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Small Business Marketing


In A Week


John Sealey




John Sealey is a marketing authority, international speaker, author and marketing coach. He helps businesses attract and keep customers, more profitably, with the least amount of effort. John works to show that an enterprise can thrive using proven marketing ideas to achieve more sales and profits. What he uses in his own business and teaches other business owners isn’t just theory, but strategies and tactics that work in the real world.




Introduction


It’s been said that the most important area for any business to focus on is its marketing. Of course, there are areas like finance, customer service, and the product or service itself which are key, but without good marketing approaches, there’s no revenue for your account systems to do their job, there’s no customer to serve and the product or service becomes redundant.


Most business owners are experts in what they do and so they should be. What they also have to be good at is marketing what they do. And if you feel there’s more you could be doing on the marketing front, then this book will give you those ideas.


As a small business owner you get involved in all aspects of your business and marketing is such a large field, you can’t be expected to learn everything you need in one day. So to break down this behemoth of a topic, we’ll approach it a bite at a time.


You have in your hands a tool that will guide you through what’s needed day by day over the period of a week. That way you’re not trying to eat the elephant all at once. The unpredictable nature of marketing your business will start to disappear, as I walk you through the necessary steps needed to make your marketing efforts more effective than ever before.


Some of the ideas you may already be implementing, while others may well be new to you. Either way, putting them together into a proven system will enable you and your business to thrive, regardless of the economic climate you find yourself in.


If you look closely at the chapter titles for each day, you’ll notice they resemble a process of an age-old endeavour. It’s the endeavour of farming.


Sit back and think about how a farmer reaps a bumper harvest. He starts off by preparing the land. Once the land has been prepared, he begins to plant the seeds needed. To achieve a harvest which will reward him, he has to cultivate the crop. Once the crop is ready, he harvests it, takes it to market and realizes its value.


And then it starts all over again.


Your business runs in a similar way. You have to ensure that you’ve planned and prepared for your success, that you’re using marketing strategies to attract customers, that the nurturing you do improves conversions (turning prospective customers into actual ones), and that the marketing methods you use increase sales and profits.


You’re about to learn, in a week, how you can have a marketing system that enables you to attract, win and keep more customers and, as a result, build your sales and your profitability.
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For any business to be successful there has to be an element of planning and preparation. There are principles that need to be clearly identified which will enable you to get a picture of where your business is currently, and what needs to be done to ensure that you have prepared solid foundations.


Having a good foundation in place is important. In a building, the deeper the foundation, the more likely the structure will be to withstand the elements. In the case of a business, it’s better positioned to survive and thrive.


Today is more about understanding what makes your business different, your customer and the positioning of your offering.


Go through today with your mind open and questioning what you’ve been doing to date. By doing that, you’ll be shoring up your foundations and giving your market a clear indication of why they should be using you.





What is your business and why are you in it?


The first part of this question is pretty obvious. What is your business?


Your first lesson is to understand this: you’re not in the business you’re in, you’re in the business of benefits. Listen to other business people’s responses to ‘What business are you in?’


You’ll hear such things as, I’m:


•  an accountant


•  a plumber


•  a lab technician


•  a builder


•  a business consultant


•  a motor dealer


•  a window cleaner


•  a supply chain manager


And the list goes on.


What people are really asking is, ‘What is it that you do which could help me?’ They’re asking for solutions to problems, not what the business is.


It’s very easy to say ‘I’m in retail’ or ‘I have an art gallery’. But it’s much harder to say what being a retailer or curator of an art gallery delivers in the way of benefits.


So the first thing to explore is: ‘What business are you in?’


If you think about it, printers are not just printers, they’re actually in the communications business. They can help others communicate whatever they want to, in a way that produces the desired result. And a good printer will use their knowledge, gained from past experiences, to advise their customers on the best way to do the job.


So whenever a printer is asked ‘What is it that you do?’, the reply should be along the lines of: ‘I help people determine the best path to achieving their desired result using different forms of printed communications’.


That’s a benefit-oriented answer to a standard question. It’s an answer that will enable this printer to stand out from all the rest. It’s also an answer which makes it difficult for people to pigeonhole our printer. And who likes to be pigeonholed?


You’re not in the business you’re in, you’re in the business of benefits.


The future success of your business


Think about where you see your business in two to five years from now. As planning goes, it’s a good exercise. As the saying goes, ‘If you don’t know where you’re going all roads lead there’. So, if you know what you want your business to look like a few years from now, and why it’s important that your business is successful, you’ll be on your way to putting in place the things which will help you get there.


