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Marketing
The terms “marketing” and “sales” are often used interchangeably; however, it is important to understand that they are two different disciplines, serving two different purposes, and requiring two different skill sets. 

I often use a fishing example to make the distinction between the two.  Marketing is chumming the water to attract the fish close to the boat. Sales is catching the fish and  pulling them into the boat. 

The role of marketing is absolutely vital to the success of an organization because marketing accelerates awareness, information, and acceptance by the marketplace of your products and services. This acceleration of awareness, information, and acceptance manifests itself in the purchasing of your products and services more rapidly than had marketing not occurred.

Marketing accelerates the marketplace’s response, positively or negatively, to your business’ offerings. A marketing effort should focus on several key areas:

1. Identifying Customer Requirements – We all know of businesses that developed products or services that didn’t match customer needs and/or desires and, as a result, failed. A few that come to mind…the Edsel by Ford Motor Company and New Coke II by Coke Cola.
2. Branding Your Business and It’s Products – Branding is much more than name recognition, a color scheme, a logo and a slogan. Brand essence is everything a brand stands for in the heart of the customer. What does your brand stand for in the heart of your customer? Your brand should enhance your product or services, not distract from it. Having a descriptive brand is even better because it saves the time required to explain your products and services. 
3. Define and Identify Your Customer Groups - You can’t be all things for all people. Companies who try to do so inevitably end up with a warehouse full of marginal products and services and a long list of unprofitable customers. More selective companies earn better profits because they concentrate their limited resources on specialized products and services; and, profitable customers.

4. Spending Your Advertising Dollars on the Right Marketing Medium – If you accurately identify your customers, you can find out what they read, the radio stations they listen to, and television shows they watch. Additionally, unless you can service or are selling to the entire DFW market, use more targeted advertising mediums such as cable TV, community/church/school newspapers and magazines, direct mail, etc. to maximize your marketing budget.  In summary, target your market. Don’t waste your marketing dollars with the “scatter enough buckshot” approach.
5. Brochures – Unless the brochure can be, and is, used in the selling process, you might consider saving your money. File drawers and land fills are full of unopened, unread brochures.

6. Customer Feedback – Do you know how your customers feel about the last product or service they purchased from your company? Feedback is an extremely important part of any marketing program. Studies have time and again shown that approximately 69% of customers stop doing business with a company because of poor service and 13% because of product dissatisfaction.  To make matters worse, studies also show that a dissatisfied customer will, on average, express their dissatisfaction to nine other people! Don’t be blindsided.
Tips For Inexpensive Marketing

1. Your business card is the easiest, least expensive, and least stressful way to make a new contact. Hand them out often and to anyone. You never know when the person you struck up a conversation with at the car wash might need your product or service.

2. Enclose your business card with every letter, card, or note. Add this PS to your correspondence:

If my enclosed card is an extra, please pass it along to an acquaintance.
3. Join one or more networking groups including the Chamber of Commerce.
4. Be an expert resource. Write Op Ed articles for local newspapers in the areas of your expertise. Participate in a talk show, become an outside speaker at a college or university, provide advice for seniors at a senior center, be a guest speaker at a civic function, etc.

If you market yourself (and prove yourself) as a top-notch information resource, problem solver, solution provider, and business consultant all in one, more customers and prospects will welcome the opportunity to offer you their business.

If your solutions are not delivering the results necessary to grow your business, contact Solutions For Results, LLC,  your trusted business advisor.

And, remember…it’s your business!
