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INTRODUCTION

Marketing, without question, is the single largest challenge facing small-business owners today. And to make matters worse, marketing success is always temporary. The minute you stop stoking the promotional boiler, the marketing train begins to stall. I wish there were a quick-fix solution that I could share with you or a magical marketing wand that you could wave to achieve instantaneous and permanent marketing success—but none exists.

However, for small-business owners who are prepared to roll up their sleeves and get to work to build and maintain a solid marketing foundation, I can offer you more than 1,500 great marketing tricks, tips, and ideas to help you achieve long-term marketing and business success.


Entrepreneur Magazine’s Ultimate Small Business Marketing Guide has been specifically developed to help the millions of small-business owners across North America unlock the mysteries that surround marketing. This book will help you secure the big marketing opportunities and success you want and deserve. Each marketing trick, tip, and idea is presented in jargon-free terminology. This book is packed with information that is easy to understand and readily applied in a matter of minutes regardless of your marketing experience or skills. Successful marketing is a matter of dedication, hard work, research planning, and a clear vision of what you want to achieve. The more than 1,500 marketing ideas and strategies presented in this book are time tested and proven to work. In fact, these are the same marketing strategies and ideas that top business and sales professionals use daily to win new business, devour the competition, and secure customers for life.




GETTING STARTED 

My objective when creating a small-business marketing guide was to feature and explain hundreds of great marketing tricks and ideas representing a wide cross section of marketing and sales activities from public relations to direct marketing to retailing—marketing ideas the pros use. Some of these ideas and tricks will be familiar to you; many will be new. The data and information featured for each marketing trick, tip, or idea is brief and is meant to give a short synopsis of the underlying marketing concept and principle. In other words, the theme of this book is not to give a definitive and lengthy explanation of each marketing idea and activity featured, but rather a collection of great marketing ideas that can be used as a catalyst to get you thinking about ways these ideas and tricks can be applied and implemented with your own small business for success. I have had the pleasure and have been in the enviable position of working with top small-business owners and marketers for many years. The information featured in this book has been compiled from my own business and sales experience as well as from numerous conversations with a multitude of small-business owners and sales professionals.




HOW TO USE THIS BOOK 

This book should not be taking a restful nap on a dusty shelf. On the contrary, this is a workbook. Use this book daily and keep it with you for those times when you have a few moments to spare and you are looking for great ways to increase revenues and profits. Invest in a highlighter pen and mark the information that is the most beneficial for your business. Let’s face it though, no one has time to identify, test, and implement more than 1,500 marketing ideas; it’s simply not feasible or cost effective. Therefore, you must take a bit of time to really dig in and locate a few marketing ideas that you believe will work for you—then put them to work. Use the book incrementally and set a target of testing or implementing perhaps one new marketing trick every week or month until you have built a powerful marketing arsenal.




WHAT YOU WILL DISCOVER INSIDE 

All the marketing ideas in this book are indexed by marketing activities such as retailing, selling advertising, networking, and so forth. However, do not read only select chapters, read the entire book. You will find sales ideas in the retailing chapter, networking ideas in the research chapter, and online marketing tricks in the advertising chapter. My point is this: As much as I tried to index and group information into specific chapters, it is not possible, simply due to the fact that successful marketing is a mixture of many marketing disciplines. The following is a bit of what you will discover inside:
• Research and planning. You will find great tricks that will assist you to research your markets, identify your customers, and plan for future business and marketing success.

• Competition. Learn the tricks the pros use to devour the competition whole before they even know what hit them.

• Employees. Inside are numerous tricks that will help you to increase employee productivity, enhance creativity, and become a strong leader and motivator.

• Customer service. Without customers, there is no business; with that in mind, extra attention was paid to present some really outstanding customer service ideas that will not only help you to serve your customers better, but secure their loyalty for a lifetime.

• Home office. Small-business owners and professionals working from a home-based location will find the ideas featured in the home office chapter to be particularly helpful and insightful.

• Technology and communications. Though not categorized in a separate chapter, you will discover throughout the book lots of great cutting-edge ideas for the use of technology in marketing as well as fantastic communications tricks that will help you convey your marketing message with perfect clarity.

• Advertising and direct marketing. Managing and making the best use of your precious marketing capital means your advertising, direct-marketing, and telemarketing efforts must be perfectly aimed at your target audience.

• Public relations. Discover tricks that will help you grab the attention of the press, secure free and valuable media attention, and develop a public-relations strategy that will produce results year in and year out. PR is not just for the big boys anymore.

• Networking and prospecting. Inside you will find powerful ways to network your present contacts for more business. You will also learn how to source new contacts for networking and prospecting purposes. If you don’t know what the headcount rule is, you soon will.

• Presentations and closing. Closing is the natural progression of the sales presentation and in these chapters you will discover how this is accomplished and much, much more. And did I mention that you will learn the negotiation tricks that top sales pros use to ensure they never leave money on the table?

• Creative selling. Often the best and most profitable selling strategies are the simplest ones, and that is what the creative selling chapter will reveal: easy, straightforward, and truly profitable creative selling strategies.

• Retailing. A chapter packed to the rafters with knockout retail marketing tricks that will set your cash register on fire.

• Service providers. A bonus chapter for service providers packed with great marketing ideas.

• Web site and online marketing. Simple tricks that will help you optimize your web site for the flood of new  traffic your site will get after you implement a few of the clever tricks and tips in this chapter.

• Trade shows and seminars. In this section you will find ideas to help you tap into the multibillion dollar marketing machines that are trade show and seminar marketing. You will find super-helpful planning checklists that will ensure your next exhibition event is a raging success.








CHECKLISTS AND SAMPLE SURVEYS 

Throughout this guide you will find numerous helpful checklists and sample surveys that can be utilized as they are featured. Alternately, you can customize each checklist and create one that is relevant to your business, industry, products, services, or marketing objectives. Likewise, you will find many examples, such as a sample press release, to help explain the marketing trick that is being featured. You can also use these examples or samples as a template and from there customize to suit your business and objectives. Be sure to check out the Appendix for additional tools.




ICON SYSTEM 

As you read through the Ultimate Small Business Marketing Guide you will notice a series of icons accompanying each great marketing tip and trick featured. These icons represent additional condensed information such as the approximate cost to implement the idea, whether the marketing trick is a do-it-yourself project or if you should call in a professional to help out. And, an icon that will let you know at a glance if there are legal issues that must be considered in terms of the marketing idea or activity. Additionally, you will find numerous handy online and publication resources. The purpose of the icon system is to give you, the reader, additional need-to-know information at a glance—information that can assist in helping you decide on marketing ideas, tricks, and strategies that might be right to be put into action for your small business.


$ Cost to Implement 

All of the great marketing tips, tricks, and ideas featured in this book include an approximate financial investment needed to implement the marketing idea or activity. This is generalized information and should only be used as a yardstick to determine the approximate costs associated with the specific marketing trick, idea, or activity. Occasionally the $ sign icon will be followed by a plus sign (+); this simply means that the cost to implement the idea greatly varies, but will be greater then the lowest cost indicated. Always keep in mind that successful entrepreneurs carefully research and plan every aspect of marketing including what each new marketing idea will cost to activate.





	$
	$1,000-$10,000



	$$
	$10,000-$25,000



	$$$
	Greater than $25,000






¢ Low-Cost Marketing 

Entrepreneurs are always looking for low-cost ways to market their business and this icon has been added to help find them faster. The ¢ sign represents marketing tricks, ideas, or activities that cost approximately $0- $1,000. Similar to Cost to Implement, occasionally the ¢ sign icon will be followed by a plus sign (+); this simply means that the cost to implement the idea greatly varies, but will be greater then the lowest cost indicated. This new icon is a great tool to help find low-cost marketing ideas to add to your marketing plan





	¢
	$0-$1,000



	¢+ 
	Greatly varies but exceeds $1,000






[image: 002] Do-It-Yourself 

By their very nature, entrepreneurs are resourceful hands-on types of individuals accustomed to rolling up their sleeves and getting to work, building or providing innovative solutions. When you see the hammer-andnails icon featured in the book, this means that the marketing trick or idea featured is one that you can tackle yourself without having to call in the professionals. You might still have to conduct a little research and be prepared to learn by trial and error, but most readers will already be accustomed to doing that. Occasionally you will see that the do-it-yourself and call-in-the-professionals icons are featured together. This simply means that the marketing trick or idea might be a do-it-yourself project  for the more experienced marketers, or that calling in the professionals should also be considered. But fear not, the vast majority of marketing tricks and ideas featured in this book are included because they can be successfully implemented or carried out by any small-business owner regardless of marketing experience.


[image: 003] Call in the Professionals 

When you see the telephone icon featured in the book alongside a marketing trick you might just want to stop and call in the professionals for help and guidance. Sometimes all the best intentions, hard work, and effort cannot replace experience and special education in terms of accomplishing certain marketing tasks and activities. And, with that said, I have tried to take the guesswork out of what should be considered a do-it-yourself marketing activity and one that would be best left to the professionals to tackle. As mentioned previously, occasionally you will see the do-it-yourself and the call-in-the-professionals icons featured together on the same marketing idea. Every small-business owner’s marketing experience and specialty will vary—while one person may find a particular marketing activity easy to carry out, another may want to seek assistance from an outside professional.


[image: 004] Do Your Research 

This symbol indicates that there is some research to be done on this marketing tip or trick. Many of these strategies or ideas can be implemented several ways and it is recommended to research which method works best for your small business, industry, and/or region. This symbol also indicates when there are regulations or guidelines depending on how the strategy is utilized, so be sure to take a closer look whenever you see this symbol.


[image: 005] Legal Issues 

The scale-of-justice symbol indicates that there might be one or a combination of permits, licenses, liability insurance, certificates, or training required to employ the marketing trick, idea, or strategy that is featured. Remember that it the responsibility of all small-business owners to carefully research any marketing activity prior to implementing or testing the effectiveness of the idea for their businesses. You must make sure that what you are doing is legal within the community in which you conduct business.


[image: 006] Web Resource 

Located throughout this book you will find numerous handy online resources that are indicated by a computer icon. The purpose of the web resources is not to promote or endorse any one company, product, service, individual, web site, or organization, but to give you an additional research tool in terms of learning more about a particular marketing trick or idea featured. For instance, you might be interested in finding a source for printable advertising specialties such as pens, calendars, coffee mugs, and memo pads, and you may be able to find a source for these items online. In a nutshell, the numerous web resources throughout this book are fantastic research tools that enable you to quickly explore and compile further data and information about a particular marketing idea, activity, or strategy that you would like to learn more about.


[image: 007] Book Resources 

Located at the end of each chapter is a suggested additional reading list, the purpose of which is not to promote or endorse any one author, book title, or publisher. The book resources are there to give you a research tool in terms of finding additional information and advice about specific marketing activities and strategies. Likewise, the suggested reading list is not meant to inspire you to run out and spend hundreds of dollars on new books, though investments made into products that can assist you to become a better business operator and marketer are without question wise business and personal investments. However, once again do not feel compelled to purchase these titles. If you come across one that interests you, start your search at the local library and take it for a marketing test drive first, so to speak.

 




Entrepreneur Magazine’s Ultimate Small Business Marketing Guide is the most authoritative and comprehensive marketing book available. This book gives you the ability to identify numerous great marketing ideas that will work for your small business. Harness the power of this book and put it to work for you starting today.





RESEARCH, PLANNING, AND COMPETITION

Marketing Tips for Your Business

Research serves to make building stones out of stumbling blocks.

—Arthur D. Little




THE MARKETING MUSTS 
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To excel in education there are learning musts, to excel in sports there are training musts, and to excel in business there are marketing musts. I don’t want to overly simplify the marketing process, but the following are what I consider to be the marketing musts. Some of these tips, ideas, and tricks are repeated throughout this book, but that is because their significance to successful marketing cannot be overlooked or underestimated.


First Impressions Are Vital to Business Success 

First impressions are lasting impressions and, therefore, you must make a conscious effort to always project the most professional business image possible. First impressions go well beyond personal contact with prospects and customers—making a great first impression must carry through all of your business and marketing activities. These areas include the visual appearance or presentation of your store or office, company transportation, signage, printed marketing materials, product displays and packaging, service delivery, and all forms of advertising.


Always Build Win-Win Business Relationships 

It should come as no surprise that in order to be successful in business it is smart to build win-win situations in terms of all your business relationships. You cannot expect customers, employees, business alliances, and suppliers to be loyal to your brand, treat you with respect, and believe in your business unless you strive to build situations and relationships in which they all stand to win as much as, if not more than you do.


Develop a Clearly Defined, Unique Selling Proposition 

One, if not the biggest, marketing must is to have a clearly defined, unique selling proposition. This is nothing more than a fancy way of asking the vital question, “Why will people choose to do business with you and purchase your product or service instead of doing business with a competitor and buying their product or service?” In other words, what one feature or combination of features is going to separate your business from competitors? Will it be better service, a longer warranty, better selection, longer business hours, more flexible payment options, or a combination of all these and more? You should be able to sum up your unique selling proposition  in one clearly defined sentence that makes customers say, “I understand why I should buy from you.”


