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90% OF 
STARTUPS FAIL



…and, most importantly, maintaining a 
product rather than business oriented 
focus…

Building things nobody 
really needs... …concentrating on incremental 

change...

…not aligning internally to respond to 
external opportunities / challenges...

COMMON DRIVERS OF FAILURE ACROSS INDUSTRIES



HOLISTIC OVERVIEW OF STRATEGIC CONSIDERATIONS
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How can you 
get there?

How can you 
get there?

Where are you 
going?

Where are you 
going?

How will you 
stand out?

How will you 
stand out?

How will you bring it to 
life?

How will you bring it to 
life?











HOLISTIC OVERVIEW OF STRATEGIC CONSIDERATIONS

5


ONE
• Determine what business you’re in
• Articulate what success looks like for 

your company
• Understand how your audience makes 

purchase decisions

TWO
• Determine your customers’ needs
• Create a foundation for growth

THREE
• Better articulate how you help your 

audiences
• Create your Relevant Differentiation

FOUR
• Bring your Relevant Differentiation 

through all touchpoints
• Identify the specific initiatives that will 

lead you to your destination

Relevant 
Differentiation



DESTINATION SETTING



A HOLISTIC VIEW OF SMB SUCCESS
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How can you 
get there?

How can you 
get there?

Where do you want 
to go?

Where do you want 
to go?

How will you 
stand out?

How will you 
stand out?

How will you bring it to 
life?

How will you bring it to 
life?
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







WHERE DO YOU WANT TO GO?
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FIRST, WHAT BUSINESS WILL YOU REALLY BE IN?

THIRD, HOW WILL YOU HELP?

FOURTH, HOW WILL YOU KNOW YOU ARE SUCCESSFUL?







SECOND, WHO WILL YOU HELP?



FIRST, WHAT BUSINESS WILL YOU REALLY BE IN?
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HOW YOU FRAME YOUR COMPETITION INFORMS EVERY DECISION YOU MAKE 

New close-in or related categories 

Current category definition 

Direct Competitors 
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Salty Snacks

Healthier Salty Snacks

Healthier Salty 
Snacks For Women

FIRST, WHAT BUSINESS WILL YOU REALLY BE IN?
HOW YOU FRAME YOUR COMPETITION INFORMS EVERY DECISION YOU MAKE 



WHY THIS MATTERS

Competing against salty 
snacks

Competing against 
healthier salty snacks

Distribution Channels?

Packaging?

Advertising and Promotion?
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FIRST, WHAT BUSINESS WILL YOU REALLY BE IN?
HOW YOU FRAME YOUR COMPETITION INFORMS EVERY DECISION YOU MAKE 

Competing against 
healthier salty snacks for 
women



SECOND, WHO WILL YOU HELP?
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ACTION STAR ACTION STAR

DEEPLY UNDERSTAND YOUR KEY CUSTOMER – APPEAL OF ACTION STARS



13

Who am I 
buying 

this for?

What 
problem am 

I trying to 
solve?

Where do I 
learn about 

this?

How do I 
view myself?

What else 
am I 

considering?

How am I 
feeling 
about 
this?

How will I 
make a 

purchase 
decision?

Who do I 
listen to 
and get 
advice 
from?

SECOND, WHO WILL YOU HELP?
DEEPLY UNDERSTAND YOUR KEY CUSTOMER – APPEAL OF ACTION STARS
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

WHAT ARE THEY THINKING ABOUT?
- About themselves, the job they are trying to get done, their 
options (including you)

WHAT ARE THEY FEELING?
- About themselves, the job they are trying to get done, their 
options (including you)

WHAT ARE THEY DOING?
- Where are they getting their information, who do they trust, 
where do they explore and shop?

