“Entrepreneurial Marketing:  Focusing on and Listening to the Needs of the Customer” 
Syllabus for
Two Day Workshop
for Québec 10x20 Pilot Program 
(This Program Can Be Further Refined to Reflect the Specific Circumstances, Profiles, and Objectives of the Participating Companies, once Selected)

“Entrepreneurial Marketing:  Focusing on & Listening to the Needs of the Customer”
Proposed Syllabus for Québec Pilot Program 
Friday June 29, 2007: The Basics and Applying it to the Real World
08:30 – 08:45 am

Introduction and Overview (Desired Outcomes of this Program) – Bill Aulet (BA)
· The introduction and overview of the objectives of the Entrepreneurial Marketing two-day program
08:45 – 09:00 am

Review of First Program (Global Sales) – BA
· Review key points of the first two day program on Global Sales and Sales Force Management

· Explain the connection to Entrepreneurial Marketing

· Put both into perspective of full four session program of workshops
09:00 – 10:15 am

Situational Analysis I (Brainstorming) -- BA
· Review of current status of attending companies’ marketing plans and organizations

· Interactive SWOT (Strengths, Weaknesses, Opportunities and Threats) exercise

· Results will influence priorities, and how the rest of the program is focused
10:15 – 10:30 am

Break
10:30 – 10:45 am

Situational Analysis II (Summary) – BA
· A summary of the SWOT analysis is presented, with implications for the Workshop
· A prioritized list of high potential class projects with identified current bottlenecks
· These projects will be the basis for the team assignments over the two days
10:45 – 12:00 am

Critical Success Factors in Entrepreneurial Marketing – BA 
· Entrepreneurial Marketing Framework Process
· Technology Push vs. Market Pull
· Choosing How to Compete
· Overview of Marketing Plan
12:00 – 1:15 pm

Lunch and Formation of Teams – BA
· Team are formed around projects which will be the focus of applying the principals learned
· Teams sit together at the lunch and have a focused discussion on project
1:15 – 3:00 pm

SensAble Technologies and Brontes Technologies Case Studies – BA
· The “Crossing the Chasm” challenge in high technology & how to make it a positive for you
· Examples of how to successfully build customer focused companies from a technology base
· The importance of stages of growth for a new venture and how marketing relates to exit strategies
3:00 – 3:15 pm

Break
3:15 – 4:00 pm

Team Project Working Sessions and Coaching from Instructor – BA 
· Class breaks into small teams to work on projects
· Apply basic principles to real world situations
· Lots of interactive coaching with instructors
4:00 – 4:30 pm

Viisage Case Study – BA
· How to turnaround a company with its an existing course and speed
· The importance of hearing what the customer is really saying and not what you want to hear
4:30 – 5:15 pm

Commerce Bank Case Study – BA
· How to produce superior performance through properly focused marketing and sales

· How to develop an execution plan that fully supports the strategy, with full alignment throughout the company with respect to customers, products and employees

· How to achieve differentiation and market power, even in the most difficult situations
5:15 – 5:30 pm

Break
5:30 – 6:00

Elevator Pitch Contest Round 2 – Chance to Test Your Presentation and Improve from Last Time
6:00 – 8:00

Reception and Dinner for Attendees and Guests – All 
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Saturday June 30, 2007:  Specifics, Execution and Final Presentations
08:00 – 9:00 am

Teams work on marketing plan presentations, with instructor coaching –
 Mike Grandinetti (MG) 
· Putting course materials put into practice in attendees own situations
· Focus is on the process
9:00 – 10:15 am

Building a Detailed Entrepreneurial Marketing Plan – MG 
· Drill down on key elements of a Entrepreneurial Marketing Plan
· The critical importance of getting the first five marquis customers
· Examples with lessons learned
10:15 – 10:30 am

Break
10:30 – 11:15 am

Marketing Communications – MG
· How to know when the timing is right for “MarCom” 
· What MarCom is and what it is not
· Lessons learned from real world experiences

11:15 – 12:30 pm

Marketing Case Studies – MG
· How to operationalize the critical success factors of Product Marketing and Marketing Communications
· Tradeoffs
· Variance across industries
12:30 – 1:30 pm

Lunch and Discussion of Business Models to Optimize Success and Gain Competitive

 Advantage – MG 
· A discussion of various business models to optimize monetization of value created
· How to choose business model appropriate for your venture

1:30 – 2:30 pm
Teams Work on Marketing Plans and Ready Presentation  – MG
2:30 – 3:30 pm
Team Presentations of Marketing Plans with Real Time Feedback 
· Critiques provided
· Attendees learn from others plans and presentations
· Action plans as appropriate are determined and agreed upon
3:30 – 4:00 pm

Wrap Up
