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What is Marketing?
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13%

14%

14%

17%

17%

18%

19%

23%

29%

42%

Product Mistimed

Poor Marketing

Ignored Customers

User Un-friendly

Weak Business Model

Pricing/Cost Issues

Got Outcompeted

Team Issues

Out of Cash

No Market Need
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Top 10 Reasons for Business Failure

Source: CB Insights, December 2020

8 out of top 10 issues 
can be avoided with 

good marketing
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Big M (Strategic)
• Insights

• Why
• Company
• Customer
• Competition

• Strategy
• Segmentation
• Product/Service design
• Differentiation
• Positioning
• Pricing
• Messaging
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Marketing: Big M ßà small m
small m (Tactical)
• Execution

• Logos
• Promotions
• Lead generation
• Websites
• Sales collateral
• Testimonials
• Social media
• Event marketing
• Advertising
• Public relations
• Metrics

Unless you 

DO these, 

and get th
em 

RIGHT…

…you’ll continue 

to WASTE at 
least 50% of 

your marketing 
budget



Segmentation
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Why Segment?

• Sharpen your focus

• Differentiated products (and pricing)

• Greater profits
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Segmented Pricing
A one-size fits all approach to pricing reduces profitability and 

intensifies customer pricing pressure

High

Low

Va
lu
e

Segment Size

D C B A

Setting price here

….leaves money on the table for these 
customers and communicates that 
value does not have to be paid for…

1

2

….and misses growth opportunities by 
pricing these customers out of the market 

3
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Variable Cost/Unit = $5

A B C D E Total

Optimal Price by Segment $20 $15 $10 $8 $6

Segment Size ('000) 50 150 350 250 200 1000

Percent of Market 5% 15% 35% 25% 20% 100%

Contribution $ ('000) with:

One Price of $10

Two Prices of $15 & $8

Five Prices of $20, $15, $10, $8, $6

The Challenge Of Segmented Pricing

5 Segments

3 
Ch

oi
ce

s
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The Benefit Of Segmented Pricing

5 Segments
Variable Cost/Unit = $5

A B C D E Total

Optimal Price by Segment $20 $15 $10 $8 $6

Segment Unit Sales ('000) 50 150 350 250 200 1000

Percent of Market 5% 15% 35% 25% 20% 100%

Contribution $ ('000) with:

One Price of $10 $250 $750 $1,750 $0 $0 $2,750

Two Prices of $15 & $8 $500 $1,500 $1,050 $750 $0 $3,800

Five Prices of $20, $15, $10, $8, $6 $750 $1,500 $1,750 $750 $200 $4,950

3 
Ch

oi
ce

s
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Targeting
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• Business vs Leisure

• Income/Price sensitivity

• Seat comfort

• Food/beverage choice
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Different Segments

• Luggage or no luggage

• Departure time preference

• Non-stop vs stops

• Etc., etc.



Messaging
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6 FEATURES OF PRIMAL STIMULI

Source: The Persuasion Code 16© 2021-2022 Atul Minocha



PAIN

17
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Product or Pain?
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Re-enacting the Pain
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Pain

Sometimes the Pain is Not Obvious

Want Pain
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Like

Want

Need

Pain

Fear

Buyers’ Iceberg
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Pain

Sometimes the Pain is Not Obvious

Want Pain
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Pain

Sometimes the Pain is Not Obvious

Want

3rd

PLACE

Pain
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0.1 List the Best Questions to Diagnose Your Customers’ PAINs

0.2 Learn to Listen: Pause, Permission (to Print), Paraphrase

1.1 List Your Customers Top PAINs (Negative Emotions)

1.2 Rank These PAINs
• Awareness
• Urgency
• Intensity
• # Afflicted

PAIN Exercise
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Dig Deeper for Better

Diagnosis
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6 FEATURES OF PRIMAL STIMULI

Source: The Persuasion Code
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CLAIM

28
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Epson Claim
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InFocus Claim

30
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Sony Claim
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• Who We Are… (blah, blah, blah…)

• What We Do… (blah, blah, blah…)

A Typical (B2B) Website …
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First WHY… and then WHAT

A Great Website …
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A Great Website … is Like a Book

Why Buy 
From Us
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• Finish Fast
• Reliably Higher Throughput
• Reliably Lower Downtime
• Reliably Smoother Changeover

• Finish Right
• Better Finish
• Better Techniques
• Better Process Design

• Finish Ahead
• Lower Total Cost of Operation OR Higher Value
• Reduced Labor Requirement
• Easier Installation, Monitoring and Maintenance

Rösler USA: Claims & Sub-Claims
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Claim of a Car Company
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Rooted in the brain of the 
customer, a brand is an 
associative memory linking 
the name of the company 
with a set of attributes –
factual or emotional.

