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Preface

During the past 12 years I have been working exclusively with small and medium
sized businesses. During this time I have helped many business owners and
operators with their sales and marketing challenges. While each situation is
different, there are many overlaps. The most common concerns involve how to
acquire more business and how to get and keep good customers.

You may run your own business or have the sales and or marketing responsibility
and accountability within a company or organization. No matter what kind or size
of business you are in, this book will help you master marketing techniques, apply
them today and watch your business grow immediately. You will learn what to do,
how and when to do it, and how to identify, track and land more business right
away

Most of all, you will learn how to become a successful marketer. Marketing is the
driving force behind your efforts to grow your business. You may have a great
product or service, but if prospects don't know about you, they may never be given
the opportunity to enjoy the benefits you offer. Equip your business with a solid
marketing program and realize the many rewards available to you.

Eric Gilboord
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CHAPTEHR 1

Understanding
and Managing
Your Marketing
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THE IMPORTANCE OF
MARKETING

Marketing is a major driving force for fueling the growth of your business.

Many great ideas have not achieved the success they deserve because too few
people knew about them. You may have a great product or service, but if
prospective customers don't know about you they won't go looking for you and
may never have the opportunity to enjoy the benefits you offer. Equip your
business with a solid marketing program, make sure you have covered all the bases
and reap the many rewards available to you

Remember, marketing is not just a way to quick start your business or a temporary
fix. Marketing is an integral part of the continuing success of a business.
Competitors enter the market, tastes change and customers can become restless or
lose their loyalty as quickly as they originally developed it. Marketing is the first
aspect of your business that requires outside attention and never ceases to require
ongoing attention. Use marketing to keep your business active and never allow
yourself to be in the position of needing marketing to revive it. Marketing should
be used daily as a proactive tool to continue building the business and to overcome
obstacles.

The following examples illustrate the important role marketing plays in the success
of a business:

Case 1: Marketing Turns A
Problem Into An
Opportunity

A sign in the window of a convenience store boldly stated ‘No Change’. The store
had been inundated with people seeking change for the subway or for parking, and
the owners felt that it was better to keep these people out of their store.
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By posting the sign, the owners were effectively driving away new business. If
they had taken a more positive approach, they would have seen a great marketing
opportunity, not a problem. If the people seeking change were viewed not as a
nuisance, but as potential customers, a completely different strategy could have
been employed to bring in new business. The owners could have equipped
themselves with a supply of change, and posted a large sign reading ‘Change
Available’. It is likely that many people who initially came into the store seeking
change could have become regular customers over time.

Case 2: Marketing Separates
the Old Ways From the New

Tom and Joe are brothers. Both grew up working in the family business. Tom is
conservative and, in his own words, not very creative. He has chosen to stay with
the older established company and continue in his parents’ footsteps, running the
business as his father has for the past 40 years. He has no desire to change anything
and feels that, if he continues running the company as his parents have, he will
have a nice lifestyle and hopefully pass the business on to his children.

Tom is not a marketing-oriented businessman. Each year he follows the same
marketing program, conducting seasonal sales, developing the same brochure
(substituting a few new products), and working with the same sales reps his father
has employed for many years. Tom feels that if you build a good product, the
customers will find you.

Joe, on the other hand, knows there is more they can do with the business. He isn’t
sure exactly what needs to be done, but he knows enough to realize marketing will
play a large part in their future success. Joe spends a lot of time out on the road
talking to customers, seeing what competitors are up to, and looking for new
opportunities.

He comes back from sales trips and trade shows brimming with ideas. Joe tells
Tom that they needed to expand their marketing efforts, but Tom insists that they
are doing enough marketing and there is no reason to change.
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As time passes, the conflict becomes unbearable for Joe. He recognizes the
opportunities for the family business, but knows that his brother will not change.
Joe decides to go out on his own.

He knows that marketing is more than a brochure and the occasional sale. Over the
years, he has learned that there are two key aspects to marketing:

[] 1. creating and utilizing the various tools available, and
[] 2. managing the marketing from original strategy to design, to the finished
marketing materials.

Joe’s plan is to go with his strengths, staying in the same kind of business as his
family’s business. His first major commitment is to ensure that his business is a
marketing-oriented company. He researches new opportunities, becomes familiar
with new marketing techniques, and establishes a long-term relationship with a
marketing professional, who helps to guide him.

