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Testimonials

“For the entrepreneur starting up a service business or for a small service business 
owner working on growing and sustaining his/her business, DJ Heckes’ book 
should definitely be on their ‘books to read’ list. It provides invaluable insight 
into leadership, as well as business and marketing strategies for winning in good 
times and in bad times. She shares what she has learned from life experiences 
and most important her experiences with running a successful business. Having 
been recognized by the American Marketing Association for her leadership and 
accomplishments with the New Mexico Chapter of the AMA and being awarded 
the 2007 Small Business of the Year for the state of New Mexico just reinforces 
that she knows how to win in business.”

Dennis Dunlap - Chief Executive Officer
American Marketing Association

“If you own, run or want to start your own small business then Full BRAIN 
Marketing will give you a common sense road map to winning in the marketplace 
that you will refer to again and again.”

Joe McVoy, President - Profitable Marketing Systems
Lafayette, CO

“DJ Heckes has written a book that delivers what is missing in most business 
development and marketing texts – this book is both understandable and 
believable! She has lived what it means to grow and persevere as an entrepreneur, 
and this much needed book will help anyone else who is venturing down this 
path of living their own business dream. When you use this ‘how-to’ guide in 
your own business, I expect you could achieve comparable success to what DJ has 
accomplished.” 

Dave Meurer - Serial Entrepreneur
Albuquerque, NM 

“Thanks for allowing me to review your book. This book provides an excellent, 
concise overview of business marketing. It was full of actionable business wisdom 
and sets out a concise marketing message. You lay out the ideas and strategies in 
such a clear fashion by giving scores of useful business growth systems. You’ve 
developed a very effective marketing primer.”

J. Wayne Story, CEO - Direct Marketing Strategies Rx
Rio Rancho, NM
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“DJ’s enthusiasm and willingness to share what she’s learned make this book 
a pleasant read and a valuable resource.  She provides the guidelines to keep a 
business owner focused on the marketing initiatives necessary to build a strong, 
sustainable business.  You will feel empowered by her confidence and succeed 
under her direction.”

Sandy Behrman
Former Small Business Optimization Specialist

“If you’re a business owner looking for real-world strategies to survive in 
turbulent times, this book is definitely for you. Award winning entrepreneur DJ 
Heckes explains it all from the perspective of a dynamic, creative business woman 
who – starting from scratch with just a computer and telephone in her bedroom – 
has built two well-established and growing firms. I’m proud to call DJ my friend...
thrilled by her success...and delighted that she has written this very much-needed 
book.” 

Jane Blume - Owner & Principal - Desert Sky Communications
Albuquerque, NM

“For Small to Medium size Business owners, [DJ Heckes] is the voice of our 
time.  As she has captured the first glimpse of the emerging challenges which 
confront our ilk.  This is a ‘must read’ for business owners who wish to succeed 
in the face of a changing business paradigm.  Having navigated these waters 
herself, the book explores, discovers and charts today’s landscape.  Get into this 
material early and often if you wish to benefit from the lessons DJ has carefully 
crafted to fit into our bootstrap world. You would be wise to take a break from the 
grindstone and make this investment.  I am, and plan to follow up with my results 
on her BLOG (www.mystudioe.com/blog).  I invite everyone to see the proof in 
the pudding online. Hopefully this is only a flagship, heralding the first of many 
such works to come! Thanks for christening our voyage!”

Perry Berryhill - President
Panacore Corporation - Dream Awaken Believe

“This is definitely a practical marketing book for small business owners. After 
all, marketing is about loving your product and getting it to people who will 
love it. The book was easy to follow and gave me valuable insight of what stage 
my business in now for forward thinking in how to get more visibility and more 
customers. DJ Heckes demonstrates this full brain marketing in her day to day 
business practices. Wish I’d known DJ when I started my niche market business 
eight years ago.”

Yashoda Naidoo - President and Founder
Annapurna’s World Vegetarian Cafe
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i Preface

prefaCe

I recall being in my twenties and always looking for ways to use my 
entrepreneurial spirit. I married and settled down early in life and had 
two children in my twenties and one in my thirties. I have always been a 
working mother who believed you can empower yourself to do anything 
you set out to do with the right attitude, knowledge, and skill set. My career 
started in the legal field, and I worked my way up from legal secretary to 
certified legal assistant. No matter where I worked, I loved what I did and 
was always a key employee. My work history is built on character, ethics, 
and integrity with a lot of passion, discipline, and energy. 

I finished my bachelor’s degree at age thirty and worked hard to achieve 
this goal while raising my children and working full-time. For a number 
of years, I had faced the challenge of balancing quality of life with full-
time work and school. I was a military wife and we moved around often. 
Every time I started back at school, we would move and I would have to 
find a new college and a new focus on a degree plan. I have many other 
certifications and achievements (including certified legal assistant, SBA 
E200 graduate, and many leadership courses throughout the years), but 
what I am most proud of is what I am doing with my life. 

It has always been my dream to help others through what I have learned 
in education, training and practical business experiences. What I have 
found over the years is how much of my right and my left brain is used 
throughout each day as a business owner. Scientists have determined that 
the right brain is the creative side and the left brain is the statistical and 
logical side. Today’s business owner and leader must use his or her full 
brain to be successful. The information and insight I share in this book 
will illustrate how.

Being an avid reader is important to grow a company. Some of my favorite 
authors and books are about leadership, marketing, and how to tie the two 
together to be successful in today’s challenging world of business. Some 
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of my favorite authors are Seth Godin, Bob Berg, Jim Collins, Michael 
E. Gerber, Dale Carnegie, Allen Fishman, David Allen, and the list goes 
on. Most of these authors have one thing in common; they believe success 
comes from striving to become a better self. You must have the power 
and ability to produce desired results and create value for others in the 
process. Knowledge represents potential power. You use action to produce 
the desired results.

Also, my experience as a volunteer with the American Marketing 
Association (AMA) both locally in the New Mexico American Marketing 
Association Chapter and at the national level as a Professional Chapter 
Council volunteer in the past decade has taught me valuable information. 
These resources and experiences have provided me tools to use both as a 
marketer and as a business owner who is passionate about marketing. I 
attribute much of what I know to the value received as a member of the 
AMA. Being a member of the AMA has provided me access to a wealth of 
knowledge through their database resource library and online community 
information. It has also provided me a foundation for surrounding 
myself with other professional marketing members to share insights and 
information.

The purpose of this book is to learn how to use full brain thinking to 
synergize, build assets, and stay on top in the business world. In order to 
do this, one must first learn to use right brain thinking for strategic growth 
and building alliance partnerships, while developing strategies through 
social media, viral marketing, and face-to-face networking. Then learn to 
use left brain thinking to develop systems, build an infrastructure, develop 
a strong team, and find the correct tools to run your business. 

This book is for business owners who have been in business two or more 
years and are empowered through passion, drive, and discipline to grow 
their company. Having built and grown a successful business, I can attest 
to the fact that I did not have the time or energy in the very beginning 
to do anything other than work in the business. I wish I could have 
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found a book like this when I became a business owner to give me true 
insight about where I was in my business and which direction to go with 
marketing. I wrote this book to help other business owners identify and 
create marketing strategies that will deliver results, if implemented and 
measured, throughout the process. This book is based on facts and actual 
marketing tactics used in my own company that I personally have built 
from the ground up to the success it is today.

My research includes reading books, being an active community and business 
leader, and volunteering on many nonprofit boards. An accomplishment 
I am especially proud of is being the past president of the New Mexico 
American Marketing Association, where our chapter competed nationally 
with seventy-five other chapters in the nation and won Chapter of the Year 
in 2004-2005. That led to my next leadership step as a selected volunteer 
of the National AMA Professional Chapter Council Board where I had the 
privilege and honor to serve on the membership team and programming 
team. I personally mentored twenty AMA chapter presidents in the nation 
to assist them with their overall chapter strategy and implementation plans.

My goal in writing this book is to offer focus and relevant content for the 
readers. Please sit back and enjoy the adventures of marketing, leadership, 
and empowering your management team and business to take it to the next 
level of success.

~ DJ Heckes

Preface / Acknowledgements
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IntroductIon
     

Welcome to a gold mine of insights and strategies I used to build a 
successful company from the ground up. My company, EXHIB-IT! 
Tradeshow Marketing Experts (also referred to as EXHIB-IT!), was 
established in February 2000.  When I used my own full brain marketing 
concepts set out in each chapter of this book, it grew over 122 percent 
in two years and has continually shown growth through innovation and 
strategic marketing decisions. My company’s success is not based on 
inheriting money, inheriting a company, or having anything handed to 
me. It was built on hard work, focus, and drive – and its people.

I believe that 85 percent of success is due to effective communication. 
The most effective message is communicated when words (7 percent), 
tone of voice (38 percent) and body language – postures, gestures and eye 
contact (55 percent) are combined. (Source: http://en.wikipedia.org/wiki/
Communication). Employing all aspects of communication is not only 
valuable in face-to-face meetings like networking, events, conferences, 
trade shows, and the like; it is also true in running your business. Effective 
communication skills will help you build a best practices company with a 
customer-focused staff.

We are exposed on the Internet like a naked statue for all to see. How can 
you build a successful business when everyone knows everything about 
you? You will learn how in this book. I am excited to share my knowledge 
and insight and welcome comments and feedback in any one of the social 
media avenues which I participate in or in my marketing blog at http://
www.exhib-it.com/pages/blogpage.html.

Many people ask me how my company continues to achieve, not merely 
steady, but record-breaking growth in the midst of economic challenges. 
I always reply by saying, “If you choose to focus on the negative forces 
surrounding the economy rather than opportunity and service to customers, 
you’ll find that your revenue goals are more difficult to reach.” 
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I am not saying that building and growing a business is easy. There are days, 
weeks, and months that I ask myself, “Why am I in a competitive business 
industry that demands innovation, quick turnaround deliveries, and high 
customer service?” I know why – it is my passion to run and be part of a 
servant-hearted company. When I compare how we run our business to 
how some other companies run their business, I explain it like this: Some 
companies have a business model set up like the “Siegfried and Roy” show 
in Las Vegas, Nevada (without Siegfried or Roy, there would be no show). 

Our company compares itself to the Blue Man Group, also a show in Las 
Vegas, Nevada, with the difference being that the Blue Man Group was 
based on three original members that put together the show and turned 
the show into a system. What I mean by this is after the show became 
successful, they hired additional staff to be the blue men putting on the act 
and sat back in the audience to test the success. This method demonstrates 
that others could step in and be trained to perform with the same standards 
and processes, allowing the show to grow and not be dependent on the 
three original members. This empowers the people running the business to 
perform at peak performance level.

I am proud to have built a strong company based on customer-centered staff 
members that have the same principles and values as the CEO. We really 
mean it when we tell our customers that we pride ourselves on designing 
and producing exhibits and graphics, along with helping businesses grow 
through marketing strategies for growing their businesses and marketing 
while exhibiting in trade shows! This is what our customers like best about 
working with our company.

Having received many national and local awards over the years has continued 
to keep my company in the press and maintain a strong branding presence 
in the community.  Some of the more recent awards include –

•2007 Small Business Person of the Year for the State of New Mexico by the 

Small Business Administration; 
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•2008 4th fastest growing company in $1 million to $5 million revenue 

category in New Mexico by New Mexico Business Weekly;  

•One of 20 women in the nation for $1 million to $5 million revenue as 2008 

Enterprising Women of the Year by Enterprising Women Magazine; and 

•One of the Top Performing CEOs in 2009 in New Mexico by the New 

Mexico Business Weekly. 

However, none of these highly recognized awards would have been possible 
without recognizing the need to build and develop great leaders within the 
company to support these growth endeavors.  This is what I attribute our 
success to – having a high performance team that is rewarding for both the 
company and our customers, who experience our difference.
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Winston Churchill was not a good leader; he was a great leader. 
Winston Churchill was a man of great integrity with courage and creativity 
who made many mistakes and had many failures but continued to focus 
on his vision. Like all of us, Churchill was much more than the sum of 
his occupations. Even before his leadership days, he focused on building 
collaborations and was a master communicator. It is said that those who 
met and communicated with Churchill left believing they could do or 
achieve anything! He was a soldier, writer, politician, and a government 
leader. 

Many of Churchill’s leadership traits are products of his complex 
personality. He was a man of integrity and had enormous energy. He 
was intuitive, emotional, brave, inventive, hard working, determined, 
hedonistic, nationalistic, witty, romantic, sociable, and a social reforming 
family man with a strong sense of his own destiny. (Source: http://www.
winston-churchill-leadership.com/leadership-traits.html.)

You may be asking – so what does being a great leader have to do with 
marketing? In marketing and leadership alike, one must continually strive 
to be innovative and be at the front of the race. If marketing is not your 
passion, then it will be challenging to grow your company. Many business 
owners do not have the knowledge or the tools to be successful in leadership 
marketing. 

Becoming Winston Churchill  
What Makes a Good Leader Great?

