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http://plasticpollutioncoalition.org/





http://www.midwayjourney.com/film-trailer/
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http://ecosummit.net/



http://ecosummit.net/articles/tag/smart-green-startup
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http://www.startupproplus.com/2012/09/25-green-startups-
changing-way-we-do.html



http://ei.haas.berkeley.edu/c2m/





http://events.cleantech.com/sanfrancisco/



http://sfnewtech.com/





What is the purpose of 
an organization?



An organization is 
created to satisfy a 

customer need (pain)

(Peter Drucker)



What is marketing?



http://www.youtube.com/watch?v=vlDxms2-
nRM&feature=youtu.be







http://www.youtube.com/watc
h?v=c2cDQw-Cmd4





http://www.youtube.com/watch?v=u4ZoJKF_VuA



http://www.youtube.com/watch?v=iqd
ekubbGE0



http://sethgodin.typepad.com/seths_blog/2012/11/thank-you-
zig.html?utm_source=feedburner&utm_medium=feed&utm_campaign=Feed%3A+typepad%2Fsethsmainblog+%28Seth%27s+Blog
%29





http://www.youtube.com/watch?v=xBIVlM435Zg









http://blog.guykawasaki.com/







Marketing is 

ENGAGEMENT







http://www.youtube.com/watch?v=bilOOPuAvTY&feature=related



MARKETING MANTRA:

C C DV TP E

(Co)Create, Communicate
Deliver Value

(to) a Target (Market at a) 
Profit (and) Execute



(CO)CREATE









(CO)CREATE



COMMUNICATE



http://www.ted.com/talks/rory_sutherland_life_lessons_from_an_ad_man.html







DELIVER VALUE





JOE PINE





TO A TARGET 
MARKET AT A PROFIT





MARKETING 
REQUIRES

EXECUTION



http://www.youtube.com/watch?v=_MPFg62f0Pw





A MARKETING 
STRATEGY 
FRAMEWORK



THE INMUTABLE 
LAWS OF MKTG



THE INMUTABLE LAWS OF MKTG

The Law of Leadership: "It is better to be first than be the best”
The Law of Category: "If you can not be first in a category, set up 
a new category you can be first in”
The Law of Perception: "Marketing is not a battle of products: it 
is a battle of perception" (the effect "everyone knows" that Volvo 
is the safest car, etc.)
The Law of Division: "Over time, a category will divide in two or 
more categories”
The Law of Acceleration: "Successful Programs are not built on 
fads, they are built on trends".
The Law of Brand Extension: ”You can not extend a brand to 
unrelated products”.
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Marketing Strategy Planning
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Marketing Strategy Planning 
Process

Customers
Needs and other 

Segmenting 
Dimensions

Company
Mission, Objectives, 

& Resources

Competitors
Current  & 

Prospective

Context: External Market EnvironmentContext: External Market Environment
Technology, Political & Legal, Social & Cultural, Economic

Targeting & 
Segmentation

Positioning & 
Differentiation

Narrowing down to focused strategy with quantitative and qualitative screening criteria

S. 
W. 
O. 
T.

MIX Analysis

People
Post Sale service 
Personal experience 
Processes
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IS THIS THE 
MARKETING 
FOR 

STARTUPS ? 



IS THIS THE MARKETING FOR 

STARTUPS ?

ARE YOU 
KIDDING?







MARKETING
FOR 
PIRATES



http://www.fastcompany.com/3003146/lean-startup-author-eric-
ries-entrepreneur-being-job-title









http://steveblank.com/











http://www.businessmodelalchemist.com/videos







Stop selling, start listening
There are no facts inside your building, so get 

outside
Test your hypotheses 
Two are fundamental: problem and product 

concept

Customer Discovery: Step 1

Customer
Discovery

Customer
Validation

Company
Building

Customer
Creation



Customer Discovery: Exit Criteria

What are your customers top problems?
How much will they pay to solve them

Does your product concept solve them?
Do customers agree? 

