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1. Why You Need to Manage Your Marketing  
 

“Good Things Come to Those Who Wait, But Only Those Things Left By Those Who Hustle.”                                                                                              
-Harvey A. Goldstein 
  
 
Ken had spent twenty-four years of his life working for a major manufacturing company in Harare when 
the firm decided to downsize in 2004. The retrenchment package Ken received was enough to fund his 
own start-up company. He bought the necessary machinery and equipment, and found some factory 
space to lease.  He was fortunate that he was known in the industry, both by suppliers and customers, 
who supported him in the early years.  

As is often the case with entrepreneurs, Ken had no formal training or experience in business 
management; he was a technician and was very good in his profession. With the help of his eleven 
employees Ken’s firm managed to survive, although the income was not as good as he had expected. 
The firm often failed to pay some bills, and Ken had to forego his salary at times. 

When I met Ken a few months ago he was contemplating closing the business and getting into farming. 
Although a few clients had stuck with him throughout the difficult years, he was not selling enough to 
cover all of the company’s expenses. He complained that he was losing business to rivals, including his 
former employer, as well as to imports from China and elsewhere. Stocks were not moving. Good 
employees had left for greener pastures and he was running out of cash to purchase supplies for his 
manufacturing process. 

I said to Ken, “Things cannot be that bad. Surely if you managed to survive the hyperinflation years, you 
should be well positioned to take advantage of the dollarization?” 

“Actually, the dollarization is the problem. Many companies that could not produce these products two 
years ago are coming back into business and taking my customers. Some are even importing cheap stuff 
from China and dumping it on the market. I cannot match their ridiculous prices.” Ken explained. 

“Can I have a look at your marketing plan, Ken?” I asked. 

“What marketing plan?” Ken retorted. 

“The one that guides your marketing activities. It should be somewhere in your business plan.” I told 
him. 

“Sorry, I never had the time to do one.” Ken said. 

“So, what do you use to guide your marketing activities and to set your company’s goals and 
strategies?” I asked Ken further. 
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“I use my head. I was never really one for sitting down and writing plans. Besides, I am always too busy 
running the factory to bother with such things.” 

“Off the cuff marketing? Doesn’t work, does it?” I said to Ken. “Business, especially marketing, should 
never be left to chance Ken. You need to have a written plan. Marketing is how you get new customers, 
generate more sales, and increase your cash flow and profit.  You need a plan for dealing with 
competition and the changing environment.” 

Ken’s situation is similar to that of many small business owners in this country.  Without proper plans for 
their businesses, they neglect managing their marketing. It is easy to forget important things when the 
pressures of running a business overwhelm you.  It is important to have your plans in writing. If it’s not 
in writing it’s not a plan, it’s just an idea. And ideas are elusive, here one moment gone the next. 

Why marketing needs management 

Today the world marketplace is saturated with goods and services. Growth in demand is slow, even 
without the recession.  Marketing used to be that of need; create a good product that meets a real need 
and customers line up at your door.  Now, there are so many others making products that are similar to 
yours or even better. The market is naked; there is no protection, no secrets and it is easy to enter. 

With the advent of instant communication and cheaper and faster transportation, customers have a 
choice to buy from thousands of suppliers located throughout the globe. Hyper competition is a key 
feature of this new economy.  New customers want it quicker, cheaper, and they want it their way.  
Because the economy is now globalized, your small business is competing with hundreds of others, big 
and small, located near and far. Customers can choose who to buy from by comparing product features 
and prices on the internet. 

We would all wish that our company was the only one supplying a particular product, that it was a 
monopoly. Unfortunately no company, regardless of the uniqueness of its product, can remain a 
monopoly for any length of time.  Once you start making a good product at a good profit, you will attract 
competition.  The one risk of a good business opportunity is that any honey pot will attract other bears, 
maybe bigger ones.  Most new profitable products quickly move to become low profit commodities. 

A product becomes a commodity when everybody uses it and too many people sell it, so that prices are 
held down.  When you develop a new innovative product, you can decide your own profit margins. This 
is evidenced by the high prices charged on new technological products, such as laptops, cell phones and 
iPods when newly introduced into the market.  However, prices fall dramatically as soon as competitors 
launch rival products. Therefore, technological superiority, or any unique feature of your product for 
that matter, is not a guarantee of sustained profitability in the new economy. 

To survive in this hypercompetitive environment, entrepreneurs need some way of increasing sales in 
the face of global competition. As marketing is what generates sales, every company needs to be a 
marketing company. Manufacturing performance is no longer enough. Better quality, in and of itself, will 
not generate commercial success. The product in a competitive environment will not create its own 



Low-cost high-impact marketing strategies to briskly grow your business   
 

5 | P a g e                          A d m i r a l  B u s i n e s s  S y s t e m s  ( P v t )  L t d  
 

market; you need innovative marketing strategies in order to survive.  The positioning of a product in 
the market is what determines success, and you won’t get that without strong and continuous 
advertising. 

The small firm hence faces the challenge of competing against bigger firms with fully staffed marketing 
departments and heavy advertising budgets.  How do you get the word out about your product and its 
benefits to those who may be interested in buying it without breaking the bank? 

What really is marketing? 

To be able to understand and apply the marketing strategies defined in this book, we need to know 
what marketing really is. 

In business, marketing has often been described as “the art of selling products.” But Peter Drucker, a 
leading management theorist, said that “the aim of marketing is to make selling superfluous. The aim of 
marketing is to know and understand the customer so well that the product or service fits him and sells 
itself. Ideally, marketing should result in a customer who is ready to buy.” 
 
The American Marketing Association offers this managerial definition: Marketing is the process of 
planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and 
services to create exchanges that satisfy individual and organizational goals. 
 
The process calls for a considerable amount of work and skill. Thus marketing management is the art 
and science of applying core marketing concepts to choose target markets and get, keep, and grow 
customers through creating, delivering, and communicating superior customer value. 
 
We can distinguish three stages through which marketing practice might pass: 
 
1. Entrepreneurial marketing: Most companies are started by individuals who visualize an opportunity 
and knock on every door to gain attention. Jim Koch, founder of Boston Beer Company, whose Samuel 
Adams beer has become a top-selling “craft” beer, started out in 1984 carrying bottles of Samuel Adams 
from bar to bar to persuade bartenders to carry it. For 10 years, he sold his beer through direct selling 
and grassroots public relations. Today his business pulls in nearly $200 million per year, making it the 
leader in the U.S. craft beer market. 
 
2. Formulated marketing: As small companies achieve success, they inevitably move toward more 
formulated marketing. Boston Beer recently began a $15 million television advertising campaign. The 
company now employs more than 175 salespeople and has a marketing department that carries on 
market research, adopting some of the tools used in professionally run marketing companies. 
 
3. Intrapreneurial marketing: Many large companies get stuck in formulated marketing, poring over the 
latest ratings, scanning research reports, trying to fine-tune dealer relations and advertising messages. 
These companies lack the creativity and passion of the guerrilla marketers in the entrepreneurial stage. 
Their brand and product managers need to start living with their customers and visualizing new ways to 
add value to their customers’ lives. 
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The bottom line is that effective marketing can take many forms. We will describe, in the following 
chapters, a number of low-cost marketing strategies that success full entrepreneurs have used to grow 
their companies on a limited budget. First, let’s look at the importance of positioning your product in the 
market. 
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2. Why Quality is not enough 
 

“I can't give you a sure-fire formula for success, but I can give you a formula for failure: try to please 
everybody all the time.” 
                                                                       Herbert Bayard Swope- US editor & journalist (1882 - 1958 
 

 

Can you quickly name the mobile phone brands that come to your mind within ten seconds?  

1 second … 

2 seconds… 

5 seconds… 

Ok STOP… 

I will guess that you quickly thought of Nokia, Samsung, and Motorola. Well these are the ones which 
came to my mind first.   

But are these the only brands you have seen or heard of? Surely if you think deeper you will recall a 
number of other brands. But why do most people think of these three first?  

