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Marketing Workbook

A Marketing

Workbook
Forward

This marketing workbook is intended to help you develop a quality marketing plan to help bring in new customers and hold on to existing customers! 

1.  Think of your customers not in terms of their one-time purchase, but rather, in terms of the collective purchases they would make over a lifetime of patronage.
  Example: Stew Leonard’s, a grocery store focused on the EXPERIENCE of shopping:
The owner, Stew Leonard, says that he sees $50,000 flying out of his store, every time he sees an unhappy or “sulking” customer.  WHY? - He looks at his average customer spending $100 per week, shops 50 weeks per year, and remains in the area about 10 years!!!  And worse, he says this can be magnified if the unhappy shopper tells their friends!
2.  Why do customers switch from buying from company A to company B?  A study on the question showed that it is not all that often the result of the action of company B, but rather, most customers switched because of problems they perceived with company A!  The types of “problems” that customers identified are (in order of magnitude):
1. Mistakes, billing errors, or a service catastrophe

2. Employees were impolite, uncaring, unresponsive or unknowledgeable

3. Inconvenient – location, hours of operation, waiting time, etc.

4. How the company responded (or failure to respond) to a problem

5. The customer was attracted by competition (company B)
6. Ethical problems – dishonest behavior, intimidating behavior, unsafe or unhealthy practices

7. Company A moved.
Notice that reasons 1-4 and 6, 7 were problems that the customer had with company A.  Causing a customer to switch because of a marketing effort only came into play on the 5th reason.  The overly confident marketer may say, then company B didn’t have good marketing – but for us, as we develop our own marketing plan, we need to remember it is not easy to bring in new customers if they are already being served elsewhere!
So we must have effective marketing that:

· Gets ATTENTION

· Holds INTEREST

· Arouses DESIRE

· Obtains a desired ACTION

We believe this workbook will provide you with practical tools and considerations to get this done!
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A. Review of what we know
Step 1 - Defining what is important marketing attributes

1. Rank the level of importance of each of the following attributes according to your market by circling the appropriate importance level number.

2. Rank the attributes according to the level of importance number circled.
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This process should identify which attributes should be prominent in your marketing materials.  For example, suppose this furniture store identified customer service and a friendly staff attitude as the most important attributes – that is – the primary reason for buying, would this ad be effective? –
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Step 2 – Competitive considerations
· What specific companies are already servicing this market with the same types of products or services? Are they successful?

_________________________________________________________________

_________________________________________________________________

· Are other companies servicing this market with related products and services? Are they successful?

_________________________________________________________________

_________________________________________________________________

· Would you describe the market as saturated or open to new players? Why?  

_________________________________________________________________

_________________________________________________________________

· Is the market growing, stable, volatile or trendy?    

_________________________________________________________________

_________________________________________________________________

· What are the business models of my competitors?   

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

· How do my competitors reach the market?   

_________________________________________________________________

_________________________________________________________________

· How can I reach this market? 

_________________________________________________________________

_________________________________________________________________

Step 2 – Competitive considerations – (Continued)

· Do we need to enhance our current product or service?   

_________________________________________________________________

_________________________________________________________________

· What do customers expect from this type of product or service?   

_________________________________________________________________

_________________________________________________________________

· Your company fits somewhere on the following continuum.  Because of that status, how might this impact your marketing?   
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_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

· Does your product have a life cycle?   If so, what stage is it in and how might this effect your marketing?  Does it cause your marketing to focus on being: Informative; Persuasive; or is it used as a Reminder?

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

Step 3 – Price considerations
· How much are customers willing to pay for this type of product or service?   

_________________________________________________________________

_________________________________________________________________

· How much of a change in price would cause the purchaser to change their decision?

_________________________________________________________________

_________________________________________________________________
Step 4 – Opportunities for interaction with the customer

· Every interaction between consumer and your company provides opportunity to build loyalty.  Therefore, list the interactions that take place and define your comfort level with how they are currently handled.

[image: image17.emf]Pre Venture

Early Stage

Growth

Maturity

Revitalize

Business Phase

Pre Venture

Early Stage

Growth

Maturity

Revitalize

Business Phase


Step 5 – Our marketing thus far

· What specific marketing strategies have we utilized in the past two years? How has each strategy affected sales? 

_________________________________________________________________

_________________________________________________________________

· What worked?

_________________________________________________________________

_________________________________________________________________
· What did not work?

_________________________________________________________________

_________________________________________________________________
· How much money have we allocated to marketing?   

_________________________________________________________________

_________________________________________________________________

· What core competencies must we have to support the product or service?   