Chapter 1
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Recognize your strengths and weaknesses, hire the right employees and 
place them in the right seats. This practice enables business owners to 
do what they do best – build a company strategically by surrounding 
themselves with smart and innovative employees who will implement 
company strategies. This book offers great ideas and insights to get you 
thinking about developing marketing strategies that can deliver results. 

So just what does it take to become a great leader? Not everyone has what it 
takes to lead, as while some lead, others prefer to follow. Some people claim 
to be “natural born leaders” while others “work their way to the top.” Have 
you ever heard the saying, “Managers do things right but leaders do the 
right thing?” Being a leader is particularly important in an overall business 
and marketing strategy. 

           (Right Brain Thinking)

How Leaders Inspire and Motivate Others to 
Follow Their Examples 

Great leaders not only inspire and motivate, they actually lead by 
example to the path for success. Many qualities are needed to be a good 
leader, but there are qualities that can take you from being a good leader 
to a great leader.

Great leaders are hoNest 

Consider Abraham Lincoln. The name “Honest Abe” came about 
in his early years while managing a country store. One day, while 
counting his cash, he realized he had taken a few more cents from a 
customer than what was due. He closed the store and walked a long 
distance to make good on the deficiency. On another occasion, he 
realized he had weighed out a package of tea for a woman the night 
before and had given her too little for her money. He weighed 
out all that was due and carried it to her, even though the woman 
never knew that her purchase was short. These are just two of the 
incidents that attest to Lincoln’s honesty. 
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Because of his stellar reputation, when he became the sixteenth United 
States president, he was able to appoint the best and brightest to his 
cabinet. Those appointed individuals were also some of his greatest 
political rivals, but they knew he was honest, and they were willing to 
follow. He demonstrated his leadership by pulling together a strong group 
of individuals forming a unique team that represented the greatest minds of 
this time. He had the capacity to listen to different points of view and was 
willing to share credit for his success. He controlled his emotions, knew of 
his own weaknesses, and had the strength to adhere to fundamental goals. 
He had the ability to communicate his goals and vision effectively and was 
trusted and well respected. If the team doesn’t trust you, they won’t follow 
you. 

Great leaders are depeNdable

Dependability is crucial to effective leadership. Clara Barton, 
founder of the American Red Cross, is a great example of a 
dependable leader. Barton has been a role model for generations 
of nurses, teachers, social workers, doctors, and allied health 
professionals. She is valued for the leadership she exhibited with 
profound dedication to her cause and her strong work ethic. She 
cared little for personal comforts and strove to comfort and support 
others at all times. She was brave, dependable, and had a strong 
belief of  “you must never so much as think whether you like it or 
not, whether it is bearable or not; you must never think of anything 
except the need, and how to meet it.” She demonstrated this belief 
by her devotion to war relief throughout her life. She was respected 
for her dependable service and passion with the Red Cross.

When you say you are going to do something, do it. Say what you mean 
and mean what you say, as I often tell my employees  –  “Don’t Just Talk 
the Talk, Actually Walk the Talk.”  This helps build good relationships 
with the people following you, and will ultimately help you succeed. If 
reliability is questionable, you are letting your followers and supporters 
down. A successful team has confidence in its leader, and dependability 
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is foundational to being a great leader. Without it, there is not much on 
which to build.

Great leaders are coNfideNt

Confidence goes hand in hand with enthusiasm and trust. 
Confidence demonstrates belief in what one stands for as well as 
in one’s self. Great leaders exude confidence and enthusiasm – a 
contagious combination. Ulysses S. Grant was the eighteenth 
president of the United States and was known as a confident leader. 
By the end of the Civil War, he was also known as a national hero. 
He was decisive, daring, and stubborn, and knew how to execute 
strategy. Grant demonstrated perseverance in winning the Battle 
of Shiloh and brought an end to the Civil War. Grant did not 
accomplish this alone, but his contagious enthusiasm led his team 
to victory. Do you want a motivated, enthusiastic team? Lead by 
example and keep in mind that as the leader goes, so goes the 
company. Leading with confidence will bring about confidence in 
others.

Great leaders have a coMMitMeNt to excelleNce 

As a leader, don’t settle for second best; maintain high standards 
in all areas. Take responsibility for incidents that happen along 
the way to success. A leader gains respect when responsibility 
for errors is properly accepted. Great leaders don’t pass blame. If 
something goes wrong, you will earn much more respect if you 
hold your hand up and admit there is a problem. Consider our 
thirty-third president Harry S. Truman; his background in farming 
responsibilities showed his dependability even before he became a 
U.S. President. He had a reputation not only for being honest, but 
also for diligently working with a variety of politicians. The motto, 
“The buck stops here,” derives from President Truman’s belief that 
he ultimately bore the responsibility for making the final decision. 
Passing the buck was not an option. Through decisive leadership, 
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commitment to excellence, and eternal vigilance came great things. 
Under Truman’s leadership, the country embraced its status as a 
superpower. 

Great leaders are huMble 

Acknowledging and owning your failures demonstrates humility, 
another characteristic of a good leader. When I think of a great 
leader who demonstrated humility, I think of our former first lady, 
Eleanor Roosevelt. Having come from a dysfunctional family and 
experiencing many heartaches and cruelties in life, she continued 
to have empathy, was extremely forgiving, and never held a grudge. 
She developed much of her strength when her husband contracted 
polio. The reality that life could be cruel was a hard slap in the face, 
but also served as a great motivator. Even through her personal 
difficulties, her leadership was extraordinary. She was able to pave 
her own path through history as the first lady that took an active 
role in politics. She learned from her mistakes and eventually was 
appointed U.S. Ambassador to the United Nations by President 
Truman after the death of her husband, President Roosevelt.

A humble leader is self-effacing and tries to elevate everyone else. Leaders 
with humility also understand that their status does not make them better 
than the team; they simply play a different role.

Great leaders are patieNt 

Mother Teresa is a perfect example of someone who exuded 
patience. She is among the most fascinating and highly respected 
women of the twentieth century. She was a woman who saved 
lives and changed them through the sheer force of her faith and 
determination. In 1948, she founded a religious order of nuns in 
Calcutta, India, called the Missionaries of Charity. Through this 
association, she dedicated her life to helping the poor, sick, and 
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dying around the world, particularly those in India. Her selfless 
work with the needy brought her much acclaim and many awards.

When Mother Teresa was eighty years old, she started to suffer from 
heart problems. Even though Mother Teresa became weak, she continued 
traveling and working. Mother Teresa said in 1989, “My doctors are always 
telling me that I must not travel so much, that I must slow down, but I 
have all eternity to rest and there is so much still to do. Life is not worth 
living unless it is lived for others.” 

These leaders demonstrated qualities of successful leadership which, when 
developed in the business environment, will affect the future success of 
a company. All leaders should find time to answer people’s questions 
and make sure that people understand the intended message. Clarity is 
essential, especially when others are unsure; 
otherwise, support may be lost. A leader 
with vision has a clear, vivid picture and 
understanding of where to go, as well as a 
firm grasp on what success looks like and 
how to achieve it. Great leaders exhibit 
these qualities and never stray away from 
the primary focus and objectives. Respect 
will be gained and kept if these qualities are 
consistently demonstrated. 

           (Left Brain Thinking)

Alignment of Vision and Mission with Objectives

Now that you have determined you are a great leader, it’s time to 
implement your leadership traits and put who you are into action. The first 
task in developing leadership is to gain a clear understanding of the vision 
and mission, with goals and objectives to align a particular strategy. The 
goal-setting responsibilities may rest on one person. In larger companies, 

“Strategic 
thinking is 
focused on 

the long-term 
goals...”
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goals may already be established, but must be made known to, and be fully 
understood by, the entire team. 

This can be difficult given today’s fast-paced environment. One may 
quickly make decisions not tied to the company’s long-term vision and 
strategy.

deterMiNe the coMpaNy’s visioN, MissioN, aNd objectives 

Vision: A vision statement describes the company in a future successful 
state. The vision statement should answer this question: If the company 
were to achieve all of its strategic goals, what would it look like three years, 
five years, and ten years from now? An effective vision statement creates a 
mental image of this highly desirable future state of the organization.

here is aN exaMple of our busiNess visioN stateMeNt

EXHIB-IT! is known both locally and nationally as the most 
trusted provider of trade show marketing products and resources 
designed to make any company’s program a long-term success. 

We developed this visioN stateMeNt based oN our preseNt aNd 
future Goals

Mission: This statement describes the company, what it does, and its 
overall goal. The mission statement’s primary function is to communicate 
the company’s purpose and direction to its employees, customers, 
manufacturers, vendors, and other stakeholders. Internally, a mission 
statement creates a sense of identity for the employees.

EXHIB-IT! is a full-service trade show house, partnering with businesses 
and organizations to help them effectively market and exhibit at trade shows 
and events. We build a strong relationship with customers that is centered 
on understanding their vision. We believe that by using our extensive line 
of products and services, our customers can become a trade show expert 
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and achieve the highest return from trade show dollars invested. Our team 
is committed to excellence for your success!

This mission statement is the hub of our existence and reveals our 
commitment to working as a team to achieve the desired end result – 
customers wanting more!

Objectives: These are the strategies, the broadly defined four or five key 
approaches the company will use to accomplish its mission and drive 
toward the vision. Goals and action plans usually flow from each strategy. 
It is essential when thinking strategically to look at all of the factors that 
impact your goals and objectives as well as the core values of the business.

In my business, we hold company wide business development meetings 
on a regular basis where we review annual goals, strategies, and execution. 
This not only keeps us focused, but it gets everyone involved. This builds 
momentum to celebrate the successes along the way and allows us to stop 
and evaluate prior goals set. If goals are not being met, we focus on what it 
will take to achieve them or develop new ideas and implement those. 

           (Right Brain Thinking)

Become a Strategic Thinker 

Strategic-thinking business owners and marketers think, plan, and 
act strategically. Inexperienced business owners and marketers make the 
mistake of focusing only on stopping things; therefore, they become 
reactive to situations rather than proactive. Their only action is reaction. 
They maintain the status quo and actually lose in the long run because the 
rules never change and there are all sorts of things not being stopped.

Strategic action is necessary in situations where an adversary blocks the 
way to an objective. In such cases, sharp business owners and marketers 
use strategic thinking to identify where an adversary is vulnerable, and 
then determine a way to exploit that vulnerability. Strategic thinking can 
be used to solve problems before they happen, while examining the pros 
and cons of various moves in order to identify the best course of action.
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           (Right Brain Thinking)

Creating an Overall Strategy 

creatiNG a strateGy for a coMpaNy’s best results iNvolves 

• Defining goals with intermediate and short-term objectives
• Identifying competitors
• Carrying out a SWOT (strengths, weaknesses, opportunities, threats) analysis
• Imagining and playing out scenarios
• Identifying primary and secondary target markets
• Identifying alliance and collaborative business partners
• Deciding what resources are required (salaries, expenses, etc.)
• Devising tactics
• Drawing up an action timetable

Developing and implementing a systematic process for making decisions 
and managing work will guide everyone in the company toward desired 
outcomes. Decisions should be made with an awareness of the future 
and the implications if the decisions are not well thought out before 
implementation. Organize teams and individuals to carry out those 
decisions and measure the results against expectations. Remember Pareto’s 
law: 20 percent of your activities will account for 80 percent of your results! 

Strategic thinking is the ability to step back from day-to-day activities and 
develop a long-term plan for sustained growth and development. This 
involves the ability to evaluate and understand the competition, keep a 
close eye on industry trends, and have a strong grasp of basic business 
concepts. 

Strategic thinking is called for when considering company goals, 
management plans, staffing issues, career planning, and the long-term 
development of people. Using strategic planning allows you to systematically 
and efficiently plan for the company and team. 

People often confuse strategic thinking with tactical thinking. Strategic 
thinking is focused on the long-term goals while tactical thinking is 
focused on short-sighted “urgent” action items. Strategic thinking is the 
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big picture. It challenges the status quo and looks at the future payoff by 
taking into account the preparation needed to reach the long-term goals. 
Tactical thinking, on the other hand, is “in the moment,” often the safe 
and conservative solution,  looks for the immediate payoff, and involves 
automatic and routine execution of a task – the immediate “what to do 
and how to do it.” 

Since this is a problem-solving process, it can appear to be impractical. In 
other words, you might define an objective up front, but realize later that 
resources are inadequate to achieve a specific goal or that there is no clearly 
defined target. This will mean reevaluating the problem-solving process 
often to redefine the objectives.

           (Right Brain Thinking)

Strategic Planning Process

When planning strategically, it is imperative to look at both internal and 
external factors that may affect the company both positively and negatively.

Internal/Positive: These are considered the company’s overall 
strengths and what the company is doing well. 

Internal/Negative: These are the company’s weaknesses or what 
the company could be doing better.

External/Positive: These are opportunities – the company’s biggest 
prospects for growth and success.

External/Negative: These are the obstacles – the company’s 
roadblocks to growth and success. 