One of those things is what you stand for; more to the point, what values you want your business to uphold. It’ll be these values which distinguish your business from others in your industry. These values will guide you in the direction of the ideal customer for your business.


You’ll now start to identify your target market. Being clear about who your customers are will make other areas of your planning easier.


With every market there is competition. As part of your planning and preparation you need to identify the competition and, more to the point, who your major competitors are.


Being able to separate yourself from your competitors will be important in the battle to dominate your market and in enabling your marketing efforts to be successful.


Look at customers’ feedback to see what competitors do well and what they don’t do so well. Check the forums that your target market may frequent and visit sites where customers may leave reviews. Search the places where you can get information on how well, or how badly, your competitors are doing.


This information will be part of your plan to separate you from the rest. By articulating what your competitors do compared to what you can do, you’re beginning to show the market how your business is different from theirs.


Articulating your difference


You now have the beginnings of a ‘USP’, better known as a ‘Unique Selling Proposition’. Being able to state your uniqueness in all your communications will give you a big advantage.


Work through all the ways in which you can communicate your USP. For example, via your:


•  flyers


•  website


•  business cards


•  mailers


•  invoices


•  signage


•  counter receipts


•  commercial logo (or radio jingle if you advertise on radio)


•  sales presentations


•  networking events.


You get the idea. Your USP needs to be incorporated into everything you do. As part of today’s task I’d like you to sit down and map out where your USP could be used. Think of all the different communications you use and aim to add your USP statement to each.


So, whenever people think of your product or service, your USP springs to mind and gives them an instant reason to deal with you. For example, when people think ‘credit card’ globally, they may well remember the American Express slogan ‘Don't Leave Home Without It’. That USP statement is recognized worldwide.


You may not want to dominate the world, but you can dominate your local market with a good USP.


Lifetime value in your planning


If you want to dominate your market, you need to ascertain how much a customer is worth to you over their lifetime. Why is this important?


Because you can then make important decisions on how much you’re prepared to spend to win them in the first place. Let’s say, for example, a business works out that the average period of time a customer will continue to buy from them is five years, and that over this period the amount they will spend is £10,000. This is commonly known as ‘Lifetime Value’. That business may decide they are willing to lose a small amount upfront, or break even on the first transaction, in order to win that customer, knowing that if they keep them over the average lifetime, there is £10,000 on the table.


In marketing terms this is called ‘Acquisition Allowable’, i.e. how much you’ll allow yourself to win a new customer.


You may have different categories of customer. Some will be worth more than others. So part of your planning will be to categorize your customers and attribute an allowable cost to each. Calculate the lifetime value of each category of customer and how much you’re prepared to spend on them.


Your key message


A number of businesses aren’t well positioned in the minds of their market, but having a key message in your marketing communications will help you to achieve this.


Thinking about what you’d want your key message to be is an important step in the planning process. The work you’ve done so far on establishing what your competitors do, and don’t do, can be the beginnings of creating a good clear message that would resonate with your market.


A clearly stated message will help you stand out and be noticed by those who might purchase what you offer. You can be squarely positioned as the natural choice for customers once you know what your key message is and have articulated it. Will your message be customer-centred, or product- or service-centred?


To start, grab a piece of paper and write down your answers to the following questions:


1  What market do you want? or What market are you serving now?


2  What fears, problems or frustrations are associated with this market?


3  What solutions are available?


4  What proof do you have that what you offer provides a comprehensive solution?


5  How different are you from others?


Your answers will form the basis of your key marketing message, i.e. the key thing that will have your market feeling that you understand them.


What others say about you


As you’re finding out today, there are many ways to prepare your ground, and these will determine how well you’re prepared for success.


Knowing what others say about you, or what you want others to say about you, can be the basis of a very good plan. It will guide you towards the sort of marketing tactics you’ll be putting to work.


Answer the following questions to decide what sort of marketing approaches you should be using:


1  What would you like your customers to say about your business?


2  What would you like your suppliers to say about your business?


3  What would you like your competitors to say about your business?


4  What would you like the local community to say about your business?


By answering these questions, you’re setting out your stall to deliver what your customers want. If you identify what you want customers to say about your business, you’ll create a business that delivers just that. The same can be said for suppliers, competitors and the local community. You are planning a business model for success.