Know Who Your Customers Are and What They Need 

An obvious, but much overlooked and underestimated, marketing must is to know who your customers are and what their needs are at all times. The reason I say overlooked and underestimated is because it becomes much too easy to assume you know who your customers are and what they need, especially if you have been in business for a while—complacency kicks off its shoes, and sits for a spell. Customers change, their needs change, and the marketplace and competition constantly changes. Consequently, the task of knowing who your customers are and what they truly need is an ongoing, ever-evolving process that requires your constant attention if you plan on staying one step ahead of the competition and want to make a profit.


Make It Easy for People to Do Business with You 

Making it easy for people to do business with you is a marketing must that transcends all industries and marketplaces worldwide. You must always remain cognizant of the fact that few if any customers will work hard just for the privilege of giving you their hard-earned money. The shoe is on the other foot—you must work hard to earn your customers’ business and make it as easy as possible for them to do business with you. Making it easy for people to do business with you means that you have to be accessible. Your staff should be knowledgeable about the products and services you sell, and you must be able to provide customers with what they want and need when they want and need it.


Make Customer Service One of Your Top Priorities 

How important is customer service? Even if you ignore the simple fact that without customers you have no business and concentrate only on the proven fact that it is ten times easier to sell to an existing customer than to try to find a new one, it is safe to say that customer service is very important to every business and definitely qualifies as a marketing must! Tear apart your current customer service program and policies and carefully analyze everything that you are doing now. What can be improved and what will have the biggest beneficial impact right away? The sad truth about customer service is that if you are not prepared to go the extra mile for your customers, a competitor gladly will.


Talk Is Cheap, Prove It to Them 

Proof is one of the small-business owner’s most tangible and marketable assets, making it an absolute marketing must. With proof will come credibility and trust, all of which will go a long way to build your business. Don’t just tell prospects and customers how great your products and services are—show them, educate them, and prove to them beyond any doubt that your marketing claims are built on results, not something that you just pulled from thin air. Use customer testimonials, statistics, and, most of all, be prepared to overcome objections with believable and credible explanations if you want to earn your customers’ business and loyalty for life.


Always Sell the Benefits 

Your advertising, your sales presentations, your printed marketing materials, your product packaging, your trade show exhibit, your signage—every time that any person comes into contact with any marketing message from your business, you must always be selling the benefits associated with your product or service and not the features. A treadmill may have 30 features, but the salable benefit is the fact that if you buy and use the treadmill you will become more physically fit. This can be translated into selling terms such as you will lose weight, you will become healthier, you will enjoy increased self-confidence, and you might even live longer. Clearly demonstrate to prospects how your product or service will benefit them and you will sell more. This is a marketing must that should be practiced by all small-business owners.


Make Branding the Cornerstone of Your Marketing Activities 

Brands sell; they don’t have to be sold. That should be more than enough argument to convince all small-business owners that they should be making an effort to make branding the cornerstone of all their marketing activities. Develop a unified corporate image and marketing message  and consistently project and deliver both in all your business and marketing activities. If brand management becomes a regular business activity, then brand management becomes habitual and not an afterthought.


Constant Contact, Follow-Up, and Follow-Through with All Customers 

Constant contact, follow-up, and follow-through with customers should be the mantra of every small-business owner and without question a wise marketing must to employ. Talk is cheap, and customers are never won for the long term by what you say, but instead by what you do. Keep in close contact with customers so you know what they need. Follow up with customers after the sale to make sure they are 100 percent happy with their purchase. Follow through on every promise you make. Best of all, this is very easily accomplished by building and maintaining a customer database system that enables you to update customer files, plug in their individual needs, and track their purchasing history and overall satisfaction with your business, employees, and what you are selling them.


Reduce Buying Risk to Increase Profits 

What is the biggest obstacle to overcome to ensure that prospects buy and that customers buy more and more often? Risk. You must develop ways to reduce the risk associated with buying your goods or services, especially if you are a new start-up business, introducing a product or service, or have plans for rapid growth and increased market share. You can reduce risk by offering trial product or service periods, no-hassle money-back guarantees, installment and other creative payment plans, and by using customer testimonials that show prospects that other people have bought before them and have benefited because of it. Reducing buying risk is a marketing must for small-business owners that have yet to establish brandname awareness and brand trust in their trading areas.


Always Grab Their Attention 

Every marketing activity you engage in must be designed in such a way that it grabs the attention of your target audience. Your print advertisements and headlines must leap off the page screaming, “Look at me!” Your signage must grab so much attention that people will turn so quickly to see it they run the risk of getting whiplash. Your radio and television advertisements must make people turn up the volume at the mere mention of your business name, product, or service. And your window displays must nearly cause auto accidents as passing motorists slam on the brakes to check them out. If you want to stand out in today’s extremely competitive business environment, then everything you do to market your business must be aimed at grabbing the attention of your target audience. A small-business owner cannot waste money on marketing activities aimed at building awareness solely through repeated exposure—if you do, you will go broke long before this is ever accomplished. Instead, every marketing activity you engage in has to put money back in your pocket so you can continue to grow your business. And this can only be accomplished by grabbing your target audience’s attention and pulling them into your store, office, web site, trade show booth, or sales presentation to find out more and to buy what you are selling.


Always Ask for the Sale 

Marketing, advertising, and promotional activities are completely worthless regardless of how clever they are or how much money you spent to develop them or even if they are perfectly aimed at your target audience unless one simple thing is done: ask for the sale. Remember, as much as it helps to be a great salesperson, an advertising copywriting whiz, or a public relations specialist, the average small-business owner will win more times than not by following one simple rule: Always ask for the sale. In your advertising, ask people to buy. In your store, ask people to buy. In your signage, ask people to buy. In your promotional materials, ask people to buy. The last eight words that you ever say to a prospect or current customer should be, “How would you like to pay for that?”


Master the Art of Negotiation 

Becoming a master in the art of negotiation provides two benefits. First, it will enable you to never leave money on the table in terms of negotiating with a customer over a sale. And second, when you know how to negotiate, you will buy products and services for resale or use in your business for less and, more importantly, on better terms. Learning to negotiate forces you to question the  other person’s motivations or responses rather than simply accepting them without explanation. Simply learning to master the art of negotiation will increase the average small-business owner’s bottom-line profits by 5 percent or more annually, based on nothing more than selling your goods and services for 2.5 percent more and paying suppliers 2.5 percent less. And when you look at it in these basic terms, you see how 2.5 percent would seldom be the basis of a deal breaker with customers or suppliers.


Go Out of Your Way to Get Involved 

Also an important marketing must is to get involved with the community that supports your business. Go out of your way to help local charities and community events. Join associations and clubs that concentrate on programs and policies that are designed to improve the local community for the better of all residents. Besides the fact that it is every small-business owner’s responsibility to help support the local community, going out of your way to get involved will open many new doors in terms of networking, prospecting, and increased selling opportunities.


Never Stop Investing in Yourself 

The final marketing must is to never stop investing in ways to make yourself a better businessperson and marketer. Buy and read marketing books, magazines, reports, and industry publications. Attend marketing seminars, workshops, and training courses. Invest in equipment and technology that will help to improve your marketing efficiency—things such as computers and software, multifunction telephone systems, and office equipment that will increase productivity and profitability.




SEVEN Ps OF MARKETING 
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1. Product. To begin with, develop the habit of looking at your product as though you were an outside marketing consultant brought in to help your company decide whether or not it’s in the right business at this time.

2. Prices. Develop the habit of continually examining and reexamining the prices of the products and services you sell to make sure they’re still appropriate to the realities of the current market.

3. Promotion. The third habit in marketing and sales is to think in terms of promotion all the time. Promotion includes all the ways you tell your customers about your products or services and how you then market and sell to them.

4. Place. The fourth P in the marketing mix is the place where your product or service is actually sold. Develop the habit of reviewing and reflecting upon the exact location where the customer meets the salesperson. Sometimes a change in place can lead to a rapid increase in sales.

5. Packaging. Develop the habit of standing back and looking at every visual element in the packaging of your product or service through the eyes of a critical prospect. Remember, people form their first impression about you within the first 30 seconds of seeing you or some element of your company. Small improvements in the packaging or external appearance of your product or service can often lead to completely different reactions from your customers.

6. Positioning. You should develop the habit of thinking continually about how you are positioned in the hearts and minds of your customers. How do people think and talk about you when you’re not present? How do people think and talk about your company? What positioning do you have in your market, in terms of the specific words people use when they describe you and your offerings to others?

7. People. Develop the habit of thinking in terms of the people inside and outside of your business who are responsible for every element of your sales and marketing strategy and activities.


By Brian Tracy. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.


 



Web Resource
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DOING YOUR RESEARCH: WHY SPEND TIME RESEARCHING? 

¢ [image: 011]


A marketing plan is only as strong as the research foundation that it is built on; a lack of research makes the plan just words on pages and nothing more. A marketing plan is a strategy, a road map compiled from information about  how and when you will reach certain objectives and goals. The research that goes into the planning process is what makes all of the planning, goals, and objectives feasible and attainable. By researching the various components of business—customers, products, services, competition, marketplace trends, customer service, the industry as a whole, and technology—you gain the insights you need to construct the marketing plan. It has often been said that failing to plan in business is planning to fail. However, without research, a plan is purely fiction; assumptions based on what you think or, even more, what you hope might happen. Without research you do not know if you are paying too much for an advertisement, or if that advertisement even reaches your target audience. But then again you wouldn’t know who the target audience is because there was no research conducted to identify the target audience. It’s funny, we might spend a day researching various kinds of DVD players before we buy one—the manufacturer, the warranty, the features, the price, and the reputation. All this work spent researching an item that costs under $100. And even worse, it’s an item that has no direct impact on our income or livelihood. But how much time did you spend on research before you committed to that $500-a-month Yellow Pages ad, or that $2,000 golf tournament sponsorship, or the $5,000 you spent to have a new four-page color brochure designed and printed? At some point we are all guilty of not committing to a business plan and conducting the proper research to create one. This includes neglecting to conduct the proper analysis to maximize that plan and not putting forth the effort to ensure the best results, business success, and profitability. However, knowing this is the first step to committing to a new marketing plan, or revamping the marketing plan.

Simply put, research gives you answers so you don’t have to make assumptions. Here are a few examples of what research could reveal:
• Whether shoppers are prepared to pay $200 for your custom-manufactured picnic tables before you invest $100,000 in the manufacturing facility

• If the local marketplace can support a fifth weekly newspaper before you get the presses rolling

• Whether expanded store hours will make your business more profitable before you hire ten new employees to meet staffing requirements

• If your product will sell overseas before you set up international distribution channels.








DEFINING PRIMARY DATA 
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Primary data is the data and information that you generate through various methods of research or that you collect from your customers, suppliers, employees, subcontractors, prospects, and business alliances. The ways you can collect or generate primary data for research and marketing planning purposes is nearly unlimited. Some forms, such as formal surveys, cost money to develop, conduct, tabulate, and analyze while other methods, such as listening to what your customers are telling you, are absolutely free for the taking. Here are a few ways that you can collect or generate primary data:
• Talk to customers, employees, suppliers, and business alliances

• Conduct formal or informal surveys and polls and question people to learn more about your customers, market, products, and services

• Host sessions or focus groups

• Analyze your customer and prospect database to learn more about your customers’ buying habits and your prospects’ needs

• Conduct product or service sampling exercises and demonstrations

• Install a suggestion box in your store, office, or web site, and encourage employees and customers to make suggestions, comments, or complaints

• Make general observations about your store, customers, products, services, and marketplace and record these observations

• Observe the competition and compare.





These are only a few ways to collect and record primary data about your business, products, services, customers, and marketplace. There are many more, some of which are featured later in this chapter. Business owners are surrounded by primary data; the key to success is not to be oblivious to this information. Make a conscious effort to collect and compile this data so that it can be analyzed and acted upon accordingly for the benefit of your business and bottom-line profits.




DEFINING SECONDARY DATA 
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As the name suggests, secondary data comes from outside or secondary sources such as government agencies, nonprofit organizations, business associations, and privately and publicly held corporations that have generated, collected, and compiled the data. Like primary data, this information can be used to learn more about your business, customers, competition, and industry—basically any aspect of business or marketing that you want to understand better for the benefit of your business or position in the marketplace. Obtaining secondary data for research and planning purposes is very easy; it’s everywhere, and, much like primary data, the vast majority of secondary data is free for the taking. Listed below are some sources where you can obtain valuable secondary data that can be used for research and planning purposes, some of which are explained in greater detail later in this chapter.
• Local, state, and federal government agencies

• Library and web sites

• Business, industry, and trade associations

• Media companies, publishers, radio and television stations

• Schools

• Nonprofit associations

• Books, newspapers, magazines, trade papers, newsletters, and reports

• Suppliers, competitors, and business alliances





However, before you consider the source, you must first identify your research and marketing objectives. What do you want to fix? What do you want to learn? What type of data are you seeking? In other words, what do you want to accomplish with the use of secondary research data? For instance if it is trademark related, then the logical place to search for this type of data is the Trademark and Patent Office. Perhaps you are looking for scientific data to back product claims. Trade journals and scientific associations would be the place to seek this type of data. The following are categories of various types of data that are available from secondary sources. Keep in mind this represents only some types, as the list is almost unlimited.


