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Spearhead Helps Companies Grow, One 
Relationship at a Time. 
With relationships come opportunities, with opportunities come increased sales and 

profits, and with increased sales and profits comes growth. When that growth is 

managed wisely, everyone wins: owners, managers, employees, contractors and 

suppliers; their families; their communities. This is why we do what we do. 

We integrate sales and marketing through consulting, branding, advertising, public 

relations and web marketing. 
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“He who fails to plan is 
planning to fail.” 

– Winston Churchill
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Planning for Growth

Step 1 - Clarify Your Business 
Development Objectives
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Which is Your Business Most Like?

Client

Offer
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Profit

Mystery Art Machine
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Business Development Cycle

Emerging

Growth / Decline
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Profit

Client

Offer

Growth / Decline

Mature

Managing the Business Development 
Cycle is an Art
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Paint a Business Development Target

Energy Source
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Energy Source
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Well Oiled Machines Innovators
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Intuition Innovate

Experience Learn & Refine

Design 
Thinking 
Advances 

i

Business Development Cycle
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Systems $$$$$$ Exploit

Business 
Knowledge

Profi
t

Cli
en
t

Off
er

Ingredient Desired Result
Time 

Commitment
Money 

Commitment

Intuition Innovation

Plan Management Time and Money 
to Advance Through the Cycle
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Experience Structure

Systems $$$$$$ Exploit
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1. Lumping it all into a “sales” or “business development” job 
doesn’t work. Requires Sr. Leadership to advance through 
Mystery › Art › Machine.

2 How bad do you want to grow? Requires sacrifice cash focus
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2. How bad do you want to grow? Requires sacrifice, cash, focus 
and yes…change. Changing systems, habits, beliefs; “The way 
we’ve always done it.”

3. It’s more profitable in the short term to fine tune your existing 
machine. This is a double edge sword.

Step 2 – Fine Tune Your 
Relationship Development 

Machine
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I want to do business with 
______________ (specific person).
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This person wants ____________.
(hint: trick question)
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“Find out what jobs consumers need to 
get done. Those jobs will point the way 
to purposeful products – and genuine 
innovation.” - Marketing Malpractice, The 
Cause and the Cure

1) Meet commitments
2) Feel important
3) H l th

MYSTERY
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3) Help others
4) Prevent mistakes/problems
5) Manage key variables
6) Communicate
7) Manage time
8) Have fun

“If I had asked my customers what they 
wanted, they would have said a faster horse.” 

– Henry Ford

I can help them get _______ better 
then these alternatives __________.
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(…to and from, better than “faster 
horses” or other options.)
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Better because ___________. And, not 
just because I say so, but because 
we’ve put our solution to the test. 
________ (people) confirm it.
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________ (people) are advocates.

How do you get them to buy from 
you?
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you?

Copyright © 2012 Spearhead. All rights reserved.



8/20/2012

7

Even if you get an appointment, 
the chances of meeting a buyer 
that is ready to change right 
away is like finding a needle in a 
hay stack.

Copyright © 2012 Spearhead. All rights reserved.
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NOT

The Key is 
to…
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NOT

People buy from people they know, 
like and trust
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like and trust. 
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It takes time to get to know someone.
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“Like” is a natural filter. We can’t be all 
thi t ll l
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things to all people.

Trust requires confidence and 

credibility.

Copyright © 2012 Spearhead. All rights reserved.



8/20/2012

9

Other considerations…

80% of leads are never followed up on.
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45‐65% of leads buy within 6‐18 months
of their initial search.
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Most sales people give up after two attempts.

Copyright © 2012 Spearhead. All rights reserved.



8/20/2012

10

Most purchases occur after 7‐12 solid interactions.
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AWAY
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“Nobody cares how much you know, until they know 
how much you care.” ‐ Theodore Roosevelt

© 2009 Spearhead.  All rights reserved.

Keys:
Single shot or disconnected sales and marketing 

tactics don’t work. 

You need a relationship development process
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that enables you to STAY‐IN‐TOUCH in a 

helpful way so that you establish credibility
and build confidence.
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1. 

First 
I i

2. 

Building 
T t

3. 

Opening 
U

4. 

Teaming 
U

5. 
Depending 
on Each 

Brand Equity
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Impression Trust Up Up Other

Solution: Implement a Relationship Development Process

Step 3 – Determine Your 
Investment Priorities and Budget
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Priorities Assessment
I Need Strongly

Disagree
Disagree Neutral Agree Strongly 

Agree

Stronger brand 
image and 
recognition

More direct leads
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To do a better job 
following up with 
leads 

To close a higher 
% of proposals

To sell more to 
existing clients
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New vs. Existing Relationships

• Priority #1 ‐ Secure existing 
customers with established 
and new products/services

• Priority #2 ‐ Re‐visit accounts 

Product 
Stage

Customer
Stage

Odds of 
Buying

Established Existing 1 in 2

New Existing 1 in 4

Odd’s of Buying… Lesson’s to Seller’s…

Copyright © 2012 Spearhead. All rights reserved.

that got away

• Priority #3 ‐ Hunt new 
accounts

34

g

Established New 1 in 8

New New 1 in 24

Source: Selling In A Down Economy by Robert B. Miller, Founder, 
Miller Heiman

ROI of Earning “New Buyers”
Description of Variable Variable Amount 

Example

How many potential new buyer relationships do you have? 100 people

Multiply by .45 (45% make a buying choice in 6‐18 months) 45 people

Multiply by 125 (1 out of 8 if existing product otherwise 5 people

Copyright © 2012 Spearhead. All rights reserved.