Buying activity


You’ll need to measure how well your marketing initiatives are working. We’ll go into more detail on this on Saturday but, for now, all you need to know is that you’ll need systems to track your efforts. Whatever you’re offering to your customers, you should know how much the average customer buys. And, as part of your monitoring, you’ll be able to see instantly whether customers are falling below this figure or increasing; either way it tells you something.


If they’re falling, it’s an early warning system for you. Are they buying from someone else? Are they unhappy with you for some reason which has resulted in the lack of orders? Is their business in trouble? Could you help them by providing better terms, or should you be considering getting in money now from outstanding invoices?


On the other hand, perhaps they are winning new customers and thus increasing their buying frequency. Can you cope with their new requirements? If not, will they go elsewhere? What plans should you put in place to meet their increasing demand and enable you to continue to serve them?


Keeping an eye on your customers’ buying activities can give you a lot of information, which can either earn you more sales and profits, or save you from losing money.


Each customer will have an average number of orders or purchases. Knowing what this is puts you in a position to pre-empt their needs and position your business positively.


Supporting your customers


What if your business develops quickly? Will you be able to support your customers? There is nothing worse than putting out a message of good customer service, great products or superb services, only to let your customer down because you can’t deliver.


If the word gets around that you don’t deliver on your promises, then you’ll lose business very quickly. The hard work and effort you’ve put in will count for little.


Your planning should take into account this ‘What If’ scenario. You’ll need to plan for growth, so you don’t jeopardize any future business with your existing customers.








	Summary





	
Your challenge here is to ensure you that you’re planning and preparing your ground properly. Failing to take this fundamental step will lessen the impact your marketing will have in the future. Foundations for any endeavour are important, especially with marketing.


Having a clear idea of where your business will be in a few years from now can not only drive you but also help you to identify the marketing approaches you need in order to reach your goal.


Every business is different but not everyone knows how to articulate that difference so customers know why they should buy from you. It’s important to differentiate your business from the rest so that yours stands out.


Knowing the lifetime value of your customers gives you an indication of how your business should be set out, along with what measurements system you should have in place to ensure that what you do works or to allow you to make changes if it isn’t working.


The message you communicate to the market will determine your positioning, so be clear what message you want to share. Others will talk about you, and you have an opportunity to influence what they say through your key message and by delivering on your promises.


It’s all well and good having great marketing communications, but you need to keep an eye on how often your customers are buying and support them as your business grows.










Fact-check (answers at the back)


 1.   What does a business need to do to be successful?






	a)   Pick a location with parking
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	b)   Ensure they inform the local authorities
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	c)   Plan and prepare
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	d)   Have at least one customer to start with
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 2.   What should you say, when asked, ‘What business are you in’?






	a)   Say you’re in the X business
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	b)   Tell people you sell Y products or deliver Z service
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	c)   Share the fact that you’re a small business owner


	[image: image]







	d)   Share with them the outcomes and benefits you deliver through your business
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 3.   How would you find out about your target market?






	a)   Ask the person living next door
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	b)   Visit forums where your market hangs out
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	c)   Leave flyers out for all and sundry to call you
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	d)   Ask a policeman
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 4.   Why is it important to differentiate yourself from others?






	a)   To enable your business to stand out and to share your uniqueness
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	b)   It’s not vital to stand out.
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	c)   So people can see you’re in business
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	d)   So people know where you’re located
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 5.   Why is it important to know the lifetime value of a customer?






	a)   So you know how much bonus you can pay your sales staff next month
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	b)   So you know how much to invest to win a customer
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	c)   There’s no need to work out a lifetime value
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	d)   Because it helps to determine market share
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 6.   Having a measurement system in place for your marketing helps you to:






	a)   Determine which customers should get an invoice that day
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	b)   Share with your friends how well you’re doing
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	c)   Decide who to partner up with in the future
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	d)   Measure how well your marketing is working
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 7.   A key message will:






	a)   Help you stand out and be noticed, if it’s articulated clearly
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	b)   Give your customer details of a specific offer
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	c)   Tell your customers not to buy from competitors
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	d)   Let customers know what time you open
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 8.   What others say about your business isn’t important:






	a)   Yes that’s true
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	b)   No, it’s the opposite
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	c)   Maybe
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	d)   Only when you win an award
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 9.   How does knowing a customer’s buying activity help you?






	a)   You know how much to overcharge them
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	b)   You know how many shares you should invest with them
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	c)   It gives you an early warning system for any increase or fall in sales
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