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Demand creation & nurturing

With the complex sales cycles and buying maps of 

many big-ticket B2B products, generating accurate 

and interested leads should be a key element in many 

marketing programs.

VantagePoint specializes in finding ways to help you 

and your sales team identify the potential buyers 

and influencers in the purchase process, and then 

reaching them with integrated, multi-touch compelling 

campaigns that gives your team the leads they need 

to complete the sale. And we can help manage those 

leads throughout the entire cycle, including nurturing, 

evaluation, and follow-up.

AGFA HEALTHCARE 
Challenge

  Increase sales of big-ticket diagnostic equipment by reaching �new markets and 

generating new leads

  Increase brand awareness with users

  Create a solution that would be repeatable enterprise-wide

Solution

  Developed an integrated, trigger-based marketing program including:

		  • unusual direct mail on transparent paper

		  • landing page to capture leads and launch trigger communications

		  • newsletters	

		  • white �papers and case studies

		  • e-mail blasts

		  • follow-up phone calls to non-responding recipients

Results

  482 new prospects registered

  Broke into two previously unknown 

	 markets 

  Produced a qualified, accurate target 

	 mailing list for future communication

  Attracted two new national partners

LEAD GENERATION PROGRAM ELEMENTS:
Direct mail on x-ray-like paper
Landing page
White papers & case studies
Response cards
E-mail blasts
Follow-up phone calls

••
•  

CA
SE

 S
TU

DI
ES



26

marketing    

 advertising     

branding     

digital     

public relations

••
•  

PR
OD

UC
T O

FF
ER

IN
GS

PRODUC T OFFERINGS

In addition to all of the traditional advertising services that agencies offer, 

VantagePoint offers a wide array of marketing and digital solutions that help meet 

specific market opportunities and challenges.

Whether you need to analyze a potential market to see if there is revenue potential, 

or you want to  make sure that the search engines can find your website, we have a 

way to help.

Browse through the next few pages to learn about these specialized services, read 

how they fit in with our integrated marketing approach, and see some examples of 

real-world impact.
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market opportunity  assessment
Assess the attractiveness of a new product, service or market.

Insight Options
VantagePoint customizes our assessment and our reporting to fit your needs for insight. 

We can:

  Estimate market size and growth

  Identify market segmentation

  Identify target markets or segments

  Identify target audiences (decision makers and key influencers)

  Analyze potential competitors

  Develop value propositions

  Develop go-to-market strategy

  Develop marketing communications plan and corresponding budget

Benefits
  Circumvent internal biases with an objective third party evaluation 

  Screen new product/service/market before investing in development

  Enjoy lower upfront cost compared with developing and commercializing a product/

service that may not have the potential to meet objectives

Process

Deliverables
  Presentation and PowerPoint report of findings and recommendations

Real-World Impact
•	 Projects which pursue solid up-front opportunity 

assessment achieve 2.4 times the success rate and 2.2 

times the market share as those with “poor upfront 

homework,” according to Robert Cooper’s studies 	

on hundreds of new product projects.*

•	 The best companies (top 1/3 in their industry) use 

market research more often than most firms to assess 

their new product or service opportunities, according 

to the PDMA Best Practices Study.**

240%
increased success 
rate for projects 
with opportunity 
assessment*

* Robert Cooper, Winning with New Products. (January-February 2009). 
** Gloria Barczak, Abbie Griffin & Kenneth Kahn, “Perspective: Trends and Drivers of Success in 
NPD Practices: Results of the 2003 PDMA Best Practices Study.”  The Journal of Product Innovation 
Management XXVI.1 (Jan 2009) 3-23.

insight
meeting

research 
& analysis

customized
reporting

We capture your 

thoughts and goals

We conduct in-depth research

You receive our findings 

and recommendations

••
•  

M
KT

 O
PP

OR
TU

NI
TY



28

marketing    

 advertising     

branding     

digital     

public relations

net promoters score
Measure & track your brand’s performance from your customers’ perspectives

Overview
The Net Promoters Score (NPS) is based on asking one simple question: “How likely is it 

that you would recommend [Company X] to a friend or colleague?” Those who answer are 

divided into three groups:

Promoters: those who vote 9-10 are loyal evangelists: they will bring in business and new 

customers

Passives: those who vote 7-8 are satisfied but at risk to being won over by your competitors

Detractors: those who vote 1-6 are dissatisfied and can damage your brand through 

negative word of mouth 

Net Promoters Score = % of Promoters - % of Detractors

Benefits
  Provides a simple, easy-to-understand metric

  Supports improvement in customer satisfaction and loyalty

  Allows a company to see itself/product/service through customers’ eyes

  Focuses efforts on what matters most to customers

  Develops closer relationship with customers

  Fuels profitable growth

Process

Deliverables
  Customized presentation & PowerPoint report of findings and next-step 

recommendations, including:

		  •  Overall Net Promoters Score (NPS)

		  •  Performance ratings for key drivers

		  •  Customer recommendations

Real-World Impact
•	 When an American Express co-branded card scored 

a low NPS, research uncovered two problems that 

would have likely gone unnoticed. After resolving the 

issues with their card application process and rewards 

program, NPS scores nearly doubled.

