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50 MARKETING TIPS FOR GROWING YOUR BUSINESS
The Zimbabwean economy is slowly recovering. Consumers are buying. Companies are buying and business opportunities are plenty out there. 

But they won’t just fall into your hands.
Customers will not search for you among the thousands of other entrepreneurs in your area.No, unless if your company is Apple and had just released the latesed iPad4.

The most important activity that you, as an entrepreneur, will ever take to start or grow your business is marketing; whether marketing yourself to a potential business partner; or your products to potential customers; or you business to a financier for financial backing. You will need exceptional marketing skills in order to survive and grow in this highly competitive modern economy.

It’s amazing how life and business work. Have you noticed how less successful business owners work as hard, and in most cases way harder, than their more successful counterparts.

The amount of hours and sweat you put in your business is not a guarantee of the success you will reap. Of course entrepreneurship is hard work and requires a lot of perseverance, but doing the wrong things only means you will work harder for a long time but won’t enjoy the results.

From my experience working with entrepreneurs and small business owners, I have discovered that marketing is what makes a difference between success and struggle. Do it right and you will get more customers than you can handle.

I have compiled these marketing tips from the wisdom, advice and experiences of hundreds of entrepreneurs, business experts and colleagues in the consulting business. You will definitely pick some that you can apply in your own situation to grow your customer base, sell more, make more profit and grow your business.

Best wishes.

Phillip Chichoni 

SME BusinessLink
July 2011

Part A:Tips on how to market your small firm













Part B: 10 QUICK MARKETING TIPS FOR YOUR SMALL BUSINESS

· Print your best small ad on a postcard and mail it to prospects in your targeted market. 
People read postcards when the message is brief. A small ad on a postcard can drive a high volume of traffic to your web site and generate a flood of sales leads for a very small cost. 

· No single marketing effort works all the time for every business, so rotate several marketing tactics and vary your approach. 
Your customers tune out after awhile if you toot only one note. Not only that, YOU get bored. Marketing can be fun, so take advantage of the thousands of opportunities available for communicating your value to customers. But don't be arbitrary about your selection of a variety of marketing ploys. Plan carefully. Get feedback from customers and adapt your efforts accordingly. 

· Use buddy marketing to promote your business. 
For example, if you send out brochures, you could include a leaflet and/or business card of another business, which had agreed to do the same for you. This gives you the chance to reach a whole new pool of potential customers. 

· Answer Your Phone Differently. 
Try announcing a special offer when you answer the phone. For example you could say, "Good morning, this is Ann Marie with Check It Out; ask me about my special marketing offer." The caller is compelled to ask about the offer. Sure, many companies have recorded messages that play when you're tied up in a queue, but who do you know that has a live message? I certainly haven't heard of anyone. Make sure your offer is aggressive and increase your caller's urgency by including a not-so-distant expiration date. 
· Stick It! 
Use stickers, stamps and handwritten notes on all of your direct mail efforts and day-to-day business mail. Remember, when you put a sticker or handwritten message on the outside of an envelope, it has the impact of a miniature billboard. People read it first; however, the message should be short and concise so it can be read in less than 10 seconds. 
· Send A Second Offer To Your Customers Immediately After They've Purchased 
Your customer just purchased a sweater from your clothing shop. Send a handwritten note to your customer thanking them for their business and informing them that upon their return with "this note" they may take advantage of a private offer, such as 20% off their next purchase. To create urgency, remember to include an expiration date. 
·  Newsletters 
Did you know it costs six times more to make a sale to a new customer than to an existing one? You can use newsletters to focus your marketing on past customers. Keep costs down by sacrificing frequency and high production values. If printed newsletters are too expensive, consider an e-mail newsletter sent to people who subscribe at your Web site. 
·  Seminars/ open house 
Hosting an event is a great way to gain face time with key customers and prospects as well as get your company name circulating. With the right programming, you'll be rewarded with a nice turnout and media coverage. If it's a seminar, limit the attendance and charge a fee. A fee gives the impression of value. Free often connotes, whether intended or not, that attendees will have to endure a sales pitch. 
·  Bartering 
This is an excellent tool to promote your business and get others to use your product and services. You can trade your product for advertising space or for another company's product or service. This is especially helpful when two companies on limited budgets can exchange their services. 
·  Mail Outs 
Enclose your brochure, ad, flyer etc. in all your outgoing mail. It doesn't cost any additional postage and you'll be surprised at who could use what you're offering.
Part C :10 NEW RULES OF MARKETING FOR START-UPS AND SMES
Innovation in marketing is perhaps more important than product innovation. Yet in the business plans I see, the marketing content and budget are smaller than ever.