_________________________________________________________________

_________________________________________________________________

· What is my competitive advantage? 

_________________________________________________________________

_________________________________________________________________

· When making a sale, do we survey our customers to determine a referral source? 

Do we thank our referral source?  

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

Step 6 - Demographics
Ensure that you include the following characteristics in the demographic profile of your target market: 

· Age __________________
· Gender __________________
· Profession __________________
· Education level __________________
· Household income level __________________
· Marital status __________________
· Geographic location __________________
· How many family members are typically in your customers' households? __________________
· What hobbies and/or sports do your customers enjoy? __________________
· What is their lifestyle? __________________
· What types of entertainment do they like? (movies, theater, opera, etc.) __________________
· What publications do they subscribe to? __________________
· How else do they enjoy spending their free time? __________________
If your target market is made up of corporate customers, include the following elements: 

· Number of Employees __________________

· Location of headquarters __________________

· Types of products and services they provide __________________

· Annual revenue __________________

· Number, size and location of branches __________________

· Year founded __________________

· What growth stage is the company in? (start-up, growth, stable or decline) __________________

· What is the type of workforce they employ? __________________

· Who in the business are you selling to: What department do they represent, what management level? __________________

· Are there common characteristics of a certain department…marketing, IT, human resources, finance that you can identify__________________

· Are there common characteristics of a management level that you can identify…entrepreneur, CEO, line manager, store manager? __________________

· What is the company's culture? __________________

· What is the management style? __________________

· What trade associations do they belong to? __________________

· What publications do they subscribe to? __________________

Step 7 - Psychographics
Which of the following categories fit the psychographics profile of your customers? 
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If your target market is made up of corporate customers, include the following elements: 
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Step 8 – The sales process

· How does the product get from your facility to the consumer?
_________________________________________________________________

_________________________________________________________________

· Are there alternative methods that can effectively be used?  What will it take to develop these?

_________________________________________________________________

_________________________________________________________________

· How sensitive are your sales to advertising expenditures?
_________________________________________________________________

_________________________________________________________________

Step 8 – The sales process

· What has been your market penetration to now?  With this marketing plan, what is the desired change?

_________________________________________________________________

_________________________________________________________________

· What will be your marketing strategy when the product or industry matures?
_________________________________________________________________

_________________________________________________________________

· Is the sale complex and long or is it relatively simple and straightforward?
_________________________________________________________________

_________________________________________________________________

· Is the purchase of the product a large cost item for the buyer or a small-budget item?
_________________________________________________________________

_________________________________________________________________

· Is it a seasonal sale or is timing meaningful to the consumer’s budget?  If so, what % of sales are made per month?
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· What can be done differently to make sales more effective?

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

Step 9 – Techniques
To satisfy this customer base, what mix of marketing techniques do you need?

· Do you need to convince them that you are the company to go to if the need arises?

· Or do you convince them you are the company when the need arises?

The marketing scheme can be very different according to your answer.  Most marketers prefer significant effort in the method 1.  But regardless, it is important to be aware of this when designing the marketing plan.

Another consideration – use all opportunities.  
Integrate ‘free’ promotion.  
Perhaps creating or being a part of media events is a good example.  
Be sure the message is out there with ‘frequency.’

One time ads often do not show results. 

Be creative - identify where opportunities for good exposure exist.

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

_________________________________________________________________

B.  Customer input
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Marketing tools

1.  Remember to ask the customers for suggestions, regarding your product or service 

- are they satisfied, what you could do more?

2.  Customer Relations and Databases


Establish a documented means of keeping tabs on the customers, know:

· What they are doing

· What problems are they having

· What interests they have

· What do they need or want

3.  Remember to ask customers about the competition 

- set the stage so they can feel free to tell you good things as well as bad.

- depending on sensitivity, you may only ask such things with customers with close relationships.

· What they (competition) were doing in the marketplace 
__________________________________________________________
__________________________________________________________
· How well they were doing serving customer needs
__________________________________________________________
__________________________________________________________
· Why are they having success?
__________________________________________________________
__________________________________________________________
· Be sure to get the customer’s perspective on the competitor’s strengths and weaknesses
__________________________________________________________
__________________________________________________________
__________________________________________________________
__________________________________________________________
3.
Remember to confirm your belief – that is, does their input confirm the conclusions reached you reached in section A of this workbook?  Test all you can!  The more you know, the better your market strategy will be!