Because those are the brands with greater mindshare and are easiest to recall. 

Mindshare is the amount of attention people give to something, or the amount of time they spend 
thinking about something.  Why is it important to business people, and to marketing in particular? 

Because when it comes to purchasing products, people will actually consider the names or brands that 
first come to their minds. People buy things that they are familiar with.  I remember some cousins who 
received cell phones as presents from their brother who was living in the UK. The girls started fighting 
because they both wanted the one Nokia phone rather than the other one, a Sagem.  Told by their 
mother that both phones were similar, they vehemently argued that a Nokia was of better quality! 

Quality is perception 

Consumers often judge the quality of a product or service on the basis of cues they associate with the 
product.  

Intrinsic cues are those that concern the physical characteristics of the product itself, such as size, colour 
flavour or aroma. For example, consumers often judge the flavour of cakes or ice cream by colour cues. 
More often, however, the physical characteristics of products have no intrinsic relationship to the 
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product’s quality. For example, though many consumers claim they buy a brand because of its superior 
taste, they are often unable to identify that brand in blind tests. 

In the absence of actual experiences with a product, consumers often “evaluate” a product’s quality on 
the basis of extrinsic cues- cues that are external to the product itself, such as price, brand image, 
manufacturer’s image, retail store’s image or even the country of origin.  

For example, the elegant image of Vichysoisse, a soup created in New York in 1917, is based on the 
perception that it is a French delicacy. Haagen-Dazs, an American ice-cream, has been incredibly 
successful with its made up (and meaningless) Scandinavian sounding name. The success of Smirnoff 
Vodka, made in Connecticut, USA, can be related to its so-called Russian derivation. Locally, Bohlingers 
lager is associated with style and class because it has a foreign sounding name and comes in a green 
bottle, rather than the common brown bottle of other Zimbabwean beers. Green seems to have some 
favorable effect on consumers, especially women. My wife insists that green bar washing soap is gentler 
on the hands compared to brown soap.   

You can see now that the image that a product or service has in the mind of the consumer is more 
important than its actual characteristics; quality is a perception.  

Positioning 

Seeing that your product’s image in the customer’s mind is important, you have to work to position your 
brand so that it is perceived by consumers as fitting into a distinctive niche in the marketplace- a niche 
occupied by no other product. You have to differentiate your product by stressing attributes that will 
fulfill the consumer’s needs better than anyone else’s product. 

 Consumers have many different needs and wants. No single marketer is going to satisfy the needs of all 
consumers all the time. To try to appeal to everyone is a recipe for failure. To better meet the needs of 
specific consumer groups, you must adopt the policy of market segmentation. This means you divide 
the total potential market for your product into smaller, homogeneous segments, for which you can 
design specific products and promotional campaigns. A market segment is a subset of consumers with 
common needs or characteristics.  

Segmentation uses the following bases: 

 Geographic : region, city size, density of area and climate 

 Demographic: age, sex, marital status, income, education , occupation 

 Psychological/Psychographic: needs motivation, personality, perception, attitude, lifestyle 

 Socio-cultural:  culture, religion, race/ethnic, social class, family life cycle 

 Use-related: usage rate, awareness status, brand loyalty 

 Use-situation: time, objective, location, person 

 Benefit 

An example of how you can come up with a market segment, say for say cosmetic products: 
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 Geographic:  Harare, major metropolitan city, population 2 million, suburban, hot climate 

 Demographic: female, age 18-34, both single and married, income $5000 to $25 000 per year, 
college graduate, professional occupation 

 Psychological: sense of self-worth, extrovert, moderate risk, positive attitude, status seeker 

 Socio-cultural:  African, Christian, black, middle class, young marrieds / single 

 Use-related: heavy users, enthusiastic, some brand loyalty 

 Use-situation: morning use, personal, home, self 

 Benefit: convenience and long  lasting 

We then describe a typical member of the market segment as follows: 

“Young married or single black female, living in a suburban area of Harare, aged between 18 and 34, 
college graduate with a professional job, needing a sense of self-worth, extrovert, moderate risk taker 
with a positive attitude, status seeker, enthusiastic, morning heavy user with some brand loyalty seeking 
convenience and long-lasting products.” 

With such a well defined market segment, your marketing and promotional efforts will be focused and 
targeted. Using promotional campaigns, you can vary the image of your products so that they would be 
perceived as better fulfilling the specific needs of certain target market segments.  

The key to positioning is to find a niche that is not occupied by a competing product or brand.  You can 
apply your positioning to a need that is never fully satisfied, such as safety. For example, Mercedes has 
found a unique position among its luxury car competitors by using the safety appeal directed to well-to-
do executives.  One of its advertisements starts as follows: “You wouldn’t buy a cheap parachute. You 
wouldn’t buy a cheap crash helmet…..Let’s discuss cars” 

The economics of niche marketing 

Positioning and market segmentation are very important in marketing because, as pointed out before, 
your product cannot appeal to everyone. However, to the small business owner, it’s the economics that 
comes from targeted marketing. 

After segmenting the market the successful marketer will select one or more segments to target. Target 
marketing is important because only a proportion of the population is likely to purchase any products or 
service. By taking time to pitch your sales and marketing efforts to the correct niche market you will be 
more productive and not waste your efforts or time.  

Take a moment to think. Can you recall ten different advertisements that you saw on television in the 
past two days. When I thought of it, I could recall only two ads in particular. One of them I found 
particularly interesting. It shows some guy dressed in a monkey suit performing some amazing stunts 
with a soccer ball. Some kids seem perplexed as they watch through an apartment window. But two are 
just sitting and watching expressionlessly. Then one of them says “Lunch Bar”. His friend replies calmly: 
“Obvious”. 
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In reality, with consumers being bombarded with thousands of advertisements daily, most have 
developed some form of resistance to them, their minds screen out everything that does not particularly 
interest them. A viewer faced with the clutter of nine successive commercial messages during a program 
break may actually receive and retain almost nothing of what he has seen. Advertisements have to be 
repeated several times in order to pass through the viewer’s mental screen. 

Instead of investing big monies in national television or newspaper advertising, the small business can 
use inexpensive marketing tactics that target the specific niche market.  The marketing strategies we will 
discuss in the coming chapters will work best if you have clearly defined target market segments. 
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3. Marketing Differs between Small Businesses and Larger 
Companies 

“If you're going to be thinking, you may as well think big.” 
                                                                                                  -Donald Trump  

 

When Apple Computer launched its new iMac personal computer in 1998, it staged a massive marketing 
blitz to promote the machine.  

 
Apple’s launch of the iMac, the sleek, egg-shaped computer with one-touch Internet access, was 
dramatic. For starters, the iMac was a closely guarded secret until May 6, 1998, when Jobs literally 
unveiled the machine to awestruck reporters.  
 
The buzz continued to mount, on-line and off, until the machine went on sale in August. On the 
weekend of August 14, computer retailers prepared Midnight Madness sales featuring 20-foot-high 
inflatable iMacs flying above the stores. Radio stations across the country began an iMac countdown, 
topped off with iMac giveaways. 
 
 Jobs personally signed five “golden” tickets and placed them in the boxes of five iMacs, with the winner 
receiving a free iMac each year for the next five years. Apple augmented these efforts with a $100 
million ad campaign, its biggest ever, to promote iMac through TV, print, radio, and billboards.  
                                                     
                                                    -Jim Carlton, “From Apple, a New Marketing Blitz,” Wall Street Journal, August 14, 1998, p. B1. 
 

If you are like the majority of small business owners your marketing budget is limited.  You cannot afford 
to splash out hundreds of millions of dollars when launching your products.  That is the realm of big 
corporations.  

The spending habits of the big companies on marketing are so astronomical that we cannot begin to 
compare them with those of small companies. Most large companies have well staffed and well funded 
marketing departments.  Look at the annual reports of big firms such as Delta Corporation, Astra 
Corporation, Dairibord Zimbabwe and many others, and you will notice that the marketing function is 
represented at very senior or even board level. 