How much will they pay?

Draw a day-in-the-life of a customer
before & after your product

Draw the org chart of users & buyers



Customer Validation: Step 2

Customer
Discovery

Customer
Validation

Customer 
Creation

Company
Building

Develop a repeatable sales process

Only early evangelists are crazy 
enough to buy



Customer Validation: Exit Criteria

Do you have a proven sales roadmap?
Org chart? Influence map?

Do you understand the sales cycle?
CLTV, NPS, ROI, etc.

Do you have a set of orders ($’s) validating the 
roadmap?

Does the financial model make sense?



Customer Creation: Step 3

Customer
Discovery

Customer
Validation Custom

er 
Creation

Company
Building

Creation comes after proof of sales

Creation is where you “cross the chasm”

It is a strategy not a tactic



Customer Creation 
Big Ideas

Big Idea 1:  Grow customers from few to many

Big Idea 2: Four Customer Creation activities:
Year One objectives
Positioning
Launch
Demand creation

Big Idea 3:  Creation is different for different types 
of startups



Type of Market
Changes Everything

Market
– Market Size
– Cost of Entry
– Launch Type
– Competitive 

Barriers
– Positioning

Sales
– Sales Model
– Margins
– Sales Cycle
– Chasm Width

Existing Market Resegmented 
Market

New Market

Finance
• Ongoing Capital

• Time to Profit

Customers
• Needs

• Adoption



Company Building: Step 4

Customer
Discovery

Customer
Validation

Customer 
Creation

Company
Building

(Re)build your company’s organization 
& management

Re look at your mission



Company Building: Big Ideas

Big Idea 1:  
Management needs to change as the company 
grows

– Founders are casualties
– Development centric 
– Mission-centric 
– Process-centric

Big Idea 2:
Sales Growth needs to match market type



1

Company Building: Exit Criteria
Does sales growth plan match market type?

Does spending plan match market type?

Does the board agree?

Is your team right for the stage of company?

Have you built a mission-oriented culture?





Marketing for Pirates
Measure Stuff.  Keep It Simple.
5 Steps: Startup Metrics for Pirates 
(AARRR!)
3 Items: Biz Model, Conversion, Mktg 
Channels
Iterate & Optimize.
One Step at a Time.



Startup Metrics Religion
Progress ≠ Features
Focus on User Experience
Measure Conversion; Compare 2+ 
Options
Fast & Frequent Iteration
Keep it Simple & Actionable



Be Bold. Be Humble.
20% Inspiration + 80% Perspiration

Long-term: Audacity + Creative 
Inspiration

Short-term: Humility + Analytic Rigor



What really matters

Passion for 
Problem/Solution + 
Hypothesis of Customer 
Lifecycle



What really matters

Velocity of (Product 
Execution + Cycle Time 
of Testing) * Iteration



Passion vs. Precision
“Solve a Problem” = Passion

“Optimize the Solution” = Precision

Collecting & Interpreting data takes 
time & effort



Mktg Metrics for Pirates
• Acquisition: users come from various 

channels
• Activation: users enjoy 1st visit: 

"happy” experience
• Retention: users come back, 

multiple times
• Referral: users like product enough 

to refer others
• Revenue: users conduct some 

monetization behavior. $$$



3 Key Metrics Frameworks:
biz model, conversion dashboard, mktg channels

Define 1-Page Biz Model: customer segments + desired actions / behaviors
Identify critical Conversion Events & Dashboard for each segment & prioritize
Test & develop Marketing Channels; measure Volume (#), Cost ($), Conv (%)

Optimize product & marketing using Fast Iteration Cycles & A/B Testing



What’s My Business Model?
1.Get Users (= Acquisition, Referral)

2.Drive Usage (= Activation, Retention)

3.Make Money (= Revenue*)
ideally profitable revenue



Role: Founder/CEO
Q: Which Metrics? Why?
A: Focus on Critical Few Actionable Metrics

(if you don’t use the metric to make a decision, it’s not actionable)

Hypothesize Customer Lifecycle

Target ~3-5 Conversion Events

Test, Measure, Iterate to Improve



The 1-Page Business Model
(Users + Conversions + Priorities)

Q1: What types of people use your website?  
• Visitor = Average User / Buyer
• Contributor = Content Contributor / Seller
• Distributor = Passionate Fan (unpaid) / Affiliate (paid)

Q2: What actions could they take to help you or them ?