•	 In GE’s European Healthcare unit, managers followed 

up with detracting customers to isolate their chief 

complaint. By discovering and correcting the slow 

response time from engineers, NPS scores have now 

jumped 10-15 points.

•	 VantagePoint developed an NPS tracking program for 

an education supplies company in 2005. The ongoing 

program tracks the company’s NPS quarterly and 

identifies areas for improvement. Over a three-year 

period, the company’s NPS score improved by 70% 

with record growth in profits.

insight
meeting

customized
reporting

survey

adjustment

analysis

250%
NPS leaders outgrow 
their competitors by 
an average of 250%
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PRODUC T LAUNCH SERVICES
Take your product or service to market faster and more effectively.

Features
  Opportunity Assessment — through primary and secondary research methods, we 

help you assess the attractiveness of your new product or service 

  Launch Plan — we develop a go-to-market strategy and plan to quickly and effectively 

reach target audiences

  Readiness Checkup — we offer a focused checkup / planning phase to assess your 

readiness to launch

  eLearning — we empower your internal and external partners with insight so they can 

understand and sell your products or services effectively

  Voice of the Customer — we bring you customer insight to align your new product or 

service with customer needs and wants

Benefits
  Lowers upfront costs (e.g., for a launch that would be unable to meet objectives)

  Increases speed to market

  Improves customer uptake

  Reduces or eliminates potential market roadblocks

  Tailors your launch to the current needs and desires of customers 

  Captures feedback quickly to ensure alignment with changing customer needs / wants

Process

Real-World Impact
•	 VantagePoint repositioned an 18-month-old Capsugel 

product based on consumer feedback, dramatically 

increasing sales and breaking into a new market.

•	 We supported the launch of a new structured cabling 

brand, Uniprise, and have watched them enjoy 23% 

year-over-year growth.

•	 Language Line, an AT&T translation service, needed 

to be repositioned within their markets. Our services 

helped them gain 15% annual growth over the two 

years after our efforts.

•	 The Vest (an airway clearance system by Hill-Rom) 

completed a readiness checkup, entered its market 

successfully, and exceeded 1st-year sales goals.

* “Winning at New Products.” RG Cooper, 2001. “Winning the Product Launch.” OnTarget, 1999.

60%
More than half  
of the reasons for 
product launch 
failures are due  
to poor planning*
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insight

launch
plan

readiness
checkup

opportunity 
assessment

voice of the 
customer

voice of the 
customerwe assess the 

attractiveness of 
your product/service 
through research 
and customer insight

we support development 
through customer feedback 
on product or service 
concepts

we craft a research-
driven go-to-market 
plan, addressing the 
needs of all target 
audiences

external
we can support  
your launch with 
marketing 
communications

we can assess the readiness to 
launch a new product or service

customer feedback can allow 
you to quickly adapt product 
or service messaging to 
changing customer needs

voice of the 
customer

adjustment

development

market
introduction

internal
we can empower 
your internal staff 
to understand 
and sell your 
product well
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demand creation programs
Generate customer demand for your products and services.

Possible Features
  Target audience definition and profile

  List acquisition or development

  Integrated marketing communications programs, including:

		  •  Direct mail and email

		  •  Search engine marketing			

		  •  Trade shows and events

		  •  Webinars

		  •  Online and offline advertising

  ROI modeling

Benefits
  Expands customer base 

  Minimizes costs

  Reduces customer acquisition lead times

Process

Real-World Impact
•	 An integrated campaign, including a trade show 

event, for a  manufacturer of commercial plumbing 

equipment generated  250 qualified leads for sales 

follow-up.

•	 Our efforts for a leading LTL trucking firm won them 

5,500 new registrants within the first three months.

•	 A global capsule manufacturer gained over 100 major 

new qualified leads and closed significant business 

within weeks of our program.

$21.5 
Million
increase in the sales  
pipeline for a provider 
of diagnostic imaging  
and healthcare IT 
solutions through a 
VantagePoint demand 
gen program

••
•  

DE
M

AN
D 

GE
N

establish 
objectives 

and
 metrics

ideal
customer

profile

define
lead scoring
& strategy

integrated
mar-com
program

develop
prospect

lists

track &
monitor
response

select
venues/
events

financial
modeling
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Real-World Impact

75%
of viewed Google 
results are those 
affected by SEO*

* “Google Eye Tracking Study: How Searchers See & Click on Google Search Results.” MarketingSherpa.

information
design

content
developmentanalytics

metacontentsubmissions

links

website SEO

launch

analyze

promoteadjust

Publish a new website or a new 

version of your website.

Make adjustments based 

on analytics insight and 

desired change.

Submit it to search engines 

and determine a linking 

strategy.

Use an analytics tool to 

observe traffic and trends.