The following are the amounts spent on advertising in the United States in 2008 by some of the largest 
firms in the world, according to data made available by Advertising Age magazine. 

 Berkshire Hathaway $1.2 billion 
 Coca Cola Company $752 million 
 Anheuser-Busch InBev $1.1 billion 

 AstraZeneca  $1.6 billion 

 Bank of America Corp $3.1 billion  
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 Burger King $906 million 

 Dell Computers $401 million 

Spending on promotion varies considerably between industries; companies in the cosmetic industry may 
budget 30- 50% of sales, while those in industrial and equipment may spend 5-15%.   

Firms have to choose the most effective among the different media for placing their advertisements. For 
example in the United States, 30 seconds of advertising on network television can cost $154,000 for a 
popular prime-time show such as Law and Order, $650,000 for especially popular programs like Frasier 
and ER, or $1.3 million for an event like the Super Bowl. 

In Zimbabwe, a quarter page advertisement in the newspaper costs about $200, while a television spot 
may cost a thousand dollars or more.  

Advertising is big business 

Advertising is an almost $500 billion industry globally, contributing about 1.5% of the gross national 
products of most developed countries. The German Advertising Association stated that in 2007 30.78 
billion Euros were spent on advertising in Germany, 26% in newspapers, 21% on television, 15% by mail 
and 15% in magazines. In 2002 there were 360.000 people employed in the advertising business. The 
internet revenues for advertising doubled to almost 1 billion Euros from 2006 to 2007, giving it the 
highest growth rates. 

Spiegel-Online reported that in the USA in 2008 for the first time more money was spent for advertising 
on internet (105.3 billion US dollars) than on television (98.5 billion US dollars). The largest amount in 
2008 was still spent in the print media (147 billion US dollars). For that same year, Welt-Online reported 
that the US pharmaceutical industry spent almost double the amount on advertising (57.7 billion dollars) 
than it did on research (31.5 billion dollars). But Marc-André Gagnon and Joel Lexchin of York University, 
Toronto, estimate that the actual expenses for advertising are higher yet, because not all entries are 
recorded by the research institutions. Not included are indirect advertising campaigns such as sales 
rebates and price reductions. Few consumers are aware of the fact that they are the ones paying for 
every cent spent for public relations, advertisements, rebates, packaging etc. since they ordinarily get 
included in the price calculation. 

Advertising helps to sell products and services.  To sell big, firms have to spend big in advertising and 
promotion.  Firms that skimp on marketing typically fail to grow and succeed. 

Marketing basics for the small business 

 Small businesses typically have a limited marketing budget if any at all. Does that mean you can't run 
with the big dogs? Absolutely not! It just means you have to think a little more creatively. 

This is where the three steps of marketing we discussed in the previous chapter come in: market 
segmentation, target marketing and positioning. Understanding and making full use of this three phase 
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marketing strategy is the key to successfully marketing your products and services on a low budget. Your 
objective is to know what customers want and need; and satisfying those needs while making profit is 
what we call successful marketing. 

If we had some magic wand which would tell us what each customer needs exactly, when, where and 
how they need it, we could just have our products ready for presentation to willing and ready buyers 
and effortlessly make money. Unfortunately, such a silver bullet does not exist. We have to do some 
work to find out what customers want. The following steps will help you know your customer and be 
able to successfully market to them at low cost. 

a) Know your product: the more you know about yourself, your products and services, and your 
customers, the more effective you can be at marketing.  The question is not what physical good or 
service you are selling, but what unique product concept or value proposition you are offering.   
Anyone can supply the same product or service that you supply. The days of competing on price and 
service alone are over as customers can get the same product elsewhere at a cheaper price and with 
better service.  
     To succeed, you need to differentiate yourself from competitors, make your business special in 
the eyes of customers and prospects. You need to define your unique selling proposition, the one 
thing that makes your business unique and distinct.  Why should people buy from you and not from 
your competitors? Do you promise great value, benefits or service? 
    Your USP must be truly unique. It must be strong enough to excite your target market and get 
them talking about it. And it must not be easily copied. Anyone can claim to provide the best service 
in town- “We are the number one service provider in Zimbabwe”. But it does not sound credible. It’s 
lukewarm and it’s an empty promise because you cannot measure it and you cannot hold them 
accountable for it. Your USP needs to pack a punch. 
      How about: “Your parcel delivered the very next day or it’s for free!” This is a measurable USP 
developed by FedEx, and they made themselves accountable for the promise. Pizza Inn has a similar 
slogan: “Your Pizza in ten minutes or you don’t pay.” Such a powerful USP can make your company 
stand head and shoulders above the competition.  Take the time to examine your product and 
articulate your offering as a unique selling proposition. A “me too” business will not bring you 
sustainable success.   
      Do you know why customers buy whatever they are buying from you? It is important to know 
that, so that you can focus and improve on it; ideally so that you can do it better than anyone else. 
Talk to your customers. Carry out surveys regularly so as to ascertain their views and comments 
about your company and its products.  The more information you can garner from your customers 
about your company the more customers you will have.  
       If yours is a service business, you should be able to describe what you do in a single sentence as 
follows:  "These are the clients we work with; these are the areas where they have problems; this is 
the solution we provide; this is how it works and this is what it costs."  
 

b) Understand the market you are serving: you need to focus and define your market as narrowly as 
possible. Your small firm does not have unlimited resources available for marketing. Using the 
segmentation we discussed earlier, you should narrow down and define the target market that you 
want to reach.  That way you can apply focused and effective marketing programs that reach your 
target customers.   
       To properly define your market segments, you need to carry out some research. Some 
information, such as on population sizes and demographics, are available from data released by the 
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Central Statistical Office, Chambers of Commerce and Industry Associations. The other information 
can be obtained from various publications, or can be obtained from market research firms for a fee.  
    To cut costs, you may do the market research yourself; surveying samples of the population you 
want to target so as to understand their various needs and habits. 

 
c) Know the size of the market: The data from your research should enable you to estimate the size of 

your targeted market. Say you want to market a new cosmetic product to the target market defined 
in our earlier example in the first chapter. Research may inform you that the total population in 
Harare is 1.5 million people. Half of that number are women, 40% of whom fall within the 18-35 age 
range, which is 300 000 people. One third of those hold professional jobs, i.e. 100 000. You further 
estimate that one third meet the rest of your segmentation criteria, giving you a potential target 
market of 33 000. Assuming that two third are loyal to competitors’ products, your market then is 
11 000 people. 
     Estimating market size is very important because it enables you to judge whether the market is 
large enough to justify your investment. 

 
d) Understand pricing:  pricing is important in two ways. First, it is a competitive tool. Second, it 

directly affects your bottom line. 
     To successfully sell your products, you must charge a price that customers are willing to pay. How 
do you find this price? You let the customers tell you. Your market research should tell you what 
customers are already paying for similar products being sold by your competitors.  
      For products that are already available in the market, your price should be competitive while 
allowing you to make a profit. This means you must know your cost structure so as not to sell at too 
low a margin, a scenario that could plunge your business failure. On the other hand, charging too 
high a price, while good for your margins, can price your products out of the market. 

 

The essence of marketing is to understand your customers' needs and develop a plan that surrounds 
those needs. Let's face it anyone that has a business has a desire to grow their business. The most 
effective way to grow and expand your business is by focusing on organic growth. 

You can increase organic growth in four different ways. These are: 

 Acquiring more customers  
 Persuading each customer to buy more products  
 Persuading each customer to buy more expensive products or up selling each customer  
 Persuading each customer to buy more profitable products  

All four of these increase your revenue and profit. Let me encourage you to focus on the first which is to 
acquire more customers. Why? Because by acquiring more customers you increase your customer base 
and your revenues then come from a larger base. 

How can you use marketing to acquire more customers? 

