Marketing Plan

Core Marketing Message

Central to effective marketing is a message that speaks powerfully to the needs of your prospective clients.  This message is developed by first answering the following questions.

1.  You:  Who are you?  What is your purpose?

2. Service:  What business are you in? (Solution you provide)

3. Clients:  What clients do you serve? (demographics and psychographics)

4. Needs:  What are the needs of the clients you serve (problems, predicaments and pain)

5. Competition:  Who are your competitors?

6. Differentiation:  What makes you stand apart from your competitors (uniqueness)?

7. Benefits:  What are the core benefits a client receives from your service?

Verbal Expression of Core Marketing Message

When someone asks what you do, how do you respond?   RESPONSE:

1. Target Market – Say who you work with first.  Let your listener know your service is for them, not someone else.

“ I work with local businesses and military…”

2. Problem – Articulate the problem or predicament or pain you target market is experiencing in terms that are meaningful to them.”

“…who are having difficulty finding quality convention facilities that are well serviced and fairly priced.”

Pause – wait for a response or question.

3. Solution/Benefit – Tell them the solution and benefit to the problem you just articulated.

“We have a great convention facility because our staff training focus is customer service and our rates are very reasonable.”

4. Uniqueness – Tell them what makes you different from your competitors.

“We guarantee your satisfaction.”

Who Is Your Target Market?

The more specific you are about who your target clients are, the better.  Answer these questions about your clients and you’ll know how to speak to them, how to write for them, what to offer them and how to find them.

1. Demographics – What kind of company , industry, size, location – or for individuals – income, gender, education, etc.

2. Psychographics – What values, philosophy, interests, character best describe you clients?

3. Problems/Opportunities – Why do they need your services?  What’s not working or what do they want to work better?

4. Points of Contact – Where can you find these companies/people?  What do they read, where do they network, what media are they tuned in to?

Executive Summary of Your Business

Every business needs some kind of written materials to communicate what they offer and the advantages of doing business with them.  This format, called “An Executive Summary,” is the first page of your brochure or website.  It communicates the essence of what you offer.

1. Core Solution Statement – Simple phrase that communicates the essence of your solution.  

“We take care of you, so you can get on with business”

2. Problem – Discuss the problem, pain or predicament as to make it crystal clear that you both understand the problem and you understand their industry.

“It is difficult to find a quality facility that offers good service, good food and an uninterrupted working environment at a fair price.”

3. Solution – Discuss what is possible if you solve this problem.

“Having a facility that caters to business needs can only improve the quality of business and learning that takes place.”

4. How come? – Discuss why companies are stuck in #1 and not doing #2.

5. What you need to do – Discuss the steps necessary to resolve this issue.

6. Why us? – A statement of why you are qualified to provide the above solution.

Marketing Materials/Web outline

1. Executive Summary – One page outlining the essence of your services.

2. Need help? – This page goes into more depth about the problem/predicament. It lets the client know whether they have the kind of issue you can help them with or not.

3. Services – This page gives an overview of the various services you offer, how they work and the advantages and benefits of those services.  

4. Clients – This page provides list of clients you’ve worked with, testimonial quotes and case studies of various successful projects.

5. How we work – This page outlines the process of working with your company.  What you do, how you do it and when you do it.

6. About us – This page contains background material on the company and principals of you company, including philosophy, values and approach to client work.

7. Articles – Published or unpublished articles on areas related to your field of expertise.  The more you prove what you know, the more credibility.

8. Resources – Any other relevant material that would be of interest to a client – links to other web sites, a booklist, questionnaire, etc.

9. FAQ Page – Frequently asked questions are often useful in summarizing what you do and the benefits you offer.

10. Contact Us – What they need to do to be in touch with you and how you start working with clients.  Make sure this information is easy to find!

Promotional Strategies

Referral Strategy – How can you build on the network of those you already know?

Referrals come from both satisfied clients and those who know you thorough your reputation and the message you communicate through marketing.

1. Performance – How can you provide the highest level of work and exceptional service?

2. Communication – How can you communicate clearly, concisely and completely about your solution, services and overall business?

3. Just Ask – How and when can you ask for referrals and testimonials so your clients will be more than willing to provide them?