Multiply by .125 (1 out of 8 if existing product, otherwise 
multiply by .04 is new product)

5 people

How much profit can you make over the lifetime of a client? $10,000 per client= 
$50,000

How much are you willing to invest for this return? $25,000

If, you have 7‐12 strong interactions over 6‐18 months from 
the time you meet this is the maximum you should spend to 

get and stay in touch with them (marketing and sales 
investment)

ROI of Growing “Existing Clients”
Description of Variable Variable Amount 

Example

How many of your existing clients could give you more business 
if they chose to?

50 clients

Multiply by .5 (1 out of 2 if existing product, otherwise multiply 
by .25)

25 clients

h f k h l f f h $ l
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How much profit can you make over the lifetime of the 
incremental new sales?

$5,000 per client = 
$125,000

How much are you willing to invest for this return? $62,500

If, you have 7‐12 strong interactions over 6‐18 months from 
the time you begin marketing and selling, this is the 

maximum you should spend to grow your share of their 
business.
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Total Investment over 6‐18 months
Objective Investment

Amount

Earn 5 New Clients that produce $10,000 of lifetime profit $25,000

Get 25 Existing Clients to buy more; resulting in $125,000 of 
incremental lifetime profit

$62,500

Copyright © 2012 Spearhead. All rights reserved.

p

Total Investment $87,500

12‐Month Budget (multiply by .66) $57,750

The Cost of Doing Nothing

• Do sales go down with existing clients?

• Does your brand reputation take a hit?

• Do you give up longer term benefits like 
i d b d i ?

Copyright © 2012 Spearhead. All rights reserved.

increased brand equity?
– Helps with company market value

– Helps with employee recruiting

– Helps with referral generation

Step 4 – Select Your Channels and 
Call-To-Actions

Copyright © 2012 Spearhead. All rights reserved.
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Channels

•Direct Marketing
•Advertising
•Events
•Public Relations
•Publication Articles
•Books
S ki E t

Call To Action

•Samples
•Reports
•Articles
•Webinars
• Seminars
•Competition Awards
P d t S i C lti
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• Speaking Engagements
•Web
•Social Media
•Word‐of‐Mouth
•Associations / Groups
•Getting a referral
•All of the above
•Some of the above

•Products, Services, Consulting
• Fun Time
•Networking, Leads
•Discounts
•Referral perks
•Newsletter/Blog Subscription

1. 

First 
I i

2. 

Building 
T t

3. 

Opening 
U

4. 

Teaming 
U

5. 
Depending 
on Each 

Brand Equity
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Impression Trust Up Up Other

Solution: Implement a Relationship Development Process

1. 

First 
Impression

2. 

Building 
Trust

3. 

Opening 
Up

4. 

Teaming 
Up

5. 
Depending 
on Each 
Other

Brand Equity
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•Advertising
•Public Relations
•Publication 
Articles, Speaking 
Engagements
•Word‐of‐Mouth & 
Top‐of‐Mind 
Events, Reminders
•Direct Mail
•Personal Intro

•How‐To Guides, 
Tools, Kits, 
Literature, Videos, 
etc
•Direct Mail and 
Email w/ Landing 
Pages

•Personalized Mail, 
Call, Email
•Value 
Comparisons

•Assessments
•Sales Documents 
/ Communications
•ROI Calculator 
/Presentation
•Execution Proof 
(Factory/Office 
Branding)

•Customer Surveys
•Joint Planning
•Customer 
Appreciation 
Awards, etc
•Advocate Events  
(They invite 
others)
•Advisory Boards
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Program Mgt –
Design Your Budget by Stage

Stage Investment 
Description

Expectations Mo 1 Mo 2 Mo 3 Cont…

Brand & First 
Impression

$ $ $ $

Building Trust $ $ $ $

Opening Up $ $ $ $

T i U $ $ $ $

Copyright © 2012 Spearhead. All rights reserved.

Teaming Up $ $ $ $

Prospects $ $ $ $

Clients $ $ $ $

Referrals $ $ $ $

Totals $ $ $ $

Steps to Plan for Growth
Step 1 – Clarify Your Business Development Objectives 

Step 2 – Focus on Critical Relationships 

Step 3 – Determine Your Investment Priorities and Budget 

Copyright © 2012 Spearhead. All rights reserved.

Step 4 – Select Your Channels and Call-To-Actions

12‐Month Plan Summary
Initiative Goals Time 

Commitment
Money 
Commitment

Business 
Development 
Objectives

Relationship 
Development 
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System

Marketing
Channels & CTA’s



 

 

 

 
 
 
 
 
 
 
 
 

 

 




