
Overview:   

Our Services and 

Expertise 
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Genovative Solutions Services 

• Strategic Marketing 
– Market Research 

– Develop Value Proposition and Key Messaging for Product, Service or Technology 

– Identification of Key Differentiators and Target Markets 

– Define or Refine Value Propositions and “Messaging” to get the word out most effectively 

• Tactical Marketing 

– Create Optimal and Effective Sales Collateral for Delivery of Key Messages 

– Web Site Development/Enhancement and SEO 

– Promotional Activities to Generate Visibility and Create Leads 

• Sales 

– Penetration: Strategy Development and Execution 

– Sales Force Development: Design, Hire and Train 

• Please see: http://genovative-solutions.com/sales-process/ for an 

overview of our approach to creating commercial success 
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Why Choose Genovative Solutions? 

• Combining Commercial Experience with Scientific Acumen 
o We are Scientists and Understand Your Technology: We are not a “Marketing Company”, we are a 

Life Science Commercial Consulting Organization with decades of Life Science Experience 

o >25 Years of Sales Experience: We Understand Your Customers, Their Needs and How to Market 

and Sell to Them Effectively 

o Our objective is to grow your sales via methods that combine our Sales and Marketing Expertise 

o Expert in a Range of Life Science Products/Services and Technologies with Advanced Expertise in 

Genomics and Translational Research 

• Unique: Sales and Marketing Insight, Decades of Success 
o Ability to Make Complex Science Easily Understood and Highly Compelling 

o “Real-World” Experience and Success Working with Small to Mid-Sized Scientific Technology 

Companies Helping to Design and Implement Programs to Enhance their Sales Success 

o Track Record of Helping Companies Achieve their Objectives: INCREASED SALES 

o Proven Ability to Implement and DELIVER: Dozens of Successful Clients 
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Genovative Solutions: Projects Performed 

• Commercial Strategy Planning 

• Value Proposition Development 
– Messaging, Benefits 

– Key Advantages and Vital Differentiators 

• Target Market Development 
– Target Market ID and Message 

– Penetration and Development Programs 

– Awareness Building and Lead Generation 

• Corporate Branding 
– Positioning: Value Proposition, Messaging 

– HOW, WHY and WHAT of company 

– Visual Branding: Logo, colors, etc. 

• Sales Collateral  
– Determining Needs and Focus of Pieces 

– Writing: Content, Messaging, Design, etc. 

 

• Web Site Update/Upgrade/Refresh 
– New Site Creation or Update of Existing 

– Content, Messaging, Design 

• Content Determination, Creation 

• Key Features, Benefits, Positioning, etc. 

•  “Call-Outs”, Layout, Appearance 

– Search Engine Optimization 

• Sales Team Implementation 
– Design Team to Meet Corporate Objectives  

– Job Descriptions/Skill Set Determination 

– Hiring: Recruiting , Screening, Interviewing 

– Training and Development 

• Commercial Implementation 
– Sales Programs 

– Marketing Communications 

– Lead Generation 
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Partial List of Clients 

http://www.helicosbio.com/
http://www.tessarae.com/
http://caprotec.com/
http://www.seahorsebio.com/
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Objective: Sales - Overview of The Process 

MARKETING STRATEGY:  

 I.D. Target Market(s)  

 Gain Feedback from Market to Determine 

Market’s Needs and how company 

addresses those needs 

 Develop Value Proposition for Target 

Market based on Input  

o Key Differentiators from Market Competitors 

o Vital Advantages of Products and/or Services 

o Benefits to be gained by using Product/Service 

 Message Development: Focus on 

Customer Needs and Wants to develop 

the message 

o Positioning of Offerings for Target Audience 

o Value Proposition Refinement 

o Develop the “HOW”, “WHAT” and “WHY” of 

Product/Service  

 What is different or better about this? 

 How does this help the prospect succeed? 

 Why should the prospect choose your 

company’s product or service? 

