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Insightful Comments about this Book

"A great marketing guide for small business management."
Peter Bretchger- President Integrated Marketing Works

"A much-needed addition to the discipline of Marketing. It 
takes us to the heart of the matter of why business can't 
succeed without it."  
Peter Johns – President Johns Design Group

"An excellent primer for any business manager or owner who must be reminded that business is all about marketing."  
Jason Orr – President Optimal Performance Group

“Now I can show all my clients why they must do Marketing.”

Paul Myles, President Myles Researches

This is the first time I have really understood why marketing can work in my company. I highly recommend it to all business leaders who want to grow to the next level.”  
Peter E. Sulman, Past Partner McCarthy Robinson Engineering Inc.

“A fascinating, interesting, and insightful story that brilliantly examines the basic concept of marketing as a business technique of value.”  
Graham Denton, President of Product Initiatives
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This represents points of clarity in the copy, illustrations, models or formulas for you to use to improve your integrated marketing efforts as you begin your own journey of discovery. 
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R. Stephen Rayfield is a Marketing Strategy Mentor and President/ Founder of ESIL, an interim marketing firm, which educates, creates and manages key business marketing programs and integrated brand marketing system processes. 

Living in southern Ontario, he has traveled internationally on training, speaking assignments and mentoring. 

His unique business background includes working for Fortune 100 companies such as General Mills, Ralston Purina and Hiram Walker as well as ISI Systems and AdvancePCS. He has gained extensive hands-on experience in such business areas as Marketing Coaching, Strategic Planning Cycles, Marketing Planning and New Product or Service Systems Development.
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There are many books that describe how to market your company. This is not one of those books. Instead, this work proves a case for why marketing is a critical element for managing a successful business.  It helps you to understand the real value of marketing for your company, regardless of whether it is big or small, new or established, private or public.

Many people think they are correctly marketing their capabilities and abilities, but they are not.  They do not really understand this thing called ‘Marketing’ and what value it holds for all shareholders.

This book describes a mythical company called CONE Inc. and its need to grow.  The president becomes aware that the missing link in his business formula is the absence of a strong integrated marketing plan.  With this realization, he sets out on a journey to find the critical information.

The president is joined on his journey of discovery by a senior staff member.  Together they explore and are guided through the marketing process by a third person with the wisdom of business and actual marketing experience. With their guide, they explore, chapter by chapter, the key elements of the critical area of marketing.

Enjoy your read of this interesting business parable.  It provides you with understandings of the key role that marketing plays in complex but fundamental business techniques.  The sound learning and specific formulas in each chapter will help you to make integrated marketing work for you and your business.

Dr. Alfred Coke, Ph.D.

Al Coke & Associates, International
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As he opened his office door, Adam glanced at the nameplate: Adam Jeffrey, President, CONE Inc. 

“I’ve really got a key business-building stumbling block,” he said aloud as he took his seat behind his cluttered desk, “I just cannot put my finger on it.”  When the door opened, he was reaching for the phone, and Sarah Pounder, CONE’s CFO, walked into his office.

“Adam, did you get a chance over the weekend to think about the third-quarter revenue figures and year-end revenue and profit projections I gave you Friday afternoon?” asked Sarah. “Yes, I did Sarah, and it confirms what we talked about last week.  We’ve got a major growth issue, and I just don’t know how to address it.”

“Well then,” Sarah said in her usual matter-of-fact way, “let’s talk about it some more and see if we can clarify the issue.”

“We’re just not growing fast enough, and I don’t know why!” Adam said, exasperated. “That’s the real issue.”

“Okay,” Sarah said calmly. So, what are the plusses and minuses?” 

Adam took a breath. “Right, let’s get some coffee for you and some tea for me, and we’ll talk as much as it takes.  This is important and we must get to the bottom of it.  I’ve got to get a handle on this issue if I’m going to lead the company to the next level of development in terms of volume and profits.”  

As they walked to the kitchen, Sarah mentally reviewed what had sparked this issue. The third quarter sales and revenue figures had shown that they were growing but only by 2.1%, barely matching the industry growth rate of 2.3%.

John Evergreen, one of the more vocal members of the board of directors, recently mentioned over lunch that they were hoping CONE Inc. could grow to the next level of business revenues. If CONE management could just get moving toward solid low double-digit sales growth after virtually flat performance for several years, the board would support investing in business structure. 

They also needed to generate a specific ROI the Board had set.

Sarah had been with CONE Inc. from day one, starting in accounts payable.  An organized person with a solid sense of business she had grown with the company, and when CONE reached the point where it needed a CFO, Sarah had the experience and the credentials to fit the position. 

Adam had started as head of sales with a solid background in several industries and an excellent head for business. He had finished an executive MBA program and moved into the president’s position a little over a year ago. His instinctive feeling for the business and his willingness to listen to suggestions had added to his career movement and his company's support. 

Sarah and Adam sat down at the round table in his office and looked out the window at the large pine trees behind CONE Inc.’s headquarters just to gather their thoughts.

They both knew this was a key meeting and that it was crucial to resolve this business-building issue.

Adam got up, moved to the whiteboard, and began. “If we look around us, we can say: 

Cone Inc Today
1.  We have moved from one product to many products.
2.  We have a solid management team that works well together.


3.   The sales team is working hard, and we can see they are really trying.

4.   Our products are a mix of different share levels in their various markets, and we know they are of really great quality.

5.   The people in the company certainly seem motivated.

6.   Our client list is growing.

7.   Our distribution and client coverage are solid.


“Alright,” said Sarah. “We seem to have all the business structure and elements to grow.  Why isn’t it happening?” Adam contemplated the seven points he had made on the flipchart. “We’ve also done a good job of reviewing where we are in terms of competitive products in the market.” 

They were both silent as they stared at the list on the flipchart. It wasn’t getting any more straightforward.  They could not see what prevented them from moving to the next level. At last, Adam had an idea and broke the silence with a thought.

“Sarah, we need someone to help us see the picture differently.”

Sarah thought for a minute. “Adam, that new neighbour of mine is a nice guy with lots of business experience,” said Sarah. “He’s teaching business and marketing at the university this fall.” 

“He said if I ever need help, he’d gladly give it. Phillip and I helped his family when they moved in, and we’ve helped them find their way around the city. Why don’t I talk to him tonight and see if he can help us get some insight into this?”

“Tell me more about him,” asked Adam with some interest.

“Well, he has a business background in several different industries and has worked in industrial and consumer markets. He recently decided to change careers rather than retire. He’s been a lifelong learner, and he felt he could help students get started with his real-world experience and all that book stuff as he calls it. He feels strongly about giving back some of the ideas, concepts, and practical things he has learned in his career.

“This guy talks about results and how to get them in the real world, not just theory and academic business models,” Sarah was excited now. “Adam, an hour with him could be very worthwhile.” 

Adam trusted Sarah’s business judgment. For a finance person, she had a good grasp of key business options and reality, not just numbers.  It was becoming clear that despite all their experience they were not finding the answers.  

The next day, Adam read Sarah’s email saying her neighbour, Peter McPhadden, would be glad to meet with them. He had suggested that since the university was midway between his home and their office, he could meet from 10:30 to 11:30 a.m. Wednesday in his university office in the Rayfield Building. 

Adam checked his schedule on his iPhone and noted another meeting just before that time. But his instincts told him this issue was a priority, so he rescheduled the other meeting and confirmed 10:30 a.m. Wednesday with Peter McPhadden and Sarah. 

“What do I want from this meeting?” he asked himself.  One hour was not long.  But it would be long enough to meet the man, get some of his background, an idea of his abilities, and just get a sense of whether he could help. 
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