• Patent, copyright, and trademark data

• Manufactured products specifications

• Demographic statistics

• Psychographic data reports

• Public opinion polls

• Transportation data

• Media surveys and polls

• Legal data

• Business statistics

• International statistics

• Pricing data

• Arts and entertainment information

• Political statistics and data

• Crime statistics

• Weather statistics

• Military statistics

• Personal finance and monetary markets data



I could quite literally fill this entire book with the various types of data, statistics, and information available from secondary sources and who these secondary sources are, but that is not the point nor would it be practical. The point is that there is an enormous amount of secondary data and information that is available for small-business owners to tap for research and marketing planning purposes. In fact, at the time of writing this book, it is estimated that the amount of information that is available is doubling every three years. Given this astounding rate, once again the objective is not to know what type of secondary data and information is available, but what type of data will meet your specific research and planning needs.




DEFINING QUANTITATIVE AND QUALITATIVE DATA 
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Quantitative Data 

Quantitative data is expressed in numbers, quantities, and percentages. The vast majority of data analyzed and used by small-business owners to create marketing plans and marketing strategies is quantitative data. The reason for this is straightforward: Because quantitative data is expressed numerically, it is very tangible and measurable. Therefore quantitative data is easy to understand and transfer into charts, lists, and graphs,  and apply to planning. Examples of quantitative data include the following:
• Results of a questionnaire that asks yes or no questions. The results can be tabulated easily in numbers; either a fixed quantity such as 53 said yes, while 47 said no, or in percentage terms such as 53 percent said yes and 47 percent said no.

• Comment cards that ask customers to rank your service on a scale of 1 to 5. Once again, the results are turned into numbers such as 15 people out of 30 who ranked our service gave us 5 out of 5. This could then be translated into a further result in percentage terms such as 50 percent of our customers are 100 percent satisfied with the level of service we provide.

• Another example of quantitative data would be a survey conducted by you as the primary source or by a secondary source that revealed 55 percent of women under the age of 25 plan on having two children before they reach 35 years old.





Quantitative data is valuable to small-business owners because it enables them to look at and understand the marketplace in broad terms at a glance.


Qualitative Data 

Qualitative data is not expressed in tangible numbers, but rather in answers and statements. It is what people say about your business, products, services, prices, quality, or just about anything else that cannot be grouped or placed into numerical terms and results. Examples of qualitative data include:
• surveys, questionnaires, or polls where people freely answer questions in their own words, not by giving multiple choice, ranking, or yes-or-no responses;

• open discussion groups, such as forums and focus groups, that generally consist of your target audience and who are encouraged to speak openly or comment about how they feel about or perceive a product, service, price, value, or quality; and

• informal discussions held with customers, suppliers, or employees wherein their personal comments about questions you ask are recorded, such as, “I think the price of the widget is more than most people can afford or would be willing to pay.”





Qualitative data is valuable to small-business owners because it can reveal more precise details about what your customers think of specific things relevant to your business.




THE GEOGRAPHICS, DEMOGRAPHICS, AND PSYCHOGRAPHICS DATA TRAIL 
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Identifying your customers and prospects, in other words your target audience, is a process that should be broken into three distinct groups: geographics, demographics, and psychographics. In marketing this is commonly referred to as market segmentation and it enables you to know who your customers are, where they come from, and what common characteristics they share. It is the combination of these three market segments that will help you to identify and group your customers and to create a target customer profile.


Geographics 

Geographics is segmenting your customers geographically, such as by country, state, city, neighborhood, and right down to the street. This information is really the beginning of the process of trying to segment and identify your target customers. Where do your customers come from, or where are your customers located? While your goods or services may sell well in Toronto, that certainly doesn’t mean you will automatically enjoy the same market acceptance and success in Tampa. There are five basic questions that have to be considered and identified in terms of geographics:1. Where are your target customers geographically located?

2. Is the target audience in the geographic area large enough to be profitable?

3. What is required to access that geographic area?

4. What means of promotion is available to tap the target market in that geographical area?

5. Will the target audience respond to the promotional activities?



Even on a basic level, geographical segmentation is extremely valuable information. For example, the owner of a retail shoe store that is located in the center of the city can access his customer database to find out in which part of the city the majority of his customers live. Knowing  this information will enable the shoe storeowner to then target marketing and advertising efforts in the area (e.g., north, south, east, or west) of the city that the majority of current customers live.


Demographics 

Demographics is segmenting your customers by sex, age, race, religion, education, income, profession, and so forth. Demographics can be further expanded to include information such as the type of car that your customers drive and how many people reside in their houses. In a nutshell, demographics are statistical facts about the population. It is the second step in determining who your target customers are. Start by compiling a list of what you know to get the demographics ball rolling:
• Are the majority of your customers or your target audience male or female?

• Into what age range would the majority of your target audience fall?

• Is the majority of your target audience married, single, or divorced?





These are just a few of the demographic profiling questions that need to be answered. If you are already in business, then you can start by surveying your current customers and prospects for answers. If you are looking for demographics information to help target potential customers, then start with local government agencies, schools, and business associations to find this secondary demographics data.


Psychographics 

Psychographics is segmenting your customers by their common characteristics such as lifestyle, values, behavior, and opinions. Psychographics is used as a continuation of geographic and demographic data. Or simply put, once you know where your target market is (geographics) and who your target market is (demographics) then you can begin to find out what they think and care about (psychographics) in terms of your business and what you sell or provide. Start by asking a few basic questions:
• What do my customers have in common? Perhaps many belong to one particular local association, group, or church.

• What do my customers care about most: price, quality, fast service, value, or wide selection?

• What do my customers read or watch on television?

• What activities do they participate in on weekends?





You can make basic assumptions in terms of psychographical profiling of your target market, providing they are logical assumptions. For instance, it is a safe assumption that the target market for $200,000 sports cars is not young families that reside in the suburbs.

 



Web Resources


[image: 016] www.srds.com SRDS (Standard Rate and Data Service): Media solutions, print and online lifestyle and demographic publication sourcebooks.


[image: 017] www.demographics.com: American Demographics magazine.


[image: 018] www.economy.com/freelunch: Free demographic, economic and financial data.




CUSTOMER DATABASE RESEARCH 
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One of the best sources of primary research data available to small-business owners, professionals, and salespeople is their own customer database. Information extracted from a well-maintained and planned database can reveal the average age of your customers, whether the majority are male or female, where they live, who buys the most often, and what the average sales value of their purchases are, just to mention a few. However, this is a catch-22 situation, because in order to use your customer database to generate and compile valuable primary data that can be used for market research and planning purposes you must first have a customer database.

This begs the question that if a customer database is such a powerful research and marketing tool, then why doesn’t every single small-business owner invest in the equipment, technologies, and training required to build and maintain their own in-house customer relationship management database? The answer is there is no reason, especially when you consider that the price of computer equipment and database software has fallen dramatically over the past decade while the usability and custom features that can be personalized to meet individual marketing  objectives have increased dramatically. However, don’t fret if you are not plugged into your customers by way of a database; it is never too late to get the data train rolling and benefit from what you learn about your customers. Customer relationship management technologies are revolutionizing the way that small business competes for and captures market share and customer loyalty. Though the type of information that you choose to capture and record about your customers will change depending on your business and your marketing needs, the following are a few suggestions:
• Name of individual (consumer)

• Name of company, including contact people and titles

• Type of company and related information such as product/service description, number of employees, etc.

• Address, including mailing address if different from the physical location

• Telephone number, fax number, e-mail address(es), web site

• Job description/job titles

• Demographic information including age, sex, education, etc.

• Buying history including date of first purchase, date of all subsequent purchases, type of purchases, units sold, average units each sale, average value each sale, sale value to date

• How a person became a customer; for instance, networking, cold call, advertising, trade show, sales visit, etc.

• Customer ranking

• Special requests, complaints, payment history

• What specific benefits and features are needed and/or wanted





Web Resources


[image: 020] www.netledger.com: NetLedger Small Business Suite


[image: 021] www.maximizer.com: Customer and contact management software.


[image: 022] www.salesforce.com: Customer relationship management solutions.




INFORMAL SURVEYS AND DISCUSSIONS RESEARCH 
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Another method to generate and collect primary data for research and planning is to informally survey or discuss particular business- or marketing-related topics with people that can assist in delivering or divulging the type of information you want to meet your specific objective. These people would include the following:
• Current and past customers

• Suppliers, subcontractors, and business alliances

• Community leaders and those who influence the decisions of others

• Employees, consultants, and trainers

• Current and past prospects





The informal survey or discussion sessions could happen over a coffee break, at the point of purchase, during a business or social function, or just about any other place or time. Even something as routine as asking a customer if she enjoyed her steak dinner is a way of collecting primary data. Of course it is the customer’s response and your reaction to the response that will dictate how this data is used in your business.




FORMAL SURVEY RESEARCH 
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Formal survey research consists of polls, questionnaires, surveys, or whatever you want to call them. Sometimes you have to develop and conduct a formal survey to get the data you need for important business and marketing decisions. So, with that said, the following are a few surveying methods to consider.


Mail Surveys 

Mail surveys are a popular way to find out what customers and prospects think. They can be developed and conducted in two ways. The first is to create a survey and mail it to current and past customers and prospects on your in-house mailing list. You can also rent mailing lists that are compiled from people who meet your target audience. The second method is to have your survey published in a newspaper, magazine, newsletter, or trade journal that is read by your target audience and ask readers of these  publications to complete the survey and mail it in or drop it off at your store or office. In both cases you will likely have to provide some sort of incentive to motivate people to take the time to complete and mail in or drop off your survey. The incentive or special gift could be that by doing so their names will be automatically entered into a contest, or you can send them back a discount coupon, gift certificate, or a free gift or product. Most of the formal surveying methods mentioned here will cost in the range of $5 to $50 a person when direct costs and indirect costs are combined, something important to keep in mind when budgeting.


Ballot and Comment Surveys 

As mentioned above, holding a contest in association with your survey is a great way to motivate people to participate in the survey. You can develop contest entry ballots and comment cards that ask specific questions regarding what you would like to learn about your customers, products, or services. These ballot survey cards can then be dropped into the ballot box as a way for customers and prospects to enter your contest. Ballot surveys can be distributed in your store, at malls, trade shows, seminars in the form of tent or table cards, and through the mail.


Telephone Surveys 

Calling your customers or target audience at home or at the office is also a survey method, but one that requires skill and a thick skin to do well. In fact, this is a surveying method that should be left to the professionals who have the people, skills, equipment, and expertise to ensure good results. However, if you do tackle telephone surveying yourself, make sure to call general consumers in the early evenings and business consumers during the day. Evening calls are best placed between the hours of 6 p.m. and 8 p.m., and daytime office calls on Tuesdays, Wednesdays, or Thursdays between 10 a.m. and noon or 2 p.m. and 4 p.m.


Online Surveys 

An easy, fast, and frugal way to conduct customer and prospect surveying is to do it on the internet. This can be accomplished through your own web site if you have one. Alternately, there are literally hundreds of survey services that for a fee will develop a survey for you and place it in web sites on the internet that are frequented by your target audience. Online surveys are a great option for small-business owners who are on tight budgets and need results quickly. In the online marketing chapter of this book you will find more detailed information about developing and conducting online polls, surveys, and questionnaires.


In-Person Surveys 

In-person surveys are another way that you can find out what your customers and target audience think about your products and services. These in-person surveys can be conducted right at your business location, at malls on weekends with permission, or at trade shows and seminars.

The benefits of personally surveying customers and prospects is that it enables you to ask questions of a more qualitative nature, as respondents will often answer these kinds of questions verbally but not take the time to answer them if they have to write their answers down. As with any survey method you choose, make sure that you carefully develop your questions prior to conducting the survey and don’t let respondents catch you off guard and take you down paths that you have neither planned for nor need information about.


Product and Service Sampling 

Product and service sampling is obviously one of the best ways to conduct market research and for some businesses, such as food manufacturers, it is an absolute must. The downside of sampling is that it is very easy for the results to be skewed—when consumers receive something for free, even if the something is a small sample, they view it as a gift and their responses or comments about the product or service maybe affected by their feelings of gratitude. When was the last time you told someone that you hated a gift they gave you? However, if you can get past this stumbling block, then firsthand testing of a new product or service by the end users is one of the best marketing research methods.


A Few Survey Question Tips 


• Start by identifying exactly what you want to learn from your customers’ or prospects’ responses. In other words what is the marketing objective of the survey?

• Ask closed questions such as those that require a yes-or-no response or multiple choice if you want quantitative results. Alternately, ask open-ended questions that require respondents to write down how they feel or what they think if you want qualitative results. Of course you can combine both methods to meet specific survey objectives.