TACTICAL MARKETING: 

 Communication: How, What, Why 

Focused; Value Prop is woven 

into each communication 

o Web Site: Customer Focused 

CONTENT 

o Sales Documents CONTENT 

 Company or Product Brochures 

 Product/Service Description 

including benefits 

 Case Studies/Testimonials 

 White Papers 

 Lead Generation 

o Email/Direct Mail CONTENT and 

Execution 

o Trade Shows and Networking 

o Advertising CONTENT and 

Implementation 

SELLING: 

 Target Market Development 

 Lead Creation, Lead Follow Up 

 One-on-One Value Proposition 

Communication (Sales) 

 Need Creation, Pipeline 

Development 

 Need Fulfillment 

o Evidence/Examples of Success 

o Documentation/Testimonials 

o Proof-of-Concept 

 Close Sale 

 Feedback to Tactical Marketing 

for MESSAGE and CONTENT 

Refinement 

Selling is the End-Point of the Process 
To Make Selling more efficient Much “Upstream” Work Needs to be Done  
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Messaging and Proposition Development 

• PerSeptive BioSystems* 

• Rainin Instruments* 

• PyroSequencing, Inc.* 

• Genvault* 

• Sequenom * 

• Enzymatics 

• Helicos 

• Trianja 

• Nexcelom (final stages) 

• Esco Global  

*Work Done While Corporate Employee(s) 

 

• TessArae 

• ACGT 

• caprotec 

• Covaris 

• Affymetrix, Inc. 

• BGI Americas 

• BGI Health/A BGI Subsidiary 

• Percorso Life Sciences 

• Bio-Options 

• Microlytic  
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Process for Value Proposition Development 

• Interview Internal Stakeholders 
– Senior Persons in Company such as Founders 

– Persons with Customer-Facing Responsibilities 

– Determine what they communicate about the company and what they feel 

works and does not work to help sell the company and its products 

• Interview Repeat Customers 
– Why do they keep coming back to the company for products/services? 

– How does the company help them? 

– What makes the company better to work with than others? 

• Compile Feedback  
– Look for common threads 

– Understand the value from all perspectives 

• Create Value Proposition 
– The Why, How and What of the Company 

– Key Differentiators and Vital Advantages 

– Elevator Speech summarizing Company and its Attributes 
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• Background 
– Early Stage Enzyme Production Company: DNA and RNA Modifying Enzymes 

– OEM’ing Enzymes to Manufacturers of Kits for DNA Analysis  

– Outstanding Products Lacking Value Proposition, Differentiation, Key Attributes and Clear 

Message in a Market Dominated by Few Very Large Competitors 

• Branding/Messaging 
– Positioning: Gave the Company and its products a Differentiated Identity 

– Developed Value Proposition and Message, Highlighting Technology’s Value and Differentiators 

– Created a Series of Marketing and Sales Tools  including Web Site and Messaging 

– Implemented Plans to Build Awareness, Communicate Attributes 

– Designed, Developed, Created International Sales Organization 

• Outcome: 

o 4X revenue increase in 2.5 years 

o More web site visits, longer visits, more pages visited, more requests for contact and more orders 

“Jeff is one of the most persistent, results oriented consultants with whom I've ever had the pleasure of 

working. His attention to detail is very high, he consistently beats deadlines, and his output has been on 

target and quite insightful. To top it off, his warm and friendly personality make working together feel natural 

from day one. I would recommend Jeff without reservation as a business consultant in sales and marketing.” 

 Christopher Benoit, President; Enzymatics, Inc. 

 

Case Study-Enzymatics 



Positioning and Re-Branding of Enzymatics 

CONFIDENTIAL 

Original Home Page 

• Message Needed 
‐Who the company is 

‐What they do 

‐Why visitors should care 

‐How they are different, better 

‐How Enzymatics can help make 

the visitor more successful 

• Value Proposition:  
‐Benefits need to be clearly 

communicated 

‐Differentiators versus other 

Manufacturers needs prominence 

• Slogan Needed: To Project 

Company as a leader, innovator 

• Site’s Image: Must portray 

“staying power” to Satisfy their 

OEM Target Market 



Re-branding of Enzymatics 
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• Clear Value Proposition:  
– Quality 

– Value 

– Partnership 

• Focus is on Quality: A 

company pillar:  
– ISO Compliance Focus on 

Home Page 

– Quality Message repeated 

throughout the site 

• Home Page Content 

Adds Depth to Message 

• New Corporate Slogan: 