All of this is also known as a SWOT (strengths, weaknesses, opportunities, 
threats) analysis to evaluate your company. This analysis specifies the 
factors that are favorable and unfavorable relative to a specified objective. 
When used in conjunction with the specified objective, a SWOT analysis 
can help define a strategy that can then be developed into a business plan 
that includes overall marketing strategies for growth. 
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see beloW for aN exaMple of a MarketiNG sWot aNalysis (exaMple a) 

Strengths: Attributes of a company that are helpful to achieving the objective. 
These give the company a competitive advantage. (For example: trade secrets, 
patents, brand names, reputation, resources, creativity, cost advantages – from 
experience.)

Weaknesses: Attributes of a company that are harmful to achieving the objective, 
the absence of certain strengths. (For example: lack of trade secrets, patents, weak 
brand names, poor reputation, high cost structure.)

Opportunities: External conditions that are helpful to achieving the objective, 
a change in the market that should provide profit and growth. (For example: 
unfulfilled customer needs, new technologies, market trends, and changes.)

Threats: External conditions that are harmful to achieving the objective may 
represent a threat to a company. (For example: change in customer wants and 
needs, new competitors.)

 (Example A)
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 “If your actions inspire others to dream more, learn more, 
do more and become more, you are a leader.”

~ John Quincy Adams
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Camels are known for their ability to travel great distances across hot, 
dry deserts with little food or water. The camel carries its own built-in 
food supply on its back in the form of a hump, which also serves as a fat 
source, providing energy if food is hard to find. While a camel may appear 
awkward in size, the design of its food and hump protects it from the severe 
desert climate and enables it to carry desert travelers through the harsh 
elements. 

In an unstable or stalled economy, companies need to design their marketing 
in a similar manner. Businesses should be storing up the cash and managing 
cash flow when money is hard to find and the environment is harsh. There 
should be methods in place that protect the company and carry it through 
the difficult terrain. This is the time to take that magnifying glass and look 
at things from the inside out in a business, and get ready for an enduring, 
strong future.

           (Right Brain Thinking)

How to Thrive in a Stalled or Changing Economy

After listening to the media talk about economic outlooks and the 
volatile stock market, business survival has become a major concern for 
many business owners. Companies should be focused on strategies that 
can allow opportunity for growth even though the economy may appear 
stalled or changing. 

Camel Riding
Thriving in a Harsh Economic Environment

Chapter 2
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After the historic bank sell-offs and companies folding and/or filing for 
bankruptcy, the stock market volatility, and all the media coverage regarding 
the state of the economy, it is no wonder business owners are unsure 
about the future growth of their businesses. Instead of being concerned 
about how long a recession or stalled economy will last, businesses should 
be focused on what could be a good outcome with the money that the 
federal government is putting back into the economy. What effect will that 
have? Nobody knows for sure but it will do something. At least businesses 
shouldn’t see the value of almost every asset class continue to come down. 
So, rest assured, everything should work out, and business will go on. There 
are opportunities all around – let’s seize the moment!

I spend a lot of time reading articles related to marketing, leadership, and 
economic outlooks. While some economists predict a short economic 
downturn and are optimistic, other economists are stating the downturn is 
likely to be steep, long, and turbulent. How do successful businesses adjust, 
position themselves, and play on their strengths with such an unsure future? 

Now is the time to determine where you stand. A tropical storm viewed 
from a weather satellite looks more or less uniform, as if every area is 
affected with equal force. However, on the ground, the picture is much 
different. I remember when my parents’ home was hit with a tornado in 
Pinellas Park, Florida, in October 1992. Their home was hit hard. Many in 
the neighborhood lost roofs, walls, and entire homes – yet others remained 
intact. It is not unusual for one community to be devastated while another 
one a mile away escapes unscathed. 

So it is with business storms – a sharp downturn affects everyone differently. 
Analyze strengths and vulnerabilities. Each business owner will have 
different answers to three critical questions: 

1. How would a slowdown affect the industry in which you compete?
 
2. What is your company’s overall strategic position within that industry?
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 3. From what financial resources can the company draw to weather a 
downturn or stalled economy?

The best strategy depends on where the company stands in these three 
areas. For example, if a company is strong financially and has a positive 
financial position, then the strategic and industry position allow a variety 
of options. One may want to out-invest competitors in marketing to 
increase customer loyalty. One could also attack or even acquire weaker 
competitors, and price products to gain a greater share of the market. 
One may be well positioned to lead consolidation within the industry, 
or to dominate critical market niches by concentrating on financial and 
marketing strengths. 

           (Left Brain Thinking)

Marketing Cutbacks Affecting Consumers
and Businesses

Marketing is taking it on both sides with cutbacks by their companies 
and their customers. For example, on the business side, Estée Lauder 
reflects what’s happening at companies across the country. William Lauder, 
CEO, told Business Week he prepares for the worst by asking every brand 
manager, “What must you have? What would you like to keep going? And 
what can you give up?” 

Many other companies have implemented drastic changes. AT&T and 
General Motors slashed their 2008-2009 marketing budgets, while Visa 
consolidated its ad account at one agency to save money in 2009. What 
does all this mean to a business in today’s economy? According to the New 
York Times, “Cowed by the financial crisis, American customers are pulling 
back on their spending.” Business buyers are following suit, as Sam Rovit, 
a partner at Bain & Co., noted, “Many companies will be forced to cut 
expenses that in normal times you would not touch” – less money to spend 
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to get customers and businesses to spend what little money they feel they 
have to spend…not a good scenario. 

There are many articles, blogs, and newsletters that offer advice for what 

business owners should and should not do to grow their businesses in tough 

economic times. We seem to come across a trend article or tips piece at 

least once every day. We sift through all the hottest trends in recession and 

stalled marketing tactics and the rash of strategic opinion articles to come 

up with our own suggestions of what we should “do” or “not do.” Here are 

the top five tips I’ve found most helpful for overall growth strategy.

           (Right Brain Thinking)

Five Essential Growth Strategies

1. Whether or Not to iNcrease your MarketiNG speNdiNG 

As business owners, if we had a dollar for every time we’ve heard 

someone tell us that his or her best piece of advice (for thriving in 

a recession or stalled economy) is to raise the marketing budget, 

and spend more, then we would not have to pop an antacid after 

checking our 401(k)s and watching what the consequence of 

spending right now may be.

While it is not smart to stop your marketing, watch where you put your 

marketing budget dollars and be sure to measure everything spent. Metrics 

have now become even more relevant. There are inherent risks in holding 

the marketing budget steady and even more to cutting it all together. When 

businesses stay in “safe mode,” budget cuts are common. In contrast, risk-

taking companies take advantage of every opportunity to solidify and build 

a stronger brand. In fact, some companies are increasing their lead in the 

marketplace by spending more on marketing, which may be the wiser 

thing to do. 
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No matter what the condition of the economy, the buyer target, the 

brand’s positioning, the ad copy and execution, and the media vehicles 

(a specific print or electronic medium used in an advertising campaign) 

are more important than the budget in driving revenues. In a recession 

or stalled economy, put a hold on spending more money on marketing 

communications if you don’t have all your strategic elements lined up. 

Once the strategic elements are in order, a focus on a great strategy can 

be put in place with metrics set up to test market and measure the results. 

Have the metrics in place for at least six months before deciding to keep 

the strategy or pull it. My practice is to question anything and measure 

everything.

2. keep oN talkiNG the talk or WalkiNG the Miles iN 
your custoMers’ shoes

Many companies are using their marketing message to tell customers 

everything they do, focusing on their own companies rather than 

focusing on the customers’ wants, needs, and desires. “Walking in 

the shoes of your customers is the key to keeping products moving 

during a recession,” the CMO of Kraft Foods, Mary Beth West, told 

an audience of fellow marketers in early 2009. “And I am talking 

about walking not just a mile, but two miles.” Business owners 

should not only NOT guess what will work or will not work to 

motivate buyers during a recession, but go above and beyond the 

customer information basis that everyone in a certain category buys 

the same thing at the same time period. 

Take the time to ferret out important insights specific to your brand such 

as (1) who the profitable customers are, (2) the problems the profitable 

customers have, (3) the products (or services) they are looking for, and 

(4) on what they place a premium and would be willing to part with their 

scarce resources for (and more likely than not there is something). 
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The brands that will win this footrace are the ones that have the knowledge 
of the twists and turns of the customer’s course. So the next time you 
categorize your customer and make assumptions, you may risk the loss of 
keeping the customer satisfied with your products or services.

3. the do’s aNd doN’ts of recessioN or 
stalled ecoNoMy MarketiNG

It may have been the 2008 presidential election and onslaught of 
negative, spiteful political attack ads running that got companies 
thinking about using this approach to spur their sales. As reported 
in the Wall Street Journal, “As the economy gets ugly, marketers are 
getting nasty too. From soup companies to pizza chains, marketers 
are stepping up their so-called attack ads, calling out rivals by name, 
comparing products and poking fun at competitors.” The National 
Advertising Division of the Council of Better Business Bureaus – 
aka, the ad police – has seen complaints jump substantially; business 
owners and marketers are alleging they are the victims of misleading 
comparison ads. We have never used this strategy; it is best to market 
your differentiation and actually prove the differences.

“In a downturn (or stalled) economy, people are being more and more 
careful about how they are spending their money, and more than usual you 
have to make sure you are breaking through and giving your customer a 
reason to buy you,” explains Patrick Doyle, president of Domino’s USA. 
He’s got a point, but “their brand sucks” is not going to do it. First of 
all, it’s not exactly a defensible positioning – it’s likely quite easy for your 
competitor to come right back and say, “No, no, YOUR brand sucks.” 
Then the back and forth starts and pretty soon buyers have no idea who 
the ads are for or why they should buy either brand. Why go this route 
just to confuse the customer? “Attack ads,” says the Wall Street Journal, 
“when they get too intense, can confuse customers.” If your advertising 
raises more questions than it answers, you’re going to get tuned out and 
lose in the marketing and sales battle.
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4. stop WorryiNG about your coMpetitioN aNd fiNd the

blue sky opportuNity

If there’s a little something to the “your brand sucks” idea, it’s that 
there is a pretty good chance there are some areas of importance to 
buyers where everybody – you and your competitors – totally sucks. 
When companies do not offer a solution to a seriously irritating 
problem or at best give a middling response to something buyers 
say they really need or want, these areas are the blue sky, white space 
– whatever-the-going-catch-phrase may be – marketing messages. 
This is your area for big marketing opportunities. If ever there was 
a time when people are aware of their problems, pains, and areas of 
dissatisfaction, and are willing to talk about them, it’s now when the 
economy is really questionable and everyone is wondering what the 
future will hold. 

Ask buyers what they aren’t getting from your brands and others instead 
of calling out your competitor’s deficiencies. Figure out what people 
are missing in the category in general and determine if you can deliver 

it to them profitably. Don’t waste your 
breath (and precious advertising dollars) 
explaining how and why your competitors 
can’t get something (or anything) right. 
Instead, explain how and why your brand 
is uniquely qualified to solve their real 
problems in your advertising. 

Very importantly, give people a reason to listen and you will break through 
– now in these tough times and when happy days are here again. When 
you do this, be sure to do it right. Don’t make a promise to solve a problem 

and then fail to follow through. For example, take Coke Zero®. It used a 

great execution depicting Coke® executives suing Coke Zero® executives 

because Coke Zero® tastes so much like Coke®. However, it doesn’t – not 
by a long shot. 

“Become more 
involved in your 
community...”
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5. Whether or Not to eNter iNto the 
More-for-your-MoNey race

 
Often, a natural response to cutbacks by your customers is to drop 
your prices, advertise more for less, and give great deals. Companies 
across the board are dialing up the more-for-your-money messaging 
in an effort to entice cash-strapped customers into opening their 
wallets. Price cuts and promotions are creating a domino effect as 
companies chase the best-deal status. The assumption that lowering 
prices will motivate people to buy may miss the mark and hurt 
brand equity in the process. 

While management intuition suggests that most buyers and business-
to-business decision makers are price sensitive, marketing research has 
shown that price is the primary consideration for only 15 to 35 percent 
of buyers in most product and service categories, even during a recession 
or stalled economy. Price may become a more important consideration 
as household and corporate budgets get tighter, but it is not necessarily 
– or even customarily – the most important consideration. The majority 
of buyers are simply not as obsessed with price as many companies seem 
to be. What’s more, price cuts can cause serious problems if they reset 
buyer expectations about prices or go against a brand’s image. The halls 
of marketing history are littered with brands that dropped their pants to 
make a sale in a recession only to find they couldn’t pull them back up 
again once it was over. 

One great example is McDonalds. In the mid to late 1990s they offered the 
Big Mac sandwich for only $.99. When McDonalds decided to raise the 
Big Mac back to the standard price, they had issues with their customers 
and Big Mac sales declined; they had to continue the price for some time 
until a steady increase was accepted and other marketing combinations 
could be offered.
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Now that you have reviewed and understand the five tips of how to thrive 
in a downturn or stalled economy, be sure to focus on giving back to 
the community and creating awareness of how your company supports 
causes. Brand your company as a full resource center to help businesses stay 
profitable in a downturn or stalled  economy. Be the resource for services 
others no longer have staff to support. Listen to the customers, walk in 
their shoes, and develop a marketing message and overall company strategy 
to meet customer needs.