SEARCH ENGINE OPTIMIZ ATION (SEO)
Increase your website’s ranking on search engine results pages.

Key Concepts
  Metacontent — two sentences and a list of keywords on each page that affect ranking

  Keywords — significant words from a given webpage that are likely to be searched for

  Information design — the grouping, connections and flow given to information on a 

site

  Submission — sending a website into search engines to be added to their index

  Links — one-click connections between pages on a site or between different sites 

  Analytics — any data-driven insight into a website’s traffic, visitor interaction and trends

  Blogging — a frequently updated online journal, including brief  articles and 

observations

Benefits
  Creates awareness and leads

  Drives website traffic

  Engages prospects at the moment of decision

  Reduces prospecting time

  Positions your company as a strong online presence

Process

••
•  

SE
O
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SEARCH ENGINE MARKETING (SEM)
Increase your website’s visibility on search engine results pages.

Key Concepts
  Search engines — web-based applications like Google, Yahoo and Bing

  Ranking — the order results are placed in, based on relevance and value

  Search engine ads — brief text ads that appear in a sidebar next to relevant searches

  Search engine terms — keywords that, when searched for, will drive the selection of 

ads

  Pay-Per-Click (PPC) — a billing system that charges advertisers when their ad is clicked

Benefits
  Creates awareness and pre-qualified leads;  identifies new audiences

  Drives website traffic

  Engages prospects at moment of decision; reduces prospecting time

  Works with pre-set spending amounts

  Lends insight into customer priorities

  Offers lower cost than print ads

Process

Deliverables
  Customized list of search engine ads and terms

  Creation and launch of online search engine campaign

  Analytics reports (recent traffic numbers, user characteristics, exceptional keywords, ads 

needing adjustment)* “Absolit’s study on “Online Marketing Trends 2009” identified five duties.” Mediabuzz.com. 
(January-February 2009). http://www.mediabuzz.com.sg/asian-emarketing/january-february-
2009/277-absolits-study-on-online-marketing-trends-2009-identified-five-duties 

Common Applications
•	 Increased awareness for a new company or newly 

online company

•	 Promotion for an updated website or brand

•	 “Pre-qualification” that refines visitor traffic to your 

website 

•	 Localized / geo-targeted campaigns

•	 Discovery of new geographical areas for growth

•	 Insight into what prospects are searching for

64%
of companies
value SEM 
enough to use it*

insight analytics

campaign

ads

adjust

launch

keywords

We capture 

your thoughts 

and goals

We create a list of keywords and a 

series of matching ads, launch your 

campaign and keep it maintained

We lend insight 

into your traffic 

through periodic 

reports
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SOCIAL MEDIA
Create an interpersonal dimension to your brand.

Leading Options
Facebook — network and share with “friends” on this personal and brand-driven 

social network

LinkedIn — interact with connections on this business social network

Twitter — post brief tweets (aka microblogs) for your customers and followers and 

listen to those you’re following

Flickr — create a shareable, image-based version of your brand

YouTube — create a shareable, video-based version of your brand

Benefi ts
  Creates awareness and leads

  Drives website traffi  c

  Can engage prospects at moment of decision

  Can reduce prospecting time

  Shares thought leadership

  Delivers audience insight

  Positions company as an interpersonal, welcoming brand

  Can share demonstrations, comparisons or insightful images

  Off ers a less-intimidating forum for customer service

Process

Application Overview

380%
increase in b-to-b 
social media use 
since 2007*

* “Social media use soars among b-to-b marketers.”  BtoB (20 July 2009) 1.

input selection

campaigns

content
creation

template
creation &
approval

interaction

features benefi ts & uses

Facebook profi les awareness
images/videos broad demographics
notes customer feedback

company/brand fan 
page
insider updates

LinkedIn profi les business prestige
employee links listening
discussions customer discovery

customer research

Twitter tweets (microblogs) interaction
images/links customer discovery
discussions listening

company “mini-blog”
thought leadership

Flickr image sharing visual impact
image tags active community
video sharing portfolio

YouTube video sharing dynamic impact
embedding customer discovery
categories demonstrations

commercials
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WHY VANTAGEPOINT?

We believe working with VantagePoint can bring your company a wide range of 

benefi ts, including:

  Extensive B2B marketing expertise

  A nationally recognized agency that’s in your backyard

  Deep research capabilities

  Extensive product launch abilities

  A client service philosophy that:

• makes working as partners easy for you

• is proactive with new ideas

• eliminates surprises in pricing and project management

• focuses on what is best for the client

  A passion for using insight and ideas to directly impact your business

CONTAC T US
Craig O’Neal, President/CEO  coneal@vantagep.com, 864.331.1260

on the web  www.vantagep.com

our blog  vantagepointblog.wordpress.com

Twitter  twitter.com/vantage_point

Facebook  facebook.com/vantagepoint

Flickr fl ickr.com/vantagepoint_marketing

LinkedIn  www.linkedin.com/companies/211966