4. Rewards – How can you best acknowledge and reward referrals?

5.  Partnerships – How can you partner or joint-venture with others who offer non-competitive services to your

     target clients?

Networking Strategy – How can you gain visibility and credibility in a network of peers?

Networking - is a powerful way to be seen, get known and build trust amongst those who might use your service or refer you to others who need what you have to offer.

1. Where to Network – How can you pick the most appropriate places to network?

Chamber of Commerce

Professional Groups

Leads Groups

2. How to Network – How can you leverage networking activities to attract new clients?

Find Groups

Participate

Leverage

Writing Strategy – How can you gain credibility by communicating your expertise?

Writing /Publishing Articles – Writing articles is a powerful way to build credibility and visibility.  Your aim is to educate your prospective clients about your ability to apply what you know to their situation.

1. Titles and Topics – What is of most interest to your target audience?

2. Headlines – How can you get attention and interest and lead readers into reading the body of the article?

3. Writing an Article – How can you most effectively and efficiently produce a good article, suitable for publication?

4. Getting Published – How and where can you get your articles published?

5. Leverage – How can you use the articles you’ve written to leverage you business?

Direct Outreach Strategy – How can you best approach highly qualified prospects?

Direct Outreach Marketing means approaching a prospective client directly.  This can be an effective method if you have a strong referral or have a service that is highly and obviously beneficial to your potential client.

1. Targeting – How will you target which prospective clients to contact?

2. Research – What must you find out about these prospects before you contact them?

3. The letter – What must you say in a letter/advertisement to gain their attention, interest, response?

4. Follow-up – How can you make sure you connect under the most favorable conditions?

Keep-in-Touch Strategy – How can you use the Internet to stay in touch?

Keep-in-Touch Marketing simply means any method to stay in front of clients and prospective clients so they do not forget you when they need your services.

1. Content Strategies – What is the best type of content to include in your keep-in-touch marketing?  Tips and techniques, what we’re doing, info from other sources, etc. 

2. Formats – What are the best keep-in-touch formats for your kind of business?  Newletters, letters, calls, postcards or e-zines?

3. E-zine Strategies – How can you best use E-zines to keep in touch?

4. Technical side – What are some of the technical challenges and solutions for really effective E-zines?

Integrated Promotion Strategy 

An integrated promotion strategy means combining and intertwining the various parts of your marketing for the best overall impact and results.

1. Core Marketing Message – This is the foundation of all your marketing.

2. Web Site – Have all the information on your services instantly available.

3. Referrals and networking – Build trust through long-term relationships.

4. Speaking and writing – Establish both credibility and visibility.

5. E-zine – Make sure nobody forgets who you are and what you do.

The Persuasion Process

Persuasion starts where promotion leaves off.  When someone calls you, interested in your services, then persuasion begins.  But persuasion is actually happening anytime you are communicating about your services, verbal or written.

There are frequently many “conditioned aversions” to the selling process:

1. Attitudes – What attitudes do you have about persuasion and selling?

2. Feelings – What feelings do you have about persuasion and selling?

3. Beliefs – What thoughts and beliefs do you have about persuasion and selling?

Where do you need to come from for sell and persuade successfully?

1. Curiosity – What do you need to be curious about?

2. Caring – What do you need to care about?

3. Commitment – What do you need to be committed to?

In-Person Persuasion

When you meet with a prospective client face-to-face you are engaged in a conversation to determine how you can help this person achieve their goals.  You are also engaged in a conversation to build a case for you and your services.  You need to know how to balance these two in order to emerge with a win/win relationship.

What tone do you set for interest and receptivity?

Do you ask questions to learn about your perspective client?

Do you explain the benefits of your service?

Do you ask your client for a commitment?

Performance and Service

Like beauty, performance is in the eye of the beholder.  Doing a great job, providing quality service and delighting clients is a matter of understanding expectations and then exceeding them.  There are three powerful methods for doing just that.

1. Expectations – How can you communicate with clients so that their wants and needs are are made known? What does it take to effectively manage expectations?

2. Raving Fans – How can you go beyond satisfied clients to create “raving fans,” people who will actively spread the word about your services?

3.  Trust – What does it take to build real loyalty from clients that could not possibly be eroded by a competitor?