One thing my business has done in the local community is implement an 
annual EXHIB-IT! B2B Networking Event. This event started with the 
grand opening of our new location on June 11, 2008. The grand opening 
turned into a large networking event with over four hundred attendees, 
including many of the local chambers, organizations, political officials, and 
business owners in the community. 

In turn, we gave away a FREE exhibit display valued at $1,200 to a selected 
nonprofit organization and unveiled the giveaway at the event. This event 
was a huge success because of the marketing strategies implemented. Since 
that time, we have incorporated an annual branded EXHIB-IT! B2B 
Networking Event that is marketed as the “Pay It Forward” community 
service event. We solicit nonprofits to fill out an application which is 
reviewed and judged for one of the applicants to receive a free display. 

We ask the nonprofit organizations to set out their overall marketing strategy 
and how the new exhibit display would benefit their nonprofit organization. 
The applications are judged by different off-site organizations, and one 
nonprofit is selected as the winner of the display each year based on the 
criteria set out in the application. In 2009, we expanded our community 
commitment by adding a silent auction at the event with donations from 
various businesses around the state, with all the proceeds donated to a 
selected nonprofit organization each  year. This has garnered both local 
and national press for the nonprofit organizations as well as our company.
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This is one example of how to become more involved in your community, 
show that you are truly connected to your community, and be known as a 
pay it forward leader. This not only shows a true commitment, but it also 
demonstrates sustainability and that you can grow your business network. 
As you apply the principles presented in this book, you will learn to be a 
marketing innovator as well. 

The biggest DO in marketing for the small business is to get a strategy in 
place to drive sales, profits, and growth. It’s a blanket answer that applies 
to any business, anytime, anywhere. When the buyers of your products 
and services are really struggling, it becomes even more apparent that your 
marketing efforts need to have pinpoint accuracy in terms of who you are 
talking to, what you are talking about, and when to get them to pledge 
their patronage and loyalty to your brand and not somebody else’s brand.

The natural inclination of business leaders during a harsh or stalled 
economy is to cut people and programs, and then to restructure the business. 
Examples are in the newspapers and on Web sites daily: AOL, Sprint, Dell, 
Discovery Communications, and the many banks, car dealerships, airlines, 
nonprofit organizations, and so on. There are alternatives to cutting and 
pulling back during a recession or stalled economy. It comes down to 
this: is the company or organization merely efficient and able to achieve 
results with precision, but not necessarily adaptable, or is the company or 
organization effective and able to embrace a changing future?

Corrective Business Management: 
A Tactic for Survival 

Before you start cutting people or programs, or restructuring, consider 
the following.

           (Right Brain Thinking)

strateGy
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Review your business strategy. Does it make sense? Can it be 
executed? Is it too “pie in the sky?” How does it address your markets 
and the overall business core strengths? A clear strategic plan is the 
basis for success in good times – and in bad times. Look at the big 
picture and determine the strategies needed to be set in place for 
success.

           (Left Brain Thinking)

executioN

The best strategic and business plans are worthless without 
execution and metrics. Do you have metrics in place to measure 
performance against financial AND operational targets (objectives)? 
Which objectives are hitting the mark and which are not? Why? 
Who is accountable? What is being done to address the weak areas 
of performance? 

           (Right Brain Thinking)

custoMers

During a questionable or stalled economy, it seems as if businesses 
of all sizes are quick to put customers – those who pay the bills 
– last. This is a definite no-no! It is time to re-evaluate what the 
business is doing to delight customers and prove that they come 
first. Customers are the company’s best asset and it costs much less 
to keep existing customers happy than to find new ones. No matter 
what the business product or service offered, customers have choices. 
Take the steps necessary to make your business their FIRST choice. 
Ask THEM if their needs are being met and what improvements 
can be made within the company or organization to keep them 
satisfied and wanting to come back.



Chapter 2: Camel Riding - Thriving in a Harsh Economic Environment24

           (Left Brain Thinking)

cost aNd expeNse

Businesses are quick to cut expenses and people when there is softness 
in the economy. This is so easy, even a child with a lemonade stand 
can do it. But it is often NOT the right answer. First, look at where 
resources are deployed. Most resources should be involved in driving 
revenue and overall customer satisfaction. Keep your overhead 
costs to a minimum and watch your bottom-line expenses. If that 
means redeploying and retraining, then 
it should be done. Second, before there 
are layoffs, cut the outside contractors 
and consultants and perform what you 
can in-house. 

Also, cut salaries and bonuses at the top 
of the organization first. The biggest cuts 
should be among the biggest bosses – not 
the customer-facing employees and sales 
force. Finally, ask for input; the people on the floor and in the back office 
usually know where the biggest opportunities for REAL efficiencies exist. 
Ask them, and when you do, be sure to act on their recommendations and 
recognize them for their ideas.

           (Right Brain Thinking)

speed

I am amazed by what the United States did to mobilize resources on 
the home front during World War II. Factories went from making 
automobiles and refrigerators to making military tanks and aircraft 
in huge quantities in an amazingly short period. Imagine what it 
would have been like if they had computers. So why does everything 
(except perhaps the Internet) take so long today? 

“Employees 
are the most 

relevant resource 
and best asset 

for a business.”
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The time frames required to develop new products and services are often 
years rather than months. Look at timelines required in your business 
today and cut them by 25 to 50 percent while maintaining the same 
level of quality, if not better. It can be done, and this will definitely be a 
competitive advantage for your business.

For example, our company determined how to quick-turn our design 
and graphics production timelines without sacrificing the final product 
or service. We implemented our philosophy to under commit and over 
deliver, and actually did it! We analyzed how much time was needed for all 
types of production and cut it down by 25 percent. Once successful, we 
then took another approach and cut the time down again, still delivering 
the same quality product and excellent service to our customers. 

We developed internal quality assurance processes and systems that are 
followed by our employees to ensure we deliver what we promise and on 
time. This allows us to have a commitment for excellence.

           (Right Brain Thinking)

iNNovatioN

It is a natural tendency of most businesses, no matter what size, to 
take fewer risks when times are lean and mean. This includes new 
and innovative ideas for products, services, marketing, and the way 
business is done. The BEST time for risk taking and innovation is 
when the economy is challenging and other businesses are cutting 
back. While most businesses are tightening their belts, businesses that 
take risks and push innovation stand out among their competition. 
Innovation is not limited to research, development, or marketing. 
It should encompass all functions and aspects of any business that 
show others that you have what it takes to survive and are taking the 
risk that most businesses wish they could. Either step forward into 
growth or step back into safety.
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Terms such as flat, downturn, recession, and stalled economy drive chills 
through most businesspeople at any level. Money is tighter and market 
opportunities shrink, but there are winners and losers in both good and 
not-so-good economies. By addressing these areas of strategy, execution, 
customers, cost and expense, and speed and innovation, any company – 
regardless of size, market, or industry – can be a winner during a recession 
or stalled economy. It is all about being an effective leader in an economy 
where there is doubt about the future.

Correct management is definitely the key for a business to survive crises 
like the current volatile economic climate. In order to execute correct 
business management, several strategies need to be observed, executed, and 
measured. This is the time to be sure the right employees are in the right 
seat and that they want to be in that seat. Managers need to motivate 
and lead by example. Businesses must smarten up, market, manage their 
people, and follow their vision.

           (Left Brain Thinking)

sMarteN up your busiNess 

Cash is king in business. Small-business owners or upper-level 
managers should strive to obtain good cash flow. A business with a 
good cash flow can survive in the midst of a bad or stalled economy. 

To improve cash flow, conduct and stay on top of the cost analysis of your 
business. Take note of the areas such as credit card and bank fees where 
money can be saved. Form a deal with creditors to obtain longer payment 
arrangements to help manage cash flow.

           (Right Brain Thinking)

MarketiNG

Cost cutting is important when the economy is questionable. 
However, to cut back on marketing, public relations, and advertising 
is the worst thing businesses can do in a flat or stalled economy. 
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Marketing and public relations are two important ingredients to 
help obtain new business. More importantly, it is during the hardest 
times that businesses must shine even brighter in the faces of target 
consumers. Your voice, your brand, and your vision are most 
important to relay to the selected target market chosen.

           (Right Brain Thinking)

MaNaGe people properly

Relationships must be managed well, from employees to customer 
interactions. Employees are the most relevant resource and best asset 
for a business. Talk with them, discuss the economy, and ask for 
innovative ideas to help stay strong. Be as transparent as possible. 
Remember, it is difficult to motivate employees when they are 
unsure about their jobs. 

Do not fail to provide customers with a more satisfying overall customer 
experience. As stated earier, when the economy is harsh, it is better to 
keep existing customers than to search for new ones. Know the needs of 
customers to improve further the services delivered. Take that service up a 
notch.

           (Left Brain Thinking)

visioN for the busiNess

Remember your business plan and revise it when necessary. When 
business starts to grow, make essential changes to keep the business 
plan up to date and measurable. To assure the future feasibility of 
a business, always include an updated cost analysis, an updated 
marketing plan, and new program initiatives for employee and 
customer management. 

If you are a baby boomer or traditionalist born before 1964, the economic 
downturn or stalled economic forecasts were probably not that alarming 



Chapter 2: Camel Riding - Thriving in a Harsh Economic Environment28

to you. Over the years, you have seen companies fold, industries reinvent 
themselves, financial headaches intensify, interest rates increase, gas prices 
escalate, and the stock markets fluctuate wildly. With the economic forecasts 
being all over the chart, from an eighteen-month recession to a fourteen-
year depression to others saying the economy is coming back, people are 
scared, struggling, and uncertain about what tomorrow will bring. 

Organizations are failing, reorganizing, and cutting back on staff, and 
products and services are going by the wayside. Industries are in trouble 
and everyone seems to be living on the edge with stress as their middle 
name.

           (Right Brain Thinking)

Wallow in Despair or Utilize Great Leadership Qualities

be resourceful aNd Get creative

Leadership management teams and employees should tap into their 
vast creativity for innovation, problem solving, decision making, 
product and/or service development, product and/or service design, 
financial ingenuity, and both short-term and long-term planning. 
In today’s environment, using the principles, guidelines, lessons, 
and understanding of the past will not be enough to create a healthy, 
vibrant, competitive, and profitable future for business. Look to the 
future and observe what is going on in the world, learn from other 
successful business owners, adapt to change, and adjust your focus 
and direction – throughout the business.

re-exaMiNe aNd re-evaluate the busiNess 

Reassess everything – policies, procedures, guidelines, rules, 
principles, practices, methodologies, philosophy, vision statement, 
mission statement, and core values. This does not mean take a 
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cursory look; make an in-depth analysis of the overall business to 

determine what is and is not working and determine the why and 

how factors.

it May be tiMe to let Go of eMployees, Not just to cut back oN 
payroll

 
Employees who are just not rising to the challenge and who do not 

grasp the vision and focus of the company may not be a good fit. Let 

go of employees who do not have the same vision. Those who are not 

bringing the optimism, productivity, and performance necessary to 

their roles and responsibilities are not going to take your company 

from good to great. It is time to let go of those employees that have 

out lived their value or life cycle in the culture of the developed 

business.

stay positive aNd keep focused

There are two ways to look at everything – positively or negatively. 

Is the glass half empty or half full? There really is no gray area. You 

either are or are not demonstrating optimism, belief, and faith in the 

future of your business. I once read a saying that fits this perfectly: 

“Pray – but be sure to move your feet.” Prayer, hope, and faith are 

wonderful things, but without creative, positive, and productive 

action, don’t bother.

Never lose passioN 

Passion can make up for a lack of pretty much anything in life. 
It can nullify a lack of experience, knowledge, and ability. It can 
ensure greatness when it is maintained and nurtured. When you 
lose passion for your business, you lose everything. 
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be coMMitted to the success of the busiNess

If commitment to the mission, vision, or business purpose waivers 
during challenging times, a message is sent to employees, customers, 
and suppliers that the courage, commitment, and staying power 
necessary to survive is lacking. Reinforce what you believe in. If you 
don’t believe it, then move on, shut the business down, and look 
elsewhere for employment. 

be a studeNt of kNoWledGe 

Every situation in life, both positive and negative, brings with it 
the potential for learning. People who fail to look for the lessons 
in all of life’s circumstances rarely learn what they need to. Be sure 
– necessary lessons will reappear at some point in the future. Want 
to move past these challenges? Learn whatever you can from what 
is happening now, why it is happening, and what the options and 
choices are for the next chapter of your business.

let Go of eGo

One of the biggest things that will prevent you from moving past 
negative times is your ego or your need to defend your past decisions, 
choices, actions, beliefs, or behaviors. Want to win the day? Kill your 
ego. This reminds me of a famous quote by our former president 
Ronald Reagan, “You can accomplish much if you don’t care who 
gets the credit.”

stay calM

Panic won’t solve anything. Panic keeps you in a stressful state that 
will ensure bad choices, poor judgment, and wrong decisions. Relax; 
this is why you get the big bucks – to overcome during challenging 
times.

ryarbrough
Sticky Note
?
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reiNveNt yourself aNd your orGaNizatioN

Is it time to rethink your business model? Is it time to move in a new 
direction? Is it time to shed some excess baggage? Is it time to take 
the plunge that you have resisted due to good economic times and 
consistent growth and profits?