• Make sure that your wording in the questions is not biased toward the answer that you would like to receive. You would be amazed at how easily this can happen mainly because of your own expectations and perceptions. However, the surveying exercise should always be focused on real results, free of bias, leading, or manipulative questioning techniques.

• Pretest your survey prior to wide release to make sure that your questions are easily and clearly understood and that you have not inadvertently placed questions out of the desired sequence order. Pretesting also ensures that the survey can be completed in a reasonable amount of time so respondents do not terminate early.

• Choose wording carefully so that it is easy to read and understand; skip technical jargon, slang words, and abbreviations.

• Questions should be very easy to answer; never make a respondent have to work or think hard to answer because they won’t. Many people view surveys as fun, so if possible try to stick with easy multiple choice, straight yes-or-no, and “on a scale of” questions. The easier and more fun you make it for participants to complete, the more likely they will fully complete it honestly and accurately.



Web Resources


[image: 025] www.oneminutepoll.com: One Minute Poll, customizable survey and poll software.


[image: 026] www.websurveyor.com: Web Surveyor, customizable survey and poll software.


[image: 027] www.surveyconsole.com: Survey Console, customizable survey samples.




CUSTOMER SERVICE INQUIRIES AND COMPLAINTS RESEARCH 
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Customer service inquiries and complaints are perhaps one of the best sources of primary data that you can collect, record, and analyze simply because it comes directly from the source that can make or break your business. Call it the standing-in-front-of-you-andknocking-you-over-the-head type of important research that every business owner has to be totally aware of. Get started by recording all customer inquiries and complaints you receive and use the information you collect to find weak areas within your business, products, services, staff, or customer-service policies—basically repetitious problems that need to be corrected. Or, use the information to identify requests from customers about specific products or services that they would like and need; in doing so you can potentially expand your product or service line and fill this need. By recording and analyzing customer inquiries and complaint information you will generally see patterns start to develop and you will be able to react and plan accordingly. Even the smallest business can benefit by recording all customer comments, inquiries, and complaints, by writing them in a daily journal, or by using your computer and customer-management software. Additionally, by recording complaints, you’ll be able to measure the performance of your supplier’s products and services as well. Once again, if you find that patterns start to develop with a particular supplier, you’ll be armed with the information you need to confront that supplier and look for mutually beneficial ways to fix the deficiencies or find a new supply source. Reacting to the same problem over and over and over accomplishes nothing, but costs a lot in terms of time, money, and potentially lost customers. By logging complaints, you can identify those that are repeated and fix them so they do not continue. Hence, not only is it important to listen to what your customers are saying, but even more so to act on what is revealed through these inquiries and complaints.




HARNESS THE POWER OF THE WEB FOR RESEARCH 
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Just one short decade ago, finding a foreign distribution source for your widget, or even something as simple as learning about out-of-state laws and regulations pertaining to business expansion was an extremely time-consuming and often frustrating task. Countless hours could be spent on the telephone, writing letters, or purchasing expensive books and directories just to get the business information you needed. Fortunately all of that has changed thanks to the advent of the internet. Facts, information, leads, and just about anything you ever wanted to know or needed to know about business, domestically or internationally, is now just a painless mouse click away. If you’re not hooked up to the internet already, then do it. Get internet savvy and take advantage of the internet for business research and planning purposes. Educate yourself about how the internet can help you grow your business and keep it on track for years to come. Use the internet to keep on top of your competition, discover new business and selling opportunities, and even showcase your products and services to a worldwide audience of buying consumers. All of this and more can be done using the internet, but only if you make a conscious decision that the internet is going to play an important role in how you research, plan, and take action in and for your business. Bill Gates once referred to the internet as the “Information Superlibrary,” a very accurate observation, wouldn’t you agree?




GET SCHOOLS ON BOARD TO HELP WITH RESEARCH 
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Would you like to conduct focus groups, market research surveys, and new-product testing forums, but unfortunately it’s not in the financial budget? If so, perhaps you should look to local schools as a possible solution. Many schools offer small-business owners the opportunity to work together in joint partnerships with business and marketing students to assist in things such as market research, new product forums, marketing plans, and marketing polls and surveys. Get started by creating a proposal outlining the details of the marketing activity you would like to conduct or research. Once your proposal is ready to go, simply set appointments with school administrators, teachers, and professors of local learning institutions and pitch your proposal. As a rule of thumb the vast majority of teachers and schools see these types of partnerships between students and community small business as very positive, win-win situations. Students need real-life experience that classroom training cannot provide, but that working hands on with local entrepreneurs can. If your proposal is well planned and can provide students with beneficial learning opportunities, in all likelihood you will have few problems forming these research and marketing partnerships with schools and thus find a cost-effective solution for conducting various types of marketing research and planning activities.




HOMEMADE FOCUS GROUPS 
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One of the best ways to research the viability of a new product is to conduct a focus group to see if the people in the group like the product and its features, benefits, competitive advantage, durability, reliability, performance, and price point. The only problem is that conducting focus groups can be very costly for budding entrepreneurs with limited financial means or access to research capital. Consequently as an inexpensive research solution, consider creating your own homemade and handpicked group of people to form a focus group to test, suggest, and report on your product. Selecting the members of the group is not rocket science; just choose people that are within your intended primary target audience for the product. For instance, if you have designed a new toy and want to test it and research the product, then strike a deal with a local daycare and let the kids run the toy through a vigorous workout while you watch from the sidelines and take notes. Big corporations often spend thousands, sometimes millions, of dollars forming focus groups to give feedback on new products; you can get results as useful as the pros do simply by being creative and frugal in the way you form your own focus groups.


Some Helpful Focus Group Tips 


• Ideally the focus group should comprise six to eight participants to ensure accurate results. The members  in the group should be representative of your target audience for the product or service.

• Create a general outline of the topics, points, and ideas that you would like the focus group to consider, but remain open to the process and allow for deviations from the outline if warranted and useful.

• Everyone in the group should be made aware of the fact that their input, ideas, suggestions, and complaints are important and will be heard. After all, that is the whole idea behind the process. Likewise each person in the group should have the opportunity to voice their individual opinions. If you feel the individual opinions could sway, influence, or alter group opinions, then let each individual describe his or her experiences or thoughts about the product or service in private. Once this has been completed, have them discuss and debate the merits and faults openly as a group.

• Provided you get the okay from everyone in the group, you may want to consider taping the discussions to ensure that no information is overlooked or left unrecorded.






LOOK-OUT-THE-WINDOW RESEARCH 
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One research method that should never be overlooked or underestimated by small-business owners is the good old look-out-the-window method of collecting primary data for marketing and business planning purposes. What’s going on in your trading area and community? Is the market growing, has it matured, or is it declining? What is the competition doing? Are they expanding, remaining static, or going out of business? And what is the overall state of the local economy? Is it heated and energized or are people lined up at the unemployment office looking for work? Even something as simple as counting passing motorist and pedestrian traffic at peak and non-peak hours can help you compile information in terms of selecting a retail location.

Look-out-the-window research is more than looking out your window in the literal sense. It is keeping your finger on the pulse of the community at all times to keep in step with trends and gain knowledge and have access to information that can effect your business and the decisions you make in planning for the future.




CUSTOMER DEMOGRAPHICS QUESTIONNAIRE 
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The more you know about your customers, the better informed you will be about who they are and what they like. More importantly, you can create a customer profile that will enable you to clone your best customers. There is a sample customer demographics questionnaire on page 14 that you can use as a guideline to create one that will work for your particular business.

Distribute the questionnaire directly to your customers in person, or by mail, fax, or e-mail. Stress that they do not have to include information that will identify them personally and that the information will be held in the strictest of confidence and used only internally so you can understand and better serve your customers’ needs. Additionally, you may want to include a small incentive such as a discount coupon or gift as a method to motivate people to complete the questionnaire.

 



Web Resources


[image: 034] www.demographics.com: American Demographics magazine.


[image: 035] www.srds.com: SRDS (Standard Rate and Data Service) media solutions, print and online lifestyle and demographic publication sourcebooks.


[image: 036] www.economy.com/freelunch: Free demographic, economic, and financial data.




TARGET CUSTOMER PROFILE 
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Once you have compiled and analyzed all of your research data, you should have a very good idea of who your target customers are and the special characteristics that make them your target audience. At this point you should create a simple profile of your target customer, so you can use the profile as a handy reference tool when planning advertising and marketing activities. However, keep in mind that you will want to update your customer profile every year.

See page 15 for an example of a target customer profile.

 



Sample Customer Demographics Questionnaire
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PLANNING YOUR MARKETING: WHY PLAN? 
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Get in the habit of creating a plan for every marketing activity or method that you decide to test or implement, even if you already have an overall marketing plan for the current year in place. Why? Writing down what you want to do and what you want to achieve by doing it forces you to research and gather information, which in turn will enable you to make educated decisions based on factual information as opposed to assumptions. Furthermore, having what you want to do and how you will achieve it on paper enables you to use the plan as a yardstick to measure the success of the marketing undertaking and the success of how it was implemented. Your marketing plan may indicate that you want to run print advertisements in November to promote Christmas specials. But has this section of the overall plan been broken down into what size advertisement, budget, featured section of the newspaper, and more? Probably not. That’s why creating a mini plan for every marketing action you decide to take is wise. Besides, no plan should be set in stone. You may find during your current year that you have to switch gears for some reason, thus creating another reason to get in the habit of planning all marketing decisions.




SIX WAYS TO MAKE TIME FOR MARKETING 
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1. Make marketing a priority. You must commit to making time for marketing—whether to attend networking events, put together a brochure and business card, research prospects online, or write a proposal. Without a strong commitment, you’ll find yourself consistently putting off your marketing efforts, which could haunt you a month or two from now.

2. Plan ahead to diffuse crises. It’s hard to market your business when you must spend the bulk of your day dealing with urgent matters. Anticipate potential problems and do what you need to do to diffuse them ahead of time. When you’re proactive in managing your time, you reduce the number of unexpected crises that you’ll have to face in the next week, freeing you up to devote more time to your marketing initiatives.

3. Cut the fat. A common mistake new entrepreneurs make is not focusing on their most important tasks. As a result, they’re spending hours upon hours working but aren’t really getting anything done. So, create time for marketing by evaluating your schedule to see where you can “cut the fat.”

4. Consolidate your activities when possible. Plan ahead to accomplish tasks in a single trip. Bulk grouprelated activities together. If you have client and prospect meetings outside the home office, try to cluster them within the same vicinity.

5. Avoid telephone interruptions. Break the habit of answering the phone every time it rings. Schedule time for answering and making phone calls and checking your voice mail. This way, you can get more done without the stress created from the phone ringing off the hook.

6. Cultivate positive thinking. Negative emotions like worry, frustration, and anxiety waste time and cause you to panic. And it’s hard to market your products or services when you’re stuck in panic mode. Say no to anxiety and “rescript” worries into proactive and positive thoughts.


By Sean M. Lyden. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





THE NUTS AND BOLTS OF A MARKETING PLAN 
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Many small-business owners take a “fly by the seat of their pants” approach to business and market planning and, in spite of this practice, some are still very successful. Yet some are not and go broke as a direct result of lack of planning. Admittedly I can chalk up a few marketing experiences gone awry because of my lack of planning—most entrepreneurs can. We learn from our own mistakes and the mistakes of others. Consequently, it only strengthens the argument that you should have some sort of business plan and marketing plan in place that will work as a compass to assist in leading you through the murky waters of today’s highly competitive small-business environment. The small-business marketing plan does not have to be a sophisticated and highly detailed hefty volume like those the multinational corporations need to satisfy nervous  bankers and investors. In fact, even just a few detailed and well-documented pages that cover the basics are often sufficient. Keep in mind, however, the objective of the marketing plan is to create a map that details what you currently know and how this information can be used to increase market share, attract new customers, fend off competition, and generate more revenues and profits. With that said, the following are the basic components required for creating a small-business marketing plan.


Section 1. Overview 

The overview should be brief—a few paragraphs that summarize the overall plan. The overview should include your business purpose (mission statement) such as, “We strive to lead the industry by providing our customers with incredible service, value, and convenience.” Also in the overview should be a short description of the product(s) or service(s) that you sell and a strategic goal such as, “Through the expansion of our vendor-plus program, ABC Hot Tubs will increase market share to 33 percent and revenues will top $5,000,000 annualized within two years.”


Section 2. Company Analysis 

Don’t be intimidated by the phrase “company analysis”—it simply means the stuff that you already know about your own business, such as your strengths, weaknesses, and market share. The company analysis will include the following information:
• Key managers and strategic employees within the organization

• A brief history of the company, when it was formed, and growth or decline in recent years

• Key joint-venture or cross-promotional partners, which could include suppliers, business alliances, and competitors

• The trading area that you currently operate in or serve

• Company strengths such as highly trained service personnel

• Company weaknesses such as lack of capital that could be used to fuel growth

• Obstacles or challenges that stand in the way of reaching key marketing goals and objectives.





Think of your company analysis as the stuff your company currently does great, stuff that could be done better, and opportunities that could be capitalized upon within the marketplace. Likewise, think of the company analysis in relation to the marketing plan as where the company is currently situated, and where your company will be situated should you meet the objectives as set out in the marketing plan.