Connotes Leadership in 

their Field 

New Home Page 



Enzymatics 
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• Quality is a Company 

Cornerstone; Quality with 

Consistency is “Must-Have” 

for Their Target Market 
– Created page to add depth, give 

added weight to its importance 

– Brings Focus to a Key 

Differentiating Competency 

• Content: 
– ISO 13485 Compliance Focus 

– Results demonstrating superior 

product quality 

– Added Case-Study sub-page to  

show how superior quality solved 

customer problem 

NEW: Quality Page 



Re-Branding of Enzymatics 
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• Enhanced Content: 
– OEM Focused Messaging 

– Focus on Key Differentiator and 

Key Advantage : ISO Compliance 

• Clear Message: 
– Directed at OEM Customer 

– Page Content Focuses on 

Specifically on Target Client 

• Case Study: 
– Shows Custom Services Prowess 

– Is a Proof Statement of Benefits 

 

New:  

Custom Services 
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Case Study: BGI-Americas 
• Background: 

– Former Research Organization (Beijing Genomics) Re-Defining itself as a Fee-for-Service Provider 

– Strong Capabilities but “Non-Differentiated” Positioning In a Highly Competitive Market with Major US Competitors  

– Contracted by BGI-Americas to Help Define Positioning, Messaging and Value Proposition 

– Goal: Re-Write Web Site to Contain Clearer Messaging and Increase Success in North America 

• Project:  
– Conducted Internal Interviews and KOL’s, Customers and Non-Customers  

– Identified Key Attributes of Company and Developed Key Differentiators 

– Created Value Proposition, Positioning and Messaging and Developed Web Site to promote these  

• Outcome: BGI-Americas has been a highly successful franchise of BGI 
– Greater number of “click-throughs” from whatever page the site visitor enters from 

– Average number of pages and Percent of visitors asking for information or contact has increased.  

 

“Jeff has been a primary contributor for two BGI web sites (BGI Americas and our worldwide MDx business). His focus was 

on the content of those sites and he did an excellent job in refining the value proposition, crafting the messaging to support 

the value proposition and creating the content to convey the message. He is very skilled at composing high quality content 

that captures the essence of what needs to be communicated and does so in a powerful and credible manner. I have found 

Jeff to be highly dependable, he meets his commitments and delivers on time as promised. He is a very good writer who 

combines his sales background and marketing skills to create very cogent and convincing communications. I would highly 

recommend Jeff for messaging, marketing and web site development work.” 

 Joyce Peng, Marketing Director, Americas & Europe 



BGI-Branding/Identity Plus Web Site Re-Write 
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• No Attention Drawn to 

Contract Services Business 
– No Visibility on Fee-For-Service 

Business or Capabilities 

– Appears research-oriented 

– Value Proposition, Differentiators, 

Attributes and Reasons for doing 

business with BGI are missing 

• No Value Proposition or 

Positioning 
– Why Use BGI? 

– How is BGI better? 

– What is Different about BGI? 

– How will BGI make the visitor 

more successful? 

• Too Wordy: Reduce words, 

increase focus on The Message 

• Drab and Unattractive ORIGINAL HOME PAGE 

Original Site/Message 



BGI Branding 

CONFIDENTIAL 

• CRO/Fee-For-Service: 
Business Model is Prominent 

• Value Proposition is Clear  
– Excellence 

– Experience 

– Customer Focus 

– One vendor for every analysis  

type needed  

– Each Slide brings Focus to one 

of the Value Proposition Pillars 

• Branding:  
−Visitors now know: Who, Why & 

How of BGI Services 

−Applications and Capabilities are 

clearly communicated 

• New Corporate Slogan 

reinforces The Message 

 

New Home Page 



BGI Website Re-Write 
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• Previously No Applications 

Elucidated 

• Broader Appeal: Content 

speaks to visitors; applications 

will drawn them in 

• Relevant images, vibrant 

colors, easier to read 
– Messages stand out more 

– Readily communicated and 

understood 

 

 

NEW: Applications and 

Service Focus 



BGI Re-

Branding 
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• Page Entirely Focused on 