Eventually, Tom’s business stagnates, sales barely keep up with expenses, and
profits are a thing of the past. While Tom is suffering, Joe is more successful than
even he had dreamed he could be.

Joe enlisted the aid of a marketing consultant. Together, they developed a solid
sales and marketing strategy, embraced new technology by establishing a strong
database, and conduct ongoing focused communication with staff, suppliers,
customers and prospects. They consistently develop and update sales tools to keep
their sales force and customer service staff equipped with the latest in marketing
weapons.

Eventually, Joe absorbed the family business into his own. Tom stayed on, but
with a new appreciation for marketing. Joe continued to manage the marketing
efforts, and eventually grew large enough to create his own internal marketing
team. Joe creates the company vision, and the entire company carries out that
vision.

These cases demonstrate how marketing plays a key role in the success of any
small business. Ignoring the advantages that a structured, well-thought-out
marketing program offers could put your business in jeopardy. Utilize experts and
take care to benefit from their years of experience.
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Marketing Tips for
Avoiding Small
Business Failure

Lists like this one are usually made up of financial reasons for the failure of a small
business. There are also many sales & marketing reasons why a small business can
fail. Fortunately there is a positive step to be taken for each one that will increase
your chances for success.

1. Face Your Weakness. Failure to face up to your weaknesses and a lack of
effort to take advantage of your strengths can keep a business in a no growth
mode. Take 2 pieces of paper and list your company strengths on 1 page and the
weaknesses on the other. For each strength note what you can do to
communicate this information to your staff, customers, prospects and other
business associates. On the weaknesses page identify a next step to correct the
problems. Discuss the points with your staff and develop timelines to address
these issues.

2. Take Action. Talking about the great marketing program you have been
developing and following through with that program are 2 very different
actions. Implementation is the key to marketing success. Plan all you want, but
be prepared to act on all the steps you have identified. Don't be surprised to find
that there are some steps you hadn’t initially considered.

3. Learn the Difference Between Accountability and Responsibility.
Understand the difference between accountability and responsibility. Make sure
your staff and suppliers recognize that by accepting responsibility they are
accountable to you and the rest of the company. It is now their job to get the
assignment completed.

4. Don't Play at Business. Don't play at being in business. It is not a hobby or a
pastime. Think about the message you are sending to your staff, suppliers and
customers. A genuine commitment to the customer and the success of the
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business will get you through difficult times. It will also pave the way for much
success in the future.

5. Avoid Ad Hock Marketing. Struggling along from 1 idea to another without
thinking your complete marketing story through, will typically end in one
failure after another. Prepare a program for the year, or at least for a complete
season. Build on previous efforts, to ensure continuity.

6. Seek Employee Buy-in. When your staff does not support a marketing program
you are usually destined for failure. Get them involved early in the planning
process and incorporate their ideas.

7. Appreciate Every Customer. A total disregard for the customer is a sure sign
of failure. There is nothing more irritating than walking into a business or past a
booth at a trade or consumer show and seeing that the person behind the counter
is having a personal telephone conversation or reading the paper. Immediately
you are made to feel like you are interrupting. Customers should be welcomed
into your business and greeted with your full attention.

8. Spot Trends. Recognize trends, changes, marketing mistakes etc. Recognizing
a new trend different from your particular product or service offering is a
terrific opportunity to present something new to a customer. New ideas refresh
your staff as well.

9. No Egos. If you suffer from the ‘not invented here’ syndrome, get it fixed right
away. Great ideas can come from anywhere and anyone. Limiting yourself to
ideas created only at your company is viewing life through a very narrow lens.
Seeking outside assistance and then not listening is equally dangerous.

10.You Don't Know It All. Assuming that all your ideas are right just because
they were ‘invented here’ is equally dangerous. You may know your business
better than anyone but you don't know it all. Seek outside help.

11.Control Sales Staff. Lack of control over sales staff will result in missed
opportunity and wasted man hours. If your sales reps have little direction or
support they could be selling to whoever they choose. This usually means
spending much of their time with existing customers and missing large new
opportunities. Develop specific sales plans with your reps and review them
regularly.
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12.Create Tools. Not creating proper sales and marketing tools for your staff will
make their job that much more difficult. Arm them with well thought out selling
tools and train them to use the tools effectively.