C.  Study the competition
· Develop a SWOT (Strength, Weakness, Opportunity, Threat) Analysis Spreadsheet defining the competition – you may need multiple copies of this page to include all competitors – including direct competitors, indirect competitors (companies who are different in formation but sell items that compete), other influencers (distributors and manufacturers) and you should also rank your company with the same standards!
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Be sure to include competition from catalogs, internet, box stores…

C.  Study the competition (Continued)
Good marketing includes a strong awareness of the competitors.  You will need a Continuous Marketing Intelligence Process:
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Market Event

  Valentines Day

News Release $0

Newspaper ad $75 $150

TV ad $200 $400

Radio $180 $350

Web special $200 $200

Emailing $0

  Mothers Day

Campaign design $350

News Release $0

News Event $0

Newspaper ad $75 $150

TV ad $200 $400

Radio $180 $350

Web special $200 $200

Emailing $0

  4th of July

Campaign design $400

News Release $0

News Event $0

Newspaper ad $75 $150

TV ad $200 $400

Radio $180 $350

Web special $200 $200

Emailing $300

  Ongoing presence $0

Campaign design $400

News Release

News Event

Newspaper ad $100 $100 $100

TV ad $150 $150 $150

Radio $150 $150 $150

Web special

Emailing $0 $0

$1,055 $1,450 $800 $655 $1,100 $955 $1,100 $400 $400


You need to stay aware of the competition and the best way to do so is through an organized process which includes:

· Keeping a file of the competitors marketing pieces – date them, study them and consider their effectiveness.

· Build an ongoing awareness of your competitors within your organization.  Encourage the employees to communicate to you what the competitors are doing.
· Develop a log of competitive information discovered including date, source and description.

· Create an early warning system for you to detect changes in those most important issues.

· Focus on the most important issues that you need to know about the competition.
· Analyze the information and determine if, how and when to respond with a solution.

Response to your marketing:

As a part of your new marketing campaign, you should also consider what the competition could counter with, or if you are a new company, how they may even retaliate against your very existence.  Therefore, identify the three most devastating responses that they might do:
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C.  Study the competition (Continued)
Response to your marketing: (Continued)

If they did respond as you identified, determine how it will impact your plan and how you might respond:
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Competitor information from trade shows:

· Identify specific things you need to know from the show before you go.  Write it down along with possible sources and take it on as a mission to seek out the information.

· Visit booths, talk with suppliers, customers and competitors – see what is going on.

· Don’t waste time, don’t drink, don’t leave early, take notes, collect documentation being distributed!

· Do a trade show post-mortem – review new products shown, what was impressive, what is emerging, notes, documents, who said what, what concerns you – write your final thoughts.

D.  Market research
· Substantiate all claims and assumptions about the market.  Search and find the data developed by government, associations and other organizations relative to your market, product and service.
If for example you needed to anticipate the inflation for the cost of food next year, the following may be useful to you and the reader of your plan:
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· There are tremendous resources for information, many of which may be very specific to your industry.  For example, if you are opening a coffee house and believe women would be the primary customer, wouldn’t it be valuable to know: 

· More women than men think drinking coffee is a good way to relax.

· Women are more price conscious than men.

Source: The National Coffee Association 2001 National Coffee Drinking Trends survey, based on 3,000 responses.

· Be sure to always quote the source of information as was done in the above example!

· There are a number of potential resources to collect such information, including published information. - Some great place to begin your search are 

· http://www.vtsbdc.org/resources.cfm
· http://sbdcnet.utsa.edu/SBIC/industry.htm
· The local library and college library

· Trade Associations
· This effort can be time consuming!  But if you need the information, be patient and keep studying, there is a good chance you will find valuable information!

E.  Strategies and Tactics
Step 1.  Identify clearly your distinctive Unique Selling Proposition
· Very important – create a clear distinction

· How to develop USP:

· Identify 5 things your customer would say you do best

__________________________________________________________
__________________________________________________________
· Identify 2 things your customer would see that you offer but your competition doesn’t

__________________________________________________________
__________________________________________________________
· USP – State it, repeat it, and maintain it in the minds of the target audience.

· USP and the marketing tools must:
· Get ATTENTION

· Hold INTEREST

· Arouse DESIRE

· Obtain ACTION
Consider if you should use:

· Emotion
· Humor
· Fear

Identify how we might do this:
__________________________________________________________
__________________________________________________________
__________________________________________________________
Step 2.  Know your customer!