 Spend time researching and create a strategic marketing plan.  
 Guide your product development to reach out to customers you aren't currently attracting.  
 Price your products and services competitively.  
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 Develop your message and materials based on solving customers’ problems and fulfilling real needs.  
 Keep in mind the importance of target marketing. Because not everyone is going to like your 

product, directing your marketing efforts to the correct niche will save you time, effort and money. 
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4. You Need a Written Marketing Plan 
 

“For which of you, desiring to build a tower, does not first sit down and count the cost, whether he has 
enough to complete it?”                                                                                               The Holy Bible- Luke 15:28 

 

The importance of a written plan 

It doesn’t matter how good a company’s product or service is, if people do not know it exists how can 
they be expected to purchase it?  A marketing plan is not just a look at where and how to advertise and 
what to spend on advertising. A good marketing plan will examine target markets, size up the 
competition, highlight strengths and weaknesses, and perhaps most importantly define what exactly it is 
that the company produces or provides, and what it wants to get from marketing. 
 
 Without a written marketing plan, a company and its team will be lacking guidance in nearly every 
aspect of running the business, from managing cash flow to research and development and to 
production. 
 
While some entrepreneurs crow that they have achieved success without a marketing plan, such 
businesses are more likely to waste marketing dollars and not have a true sense of where their 
promotional budgets are yielding the best results. Just as a winning football team always goes onto the 
field with a solid game plan, your business needs to have an outline of how to reach out to prospective 
customers in order to succeed. 

Off the cuff marketing does not work, especially in these difficult economic times. As business owners 
and managers, we generate lots of ideas in our minds, mostly in reaction to problems that would have 
already occurred. Like when we fail to meet the monthly revenue target; or when we lose a big 
customer. 

The problem with ideas is that they are fickle and elusive.  An idea is in your mind one moment, and the 
next moment it’s gone. To be of any use, ideas must be written down into a proper marketing plan. This 
will be a coordinated, thoughtfully designed set of activities that help you achieve your marketing 
objectives. Your marketing objectives are strategic goals that you want your business to achieve as part 
of your overall and long-term business plan, stated in financial terms, sales volumes, market share or 
some other term you may wish to use for measuring your success. 

In order to build strong customer relationships and maximize your sales, you need to put every possible 
marketing tool to work for you. Marketing is a broad field, encompassing elements as diverse as 
advertising, brand and logo design, sales calls, Web sites, brochures, packaging, shows, conferences and 
other events, and so on. The more tools, the better. But the variety and complexity of choices makes 
getting organized and focused difficult. A written marketing plan will define the marketing tools you will 
use, and how you will use them. This will make the task of implementing the marketing program easier 
and the results measurable.  
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The plan can be reviewed at periodic intervals so as to gauge actual performance and make adjustments 
where necessary. The plan will be very useful when calendarizing, or setting dates for the marketing 
activities that you will carry out in the year. As most marketing activities need to be planned for in 
advance, this calendar and schedule of activities will ensure you will not miss or delay on important 
events, such as booking for trade shows, preparing marketing materials and so on. 

A written plan can be used by your employees to ensure that marketing activities are handled 
consistently on a regular basis. This way very few tasks will be forgotten or will fall through the cracks. 

Contents of the marketing plan 
 

MARKETING PLAN OUTLINE  
  

 

1) Executive Overview 
2) Market Review 

1. Trends Overview 
2. Market Segments 
3. Target Market (Primary and Secondary) 

3) Competitive Overview 
4) Product and Business Overview 
5) Strengths, Weaknesses, Opportunities, Threats 
6) Goals and Objectives 

1. Sales Objectives 
2. Marketing Objectives 

7) Strategies 
1. Positioning 
2. Product 
3. Pricing 
4. Distribution 
5. Promotion 

8) Action Plan and Implementation 
1. Media Mix 
2. Schedule 
3. Budget  
4. Assignments 

9) Tracking and Evaluation 
1. Response Tracking Procedures 
2. Sales Reviews 

 
 
The above chart is a sample of the contents of a complete marketing plan. The exact layout will depend 
on the circumstances of your firm as well as your marketing strategy. The following step by step process 
will help you develop a practical marketing plan in no time. To help you think through all the important 
factors for your marketing plan and focus your thoughts there are a number of questions you need to 
ask yourself. 
 
Questions to ask when developing your strategy: 
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 What changes are taking place in our business environment? Are these opportunities or threats? 

 What are our strengths and weaknesses? 

 What do I want to achieve? Set clear, realistic objectives. 

 What are customers looking for? What are their needs? 

 Which customers are the most profitable? 

 How will I target the right potential customers? Are there groups that I can target effectively? 

 What's the best way of communicating with them? 

 Could I improve my customer service? This can be a low-cost way of gaining a competitive 
advantage over rivals, keeping customers, boosting sales and building a good reputation. 

 Could changing my products or services increase sales and profitability? Most products need to 
be continuously updated to maintain competitiveness. 

 Could extending my product list or service provision meet existing customers' needs more 
effectively? Remember that selling to existing customers is generally more cost effective than 
continually trying to find new ones. 

 How will I price my product or service? Although prices need to be competitive, most businesses 
find that trying to compete on price alone is a poor strategy. What else are my customers interested 
in? Quality? Reliability? Efficiency? Value for money? 

 What is the best way of distributing and selling my products? 

 How can I best promote my products? Options might include advertising, direct marketing, 
exhibiting at trade fairs, PR or marketing on the web. 

 How can I tell if my marketing is effective? Check how your customers find out about your 
business. A small-scale trial can be a good way of testing a marketing strategy without committing to 
excessive costs. 

 
 
Getting started 
 
Step 1: Take Stock 
Before you map out where you want your marketing plan to take you, you must first figure out where 
you are right now. 
How is your business positioned in the market? Is this how potential customers see you? You may need 
to ask some of them for their feedback. 
Do you understand your strengths and weaknesses? You may need to conduct an honest and rigorous 
SWOT analysis, looking at your strengths, weaknesses, opportunities and threats. Your plan must take 
account of how your business’ strengths and weaknesses will affect your marketing. 
 
Strengths could include: 

 personal and flexible customer service  
 special features or benefits that your product offers  
 specialist skills  

 
Weaknesses could include: 

 limited financial resources  
 lack of an established reputation  
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 inefficient accounting systems  
 
Opportunities could include: 

 increased demand from a particular market sector  
 using the Internet to reach new markets  
 new technologies that allow you to improve product quality  

 
Threats could include: 

 the emergence of a new competitor  
 more sophisticated, attractive or cheaper versions of your product or service  
 new legislation increasing your costs  
 a downturn in the economy, reducing overall demand  

 
Having done your analysis, you can then measure the potential effects each element may have on your 
marketing strategy.  With an understanding of your business' internal strengths and weaknesses and the 
external opportunities and threats, you can develop a strategy that plays to your own strengths and 
matches them to the emerging opportunities. You can also identify your weaknesses and try to minimize 
them.  
 
 
Step 2: Set your goals and objectives 
Now that you have a sense of where you are, you can decide where you want to go. Ask yourself what 
you are trying to accomplish with this plan. Do you want to increase sales? Do you want to create a 
certain perception of your business?  Generate more enquiries? 
Outline each of your goals, being as specific as possible. 
 
Step 3: Define your target market 
Who are your target audiences? It cannot be everyone. Define your niche as clearly as possible. If you 
are reaching out to businesses, describe what type, including industry, revenue level, location and other 
important characteristics. You may probably have several audience segments, but be sure to rank them 
in order of priority. 
 
Step 4:  Research your plan 
Now that you have outlined where you are and where you want to go, it’s time to find the best route to 
get there. Nothing provides a clearer look into the path of least resistance than solid research. 
Information about your target audiences is available from a variety of sources, as already described in 
Chapter 2. 
Take some time to find out about the demographics and psychographics of your target audience. 
Once you have lined up this information, write a detailed profile of your audience segments. 
 
Step 5:  Plan the action  
This is the heart of your game plan. For each goal, you will need to create a strategy; key messages and a 
series of steps that will help you accomplish the goal. The strategies should cover the following aspects: 
 
a) Positioning:  the perception you want customers to have about your product in the market. 
b) Product: what you give to customers in exchange for their money. 
c) Pricing: what you will charge for your products and services. 
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d) Distribution: how your products will reach customers. 
e) Promotion:  how you will get customers to hear about your company and its products or services. 

