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MMTCôs Mission

To enhance the global competitiveness of 
Michiganôs small and medium-sized 
manufacturers
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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 
we serve.

Goals
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MMTC
Michael Coast,

President

734-451-4215

mcoast@mmtc.org

MMTC - Upper Peninsula
397 small manufacturers

Primary Industry:  Woodworking

Ruth Solinski, MMTC

906-226-1663

rsolinski@niupnorth.org

Marquette

MMTC - Northwest
584 small manufacturers

Primary Industry: 

Machine Tool

Rich Wolin, MMTC

231-995-2003

rwolin@message.nmc.edu

Traverse 
City

MMTC - West
3803 small manufacturers

Primary Industry:  

Office Furniture

Jim Ross, MMTC

616-771-0312

rossj@rightplace.org

Grand 
Rapids

MMTC - Saginaw Valley/Northeast
1118 small manufacturers

Primary Industry: Automotive Supply

Robert M. Schooks, MMTC

989-964-7076

rmschook@svsu.edu

MMTC - Southeast
7258 small manufacturers

Primary Industry: Automotive Supply

Bruce Knapp, MMTC

734-451-4222

bknapp@mmtc.org

MMTC SEMI 
& Central

University 
Center

Flint

MMTC ïGenesee Valley
580 small manufacturers

Primary Industry:  Automotive Supply

Marlene Nicol, MMTC

810-600-1436

mnicol@thegrcc.org

13,740 Small 

Manufacturers
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MARKET DIVERSIFICATION

Program Overview
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Diversifying 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

Purpose
ÅCustomize companyôs Market Diversification program

Process
ÅAdvance questionnaire to identify companyôs current sales and 

marketing processes
ÅOn-site meeting
ÅIdentify sales and marketing strengths / weaknesses
ÅEstablish new business development team
ÅData collection and analysis for training and goal setting
ÅPlant Tour to identify core competencies for reaching out to 

new markets
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Phase 2
Phase 1

ASSESSMENT

Phase 2
SALES

ENHANCEMENT

Phase 3
WEBSITE &

COMMUNICATIONS

Phase 4
CUSTOM GROWTH 

ACTIONS

Purpose
ÅInitiate process change by prospecting for familiar new customers

Process
Å2-day on-site training
ÅDevelop prospect lists
ÅDevelop prospecting process
ÅDevelop prospecting database
ÅDevelop messaging ïconsistent ñvalue statementsò

Å30-day Implementation focus

Phase 2
SALES

ENHANCEMENT
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Generic Claims?

What is 
your message?
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ñwhat makes us great is...ò

Itôs just as GENERIC asé
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Phase 3
Phase 1

ASSESSMENT

Phase 2
SALES

ENHANCEMENT

Phase 3
WEBSITE &

COMMUNICATIONS

Phase 4
CUSTOM GROWTH 

ACTIONS

Purpose
ÅImprove website as sales and marketing tool for new business

Process
Å3-day on-site training
ÅPart 1 ïInternet effectiveness
ÅWebsite search, metrics, advertising
ÅConversion - turning website visitors into sales

ÅPart 2 ïmarketing & communications
ÅMaximizing marketing ROI ïthe right media mix
ÅApplying Value Statements to improve marketing materials

Å30-day focused Implementation

Phase 3
WEBSITE &

COMMUNICATIONS
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Who would you click to learn 
more?
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Two questions:

1) Do you know why?

2) What are you going 

to do about it?

Your competitor is here

You are somewhere down there

92.4% of all buyers use the internet
(Source: 2007 Forrester Research)


