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With the marketing framework and structures provided in this
capabilities overview, I help brands develop innovative and
analytical approaches to growth by building strong engagements
with clients through the clear articulation of value at every stage of
the customer journey.



OVERVIEW
As with any well-built structure, marketing requires an intelligent blueprint that starts with
a strong foundation. I construct my marketing programs on a foundation of 6 distinct,
but tightly-connected pillars.



AANALYTICS

FOUNDATIONAL ELEMENTS (1)

CCONTENT

MMARKETING 
STRATEGY



FOUNDATIONAL ELEMENTS (2)
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PLAN ELEMENTS -
DETAILS
Each of the foundational elements that underly my marketing initiatives have continually
evolved as technology, available channels, and market dynamics have dictated. The
components and objectives of each are described in the following illustrations.



STRATEGIC PLANNING & EXECUTION



ANALYTICS



CONTENT



DIGITAL TRANSFORMATION



PRODUCT MARKETING



SALES ENABLEMENT



IMPLEMENTATION
PHASES
Though specifics will vary, my approach to creating a new (or evolving an existing)
platform for marketing success includes three phases that:
a) ensure a comprehensive and accurate view of market opportunities,
b) set clearly defined objectives to capitalize on them,
c) and put the necessary pieces in place to address them.



BRAND INVENTORY

• What are we known for now?
• What do we want to be known for?
• Why is that our goal?
• What will get us there?
• Where are the gaps?

MARKET ASSESSMENT

• Total market size
• Addressable market
• Current share
• SWOT
• Gaps to address
• High ROI opportunities

OBJECTIVE SETTING

PHASE 1: DISCOVERY

Using both internal and external data, I recommend a deep dive into
the current state of markets and an evaluation of the brand’s place
(both real and perceived) in them. Looking at recent and targeted
business performance we then establish a set of core objectives to
assist in determining priority and scheduling of marketing efforts.

• Market share
• Revenue – total & incremental
• Market share growth
• New market segments
• Timelines



SOLUTIONS

PHASE 2: IDENTIFICATION

• What is in our portfolio today?
• What is on the roadmap?
• What new products or features

represent the greatest potential value
and highest impact?

With a macro view of markets and our organization in place we will
look more granularly into the specific customer segments and
application areas where our solutions are, or can be, employed with
greatest impact and return-on-investment for both us and our
customers.

TARGET USE CASES

• How do customers use our products
today?

• How do we want customers to use
our products?

• Why is there a difference?
• What will it take to bridge the gap?

TARGET MARKETS

• Define buyer personas – user,
economic, technical

• Articulate our value proposition(s) –
now and future

• What are known and relevant buyer
and customer behaviors?



PHASE 3: EXECUTION

MESSAGE CREATION INTERNAL 
COMMUNICATION PLAN

EXTERNAL 
COMMUNICATION PLAN

CREATIVE ASSETS PROCESSES & TOOLS

Moving to a more operational focus my teams and I create, launch, and
implement the deliverables that will enable the marketing plan. With
the previous planning phases complete, implementation is quick and
will often lead to results within a relatively short timeframe. At this point
we will continue to measure, learn from, and refine activities in order to
continually drive growth and stay ahead of changes in target markets.



PROFILE



TRANSFORMATIVE STRATEGIST

MARKETING LEADER

JUSTIN PANZER

I am an accomplished senior marketer creating inventive strategies,
shaping high-performing teams, and implementing data-backed
processes proven to accelerate brand, portfolio, and revenue growth.

GROWTH ACCELERATOR

http://justinpanzer.com



EXPERIENCED

DOMAIN & INDUSTRY EXPERTISE

MARKETING
• Strategy & Implementation
•Go-to-Market
• Lead Generation
•Digital & Traditional
•Marketing Technology

EVENTS
• Exhibitions & Experiential
• Project Management
• Event Technology
• Thought Leadership
• ROI Measurement

TECHNOLOGY
• Software and Hardware
•New Product Introduction
• Innovation Strategy
• Lifecycle Management
• Systems Implementation



PROVEN

SUCCESS STORIES

NEW PRODUCT LAUNCH
• SaaS
•Concept through revenue
•Adoption in 6 countries
•3x YoY annual recurring revenue
•Multiple competitive displacements

DIGITAL MARKETING
•Campaign-based growth marketing
•80% lead generation growth
•>5x digital ad impressions
•150% engagement increase
•16% expense reduction

BUSINESS GROWTH
•1st non-European sales and product team
•Global sales training program creation
• From $80M - $350M revenue in < 5 years
•10% year-over-year profit increase


