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Introduction 
 
This handbook is for the small to medium sized business 

owner or professional service provider who is struggling to 
generate more revenue and grow their business.  

Most of the problems facing business today are nothing more 
than marketing problems. We are selling in challenging times. 
The economic outlook looked upbeat at the start of 2012, only 
to start flipping and flopping as the months went by. When you 
don't know what the future holds, it's intimidating. Your 
prospects and customers feel the same way. Right now, they're 
conserving cash and delaying purchasing decisions. When they 
do make a change, their risk tolerance is low and their 
demands for price concessions high. 

Your success in 2013 hinges on your ability to deal with this 
changing economy as well as beating the rapidly increasing 
level of competition with fresh strategies and implementing 
great marketing. 

What constitutes great marketing? Marketing creates and 
promotes products and services customers will pay for. Great 
marketing does it consistently better than the competition. 

 You need to step out of your comfort zone and start doing 
things differently. Your livelihood is at stake – literally.  

This eBook gives five steps that will help you succeed in 
selling more products and generating more profit in real time. 
True, some of the steps you may already know. But there is 
huge a difference between knowing something and doing it and 
getting positive results.  

One frontier that is changing the way we market and sell is 
the Internet. With the advent of affordable broadband and 
smartphones, nearly everyone has access to the internet, 
making it a very important media for reaching customers. This 
topic will be covered in the next eBook, so make sure not to 
miss it. 
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It's not easy to adjust to today's challenging market 

conditions. But, if you don't take immediate action on at least 
three of the following strategies, you're setting yourself up for 
some tough times. So let's get going ... 
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1. Start with clear goals 
 
Every great achievement, every success story in the history 

of mankind, starts with a clearly defined goal. Until you have 
unequivocally made the decision that you want to succeed or 
achieve something, you will be wasting your time.  

One benefit of a goal is that is focuses your attention. It 
forces you to focus all of your attention, resources, and energy 
on a single objective, rather than a range of disparate and even 
conflicting goals. That can be incredibly powerful. People 
without goals diffuse their energy across multiple objectives. 
But have them train their sights on something specific and you 
will begin to see results. 

Your marketing strategy goal is a certain problem you want to 
solve, or a result you want to achieve. With your team or 
business advisor, state that out loudly and also put it down in 
writing.  

Example 1 
o What is the problem?  Low profit or losses. 
o Cause? Low sales volumes. 
o Cause? Not enough people buying. 

 
Goal: To achieve a net profit of $20,000 in 2013 through 

selling at least 40,000 units of our product at a net margin of 
$2.00 each. 

Goals should be clear and best stated in terms of the bottom 
line, which is the net profit, or the money that you will have in 
the bank after running your business for the year. 

Goals should also be viewed in the context of customer 
satisfaction, product and service quality and market size and 
need. Always analyze to see if the goal is achievable in the 
current and also in changing economic conditions. 
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Three mistakes to avoid when setting goals 
 
A recent Harvard Business School research pointed out the 

following three mistakes that often scuttle business plans.  
1. Goals that are too specific.  Goals can be too specific. 

The biggest problem is when you set the wrong goal. 
Remember Enron? Their goal was laser-focused on hitting 
revenue targets -- so much so that bonuses and other 
incentives were pegged to sales, when a much better goal 
would have been to target profits.  

Another side-effect of excessively targeted goals is that you 
can become blind to important, but seemingly unrelated, 
issues. A tragic example of this is the Ford Pinto, which had a 
tendency to explode in rear-end collisions. The automaker's 
goal was to bring the car to market, overriding safety concerns.  

2. Too many goals. Individuals with multiple goals are prone 
to concentrate on only one goal. But which one? Research 
shows that when we have both quantity and quality goals, we 
will focus on meeting the quantity goals because they are 
easier to achieve and measure. The lesson here is to strip 
away as many of your goals as possible and focus more 
intensively on a smaller number of objectives. 

3. Inappropriate time horizon. We see this play out every 
quarter in the stock market. For many companies, it's all about 
hitting this quarter's earnings, even if that harms long-term 
growth. It's the kick-the-can approach to goal achievement. And 
if your time frame is off, your goals may act as a ceiling to 
performance.  
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2. Develop action plans 
 
Once you have defined your goals, you now have a 

destination, the place you want to go. The next step is to map a 
plan of action explaining how you will get there. 

The starting point is to define the place where you are 
standing, your current situation.  

Again with your team or another objective person, analyze 
the business’ position. 

You need answers to the following questions in the context of 
the goal defined in Section 1: 

 
• What was the net profit level for the previous period? 
• What were the main causes of the unsatisfactory results? 
• What do customers think about our business and our 

offerings? 
• How is our quality compared to competitors and according 

to customers’ perceptions? 
• How do customers feel about our sales, distribution, 

fulfilment, after sales service, etc? 
• Do we have the human resources needed to achieve the 

goal? 
• Does the business have the capabilities and resources 

necessary to achieve the goal? 
 
