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A Quick Test...Pencils upA Quick Test...Pencils upA Quick Test...Pencils up
Who Was the First Person to Fly Solo, non-stop 

Across the Atlantic Ocean?

Who Was the Second?

Who Was the Third?

Who Was the First Woman to Do So?
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What is Marketing?What is Marketing?What is Marketing?
AMA Definition:

Marketing is an organizational function and a 

set of processes for creating, communicating, 

and delivering value to customers and for 

managing customer relationships in ways that 

benefit the organization and its stakeholders.
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What is Marketing?What is Marketing?What is Marketing?
More Pragmatic:

Marketing’s job is to separate opportunity from 

Distraction

Marketing's job is to make customers buy 

more, not to make sales sell more.

Monty Python…………..
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What is Marketing?What is Marketing?What is Marketing?
Marketing is the department which answers all 

unanswerable questions from the corporation!
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How to Think 
About Customers…
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How would you categorize or segment your 
customers?

How would you bucket them?
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Market Segmentation - Behavior

Process Process 
FabFab Press   CentrifugePress   Centrifuge

MoldingMolding

Commercial Commercial 
HVAC     Eng. Gen     PumpHVAC     Eng. Gen     Pump

CommercialCommercial
Compressor   Woodworking  Compressor   Woodworking  

ApplianceAppliance

N/AN/A

It’s What They Do! Not What They Buy!ItIt’’s What They Do! Not What They Buy!s What They Do! Not What They Buy!

EndEnd
UserUser

SpecifiedSpecified

OEMOEM
SpecifiedSpecified

RepetitiveRepetitive
ManufacturingManufacturing Design/BuildDesign/Build
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What Is a Good Customer?What Is a Good Customer?What Is a Good Customer?
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A Good Customer is:

• What Are the Criteria for Account Selection?
• Does $$$ Opportunity = “Goodness”?
• Does past performance = “Goodness”?
• Do long valued relationships = “Goodness”?

•• What Are the Criteria for Account Selection?What Are the Criteria for Account Selection?
•• Does $$$ Opportunity = Does $$$ Opportunity = ““GoodnessGoodness””??
•• Does past performance = Does past performance = ““GoodnessGoodness””??
•• Do long valued relationships = Do long valued relationships = ““GoodnessGoodness””??

•• A Good Customer Is Any Customer Who    A Good Customer Is Any Customer Who    
Meets Your Criteria for Good Customer Meets Your Criteria for Good Customer 
SelectionSelection

• What is the Mortal enemy of Marketing?
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Target Customers with FACTS!
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The Top 1,300 Accounts Represent Approximately 90% of the Total Margin
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When Is a $40,000 Customer
Worth More Than an $80,000 

Customer?

When Is a $40,000 CustomerWhen Is a $40,000 Customer
Worth More Than an $80,000 Worth More Than an $80,000 

Customer?Customer?

When the $40K Customer Is at 50% 
Margin 

and the $80K Is at 20%

When the $40K Customer Is at 50% When the $40K Customer Is at 50% 
Margin Margin 

and the $80K Is at 20%and the $80K Is at 20%
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Are these the only factors to consider?Are these the only factors to consider?

Of course not, there are a variety of factors 
that constitute a selection model called 

“Opportunity and Fit”

Of course not, there are a variety of factors Of course not, there are a variety of factors 
that constitute a selection model called that constitute a selection model called 

““Opportunity and FitOpportunity and Fit””
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Opportunity Model Bullets

• What Is the Volume of Business Projected?
• What Are the Future Volumes Projected?
• What Are the Estimated Margins?
• Is Customer’s Industry Expanding or Declining?
• Trend of Your Share at the Account for Past 3 Years?
• Accounts Industry Position (Leader, Follower, Laggard)
• Specification Influence - High or Low? 
• Purchasing Decisions Made Locally or Centrally?
• Your Region’s Economic Strategy? Customer Fit?
• Do They Display at Trade Shows?

•• What Is the Volume of Business Projected?What Is the Volume of Business Projected?
•• What Are the Future Volumes Projected?What Are the Future Volumes Projected?
•• What Are the Estimated Margins?What Are the Estimated Margins?
•• Is CustomerIs Customer’’s Industry Expanding or Declining?s Industry Expanding or Declining?
•• Trend of Your Share at the Account for Past 3 Years?Trend of Your Share at the Account for Past 3 Years?
•• Accounts Industry Position (Leader, Follower, Laggard)Accounts Industry Position (Leader, Follower, Laggard)
•• Specification Influence Specification Influence -- High or Low? High or Low? 
•• Purchasing Decisions Made Locally or Centrally?Purchasing Decisions Made Locally or Centrally?
•• Your RegionYour Region’’s Economic Strategy? Customer Fit?s Economic Strategy? Customer Fit?
•• Do They Display at Trade Shows?Do They Display at Trade Shows?
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Opportunity Versus Fit 
West Texas Oil Patch - Oil Strike!!!