Aside from spending, you need to create an experience in this digital age that sets you apart from the banner ads, email blasts, and old-school websites out there today. According to a recent book by Rick Mathieson, these have morphed into a digital universe of augmented reality, advergames, and virtual worlds, that are highly personalizable and uniquely shareable.

Mathieson's book, The On-Demand Brand: 10 Rules for Digital Marketing Success in an Anytime, Everywhere World, characterizes the challenge of demanding attention from a new generation of consumers who want what they want, when they want it, and where they want it. Here are the new marketing rules I support:

1. Insight comes before inspiration. Innovative marketing starts with customer insights culled from painstaking research into who your customers are, and how they use digital media. Then it's time to innovate through the channels or platforms that are relevant.

2. Don't repurpose, re-imagine. Digital quite simply is not for repurposing content that exists in other channels. It's about re-imagining content to create blockbuster experiences that cannot be attained through any other medium.

3. Don't just join the conversation, spark it. Create new online communities of interest, rather than joining existing ones. Ask why it should be, and why customers should care. Then give them a reason to keep coming back. Keep it real, social, and events-based.

4. There's no business without show business. Remember Hollywood secrets. Your brand is a story; tell it. Accentuate the personalizable, ownable, and sharable. Viral is an outcome, not a strategy. Make people laugh and they will buy.

5. Want control? Give it away. Several companies, including Mastercard, Coca-Cola, and Doritos, have let customers build commercials and design contests, with big rewards for the customer and for the company. That's giving up control, with some risk, to get control.

6. It's good to play games with your customers. Games are immersive, but shouldn't be just a diversion. They need to drive home the value proposition. Don't forget to include a call to action, like leading people to the next step of the buying process.

7. Products are the new services. Start-ups need to realize that products are the jumping-off point for building relationships with customers. Digital channels enable you to turn products into on-demand services that help customers reach their goals, and add value.

8. Mobile is where it's at. In addition to thinking of mobile as a new advertising distribution platform, remember it's far more powerful as a response, or "activation mechanism," to commercial messages we experience in other media, like print, broadcast, and more.

9. Always keep surprises in-store. Social retailing is the new approach, where real-world shopping allows customers to connect with friends outside the store, and try on virtual versions of fashions friends might recommend. Make your in-store services add value.

10. Use smart ads wisely. The new generation of "smart advertising" enables the creation of an Internet banner ad to fit each viewer's age, gender, location, personal interests, past purchase behavior, and much more. The trick is to do this without being invasive.

Remember: Everything you do, or don't do, in the digital world is visible to your customers, and everything they say about you is visible on demand, all over the world. That means marketing can no longer be an afterthought, or something you can postpone until later when you have more resources. Without effective and innovative marketing, you don't have a business
7 Ways to Build a Cost-Effective Marketing Budget for Your Small Business
Too many small business owners look at their marketing budgets as just conglomerations of expenses. Marketing isn’t an expense for a small business. Not really. It’s an investment because your small business will fail unless you get the word out to your customers. However, you want to do that in the most cost-effective way as possible.

You don’t want to use a shotgun approach and hope something hits the target. Small businesses often do this and spend a lot of money on marketing with very little return. Instead, you want to target your marketing, utilize smart marketing campaigns and strategies that are low or no cost, stretch every marketing dollar as far as possible.

Use Free Publicity
Publicity costs nothing and it builds awareness of your business. If you use publicity correctly, it can also build points for you within your community. Sponsor a community activity that is somehow tied in with your business.

When something new crops up within your business such as the release of a new product or service or a different use for an existing one, issue a press release. Your local newspaper will likely be glad to run it. Include it on your website. Sponsor a customer appreciation day. Do a customer survey. Newspapers love surveys and will likely publish your results.