Analyse customer feedback, which your staff can tell you if 

you ask them, or you could ask some customers for their 
honest and anonymous feedback. 

You also need to analyze the marketing and promotion 
methods you have been using. List the methods you used and 
explain the results you obtained from each one. 

Did you place advertisements in the various press or media? 
What results did you get? 
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Did you run promotional campaigns, distribute flyers or run 
price discounts? What were the results? 

The purpose of analyzing the current situation is so that you 
can make changes in order to improve: doing more of what 
works and stopping activities that produce no or insignificant 
results. 

 
Action plans: attack strategy quarterly 
Try not to look at planning as an obligatory to-do, but as a 

way to solve tangible problems like generating awareness and 
improving credibility.  

A marketing plan should be a written document, not 
scratchings on a cocktail napkin or recalled from memory. To 
take your business to the next level requires preparing a written 
marketing action plan every quarter. Without a 90-day 
marketing GPS to guide you to your destination, treacherous 
roadblocks and time-consuming detours can keep you from 
reaching your goals. Even if you are a one-person sales 
department, you should know where your leads are coming 
from.  

 Begin developing a strategy-driven marketing action plan 
every 90 days. Marketing plays a vital role in successful 
business ventures, yet its systematic implementation is often 
overlooked by many sales people. Put down on paper how you 
are going to do three things: 

-- Generate leads for the sales team 
-- Build awareness of what your company sells 
-- Enhance the credibility of the organization 
 
Think strategic first 
 Too many individuals believe that the tactical plan -- the 

newsletters, press kits, trade shows, banners, toll-free 
numbers, display advertisements, logos and giveaways -- 
comes before the strategic plan. Those promotional, publicity 
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and advertising tactics (and there are hundreds to choose from) 
should be contained within a well-orchestrated marketing action 
plan. But first create your strategic messages that will generate 
leads, build awareness and enhance credibility. 

Your plans for action should state specifically what needs to 
be done in order to achieve your overarching goals. The plan 
must have specific concrete steps that need to be taken to 
increase sales and get more profit. 

Here are the main steps you can take to increase sales: 
• First create your marketing message. 
• Build awareness of what your company sells. 
• Enhance the credibility of the organization.  
 
To create an effective marketing message, think of your 

product as a verb. Suppose your company makes glue. If you 
think that you sell glue (a noun), you'll talk about features and 
functions. If you think you sell gluing (a verb), you'll talk about 
the role your product plays in your customers' business. You'll 
sell more as a result. 

Your marketing message must be in the proper syntax, or 
order of words. This should go like:  

• “We provide [this solution] 
• To customers [with certain problems or aspirations] 
• So that they [get this outcome] 

 
For example, to quote the dental equipment salesman in the 

Samuel L. Jackson movie, The Man  “We provide quality 
precision instruments to professionals who demand the very 
best.” 

An effective marketing message must meet the following four 
“C”s: 

• Comprehensible- it must be able to be clearly 
understood by listeners 
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• Connect- it must connect with the customer. That is, it 
must be able to trigger emotional responses, like anger, 
excitement, happiness etc. It must bring out the spark of 
interest in every audience that will drive them to action. 

• Credibility- your audience must believe what you say. 
• Contagious- the message must be able to be spread 

and echoed by your audience. 
 
Condense Your Message to as Few Words as Possible 
 
Your customers are constantly being bombarded with new 

information. The noise is so deafening sometimes that your 
most important message can easily get lost in the shuffle. What 
are you trying to tell me? What do I need to know about you 
and your products? What is it you want me to remember about 
you, your company? 

Everybody's talking at once, saying so much, that customers 
can no longer remember what we started talking about in the 
first place. Tweets are flying through the atmosphere as thick 
as a flock of birds, filling minds with an endless stream of 
useless information, and crowding out the few things that were 
really worth knowing. 

Why is this so important? Because the world is noisier now 
than it's ever been, the competition is tougher and more global, 
and your customer is being bombarded around the clock with a 
massive stream of messaging that makes it ever more difficult 
to remember you and your company. 

What can you do about it? Focus on simplicity. To be truly 
memorable, to be the one product or service that people 
remember when the dust settles, you need to narrow down 
your message, streamline your sentences, cut out all the fluff, 
and deliver one--yes, just one--strong, simple message, and 
deliver it clearly and concisely. 
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One of the most valuable skills in the world is the ability to 
explain complex concepts in simple, easy-to-understand terms. 
Writing lots of words is easy. 

Making your point with an absolute minimum number of 
words is really hard. Yet it is so much more effective. Mark 
Twain once said: "I would have written that shorter, but I didn't 
have the time." Find the time. 