Role: Product / Engineering

Q: What Features to Build?  Why?
A:  Easy-to-Find, Fun, Useful, Unique Features 
that Increase Conversion

Measure, A/B Test, Iterate FAST (daily/weekly)
Optimize for Conversion Improvement

80% on existing feature optimization
20% on new feature development



Example Conversion Dashboard

Stage Conversion Status Conv. 
%

Est. Value

Acquisition Visitors -> Site/Widget/Landing Page
(2+ pages, 10+ sec, 1+ clicks = don’t abandon)

60% $.05

Activation “Happy” 1st Visit; Usage/Signup
(clicks/time/pages, email/profile reg, feature usage)

15% $.25

Retention Users Come Back; Multiple Visits
(1-3x visits/mo; email/feed open rate / CTR)

5% $1

Referral Users Refer Others
(cust sat >=8; viral K factor > 1; )

1% $5

Revenue Users Pay / Generate $$$
(first txn, break-even, target profitability)

2% $10



Role: Marketing / Sales
Q: What channels?  Which users?  Why?
A: High Volume (#), Low Cost ($), High Conversion (%)

Design & Test Multiple Marketing Channels + Campaigns
Select & Focus on Best-Performing Channels & Themes
Optimize for conversion to target
Match/Drive channel cost to/below revenue potential

Low-Hanging Fruit: 
Blogs
SEO/SEM
Landing Pages
Automated Emails



Example Marketing Channels
disclaimer: estimates of vol, cost/user, time & effort are subjective – actual costs are dependent on your specific business



GUY KAWASAKI MKTG PLAN MODEL



MAARRRketing Plan
Marketing Plan = Target Customer Acquisition Channels

3 Important Factors = Volume (#), Cost ($), Conversion (%)
Measure conversion to target customer actions
Test audience segments, campaign themes, Call-To-Action (CTAs) 

[Gradually] Match Channel Costs =>  Revenue Potential 
Increase Vol. & Conversion, Decrease Cost, Optimize for Revenue 
Potential
Avg Txn Value (ATV), Ann Rev Per User (ARPU), Cust Lifetime Value (CLV)
Design channels that (eventually) cost <20-50% of target ATV, ARPU, CLV

Consider Costs, Scarce Resource Tradeoffs
Actual $ expenses
Marketing time & resources
Product/Engineering time & resources
Cashflow timing of expense vs. revenue, profit



One Step at a Time.

1. Make a Good Product: Activation & 
Retention

2. Market the Product: Acquisition & 
Referral

3. Make Money: Revenue & 
Profitability



Summary

Measure Stuff.  Keep It Simple.
5 Steps: Startup Metrics for Pirates 
(AARRR!)
3 Items: Biz Model, Conversion, Mktg 
Channels
Iterate & Optimize.
One Step at a Time.



Links & Resources
Additional References:

“Influence: The Psychology of Persuasion”, Robert Cialdini (book)

“Putting the Fun in Functional”, Amy Jo Kim (etech 2006 preso)

“Futuristic Play”, Andrew Chen (blog)

“Don’t Make Me Think”, Steve Krug (book)

“A Theory of Fun”, Raph Koster (book, website)

“Designing for the Social Web”, Joshua Porter (book, website)

“Customer Development Methodology” Steve Blank 
(presentation)



http://www.youtube.com/watch?v=iqd
ekubbGE0









THINK 
LATERALLY



http://www.youtube.com/watch?v=f95YFxQGi0c





Orbicularis 
oculi muscle

Duchenne smile



http://www.duarte.com/
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