SECOND, WHO WILL YOU HELP?
DEEPLY UNDERSTAND YOUR KEY CUSTOMER  



THINK


FEEL


DO


ABOUT ME 




What are people thinking right now:
- About their job/role in the decision
- The issues
- Their impact
- How this product/service helps them

How do people currently feel about it:
- Aspirations
- Fears
- Sense of self

As a result, what are they currently doing,
in terms of:
- What they read and listen to
- Who they speak with
- Where they shop/explore/learn
- What actions do they take

Describe your customer 
- Demographics
- Role in purchase decision
- Company size / type of business (B2B)



EthnographyInterviews

Social Listening Surveys

Desk Research 
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SECOND, WHO WILL YOU HELP?
DEEPLY UNDERSTAND YOUR KEY CUSTOMER  



BUSINESS FOCUS



A HOLISTIC VIEW OF SMB SUCCESS
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How can you 
get there?

How can you 
get there?

Where do you want 
to go?

Where do you want 
to go?

How will you 
stand out?

How will you 
stand out?

How will you bring it to 
life?

How will you bring it to 
life?











FIRST, CLASSIFY YOUR BUSINESS

•

•

•
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FIRST, CLASSIFY YOUR BUSINESS
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SECOND, MAP YOUR CUSTOMERS’ JOBS

PRE-SALE

DEFINE UNDERSTAND PREPARE

“I need to decide 
if I want bottled 
ice tea, home-
brewed coffee or 
something from 
local shop”

“I decided on a 
local coffee shop 
but need to find 
one near my 
upcoming 
meeting”

“Not sure if the 
coffee shop 
accepts credit 
cards
- so I better get 

cash on the way 
or download 
Apple Pay”

SALE

EXECUTE

“Got there, made 
it through line, 
paid (with a credit 
card!), and 
decided at last 
minute to place an 
order for a box of 
coffee for the 
meeting”

POST-SALE

MONITOR MODIFY CONCLUDE RESOLVE EXTEND

"Placed the order 
but this is an 
important meeting 
so I’m going to 
confirm later that 
everything is OK”

"Darn it – my boss 
only drinks decaf 
in the afternoon so 
I need to change 
the order”

"Before I forget 
about this place, 
want to make a 
note about it”

“The coffee was 
great but it wasn’t 
decaf – want to 
get credited 
before going 
there again”

"Glad my new 
favorite place 
credited me for 
that last offer – so 
now I feel OK 
ordering coffee 
online for my 
brother’s birthday 
next week” 

JOBS TO BE DONE FRAMEWORK
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DIFFERENT BUSINESS TYPES APPROACH JOBS TO BE DONE DIFFERENTLY 

EXTEND

"Glad my new favorite 
place credited me for that 
last offer – so now I feel OK 
ordering coffee online for 
my brother’s birthday next 
week” 

PRODUCT INNOVATION        FOCUSED 
COMPANIES

CUSTOMER INTIMACY          FOCUSED 
COMPANIES

OPERATIONAL EFFICIENCY    FOCUSED 
COMPANIES
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SECOND, MAP YOUR CUSTOMERS’ JOBS



THIRD, PRIORITIZE JOBS
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HOW IDENTIFYING KEY JOBS MIGHT IMPACT A “MAYBE” DECISION

Incremental sales are good

The carbon footprint of shipping 
coffee is bad

Important decision to make 
because it impacts “value” and 
“values”

CUSTOMER INTIMACY          FOCUSED 
COMPANIES
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THIRD, PRIORITIZE JOBS



FOURTH, RE-CLASSIFY YOUR BUSINESS 

Do you need to shore-up your primary focus, 
add a secondary focus, or is there a 
misalignment?

DOES THE BUSINESS CLASSIFICATION ALIGN WITH THE PRIORITIZED JOBS?
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WHY ALIGNMENT MATTERS

PRODUCT INNOVATION        CUSTOMER INTIMACY         OPERATIONAL EFFICIENCY   
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FOURTH, RE-CLASSIFY YOUR BUSINESS 
DOES THE BUSINESS CLASSIFICATION ALIGN WITH THE PRIORITIZED JOBS?



RELEVANT DIFFERENTIATION



A HOLISTIC VIEW OF SMB SUCCESS
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How can you 
get there?

How can you 
get there?

Where do you want 
to go?

Where do you want 
to go?

How will you 
stand out?