Opportunity Versus Fit 
West Texas Oil Patch - Oil Strike!!!

Research Rules!

BP

Exxon

Ewing

BMA



T. Insprucker   847-963-8863 16



T. Insprucker   847-963-8863 17

Fit Model - Bullets

• Is Business Project Driven or Repeat?

• Does the Customer Fit Your Competencies?
• Sales Expertise Modification

• Delivery Packaging

• Expedite

• Does the Customer Require a Lot of Support?

• Does the Customer Buy Your Most Profitable Products?

• Is the Customer a Convenience Buyer? (Branch Location)

• Do Supplier Initiatives Support This Audience? 

•• Is Business Project Driven or Repeat?Is Business Project Driven or Repeat?

•• Does the Customer Fit Your Competencies?Does the Customer Fit Your Competencies?
•• Sales ExpertiseSales Expertise ModificationModification

•• DeliveryDelivery PackagingPackaging

•• ExpediteExpedite

•• Does the Customer Require a Lot of Support?Does the Customer Require a Lot of Support?

•• Does the Customer Buy Your Most Profitable Products?Does the Customer Buy Your Most Profitable Products?

•• Is the Customer a Convenience Buyer? (Branch Location)Is the Customer a Convenience Buyer? (Branch Location)

•• Do Supplier Initiatives Support This Audience? Do Supplier Initiatives Support This Audience? 
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Major Accounts



T. Insprucker   847-963-8863 19

0

0

10

20

30

40

50

60

70

80

90

10 20 30 40 50 60 70 80 90 100

Opportunity

Develop or Defend

Develop

Develop

Defend
Maintain

Defend Selectively

Maintain Selectively

Maintain 
Minimal 
Resources

Maintain
Minimal 
Resources

Withdraw

FI
T



20
T. Insprucker   847-963-8863 

Channel
Accounts

• Develop or Maintain

• Covered by Square D
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Implications of Major Account Strategy

Electronic 
Machinery

Panel 
Building

Back-Up 
Power

HVAC/Pump/
Compressor EDEM

Mat 
Handling

Semiconductor
Control 
Panels

Computer 
Pwr. HVAC   EDEM Packaging

Metalworking
Square D 

Panels
Engine 

Generator Refrigeration EEM Conveyance
Printing Telecomm Pump Retrofitters Elevator

Compressor Escalator

Major Accounts
Square D OEM Sales Force - Primary (FSE)

Square D Distributors - Supporting
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Implications of Major Account Strategy

Electronic 
Machinery

Panel 
Building

Back-Up 
Power

HVAC/Pump/
Compressor EDEM

Mat 
Handling

Semiconductor
Control 
Panels

Computer 
Pwr. HVAC   EDEM Packaging

Metalworking
Square D 

Panels
Engine 

Generator Refrigeration EEM Conveyance
Printing Telecomm Pump Retrofitters Elevator

Compressor Escalator

Major Acct Marketing Manager

Major Accounts
Square D OEM Sales - Primary

Square D Distributors - Supporting

Responsibilities:

• Major Acct. Plan Development/Msrmnt.

• Drive Major Acct. Needs/Priorities 

• Drive Productivity/Specialized Services

• Manage multi-site coordination

• Policy Deployment
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Go to market Implications of Channel Strategy

Electronic 
Machinery

Panel 
Building

Back-Up 
Power

HVAC/Pump/
Compressor EDEM

Mat 
Handling

Semiconductor
Control 
Panels

Computer 
Pwr. HVAC   EDEM Packaging

Metalworking
Square D 

Panels
Engine 

Generator Refrigeration EEM Conveyance
Printing Telecomm Pump Retrofitters Elevator

Compressor Escalator

Channel Accounts
Distributor Sales Force - Primary

Square D Channel Sales (OCSE)  - Supporting
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Electronic 
Machinery

Panel 
Building

Back-Up 
Power

HVAC/Pump/
Compressor EDEM

Mat 
Handling

Semiconductor
Control 
Panels

Computer 
Pwr. HVAC   EDEM Packaging

Metalworking
Square D 

Panels
Engine 

Generator Refrigeration EEM Conveyance
Printing Telecomm Pump Retrofitters Elevator

Compressor Escalator

Square D Channel Sales - Supporting

Channel Accounts
Distributor Sales - Primary

Field/Channel Marketing Support

Responsibilities:

• Distributor Business Development

• Policy Deployment 

• Sales Plan/Program Support

• Price/Profitability Management

Go to market Implications of Channel Strategy
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The Model

Programs
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