Marketing In A

Tough Economy:
3 U y

Cost Effective ldeas

For Small Businesses




i Marketing Plan

Describes business’ products or services
Describes Target Customers

Identifies how you will bring them together
Identifies Industry & Market-Size & Trends
Evaluates Competition

Sets Market Strategies & Goals



Who Is Your
Target
customer?



i Your Target Customer?

= Who buys the most?
= Individuals or Other Businesses?
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nat do you know about them?
ny will they buy from you?

nat are their expectations (cost,
ection, hours, etc.)?

no are they buying from now?



!'_Market Strategies

How do you reach those people
who are buying you the most?



Customer Profile

Customer Characteristics

Your Business

Gender (male, female)

Average Age

Income Level

Education Level

Residence Location

Employment Locations

Worker type (professional, hourly, etc.)

Marital Status

Children?

Lifestyle/Interests (sports, arts, pets, etc.)

Beliefs/opinions that affect your business

If selling to a business

Type of Business

Size

Annual Sales

# of Employees




How to sell what you’ve got...

‘_L Product Decisions

= What do people want to buy?
= Features & Benefits




Competition...
What do you really know....

Name of
Competitor S W O T

Strengths Weaknesses Opportunities Threats
#1 Location Technicians sloppy Focus on training Location
Judy’s Hair Salon Price Cleanliness Focus on Customer | Price — low cost
2 . service strategy
112 Main st. Focus on
$12 - $15 cut atmosphere
#H2

#3




i Promotion Components

= Advertising

= Personal Selling

= Public Relations

= Special Events

= Word of Mouth/Referrals
= Educational Activities




i Promotional Considerations

= Cost-effectiveness
= Abllity to reach Target Customers
= Consistency with Image & Branding



i Promotional Tools - FREE

s Public Relations

= Press Releases
Story of Interest
Be an Expert in your field
Speaking Engagements
TV
Podcasts & Blogs
Re-merchandise
Clean-up
Sell — hit the ground running
Find someone to host a direct sales party
Cross promote with other businesses
Don’t be afraid to get out and talk about it!



i Promotional Tools (under $10)

Every month give customers a chance to win a free
lunch

Make a donation to charity for a certain number of
purchases

Hold a contest for prospects and customers

Hire a student or family member to hold a signh and
“picket” your business.

Show up in person and deliver a cookie or snack to a
client or prospect’s office.

Advertise using flyers

Buy inexpensive candy or an incentive and include it
with your invoices or thank you notes.



i Promotional Tools — (Under $20)

Attend as many Free networking events that you can
— expose yourself to your community.

Use Vista print and other online printers. You can
get a lot of color copies for under $20. Postcards,
business cards, thank you notes, magnets, etc.

Use Constant Contact on another Email marketing
program. For $15.00 a month you can send up to
500 email promotions.

Think outside of the box — character, balloons.

Consider hosting an “Open House”. Spend $20 on
refreshments and invite the public.



i Business Development Tips

m LOO

KNOW your unigueness
Price Isn’t everything

K for long-term, renewable relationships

= Understand your customer’s business

m UNC

erstand how customer makes decisions

= Uncover “pain” & develop solutions

_Isten, Ask, Do, Evaluate



i Business Development Tips

= Don’t be a “peddler”, Be a professional
= Know when to move on

= Prioritize leads — Hot, Warm, Cold

= Track activities & results

= Ask for referrals

= Work on retaining current customers

= Glve back to the community




