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Achieving Top -Line Growth: Marketing
for Six Sigma

Six Sigma Targeted at Top Line Growth

The next horizon in your Six Sigma deployment is impacting growth. SBTI's Marketing
for Six Sigma will give your marketing staff a clear and concise roadmap for taking a
product from concept through product launch and post-launch tracking. This program
ensures that your marketing staff have a roadmap and tools to take advantage of key
market and customer data. SBTI's program, developed by marketing experts from
Fortune 500 companies, will provide a proven roadmap and tools to target
opportunities, develop outstanding concepts and communicate the value proposition
to the right market at the right price.
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What Is Six Sigma 2K
For Marketing & SaleS? Sigma Breakthrough Technologies, Inc®

Marketing & Sales Operational Excellence (DMAIC)

— Optimize process efficiencies
Simplify, Keep only Value-Add

— Optimize process effectiveness
Reduce variation

Marketing strategy, planning & implementation
— Real-Win-Worth business planning
— Product/market commercialization
— VOM > VOC > MFSS > DFSS




Lean Six:Sigma for Transactions in
Marketing & Sales...Focuses on Efficiencies
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Define the marketing problem.

Measure current performance.

Analyze the market situation.

| Improve the marketing process.

C | control the process!
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Defin® the marketing/problem.

Measure Surreni/erformance.

Analyze the /Narket situation.

| Improve /e markgting process.

C | Conybl the process!




Wnat s S Sigmea For Growin?

What Is Traditional Transactional Six Sigma
In Marketing and Sales?

About reducing waste & variation!

What's new about MARKETING
& SALES FOR SIX SIGMA?

Knowing and Controlling (or
Influencing) Your Customer’s
Decision Process




Wnat s S Sigmea For Growin?
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Is inis Simply Sales & Marretng 1017

Marketing For Six Sigma

raditional Sales & Marketing (Customer Decision Processes)

Customer Informatllon
Awareness Gathering
Lead | Supplier
Generation |dentification
Selling e Supplier
Process Evaluation
Supply Chain Customer
(Delivery) : Usage

No...Not Traditional Sales & Marketing
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 The marketing function has been changing
from what has been largely an art based on
Intuition to an art + science .

e MFSS paces DFSS for the first two weeks to
accurately capture the Voice of the Customer,
and develop sound statistical foundations for
properly analyzing market data.

* The science of marketing is based on
Marketing Decision models with accurate VOC
data and proper statistical analysis




Revised Product/Market Definition

Revised Strategy
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“ISIT WORTH IT?”




Markaiing & Sales Dasign for
SiK Sigma Sarnple Toolxie
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New View of Margeing for S Sigmea

Communicate
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MFSS = Customer and Process Focus

Customer Focus for Top Line Growth




