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Seven Foundational Principles for Market Domination 

 

Principle #1: Marketing as a Science 
Marketing is a science as much as it is an art ς this is the most important, and the most 
challenging, ŎƻƴŎŜǇǘ ǘƻ ŀŎŎŜǇǘΦ aŀƴȅ ǊŜŦŜǊ ǘƻ ǘƘŜ άŀǊǘ ƻŦ ƳŀǊƪŜǘƛƴƎέΤ ƘƻǿŜǾŜǊΣ while it is true 
that the most creative and effective campaigns contain that leap of artistic brilliance, they must 
be built on a solid scientific foundation to achieve both market penetration and durable 
success. 
 
The danger of categorizing marketing as an art alone is 
that it encourages the leap from the product 
development platform to the creative plateau 
(development of collateral materials, branding and 
imagery) without stopping at the critical, intermediate 
step to gather data on customer interest, expectation, 
and resolve. This makes marketing a game of chance, a 
spin on the roulette wheel that will either hit or miss the 
market target. You can hope to win; however, we do not 
believe that hope is your most effective marketing 
strategy. Your company deserves more.  
 
The scientific marketer looks beyond the boundaries of traditional marketing. She masters and 
applies the tools available to her including quantitative and qualitative analysis, systematic 
customer feedback, decision dashboards, lighthouse customer program management, and 
other methodologies that elicit ŀƴŘ ƛƴǘŜƎǊŀǘŜ ŎǳǎǘƻƳŜǊ ƛƴǇǳǘ ƛƴǘƻ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǎǘǊŀǘŜƎƛŎ 
decisions. When implemented correctly these tools provide in-depth information that is 
thorough, relevant and timely. 
 
The Science of Technology Marketing® is differentiated from traditional marketing by the speed 
of execution and turnaround. Given the velocity of technological innovation, any marketing 
process that ŎŀƴΩǘ ƪŜŜǇ ǳǇ ŀŎǘǳŀƭƭȅ ƘƻƭŘǎ ȅƻǳ ōŀŎƪΦ  
 
The acceptance of the science behind technology marketing is an important mind shift, but one 
that opens the door to a consistent, renewable and successful methodology for reaching the 
right customers in the right way every time ς the true Voice of the Customer.  

The Mona Lisa is a wonderful piece of art and many who look at it appreciate it 
for that first impression alone. Others realize that it was created through the use 
of the scientific principles known at the time, applied with precise intention, and 

that is what has allowed this iconic image to endure 
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Principle #2: Voice of the Customer 
 
The VOC is the strongest and most vital component of the Science Technology Marketing ®. In 
fact, there can be no effective marketing strategy without the Voice of the Customer. The Voice 
of the Customer provides a map of the customer's decision environment so that you may 
prepare a more effective strategy. VOC also enhances your understanding of design-in or 
purchasing criteria so your value proposition can be tailored to resonate with the organization's 
decision-makers.  
 
¢Ƙƛǎ ά±ƻƛŎŜέ ƛǎ ŘƛǎŎƻǾŜǊŜŘ ŀƴŘ Ǿalidated through 
the use of these scientific marketing tools and, 
once identified, the information about how to 
reach and move specific customers is incorporated 
into the development of a strategic direction for 
both the company and other stakeholders (PR, 
advertising, etc.). Thus, application of The Science of 
Technology Marketing® principles saves both time 
and money by ensuring that customer outreach 
investments are on target and in alignment with 
customer needs.  
 
Unfortunately, too often we see product development and marketing strategies created and 
implemented in a vacuum. The internal organizational dialogue, including those external 
stakeholders such as advertising and PR, fills the space and creates the impression that 
customer focused research is complete; when, in truth, no customer voice has influenced any 
stage of development or launch. To break this vacuum and fill it with meaning requires a 
process of systematic listening.  
 

Many companies engage in ad hoc listening 
exercises such as focus groups to test an aspect of 
the creative campaign. This is often suggested by 
the advertising agency (and implemented by 
them) to test only one aspect of a product launch, 
i.e. that the creative campaign is not wrong. While 
this is better than no customer input at all, it is a 
long way from making the voice of the customer 
and systematic listening an integral part of the 
ongoing product development and launch process. 

When systematic listening becomes part of the DNA of the organization with all decision 
makers and stakeholders consulting the voice of the customer before executing on any major 
strategy , the potential payoffs are enormous.  