Value Proposition “Pillars” 

• Insight: Visitor will get greater 

insight into the How, Why and 

What of BGI 

• How BGI will help them succeed 

• What is different/better about BGI 

• Why visitor should choose BGI 

• Message: Page Headline 
Gives two Value Prop Pillars; 

Efficiency and Expertise 

 

 

Why BGI Page:  



BGI and Enzymatics Website Refresh 
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• Sites Written with Target Markets in Mind: CONTENT 

• Clear Focus on Offerings and Value of Each Company’s 

Products and Services 

• Value Propositions Clearly, Professionally Communicated 

• Overall Appearance and Set Up have been Improved 

• Visitors are staying longer and visiting more pages 

• Greater percentage of visitors are asking to be contacted 

and/or downloading information such as PDF’s 

• Enzymatics’ Revenue Grew 4X in 2.5 Years 

• BGI-Americas is the most successful of the BGI 

Franchises 



Percorso 
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Original Home Page 

• No Messaging 

• Value Proposition is 

Hidden and Diluted 

• Wordy: Paragraphs that 

Require Reading 

• Even After Reading, 

Most Did Not Understand  

•What They Do 

•How They Can Help 

•Why to use them 



Percorso 
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NEW Home Page 

• Value Proposition Pillars 

Determined, Communicated 

• Short, Succinct and Powerful 

• Message is Clear, Easy to 

Find, Easy to Understand 

• Each Slide Contains a Value 

Prop Pillar for Visitor 

• Customer Quote Reinforces 

Messaging 

• The How, Why and What are 

easy to find and understand 



Percorso Case Studies: To Establish Credibility  
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BioOptions 
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Original Home Page: Virtually No Positioning, No Value Proposition, No Differentiators 

and No Compelling Reasons for Visitor to Want to Learn More about BioOptions 

Original Home Page 



BioOptions 

CONFIDENTIAL 

ORIGINAL 

Services and Offerings: 

• Nothing that Compels the 

Visitor to want to learn more 

• No Apparent Advantages or 

Differentiators 

• Long Paragraphs, likely to 

lose readers’ attention 

• No Value Proposition, Brand 

or Messaging that positions 

the company 



BioOptions 
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NEW HOME PAGE: 

• 4 Value Proposition Pillars 

Identified, Touched Upon 

o Extensive Collection Network 

o Unmatched Sample Quality 

o Scientific Expertise 

o Collaborate with Their Clients 

• Four Slides, Each Focused on 

a Single Value Proposition 

• Customer Quote Reinforcing 

Key Value Pillars 

• Succinct and Powerful 

Messaging to Drive the Visitor 

Inside the Web Site 



BioOptions 
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Benefits Page: Branding 

• Now Visitors Understand Value 

• Value Prop Pillars Elucidated 

Upon for Greater Impact 

o Greater Insight and Depth 

o More Information on Benefits 

• Key Differentiators and Vital 

Advantages Laid out Clearly 

• Visitors Know More About Why to 

Use Them, How They Can Help  

• Combination of Bullet Points and 

Paragraphs Drive Home and 

Expand on the Message 



Sales Collateral Creation: Case Studies, Brochures, etc. 
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Sales Collateral Examples 
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Brochure 

Case Study 

Technology Review 



Banner Ads, Emails-Lead Generation 
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• Two part rotating banner Ad for their Two major Target Markets 
• Slogan for each application area  

• Focus on facets of value propositions for each 

• Landing Pages created for each “click-through” to drive people deeper 

into the web site with goal of creating leads/sales opportunities 

• Also executed email campaigns for several companies including: 
• Determining email content and message/writing email 

• Working with client to select a list to send to 

• Creating a landing page with the value proposition and messaging to drive 

message home to visitors and create leads for sales follow up 



CONFIDENTIAL 

Genovative Solutions 

• Combining Commercial Expertise with Scientific 

Acumen and Knowledge 

• Sales and Marketing Insight in Life Science Market 

• Decades of Commercial Success in Scientific 

Products and Services 

• Extensive SALES Experience: We Understand Your 

Customers, Their Needs AND How to Sell to Them 