13.Keep Tools Impressive. If the sales tools you do have are unimpressive, out of
date, poorly conceived, lack strategy or focus, they are damaging sales
opportunities. Work with your staff to prepare useful selling tools.

14.Prepare A Realistic Budget. Don’t force your Marketing group to live with a
low or non-existent budget. Be realistic about your expectations and provide
appropriate funding to increase your chances for success.

15.Don't Try To Spend Your Way To Success. On the other hand, if you spend
too much on marketing, you may not get value for your investment. Carelessly
spending dollars against marketing does not always guarantee sales. You may
need to rethink the media and promotional offers that currently make up your
marketing program.

16.Promote Your Website In Traditional Media. A key lesson learned recently
by the big participants in the Internet is the need to go outside the Internet to
traditional media. After producing a well-thought-out web site, the key to
success on the net is to let your target group know where your site is located.
Add your web address to all your communication materials: business cards,
letterhead, invoices, flyers, etc.

17.Answer The Telephone Properly. Not answering the telephone properly or
having an uninformed person answering for you can be damaging. Customers
and prospects become frustrated when they can’t get an answer to their
questions. Train your staff well and equip them with the most up-to-date
information. If they shouldn't be answering the telephone don't let them.

18.Don't Lose Orders. Losing orders or not completing them on time is an easily
resolved problem. Create a step-by-step fulfillment process with checking
systems to make sure that an order is controlled from beginning to end.

19.Promote Yourself. Some business owners believe that the product or service
they offer should be as irresistible to others as it is to them, and that customers
should just come to them without promotion. Not promoting yourself will only
serve to keep your business a secret.
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20.Encourage Others to Promote You. It is just as important to encourage others
to promote you. If someone else has a clear understanding of what your
company does and who your target group is, they can help to promote you.
Develop a quick statement that identifies who you are what you do, who you do
it for and why you are different from competitors. Make sure anyone who may
be representing your company to prospects understands this message.

21.Face Negative Word Of Mouth Head-On. Negative word-of-mouth
statements can have a devastating impact on your sales, and goes far beyond
one or two unhappy customers. Solve the problem quickly and win them back.
They will be your best salespeople.

22.Use Resources Around You. Failure to use resources that are readily available
is a waste of opportunity. Seek out government self-help offices, associations,
consultants, Internet sites, and libraries. Talk to customers and suppliers, and
study your competitors.

23.Be Better Than Competitors. Don’t just try to be as good as the competition.
Be better, offer something different, provide better service, etc.

What Is Marketing?

In its broadest sense, marketing is an umbrella encompassing many elements.
Marketing includes how you answer the telephone, correct spelling in your
correspondence, and the words and graphics of the brochures and flyers you hand
out.

Marketing takes on many forms including, but not restricted to: research, decision
making, customer service, supplier relations, sales calls, planning, rethinking,
constant re-evaluation, late night deliveries, early morning presentations,
brochures, business cards, advertising, trade and consumer shows, marketing plans
& programs, lead generation materials, sales presentation materials, direct
marketing programs, database development & management, telemarketing, print
production, public relations & publicity, strategic alliances, sales training,
marketing training, internet, newsletters, corporate identity/logo design, sales
meetings and much more.
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The essence of marketing is very simple. It is saying the right thing to the right
person at the right time. However, knowing what to say, when to say it and who to
say it to is much tougher.

The Purpose Of Marketing

The purpose of marketing is to focus your business and promote it to others. As the
owner/operator of a small business you have two responsibilities. You need to
develop a marketing program and you need to manage the execution of its
elements. If you don't market your company you may miss out on the success you
were originally looking for. Marketing can be your greatest asset or the one thing
you neglected to do while you told yourself you were too busy running the
business. Marketing affects everything you do and can be addressed in any activity
you perform for your business on a daily basis. Being as aware of marketing as
possible and the many roles it can play in the process of business building is a
great start. Using this knowledge in every aspect of your business is how you carve
a road to success.

The Differences Between
Sales and Marketing

In small business you often wear both the sales and marketing hats. What is the
difference between sales and marketing?

Marketing researches the opportunity, prepares the strategy, produces the tools to
inform the prospect, and places the potential sale on the table. The salesperson
works with marketing to confirm the opportunity, contribute to the strategy, use the
tools to inform the prospect, and move the opportunity off the table and into the
cash register.