Write each strategy, and list the key messages and tactics below it. Here is a simple example: 

 Strategy: Position myself as the leading strategic business planning consultant 
for small businesses in Harare.  

 Key Messages: Admiral Business Systems helps you plan, start and grow your 
small business in cost-effective and easy to implement steps.  

 Tactics: Start business training classes for people who want to start on their own 
or grow their existing businesses. Propose a feature story to the local paper 
about 10 things to look for when starting a new business, with me as the 
source. Launch a website with business planning information, tips and advice 
for entrepreneurs. Create a brochure entitled "How to Start a Business in 
Zimbabwe," and offer it free to people who call my business. Issue a press 
release about the free brochure to the local media. Send informational 
brochures to financial institutions and small business financiers who refer 
prospective entrepreneurs to business consultants. 

Step 6: Budget Your Resources 
Some business owners believe that marketing is an optional expense. This is one of the most tragic 
myths in business. Marketing expenses should be a priority, especially in times of slow cash flow. After 
all, how are you going to attract more business during the slow times if you don't invest in telling 
customers about your business? 

Take a realistic look at how much money you have to spend on marketing. While you do need to ensure 
you're not overextending yourself, it is critical that you allot adequate funds to reach your audiences. If 
you don't have the budget to tackle all your audiences, try to reach them one by one, in order of 
priority. 

For each of your tactics, itemize the expenses and their estimated costs. From there, you can beef up or 
pare down your plan, depending on your situation. 

Step 7: Time Your Projects 
Now that you've broken down the steps involved in each marketing activity, allot a segment of time and 
a deadline to each. Again, be sure that you're not overextending yourself, or you may get burned out. 
It's better to start with smaller, more consistent efforts than an overly ambitious program that gets 
discarded a few months later. 

Step 8: Go for It! 
What you now hold in your hands is probably the most effective to-do list that you will ever write. You 
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have prepared a document that will help you reach your audience segments from a point of knowledge 
and expertise instead of shoot-from-the-hip hunches. 

 Don't put the marketing plan on a shelf and forget about it. Your marketing plan should be a living 
document--it should be revisited and revised, and it should grow and change over time. As your business 
reaps the benefits of your initial marketing strategies, you may want to increase the scope of your 
marketing.  

Step 9: Tracking and Evaluation 
You should have a way of tracking your marketing activities and analyzing the results.  This way you will 
see which actions are more effective than others so that you can focus on what is working.  If you find 
that something is not working, discard or change it.  
 
A good tracking method is one that helps you identify how your customers heard about your products.  
You may simply ask new customers or have them make a simple tick on a contract or order form, or 
some other document that is applicable in your business. 
 
By reviewing your sales according to the various marketing promotion methods you can monitor your 
marketing strategies and see the ones yielding better results.  This control element not only helps you 
see how the strategy is performing in practice, it can also help inform your future marketing strategy. 
 
Tips and pitfalls 

Before looking at new markets, think about how you can get the most out of your existing customer 
base - it's usually more economical and quicker than finding new customers. 

Consider whether you can sell more to your existing customers or look at ways of improving the 
retention of key customers. 

Focus on the market  

 Your marketing strategy document should: 

 analyze the different needs of different groups of customers  

 focus on a market niche where you can be the best  

 aim to put most of your efforts into the 20 per cent of customers who provide 80 per cent of 
profits  

 

Don't forget the follow-up 

 Put your marketing strategy into effect with a marketing plan that sets out actions, dates, costs, 
resources and effective selling programmes.  

 Measure the effectiveness of what you do. Be prepared to change things that aren't working.  

 

Pitfalls to avoid 
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 Making assumptions about what customers want.  

 Ignoring the competition.  

 Trying to compete on price alone.  

 Relying on too few customers.  

 Trying to grow too quickly.  

 Becoming complacent about what you offer and failing to innovate.  
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5. The Art of Marketing Communication 

“You can't catch a fish unless you put your line in the water. “ 
                                                                           Kathy Seligman  

 

An old saying says opportunity will knock on your door. Well, the truth is, opportunity does not just 
come knocking on the door. Opportunity must be told where that door is. Marketing is the art of telling 
opportunity where to find the door. 

Having a good product or service is only half of the business equation. The other half is getting 
customers to know about the product or service so that they can buy if they like it.  The age where you 
could “build a better mousetrap and people will beat a path to your doorstep” is long past.  The black 
market era where people would spend long hours queuing for scarce commodities has been replaced by 
the free market economy.  There are so many others supplying the same product or service as your firm. 
Consumers have hundreds of other products to choose from, some even cheaper and of better quality 
than yours.  How do you get customers to know about your products and choose them against 
competitors’ products? 

Communication is the unique tool that you as marketer can use to persuade consumers to buy your 
products. Communication takes various forms: it can be verbal (either written or spoken); it can be 
visual or even symbolic. It basically involves the transmission of a message from a sender to a receiver 
via a medium of some sort. 

For your marketing strategy to work, you need to create your marketing message and choose effective 
media for communicating the message to your target audience.  

Creating a marketing message 

In the crowded market place, consumers are being bombarded daily by marketing messages from the 
many suppliers that you compete with.  In order to stand out, your product has to have a clear position 
in your audience’s mind. How do you come up with the positioning for your product? 

First, you need to determine the broad positioning for your product.  This means determining which of 
the three generic strategic positions (as described by Michael Porter) your product should fall into: a 
niche, a low-cost leader, or a product differentiator. These are each very different strategy highways, 
and will take you in different directions when fine-tuning your message. Think of the qualities of your 
product, its strengths and weaknesses, the opportunities you've uncovered, the pricing you've 
considered, and your target market to determine which broad position you will take.  

Next, you will have to determine specific positioning. This could be based on a certain quality or benefit 
of your product, such as ease of use, durability, reliability, safety or convenience.  In some cases, you 
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may even be able to position your product based on two qualities. For example, think of Volvo. Safety 
and durability are Volvo's primary and secondary positions.  

Begin narrowing down your positioning by answering questions such as:  

1. What opinions does your audience already have, and how can you tie your product into them?  
2. What are your target audience's needs and desires?  
3. Is there a hole your product can fill by targeted positioning?  
4. Are there certain company attributes you can build on, such as experience, or being the first in 

the business?  
5. What are the greatest benefits of the product and how can you capitalize on them?  
6. Is there a specific use or application that your product fits particularly well?  
7. Is your target audience identified independently enough to create a position based on their 

uniqueness?  
8. Can you springboard a positioning idea from your competitor's positioning?  
9. Can you base the position on quality or pricing strategies?  
10. Can you position the product based on opportunities you've discovered in your research?  

Once you have determined your product's positioning, go through these questions to further refine it:  

 How can you simplify the message so it gets through? (- Remember, more is often less.)  
 Does the name of your product fit with its positioning? - Your product's name is an important 

part of your positioning strategy. If it doesn't fit, you're going to have a much harder battle.  
 Is the position believable?  
 Is the position one that your target audience will care about and notice?  
 Is the position too broad or too narrow?  
 Is the position clear and understandable?  

Your product's position, along with your pricing and distribution channels, will also determine its value 
position. The value position is basically the product's perceived ranking of either high-quality/high-cost, 
average-quality/average-cost, low-quality/low-cost, or even average-quality/low-cost or higher-
quality/lower-cost. What you are trying to get across to your target audience is the value/cost 
relationship of your product as it relates to the user.  

Your marketing message should emphasize the benefits that the customer gets, not just the features of 
your product.  For example, your customers may not always make the connection that if the box says 
"batteries included" that means they won't have to take those extra steps of buying and installing them. 
But if you say "Batteries Included: Ready to use right out of the box!" you'll get their attention more 
quickly and perhaps give your product the slight edge that will convince the customer to pick up your 
product rather than your competition's.  