Section 3. Market Analysis 

The market analysis is the information about the marketplace your business operates in currently, or the marketplace that you want to enter. The key concept to keep in mind about a market analysis is that much that is going on in the marketplace is out of your immediate control. All you can do is identify challenges and opportunities and guide your business accordingly. But without this information and subsequent planning, you face a full barrage of unknowns and uncontrollables. Conducting and recording a market analysis means that you reduce your exposure to risk while increasing your chances of capitalizing on opportunity. Market analysis should detail information in three areas: market size, market segmentation, and marketing environment.

 



Market Size


• What is the current market size and how big is the potential market?

• How many other companies are currently competing for this market?

• Is the market growing, static, or declining?



The market size should be detailed in broad terms and statistics. This information will be based on and supported by your own primary research data, as well as any secondary research data that you have used as a yardstick to determine the current and future market situation.

 



Market Segmentation

As mentioned earlier in this chapter, market segmentation is breaking your target audience into groups for easy identification and targeting. These three market segments you should include in your marketing plan are:

1. Geographics. Include where your target audience is geographically. This information can expand into  multiple geographic markets; however, if more than one marketplace is included then be sure to also include the number of potential customers in each geographic market.

2. Demographics. Include the basic demographic facts of your target audience in your marketing plan. These facts include sex, age range, education, profession, and income.

3. Psychographics. List the common characteristics, behaviors, and lifestyle similarities that your target customers share, things such as they go to church, they prefer to drive sports cars, and live in high-rise apartments.

 



Marketing Environment

The marketing environments are current conditions or emerging trends that can affect the way you do business and market your products or services. These marketing environment issues can be positive, negative, or both and include issues such as the following:
• Economic. Economic trends and influences can range from increasing or decreasing employment rates or interest rates to impending changes in income tax structure that could leave consumers with less discretionary income.

• Social/Cultural. Fewer people going to church, more people working longer hours, and just about any other social or cultural change that you can think about may affect your marketing plans.

• Political/Legal. Political and legal trends and issues can run the gamut from an election year, to new regulations that will alter the way your business operates, to public interests groups that may not have your business in their best interests.

• Technological. Are emerging technologies changing or likely to change the way you do business, distribution, promotion, or pricing? If so, include any emerging technological trends that can influence your marketing plans.

• Environmental. Some environmental issues that could effect your plans, such as weather, are obviously hard to account for, while others such as energy costs and raw materials supplies, can easily be included if they are relevant.

• Infrastructure. Road construction, transit construction, and buildings being renovated and/or constructed that are in your immediate trading or market area can all affect your revenues and marketing plans. Therefore, they must be identified number one, and number two workable solutions and must be included in the plan.





Keep in mind that you do not have to include all or any marketing environment trends, only those that can or will potentially influence or affect your business and marketing plans.


Section 4. Customer/Prospect Analysis 

Imagine how easy it would be to win at business and in marketing if you knew exactly what your customers and prospects wanted all of the time? That is the next component of the marketing plan to concentrate on: a customer/prospect analysis. This section of the marketing plan should be able to answer the following types of questions about your customers and prospects:
• What decision process do they use when buying?

• What are the critical benefits that they look for?

• How are choices made between competitors?

• How sensitive are price, quality, service, and value issues?

• To what promotional or marketing activities are they attracted?





You have two options in terms of selling to consumers. The first is to know exactly what your target audience wants and needs and then give them exactly that. And the second option is to change consumer perceptions or buying habits so they will buy what you are selling. The vast majority of small-business owners will find their first choice to be the path of least resistance and expense, which is to know exactly what your customers and prospects want and need and then deliver it to them on a silver platter. Therefore, figure it out and get it in writing and into your marketing plan.


Section 5. Competitor Analysis 

Much like death and taxes, small-business owners can rely on the fact that there will always be competition in the marketplace, and often this competition will want  your market share, meaning your customers. Of course, the shoe is also on the other foot and there is a very good chance that you also want your competitors’ main asset, their customers. Competition can be measured and analyzed in many ways, but perhaps one of the most proven and accurate forms to conduct a SWOT analysis on each competitor that competes for the same target market as you. SWOT is an acronym for Strengths, Weaknesses, Opportunities, and Threats. Later in this chapter you will find a complete explanation about how to conduct a SWOT analysis; it would be a wise decision to conduct competitor analysis for each competitor you face and include this information in your marketing plan. Likewise, when creating your marketing strategies, try to think about how your competitors will react to these marketing strategies. Remember Newton’s third law of motion, “for every action, there is an equal and opposite reaction.” Therefore, you have to be cognizant of the fact that your competitors will react or to counteract your marketing efforts. The trick is to know beforehand what action they will take so you can stay two steps ahead, even when they think you are one step behind.


Section 6. Marketing Objectives 

The next component to include in your marketing plan is your goals and objectives. State your marketing goals in numerical terms that are easily measured, such as the company goal is to increase revenues by 15 percent to $505,000 or the company goal is to decrease customer complaints by 25 percent. Your objectives should be statements that support your goals and give details as to how you will reach these goals, such as “We will increase revenues by hiring four new territory sales representatives,” and “We will decrease customer complaints by increasing our sales representatives’ understanding about our products so they can better educate our prospects and customers.”


Section 7. Marketing Strategy 

The marketing strategy component consists of two parts. Part one is your marketing strategy—your philosophy about how you can best reach your target audience and deliver the goods and services they need in the manner that they would like these products or services to be delivered. This component includes choosing quality over price and filling a well-defined niche in the marketplace. Part two is how your strategy relates to the four marketing P’s: product, price, place (distribution), and promotion. Marketing strategies will be based on several things including:
• market conditions

• target audience

• current customers

• how you want to brand your business

• the position you want to fill in your target audience’s minds.





Brands and branding are discussed later in this chapter, but in short once you have chosen how and what you will brand, then the key to success is consistency. Therefore, your marketing strategy must be consistent with the brand that you want to establish and project. Think of “position” as your competitive advantage. You must have at least one aspect of your business that is unique and can become the cornerstone for all marketing and promotional activities. Once again, link brands in a unified and consistent manner.

The following are a few aspects that should be discussed in the marketing plan in terms of product, price, place, and promotion.

 



Product


• Benefits the consumer receives from buying and using

• Scope and range of the product line

• Packaging both in the literal sense and in bundling

• Branding (how this relates to your marketing strategy such as “we won’t be undersold” or “quality is our mantra”)

• Quality, warranty, and features



 



Price


• Standard or list pricing

• Price specials and discounts, including to vendors, agents, and wholesalers and for bulk purchases

• Payment terms and financing and leasing options

• Payment methods (credit card, electronic check, etc.)



 



Distribution (Place)


• Where and how the product will be placed for consumer access

• The type of distribution channel (direct, vendors, agents, wholesaler, etc.)

• The management of multiple distribution channels, if required

• Transportation and warehousing



 



Promotion


• Advertising, including frequency and media

• Sales promotions

• Direct marketing

• Personal/contact selling

• Sponsorships and public relations

• Internet

• Event marketing including trade shows and seminars

• Promotional materials including catalogs, brochures, signs, and ad specialties




Section 8. Budgets and Projections 

The next step is to determine a marketing budget identified to correspond with the marketing and promotional activities identified in the plan, including a media budget, commissions forecasts, and special events budget. The obvious question is “how much should my marketing budget be?” There can be only one answer to that question: “How much will it cost to reach your marketing goals and objectives?” I wish I could give you a more accurate estimate, but every small-business owner will have different marketing objectives, different activities planned to meet them, and be on different timetables to reach them. However, you can create an estimate based on previous years and use a break-even analysis based on project expenses versus the projected increase as identified in the plan. If you want to increase revenues from $100,000 to $150,000, then you could apply the same percentage toward your marketing budget—if it was $10,000, then increase it by 50 percent to $15,000.

The same can hold true for financial projections based on marketing activities. You can base your projections starting with what you know: last year’s sales and profits. And increase these numbers based on the goals that you set for each marketing activity or segment of your business as well as the overall marketing goal. However, the danger in doing so is that if you did not reach previous goals and forecasts, then you do not have a clear picture of the effectiveness of previous marketing plans and activities. Therefore monies may have been directed into the wrong areas for the wrong purposes. A ground-up approach to building marketing budgets is always the preferred method.


Section 9. Action Plan Timetable 

The final component of your marketing plan should be an action plan timetable, which is a calendar outlining when each new marketing activity will be implemented throughout the calendar year. Or, when each existing marketing activity will be improved or implemented throughout the year. Your action plan should also include times when you will measure success or accuracy to date. I would suggest every three months, or quarterly.




FIVE STEPS TO A SIMPLE MARKETING PLAN 

¢ [image: 043]



Section 1: Situation Analysis 

This introductory section contains an overview of your situation as it exists today and will provide a useful benchmark as you adapt and refine your plan in the coming months. Begin with a short description of your current product or service offering, the marketing advantages and challenges you face, and a look at the threats posed by your competitors.


Section 2: Target Audience 

All that’s needed here is a simple, bulleted description of your target audiences. If you’re marketing to consumers, write a target-audience profile based on demographics, including age, gender, and any other important characteristics. B2B marketers should list your target audiences by category (such as lawyers, doctors, shopping malls) and include any qualifying criteria for each.


Section 3: Goals 

In one page or less, list your company’s marketing goals for the coming year. The key is to make your goals realistic and measurable so that you can easily evaluate  your performance. You’d be in a much better position to gauge your marketing progress with a goal such as, “Increase sales of peripherals 10 percent in the first quarter, 15 percent in the second quarter, 15 percent in the third quarter, and 10 percent in fourth quarter.”


Section 4: Strategies and Tactics 

This section will make up the bulk of your plan, and you should take as much space as you need to give an overview of your marketing strategies and list each of the corresponding tactics you’ll employ to execute them. Your tactics section should include all the actionable steps you plan to take for advertising, public relations, direct mail, trade shows, and special promotions.


Section 5: Budget Breakdown 

The final section of your plan includes a brief breakdown of the costs associated with each of your tactics. If you find the tactics you’ve selected are too costly, you can go back and make revisions before you arrive at a final budget. By Kim T. Gordon. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





STICK TO THE PLAN 
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The key to marketing success is once you have developed and written your marketing plan, stick with the plan closely and give your plan time to materialize. Far too many small-business owners expect immediate results from marketing. When the results are not immediate, their first line of defense is to start to fiddle with their marketing plans—not little changes but a complete 180-degree turn about. Unfortunately, this does not give the original plan a chance to find its legs and work in the marketplace. There is no question that it is okay to fiddle with a marketing plan—in fact you should never stop tweaking it to ensure maximum performance—but you have to stay true to the core ideas and not stray too far from these researched strategies. The worst part of drifting from the marketing plan is the fact that much money can be wasted on printed materials that change, other advertising that will no longer be suitable to use in the new marketing direction, and all the time that was wasted researching and drafting the marketing plan and perhaps creating a new one. The moral of the story is to take your time and carefully research and create a marketing plan that identifies your core marketing objectives and how they will be implemented and carried out correctly and with patience the first time around.

 



Web Resource


[image: 045] www.entrepreneur.com: Online business and marketing resource center for small-business owners and professionals.




TIPS FOR PROPER MARKETING TIMING 
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To get the most for your marketing dollar, make sure you properly time your efforts.


• Try to ensure that your direct mail package arrives Tuesday, Wednesday, or Thursday.

• When relevant, tie your message to what’s going on in the world.

• Don’t launch your marketing too soon. Make sure you have worked all the bugs out, that your salespeople know all the facts, and that you can deliver on what you promise.

• If you’re in retail, wait a month before you have your grand opening celebration. This way, you will be more practiced.

• Don’t waste time telemarketing when nobody’s there. Find out the best time to call.

• Never rush through the creation of your marketing materials. The key words to keep in mind here? Economy and quality. Remember, when it comes to marketing, speed can kill.




By Entrepreneur Magazine’s Rieva Lesonsky. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





THREE MARKETING MISTAKES TO AVOID 
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1. A pinch of this, a pinch of that. This mistake is often made by entrepreneurs with big appetites and small budgets. They want to try a little bit of everything—advertising in multiple magazines and newspapers, online ads on a variety of sites, and a list of special events—but with limited budgets, they end up with  a tiny presence in each. To maximize results from your marketing program, narrow your media choices and consistently run larger ads with enough frequency to get noticed.

2. Tossing out the rule book. If you think most rules were made to be broken, you may want to think again. Sometimes thinking outside the box can produce surprisingly positive results, but generally not at the expense of tried-and-true rules for effective marketing. Thanks to the billions of dollars businesses invest in advertising every year, all aspects of it have been studied.

3. Focusing only on what’s happening inside your business. Some entrepreneurs get so inner-focused that they lose sight of all else, while others are constantly listening, looking, and learning from the changing marketing environment outside their own companies. Entrepreneurs who are too inner-focused often become complacent.


