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MMTC’s Mission
To enhance the global competitiveness ofTo enhance the global competitiveness of 

Michigan’s small and medium-sized 
manufacturers

To make a significant impact on o c stome s

Goals
To make a significant impact on our customers, 

documented by reduced costs, increased sales, and 
new and retained jobs in Michigan.

Our State and federal sponsors measure our success by 
the measured impact we have on the manufacturers
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the measured impact we have on the manufacturers 
we serve.
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MMTC: Good for Michigan 
E l G d f Mi hiEmployers, Good for Michigan

MMTC clients are interviewed by an independent, third-party survey firm 
one year after their project has been completed Results reported byone year after their project has been completed.  Results reported by 
NIST recently:

MMTC’s impact goes beyond individual manufacturing customers. The 
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sales improvements, cost savings, and jobs created and retained help to 
enhance Michigan’s strong industrial base and employment.
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MMTC - Upper Peninsula
397 small manufacturers
Primary Industry:  Woodworking
Ruth Solinski, MMTC
906-226-1663
rsolinski@niupnorth.org

13,740 Small & 
Medium-sized 
Manufacturers

Marquette

MMTC - Saginaw Valley/Northeast
1118 small manufacturers
Primary Industry: Automotive Supply
Robert M. Schooks, MMTC

MMTC - Northwest
584 small manufacturers
Primary Industry: 
Machine Tool
Rich Wolin MMTC

Traverse 
City

989-964-7076
rmschook@svsu.edu

MMTC – Genesee Valley
580 small manufacturersRich Wolin, MMTC

231-995-2003
rwolin@message.nmc.edu

MMTC - West
3803 small manufacturers

Grand 
Rapids MMTC Southeast

University 
Center

Flint

Primary Industry:  Automotive Supply
Marlene Nicol, MMTC
810-600-1436
mnicol@thegrcc.org

MMTC

3803 small manufacturers
Primary Industry:  
Office Furniture
Jim Ross, MMTC
616-771-0312
rossj@rightplace.org

Rapids MMTC - Southeast
7258 small manufacturers
Primary Industry: Automotive Supply
Bruce Knapp, MMTC
734-451-4222
bknapp@mmtc.org

MMTC SEMI 
& Central

Michael Coast,
President
734-451-4215
mcoast@mmtc.org
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MARKET DIVERSIFICATIONMARKET DIVERSIFICATIONMARKET DIVERSIFICATIONMARKET DIVERSIFICATION

Program Overview
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Diversifying your customer baseDiversifying your customer base
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Our approach is knowledge transfer
with rapid process change implementation
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Phase 1

Phase 1
ASSESSMENT

Phase 1

ASSESSMENT

Phase 2
SALES

ENHANCEMENT

Phase 3
WEBSITE &

COMMUNICATIONS

Phase 4
CUSTOM GROWTH 

ACTIONS

PurposePurpose
• Customize company’s Market Diversification program

Process
• Advance questionnaire to identify company’s current sales and 

marketing processes
• On-site meeting

Identify sales and marketing strengths / weaknesses• Identify sales and marketing strengths / weaknesses
• Establish new business development team
• Data collection and analysis for training and goal setting
• Plant Tour to identify core competencies for reaching out to• Plant Tour to identify core competencies for reaching out to 

new markets
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Phase 2
SALES

Phase 2
SALES

ENHANCEMENT

Phase 1

ASSESSMENT

Phase 2
SALES

ENHANCEMENT

Phase 3
WEBSITE &

COMMUNICATIONS

Phase 4
CUSTOM GROWTH 

ACTIONS

PurposePurpose
• Initiate process change by prospecting for familiar new customers

Process
• 2-day on-site training

• Develop prospect lists
• Develop prospecting process
• Develop prospecting database
• Develop messaging – consistent “value statements”

• 30-day Implementation focus
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What is 
your message?your message?