If yours is a service business, such as consultancy, you should communicate not just who you work with 
and the solutions you provide, but you should make promises of what your clients get if they work with 
you. You message should emphasize the outcome not the process. 
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In a nutshell, you have to make very clear the end result that is ultimately the reason why someone 
should purchase your product. Connect the dots for them, and you'll have a much better chance of 
having a successful product.  

Develop high impact marketing materials 

The way your marketing message is presented to you customers is as important as the message itself.  
You should take the time to create your company logo and motto, company profiles and brochures, 
business cards and other material that you need to communicate to potential customers. 

You may need to hire the services of a good graphic designer if you need help in this aspect. Students or 
part-time designers may offer their services at a lower fee.  However, much as you may want to save 
money, getting shoddily designed and unprofessional looking materials will negate all the effort you put 
into your marketing. You image is very important, don’t skimp on making sure it comes out right. 

One business woman named Rose was interviewing PR firms to hire for her beauty products marketing 
campaign. She invited her friend, Donna, to make a proposal for the job. Donna’s reputation was good 
and her PR firm met Rose’s requirements. However, when Donna delivered her proposal, along with her 
company’s brochure, Rose was so distressed with the brochure’s amateur appearance that Donna’s firm 
was never considered. Sadly, their friendship couldn’t recover from the negative first impression Rose 
had of Donna’s work. 

The image you project through your appearance, your staff, business premises and marketing materials 
says much more to the customer than the product itself. Pay attention to your image. 
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6. Low Cost Marketing Communication Tactics 
 

“You can get everything in life you want if you will just help enough people get what they 

want.” 

                                                                      Zig Ziglar, "Secrets of Closing the Sale", 1984  

 

Now that you know the importance of communication and how to create your marketing message, the 
question is, how do you get the message to your target audience without blowing your bank account? 

We have seen that big companies can afford to mount expensive advertising and promotional 
campaigns. However, the small firm which is still struggling to get established in the market usually does 
not have a big marketing budget, if it has any at all. However, that should not lead to despair. You can 
still mount effective low-cost marketing campaigns that will bring results to your bottom line and enable 
your firm to grow to where you want it to be. 

Numerous entrepreneurs have started business on a small scale and managed to grow using the tactics 
that we shall now discuss. You can also apply the same after adapting them to suit your particular 
circumstances and target market. 

 

Guerilla marketing principles 

The guerilla marketing strategy has been used successfully by small to medium firms over the years, 
enabling them to prosper in spite of intense competition from the bigger players. The secret to the 
success of this strategy lies in targeting a niche market segment which is just profitable for you but not 
big enough to attract bigger firms. By thoroughly meeting the needs of that niche segment, you are 
guaranteed success. 

For example, consider Steve Warrington’s successful on-line venture selling ostriches and every product 
derived from them (www.ostrichesonline.com). Launched for next to nothing on the Web, Warrington’s 
business generates annual sales of $4 million-plus. Visitors to the site can buy ostrich meat, feathers, 
leather jackets, videos, eggshells, and skin-care products derived from ostrich body oil. (Paul Davidson, 
“Entrepreneurs Reap Riches from Net Niches,” USA Today, April 20, 1998, p. B3.) 

For guerilla marketing to work for you, certain conditions have to be observed. First, this strategy will 
only work for a small company. When your firm grows, you will need to change the strategy. Second, as 
Sun Tzu says in his treatise “Art of War”, you have to be flexible; you must be able to bug out at a 
moment’s notice. 

Here are two paragraphs I particularly like from the book: 
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“It is the rule in war, if our forces are ten to the enemy’s one, to surround him; if five to one, to attack 
him; if twice as numerous, to divide our army into two. 

If equally matched, we can offer battle; if slightly inferior in numbers, we can avoid the enemy; if quite 
unequal in every way, we can flee from him. Hence, though an obstinate fight may be made by a small 
force, in the end it must be captured by the larger force.” 

Guerilla marketing does not change the rules of markets; when it comes to direct competition, the 
bigger firm will beat the smaller firm. What this strategy does is to avoid direct competition by targeting 
a niche that is too small to be attractive to a competitor. You then satisfy that market so as to leave no 
room for anyone else to come in.  

Here are the principles of guerilla marketing: 

1. Presence: you have to find ways to make yourself known by your target market at all times. 
These may include email; forums; discussion boards; radio; magazines; blogs; yellow pages. 

2. Activity: you should always be on the lookout for opportunities to make your products known at 
all times and work on them. 

3. Energy: you must be marketing all the time, “360 degree” marketing! 
4. Networks: you must always be looking to make contacts and develop networks.  Relationships 

are very important in guerilla marketing. 
5. Smart: your marketing activities must be smart; do not offend customers or turn them off; e.g. 

by sending spam emails or irritating text messages, or being overly pushy. 

Guerilla marketing has certain advantages over traditional marketing methods. These include the 
following: 

 Flexibility – because of their small scale nature they can be adapted quickly and relatively easily 
in response to change 

 Low Cost – one of the founding principles – ideal for firms who do not have massive marketing 
budgets 

 Targeted – designed to reach the target market – reduces waste and ineffectiveness 

 Simple – many of the methods are simple and easy to use and implement – ideal for the smaller 
business 

The communication tactics that will be used by the guerrilla marketer are: 

a) Non traditional advertising, which includes using internet pop up ads; banner adverts; access 
registration / subscription; web blogs.  

b) Word of mouth: getting satisfied customers to spread the word about your products. You may 
offer rewards to people who get a certain number of referrals. 

c) Stickers, flyers, badges etc that you may give out to people to raise awareness about your 
products. 
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d) Peer marketing- putting people of similar interests, ages or segments together to generate 
interest in your product. 

e)  SMS text messaging. 
f)  Free consultations and product demonstrations. 
g) Live commercials- paying people to use your products in a particular setting; e.g. .you may get a 

group of young people to promote the consumption of your drink in a club. 

One company I have seen successfully employing guerrilla marketing techniques is the internet cafe 
called The World Trade Centre located in Harare. I first noticed this company when I saw some guys 
giving out printed flyers in the streets of the city centre a few months back.  The flyers were advertising 
some limited special discount.  Some weeks later I decided to check out the place, out of curiosity. 
Although the discount offer was over, the place was packed. I discovered that people got hooked by the 
excellent service offered, as well as by the many extras such as refreshments and music videos while 
waiting.  

Neighbourhood marketing techniques  

One of the most effective ways for you, as a small business owner, to compete with big name and big 
budget companies is to use the power of neighbourhood or local marketing.  

Neighbourhood marketing is a system that concentrates on building your business around the market 
segment that is located within your local area or neighbourhood.  You focus on the people and 
businesses located within say five to ten minutes drive from your company.  You focus on satisfying the 
specific needs of these people using tools that are already at your disposal: your employees, your 
products and services, and a database of your customers and internal merchandising strategies. By 
developing these areas to make them the best possible and leveraging these tools just within your 
neighbourhood, you’ll be able to take your company to new heights and grow your sales consistently.  

As you focus on your local neighbourhood, you will realize that using mass media to advertise your 
business will not even be an option for you. Why pay for mass media TV and radio advertisements that 
cover the whole of Zimbabwe when you market is say the Hatfield neighbourhood? No-one will travel all 
the way from Gweru or Mutare just to see you.  

So where do you start? You begin by being a good neighbour. Maintain the appearance of your business 
and keep it clean and professional. Be sure that your location is meticulously maintained and looks like a 
place you are proud to pull up to each day.  An unkempt or untidy business gives customers the 
impression that this is how you will conduct business.  

Next, look for opportunities to get involved in neighbourhood functions, such as sponsoring a school 
fete, a sports day or a children’s sports team.  Years back, general store owners used to know the 
names, birthdays, anniversaries, fortunes and misfortunes of each and every customer. These store 
owners were involved in their communities, churches, local festivals and fundraising events. You can do 
the same in your neighbourhood.  
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Whether you operate a restaurant, flower shop, dental surgery or some other neighbourhood business, 
be on the lookout for new neighbours. New people usually spend more during their relocation phase 
and are willing to try new products and services.  Giving them special discounts will glue them to you in 
this crucial habit forming stage. One of the most effective things you can do is create excitement about 
your business. Think of low cost things that can create a buzz about your business, things that will get 
people talking. Word of mouth advertising is the best method of attracting customers that you will not 
have to pay for. 