By Kim T. Gordon. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





EIGHT MORE MARKETING MISTAKES TO AVOID 

¢ [image: 048] 1. Putting all your eggs in one basket. If your entire marketing budget is used on just one method of promoting your business, you won’t realize the highest return on your investment. Diversifying your efforts will increase the frequency and reach of your messages and stretch your marketing dollars.

2. Not measuring results. Measuring the results of your marketing efforts allows you to reinvest in vehicles that are working—and ditch those that aren’t. Try tactics like surveys, coded coupons, in-store response cards, or focus groups to find out how well your messages are being received.

3. Firing before you take aim. If you find yourself throwing money at every promotional opportunity, take a step back and realize the benefits of planning. Set objectives, define the audience you wish to reach, and set your budget over the next six to 12 months.

4. Eliminating marketing efforts when things get tight. When cash flow slows, advertising, direct mail, and other forms of marketing are the easiest expenses to reduce, right? But cut these, and you eliminate the very activities that will bring in new customers to turn your business around.

5. Not getting help when you need it. If you find you’re too busy to handle your marketing efforts or that your materials aren’t looking as professional as they should, it’s time to call in the reinforcements. Hire a full- or part-time employee, a marketing or public relations agency, or an independent business consultant, but make sure you’re getting the message out in a manner that reflects your business.

6. Fixing programs that aren’t broken. If your advertising campaign or direct-mail program is producing results, don’t change it just for the sake of changing it. Once you see returns slow down, look for new approaches, but always test them before implementing changes on a full scale.

7. Allowing ego to get in the way of common sense. Ego tempts very bright people to do very dumb things. Your marketing decisions should be based on factors that will positively impact some area of your business—usually its bottom line. Hiring an expensive multinational agency for a small account, sacrificing valuable frequency for full-page advertising and buying blanket mailing lists without matching criteria to your customer profile are all examples of an ego that’s sabotaging effectiveness.

8. Relying on hunches. It came to you in the shower: the Big Idea for promoting your business. So you put all your marketing dollars into, for instance, painting your delivery trucks with neon colors. Before you blow your money on hunches, however, you need to do your homework. Talk to your customers and others who may have done something similar. Then test your theory by trying a small-scale version of the Big Idea.




By Gwen Moran. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





FIVE CHEAP WAYS TO MARKET YOUR BUSINESS 

¢ [image: 049] 1. Talk to your clients. It’s amazing how much money businesses spend to gather market information and  attract new clients when they have a wealth of opportunity and information in their existing client base. One of the best ways to increase revenue is to talk to existing customers. Choose five to ten clients and contact them to ask if they’d participate in a phone interview. Here’s how it works:a. Send a letter asking permission to have someone contact them about your company.

b. Have the interviewer call and ask value-based questions such as:
• What problems were you trying to solve or what challenges were you facing when you considered the services of Company ABC?

• How important were Company ABC’s services in solving your problems or addressing your challenges?

• What did you value most about this company’s work?

• What other products or services do you wish they offered that could help you with other business challenges?





c. After all the interviews have been conducted, compile the information to discover trends and themes.

d. Send a thank-you letter to every client who participated. Include key lessons from the interviews and explain the specific changes you plan to make to your business based on this information.

The important part here is to use what you learn. If you don’t make changes to your business, then you’ve wasted everyone’s time.


Keys to success: The conversation with your customers is just that, a conversation. Don’t fire questions at them; instead, have the interviewer engage in a conversation and gather as much valuable data as you can.



2. Creatively package your marketing campaigns. A postcard is one way to market your business. But how about putting a package together with a fork, knife, spoon, and a custom-printed napkin that invites your prospect to “have lunch on us?” Think outside the box, and your marketing campaigns will have more impact. Keys to success: Set a clear objective for your marketing campaign, and identify how you’ll measure its success. Then follow up to measure the results and adjust the program if necessary.

3. Get the word out with publicity. Think you can’t do PR or publicity without employing the services of a high-priced firm? Although a good firm brings tremendous contacts and experience, most small companies can do enough PR on their own to spark the public’s interest.
Keys to success: In one word, leverage. Though it does happen, don’t expect one story placement to generate thousands in revenue. Your success depends on leveraging each press release, each article, and each published mention. Remember: PR is more cost-effective and more credible than advertising.



4. Leverage existing relationships. Most people know at least 200 people. Do the math: If you know 200 people and they each know 200 people, that’s 40,000 potential contacts! Spend time developing relationships with the people you already know—clients, colleagues, people you meet through professional networking organizations, friends, and even family. Keys to success: Educate, don’t sell. The key here is to build relationships. Start from the perspective of giving more than you ask, and your network will become your most valuable marketing tool.

5. Commit to e-mail marketing. Marketing through email is flexible, cost-effective, easy to measure (assuming you put the right tracking in place), and high impact. Remember, this is a marketing campaign. So be sure to think it through, develop an appropriate message, create a piece that reflects your brand, know your objectives, and make sure the information is valuable for your market or people will quickly unsubscribe.
Keys to success: Don’t be seen as a “spammer”! Send e-mail only to those people who have given permission. When someone asks to be removed, respond immediately.





 




By Susan LaPlante-Dube. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





FOUR FRESH WAYS TO TARGET YOUR MARKET 
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1. Reach college students. The more than about 15 million students in colleges nationwide spend around $200 billion on products and services each year. Now there’s a down-and-dirty way to reach them—with ads posted in laundry rooms on college campuses. For information, contact Washboard Media and OnPoint Marketing.

2. Hit the links. If golfers are your target, trying advertising on the sides and backs of hospitality carts—mobile units selling beverages and golfing supplies that stop once every hour at each group of golfers. Sports Cart Media offers hospitality cart signage on nearly 1,000 golf courses, with seven advertising spaces available on each cart.

3. Pump them up. Local business owners in select markets have a new form of advertising available to them via the nearest gas pump. Direct Cast Network has embedded computer chips in gasoline pump handles that play a mix of advertisements, information, and entertainment when a nozzle is placed in a fuel tank.

4. Get in the swim. Take corporate sponsorship of sports facilities one step further with logos and ads in and around public swimming pools. You can place signage on scoreboards, timing clocks, starting blocks, walls, and supporting pillars—even on the bottom of the pools. Contact your local community pools, aquatic centers, and universities concerning sponsorship.


By Kim T. Gordon. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





SIX TIPS TO BOOST YOUR MARKETING STRATEGIES 
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Do your marketing strategies need a boost? Guerrilla marketing guru Jay Conrad Levinson offers these smart tips:

1. Don’t just network—build relationships. Send notes to people you’ve just met indicating you would like to talk again.

2. Make sure your ads answer every consumer’s No. 1 question: What’s in it for me?

3. Give something to your best customers. Gifts work best as a follow-up to a sale or a referral, on a holiday or for the customer’s birthday.

4. Personalize your faxes. And add an easy-response device, such as “To order, sign here and fax back.”

5. Know the best ways to reach a prospect. A letter followed by a phone call is tops. Next best is a referral, then a cold call.

6. Always communicate with your customers, even when you’re not trying to sell them anything. That’s why you build relationships.


By Entrepreneur Magazine’s Rieva Lesonsky. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





IT’S ALL IN THE NAME 

¢ [image: 052]


Skip the hip and latest fads in terms of naming your new business enterprise. Instead stick with the time-tested and proven formula of keeping it simple and making a good and memorable first impression on consumers. Your business name should tell people in a flash what you do and what’s in it for customers (the benefit). It should be memorable and easy to spell and pronounce. ABC Pool Cleaning, granted, is not a very original business name. But it does tell people what you do (clean pools), what’s in it for them (not having to slave all day cleaning their own pool), it’s memorable (we all learned our ABCs), and it’s very easy to spell (once again, we all learned our ABCs). More than anything else your business does or sells, it is your business name that will promote your business and get used the most, in print and verbally. The importance of having the right business name cannot be understated. Avoid names tied into your specific geographic area in case you want to expand the business nationally or internationally down the road. Seattle Pool Cleaning just wouldn’t have the same recognition and impact in Miami or in Dallas as it would in Seattle. Yet, National Pool Cleaning would be a name that would be universally adaptable regardless of geographic operating location.




CREATE A MARKETING CALENDAR 
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Throughout this book you will find hundreds of great marketing ideas, many of which I am sure would help your business grow if they were implemented. But let’s face reality; small-business owners are busy people. In fact most work in excess of 60 hours a week to begin with so it begs the question, how will you ever find the time to implement any of these great marketing ideas into your business? One way is to create a marketing calendar, and in doing so you can prioritize the importance of each change you want to make in your current marketing activities. Or prioritize each new marketing idea you want to implement into your marketing routine. Developing a marketing calendar is actually quite simple to do, even if you already have a marketing plan in place. Get started by making two lists; the first should comprise the new marketing ideas you would like to test or implement. The second list should comprise current marketing activities that you feel could be improved upon or done better. Each list should be prioritized with the most important things at the top. Once you have created the lists, simply place each item into your yearly business planner on the dates you feel each new or improved marketing task should be started or implemented in your marketing and action plan.




BUILDING BUZZ IN A NEW MARKET 
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Follow this step-by-step approach to winning new customers.


Step 1: Choose the Best Way to Grow 

Begin by deciding which growth strategy is right for your company. For example, you may choose to offer new or improved products or services (called line extensions) to segmented groups drawn from your current target audience. Products with new features can grab the attention of lapsed customers and revitalize sagging market share—just so long as the new products and services don’t cannibalize sales of your old ones until you’re ready to phase them out.

If offering line extensions isn’t right for your business, another smart growth strategy would be to target a new niche market. You can offer these new customers your present product or service, a specially enhanced and re-launched version of what you currently provide, or even something entirely new. Imagine you offer customized software solutions exclusively to law firms. You might find a way to make alterations to your product and service mix that would appeal to medical practices, for example. Or you might create a new type of software solution to take on a very different niche market, such as restaurants.


Step 2: Answer Three Questions 

To effectively prepare to approach a new market, you’ll need to answer several important questions:1. What similar products or services does this target market buy now? Every new product or service entry into an established market niche must take market share away from something else. That makes it essential to understand who your new competitors will be. Put yourself in your prospective customers’ shoes and look at their wide range of buying options. Identify your potential competitors and learn everything you can about their products and services. This is the smart way to get the information you need in order to effectively position against them.

2. How will your new product or service add value for the customer? When you introduce a product or service to any market, you must differentiate from the vast field of competition. Decide how your new offering will stand apart as a better value. Special features or offers, such as convenient free delivery or 24-hour customer service (provided they’re not already offered by your competitors) will be perceived as value-added perks that’ll help induce customers to make the switch.

3. Which audience segments will be most receptive to what you offer? Just as you’ve observed in the drugstore with all the various modifications of razors, certain features will appeal to specific target audience subgroups. Learn everything you can about who your best prospects will be and what they might want from you. It’s often smart to enter a new product category by aiming at a relatively narrow target audience.  For example, the software consulting firm I’ve mentioned might decide to target restaurants, but only those that are privately owned, with seating capacities of 250 or less, in three major markets.




Step 3: Identify Your Potential Sales Channels 

Companies that add line extensions have the advantage of established sales channels. In other words, it’s likely that your new products or services will be distributed and sold in the same way as the existing ones, even though they may target different audience subgroups. On the other hand, approaching an entirely new market for a product may require you to create relationships with new distributors. It doesn’t matter whether you introduce a product or service—you’ll need to create an in-depth marketing program that begins by educating your new prospects and successfully moves them through the sales cycle.

Decide whether you’ll sell through sales reps, retail outlets, or directly. Then, with this information in mind, you’ll be ready to create an effective marketing program to tackle your new market.


Step 4: Craft Your Message 

Your marketing campaign will require a sound creative theme or message. Consider the hot buttons and special needs of your specific target audience members. What unique benefits and features will your product or service provide to them? Factor in what you know about your competition and focus on the benefits (key selling points) that’ll help you position against them. Above all, your creative message should communicate how what you offer will add value above and beyond what’s currently available in the marketplace. This distinction—a vital means of differentiation—should become an integral part of the creative message.

Using this information, write a brief, one-paragraph creative platform. This simple document will be essential to the development of all your marketing materials, from brochures and ads to press releases.


Step 5: Scale Your Campaign 

This step is important for entrepreneurs that sell directly to other businesses or consumers. Marketing in its many forms exists solely to support sales. Before embarking on any promotional campaign, decide exactly how your company will support the leads and sales generated and scale your marketing program accordingly. For example, if you have a three-person sales team and each of these individuals can handle approximately 20 leads a week, engaging in a campaign that would throw 40 leads per week in their path would be disastrous, resulting in frustrated prospects and bad word-of-mouth—two elements that could immediately torpedo your efforts. Plus, overreaching also involves overspending, so decide in advance exactly what you want to see happen and create a marketing campaign scaled to meet that goal.


Step 6: Create Pre-Rollout Buzz 

Numerous new product and service offerings get off to a flying start thanks to efforts that build interest and excitement prior to and during a rollout. Depending on what you market, you may benefit from sharing information early with “influentials” or “influencers.” Influentials are considered experts in their particular arenas, whether that encompasses digital cameras or cosmetics. They may include product reviewers, bloggers, or influential teens (members of the “in group”), just to name a few. Influencers are often professionals with direct access to your prospects who are capable of making referrals, or they may be consumers who help guide decisions for others (such as the way middle-aged children of senior parents are often called upon to help choose the best healthcare or nursing home options).

