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Projecting Your Image

Publisher’s Note:
Every startup business has a unique challenge beyond merely launching: being underestimated. You’re new, small and people will think you’re untested. Like every new business
that’s come before, you overcome this by working harder and smarter than your more established competition.
To assist you, we assembled this team of business leaders to share their expertise on how
you can look larger to the world: integrate your web and social media efforts, start taking
credit cards like the big guys, harness the power of your client database, and create content
for your web or social meda efforts that get results.

Project Helpful, Consultative Image
with Your Client Database
CRM Software and Data Leads Boost
Sales Through Meaningful Interaction
with Clients
By Jennifer Evavold
Evident Marketing Inc.

W

hether you know it or not, you’re
always marketing your business.
You do it every time you hand
out a business card, introduce yourself to a
prospect, send an email or even answer the
phone. To be effective, however, your marketing efforts need to be part of a grander
plan.
Unfortunately, many entrepreneurs have
a random or haphazard marketing approach that goes something like this: need
a business card, need a logo, so make it up
in MS Word; need a website, so download
a template and fill in the blanks; need to
find new customers, hand out more business cards.
That may be a harsh assessment, but it
is too often the case: an owner fulfilling a
need to “do something.” Get card. Get a
web site. Meet more people. What is lacking is a plan that will lead to achieving a
specific goal.

Defining Targets
When a business owner comes to me to
develop a marketing plan, we begin by defining who their clients and prospects are,
what their marketing goals have been, what
marketing campaigns have been tried, what
has worked or not worked and how past
marketing efforts align with their goals.
That helps establish a base line of where the
company is at. You can waste a lot of money
chasing such poorly defined targets.
Call To Action
To learn more about the benefits of working with a Virtual CIO on a project, consultation or retainer basis, go to www.
softechsolutionsllc.com.

I help them refine their definition of
customers to identify specific characteristics of clients and prospects. It’s more effective use of your marketing dollars to deliver
your message to a strong prospect 10 times
rather than use a scatter shot plan that hits
100 customers just once. You can’t do that
without specifics.

What’s in a marketing plan?
It’s a well thought out plan to help you
achieve your business objectives through a
mix of marketing tactics. The plan should
be meaningful, actionable and within your
budget. This helps us to set priorities so we
can build a strategy and choose the best
medium or channel to deliver your message to your audience. By “channel,” I’m referring to avenues of delivery: trade shows,
advertising, direct mail, person-to-person
sales, public relations, web, email, all social
media and many others.
Three components make up the plan:
1 — Business Objectives: It all starts
here. Know your big picture business goals
and break them down to manageable pieces. Write down your financial goals and determine the path of least resistance and biggest gain to achieving them. What do you
need your customers to do in order reach
your sales goal?
Example: In the 1970’s Arm & Hammer
achieved financial goals by creating a new
market for baking soda – convincing customers to buy it for deodorizing their refrigerators. The same customer would then
buy one for baking and one for deodorizing. Certainly, theirs was a strategy of easy
reach and high reward.
2 — Marketing Strategy: Determine
goals for target audiences, and translate
them into messages. Consider the customer behavior that provides the most fi-