Create Partnerships With Other Organizations

Small businesses with low or non-existent marketing budgets can organize a partnership and pool their marketing budgets to make good things happen. Perhaps a small business would like to hold a conference to increase the visibility of their firm and draw advertisers. But, one small business would probably not have the marketing budget necessary to finance such a conference. If several complementary small businesses got together, then they might be able to manage the costs of the conference and draw advertisers to the conference. It would be a win-win situation for everyone.

Outsource it When you Can’t do it Yourself

If you have a small staff and you’re only experienced at certain things, then outsource those things with which you need help. Aren’t good with numbers? Hire an accountant. Can’t set up a computer network? Hire a computer expert? Can’t write? Hire a writer to write your press pieces and do your blogging. This may sound expensive on the face of it but think of the alternative. If you staff up to employ people with these skills, not only will you be paying professional full-time salaries, you’ll be paying benefits. It’s much cheaper to outsource and pay on a freelance basis.

Join Local Clubs and Organizations

As a business person in a community, it is important to be visible, particularly if your business has a storefront in the community and is not entirely online. Join the local Kiwanis Club and the local Rotary Club and any other service clubs that exist in your community. A must-join is the local Chamber of Commerce. Such service clubs are always looking for speakers for their meetings and you are going to be an expert in whatever product or service you sell. Not only will this be a great networking opportunity, but you may be called on to speak which will really increase the visibility of your business.

Build a Website for Your Business

Every business must have a website. A website domain can be bought for cheap and, if you can’t build it and maintain it yourself, outsource it. A presence on the web is a very cost-effective way of letting people know about your business even if your business is mostly a storefront operation. You can publish a newsletter about your business on the web virtually for free and create articles about your business to publish there.

Engage in Frequent Communication With Your Customers

The importance of communication with your customers is at an all-time high. Your customers are in a belt-tightening mind-set. Items that were once considered necessities may now be considered luxuries. You cannot effectively market your product or service unless you know how your customers think about what you have to offer.

For example, what about the business of a small spa that offers whirlpool baths and massages? Usually, such services are looking on as luxuries and, on the face of it, one would think that would certainly be true if customers are cutting back on their spending. But, think about it again. Maybe customers need those services more than ever for stress relief. Doctors even prescribe such services for stress management. You need to do a survey to find out what your customers think so you can plan for the future financially. Perhaps writing a letter to each customer asking what they need would be a good strategy.

Network and Network Some More

The fact of the matter is that people like to do business with people they know. That’s even true in the online world where everyone uses Facebook and Twitter. Use your organizational contacts and partnerships to network. However, there is one thing about networking. It takes time. It takes considerable time. But, it’s worth it. Figure out where to spend your time networking. Don’t network where it isn’t paying off.

Follow some of these tips and you will build a cost-effective marketing budget in no time.

Killing Giants: 3 Ways to Steal Customers Out From Under the Giant’s Nose
	Marketing Tips
	
	By Stephen Denny


Every day, we wake up and hit the floor ready to do battle against some competitor who spends more on postage than we do on marketing. They’re huge. They’ve got a massive budget, a big payroll, agencies tripping over each other and resources we can’t hope to match.

And we’re supposed to beat them, today and every day.
This is good news.

In Killing Giants: 10 Strategies to Topple the Goliath in Your Industry, I spoke to over 70 “giant killers” from 13 countries around the world, representing industries from consumer products to technology to B2B, and I learned that not only can you out-maneuver the giants you face, but you can often take advantage of their greatest strength in the process.

Here are three ways you can kill the giants.
1. Focus on Winning in the Last 3 Feet.
Is the giant spending millions on advertising? Are they launching a massive campaign or a huge product launch? Don’t look at this as a matter of their budget vs. yours – you’ll always lose that fight. Look at this from the perspective of them pulling millions of eyeballs and tons of foot traffic to the stores or to the Web. Now, you’ve got something to work with. Enter the conversation in the last three feet – between your prospective customer and the sale, when the giant thinks the game is over – and win there.

Here’s an example of what I mean. Oslo University is the second largest business school in its town. The Norwegian School of Management outspent it 200 to 1. With a budget of only 50,000 krone – roughly $8,500 – Oslo University turned to search search engine marketer iProspect for help. After a brief competitive analysis, they discovered that their giant’s US$2 million budget was everywhere but online. By targeting keywords that leveraged their competitor’s curriculum course names in the tightly defined time frame just before admissions closed for the term, Oslo University saw its admissions jump five-fold – and even beat its larger rival’s admissions numbers.