Imagine you had a quick minute to tell a potential customer 
why he should do business with you. Because in today's world, 
that's all you have anyway. Write down what you want to say. 
Now cross out as many words as you can, each time reading 
the sentence again to see if it still delivers the point you want to 
make. Keep crossing out words until you have created the 
shortest sentence you possibly can. 

Next, go to one person and deliver your simplified pitch. As 
soon as you are done, have that person tell a person who 
wasn't in the room what you just said. The goal is this: if a 
person who hears your simple message can repeat it pretty 
accurately to the next person who asks what your company 
does, you've got it right. If they don't say exactly the words you 
want repeated--to build your brand and establish your 
company's unique value--go back to the drawing board and 
simplify it some more. 

Keep it brief, straightforward, and clear. Eliminate any 
industry-specific jargon. Avoid the noise and clutter. 

There is an elegance in simplicity. Simplicity does not mean 
removing features, benefits, or services from your product. It 
means distilling what's most important about those features, 
and explaining them in the fewest words possible. Go ahead, 
write yours down, and get busy crossing things out. 

 
Build awareness of your products 
There is a myth which goes like “Build a better mousetrap 

and customers will beat a path to your door.” Well, it is a myth. 
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With so many competitors in the market it does not matter 
much how good your product is. People have to be aware of 
your product if they are going to buy it. 

There are many ways you can build awareness of your 
product. Advertising through various media is one way. You 
can also use word of mouth, email, the internet and social 
media to get your message across to potential customers. 

Many small business owners do not put enough effort in 
building awareness of their products and services. Some focus 
on producing a product or service while neglecting this 
important part of marketing. You cannot grow your business if 
you don’t work on getting increasing numbers of people to 
know you and your business. 

 
Enhance the credibility of the organization.  
Keeping customer loyalty is one of the greatest challenges in 

business. This can be especially difficult if your product or 
service is offered elsewhere on the market for the same quality 
or price. It used to be if a client liked or trusted you as an 
individual, it would be enough to win and hold on to their 
business. But in today's more competitive and educated 
marketplace, that's often insufficient. 

Now, clients must not only like and trust you, but they must 
also see you as an expert in their industry—and that's just to 
make the initial sale. To retain your client's loyalty, you must 
also develop relationships across the client's organizations—
broadly and deeply—to ensure that you maintain your 
reputation even if your primary contact leaves the company. 

Before a customer moves forward to do business with you, 
they must like and trust you as the face of your company. That 
means balancing your personal relationship with the client with 
your transactional relationship with the client. 

When you call on a client, is it always about reordering, 
upgrading, or some other conversation that requires the client 
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to make a payment? If so, you're heavy on the transactional 
relationship and constantly asking for money, which is going to 
wear on the customer eventually. 

Instead of focusing on the sale first, make the client feel like 
you care about them. I'm not talking about conversations about 
your kids, though that small talk is a great way to personalize 
the relationship. What's more important is to make the client 
feel that you care about his success. 

By cultivating a personal relationship with your client, you add 
intangible value to your services. Your personal relationship 
with the client is the first layer in developing loyalty, but today's 
customer is much savvier than the customer of three to five 
years ago. Not only must they like you, but they must see you 
as a resource that will help them move their business forward 
and meet their goals. 

Establish yourself as a resource for your clients. Introduce 
them to potential customers or employees when you see a fit. 
Put them on a client advisory panel, asking their opinion and 
input, which will give them an intrinsic sense of ownership and 
investment in your company and service. 

Ensure that your company and you as an individual are 
participating in thought leadership, conferences, professional 
development, and other reputation-building activities. 

Many studies have shown that around two-thirds of clients 
that leave a provider do so because they feel their company 
has become indifferent to their needs. Ensure that your clients 
never fall under that misconception by fostering a relationship 
outside the sales process. 

. 
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3. Establish measurement metrics 
 
As the plan gets going, and business gets going, how will you 

know if your plan is even working? How will you judge 
performance? How will you compare your plan to your actual 
results in order to review and revise your plan? 

All of that takes establishing the measurement – the numbers 
– as you develop your plan. Don’t worry about guessing the 
future correctly, because nobody does. Just make the 
assumptions logical and the guesses numerical, so you can 
test them when you’re underway, and revise them as results 
come. 

You can potentially double your profits by measuring the 
results of your marketing. Some weapons hit bull's-eyes. 
Others miss the target. Unless you measure, you won't know 
which is which. 

Effectiveness of traditional media advertisements, like 
newspapers, television or radio, can be measured by the 
number of new enquiries you receive after launching a 
campaign. These could be telephone enquiries to specific 
phone numbers that you mention in the advertisements. 
Alternatively you could refer potential customers to your 
website and analyze the change in numbers of clicks or visits to 
the site. 