Softech Continued on Next Page

nancial gain and determine what beliefs will
drive that behavior. Herein lies your message. It should be focused and believable
through observations you can provide (i.e.
data, other customer behavior, product features, testimony, etc.).
Example: The behavior you want from
your customer is to buy your carpet for commercial office suites. Your message might be
that your carpet is designed for high traffic
placement. One point of observation or support you provide is a comparison photo of
your carpet and a competitive carpet in two
office suite foyers.
3 — Tactical Plan: Lay out a plan for
communicating your messages across the
most effective delivery channels within
your budget. Your message may have several supporting observations that will help
your customer believe it. The support for
your message is a factor in choosing the best
channels.
Example: For your customer to believe
you are an expert and credible resource to
them, you list a dozen well-known businesses that use your services. This content is
best delivered through a website where your
customer has gone to learn more about you,
as opposed to a newspaper ad where space is
at a premium.
A good plan involves repeatedly hitting
your customer with the same message and
same identity in order for them to “recognize” you. The rule of thumb in radio advertising is to repeat the call to action (often a phone number) three times before
the ad ends. Repetition builds memory and
variance breaks it. Consistent message and
brand identity are important to being effective.
Jill Gibson, President/CEO of Softech
Solutions, Virtual Chief Information Officer services as well as business process
analysis, customized contact management
software and marketing solutions. She has
more than 25 years’ experience i7n data
analysis and design, a Platinum Certified
Platinum ACT! consultant and appointed
to the Business Partner Advisor Council
for ACT! Software. She can be reached at
(612) 309-5709 or
jill@SoftechSolutionsllc.com
www.SofttechSolutionsllc.com.

Budgeting and Executing a Plan

they were distracted and didn’t take action.

Creating a marketing budget isn’t as
simple as some might think. It’s not unusual
for entrepreneurs to consistently underestimate the costs. For example, they include
the printing and postage costs for a postcard
campaign. What they forget are costs associated with design, writing, proofing, list purchases, list management, addressing, mail
house services, and other services that are
needed to complete their campaign.
And executing a plan is harder than many
assume, which is why so many businesses put
marketing campaigns in their calendars and
breathe a sigh of relief. After all, they have
something happening in each month and feel
pretty good about. What could go wrong?
The reality is that small business owners will soon face a marketing deadline and
haven’t found time to write a new message
for the scheduled email blast. Unfortunately
it’s also month-end and they have meetings
with the accountant, the bank and three clients. The campaign is delayed. And then delayed again. And soon is forgotten.
The best marketing plan in the universe is
worthless if it sits on a shelf.
The owners of startup businesses often
make the mistake of trying to do too many
things by themselves to keep expenses
down. As they attempt to coordinate a campaign, they ought to be asking themselves,
“Is this the best use of my time?”
The value of working with a marketing
professional is they know what needs to be
done, how to do it, how to price it and how
to budget it and execute the plan. We keep
everything coordinated. I’ve seen owners
spend significant money on marketing materials and then have it go to waste because

Measure
It’s always a good idea to track your marketing efforts, though it’s not always easy.
Web sites give you lots of opportunities for
analytics. You can track activity for each
page, link or photo as people browse your
site. If you use print ads or direct mail, you
can track responses with coupons, 800 numbers or direct the readers to a landing page
on your web site where they can register for
something.
It is amazing how many people don’t
even do the most basic method of tracking:
asking prospects, “How did you hear about
us?” The owner may ask, but no one else in
the organization thinks to do it. Make sure
everyone in the office is ready to track and
interact when a measurable marketing tactic
is executed.

Common Marketing Mistakes.
Knee jerk. In my experience, it seems that
do-it-yourself owners almost instinctively
want to create a brochure. I’ve seen people
spend money on creating and printing a
brochure that they didn’t need and never
used simply because they thought they
needed one.
Imitate others. Just because you see others doing something, doesn’t mean you need
to. With so many channels for communication today, the smart move is use the one
that is appropriate for your message and for
your audience.
Too much information. Beware of overcrowded messages. Don’t try and put everything about your company into the message. Do people really care if the company
was founded in 2004? Will they really read
all 20 bullet points that are squished into an
ad, web page, flier or postcard? The owner
may find it interesting, but to the people
he wants as customers, it is just distracting.
That space is best used hone in on what will
make people buy.

Conclusion
I strongly recommend working with a
marketing professional to get your plan of
action together. I provide my clients with
as little or as much help as they need. The
right process means setting your goal, assessing strategies that fit within your budget
and then executing the plan. Ultimately, it is
about getting results.
NBM

Reprinted with Permission Courtesy of New Business Minnesota ©2014 – www.newbizminn.com