Safety

What’s a Brand?
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“Tar-jé”
affordable 

chic

“Whole 
Paycheck”

too 
expensive

• Can be Positive or Negative

Emotional Association

38C
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Claim: Code Blue Insurance
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Claim 1: Code Blue Insurance

Chapter 
Heading

Image 
Speaks for 

Itself

Sub-
chapters

Sub-
chapters

Sub-
chapters
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Claim 2: Code Blue Insurance
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Claim 3: Code Blue Insurance
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Claims: Matworks Flooring Company
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Claims: HSI Training Company
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Claims: Digitech Systems
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Claims: CDF
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Claims: The Nearshore Company
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2.1 Your TOP 3 CLAIMs
• Therapeutic to Pain(s)
• Original to You
• Provable

2.2 List Your Competitors’ CLAIMs

2.3 Wordsmith Your CLAIMs
• Alliteration
• Rhyme
• Repetition
• …

CLAIM Exercise
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188 Cognitive Biases

Rhyme as Reason
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6 FEATURES OF PRIMAL STIMULI

Source: The Persuasion Code
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GAIN
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3 Sources of Value

FINANCIAL STRATEGIC PERSONAL
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Proof Strength of Value

P  R  O  O  F
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Proof Strength of Value

P  R  O  O  F
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Proof Strength of Value

P  R  O  O  F
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What Value? What Proof?

57
C
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What Value? What Proof?
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What Value?  What Proof?
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Before After

Demonstrating the Gain Loss 
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For Each CLAIM:

3.1 Unveil All Benefits or Sub-claims

3.2 For Each Benefit, Quantify its:
• Financial Value
• Strategic Value
• Personal Value

3.3 Prove the Value with:
• Customer Case
• Demo
• Data
• Vision

GAIN Exercise
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6 FEATURES OF PRIMAL STIMULI

Source: The Persuasion Code
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Background & Experience
• Understand and comfortable applying technology, data, and neuromarketing principles
• Ability to translate complex tech-speak into customer-friendly messaging
• Former Chief Marketing Officer/GM at F1000 companies 
• Experienced in B2B, B2C and B2B2C verticals – industrial, healthcare, automotive, etc.
• 22 years of “corporate” experience 
• 12 years of “entrepreneurship”
• 10 years of “consulting/advising” (including industrial goods, technology)
• 13 years of “angel investing” & “mentoring” of start-ups
• 13 years of teaching: Hult (San Francisco/Dubai/London) & Sierra Nevada University (Lake Tahoe)
• Vistage speaker, author and graduate-level professor of marketing, strategy and pricing
• Author of Amazon-bestseller Lies, Damned Lies, and Marketing

Education
• B.Tech. (Mech. Eng’g.) – Indian Institute of Technology, Delhi
• M.B.A. – Yale University
• Executive Program in e-Business – Kellogg/Northwestern University

Based in Reno/Lake Tahoe, NV… work across North & South Americas, Europe, Mid-East, Japan and India
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About Atul Minocha
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Grow With The Nation’s Leading Fractional CMO Firm

1,400+
Clients Served

2.5X
Industry Average NPS Score

100+
CMO Professionals 

On Board

70+
Industries

130+
PE Firms Engaged

Portfolio Companies

Recipient 8 Years
And Counting

“In my experience, no other 
marketing consulting or 

advisory group brings Chief 
Outsiders’ unique combination 
of strategic insight, a toolkit of 
functional best practices, and 

operational know-how. They are 
an important partner in helping 

ConnectWise get to the next 
stage of peak performance.”

- Scott Marshall, SVP Marketing, 
ConnectWise
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Thank you!

Atul V. Minocha

AMinocha@ChiefOutsiders.com

775.233.9922