Want to get through challenging times and emerge victorious? Practice 
these leadership qualities with diligence, consistency, and conviction. 
Now is the time for courage and action – action that is well thought out 
and planned. One question I often ask business owners is “Do you have 
a budget?” Unfortunately, I rarely get the right answer. While a business 
plan is your road map for success, your budget is the compass. It’s the best 
way to know if your business is on track.

If a budget exists, the next question is “Do you track it?” Of course, this 
presupposes that there is a business plan. It also assumes that the business 
plan is being followed. Trying to grow a business without a plan is like 
taking a trip to a specific destination without knowing the way or having a 
map. If you have never been somewhere and you are not a scout, how will 
you know the right direction without a compass? I suppose it is possible if 
you have a lot of time, money, and very patient friends.

Following a budget reveals when it’s time to accelerate growth or determine 
if a slowdown of progress is needed. A tool that comes in handy when 
tracking a budget is a cash flow forecast. This is a simple way to see the 
money as it comes in and goes out of the business. Your salary is a regular 
expense item and should not be toyed with as a cushion for “rainy days.” 
Knowing where you will stand in the next six weeks, ninety days, and so on 
will help you make better decisions. This was a key factor for me in 2008 
when the economy was questionable and people were losing their jobs. 
During this rocky period, we moved into a much larger building and our 
expenses grew. 
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Participating in the Small Business Administration Emerging E200 Step It 
Up! Program was a blessing (http://www.sba.gov/e200/index.html) because 
the timing was essential to keep my eyes on the financial ball.  I filled 
out the application and EXHIB-IT! was selected as one of the nineteen 
businesses in New Mexico and one of the two hundred in the selected 
participating states in the United States. 

This was a six-month free program offered to business owners that met the 
criteria set out by the SBA. Yes, I went back to school, and what I learned 
most was to “keep your eye on the ball and verify everything” while your 
business is growing. I had to learn to trust, yet verify.

If you already practice these strategies, congratulations! You are giving 
yourself the advantage in a tough market. 

Now let me get to a more interesting question: Do you budget for profit? It 
may seem strange, but most of us look only to the expenses for budgeting 
without even considering profit. Why is that? Isn’t making a profit the 
reason you are in business? If it’s not, either you are a nonprofit (although 
nonprofits still need to make money) or your business is just a hobby.

It’s an interesting concept, but think about it. If you don’t make enough 
money to pay rent or utilities, what happens? If you don’t pay your bills, 
there are consequences. So if profit is thought of as an expense, what is the 
consequence if it’s not paid? No profit means the business is dying – it’s as 
simple as that.

Not disciplined enough to treat profit as an expense? Make up some 
penalties and be sure to slap yourself with them if this expense item is not 
paid. Sleep on the floor for a week or take a cut in your salary. Take profit 
seriously – it will be the difference that puts your business over the top.

Sustain the innovation and competitive edge regardless of profession or 
industry. Your ability to nurture creativity in business will enable you to 
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sustain innovation and competitive edge, the very essence of a successful 
business.

Today, businesses are challenged in an infinite number of ways, many of 
which are relatively new. Today’s business needs to:

• Know what your customers care about before the customers 

(certainly before competitors) figure it out

• Deliver better, faster, and affordable products and services in a 

global economy

• Minimize your footprint on a planet in peril

• Leverage technology before getting replaced by it

• Continuously introduce innovation and excitement into a 

market that is over stimulated, flowing with abundance, and 

believes that it has seen it all

 The ability to identify, recruit, and foster creativity in business will become 
a powerful differentiator in our time. Daniel H. Pink, author of A Whole 
New Mind: Why Right Brainers Will Rule the Future, preaches that we are 
perched on the cusp of the third industrial revolution, “the conceptual 
age,” where creators and empathizers rule. As with every revolution, the 
conceptual age will be met with resistance and challenge. 

With the speed of technological development in this conceptual age, 
influencers have tools like blogs, forums, web chats, pod casts, and video 
chats to spread messages instantaneously. At any given time, there are over 
eight million users talking on Skype and millions more expressing their 
views on various free blogs offered by companies like WordPress, and on 
social media outlets like Facebook, LinkedIn, and Twitter.
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In an age where analytical skills have been rewarded and right brain 
thinkers have been encouraged to adapt left brain thinking in order to 
climb the corporate ladder, such a trend can be a little unnerving. It can 
also be exhilarating for businesses that see the opportunity that lies beneath 
the challenge.

The point of unleashing creativity in business is not to send all your 
employees to art class, but rather to gain insight as to how you can invite 
right brain thinking into a left brain world.

Leadership that eliminates fear of failure is conducive to creative thinking. 
Nothing kills a great idea faster than the fear of reprisal. Today, traditional 
authoritative leaders are being replaced by transformative, creative, and 
lateral leaders that know how to draw the most out of the people that 
they lead. This idea was vividly demonstrated by the majority election of 
Barack Obama. A September 2, 2009 article in Outside the Beltway by 
James Joyner stated, “He operates like a community organizer: let people 
have their say, let them wear themselves out, then step in and define the 
consensus.”
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Deciding what marketing strategies are best for a company can be 
overwhelming. Determining and knowing what stage a business is in will 
help define how and where to get started with marketing strategies to grow 
the business.

When times are tough, we will feel challenged. As a business owner, look 
for support from someone in the same situation as you or who has been in 
the situation before and has come out stronger. Even when money seems 
scarce, having a solid collaboration of business owners around will always 
provide the strength needed to nourish a business.

No matter how much we try to seek a standardized solution for running a 
successful business, every business owner runs his or her business based on 
individual perspectives and principles, which need not always be similar. 
Every business has its own set of guidelines and processes designed for its 
efficient functioning. However, in general, all small businesses experience 
one or more of these five stages: 

           (Right Brain Thinking)

The Five Business Stages

staGe 1 – existeNce or iNfaNcy (start-up aNd raMp-up)

This is the stage where the main problems of the business are obtaining 
customers and delivering the product or service being offered. The business 
plan is simple in that the owner does everything and directly supervises 

The Yellow Brick Road
The Best Traveled Road for Marketing Success

Chapter 3
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employees, who should be of at least average competence. Systems and 
informal planning are minimal or nonexistent. The company’s strategy is 
simply to remain alive. Many businesses in this stage never gain sufficient 
customer acceptance or product capability to become viable unless they 
look at their overall marketing strategy and implement some of the concepts 
as described in this book. The getting started is fairly easy for this stage of 
the business. 

Chapters 5 through 9 should be the beginning focus for marketing strategies 
in this stage of the business before implementing other strategies. This will 
be the foundation for developing a strong business with confidence. Once 
these areas are completed, then focus on other chapters, beginning with 
Competitive Intelligence.

There is a lot of planning that goes into starting and running a business 
that is in its first five years. Stage 1 is the blossoming phase during which 
business plans and strategies are finally executed and the company exists. 
This is the stage where the business is not generating a lot of revenue 
quickly, but is trying to establish itself in the market and attract a stable 
set of investors and customers. This is the stage where the business invests 
a lot of resources in creating the basic infrastructure for marketing and 
advertising itself in the market. 

This is the phase during which innovative ideas are encouraged in order 
to establish a USP (unique selling proposition) for the company. It is a 
difficult task to have a smooth sailing business without any struggle right 
from the beginning since Stage 1 of the business set up involves higher 
risks. The income in the first two stages is often less than the investments 
and, consequently, this initial stage is marked by lower profit margins. The 
main focus is on developing the business from the inside out for growth. 

staGe 2 – survival or adolesceNce (deleGatioN aNd GroWth Mode)

This stage shows the business has demonstrated that it is a workable 
business entity. It has acquired enough customers and has shown customer 
satisfaction with its products and/or services to keep these customers. The 
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key problem now shifts from mere existence to the relationship between 
revenues and expenses. Watching the bottom line becomes an important 
factor in this stage. The company may think about developing systems and 
processes but they are minimal. Formal planning is at best, cash forecasting. 
The company is still simple with a small number of employees supervised 
by the owner, a sales manager, or an operations manager. Decisions are 
carried out by the owner through the managers. The major goal of the 
business is survival and the owner is still synonymous with the business. 

During this stage of the business, it is time to recap and analyze the things 
done in chapters 5 through 9.  Now is the time to focus on the Competitive 
Advantage of the Business by reading chapters 10 through12.  I also suggest 

reading chapters 4, 13 and 14 to confirm you 
are reaching the right marketing channel 
and tracking the strategies set in motion for 
capturing a true picture of the business. Having 
a full understanding of this information will 
maintain the solid foundation developed in 
your business. This is also the time to think 
about how innovation is implemented in the 
business model and look at establishing the 
Grand Canyon for the business.

Once the business passes this blossoming phase, it begins to find core 
customers. Stage 2, also known as the growth phase of the business, is when 
the business establishes its niche in the market. This is the phase where 
the business starts to establish brand identity and generate brand loyalty 
within the customer base using sound marketing practices. Although the 
focus of this stage is to maintain core customer groups and build trust 
and goodwill among the customers, this stage is recognized by a rise in 
consumer demand. This requires increased inputs in terms of production, 
manufacturing, and general operations to keep up with the rising sales and 
continued growth. The growth phase is thus marked by increased sales, 
rise in profit margins, and establishment of the brand name in the market. 

“There is a 
lot of planning 
that goes into 
starting and 
running a 

business...”
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staGe 3 – success (iNteGratioN aNd ruNNiNG iN GroWth Mode 
strateGically)
 

This stage displays business continuity and sustainability. The 
decision facing business owners now is whether to exploit the company’s 
accomplishments and expand or keep the company stable and profitable. 
Decisions should be made to use the company as a platform for growth or 
as a means of support for the owner as he or she completely or partially 
disengages from the company. Various levels can take place during this 
stage of the business such as the success-disengagement sub-stage where 
the business has attained true economic health and earns average or 
above average profits, or the success-growth sub-stage where the owner 
consolidates the company and marshals resources for growth. 

There should be competent managers in place with plenty of cash stored 
up for the operations of the business during either of these two sub-stages. 
Basic financial, marketing, and production systems are in place with 
operational budgets. The owner and/or the company’s managers should be 
monitoring a strategy to maintain the status quo during this stage. Among 
the important tasks are making sure the business stays profitable so that 
it will not outrun its source of cash to develop managers and meet the 
growing needs of the business. 

Stage 3 is the stage where the business reaches a certain maturity level in 
terms of the market. The brand identity and brand image of the business 
are well established. The customer base, investors, and other important 
business networks are well laid at this point. The sales are either increasing 
or at least have reached a considerable regular volume and require fewer 
resources for advertising to enhance sales. Conversely, intensive marketing 
is a must to enhance the overall market position or at least establish the 
current market position. This is the phase where the company may want 
to branch out into other ventures and/or dabble with product innovation. 
This is the business stage where the profit margins are fairly stable. 
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During this stage, reevaluate the marketing strategies once again and 
the competitive intelligence to be sure the business is set for succession 
planning. This would be a good time to be sure all marketing strategies are 
in place as adopted for Stages 1 and 2 with a focus on chapters 17 through 
20.  During this stage, the focus should be on tracking the strategies set 
in place and having a full understanding of how the customer thinks. 
“Coopetition” comes into play during this stage. Coopetition may happen 
when companies work together to build up the weaker parts of the business 
where the company realizes it does not have a competitive advantage and 
believes it can share common costs. 

This is not a new concept and a great example is the coopetition between 
Peugeot and Toyota on shared components for a new city car for Europe 
back in 2005. In that case, the companies saved money on shared costs, 
while remaining fiercely competitive in other areas. For coopetition to 
work, a business needs to define clear and concise roles where they are 
working together and where they overlap for competition. If this stage is 
successful, the company then proceeds on to Stage 4.

staGe 4 – takeoff (fast GroWth)

This stage of take off is the development of one or more leading sectors 
in the economy:

Primary Sector  –  production stage
Secondary Sector  –  manufacturing stage
Tertiary Sector  –  service industry 
Quaternary Sector  –  intellectual activities
Quinary Sector  –  decision making in a society or economy

The rapid growth of a business is dependent on one or more of the above 
economy sectors and four stages of business. There must be an increase 
in the effective demand of the products or services being offered. A new 
production function along with an expansion of capacity should be 
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introduced into these sectors, and there needs to be sufficient initial capital 
and investment profits for the takeoff in these leading sectors. During this 
stage, the owner delegates responsibility to others to improve managerial 
effectiveness of a fast-growing and increasingly complex business. There 
needs to be enough cash on hand to satisfy the great demands growth 
brings. The business becomes decentralized and divided usually in either 
sales or production. 