The Science of Technology Marketing® stipulates: 
The Voice of the Customer is a process ς not an event. 
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Principle #3: Lighthouse Customer Cultivation and Management 
 

Every marketing endeavor or product launch provides an opportunity to 
ŎǳƭǘƛǾŀǘŜ ŀ ǎƳŀƭƭ ǎŜƭŜŎǘ ƎǊƻǳǇ ƻŦ άƭƛƎƘǘƘƻǳǎŜ ŎǳǎǘƻƳŜǊǎέΦ .ȅ ŘŜŦƛƴƛǘƛƻƴΣ 
lighthouse customers are those customers whose needs challenge your 
ǇǊƻŘǳŎǘ ƻǊ ǎŜǊǾƛŎŜΩǎ ǇŜǊŦƻǊƳŀƴŎŜΦ Lƴ ŜŦŦŜŎǘΣ ǘƘŜǎŜ ŀǊŜ ȅƻǳǊ ǘƻǳƎƘŜǎǘ ŀƴŘ 
most demanding customers,. Customers that challenge the talents of your 
product development teams inspire innovation. Note that we are not 
referring to early customers that are easy to cultivate, the so-ŎŀƭƭŜŘ άƭƻǿ 
ƘŀƴƎƛƴƎ ŦǊǳƛǘέΦ  

 
The Science of Technology Marketing® demands that every product launch or marketing 
initiative involve the selection and cultivation of a few lighthouse customers early in the 
development cycle. These customers will challenge development and launch teams to exceed 
expectations. In cases where development teams come up against real constraints in satisfying 
these customers (for example a ceiling on product selling price that precludes certain features), 
lateral thinking will have to be applied to find ways to satisfy lighthouse customers. 

Principle 4: Create a Community of Champions 
 
Discussion forums and blogs represent an invaluable tool for 
market cultivation. A recent EQUS Group survey found that even 
among customers who had support and maintenance agreements 
in place with vendors of software products, they preferred to use 
blogs and the online community for expeditious answers to their 
questions. This finding indicates a trend toward consumers forming 
online alliances with peers and experts. Online community 
management is an increasingly vital marketing mix component. 
Best of all, it is more cost effective than many traditional forms of 
ŀŘǾŜǊǘƛǎƛƴƎ ŀƴŘ ǇǊƻƳƻǘƛƻƴΦ Lƴ ǘƛƳŜ ά.ƭƻƎƳŀǎǘŜǊέ Ƴŀȅ ōŜŎƻƳŜ ŀǎ ŎƻƳƳƻƴ ŀ Ƨƻō ǊƻƭŜ ŀǎ άǿŜō 
ƳŀǎǘŜǊέ 
 
Podcasting, a technology that has been increasingly adopted over the last year, is another way 
of creating communities around your product. In fact, a recent study by podcasting technology 
provider FeedBurner shows that more podcasts are now being broadcast than there are radio 
stations worldwide. As with blogs and online discussion groups, podcasts allow your customers 
to receive unfiltered information about your product via user-friendly technology. Used 
strategically, these tools provide powerful augmenters and accelerators to your product and 
working objectives.  

The Science of Technology Marketing® stipulates: 
The Challenging Customer will lead you down the path of innovation. 

The Science of Technology Marketing® stipulates: 
The Challenging Customer will lead you down the path of innovation. 
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Principle #5: The Power of Testing Upfront 
 
Why is testing upfront so critical? Simply because without an upfront, integrated, scientific 
ƳŀǊƪŜǘƛƴƎ ǇǊƻŎŜǎǎΣ ŎƻƳǇŀƴƛŜǎ ǿƛƭƭ ǎǇŜƴŘ ǘƻƻ ƳǳŎƘ ƻƴ άƛƴǘŀƴƎƛōƭŜ ŀŎǘƛǾƛǘȅ ŀƴŘ ŎƻƭŘ ƳŀǊƪŜǘƛƴƎέΦ 
By this we mean taking on the difficult task of trying to measure the impact of advertising, trade 
show presence, public relations, etc. post-launch. Often the hardest-to-penetrate barrier to 
post-launch measurement comes from the service providers themselves because testing, even 
at this late date, can indicate a poor return on investment in these activities. Unfortunately, by 
that point it is too late to take remedial action. 
 
Traditional marketing philosophy 
claims that there are many 
ƛƴǘŀƴƎƛōƭŜǎ ǘƘŀǘ ŎŀƴΩǘ ōŜ ƳŜŀǎǳǊŜŘ 
and with which you must live. We 
believe that the number of 
intangibles are few and the impact 
of a well defined and executed 
measurement process provides 
companies with the power of 
concerted focus on those activities 
that generate the greatest number 
of leads, the highest revenue 
potential and the most impact on 
the market. Conversely, those which 
fail to measure up can be dropped 
early in the process, saving both 
time and money. 
 
When marketing resources are scarce, it is particularly important to start measurement early. 
Measurement should occur at a time when it can have an impact on the successful launch; late 
measurement may only serve to confirm that some unwise and completely avoidable decisions 
were made along the way. Measurement is the single greatest tool that marketing brings to the 
business arena.  

The Science of Technology Marketing® stipulates: 
Every item, from concept to creative, must undergo testing before launch. 
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Principle #6: Marketplace Preeminence ς Your Greatest Asset 
 
Preeminence in your field or product is your ultimate 
marketing goal. For example, when we investigate 
ƴŜǘǿƻǊƪ ŜƴƎƛƴŜŜǊǎΣ ǿŜ ƘŜŀǊ ǘƘŀǘ /ƛǎŎƻΩǎ 
unquestioned authority in the field of routers leads to 
loyalty and commitment to buying. In fact, their 
authority in this area is so complete that when you go 
to the Cisco website for information on configuring 
routers, you find information on configuring routers 
both inside and outside the sphere of Cisco. This 
simple, customer friendly feature brings potential 
customers to their site for information that they are 
not getting easily from other sources. The strategy 
positions Cisco as a leader in router-related knowledge.  
 