Neighbourhood marketing is about relationships, creativity, great service, great employees and knowing 
your customers and exceeding their expectations.  

 

Stop selling and start building relationships! 

Human beings are creatures of habit. Management guru Peter Senge once said: “People don’t resist 
change. They resist being changed.”  

 People like to do business with people they know; who are familiar to them. An excellent low cost way 
of getting and retaining customers is by building relationships with your customers.  Making your 
company indispensible is a vital key to marketing success. It adds value and enhances your brand and 
positioning against competitors. Here are seven relationship building strategies that will help you 
transform your firm into a valuable resource: 

1) Communicate frequently. Do not just reach out to customers to tell them about product offers and 
when you are having a sale. For best results, you should communicate frequently and vary the types 
of messages you send. Instead of a constant barrage of promotions, sprinkle in helpful newsletters 
with useful information, hints and advice. You can use e-mail, direct mail, telephone and face to face 
communication. Customers should not feel under pressure to make a purchase when you 
communicate with them. Make them feel at ease with you. When they think of buying, you will be 
on the top of their list. 

2) Offer customer rewards. Customer loyalty or reward programs work well for many types of 
business. For better effect, the program should offer incremental rewards so that the more 
customers spend, the more they earn. Whenever possible offer the rewards in products that remind 
customers of your company. As an example, a restaurant may offer a meal voucher to customers 
who eat there a certain number of times. Wimpy used to offer a discount to customers who 
purchased a certain number of meals.  Recently I saw an advertisement on South African television 
offering a reward program to consumers of Coke Zero! 

3) Hold special events. Your company could sponsor a special event such as a golf-tournament or a 
braai party. Such an event allows you and your staff to interact with your best customers.  You just 
need to choose the venue most appropriate for your unique customers and business. Such events 
will not cost you the earth but will endear you to your best customers. Many big companies already 
do it; you can imitate them on a small and affordable scale. 
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4) Listen to your customers.  When it comes to customer relations, listening is every bit as important 
as telling. Use every tool and opportunity to create interaction.  Tom Peters encouraged such a 
customer focus approach in his book In Search of Excellency. Such an approach helps the customer 
form a judgment of satisfaction. Since satisfaction is the province of the customer, the only way to 
know if a customer is satisfied is to ask.  When customers get the feeling that they are “heard”, and 
that you really care, they feel a rapport and develop a relationship with your company. It reinforces 
in the customer’s mind the positive aspects of the experience. It helps get at lingering or unspoken 
needs, and expectations and allows you to loop back into the approach to meet these needs. And it 
provides immediate, frequent, and very powerful feedback to the service provider.  You can use 
such tools as e-mail, postage paid envelopes, comment forms, dedicated phone lines or any other 
tool that makes it easy and convenient for customers to say what they feel. 

5) Enhance your customer service. Do you have a dedicated staff or channel for resolving customer 
problems quickly and effectively? How about online customer assistance? One of the best ways to 
add value and stand out from the competition is to have superior customer service. Customers often 
make choices between parity products and services based on the perceived "customer experience." 
This is what they can expect to receive in the way of support from your company after a sale is 
closed. Top-flight customer service on all sales will help you build repeat business, create positive 
word-of-mouth and increase sales from new customers as a result. 

6) Visit the trenches. For many entrepreneurs, particularly those selling products and services to other 
businesses, it's important to go beyond standard sales calls and off-the-shelf marketing tools in 
order to build relationships with top customers or clients. When was the last time you spent hours, 
or even a full day, with a customer: not your sales staff, but you, the head of your company? There's 
no better way to really understand the challenges your customers face and the ways you can help 
meet them than to occasionally get out in the trenches. Try it. You'll find it can be a real eye-opener 
and a great way to cement lasting relationships. 

7) Build marketing relationships. When cash is tight, it may be useful to build marketing relationships. 
You can forge a partnership with another firm that offers products and services that are 
complimentary to yours and share marketing costs.  You may also help to market each other’s 
products to your different clients.  For example, an accounting firm can partner with a payroll 
services provider. The accounting firm recommends the payroll firm’s services to their clients in 
return for the payroll firm recommending its clients to the partner accounting firm.  

Service with a smile brings in customers to your service business 

So far we have focused our attention on marketing products. Now let us look at how we apply low cost 
strategies in marketing services. 

Marketing services is different from marketing physical product which can customers can see, feel and 
taste after buying.  Services are bit tricky because they are intangible, inseparable from the service 
provider and highly variable in terms of quality. 
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Customers seeking to purchase a service judge the quality of the intangible service from the physical 
evidence that they can see: the place, people, equipment, communication material, symbols and price. 

 The following tactics will help you win customers and build sales for your service business. 

1) Find a way to differentiate. Make the physical aspects of your service business stand out from the 
rest.  Do not use the “me too” marketing themes everyone else is using. Identify the unique benefits 
that you provide and make them the central focus of your marketing message. 

2) Develop and use a clear marketing message.  Communicate who you work with, the challenges 
they face and the solutions you provide. The message must be directed to a specific target market 
and should hit a nerve. A vague message that does not hit on the real problems that customers face 
is less effective. 

3) Develop marketing materials. Marketing materials are what come after your main marketing 
message. Once you have someone’s attention and interest, you need inform information so that 
they know of you will be able to help them or not. Your marketing material will include a brochure, a 
website or a presentation. These will explain your services in more detail, the prospect’s situation, 
the challenges faced and the desired outcomes and solutions.  You should also include case studies 
of clients you have successfully worked with; the  benefits, features and advantages of your services; 
a background on you and your firm for credibility; and the call to action so that the customers knows 
what to do next. 

4) Focus on value addition. Instead of competing on price as is often the case with products, you 
should communicate the value that customers get from your service. For many service businesses 
price is a sign of quality. Focus on what customers want most, and find a way to bundle those 
features into your mix. This will increase the perceived value of what you offer and give your 
company a competitive advantage.  You may even be able to raise your price on higher-value 
offerings. 

5) Market to existing customers. For service businesses, the sale does not end with a purchase: It’s the 
beginning of a continuing relationship. Satisfied customers could become repeat buyers. Build a 
database of your customers and put in place a program to keep on marketing to them.  Selling to 
current customers costs less and yields significantly higher revenue than marketing to new 
prospects.  To build sales, use direct marketing, including e-mail and direct mail, to offer special 
promotions to your customer base throughout the year. 

6) Win more referrals. Create marketing tools that your referral sources can use with your prospective 
clients. These could include brochures and flyers that your sources can pass on to qualified 
prospects. Your may also rewards to your sources or customers who successfully refer clients to you. 

7) Raise your visibility.  To reach potential customers across multiple channels, consider expanding 
your advertising to media that customers turn to when they are ready to buy, such as the Business 
Directory Yellow Pages, industry and sector publications such as those published by Zimtrade and 
local business associations. You may also place adverts on the websites frequented by your target 
market.  And don't overlook PR as a means to increasing your reputation in the community. You can 
sponsor events, write articles for publication, offer yourself as a speaker and participate in a range 
of networking opportunities that allow you to build positive word-of-mouth. 
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8) Opt-in e-mail: E-mail is a low-cost, high-return way to enhance customer relationships and increase 
sales. E-mail campaigns can be conducted for a fraction of the cost of other tactics and can be 
executed in weeks, not months. The key is to e-mail as often as twice monthly, but only to an in-
house list of members who have agreed to receive e-mail from you. Keep the content extremely 
relevant, and you'll see response rates climb. 

Practical no-cost promotions to get you more customers 

 There are numerous ways that you can promote your business at low or no cost to attract more 
customers and grow your business. The following ones are simple and practical. Adapt them to fit your 
particular business and target market. 