Identify what drives your customer and the capacities that they have to purchase and define how this might impact your marketing technique:
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__________________________________________________________
__________________________________________________________
Step 3.  Know your Features and Benefits – sell the benefits!

Features are easy to identify, but you need to express the benefits to the customer because of the features.   Demonstrate clear differences to the competition.

___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
Step 4.  Define something “New” or  “Improved” regarding your product or service

___________________________________________________________________________
___________________________________________________________________________
Step 5.  Test the quality of your marketing and sales program.

Before it begins evaluate:

· Is it an affordable approach for the financial condition of your company?
· Are the costs within industry norms for percent of sales?
· If it seems better than the competitive marketing?
· Is it good enough to achieve the objective and task?
___________________________________________________________________________
___________________________________________________________________________
Externally, ask customers why they purchased from you.  Are they answering because of your USP and Features and Benefits?  
___________________________________________________________________________
___________________________________________________________________________
Also, ask people who are buying elsewhere why they purchased from the competitor.

___________________________________________________________________________
___________________________________________________________________________
Step 6.  Define the best solution for causing the target to desire and know about your organization, product and service.

___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
Step 7.  Train your employees 

· to treat customers as you require

· to know your message and deliver it to your customers

· to maintain the environment and atmosphere you require

___________________________________________________________________________
___________________________________________________________________________

Step 8.  Establish a means of measuring success and tracking customers

___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
Step 9.  Focus on existing customers –

· Contact them often

· Offer something new

· Stellar customer service

_____________________________________________________________________
_____________________________________________________________________
Step 10.  Develop a systematic means of generating prospects

· Reactivate inactive customers

_____________________________________________________________________
_____________________________________________________________________
· Increase Web site traffic through strategic positioning on search engines and effective use of keywords

_____________________________________________________________________
_____________________________________________________________________
Step 10.  Develop a systematic means of generating prospects (Continued)

· Establish referral techniques

_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
· Sponsorships of and volunteering at local business events – with news releases
_____________________________________________________________________
_____________________________________________________________________
· Attendance and Chamber of Commerce and other business meetings

_____________________________________________________________________
_____________________________________________________________________
· Build up print and broadcast media awareness by positioning the company's founders and management as experts

_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
· Consider value of each local and nationwide business-related trade show and determine appropriate participation

_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
· Refine characteristics of best customers for your definition of the ‘target audience.’

_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
Step 10.  Develop a systematic means of generating prospects (Continued)

· Develop beneficiary relationships (partner with organizations that share ‘target audience’ but is complimentary and not competitive to your business

_____________________________________________________________________
_____________________________________________________________________
· Determine how much you should spend in generating new prospects for your business.  (i.e. calculate 

· INP = AT*NT*NY*GM*P%

· Where:

· INP = Investment into new prospect

· AT = average transaction

· NT = number of transactions/year

· NY = number of years

· GM = gross margin of the product

· P% = reasonable portion to invest

· It should be noted that most businesses turn over 90% of customers in 7-1/2 years.  If that is so for you, to sustain the business level, you will need to bring in 12% more customers each year!
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
· Consider value and how you might provide the customer a “risk reversal” solution.  That is, 

· If the customer perceives they are taking a risk and you offer a solution, boldly define that solution:

· if you ever take back products to keep customer happy, advertise it you did it 

· if you have a policy of if the shipment is late, order is free, let customer recognize it.
_____________________________________________________________________
_____________________________________________________________________
_____________________________________________________________________
Step 10.  Develop a systematic means of generating prospects (Continued)

Defining appropriate marketing techniques:
· Types of advertising to consider include: web, TV, yellow pages, direct mail, email, print ads, radio and tradeshows to name a few.

· Establish a diagram identifying potential marketing techniques that promote the strategies identified – (tool vs. purpose) i.e.
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Know the effectiveness of advertising

· Test advertising to make sure it works before spending large dollars.

· Create a means of tracking sales to inquiries to specific marketing efforts.

· Know who the end user decision maker is and focus on them.

· Consider partnership marketing with other companies who share a common customer base.