2. Realize That Speed Kills.
It’s often said that in big companies, you get promoted for saying “no” to risky things. Having worked for plenty of big corporations, I know this to be true! Giants have their own cultures and rewards systems. Before they make a move, they first form interdisciplinary task forces, set up meetings, fly people around the country, bring agencies on board … and while they’re doing all this, you ship. They issue meeting minutes. You ship. They form a consensus; you ship. You’re three steps ahead, and they’re aiming at the product you replaced two cycles ago.

Mike Cassidy, founder of many successful Silicon Valley startups including instant messaging platform Xfire, described this “speed culture” mentality when he told me that his team was producing a new version of his platform every two weeks. His massive competitors – AOL, Yahoo and MSN – were conducting competitive product assessments on one version of their products, when he had already shipped dozens of revisions of his. By the time MTV purchased Xfire in 2004 for $110 million, Xfire had amassed over 16 million customers who used its software an average of 88 hours a month.

3. Eat the Bug: Do the Unthinkable.
Companies develop rules, guidelines and overall boundaries as they grow. They fight and win in the market, and their success makes them confident that they’re doing it all right. But their success often sows the seeds of their undoing. They continue to fight the last war until the realities of the new one catch up with them. Smart “giant killers”develop business models that the giants simply can’t imagine themselves following.

Cricket Holdings is in the business of direct response advertising, the red-headed stepchild of the marketing world. But what the business lacks in sexiness, it makes up for in performance. Cricket does what no advertising agency would dream of doing: It offers “customers” on a pay-per-lead basis. Once its predictive model looks at its customer’s category and day-part, it quickly optimizes the media flights to understand its variable cost per “customer” and then offers it at a fixed price markup to its clients. Now, the risk of performance has shifted from the director of marketing’s shoulders to Cricket’s – and CEO Victor Grillo is happy to bear the burden. When an advertiser wants to know what each dollar invested will bring in, Cricket is happy to step in where most traditional agencies would beat a hasty retreat.

Business isn’t just about how much money we’ve got to spend but rather how big our ideas are. Perhaps it’s easier to just throw money at problems, but small businesses can’t afford to do that. Besides, today’s times call for different tools and a different mindset. I hope these three tips give you a few thinking tools you can put to use today to give you the mental ammunition to topple the Goliath in your industry.

	
	


50 Believe in your product or service
There is no way you can convince someone else to use your product if you don’t have faith in it. Self-believe gives you the confidence to approach customers and convince them to buy. If you don’t believe in it you cannot sell it.
http://admiralbiz.wordpress.com
Join the SME BusinessLink Group at Linkedin and Facebook and let’s start networking.
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2. Value yourself


Get your pricing right. Charging less than your competitors is the worst marketing strategy of all, unless you have a brilliant competitive advantage, and let's be honest, that's unlikely.


Value yourself and your time realistically. Hobbies are great fun, but when you turn a hobby into a business remember it's got to support you and pay you a wage.





Paint a picture


Firstly, you need to know your customer. Think through exactly who your potential customers are. Where are they? What do they look like? Why should they be interested in buying your product or service?


Too many business people I talk to have a very hazy idea of who are their potential customers. Instead, you should be able to paint me a picture of them.








3. Get your message across


You need to work out how you are going to get your message and your products to the consumer. They won't buy what you sell if they don't know about it.


So what's your marketing strategy? Advertising? Local or national? Mail shots? Word of mouth? Window displays? The internet?


There is no right answer, but there is one that is best for your customers and your business.


And how are you going to get your goods to the customer? It's easy if you are a corner shop, but if it's a service that has to be delivered personally, or is perishable, you've got issues.


So think about accessibility, about opening hours, about delivery channels. Don't underestimate the efforts needed to get these operational aspects right. And remember that some businesses have been overwhelmed by unexpected demand they couldn't cope with.














4.Value your customers


It is easier to sell to existing customers than new ones.


They know you and your products so you've got a head start, and the costs of servicing existing customers is much less than marketing to new ones.


So have a loyalty strategy. Reward repeat business.