The key managers must be competent to handle a growing and complex 
business environment. The systems become more refined and extensive. 
Both operational and strategic planning are implemented and involve 
specific managers. The owner and the business are on the way to becoming 
reasonably separate, yet the company is still dominated by both the owner’s 
presence and possibly stock control during this phase of the business. This 
is a pivotal period in a company’s life both financially and managerially. 
It has the potential to become a big business at this time. If a business 
reaches the success stage in Stage 3, then surprisingly Stage 4 is usually 
unsuccessful, either because the business tries to grow too fast and runs out 
of cash, or is unable to delegate effectively enough to make the company 
work. 

EXHIB-IT! Tradeshow Marketing Experts faced this stage of growth in 
years 2006 – 2007. The company grew over 122 percent in just two years, 
which necessitated a move to a larger space to accommodate the business 
growth. We moved in early 2008 and were hit hard with the stalled economy 
in addition to the aftermath of the cost of the move. We were into our line 
of credit up to $92,000 by summer of 2008. As a business owner that runs 
a cash-only business, this was difficult to fathom. The cost of the move 
was much more than was budgeted and I was traveling often for national 
volunteer work, in addition to public speaking engagements, resulting in 
the company running more without the business owner. 

The second half of the year picked up and sales were in line with the 
budgeted growth plan, which allowed the line of credit to be paid off by 



Full BRAIN Marketing: For the Small Business 41

November 2008 to get the cash flow back to normal. Systems and processes 
were completely revamped due to the growth. New systems were written, 
employees hired, and strategic planning with marketing emphasis on viral, 
digital, and social media were put in place for innovative marketing. 
 
During this stage, it is important to look at all of the above marketing 
strategies set out in stages 1, 2, and 3 performed to date and reevaluate 
everything and then focus on chapters 15 and 16 for the strategic building 
and longevity of the business. If this is not done, the growth may surpass 
the strategy and the business could fail.

staGe 5 – Maturity (a stroNG resourceful busiNess fouNdatioN)

This stage is the essence stage for a business that can reach this maturity 
level. It comes from hard work, focus, and drive with one eye on the 
financial side of the business and the other eye on the marketing side of the 
business. During this stage, a company has focused on building value for 
its customers and has established overall company excellence. Continuous 
innovation is a must to stay at this business stage. 

There needs to be a flexible, responsible and innovation-friendly company 
structure adaptable to changing internal and external conditions. During 
this phase, cash flows are stable and there is an establishment of marketing 
networks and operational channels. The respective brands become well 
known and there is a stable and faithful customer following. This is an 
ideal time for businesses to consider expansion, franchising, or work on an 
exit strategy for a business merger or sale.

The one thing I see some businesses struggle with during this stage is 
stagnation of operations and the complacency that naturally occurs as a 
business ages. Mature companies often forget or forsake the one thing that 
made them successful in the first place: a customer-centric business model. 
This is where some businesses are more concerned with cost cutting and 
bottom-line results than about the customer. 

35
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The business looks for ways to cut costs or increase revenues, often at the 
expense of the customer. The business forgets that satisfying customer 
needs and continuous value enhancement and innovation is the only path 
for continued sustainable growth. This creates opportunities for new, 
smaller companies to emulate and improve upon what made their bigger 
competitors successful in the first place and steal their customers.

Marketing should never be forgotten during this mature stage; re-evaluation 
of strategic goals and objectives with implementation methods need to stay 
in place to maintain this stage. Otherwise, the company may take some 
backward steps and go back to the Adolescent Stage and need to develop a 
new marketing strategy to keep the business going.

Every business at some point in time undergoes a stage where it experiences 
a decline in sales and an overall unfavorable atmosphere in the market, 
termed as recession or stalled economy. This is nothing but a period of 
reduced economic activity, which results in a sharp or considerable decline 
in buying, selling, production, and even employment. A company may 
experience a reduction in profit margins or even loss, depending on 
the market positions. This is the phase where the company struggles to 
maintain its existence in the market and tries to equip itself for a quick 
recovery. 

My company experienced this setback in early 2008 with the beginning of 
the downturn economy and a company move to a larger showroom facility 
that was not budgeted accurately.  It took over six months to recover from 
the move costs and down time, but with an assessment and restructure of 
the marketing strategies in place, business picked back up and the year 
ended better than projected.  I suggest if this happens to you as a business 
leader, read each chapter with “baby” eyes and evaluate what is working and 
what is not working and make the necessary changes to stay the innovative 
leading company built to last.
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These are the five stages of a business cycle experienced by every business, 
whether large or small. Sometimes the business flourishes and gains 
maximum profits, while at other times the business is on the verge of a 
complete breakdown. It is the attitude and the positive perspective of 
successful business owners that keeps every business going through the ups 
and downs while always aiming for the pinnacle.
 
I hope this helps you decide not only which stage your business is presently 
in, but a way to develop the strategy (right brain thinking) and tactical 
focus (left brain thinking) that should be implemented during each stage 
of the business. Marketing is an ongoing strategy that will continue to keep 
the business growing. Remember, once the marketing stops, you may see a 
decline in business revenue.



Chapter 3: The Yellow Brick Road - The Best Traveled Road for Marketing Success44

“Good business leaders create a vision, articulate the vision, 
passionately own the vision, and relentlessly drive it to completion.”

~ Jack Welch
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Have you ever seen a child struggle with math homework? Even a 
simple problem can appear difficult when the step-by-step, line-by-line 
operations are unknown. All math problems, from simple addition to 
college-level stoichiometry are solved by implementing foundational rules, 
processes, and terms. Let’s approach your marketing plan in the same way. 
You’ve picked up this book about marketing, so I imagine you have some 
idea of what it is and why it’s important to you. But in order to progress, 
it’s important to define your terms and to build on a common foundation.

Marketing as defined by the American Marketing Association in 2009 on 
their national Web site: 

“The activity, set of institutions, and processes for creating, 
communicating, delivering, and exchanging offerings that have 
value for customers, clients, partners, and society at large.”

 Marketing requires the following two methodologies:

1 + 1 ≠ 11: The Mathematical Formula 
Your Marketing Formula

Chapter 4
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           (Right Brain Thinking)

Stay Tuned: The Right Marketing Channel

There are four channels of marketing efforts that will be covered in 
depth throughout this book. 

• Internet Marketing (SEO, viral, blogs, forums, social media)
• Publishing (articles)
• Public Relations
• Face-to-Face Network/Trade Shows

First, consider how many different methods of marketing are you currently 
using to reach out to customers. Is it possible to integrate different methods 
of marketing that are focused on the information preferences of your target 
audience? Integrated marketing communication is the planning process of 
marketing tools, approaches, and resources a company uses to maximize the 
impact of their brand for a particular product or service and the method of 
delivery of that brand. However, in today’s information-driven technology 
world, customization and original content are a must.

QuaNtitative delivery Methods or Not?

These are the most common delivery methods:

• Traditional Marketing (direct mail, billboard, radio, television, trade 
shows)

• Internet Marketing (newsletters, e-mail blasts, blogs)
• Web Sites (search engine optimization / search engine marketing)
• Social Media (viral marketing)
• Webinars/Podcasts
• Online Communities (forums)
• Published Articles
• White Pages
• News Releases 
• Face-to-Face Marketing
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The Web has changed the rules of marketing and public relations and, if 
used correctly, can help create the following:

• Appeal to more-targeted audiences
• Access to resources and people that were previously unavailable
• Easy to find exactly what you are looking for
• Multiple sources for information
• Inbound marketing vs. outbound marketing execution

Because of this, search engine optimization (SEO) is more important than 
ever before. SEO is the process of creating and maintaining a user-friendly 
and search-engine-friendly Web site. Right now, the three largest search 
engines are Google, Yahoo, and Bing. Technorati is also a search engine for 
searching blogs.

If you were to search for “trade show displays” on Google, you would find 
many exhibit houses listed. On the left, in the top three positions, and on 
the far right of each Google page are pay-per-click companies listed. These 

companies pay certain dollar amounts for 
being at the top of the Google search engine 
for key words. Every time someone clicks 
on their site, there is a fee associated. Many 
companies use this strategy for building 
their Web site awareness. This can work out 
well if you are measuring conversions that 
actually take place. If you do not have any 
metrics in place, this could be a waste of 
time and money. 

On the other hand, it should be each company’s goal to work strategically 
on their Web site and become organically placed on the first page if 
possible, or on the first three pages of each search engine. What I mean 
by this is that the companies are listed from the top down based on their 
relevance and authority to the search terms as opposed to pay-per-click or 

“...in today’s 
information driven 
technology world, 
customization and 
original content 

are a must.”
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advertisement links. Ranking at the top of organic searches requires a lot of 

work as an organic search generates results from non-paid advertisements 

through specific word phrases generated by popularity and common usage.

SEO strategies are not the focus of this book, but it is important to be 

aware of the term and the basic methods of optimizing Web sites. The 

most popular methods of SEO are:

• Linking (getting people to link to your site from other reputable sites); 

• Content (delivering relevant content with a focus of the customer in mind); 

• Key word research (knowing what key words customers are using in the 

   search engines to find your product or service); 

• Social media (a marketing tool designed to establish a presence and 

   relationship with your prospects in a timely and consistent manner); and 

• Meta tags, titles, and descriptions. (Meta elements provide information about a     

   web page to help search engines categorize it correctly. They are inserted 

   into the HTML document and are not directly visible to the end user.)

A content-rich Web site is the most important factor for your Web site 

delivery. Does the information pertain to your industry? Does the Web site 

answer questions for the customer? Are you perceived as an expert? Where 

else can the information be found? Web site content says everything about 

who you are as a company.

           (Right Brain Thinking)

What about Viral Marketing 
Will Help My Business?

Enough about Web sites  –  what about viral marketing?  Viral marketing 
describes any strategy that encourages individuals to pass on a marketing 
message to others. This will, in turn, create the potential for exponential 
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growth in the message for exposure and influence. A perfect example is 

YouTube. When a unique video is placed online and creates word-of-mouth 

buzz, the link is sent out virally by viewers to others to watch the video. We 

have all seen this happen. How many times has a family member, friend, 

or colleague sent an e-mail with a video link to check out?

Blogging is another valuable resource to build your credibility online. 

Become the expert through delivering fresh, targeted content. This will 

attract inbound links and relationship building if you deliver relevant 

information that can be of value to the person reading the blog.

Once you have determined a great way to deliver a blog to the audience of 

a chosen target market, step it up by posting articles on public sites. Try 

writing twenty-five tips and publish the article online. There are many 

sources to publish articles online, but the information MUST be original 

content and not duplicate content. Write white pages or papers and post 

them online with links to draw attention to these resource tools. Win an 

award lately? Write a press release and post all the information online.

A good reason to write articles is to increase visibility, establish authority, 

develop inbound links, and broaden the spectrum of prospects. This 

enables companies to reach people that may not otherwise be reachable 

in a particular market. Overall, it is about increasing awareness of your 

company brand, product, or service. 

Once you are comfortable with writing articles, try publishing them. 

Some popular platforms we use to publish many articles are listed on the 

next page and are ranked in the top 50 Alexa Ranked sites. (The Alexa 

Rankings are a relative measurement on how popular a Web site is among 

the Internet community.  Example:  A site with a rank of 1000 gets more 

traffic than a site with a rank of 1001 according to Alexa. (Source: http://
www.homebizpal.com/technical/understanding-alexa-rank/.)
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(Table A)
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(Table B)
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These methods of inbound marketing are great ways to draw people to 
your face-to-face event or trade show booth. Try blogging live at your next 
event or trade show or posting live video or images of the event or trade 
show online to draw traffic to your booth or your Web site.

Face-to-face marketing is more critical now than ever! With the generational 
differences in the workforce and the need to build relationships, one must 
focus on the know, like, and trust value! Use these methods to build a word-
of-mouth network through personalized marketing and let customers see 
your brand in person.

“Success is the sum of small efforts, repeated day in and day out.”
~ Robert Collier
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Why is it that the first day of school can seem scary to a child? Do you 
remember riding a school bus for the first day of kindergarten and the fear 
you experienced? You can take steps to alleviate the fear. The beginning 
steps of preparation and independence are important lessons that we carry 
through life. In the same way, an understanding of where your marketing 
is headed and the confidence to take action are important “first steps” for 
a successful marketing strategy. Furthermore, preparing for those “first” 
days of school is like developing the principles needed for growing your 
business. 

We plan for the first day of school by deciding what to wear (image), 
what essential items to buy for class (assessment of needs), and how to fit 
in (positioning strategy). This is the beginning of developing an overall 
marketing strategy to promote the “you” for the first day of class.
 
