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‘Success depends upon previous preparation, and without such preparation there is sure to be failure.’


Confucius
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Introduction


Understanding the basics of marketing is the first step any business should take
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There are an estimated 4.8 million private sector enterprises in the UK, accounting for 99% of all businesses. Almost all of these are small and employ up to nine employees.* With constraints on budgets and resources, marketing is often out of their reach. While it is clear that the purpose of marketing is to add value, it is very rare to come across a dedicated marketing function in a small business. Such activities are often handled randomly with varying degrees of success.


Understanding the basics of marketing is the first step any business should take. Equipped with this knowledge, companies can assess what will work for them and, in the process, save time and money.


This book is designed to serve as an introduction to marketing and presents the essentials in an easy-to-digest format. It outlines the marketing process using a step-by-step approach to help readers achieve a sense of what is required to add value to a business.


The purpose of this book is to provide an insight into marketing and an overview of its fundamental aspects to anyone interested in the subject. It will be of particular interest to small business owners and sole traders, anyone thinking of launching a start-up and those who would like to understand more about marketing without having to spend a considerable amount of time reading and learning about it.


For anyone wishing to explore the subject further, a list of recommended titles is given at the end of the book.


*Source: Small and Medium Enterprise Statistics for the UK and
Regions, Department for Business, Innovation and Skills




1 What is marketing?


It’s simpler than you think


Concepts such as SWOT (strengths, weaknesses, opportunities and threats) analysis, brand awareness and customer relationship management may seem complicated at first but these activities can have an impact on revenue and help achieve customer retention.


Fast-changing technology means that marketing is always evolving – today, for example, activities such as online marketing and social networking are becoming increasingly important. It is impossible to be an expert in all areas but by focusing on the right communications, businesses can create value and enhance their product or service.


To make a profit you have to have the right product in front of the right people
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Marketing is not a complicated subject but there is still confusion about what it is or isn’t. Successful marketing relies on a combination of a long-term strategy and short-term action plans.


To achieve this, one must research, evaluate and establish the goals (or objectives) and determine which activities (or tactics) can be used to achieve them. Knowing your market and customers is the first step in the process.
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