It is important to maintain objectivity. Include others at as many stages of the
process as possible. They may see something you don’t, or add ideas you haven’t
considered. Mistakes can be minimized and opportunities maximized.
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Every day, new and exciting elements and challenges are being tossed into the
marketing mix. There is no reason to be overwhelmed by all these choices. Seek
out professional advice in the form of marketing suppliers, or go to seminars and
workshops. There are many qualified marketing resources to guide you through
this exciting jungle.

When Does Marketing Start?

Marketing starts long before you create a brochure or ad. The minute you have the
first inkling of an idea you must start researching the target group, the competition,
and the need for the product or service itself. Integrate this information within the
product/service, packaging, price, distribution, communications tools and every
discussion you have about it from that first moment on.

Marketing is not restricted to tangible items like brochures and signs but is
something you do on a daily basis with every action you take. If you are talking to
customers or rearranging your furniture to make the customers' experience more
enjoyable you are affecting the success of the business and taking a marketing
action.

Case 3: They Were
Marketing And Didn't
Realize It

Fanone International is a successful hairdressing salon owned by two brothers. For
the past two years they have talked about their marketing efforts. They haven’t
actually developed any specific marketing tools yet, but they meet regularly and
plan to do some 'real marketing' soon.

The fact that they have not yet created the standard marketing tools (brochure, ads
etc.) does not mean that they have not been developing and executing a marketing
program. They have been thinking about their business from a marketing
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perspective, and have recognized the absolute necessity of marketing in the success
of their business. Their marketing is therefore underway.

Last year they moved locations and took full advantage of the opportunity to create
a new and exciting environment for their customers. The new salon was, in fact, so
interesting that they were featured in an industry magazine. They regularly
participate in hairdressing shows to increase recognition of their company name,
and have been entertaining offers from manufacturers to represent certain lines of
products.

They were very specific about the kinds of employees they hired, seeking people
with a good attitude toward the business and customers. The partners want to make
sure that they are building the best possible team to take full advantage of future,
more traditional marketing efforts. A continuing discussion revolves around their
customers, and the demographic and psycho graphic they want to attract. The
atmosphere they have created in their salon is of utmost importance.

They regularly review the history of the salon and its past sales information. Where
did they make money and where did they give it back? What aspects of the
business provide the most satisfaction? Are there cycles to the business with up
times and down times? Can they create promotional opportunities to smooth out
the business over the year? Are they taking advantage of the latest technologies?
Setting appointments online via the Internet is an interesting possibility. Where do
they want to take their salon in the future?

What lessons can they learn from other salons (anywhere in the world) that are a
few steps ahead of them? Can they identify, and model themselves after, a
successful salon or chain of salons that is in a position in the marketplace where
they want to be?

The brothers continually review competitive literature to assess positioning,
promotional offers, target group identification and product endorsements. These
small business entrepreneurs want to know all they can about their immediate
competition in their neighborhood and around the world.

They attend and participate in various hair shows, making sure that they are
featured on stage demonstrating the latest in hair dressing techniques, and
consistently reinforcing their position as a leading edge hairdressing salon.
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Despite all of this activity, when they are asked whether they are conducting a
marketing program, they answer that they are still preparing. These two
hardworking, thinking entrepreneurs have recognized the importance of marketing
and are determined to take full advantage of it. The most important lesson they
have learned is preparation and building up to a well-coordinated, highly effective,
multi-disciplined marketing program.

In fact, they are already marketing their business. Every day and through every

interaction with customers, suppliers and staff, they are marketing, because they
are aware that every day and each interaction is another opportunity to fine-tune
their marketing efforts. When they decide to go for it, they will be well prepared.

Getting Started

You may have an established business that you wish to move to the next level, or,
like many people today, you may be considering the possibility of leaving the
relative security of a steady job and venturing out into the world of self-
employment. Perhaps your spouse or close friend is in this position. No matter
what the situation, it is typical for someone who has made the commitment to build
a business to ask him or herself (and anyone who will listen) a key question: How
will I find new clients/customers?

People are faced with the sobering thought of having to market their companies in
order to obtain business. This is sometimes the stumbling block that can keep an

aspiring entrepreneur from realizing his or her full potential.

Marketing shouldn’t be holding you back. If approached properly, it can be a key
tool in achieving great success.

NOTES
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