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Your Single Most Important
Strategy Investment
The single most important investment you can make in your business,
may lie within answering five questions.
In today’s noisy, competitive marketplace, deciding your market
strategy, positioning and messaging may be the most important
decision you make as a business leader - and one which holds the
greatest leverage for your long-term growth.

Take the time.
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Why step off the treadmill, briefly?
Because the answers to these five questions hold the promise you need to:
• Shorten sales cycles; increase revenue
• Build trust with customers; out-perform competition
• Increase confidence with investors; improve valuations
• Retain and attract key talent

Why now?
Because time is money, and credibility. Burn rate is real; markets are
brutal in their assessment of companies that don’t declare their market
position, or worse pivot multiple times to find a fit. Resist the race to
revenue long enough to answer these five business strategy questions,
and ensure you have a long-term differentiated value proposition that
customers care about.
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Let’s get started!
Rather than give you the answers, let me propose that you already have
the answers - you just need to take the time to reflect, and document
your answers.

Our ‘5 Questions’ approach is more about
guiding and challenging your thought
process along the way.
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What is your WHY?
“People don’t buy what you do, they buy why you do it.”
Words from Simon Sinek, author of ‘Start with Why’ and the related
YouTube video. People, your customers, want a human connection
with you. They want to know you, understand you and trust you. And it
starts with understanding your passion for why you started your
business. It’s your story. Tell your story in the ‘About Us’ section of your
website, but publish your one-sentence for ‘Why’ on your home page above the fold.
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WHO is your customer?
Who is your customer, and what is the problem they are trying to solve,
in their words, not yours? And, what are the business benefits you
deliver that they care about? These answers should appear on your
website home page, right after where you describe ‘your why’.
Now as a practical sales matter, ignore your TAM, SAM, and focus on a
winnable segment of your broader customer segment. Don’t make the
mistake of trying to be all things to all customers.
Focus wins, delivers traction, credibility and positions you for growth. In
Geoffrey Moore’s words, “why not become a big fish in a small pond?”
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What is your product, or rather,

SOLUTION?

You have identified your customer and understand the problem they
need solving. Now what is your solution and its ability to solve the
customer’s problem, at scale? In tech-sector jargon, your product/
market fit?
It is paramount that you not be a solution looking for a problem. Even
though your solution may solve numerous problems you think your
customer has, start with a problem they know they have. Solve that
first, and you may earn the right to solve other problems you know they
have.
One other little tricky matter, often a trap for technologists: you are not
selling technology, but a solution to a known problem. Your customers
relate to your product as a solution to their problem. The enabling or
underlying technology (e.g. Artificial Intelligence) you use to solve their
problem, is less interesting and will simply not resonate. Stay focused
on your customers’ problem.

Now name your solution, and have it be MEANINGFUL

and MEMORABLE - in that order.
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Who are your competitors and

how are you DIFFERENT?
Who are they, what are they saying and how are you different? If you
don’t define them, your customers will for you, and you might not like
the outcome. Geoffrey Moore, author of Crossing the Chasm, said it
best with “creating the competition, more than anything else,
represents a watershed moment in positioning.”
In early-stage disruptive technologies, customers need something,
someone (company, product, status quo) to compare you with. It is
based in neuroscience, around the need for safety and trust.
Those same competitors can teach you more about your category, the
segment you are targeting, and provide crucial insights for your
messaging.
Study them. Now pull away from those competitors and define how you
are different? Oh yes, and make sure you can defend it and that it is
sustainable.
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What is your category and your
position within the category?
What is your software category; in other words the label for the
solutions that industry and customers might attach to your solution.
Think CRM, ERP, SCM, etc. Always helpful to start with what research
analysts, (e.g. Gartner Research), might be saying, and what
competitors are saying about the category.
Following that homework, if you can declare a new and relevant
category, and be first to category, exciting news! Being first holds
remarkable power for a brand - but understand that you assume an
educator role which requires a much greater marketing investment.
Pro-tip: if you are privileged to define a new category, give it away so
others can validate it. You don’t want to be a ‘category-of-one’
solution.
Now unless your category is truly breakthrough and relevant to the
customer, sometimes it is best to adopt an existing category, and
define yourself uniquely in that category. Pro-tip: complement a
category - with a unique niche solution - that is defined by leaders in
your industry, and you become an interesting acquisition target.
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Parting shot. Simply Fill in
the Blanks
No need to reinvent the wheel. Take what you learned from this
exercise and fill in the blanks.
Back to Geoffrey Moore, he gave us a template to use as follows:
For (target customer) who (statement of need or opportunity),
the (product name) is a (product category) that (statement of key
benefit – that is a compelling reason to buy). Unlike (primary
competitive alternative), our product (statement of primary
differentiation).
It worked for Geoffrey Moore, for all the companies he helped and later
documented in his book, Crossing the Chasm.
Fill in the blanks, test it with trusted advisors & customers, and then
publish it to your whole team. Call it your elevator pitch and speak with
one message, once voice. Your investors, customers and employees
will appreciate it!
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What we believe:
Competition is real. Growing companies is hard. Positioning, and
messaging can be intimidating.
We understand the challenge of breaking through the noise,
differentiating, and defining a unique value proposition. We care about
companies growing and making a difference. We care about helping
leaders change industry, and deliver value.

Our why?
We help technology companies differentiate, compete and grow by
delivering unique strategy, and messaging - essential to positioning
companies for long-term growth. It gets us up in the morning, and
inspires us every day.

How can we help you?
We developed a strategy service and called it our ‘Positioning Audit’ to
help technology companies get started.

GET STARTED
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Testimonials
“I’ve had the pleasure of knowing and working with Tim on
several projects the past year. His insights and knowledge of the
strategic marketing game are impressive and his ability to
quickly assess what is necessary to jump ahead is amazing but
what’s most endearing is he really cares about doing what’s right
for his customer.”
Thomas Blondi, Sr. Advisor at Arizona Commerce Authority

“Tim created a Positioning Audit for a venture I am working on,
and it was pure magic. When we had a chance to review the
Audit, it was packed with knowledge. It suggested sensical,
practical actions and was very approachable.”
Chad Bellin, Technology and Strategy Leader

“Tim has proven to be a master in developing meaningful points
of difference in positioning our client in a highly competitive,
technical field. He has strong client-facing skills and an excellent
work ethic.”
Brad Casper. Chief Executive Officer at OH Partners

“Tim has a special combination of marketing strategy, execution,
and general business acumen that is a tremendous asset in the
AZ technology and venture growth community. His playbooks
come from first-hand experience and his commitment to
excellence comes from a rare type of operator passion and
enthusiasm to do what is necessary to help his companies
succeed.”
Dave Albertson. Co-founder, CEO at Shelvspace
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Thanks for taking time to read and think with us!
I know your time is scarce.

I also know, much like you, the technology start-up
success rates. I want to help change those rates. It’s
why I started this company and why I named it
GrowthShift. In helping you shift your thinking,
momentarily, you have the opportunity to shift growth.
Your customers care about your positioning, strategy
and messaging. Take the time to answer these 5
questions, and make it easy for your customers to
do business with you.

Sincerely,
Tim Manning
Helvetic Neue 45 Light & 75 Bold

Founder, Growth Evangelist
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