Also go further, and encourage existing customers to introduce their friends. Build and maintain a relationship through newsletters, e-mails and even phone calls. And thank them for the business they give you.




















6. Ask for the business 


Remember that you offer a fantastic product or service that is great value for your customers, so tell people.


When you have explained it, demonstrated it, or shown it, there comes a time when many customers will want to make a purchase.


Good luck.

















5. Make the right economies


Don't cut back on marketing, but that doesn't mean you can't save money.


A business I know which sells barbecues took stands at the summer round of agricultural and county shows. It got too costly so they moved into internet selling. This was a different and cheaper approach, but they didn't give up on marketing.





























7. Be enthusiastic


 Sincere enthusiasm, in both print and in person, is contagious. If you deeply believe in your products, services, your company, and yourself, then your prospects will pick up on that passionate attitude and feel confident and optimistic about doing business with you. Your words are important, but your nonverbal communication -- your tone of voice, inflection, rate of speech, volume, facial expressions, your listening skills, eye contact, and overall responsiveness -- can have an even greater impact on how you influence and persuade your prospective customers, clients, or members.























8. Gain Customer Confidence. Customer indecisiveness, skepticism, indifference, or confusion are among the top sales killers in the business world. It's up to you to project an image of experience, quality, dependability, excellent customer service, and/or added value to your prospective customers in order to win their confidence and overcome sales objections. If you haven't clearly communicated the advantages and solid reasons for them to do business with you, then they'll be hesitant to commit and the sale will go to your competitor. For business-to-business sales situations, a well-organized marketing proposal can make the difference between winning the bid or not. 








9. Penetrate awareness of your target audience by using an integrated marketing strategy. 


Stated simply: the more ways the public hears about you, then the better your chances are for achieving brand recognition, name recognition, credibility, trust, and greater market share. An effective small business marketing strategy is bolstered by exposing your target audience to your name and your selling points (unique selling proposition) as often as possible (frequency), in as many ways as possible, and as cost-effectively as possible. For example, there are a number of public relations marketing strategies that can help strengthen your credibility and name recognition on a local, regional, or national basis. For small business owners wanting to focus their efforts on traditional sales and marketing strategies, creating and distributing brochures and advertising flyers are often an effective way to get the word out about business services or products. As is the case with any small business marketing strategy, success depends on crafting an effective marketing message -- or having a professional marketing writer craft it for you -- and getting that message in front of as many qualified, targeted prospects as possible. Many good marketing strategies include a well planned integrated marketing campaign, which begins with the development and writing of a marketing plan for small business. 





10 Impose a deadline.


 Counteract one of the biggest obstacles to closing a sale known to mankind: procrastination. To overcome the natural human tendency to deliberate, postpone, and delay, it's often necessary to inject a sense of urgency into your ads, �HYPERLINK "http://optimalbiz.salespr0s.hop.clickbank.net/" \t "NewWindow" \o "overcome sales objections"�sales presentations�, and business marketing messages. 


Marketing Tip: Whether supplies are limited or prices are going up at the end of the month, some prospects need to have a deadline or an incentive to motivate them to take action now. 











11: Create a small business marketing plan �to identify and capitalize on your strengths and opportunities. Your marketing planning strategies should also take into account the components of a marketing plan: factors such as the vulnerabilities of your business (and possible ways to compensate for or correct weaknesses), external threats (competition, economic factors, etc.), your marketing mix strategy (products/services, promotional goals, pricing strategy, and distribution channels), media strategy, sales and expense budgets, target market analysis (know your customers), and business marketing tools that you need to acquire, such as a customer newsletter, a well written sales letter, or templates for real estate flyers.





12. Develop a "marketing consciousness"


 If you can get yourself to become just a little "obsessed" with business marketing, then you'll tend to read more marketing books, attend more business marketing seminars, and discover more marketing websites, newsletters, sales methods, and blogs that will provide you with valuable small business marketing ideas. Of equal importance is becoming more attuned to how other people are marketing their businesses, what their marketing plan involves, and learning from their successes and marketing blunders. 








13 Overcome distrust


Gain customer confidence and overcome potential feelings of distrust by offering written guarantees of satisfaction whenever possible, customer testimonials, references, and by joining respected organizations, such as Chambers of Commerce, and industry associations.