Some forward-thinking companies now use their web sites as gathering places for influential “community” members. You can form an advisory group, or merely identify an important set of core customers (influencers), to receive information and invitations to participate in the development of new products or ideas. This is bound to build excitement and get buzz rolling.


Step 7: Win Favorable Press 

Suppose you want to introduce your product or service to a new national market but don’t have the deep pockets it takes to buy advertising on that level. Solid media relations will let you place stories in well-targeted media. Even with a local story, media relations can jumpstart any product or service introduction or help you  introduce your existing product to a new market niche. The key is to tailor your stories to the needs of the specific media you target. A press release concerning how a new product expansion will benefit the business community is a natural fit for the business section of the local newspaper, for example, while information about the innovative nature of the new technology the product uses will best fit the needs of tech web sites or trade/industry publications.

Create a media relations list, taking into consideration the different types of stories you hope to generate. Next, create specific releases to meet the needs of the individual media outlets. Send your releases and follow-up by telephone and have a full press kit handy to send to journalists who are interested in learning more.


Step 8: Place Your Advertising 

The smartest advertising buys are ones that allow you to reach your most qualified prospects in the right context or, better yet, when they’re in a position to buy what you sell. Putting your message in the proper context lets you communicate with your prospects when they’re in precisely the right frame of mind. Suppose you invented a new type of home insulation that you were marketing directly to consumers. A successful media placement would put your ad on a web page where consumers are reading articles about home insulation and energy savings. You’d reach an audience that was highly qualified and actively interested in what you were selling.

Where will your best prospects get information on what you plan to market? From pay-per-click advertising on search engines and traditional print and broadcast media opportunities to the newest place-based media, there are numerous ways to reach literally every market niche. For superior results, come up with a mix of media that reach qualified prospects in the right context at the right time and your promotional campaign will effectively tackle that new market.

By Kim T. Gordon. www.entrepreneur.com/marketing/kimtgordonmarketingcolumnarchive/article82990.html




THREE RULES FOR NICHE MARKETING 
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1. Meet their unique needs. The benefits you promise must have special appeal to the market niche. What can you provide that’s new and compelling? Identify the unique needs of your potential audience, and look for ways to tailor your product or service to meet them.

2. Say the right thing. When approaching a new market niche, it’s imperative to speak their language. In other words, you should understand the market’s “hot buttons” and be prepared to communicate with the target group as an understanding member—not an outsider. In addition to launching a unique campaign for the new niche, you may need to alter other, more basic elements, such as your company slogan if it translates poorly to another language, for example.

3. Always test-market. Before moving ahead, assess the direct competitors you’ll find in the new market niche and determine how you will position against them. For an overview, it’s best to conduct a competitive analysis by reviewing competitors’ ads, brochures, and web sites, looking for their key selling points, along with pricing, delivery, and other service characteristics.


By Kim T. Gordon. Excerpted from The Great Big Book of Business Lists by Entrepreneur Press.





GETTING CONNECTED: JOIN THE BETTER BUSINESS BUREAU 
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Before they spend their hard-earned money, most consumers want to know they are doing business with a credible and honest firm. One of the best and most affordable ways for you as a business owner to drive home the fact that your business is both credible and honest is by becoming a member of your local branch of the Better Business Bureau. Membership in the BBB is especially important if you’re in the business of providing consumers with services. As a service provider, one of your main sales and marketing tools is your business reputation and how you treat customers. Being a member of the BBB will help form an instant impression of credibility and good reputation. Once your business is registered with the BBB, be sure to promote the fact by including the BBB member logo in all advertisements and sales materials you use. Furthermore, most BBB branches publish an annual Better Business Pages or similar publication that  lists member businesses and what they do. Advertising in these BBB publications is inexpensive and you’ll quickly discover that many people, especially those have had bad past experiences purchasing a product or service, will only deal with businesses that belong to the Better Business Bureau.

 



Web Resource


[image: 057] www.bbb.org: Better Business Bureau.




GET THE LATEST SCORES AT SCORE 
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For more than 30 years SCORE, The Service Corps of Retired Executives, has been assisting small-business owners with free advice and guidance on tough business issues and marketing. The SCORE team is comprised of seasoned professionals (most of whom are retired) who represent a wide range of business experience and backgrounds, from bank executives to CEOs of major international corporations. In addition to joining up for one or more of the many workshops SCORE hosts monthly, you can educate yourself though SCORE publications. Member coaches can even help you directly with a one-on-one coaching session to answer specific business questions and problems. SCORE is not limited to business management and operations information and help. The members are also well versed in all sales and marketing methods, and SCORE has many publications and training programs aimed directly at ways to increase revenues and profits by utilizing various marketing techniques and methods. By tapping into the SCORE network, you will be tapping into a wealth of free business knowledge and experience.

 



Web Resource


[image: 059] www.score.org: Service Corps of Retired Executives.




TAP INTO THE SBA 
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Since 1953 the United States Small Business Administration (SBA) has been a one-stop source of information, products, and services for new and existing small-business owners. Through the SBA, you can apply for business start-up funds, secure loan guarantees, or apply for venture capital to expand an existing business operation. Additionally, SBA products and services include a vast online research database, management and marketing advice, business-specific training workshops, specialized reports and manuals, and access to international export markets worldwide. Every year the SBA assists more than one million small-business owners to start a new business, manage an existing business, or expand a business. There is no one source of business and market research information, products, and services available larger than the SBA. So make sure you tap the SBA and take advantage of the incredible range of research and marketing tools they provide.

 



Web Resources


[image: 061] www.sba.gov: United States Small Business

Administration.


[image: 062] www.cbsc.org: The Canadian Business Service Center, the Canadian equivalent to the SBA.




JOIN ASSOCIATIONS 
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Many business owners are hesitant to join industry and business associations for two reasons: the cost to join and the time commitment required to participate in association events. Both can be valid objections providing you have taken the time to fully research and understand the association and decided that membership has little or no value to your particular situation and business. Create a list and check it against what the association offers members in terms of exposure and services. At the top of your list should be the question “Can I recoup membership cost and get paid for the time I spend at association functions and events?” Almost 100 percent of the time the answer to this question will be yes. The key is to mine the value of membership, which can include member discounts on products and services, networking opportunities, creating new business alliances, advertising opportunities, and education opportunities through seminar and workshop series. Remember business and industry associations must provide value and benefits to their members in order to  secure and retain them. Most associations provide great opportunities, but the rest is up to you. Profiting through membership requires a plan and participation to realize the value and benefits of membership to the fullest extent. The checklist represents a few opportunities that can be created or exploited in terms of joining business and industry associations. Use this checklist for two reasons. One, identify areas in business that are your current weaknesses and that could be improved with help and advice from other small-business owners. And two, use the checklist as a yardstick to measure each association that you are considering joining. The associations that meet your needs will be a higher priority than those that do not.

 



Web Resources


[image: 064] www.marketingsource.com/associations: Online directory listing more than 35,000 business associations.


[image: 065] www.uschamber.com: The United States Chamber of Commerce.




GREAT BRANDS ARE CONSISTENT 
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One characteristic that all great brands share is they are consistent in what they look and feel like, as well as what they do. Bayer aspirin has changed little over the decades and still does the same thing today that it did 50 years ago: gets rid of headaches. Everything you do to promote and manage your brand needs to be consistent, including design, look, feel, tone, voice, benefit, and message. The reason brands must be consistent is they take a long time to build, maintain, and evolve, and this is what builds consumer awareness of the brand. In other words, it makes consumers think of your particular business, service, or product when they have a specific need to be filled that is relevant to what you do or sell. Even brand king Coca-Cola got caught in the consistency trap when they tried to change the recipe for the soft drink after more than 100 years of it being the same. Consumers revolted and Coke was forced to issue two recipes of their cola, New Coke and Classic Coke. The consistent Classic Coke that looked and tasted the same won out hands down over New Coke.


Business and Trade Association Checklist 



• Does the association offer member discounts on products and services that I commonly purchase and use in my business? Examples would include reduced credit card merchant rates, courier fees, and office products and supplies.

• Are there advertising opportunities within the association’s publications and web site?

• Does the association host events that would be suitable for networking purposes?

• Does the association have resources that I can tap into that would be helpful? These resources would include a print or electronic library of industry-related information, rentals of meeting space, displays for trade shows and such, and experts on staff to answer questions.

• Does this association provide educational opportunities such as workshops, training classes, and seminar series?

• Does this association have a strong voice in regional and federal levels of government, and does this voice influence policy makers?

• Does this association have a strong voice within the industry and is it respected within the industry?

• Do the current members match my target audience and are there opportunities to market my products or services directly to association members?

• Does the association provide members with valuable and up-to-date industry research, news, and information about forming trends?







Tricks for Building a Great Brand Through Consistency 


• Develop and maintain a central marketing or selling message that is consistent throughout all your advertising, promotional, and marketing activities. Your central marketing message should also be your unique selling proposition, which is your main argument or reason people should buy your product or service rather than a competitor’s product or service.

• Create a central image and use this image consistently throughout your business, advertising, and marketing activities. Your unified corporate image should include a memorable and easily identifiable logo, color scheme, font type, size, and style. Your unified corporate image should be used in all printed materials, in your logo, in your store or office, on signage, company uniforms, and in all advertising.

• Develop and maintain a consistent pricing model or system. Don’t be known for low prices today and high prices tomorrow. Pick a pricing model and stick with it for the long run. In other words, brand your pricing philosophy, be it low, high, or in the middle.

• Clearly define your position in the marketplace. For instance, your community may have ten residential house cleaning services, but perhaps yours is the only residential cleaning service committed to consistently using environmentally friendly organic cleaning supplies instead of chemical-based cleaning supplies.

• Maintain consistent operating procedures for your business including store or office hours, customer service policies, employee policies, and all other aspects involved with the day-to-day operations of the business.






GREAT BRANDS TAKE TIME TO EVOLVE 
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While a great brand might be developed and introduced overnight, it cannot become known as a great brand until it has been tested, proven, and accepted by consumers. This can take years, even decades to accomplish. Consequently, you must be committed to developing and maintaining a brand for the long term. This is the point where many entrepreneurs and marketers become unglued in terms of their commitment to their own research. Research takes extremely careful planning. You must first decide that you want to create a great brand, and then determine if there is even merit in the brand you are considering attempting to turn into a great brand. Think of it as building a 5,000-square-foot log house, but instead of using 24-inch diameter logs, you are using toothpicks. Now you see the point: faced with such a commitment of both time and financial resources, it becomes easy to lose sight of what you set out to accomplish. Therefore before you decide to take one element out of your business—be it a product, service, logo, competitive advantage, or whatever—be careful because it may be that specific thing is what you want to build a great brand out of or around. Be aware of the fact that brands take time and commitment to evolve into great and instantly identifiable brands.

OK, so you own and operate a small business and as important as taking the time to “evolve” a brand is, that doesn’t change the fact that in all likelihood you need the benefits that branding can bring to your business today as well as down the road. You can speed up the process simply by getting your brand “out there” and consistently promoting it over and over. Repetitious exposure is one of the key ingredients for building a great brand image and awareness.


Tricks for Speeding Up the Brand Evolution Process 


• Become a publicity hound by creating clever ways to develop news, stories, and ideas that revolve around your brand. Using these ideas, seek as much publicity and media coverage as you can. Once you have devised newsworthy stories, ideas, and events, contact media outlets by way of press releases, media advisories, and pitch letters to make your case for media coverage and exposure.

• You can also speed up the time it takes to establish your brand image and awareness by investing heavily in targeted advertising where it will benefit your business the most. Short-term financial pain for long-term beneficial brand gain. Yes, the additional expenditure on extra or increased exposure through paid advertising can be costly. However, if you take the time to clearly identify your target audience and  create an advertising campaign that is aimed directly at them, you can greatly reduce wasted advertising efforts and dramatically improve advertising and branding results.

• Be your brand’s biggest fan and network your way to brand success. Join business associations, get involved in your local community, pitch in and help out a worthwhile charity—all of these are great ways to speed up the branding process. Providing you are your brand’s biggest cheerleader and not timid in terms of letting everyone you come into contact with know about your brand. In other words, network your way to brand success.

• Become known as an expert and speed up the branding process as a result of continual exposure to your target market. Write articles and stories about your area of expertise and tag your “brand” to the end of each feature, such as “This article was written by security expert John Doe, owner of John’s Alarms and Home Security.” Getting published is one of the best ways to brand your expertise. You can write for newspapers, print and electronic newsletters, magazines, trade papers, web sites and get featured on talk radio and television programs; all are ways to increase your brand’s exposure to your target audience and speed up the brand evolution process.

• You can also speed up the branding process by ensuring that all employees and business alliances are reading from the same page in terms of the image (brand) that you want your business to project. There is strength in numbers, and by using and believing in a consistent and unified brand message everyone that your business team speaks to will be exposed to your brand in a consistent fashion.