I remember as a child we moved around in the military often and 
I had many “first” days of school, starting over again and again. It was 
challenging coming into new schools where children had already developed 
their cliques and friendships. But after the first few moves, I learned a lot 
about marketing and how to develop my own style and image with grace. 
I learned early on that you should observe the individual or group with 
which you wish to establish a relationship. Get to know what they like and 
what influences them before making an effort to build the relationship. 
Without having that information can set you up for failure. Also having 

The First Day of School
Your Marketing Strategy and Why It’s Important

Chapter 5
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your own true personal brand will always work best rather than trying to 
adapt yourself to anything and everything just to be noticed or fit in. 

This is what built the foundation for my existence. I learned how to market 
myself at a young age when starting over multiple times in schools, while 
building the leadership marketing qualities necessary to lead a strong 
innovative staff.

           (Left Brain Thinking)

Marketing Strategies to Achieve 
Company Objectives

Your overall marketing strategy is the general approach taken to achieve 
company objectives. Your marketing strategy determines the activities you 
will undertake to attract and retain customers. It is the “everything” that 
your business does to attract and retain customers. Marketing strategy is 
focused externally on customers while other strategies are focused internally 
on the business itself (and only indirectly on customers).

Remember your strategic objective – the vision of what your business will 
be once all is said and done. Your marketing strategy is the part of the 
overall business strategy that focuses on target marketing and how to attract 
and retain existing and prospective customers. Many businesses focus only 
on the strategic objective for marketing, but forget to include the financial 
and management strategies for business as well as personal development 
and development of staff.

the six Components of a marketing strategY

1. tarGet Market – Not everyoNe is a custoMer for your products

While your products or services are perfect for some customers, they 
may be completely inappropriate for others. Before identifying your 
“market segments,” think about how to describe a market segment. 
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What enables differentiation of one market segment from another 
and enables identification of specific prospective customers you 
want to attract to the business and your products and/or services? 

The first step in developing a marketing strategy is to identify a target 
market. Look at the overall market and identify its various subgroups, or 
“market segments.” Once this is done, evaluate them and select the market 
segment that will produce the best results for business, which is also called 
your primary market segment. Next, evaluate any other market segments 
that will produce desirable results, which are also referred as “flanker 
market segments.” 

2. developiNG a positioNiNG strateGy – developiNG a positioNiNG 
strateGy depeNds oN hoW coMpetitors positioN theMselves iN 
the Marketplace 

Do companies or organizations want to develop a “me too” strategy 
and position themselves close to their competitors so consumers 
can make a direct comparison when they purchase? Even better, do 
organizations want to develop strategies that position themselves 
away from their competitors? Offering a superior benefit depends 
on the marketing mix strategy organizations adopt. The pricing 
strategy must reflect the benefit offered and the promotion strategy 
must communicate this benefit. All in all, positioning is about how 
you want customers to perceive your products and services and 
what strategies to adopt to reach this perceptual goal. 

3. Market seNsory packaGe – a coMpaNy’s seNsory packaGe is the 
coMbiNed look, touch, feel, sMell, aNd taste of the busiNess 
aNd its products aNd services

It is the way the customer experiences the business. Just as body 
language and facial expressions add meaning to words, a business 
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sensory package adds meaning and impact to the way business is 
completed with customers. To understand your sensory package, 
you must experience it as your customers experience it. Be sure 
to understand how it feels to be the customer. It is the way your 
facilities look, feel, and smell. It is the way customers are treated by 
the staff. And it is the customer’s feeling that “This is my kind of 
place. I belong here. I get what I want here.” 

The sensory package must appeal to the needs and preferences of the 
primary target market. It must be designed to impact the subconscious 
minds of customers – not their logical minds – and create positive 
associations and expectations of gratification. The colors and shapes 
used in communications should be selected for their visibility, retention, 
preference, and positive associations. 

The company name, as well as product names, should accomplish four 
objectives: 

(1) Differentiation/positioning; 

(2) Instant recognition; 

(3) Favorable associations and impressions; and 

(4) Promise of emotional gratification.

4. MarketiNG Mix – product, proMotioN, 
priciNG, aNd fulfillMeNt 

Marketing mix is a foundational marketing concept that has stood 
the test of time and for good reason. It is basic, makes sense – 
and it works! The marketing mix is any combination of marketing 
activities and techniques a company uses to attract and retain its 
customers. The essence of developing a marketing strategy is to 
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find exactly the right marketing mix for your target market. A 
company’s marketing mix can have any number of elements, but 
they all fall into four categories: 

(1) Product; 

(2) Promotion; 

(3) Pricing; and 

(4) Fulfillment. 

For best results, all elements of the marketing mix must be firmly grounded 

in the positioning strategy and make effective use of the unique selling 

proposition (USP) and sensory package. 

Always consider the customer’s point 

of view when making decisions about 

your marketing mix. Keep in mind that 

the purpose of the marketing mix is to 

attract and retain customers. This requires 

utmost attention to customer satisfaction. 

Remember, satisfaction is what the customer 

says it is, not what you think it should be.

5. coMpetitive aNalysis – coMpetitioN caN be the spice of life or 
the baNe of existeNce

Competitors will drive you crazy if you let them, but they can 

get your competitive juices flowing and inspire you to greater 

achievements than otherwise reached. Without competition, there 

would be no objectives or goals to strive for to be the best in your 

industry or best in your field. Competition keeps you honest and 

continues to challenge you on a daily basis.

“Strategic 
thinking is 
focused on 

the long-term 
goals...”
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Who do your target customers buy from when they do not buy from you? 

And what do they buy? That is the competition! The competition is not 

always in the same business you are. Keep alternatives and substitutes in 

mind. Once upon a time, railroad companies dominated the transportation 

market. Competition was other railroads, or so they thought. It turned out 

that the real competition was the automobile and, later, airplanes. Now 

railroads are the afterthought in the transportation industry. 

Movie theaters compete with bowling alleys and books. Health food stores 

compete with fitness centers. Plumbers compete with hardware stores. The 

idea is to understand who your competitors are, how effective they are, and 

what your competitive standing in your target markets is. Then you can 

determine how to compete better. 

First, identify who your main competitors are – the five or ten who do 

the best job of attracting the customers you want to attract. Then evaluate 

their positioning, as well as their major strengths and weaknesses. Finally, 

determine your own competitive effectiveness and decide where you rank 

among them. This competitive analysis, plus the insights you already 

acquired from studying your target markets, will enable you to select the 

marketing mix needed to excel in the identified markets.

6. key MarketiNG iNdicators – trackiNG your MarketiNG strateGy.

Look at the size of your market as a whole. Next, look at what 

part of the market you “cover” with your marketing activities. 

Determine how much market coverage can be converted into 

interested potential buyers. Then measure how many of those 

potential buyers actually convert into customers. 
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This is like a funnel that narrows at each step of the process. Quantify 

each level of the funnel with indicators of marketing effectiveness – key 

marketing indicators – and track how well your strategy is working. Key 

marketing indicators are market size, market growth, market potential, 

market coverage, lead generation, lead conversion, market share, and 

average sale. (See example of the funnel below.)
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As this process is implemented, you will develop a marketing mix effective 

for attracting and retaining customers. Put together a written marketing 

strategy using systems and processes to gather the information needed to 

develop an overall strategy and use metrics along the way.

Now that you have identified what a marketing strategy is and determined 

the necessary ingredients, how about placing this information into a 

marketing plan?

When writing a company business plan, the marketing plan section 

explains how you’re going to get your customers to buy your products and/

or services. The marketing plan will include sections detailing:

• Products and/or services and your unique selling proposition 

• Pricing strategy 

• Sales/distribution plan

• Advertising and promotions plan

The easiest way to develop a marketing plan is to work through each of 

these sections, referring to the market research completed when you were 

writing the previous sections of the company business plan. 

           (Left Brain Thinking)

Essential Elements for Planning

When developing a business plan, research is the key. Before writing the 

market analysis section of the business plan, use these general questions to 

start your research:
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tarGet Market

• How old is the identified target market?

• What gender are they?

• Where do they live?

• What is their family structure (number of children, extended family, 
etc.)?

• What is their income?

• What do they do for a living?

• What is their lifestyle?

• How do they spend their spare time?

• What motivates them?

• What is the size of your target market?

Don’t stop here. To define a target market, ask the specific questions that 

are directly related to your products or services. For instance, if you plan to 

sell computer-related services, identify such things as how many computers 

prospective customers own. 

“When developing a business 
plan, research is the key.”
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If you plan to sell garden furniture and accessories, what kinds of garden 

furniture or accessories have they bought in the past and how often?

           (Left Brain Thinking)

Projections About the Target Market

• What percentage of your target market has used a similar product?

• How much product or service might the target market buy? (Estimate 

 this in gross sales and/or in units of product/service sold.)

• What proportion of the target market might be repeat customers?

• How might they be affected by demographic shifts?

• How might they be affected by economic events (e.g., a local 

 manufacturing plant closing or a large retailer opening locally)?

• How might they be affected by larger socioeconomic trends?

• How might they be affected by government policies (e.g., new bylaws 

 or changes in taxes)?
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Here is an example of Profiling Potential Markets.
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All of the above information may feel overwhelming. When writing a 
business plan with a market analysis section, it needs to be a thorough 
examination of your target market, those people to whom you intend to 
sell your products or services. This is the time to determine target markets 
in terms of how much of your product or service they may purchase and 
how they may be affected by trends and policies.
 
Once you have all this information, write the market analysis in the form 
of several short paragraphs that are clear and precise. Use appropriate 
headings for each paragraph. If there are several target markets, consider 
numbering each or identifying each by a subcategory under the main target 
market category. 

Properly cite sources of information within the body of the market analysis. 
This will help you and others reading the plan to know the sources of the 
statistics or opinions gathered from others.
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   Sharpshooting has developed more and more into a popular sport. 
Highly proficient, a shooter knows his or her weapon, ammunition, and 
target well. The shooter aims at the target and with the utmost poise, 
delivers the ammunition, and hits the target! The proficiency and accuracy 
come from extensive training, development of a skill set, and determination 
to succeed. A business marketing leader is similar to the athlete noted for 
accurate aim. Trained to recognize the target market, with full knowledge of 
a company and its products, a marketing sharpshooter identifies the needs 
of the customer to aim and deliver products or services with a commitment 
to excellence.

“How do you market your business?” Many small business owners focus on 
creating the best products or services based on their skills, knowledge, and 
abilities, then find customers who need or want what they have to offer. 
The services are created, for instance, on what they would want or what 
they believe other people would need. Structure is then built around these 
ideas, marketing messages are created, a Web site is built, and off they go 
– feeling like they’re going to change the world. Then reality sets in. Few 
prospective customers visit their Web site and there are few incoming calls 
about their offerings. 

If the business owners do not get discouraged and give up, they often 
either go looking for a business coach or take courses in marketing and 
copyrighting to empower them to grow their businesses. In turn they get 
sold on the idea that if they were more clear in their marketing messages, 

Marketing Sharpshooters
The Bull’s Eye - Focusing on Your Target Market

Chapter 6
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people would flock to their businesses. While it’s not a poor plan to use a 
business coach or focus on your copyrighting, this does not always relate 
to selling more of your products and services and making more money. 
The real advice here is to have the plan in place (the get ready), determine 
how you are going to market this new idea (the get set), and roll out the 
implementation of the new idea of products or services to meet customers’ 
needs (the go!).

           (Right Brain Thinking)

What’s Missing Is a Target Audience

Remember sharpshooters don’t just randomly fire into the air. They 
determine the target, practice, take aim, and fire!

When you take a good marketing or copyrighting course, you may 
receive plenty of information about identifying the demographics and 
psychographics of an audience, but be sure the right audience is the right 
fit for the products or services being offered.

Before a business can realistically or effectively begin any marketing 
campaign, two vital questions must be addressed – (1) What is the target 
market? and (2) What does the target market want or need that the business 
can provide? Without detailed and precise answers, a marketing strategy 
and an effective sales and marketing plan are difficult to put in place.
 
It’s worth recalling the classic tale of two shoe sales representatives out 
exploring opportunities in a country in which their company had yet to 
establish a market for their shoes. The first sales representative sent back 

“Target Marketing = Target Audience = 
People to whom products and services are sold.”
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an initial first report stating, “Everyone goes barefoot in this country; no 

market here at all.” The second sales representative’s first report, however, 

was somewhat different, “Everyone goes barefoot, and there is a massive 

opportunity for us.” Which sales representative was right?

This story illustrates the necessity for a business to understand the needs of 

its target customers accurately, in terms of (1) knowing enough about them 

and (2) gathering sufficient relevant information about what they really 

want. Without this precise understanding, efforts to market products and 

services won’t be effective. 

A question small business owners ask themselves is “What does the target 

audience know they need?” This is the key to marketing – finding out 

what the target audience knows they need. Not just what they need, but 

what they know they need! Is there any reason not to develop products and 

services around what the audience knows they need? It’s not enough to be 

familiar with these terms, but one must understand how these components 

work together. 

The target market is the group to which marketing efforts are made. This 

is the group of individuals or businesses to which a company wants to sell. 