Standard numbers for measuring social media could be traffic 
generated, tweets, updates, likes, re-tweets, increase in sales 
and orders for special deals. 

Measuring will help you see which medium is working for 
your business in bringing in customers. Use different media at 
different times so as to pin-point effectiveness. For example, 
you might find more responses from an advertisement in a 
weekend newspaper than in a mid-week publication. Tweaking 
different media options will show you a picture of what works 
best and what is ineffective. 
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Your marketing message may also have an impact on 
customer responses. You need to tweak the marketing 
messages until you find the ones that more customers respond 
to. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

4. Commit your people and resources 
 
Committees, groups, and meetings don’t actually achieve 

anything for a real business. It takes people. So an action plan 
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must include very clearly defined tasks and responsibilities. 
Who does what? Make that very clear. 

There must be one person who is accountable for each major 
task or result. This avoids the confusion and throwing around of 
blame that occur when multiple people are involved in a 
solution. 

David Packard, the iconic cofounder of Hewlett Packard, 
once said, "Marketing is too important to be left to the 
marketing department." Besides being true, Packard's insightful 
statement points out the greatest challenge of marketers 
everywhere. Everybody has an opinion, everybody wants to 
have a say and everybody thinks their "focus group of one" is 
more important than the actual target audience.  

Maybe that's why there's so much bad marketing out there. 
There's no accountability.  When a person is responsible and 
accountable for an outcome, he or she will have no choice but 
to be fully committed. He will push subordinates and others to 
get results. 

 
Even subordinates must have their tasks clearly defined. 

Spell it out. Who will be responsible for the key tasks of your 
marketing plan? 

An effective marketing plan covers the following major tasks 
and strategies, to which responsibilities must be assigned 
among your people: 

 
a) Market Review 

• Trends Overview 
• Market Segments 
• Target Market (Primary and Secondary) 

b) Competitive Overview 
c) Product and Business Overview 
d) Strengths, Weaknesses, Opportunities, Threats 
e) Goals and Objectives 
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• Sales Objectives 
• Marketing Objectives 

f) Strategies 
• Positioning 
• Product 
• Pricing 
• Distribution 
• Promotion 

g) Action Plan and Implementation 
• Media Mix 
• Schedule 
• Budget 
• Assignments 

9) Tracking and Evaluation 
• Response Tracking Procedures 
• Sales Reviews 

 
 
Budget the Resources 
Some business owners believe that marketing is an optional 

expense. This is one of the most tragic mistakes 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. 
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5. Track and follow up  
 
 
Like everything in planning for business, the marketing action 

plan is only as good as the actions it causes. Goals, actions, 
tracking, and people lead to a review-and-revise session 
scheduled in advance on a regular basis, like once a month. 

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. The internet now 
enables you to track customers’ history online, giving you 
insights into their shopping and purchasing habits. 

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. 

Look at your goals and targets and compare them to actual 
results, discuss the reasons for the difference between plan 
and actual, and revise the plan. You also need to review the 
performance of the individuals and specific tasks against their 
numeric measurement.  

That is how you manage your marketing in order to get 
results and accelerate your growth. 
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6. Sell more by selling smarter 
 
Some entrepreneurs fail to grow their business because their 

marketing is not targeted enough. In this age of stiff 
competition, informed and educated customers, the best way to 
get good customers is to target a niche that you can satisfy. 

Contacting more potential customers usually doesn't create 
proportionately more sales, because you spend time with 
people who aren't likely to buy. The same is true with sending 
vague marketing messages through all sorts of media. 

 Instead, use online research to prioritize opportunities on the 
basis of who's bought in the past.  

Decide from the start that you're absolutely not going to sell 
anything that the customer doesn't really need. Rather than 
doggedly trying to sell, find out quickly if there's a match. If not, 
terminate the conversation and move on. 

When speaking with a customer, don't give a pitch about 
what your product can do. Instead, have a conversation about 
what the customer needs. Ask intelligent questions so that the 
two of you can discover when and how (and if) you can work 
together.  
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Find more resources 
More resources to help you develop and improve your 

marketing and grow your business are available at the 
BusinessLink Community website, http://smebusinesslink.com, 
look on the Marketing pages and you will find numerous useful 
articles on this important subject. 

The handbook “High Impact Low Cost Marketing Strategies 
for SMEs” will provide you with more detailed information and 
advice to help you develop an effective marketing strategy, 
especially if you have a low budget for your marketing. For 
details of stockists, see the last page of this handbook or check 
the website. 

 
Join the BusinessLink Community 
BusinessLink Community is a network of high performance 

entrepreneurs who want to accelerate the growth of their 
businesses. What we do is we provide insights, resources and 
opportunities to make it happen.  

You can subscribe at our website http://smebusinesslink.com 
and start receiving our weekly newsletter, post updates and 
information on upcoming events. 

 


