ...
And you raise 20% 25% 30% 35% 40% 45% 50% 55% 60%
your price by …

2% 9% 7% 6% 5% 5% 4% 4% 4% 3%
4% 17% 14% 12% 10% 9% 8% 7% 7% 7%
6% 23% 19% 17% 15% 13% 12% 11% 10% 9%
8% 29% 24% 21% 19% 17% 15% 14% 13% 12%

10% 33% 29% 25% 22% 20% 18% 17% 15% 14%
12% 38% 32% 29% 26% 23% 21% 19% 18% 17%
14% 41% 36% 32% 29% 26% 24% 22% 20% 19%
16% 44% 39% 35% 31% 29% 26% 24% 23% 21%
18% 47% 42% 38% 34% 31% 29% 26% 25% 23%
20% 50% 44% 40% 36% 33% 31% 29% 27% 25%
25% 56% 50% 45% 42% 38% 36% 33% 31% 29%
30% 60% 55% 50% 46% 43% 40% 38% 35% 33%

To produce the same profit, you could reduce your sales volume by …
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THE COMPONENTS OF PROFIT
Your Present Position Your Possible Position

Number of Customers You Start With

Less Attrition Rate % %

Add New Customers Attracted %

-

+

%

Equals Your Net Customer Base

=

Multiplied by Their Purchase Frequency

xChange Factor

x =

Equals The Number of Sales Transactions

Multiplied by the Average Value of a Sale $ x =

=

x

$

Equals Total Sales Revenue $ $

=

Multiplied by Gross Margin % % %=x

Equals Total Gross Margin

x

=

$ $

Less Overheads $ $x =

-

Equals Net Profit

=

-

=
Your Profit Improvement Potential                                          

10 10

10 10

26 26

260 260

10 11

2,600 2,860

35 35

910 1,001

210 210

700 791

700

91

1.1

Product Share

86

Product Share

The Product Share strategy assumes that
you are not meeting all the needs of your

customers.  It requires that you continually
innovate and deliver new products and 

services to meet a
wider and wider range of customer needs.

87

Profit Potential

• New products/services sales increase 
value of each transaction or 

• Increase frequency of purchases.
• They affect profit similar to the other 

strategies improving either frequency or 
transaction value.

88
PRODUCT SHARE

Leverage Strategies
Doing More With Less

89

Leverage Strategies

• Leverage strategies rely on the use of outside busi ness 
partners to help you market your products and 
services.

• Leverage partners agree to positively present your 
products to their customers and prospects.  

• In most cases, in return for something (money or th e 
opportunity for you to reciprocate to them.

• Example:  Pizza delivery company and a video rental 
company.

90
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Profit Potential

• Leverage strategies can affect profits in a 
number of ways:
• Sales increase with new customers sent to you 

by your leverage partners
• The value of each transaction may decline if 

discounts and promotions are used. 
• Can increase frequency of purchases with 

existing customers.

91

Diversification & 
Expansion

92

Other Strategies

Diversification
• Develop new 

products and/or 
services and sell 
them to new 
customers.

• Used when you have 
identified new 
markets with 
excellent potential 
and your current 
products/markets 
offer only limited 
growth opportunity.

Expansion

• Expand into new 
markets:

• International

• New geographic 
areas

• Mergers & 
Acquisitions

• The idea here is to 
take good thing to a 
larger population of 
potential customers.

93

Reengineering

• Reengineering 
strategies are the 
rethinking of business 
processes and 
managerial practices 
to improve 
performance in the 
areas of cost, service, 
speed or output in an 
effort to achieve a 
new level of 
competitive 
advantage.

Some Idea Starters
Ideas You Can Use Today

94

Some Idea Starters

1. Use Logos/Bylines (The eye 
is 78% more effective than 
the ear)

2. Cross-Sell on receipts, 
bags, boxes, etc.

3. Business Cards (List 
Products/Services on the 
back)

4. A Good Web Site – A Must!
5. Leverage Strategy 

Promotions

6. Marketing On-Hold 
Telephone Systems

7. 3rd Party 
Endorsements and 
Awards

8. Write Articles or 
Columns

9. Newsletters
10. Public Relations
11. Employees on Street 

with Signs

95

Some Idea Starters

12. Guarantees
13. Discount Websites like 

GroupOn
14. Print Advertising
15. Print and Online 

Directory Listings
16. Postcards & Direct Mail
17. Community Events 

Sponsorship
18. Newspaper Coupons

19. Customer 
Testimonials

20. Training
1. Sales

2. Listening

3. Persuasion

4. Telephone Handling

21. Outside Signs
22. Hours & Days of 

Operation

96
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Some Idea Starters

23. Business Community 
Involvement

24. Sales Materials that 
Differentiate

25. E-mail Campaigns
26. Payment Terms & 

Functions
1. Online

2. Credit Cards

3. Mobile Phones

4. RF or Barcode Scanners

27. Employee Dress Code
28. How To Manuals, 

Classes and YouTube 
Videos

29. Electronic Brochures
• CDs
• Adobe Acrobat Files

30. Fax on Demand System
31. Bundling Products
32. Customer Service Plans
33. Coupon Mail Services
34. Door Flyers/Car Flyers

97

Some Idea Starters

35. Online Social Networking
36. Surveys, Focus Groups 

and Interviews
37. Incentives & Sales Plans 

That Work With 
Employees

38. Thank You Note Cards
39. Sending Articles of 

Interest
40. Company Pages on 

Facebook, LinkedIn etc.

41. Shop Floor Layout
42. Cross-Sell on Carts and 

Shopping Baskets
43. Online Reputation 

Websites like Yelp, 
Angie’s List

44. Cross-Sell on Trucks 
and other vehicles

45. Search Engine 
Optimization

46. Customer Clubs

98

Copyright 2012 Next Level Marketing, LLC99

Some Idea Starters

47. Telemarketing
48. Free Giveaways
49. Parking Lot Events such as 

car washes, charity races
50. Radio and Television 

Advertising and Onsite 
Promotions

51. Search Engine Advertising
52.Online Website Advertising

100

Thank You

www.2nextlevel.net