How will you 
stand out?

How will you bring it to 
life?

How will you bring it to 
life?











A Spokesperson

A Jingle

A Name

A Logo A Symbol

A Slogan

An Ad A Product

CREATING LONG-TERM RELEVANT DIFFERENTIATION KEY TO SUCCESS
BUILD A BRAND AS BIG AS YOUR AMBITIONS



A BRAND IS A PROMISE THAT CREATES A PREFERENCE.
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RELEVANTLY DIFFERENTIATED

LONG-TERM

CONSISTENT ACROSS TOUCHPOINTS AND 
OPERATIONS

CREATING LONG-TERM RELEVANT DIFFERENTIATION KEY TO SUCCESS
BUILD A BRAND AS BIG AS YOUR AMBITIONS

EMOTIONAL CONNECTIVITY



CREATING LONG-TERM RELEVANT DIFFERENTIATION KEY TO SUCCESS
BUILD A BRAND AS BIG AS YOUR AMBITIONS

RELEVANTLY DIFFERENTIATED



33 https://www.qsrmagazine.com/reports/drive-thru-2016-dunkin

Make and serve the freshest, most 
delicious coffee and donuts quickly 

and courteously in modern, well-
merchandised stores

CREATING LONG-TERM RELEVANT DIFFERENTIATION KEY TO SUCCESS
BUILD A BRAND AS BIG AS YOUR AMBITIONS
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To deliver the most intellectually 
honest and unexpected coffee 

experience

CREATING LONG-TERM RELEVANT DIFFERENTIATION KEY TO SUCCESS
BUILD A BRAND AS BIG AS YOUR AMBITIONS
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CREATING LONG-TERM RELEVANT DIFFERENTIATION KEY TO SUCCESS
BUILD A BRAND AS BIG AS YOUR AMBITIONS



STRATEGIC GUIDELINES



A HOLISTIC VIEW OF SMB SUCCESS
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How can you 
get there?

How can you 
get there?

Where do you want 
to go?

Where do you want 
to go?

How will you 
stand out?

How will you 
stand out?

How will you bring it to 
life?

How will you bring it to 
life?











HOW WILL YOU BRING YOUR PLANS TO LIFE?
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DRIVIG DIFFERENTIATION AND CONSISTENCY ACROSS TOUCHPOINTS AND OPERATIONS

Relevant 
Differentiation

Programs

Products
/Services 

Pricing 

Social
Media

Sales 
Process

Website

Inbound
Marketing

Logo 
Design



DIFFERENT BUSINESS 
TYPES APPROACH 

GROWTH 
DIFFERENTLY 

PRODUCT INNOVATION        FOCUSED 
COMPANIES

CUSTOMER INTIMACY          FOCUSED 
COMPANIES

OPERATIONAL EFFICIENCY    FOCUSED 
COMPANIES
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HOW WILL YOU BRING YOUR PLANS TO LIFE?
DRIVING DIFFERENTIATION AND CONSISTENCY ACROSS TOUCHPOINTS AND OPERATIONS



ALTHOUGH SMB’S FACE SIMILAR DYNAMICS, CLASSIFICATION DRIVES TYPE OF RESPONSE 
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HOW WILL YOU BRING YOUR PLANS TO LIFE?
DRIVING DIFFERENTIATION AND CONSISTENCY ACROSS TOUCHPOINTS AND OPERATIONS



REMEMBER



90% OF 
STARTUPS FAIL



WHAT WOULD YOU 
LIKE TO TALK ABOUT?



HOLISTIC OVERVIEW OF STRATEGIC CONSIDERATIONS
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
ONE
• Determine what business you’re in
• Articulate what success looks like for 

your company
• Understand how your audience makes 

purchase decisions

TWO
• Determine your customers’ needs
• Create a foundation for growth

THREE
• Better articulate how you help your 

audiences
• Create your Relevant Differentiation

FOUR
• Bring your Relevant Differentiation 

through all touchpoints
• Identify the specific initiatives that will 

lead you to your destination

Relevant 
Differentiation



THANK YOU.


