
a. agree that all decision makers attend meetings
b. agree that all input and review will happen as a team with FitzMartin
c. agree that decisions to take or not take next steps will be made in the meetings

Expectations

Key senior management team Sales force
CEO, CFO, CMO, 

VP sales, MarCom officer

MANAGEMENT INPUT SALES INPUT

SALES GAP/C.D.J. 
INITIAL AUDIT

BUDGET INVESTIGATION INTERNAL AUDITCOMPETITIVE ANALYSIS

• Sale & sales communications processes 

and training

• Marketing communications processes

• HR communications and training

• MIS: CRM, MAT, CMS

• Marketing analytics

• All marketing communication tool 

(web, print materials, advertising) 

• Current customers—up to 10 calls
• Prospective customers—up to 10 calls
• Lost customers—up to 10 calls
• Surveys
• Inventory & analyze current customer data
• SEO/SEM keyword research

2   At the end of the presentation, decide whether to authorize development 
of a brand grid / brand pillars / brand mood board

At the end of the presentation, decide whether to release design studio to work on critical projects, 
and/or set a develop brand guidance tools such as: brand book & grid to empower inhouse/external teams.

Set a date for client decision-making team to reconvene and review the next six months.

INSIGHTS & RESEARCH

THINK

GUIDE

Presentation meeting to client decision-making team 

Presentation meeting to working decision-making team 

1   Develop a limited set of key tactical elements/calender of plans around process, 
people, systems/technical, positioning - communications

6, 12, 18 MONTH REVIEW
A two-hour meeting to review the strategic plan and creative work, 

the results and effectiveness of that work and the plans for the next period. 

intelligence gathering & analysis

diagnostic review
& strategy development

tactical design & creative implementation

Strategic Planner
Digital Director
Creative Director
Account Executive

Strategic Planner
Digital Director
Creative Director
Account Executive

Account Executive, Art Director & Digital Director

Strategic Direction
• Present key insights   • Present opportunities
• Present business recommendations  • Solve known problems
• Present sales recommendations  • Present MIS recommendations
• Present marketing recommendations

Creative Direction
Present brand pillars
Present brand mood
Creative Work Plan
Digital/inbound direction

Internal Brand 
Communications 
Brand rollout event planning
Recruiting tools
Employee newsletters and      

manuals
Orientation kits
Motivational posters
Intranet planning and design
Internal microsite design

Collateral Systems
Image brochures
Capabilities brochures
Product/services sales 

sheets/brochures

Branding 
Logo and ID systems
Stationery
Standards manuals
Brand guidelines
Environmental customer 

experience design

Sales Programs
Lead generation campaigns
Influencer communications

Customer experience maps
Direct mail campaigns
Dimensional sales programs
Thought leadership programs
Targeted giveaways
Lead nurturing campaigns
Tech integrations 

MAT/CMS/CRM

Digital Tools
Website design/development
Website analysis and consulting
Search engine marketing
UI/UX
Digital & data analysis
Mobile/responsive design
Content creation

Inbound marketing 
Social media management 

& marketing

Advertising 
Print advertising
Broadcast advertising
Track media design and 

placement
Merchandising
Point-of-sale advertising
Digital advertising:
   • Search
   • Display
   • Social
   • Video
   • Remarketing
   • Programmatic

Tradeshow Programs
Tradeshow exhibits 
Tradeshow traffic-building 

communications/events
Post-show follow-up programs

Presentations
Sales presentations
PowerPoint presentations
Multimedia presentations
Video presentations

Public Relations
Media kit development
Editorial tours
Speech writing
Press release 

development/distribution
Event marketing
Digital PR

Investor Communications 
Annual reports 
Quarterly reports/fact sheets
Related web pages

Customer Advocacy Programs
Invitations and announcements
Christmas, Thanksgiving and 

New Year’s cards
High value customer programs
Referral reward programs

TOOLS

D E S I G N  S T U D I O

1

2

3

• Collaborative review of initial findings in light of primary research
• Initial hypothesis formation - whitewall brand, positioning, 

sales, creative & strategic initiatives

Collaborative review of initial findings

make choices on the needs, value, & depth of V.O.C. and Sales Gap or C.D.J. engagement

GroundWork

• Product/service offerings

• Experiential

• Marketing communications

• Digital communications/process

•Brand architecture review

internal team external team blended model

• Declared emotional benefits

• Declared functional benefits

• Product service attributes 

• Brand personality

• Assets: symbols, colors, shapes, 

sounds, logos, words, & images

• Customer touch points (telephone, 

office space décor, billing, email) 

Collaborative review of initial findings

Kickoff/Engagement launch

V.O.C. INNITATIVE

SALES & MARKETING ADVISORY SERVICES
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