15  Re-evaluate Your Plans


 Continually ask questions, periodically re-evaluate your marketing plan and business plan, and be flexible. If your website isn't converting the way it ought to be, try to pinpoint its weaknesses and correct them. The same holds true for print ads that are not generating responses. If the solution doesn't jump right out at you, ask your associates, acquaintances, neighbors, or spouse what their initial gut reaction is to your latest print ad, website landing page, a business marketing postcard, real estate flyer, or a radio ad. Instead of asking them what they think of it, ask them the more pointed question of how they think it could be improved (and assure them that you won't be offended by their constructive criticism). Useful feedback and some of the best marketing strategies can often come from unexpected sources. 


�





14. Market Daily


 Perhaps the single, most important marketing strategy that should be practiced by all small business owners is to make marketing a daily routine. Granted, there may be 101 different priorities vying for your attention at any given moment, but if you neglect marketing on more than just an occasional basis, then you risk losing potential sales, being overtaken by the competition, and placing self-imposed limitations on your income growth. In a challenging economy it's more important than ever to be known as a company that provides value, dependability, and great service. Without a proactive business marketing plan, your existing and prospective customers may find themselves being lured in by your competitor's latest offerings -- which may have been brought to their attention through a postcard mailing, a trade show exhibit, a blog posting, an email marketing tool, a phone call, a press release, a brochure, a door-hanger, real estate flyers or a well-written sales letter. (It's the old "out of sight, out of mind" principle.) 








16 Blogging


 Start a blog related to your area of expertise about solving or preventing problems or making the most out of the products or services you offer. Then, invite your customers and prospective customers to check out your latest blog posts. Blogging, article writing, and social media marketing will help give you more credibility as an expert, and it will also help keep your name and company in the forefront of your customers' minds. If blogging isn't your "cup of tea", then other ideas for gaining credibility are publishing an email newsletter, a print newsletter, an email newsletter, writing an occasional newspaper column, being interviewed on the radio or TV, appearing as a seminar speaker, writing a book, or being quoted as an expert in the media











17 Press Release


 Email a press release to your local media whenever you have anything newsworthy to announce. It's a low-cost way to keep your name in front of the public, and it should be a part of an integrated marketing plan. Two marketing tips 1) Insert your press release into the body of your short, introductory email message. The reason for doing that is many reporters and editors don't like to open email attachments. 2) Only send press releases if you have something newsworthy to announce. That could include hiring new employees, getting a government grant, organizing a successful fund- raising event, a grand opening, a new web site, being a keynote speaker at a seminar or graduation ceremony, a business expansion or relocation, and that sort of thing. If you'd like to pursue an effective public relations campaign as part of an overall business marketing plan, consider hiring an experienced freelance writer to write press releases and recommend public relations strategies for your business. 








18 Public Relations


 Speaking of media relations and �HYPERLINK "http://www.marketingsurvivalkit.com/pr.htm" \o "effective public relations"�effective public relations� techniques, another marketing strategy worth exploring is to let the media know that you're an expert in your field and are available as a source of news, expertise, or professional opinion. Depending on your credentials, as well as your comfort-level with being interviewed by a reporter, you might want to send a brief letter outlining your accomplishments and expertise, and encourage them to call you if they need comments, quotes, background information, or opinion on a news article or feature story they're working on. The positive publicity, credibility, and recognition you could potentially get from this kind of media coverage can potentially give your business or practice a real boost, and may become one of the most valuable components of your business marketing plan. 








19 Business Card Design 


 Business cards can either by a waste of paper or an effective bridge between a prospect and their potential to be a long-term client. Business cards are an integral element of your company's branding strategy, and can sometimes make or break you when it comes to getting prospects to take you seriously. A lot of companies skimp on business card design, concept development, and printing; and that lackluster image is conveyed directly to prospective clients. Bottom line is: Your chances of favorably impressing prospects will improve substantially if your business cards are printed on high-quality paper, display a professional-looking logo, and uses a font style that's easy to read and is representative of the nature of your business. 


More marketing tips: Your business cards should also contain either a well thought-out slogan or a short bulleted list that capsulizes your services, your expertise, and your commitment to excellence. Ads, newsletters, sales letters, the look and feel of your web site, promotional flyers, business flyers, and real estate flyers are other ways that you project (or fail to project) a professional image.
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