1) Ask your previous customers to write a letter of referral that you can show to prospects and post on 
your website. As they give you these letters, they will realize how the referrals are important to you 
and will remember to refer more people. 

2) Get free publicity in the newspapers. Contribute to current issues or make a comment on a major 
event, giving your knowledge and expertise or showing how your company is playing a role in 
solving the problems involved. This is not a platform for directly advertising your products, but it’s a 
good way of generating publicity for yourself and your company so that the public views you in a 
positive light. Later when they see your products they will have positive associations with them.  
Emphasize how you are benefiting the community, such as by employment creation, environment 
protection or earning foreign currency for the nation’s benefit. 

3) Speak at events.  Speaking at an event in front of potential customers and the media helps you sell 
yourself and your company. Being seen as an expert in your field boosts potential customers’ 
perception of you and your products or services.  By not making a sales pitch but talking on a useful 
topic, you gain respect and trust. If you cannot get a place to speak, volunteer in some capacity. 
That way you will meet more decision makers and make useful connections than you will make just 
walking around.  

4) Network online. Starting a Facebook page and regularly posting pictures and stories about your 
products helps communicate your marketing message to a growing number of people at very low 
cost. By expanding your network, you get known by more and more people as a result of the 
network effects. Although such networks are mostly for social networking, you can use them to 
promote yourself and your products by posting interesting pictures, stories and ideas that involve 
your products. 

5) Offer an exceptional experience.  This is one of the best ways of getting repeat customers and also 
new customers from free word of mouth advertising. Be excited about your products and offer 
service beyond customers’ expectations. The effect is contagious and customers will be happy to 
spread the word around. 
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Networking 

A very effective way of communicating your marketing messaging is by using the amazing power of 
networks.  Robert Metcalf, the inventor of Ethernet, showed the power of networks mathematically in 
the 1970s. Metcalf’s Law states that the value of a network increases by the square of its nodes or 
components. This formula relates to computers and communication technology, but network effects 
also work in economics and business. The more members there are in a network, the cheaper and faster 
it is to spread information to them.  

It’s not what you know but who you know that counts.  Skill and grit will only get you so far. As an 
entrepreneur, if you don’t have a network you will keep reinventing the wheel.  Attending events, 
seminars, workshops, trade association meetings- essentially going any place where prospects are 
found, is one of the most effective ways of marketing your products and services. You need a fat 
Rolodex in order to grow your business.  The more direct contact you have, and the more people you 
know, the better the chances that opportunities will coming knocking on your door. Remember that the 
goal of marketing is to tell Opportunity where the door is. 

You can easily grow your network by joining business associations such as the local chamber of 
commerce, as well as social and charitable organizations such as the Rotary Club and the Lions Club. 
Your local church also presents a networking opportunity. 

My firm, Admiral Business Systems (Pvt) Ltd, has over the past years been providing effective 
networking platforms for entrepreneurs. Through hosting workshops and seminars aimed at SMEs we 
have been able to get new and existing entrepreneurs together, providing opportunities for the 
exchange of information and contact details among business owners, potential customers, suppliers and 
service providers. By bringing your marketing materials to such events, you can spread the word about 
your business to a targeted audience at a very low cost. To benefit, you need to master the art of 
networking and come well prepared to market yourself and your products or services. To find out more 
about upcoming workshops and seminars please check my blog website regularly. The address is: 
http://chichonip.wordpress.com. 

Here are five habits you must develop or improve on in order to network effectively: 

a) Sharing: It is important to know how to give to others. Networking just wouldn’t be networking 
if we didn’t share. We build stronger relationships with people when we are willing to share our 
resources, including our time, money, connections, information, knowledge and skills. People 
appreciate us if when we are willing to give to the relationship.  People who give are 
approachable, and they reap the benefits of reciprocity. 

b) Patience: patience is virtue when it comes to networking.  Fast paced networking builds shallow 
relationships that offer little or nothing to the value of your business. On the other hand, patient 
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networkers build deep, long-lasting relationships that significantly impact the growth of their 
business. Establishing a network that has depth far exceeds one that is shallow and frail. 

c) Work for it: Nothing in life worth having comes easy without hard work. Networking is the same. 
That is why it’s not called NET-SIT or NET-EAT. Building relationships takes time, effort and 
energy. It also takes commitment and dedication to the process.  However, the reward of such 
hard work will be beyond what we can even imagine. 

d) Say thank you: Saying “thank you” shows your gratitude, expresses your appreciation and 
further solidifies the relationship.  I can assure you that a written note of thanks for the efforts 
of a referral partner will enhance the possibilities of that person referring you again.   

e) Follow up: One huge component of networking is following up and, more importantly, doing it 
consistently. Meeting people and building relationships means very little if we never bother to 
follow up with them. Collecting business cards and not bothering to follow up with the people is 
just a waste of time. 

Marketing to other businesses 

If you're marketing to other business owners, you need to offer the 7 things they want most--and learn 
how you can deliver them. For many business owners, marketing to fellow entrepreneurs is job one. The 
challenge is that entrepreneurs are time-strapped multi-taskers who are also relatively risk-averse--
making them a difficult audience to reach and persuade; of fellow entrepreneurs are your bread and 
butter, your marketing must meet their unique needs and requirements to motivate them to take 
action. Here are the top seven things entrepreneurs want from marketers, and important tips on how 
your marketing program can deliver them: 

1. Increased sales: Most business owners say their primary objective is to increase sales. Will buying 
your product or service help your prospects achieve that goal? If the answer is yes, put that benefit front 
and center by making it one of your most important marketing messages. When you help your 
customers grow, you become an indispensable part of their success. 

2. Safe choices: Being a business owner requires taking calculated risks, from buying inventory or 
acquiring office space to hiring employees. But when it comes to buying outside products and services, 
entrepreneurs as a group tend to be cautious. Demonstrate that buying from you is a safe choice by 
providing a content-rich campaign. It should include customer feedback, in-depth product information 
and reviews where applicable, proof of your affiliations with national associations, and industry 
certifications. (SAZ, ISO etc) 

3. Maximum convenience: Business owners are always strapped for time. The truth is, running a growing 
business often requires long hours, making shopping convenience a major draw for entrepreneurs. 
Multichannel marketing--including, for example, a website, a brick-and-mortar store and a direct-mail 
campaign--is essential to building sales from this target group. The key is to provide a consistent 
branding experience, merchandise and offers, as well as top-flight customer service across all channels. 
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4. Ways to save money: Marketers who have experience targeting major corporate buyers as well as 
entrepreneurs will tell you it's often harder to convince entrepreneurs to part with relatively small sums. 
Business owners are likely to be spending their own money and are correspondingly conservative. 
Adding value to your offers will help overcome resistance. Depending on what you market, you can add 
features, bundle products together, offer VIP services and longer warranties, and more. If you market 
primarily online, free shipping can help close sales. 

5. Do-it-yourself solutions: Time-strapped business owners have just enough work hours to get their 
own jobs done--and they don't want to learn yours. Low-cost do-it-yourself solutions are appreciated, 
provided they're turnkey. Successful marketers of do-it-yourself products and services, from accounting 
software to e-mail list management, must focus on ease-of-use as a principal benefit. Bundle in free 
customer support for a winning combination. 

6. Reliability and performance: Entrepreneurs carefully consider the post-sale customer experience 
when making a purchase. They want to know that your company will be there to support what it sells. 
What guarantees or warranties does your company offer? To motivate business owners to complete 
sales, make reliability a central component of your marketing message--don't bury this information at 
the bottom of your marketing materials or website. And deliver top-quality customer service during the 
hours your business customers most frequently shop. 

7. Suppliers they trust: Entrepreneurs often prefer to work with other business owners they know and 
trust. Special events and networking are great ways to foster interaction with prospects. An event can 
be as simple as a lunchtime roundtable workshop or as elaborate as hosting the hospitality suite at a 
trade show. What matters most is that you create an opportunity to build positive relationships. 

 

 

 