GREAT BRANDS REQUIRE HANDS-ON MANAGEMENT 
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Think of a great brand as a finely manicured lawn free of weeds and thatch; let the lawn go untended for just one season and you risk having to devote years of hard work to get the lawn back into its finely manicured state. Great brands are no different than the manicured lawn—they require constant hands-on management to ensure the brand continues to deliver the benefits that are associated with it to consumers. And more importantly, to continually be on consumers’ lips, minds, and in their consciousness on a daily basis, or at least through visual identification. Though the largest fast-food chain in the world and known worldwide, McDonald’s still continues to spend more money on advertising and promotional marketing activities yearly than the total annual GDP of many countries. Why? To remain a brand that is known, trusted, and utilized by consumers from around the world. You can never stop managing and maintaining the brand name that you build, period. Therefore, if your objective is to build a brand name, which is synonymous with your product, business, or what the brand does, then be prepared to manage that brand in the short and long term.


Tricks for Successfully Managing Your Brand 


• Make your brand one of your highest business and marketing priorities and never lose sight of the fact that brands sell without having to be sold.

• Have a clear definition of what your brand is so there will be no “gray zone” in terms of the image and message you want to send or project. You can’t successfully manage something that changes focus daily, weekly, monthly, or yearly.

• Be prepared to spend money to manage your brand through paid advertising and by maintaining your business image, including areas such as your store, office, signs, transportation, work force, operations, and packaging. Your brand is the total sum of the parts or ingredients that go into creating it. Therefore, all the parts must be managed and maintained in order for the brand to remain powerful and effective.

• Protect your brand through the use of trademarks, registration, and copyrights. An important aspect of brand management is brand ownership. You want to own your brand so no one else can profit from the work you have put into building and maintaining your brand, and, alternately, so no one can misuse your brand and do damage to the brand image.

• Make branding the cornerstone of all of your marketing activities. If brand management becomes a regular  business activity, then brand management becomes habitual and not secondary, or an afterthought.






GREAT BRANDS PROVIDE MORE ADVANTAGES 
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Great brands provide advantages and disadvantages: a great brand can have faults, and most do. But to be considered a great brand, it must have more advantages than disadvantages. What is in it for consumers? If there are no benefits to the product or service, it will never become a great brand, simply because there is no reason for people to buy it. This may seem elementary, but many companies have launched a product or service aiming to turn them into a great brand name only to discover that the benefits of what they offered were short term, easily matched, or exceeded by a competitor’s brand. Some found the spin-off disadvantages of taking ownership and using the product or service eventually outweighed the benefits. Though initially cheap to buy (beneficial advantage), most people who purchased a Yugo car soon discovered that the cars were prone to mechanical breakdowns. And because Yugo had poor distribution channels in North America, parts were expensive and hard to come by, and service personnel to fix the cars were even harder to find. These factors eventually led the manufacturer to retreat from the North American automotive retailing market, leaving behind junkyards full of prematurely broken-down Yugo cars. Over the longer term, the disadvantages of maintaining this particular car far outweighed the benefit of the low initial purchase price, ultimately killing the Yugo brand in North America. The moral of the story: For a product or service to be considered a great brand it must provide consumers more advantages than disadvantages.


Tricks You Can Use to Ensure Your Brand Provides More Advantages 


• Make quality of product or delivery and execution of service the number-one priority. In other words, give consumers good value for their hard-earned purchasing dollars.

• One of the easiest ways to provide more advantages is to put your money where your marketing mouth is by backing up your claim of superior advantages with ironclad guarantees. Longer product warranties, superior workmanship warranties, and customer satisfaction guarantees are a good starting point.

• Know exactly what your customers want and need, then go out of your way to ensure that you not only meet these expectations, but you exceed them. Exceeding perceived value is one of the best ways to ensure your brand provides more advantages.

• Take steps to ensure that the word-of-mouth advertising your brand is receiving is positive and not negative. It is true that unhappy customers will tell ten times as many people about their experience than happy customers will. Knowing this fact enables you to take steps to ensure that all your customers are happy with the benefits your brand provides. Do this by staying in constant contact with customers—conduct follow-up satisfaction surveys and call customers who have complained even after the resolution to ensure that they are 100 percent happy with the brand, the way the complaint was handled, and the way the problem was resolved.

• Strive to always be looking for ways to improve your brand and the advantages it provides while never straying far from the core brand beliefs or what makes it a great brand. Change is inevitable, but change must be managed properly. You can develop new ways to provide more advantages, but the changes must enhance or be compatible with your core brand.






GREAT BRANDS ARE NEVER FADS 
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Another characteristic that great brands share is that they are never fads; in fact, they resist and transcend fads. Good old Coke has been around for generations and bucked many fads in its industry to remain at the top and to be enjoyed by a broad demographic; 5 to 95 years old, all sorts of people buy and use the product. This is a very important aspect in terms of building and developing your own brand for the simple reason that new products and ideas often are nothing more than fads, which is fine  if your objective is quick market saturation and vanishing with the loot. However, if you want to be around for the long haul, then your brand must not be a fad. For instance, the pet rock, as weird, wonderful, and highly successful as it was back in the ’70s was not a brand; it was a fad that appealed to a limited audience for a limited amount of time.


Tricks You Can Use to Ensure Your Brand Will Have Timeless Appeal 

1. The first trick to ensuring timeless brand appeal is simply to build a brand around a product or service that will always be in demand or an improved version will always be in demand. We all require food, shelter, clothing, transportation, information and education, and security (be it financial, family, or safety). While many of these things will change over time in their appearance, makeup, style, delivery, and obviously cost, at the core they are things that will always be in demand, people from every walk of life will need them.

2. The second trick to timeless brand appeal is to understand the difference between a fad and trends in the marketplace. You must know this if you want to ensure that your brand remains trendy but is not a flash-in-the-pan fad. The automobile is a good example of an item that can be branded yet still remain timeless while being trendy by adding new features and altering appearance and style. The amphibious car of the ’60s is a good example of taking an item that had already been branded (car) but the change or altered state was merely a fad, something that is neat today but has limited appeal to the mass market for any kind of sustained marketability.

3. Another way to ensure your brand enjoys timeless success is to appeal to a wide and varied demographic audience. As mentioned above, Coke has mass appeal regardless of whether you are 5 or 95.




GREAT BRANDS REINVENT THE WAY WE THINK 
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What truly defines a great brand is the effect the brand has on the way consumers act or think; a great brand reinvents the way we think about a business, product, service, person, or even entire industries. Look what Subway did for the simple sandwich, Michael Jordan for the once grossly underrated sport of basketball, and Starbucks for the cup of Joe. All of these great brands have one thing in common: They reinvented the way people think about the product and, more importantly, how people act toward them. More sandwiches are sold now because of Subway, even if they are not always Subway sandwiches being purchased. The NBA has skyrocketed in popularity, both in game attendance and in merchandise sales, because a single person made us stand back and look differently at the game, which in turn increases the popularity of basketball outside of the NBA. And Starbucks turned a $.50 cup of coffee into a $5 taste experience and entertainment activity that has created an entirely new gourmet coffee industry modeled on their success. Yet before, Subway, Michael Jordan, and Starbucks went to work on reinventing the way we think about these things, for the most part the average consumer thought of sandwiches, basketball, and coffee in generic terms.


Tricks for Reinventing the Way People Think About Your Brand 


• The first trick to reinvent the way people think about your business, industry, or brand is through first impressions. Be professional to a fault, including how you present you business, your image, your products or services, and your staff. It has often been said that a first impression is a lasting impression. If you want to change or heighten the way people think about your brand, then go the extra mile to present a great first impression wherever and whenever people come into contact with your brand.

• Your approach to customer service and customer service policies is another way to reinvent the way people think about your brand, usually through changing their expectations. While customers may expect a tough time in terms of getting a complaint or problem solved, instead make it easy for this to happen: in doing so, you will drastically change the way they think about your brand. 


• Reverse the way you think about branding and look at it from the customer’s perspective. What is the first thing you want people to think about your business? Build a list, and through the process of elimination and prioritization narrow your list down to a few key points. Make these key points the main thrust of your marketing and branding activities.

• Perhaps the best way to change the way people think about your brand is to operate your business at a level that is higher than industry standards. This is especially true where stereotypes may come into play.

• And finally, reinvent the way people think about your brand by offering that one thing they cannot get from anyone else, at least not within your geographical trading area. In other words, find a niche in the marketplace and cater to those people who need that particular product or service. Doing so will enable you to build from one point with a stable customer base already in place, thus changing the way these people think about your particular brand.






SUBSCRIBE TO TRADE PUBLICATIONS 
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Trade publications can provide a wealth of great business and marketing ideas and keep you informed about the latest trends, regulations, and news within your industry. Therefore, subscribing to trade publications is a great way to hone marketing skills and keep abreast of what competitors are doing and subsequently not doing. There are literally thousands of trade publications covering every industry imaginable. In addition to subscribing to publications within your own industry, it is wise to regularly read publications from other industries to search for unique promotional, sales, marketing, and advertising ideas you can put to work for your particular business, products, or services. In terms of marketing, being a trailblazer and the first to go into uncharted waters is not always the best policy. Usually following time-tested and proven marketing techniques is a much safer and better approach that will have the best chance of producing the desired results, especially for small businesses with a limited marketing budget. Look for success marketing stories in trade publications and use them as a template to create similar programs for your business and watch your sales and market share increase with each great new marketing idea you implement.

 



Web Resource


[image: 073] www.tradepub.com: Online directory listing hundreds of trade publications indexed by industry.




CREATE A POWERFUL MISSION STATEMENT 
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What Is a Mission Statement? 

A mission statement is a group of words strung together to form sentences and/or phrases that clearly state who you are, what you do, what you stand for, and why you do it. These words should not be taken lightly, as your mission statement should be an honest reflection of your core values and what you hold to be important. Remember your mission is your purpose at the time you create the statement.


Who Needs a Mission Statement? 

Any people, businesses, or organizations that want to publicly or privately state their purposes for being or what they stand for need a mission statement. It also makes a heck of a handy tool for reminding us what our purpose is when we forget, get sidetracked, or suffer from a temporary loss of focus.


Businesses

Businesses large and small should take the time to identify and create mission statements. Once again, it will state in a consistent manner who you are, what you do, what you stand for, and why you do it. Basically, it will defined why you are in business and for whom you are in business.


Organizations

Often organizations will create mission statements so they can state their purpose. For instance, The Red Cross mission statement reads, “Provide relief to victims of disaster and help people prevent, prepare, and respond to  emergency.” Without question a very clear statement of what they do and for whom they do it.
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Target Customer Profile Worksheet (Consumer)

sex Hobbies and Interests (list)
Q Male O Female

Age Range

2 Under 17 0 4655

Q 1825 0 s6-65

Q2635 0 66+

Q 3645 2 specific

Where do my customers fve?

Common Characteristics or Lifestyle
(e 50 to church)

Education Level
3 High school 2 university
0 College 0 TradefTechvical

Additional comments
What is (are) the biggest beneft(s) my customers get

from buying my products/services?

Income

Personal Income Range §

Family Income Range §

o ‘General Questions

Occupation (list) (add/subtract questions depending on relevancy)
Do my customers own homes? QvYes QNo
Do my customers own cars? Qves QNo

Do my customers travel often? Qves Qo
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Please tell us a little more about yourself.

The following i a simple questionnaire that (your business name here) has developed so we can better serve our customers.
Your answers wil be kept in the trictst confidence and ot shared with anyone outside of our organization.

Sex
2 Male 2 Female

Age Range
2 Under 17 Q 4655
Q1825 Q 56-65

Q 2635 Q 66+

3 3645

Marital Status

Q Maried

0 Divorced

2 Widowed

2 single

Family Members

Total number of family members fvng at home
an a2

Qs Qs

as Q6r

Education

Please check the highest completed level

2 High school

2 Trade/Technical School

2 College/universiy

2 Other

Occupation

Ave you employed

22 fulltime, 3 parttime, or 3 seasonally?

Q Laborer Q eeative

2 Skiled Labor/Trade Q selfEmployed
2 Office/Clercal 2 Retired

Q Management

personal Income

2 50-59,999 2 /540,000-549,000
2510000519999 2$50,000-559,000
3 $20000-529,999 1 $60,000-569,000
3 $30,000-§39,999 3 s70,000+
Household Income

0 50524999 2 575000-599,999
2 525,000-549,999 Q 5100000+

2 $50,000-574.999

Residence

Do you currently Qown Q rent

How long have you been at your current residence?
O 1-Syers O 6-l0years O 11+ years

Which type of housing?
2 Apartment

3 Townhouse/Co-0p
0 House

2 Vacation Home
2 Other

Hobbies/Interests
List three hobbies or special interests that you have.

Language

Listany languages you arefent in other than Engiih.
Spoken O Writen
Spoken O Witten 3
Spoken L Written 3
Spoken O Written
Spoken O Writen 31

Thank you for your cooperation; we appreciate it.
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