· Establish regular and ongoing techniques to get the media talking about you

· Build humor and relevance into the marketing

· Develop your company story – maintain a human interest element to the marketing

· Seek third party accommodations and approvals and use that in marketing

Step 10.  Develop a systematic means of generating prospects (Continued)

Goals: 
· Clearly define identified goal – i.e.
· To increase direct product sales - those sold via direct mail and the Internet - by 50 percent annually. 
· Increase awareness and gain attention of retail outlets in hopes that they will pick up the product for their shelves.
· Doubling Web traffic in an effort to raise awareness of the firm's soon-to-come product
_____________________________________________________________________
_____________________________________________________________________
Budget:

· Detail the allotted amount and dates for the marketing campaign – example…
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Time to double check the numbers to be sure we are okay with the marketing plan!  - What do you expect your annual Revenue (Sales) to be in the next year, stated on a monthly basis? 
To help determine this estimate, please answer the questions below:

a. How many different customers do you anticipate serving each month?________

b. How many times would you expect the average customer return to purchase something?______

c. How much will the average customer spend on each visit to your business? $____

d. Multiply (a) x (b) x (c) = Estimated monthly Revenue (Sales)

Estimate your annual sales and earnings using Worksheet below:

Forecasting “Sales and Earnings is important for your financial success.  Depending on your situation and the quality of the marketing, profit may come quickly or it may take some time.  But it is important for your sales goal to breakeven (match sales with expenses) as soon as it is reasonable so your cash position can be maintained.  (Do not include start-up costs on this worksheet.)

Worksheet: Sales & Earnings

	
	1st Year
	2nd Year
	3rd Year

	Total Revenue (Sales):
	$
	$
	$

	  Less Cost of Goods Sold
	$
	$
	$

	Gross Profit:
	$
	$
	$

	Less Expenses
	$
	$
	$

	   Salaries & Wages
	$
	$
	$

	   Outside Services
	$
	$
	$

	   Office Supplies & Postage
	$
	$
	$

	   Dues & Subscriptions
	$
	$
	$

	   Donations
	$
	$
	$

	   Rent
	$
	$
	$

	   Telephone
	$
	$
	$

	   Utilities
	$
	$
	$

	   Loan Payments
	$
	$
	$

	   Interest
	$
	$
	$

	   Depreciation
	$
	$
	$

	   Advertising & Promotions
	$
	$
	$

	  Truck & Vehicle
	$
	$
	$

	  Travel
	$
	$
	$

	  Payroll Taxes
	$
	$
	$

	  Taxes, Licenses & Permits
	$
	$
	$

	   Legal & Accounting Services
	$
	$
	$

	   Insurance
	$
	$
	$

	   Repairs & Maintenance
	$
	$
	$

	   Bad Debts
	$
	$
	$

	Miscellaneous (unspecified)
	$
	$
	$

	Other Expenses (specify each) 
	$
	$
	$

	
	
	
	

	Total Expenses:
	$
	$
	$

	
	
	
	

	NET PROFIT
	$
	$
	$


Calculate your sales breakeven point
Sales Breakeven Point= Total Expenses* / Gross Profit Percentage**

*Total Expenses: found at the bottom of the “Worksheet: Sales & Earnings”

**Gross Profit Percentage: percentage difference between the selling price of a product or service and its cost.  (Note:  It is recommended that your gross profit percentage be at least 15% or higher.)

Example:  Total expenses of $35,000 divided by gross profit percentage of .15 = sales breakeven point of $233,333.

An alternative way to determine if you can meet your financial obligations:

a. Project your average total monthly revenue (sales):  
$_______

b. Project your average total monthly expenses:          
$_______

Subtract b from a =           
$_______

Do we have to make changes or are you ready to go?

_____________________________________________________________________
_____________________________________________________________________
Simple Survey questions


Would you be interested in buying this product or service? □ Yes □ No


Gender:  	□ Male □ Female





Age:  		0-10  11-18  19-24  25-34  35-50  50-65  over 65





Location: Town:___________________ 


Family Status:  	□Single  □Couple-no children  


□Couple-children at home  □Couple-grown children





How often would you purchase my product or service?


		□Only once  □Weekly  □Monthly  □3 months  □6 months  


□other _____________________________________________





Where would you most likely to buy a product or service like mine?


□At work  □At home  □In a store  □By telephone  □By internet  □other _____________________________________________





What would you be willing to pay for this product or service?





	From: _______________  to: __________________





	When would you be most likely to purchase from me?





	Day of week:  S  M  T  W  T  F  S





	Month:  Jan  Feb  Mar  Apr  May  Jun  Jul  Aug  Sep  Oct  Nov  Dec





	Time of day:  __________ am/pm





Why are you interested/not interested in the product or service?





	_________________________________________________________________





	_________________________________________________________________
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