Generic Claims?
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It’s just as GENERIC as…

“what makes us great is...”
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Phase 3

Phase 3
Phase 1 Phase 2 Phase 3 Phase 4

WEBSITE &
COMMUNICATIONS

ase

ASSESSMENT

Phase 2
SALES

ENHANCEMENT
WEBSITE &

COMMUNICATIONS
CUSTOM GROWTH 

ACTIONS

Purpose
• Improve website as sales and marketing tool for new business• Improve website as sales and marketing tool for new business

Process
• 2-day on-site trainingy g

• Part 1 – Internet effectiveness
• Website search, metrics, advertising
• Conversion - turning website visitors into sales

P t 2 k ti & i ti• Part 2 – marketing & communications
• Maximizing marketing ROI – the right media mix
• Applying Value Statements to improve marketing materials

• 30-day focused Implementation30 day focused Implementation
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Who would you click to learnWho would you click to learn 
more?
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92 4% of all buyers use the internet92.4% of all buyers use the internet
(Source: 2007 Forrester Research)

Your competitor is hereYour competitor is here

You are somewhere down there

Two questions:

1) Do you know why?

2) What are you going2) What are you going 
to do about it?
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Phase 4

Phase 4
CUSTOM GROWTH 

ACTIONS

Phase 1

ASSESSMENT

Phase 2
SALES

ENHANCEMENT

Phase 3
WEBSITE &

COMMUNICATIONS

Phase 4
CUSTOM GROWTH 

ACTIONS

PurposePurpose
• Build & implement ROI-driven Sales, Marketing & Website 

actions for new customers and markets

Process
• 2 on-site consulting days with approximate 30-day interval
• Establish goals, measurables
• Business planning to further-reaching new markets
• Develop company-specific deliverables (e.g. press release)
• Use third party market research to prioritize new market entry
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Activities during 90-day MarketActivities during 90 day Market 
Diversification Program

Phase 1Phase 1

Phase 2Phase 2

Phase 3

Phase 4

1 day Assessment
2 days Training
30 day Focus

2 days Training
30 day Focus
60 day Support

30 day Focus
30 day Support 2 days Consulting

30 day Support
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MMTC Market DiversificationMMTC Market Diversification
Deliverables

Creation of a lead qualification and sales process
Custom prospect and contact lists
Development of Value Statements / marketing messages
Third party market research report
T i i h I t t h i kTraining on how Internet search engines work
A technical website evaluation report
Training on website analytics and use for sales g y
conversion
Integration of an actionable sales and marketing 
strategy

17

strategy
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MARKET DIVERSIFICATIONMARKET DIVERSIFICATIONMARKET DIVERSIFICATIONMARKET DIVERSIFICATION

Case Study #1
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Steel Tube CompanySteel Tube Company

Automotive Supplier with 90 employeesAutomotive Supplier with 90 employees
EDJT grant for Lean training

Reduced change-over time from 5.3 hours to 2.9 hours on 
new state of art mill
Increased capacity allowed for inventory reductionp y y
Can now run smaller batch sizes
Streamlined scheduling process
Improved customer satisfaction now considered one ofImproved customer satisfaction – now considered one of 
best suppliers
Brought back outsourced work saving $100,000/month
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Steel Tube Company
Two issues (Declining sales & increased capacity (Lean))

Steel Tube Company

FSTT grant for Market Diversification 
trainingg

Improved company website
Improved search engine rankings
Created E mail marketing campaignCreated E-mail marketing campaign

3 New customers in current market
Prospecting outside current market

Awarded a HVAC contract
Now looking at

Agricultural applicationsg pp
Hydraulic Tube market

Smaller batch sizes but new opportunities
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MARKET DIVERSIFICATIONMARKET DIVERSIFICATIONMARKET DIVERSIFICATIONMARKET DIVERSIFICATION

Case Study #2
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Diversification a case studyDiversification - a case study

Precision screw machine company.Precision screw machine company.
Majority of business automotive.
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Diversification -Diversification -
what makes sense?

Match trends and data with process capabilities

M di l A li / P h i
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Medical Appliance / Prosthetics
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Identifying markets and nichesIdentifying markets and niches 
Using NAICS = North American Industry Classification System,
a newer version of SIC code system
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Using the targeted 
NAICS code select anTargeting NAICS code, select an 
area to search for other 
prospects

g g
similar prospects

If d i d th t t it i b f th
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If desired, the target criteria can be further 
refined using a variety of variables
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From Targeting 
chosen 
criteria,
a new

similar prospects
a new 
prospect
list will be

dgenerated
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Diversification results =
Less dependence on automotive

Medical / Prosthetic
NAICS = 339113

Bottling Machinery
NAICS = 333993

Institutional Furniture
NAICS = 337127

Gauge / Industrial Control
NAICS = 334513
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How to Find and Sell to New Customers

Questions ?
MICHIGAN MANUFACTURING TECHNOLOGY CENTER