A strategy of market preeminence is one that companies seldom engage in, as it appears to be 
ǘƘŜ ǳƭǘƛƳŀǘŜ άǎŜƭŦƭŜǎǎ ŀŎǘέΦ .ǳǘ ǘƘŜ ŦƻŎǳǎ ƻƴ ǘŀƪƛƴƎ ǘƘŜ ƭŜŀŘ ƻƴ ŎǳǎǘƻƳŜǊ ŜŘǳŎŀǘƛƻƴ ŦƻǊ ǘƘŜ 
product category is a potent marketing tool. 

Principle #7: Change is Constant 
Change drives everything! This is particularly true in the 
technology space where change is inevitable, extremely 
rapid, possibly exponential, and unforgiving to those 
ǿƘƻ Řƻ ƴƻǘ ƪŜŜǇ ǳǇΦ ά²Ƙƻ aƻǾŜŘ aȅ /ƘŜŜǎŜέΣ ŀƴ 
excellent book by Dr. Spencer Johnson, describes the 
mindset required to anticipate and master change. This 
mindset includes characteristics such as being alert, 
connected to your reality and being ready to react 
immediately to incoming data. Be aware of the state of 
your product; know if it is becoming stale, on the move, 
or needs to be replaced ASAP. A recent Fortune 

Magazine article identifies agility, not size, as the critical market success factor. 
 
The Science of Technology Marketing® practitioner is in tune with market moves and shifts in 
customer dynamics and has a keen and well-developed sense of change when using the 
principles outlined here. In addition, he often engages his team in dialog to stimulate their 
thinking on how the company needs to respond to these changes.  

As an acknowledged category leader you have the opportunity to draw on 
established brand and customer loyalty. 

The principles of The Science of Technology Marketing® promote a process of 
ongoing, in-depth 

evaluation of the state of your product. 
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About Silicon Valley Research Group Inc.: 
SVRG Inc. is the premiere marketing research and strategy 

development firm for technology products and services. Our 
specialization areas include nationwide and international (Europe, 

Asia/Pacific and China) research for clients in Enterprise Computing, 
Computer Hardware and Software, Communications, Wireless, 

Semiconductor, and Consumer Electronics and Software.  
 

Our Science of Technology Marketing® based programs combine 
powerful and innovative online and offline qualitative and 
quantitative methodologies for: New Product Testing and 
Development, Market Segmentation and Analysis, Vertical 

Segmentation and Market Development, Competitor Intelligence, 
Application Profiling, Usage Scenario Development, Customer 

Acquisition and Retention Strategies, Brand Equity Testing, Channel 
Development, Sales Objection Mapping, Win/Loss Analysis, Business 

Model Validation, Value Proposition Testing and Technology 
Roadmap Development. 

 

Our Core Values 
We believe, above all, in total commitment to our clients, their 

projects and the delivery of superior, timely output on every project 
we undertake. 

 
We hold the highest regard for all individuals who contribute to our 

vision and recognize that our most valuable asset is the intellect, 
imagination, hard work and dedication of our people. 

 
We are committed to constantly improving and innovating our 

processes and methodologies. Every client project is an opportunity 
to surpass ourselves. 

 

 
 

ñSilicon Valley 
Research Group  

conducted a thorough 
and complete analysis 

of our distribution 
channel lead 

management process 
and identified many 

areas of improvement. 
The folks at Silicon 

Valley Research Group  
were very committed to 

this process and 
learned a lot about our 
complex business in 

order to be able to add 
significant value to our 
project. Their report-out 
and recommendations 
were spot on. We will 
definitely use them 
again in the future.ñ 

 
-Channel Marketing 

Manager 
Microsoft Corporation 

 
ñSilicon Valley 
Research Groupôs' 

detailed analysis and 
ability to make 

meaningful insights 
really helped us to 

define the scope and 
capabilities of our 

[premium video content] 
product. We feel we are 

miles ahead of our 
competitors in terms of 

first hand market 
knowledge and without 

that strategic 
intelligence, the best 
marketing plan in the 
world relies solely on 

luck.ñ 
 

-Marc Pitcher 
President & CEO 

Pay For View 

New York, NY 
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We are thankful for the opportunity to demonstrate our talents and abilities and make such a 
vital contribution to the businesses we engage with and the communities we live in. 

 
For more information on SVRG Inc CIE or to request a briefing, please contact: insights@siliconvalleyrg.com  
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Silicon Valley Research Group Inc. 

24 Roy Street, Suite 460 
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(425) 883-8060 
info@siliconvalleyrg.com  
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