They have an interest in what is offered. The target market can be broken 

down into segments that can include demographics, psychographics, 

income levels, and age levels. Target marketing involves breaking a market 

into segments and then concentrating marketing efforts on one or a few key 

segments. Target Marketing = Target Audience = People to whom products 

and services are sold. Target marketing is about applied psychology and 

understanding human behavior. What your product or service has to offer 

is less important than what is motivating the target audience to purchase 

your product or service. For example, people do not buy perfume merely 

because of the aroma. They are buying the marketing behind it, whether 

that is romance, athletics, or success.
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Let’s break it down even more. The target audience is a group of people or 
companies with a set of common characteristics. A primary target market 
is the group that accounts for more than 30 percent of sales volume. This 
is the most important group of purchasers for your product or service 
and will be the mainstay of business. Target segmentation is the selection 
process that divides the broad market into manageable groups with 
common characteristics, for developing secondary markets. These markets 
provide additional sales and/or influence on sales beyond a primary target 
market. You can also break this into two broad segments within which to 
develop additional flanker segments to target. Focus on current customers 
and those not currently doing business or those you feel have potential to 
do more business.

           (Left Brain Thinking)

Using Demographics to Find the Right Customers

The beauty of target marketing is that it makes the promotion, pricing, 
and distribution of your products and/or services easier and more cost-
effective. Target marketing provides a focus for all marketing activities.

Your purchasing target consists of the individuals or businesses within the 
defined target market that need the product or service and can actually 
afford to purchase the product or service. Purchasing Target = People who 
form buying centers, that is, those responsible for purchasing the required 
products or services for a company or organization.

The communication used to target this market is referred to as the 
communication target. The messages sent through the communication 
target can be presented both formally or informally. Communication Target 
= the objective of the communications to the customers. For example, the 
objective could be to increase awareness of a brand by 10 percent or to sell 
X number of units.

The first job when profiling a target market is to precisely identify the 
audience and to determine the purchasing target through communication 
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channels. Can you accurately describe the characteristics of ideal customers? 
Which customers currently spend the most? Why do they do this? If you 
don’t know the answers, it is time to stop, evaluate, and find out.

Business owners most likely already have a good idea about the groups 
of people or types of businesses to whom they can sell a product and/
or service. Individual customers may be people of a certain age, gender, 
socioeconomic status, occupation, or a group with common or special 
interests, such as sports or hobbies. 

Business customers might be located in a specific area, or in a particular 
sector, or could have similarities in terms of the customer groups. The 
objective should be to concentrate marketing on groups of people, 
businesses, or existing customers who are most likely to buy a product 
or service. This takes experience, but once a target group of people or 
businesses is identified, you’ll have completed the first step in profiling 
the identified market and now have a list of target prospects who are ideal 
customers. 

Don’t forget existing customers or, even better, customers of competitors, if 
that is possible. Double-check to ensure the marketing message is right for 
the selected target market. Once communication with the target market 
takes place and customer needs are confirmed, you’ll be in a position to 
create or adapt a marketing proposition to sell the benefits of the product or 
service. Consider carefully whether there is anything further that will make 
the marketing message even more appealing. Will these communications 
convince them that the product or service being offered can provide the 
benefits that meet their exact needs?

           (Left Brain Thinking)

forMal approaches to fiNdiNG deMoGraphic iNforMatioN

Your list of prospects will be of real use in your marketing campaign 
only if it accurately reflects the profile of the audiences targeted. Have 
the customers of the product or service been identified in terms of their 
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geographic and demographic profile, their employment status, profession, 
special interests, membership of clubs, and so on? Have you compiled a list 
of your business targets in terms of where they are located, their size, names 
of the decision maker, and repeat purchase percentage? Have you identified 
the best sales channels to reach these target customers? Sales efforts can 
only be as good as the list of prospects selected in the identified target 
markets, and that list must reflect the profile of the audience the marketing 
proposition was developed to reach. 

           (Right Brain Thinking)

eNsure that you are GiviNG your custoMers What they WaNt 

With a thorough understanding of the needs and wants of your ideal 
customers, strive to create an offering and proposition giving them:

• Exactly what they want 
• Precisely when they need it 
• In a way that is convenient for them 
• At a price they can afford and are prepared to pay 

If you are not convinced that your sales proposition meets all of these 
criteria, then study the profile of the selected customers again and revise 
your offering.

Is it about quality or quantity of prospects? A precision-driven marketing 
approach with a high-quality list of prospective customers or leads will, 
dollar for dollar (of marketing spent), prove far more productive and 
profitable than an untargeted blanket approach to generate sales. Quality 
of leads, based on understanding, knowledge, and careful profiling of 
customers and their needs, will increase your ability to convert these leads 
into sales. 

           (Right Brain Thinking)

piNpoiNt What your prospects aNd custoMers WaNt or Need 
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Having selected ideal customer groups, you’ll now need to be absolutely 
clear about what they want and need, and exactly what it is that you are 
going to offer them. This understanding will enable you to develop the 
specific marketing message and proposition that will most effectively sell 
the benefits of your product or service to them. If these messages are wrong, 
then it’s almost certain that your marketing efforts will fail, as customers 
will buy from competitors. Your product, service, or business proposition 
will have missed the target completely.

Before developing a marketing strategy, it’s always worthwhile to speak 
to a sample from the target audience. Consider having a focus group or 
randomly selecting businesses from the identified audience profile to 
interview or survey. 

Check that the profile of your intended market is the right one, and test 
your assumptions about what you think they want and why they would 
buy from you. You could do this by speaking directly to a group of people 
or undertaking a survey in the form of a questionnaire, which can be 
e-mailed to a sample of target customers, or created and sent out in forum 
discussions or social media. (Check out www.surveymonkey.com, as a cost-
effective online survey tool.) Alternatively, you could talk to passersbys in a 
location that is frequented by your ideal customers, but this could be very 
time consuming and may not be as accurate. 

Things to Avoid

failiNG to test assuMptioNs

The most common mistakes made when targeting products 
and services toward specific users are caused by not testing the 
assumptions made about your audience. You’ll waste valuable 
time and marketing budget if a campaign is launched toward an 
audience without accurately identifying who those customers are 
or precisely defining what they want and why they should buy 
from you versus the competition.
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lack of focus

Do not buy into a list of unknown prospects no matter how 
attractive it seems to get names of thousands of people to blanket-
sell to in the short term. Find out who they are, where they are 
located, and test the assumptions about what you believe they 
want. By testing, you can either confirm the profiling was right, or 
adjust the offering until it is right. Being precise will lead to more 
sales more quickly, and more profit over the longer term. 

Market is a generic word used to describe any group or organization who 
might become a customer of your product or services. However, not 
everyone is a customer of your products or services. How do you go about 
target marketing and finding out who your most probable customer is? 
If you had the ability to target only those who are most likely to buy – 
your most probable customers – your business would most likely be very 
successful! Knowing this information, you could direct all your marketing 
efforts specifically to people who are likely to buy, rather than to a wide 
spectrum of people, many of whom are not likely to buy.

The first step is to look at your overall market and identify its various 
subgroups or “market segments.” Once these segments are identified, 
evaluate them and select the market segment that will produce the best 
results for your business. This will become your “primary market segment.” 
The other identified market segments that produce desirable results are 
called secondary market segments or, as Michael E. Gerber of the E-Myth 
Mastery refers to them, “flanker market segments.”

How do you describe a market segment? What enables you to differentiate 
one market segment from another while trying to differentiate the segments 
and identify prospective customers to attract to your business?

Demographics are used all the time in business to find probable customers. 
Every time you speak of someone’s address, age, income, education, family 



Full BRAIN Marketing: For the Small Business 73

size, and marital status, you are speaking the language of demographics. 
Demographics are the objective, directly observable characteristics that best 
describe people and organizations. We see it all the time when you fill out 
a form to receive something in return. The form will ask specific targeted 
questions to best identify if you fit the target market for that company. 
Standard demographics include the following elements:

While performing research and determining the demographics for 
commercial customers, keep in mind that a person (not a business) makes 
the buying decision. The decision process is different for organizations 
and is influenced by additional factors that depend on the nature of the 
organization or the persona of the organization. The demographics of an 
organization include:

• Industry

• Product Line

• Size of business (sales, number of employees, etc.)

• Type of business (manufacturer, distributor, retailer, reseller, etc.)

• Location (headquarters, number of branches, operation locations) 

• Geographic scope of business (local, regional, national, international) 

• Financial status of the business (revenues, profits, leverage, etc.)

How can you get the demographic information you need, now that you 

have identified the individual and business questions? The best source is 

objective, professional market research. I am in no way an expert in market 

research, nor do I claim to be, but I realize the importance of finding out 

this information. Here are some valuable  sources to finding demographic 

information:
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forMal approaches:

• If you can afford it, use a professional market research firm

• Get free information from sources such as:

- Department of Commerce

- Chamber of Commerce

- Small Business Administration

- State and Local Governments

- Bureau of Labor Statistics

- Local Newspapers and Magazines

- Census Bureau

- Library Reference Sections

- The Internet (Google, Yahoo, Bing, Technorati, Social Media)

• Have customers complete a demographic questionnaire on your Web site or in  
   a survey

• Conduct a telephone survey (preferably with an outside source so you can get  
   reliable information)

iNforMal approaches:
• Collect data in-house through observation of customers by asking well-placed  
   questions to get information that cannot be observed. Be sure to document your  
  findings.

• Create a customer demographics questionnaire

• Gather information on a monthly basis during different months of the year to  
   compile accurate data

           (Left Brain Thinking)

Identifying Primary and Secondary Target Markets

Set up a product-market chart for your business that takes into account 
your customer and the products or services you sell. Choose a section of the 
chart and list the products or services your company sells and the various 
types of customers served. Describe the products or services in terms that 
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differentiate them in the eyes of the customers and fill in the information. 
On another section of the chart, identify your market segments. Fill in 
the information for each segment in the chart with the demographic 
information received. Select the most important segment and designate 
it as the primary target market. If there are other important segments, 
describe them as secondary target markets.

While profiling market segments, develop a checklist to help summarize 
what is prudent to learn about a possible market. After you have created 
two or more of these profiles, compare them to determine which ones 
present the best overall opportunities for business growth (see example 
below). 

Exploring foreign markets can take longer and cost more than expected. 
Be prepared for additional expenses for market research, product launches, 
and personal visits if you are a company that is focused on international 
growth.

Review this information and update it periodically to keep the information 
current.



Chapter 6: Marketing Sharpshooters - The Bull’s Eye - Focusing on Your Target Market76

“If you don’t see yourself as a winner, then you cannot perform as a winner.”
~ Zig Ziglar
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   In chess, forethought and planning are required to attain winning 

positions. Moves are determined far ahead of time, with players playing out 

multiple scenarios in their minds. Experienced players know how to make 

the right move at the right time. Inexperienced players play chess with 

random moves because they are not thinking ahead through the process 

of the game strategy. Developing a positioning marketing strategy is a lot 

like playing a game of chess. It requires skill and strategy to achieve success. 

 

Developing a position marketing strategy is determining exactly what 

“positioning” is and why it is important. According to Wikipedia, 

positioning is the process by which marketers try to create an image or 

identity in the minds of their target markets for its product, brand, or 

organization. It is the relative competitive comparison that a company 

occupies in a given market as perceived by the target market.

           (Left Brain Thinking)

Determine Your Relative Standing in the Market

Position is the customer’s overall perception of a business, including its 

products and services. Position is what is in the mind-set of the customer. 

Checkmate
Developing Your Positioning Marketing Strategy

Chapter 7
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If your positioning takes full advantage of the customer’s perceptions and 

this positioning is communicated effectively, it will set you apart from 

the competition and establish a solid first link in the purchase decision 

chain, also known as the awareness link. The awareness link shapes your 

relationship, and often the real purchase is made by the unconscious mind 

on the basis of awareness – long before 

the actual sales transaction is completed. 

Having good positioning makes for 

favorable awareness and sets you up for 

success right from the start.

Position can be very tricky in that in some 

ways it is under your control, yet in others 

it is not. To the extent that the customer 

may already have perceptions about your business, industry, products, 

and services, those perceptions already are your position. Identify these 

perceptions because you can change your positioning strategy if the 

perceptions are not what you anticipated. As a result, changing customer 

perceptions  –  with effective communications through your company’s 

sensory package  –  can influence behavior that is consistent with the image 

you are trying to project to your customers.

Positioning has to be genuine. It MUST be consistent with the reality 

of your business and it has to be consistent with the perceptions of the 

target markets or it will not be credible or believed. Positioning, based on 

false claims or a misunderstanding of target markets, is a liability to your 

company. It can turn away prospective customers and weaken relationships 

with existing customers.

Differentiation is simply more than just being different from the 

competition. It is critical to be preferentially differentiated, which is why it 

is important to be positioning your company in target markets. Being able 

“Position is the 
customer’s overall 

perception of 
a business...”
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to identify how your product or service is different is one of the factors that 

will make or break a business. It is because being different AND being able 

to communicate that difference successfully will secure a welcome niche in 

the marketplace for your business. 

To create a differentiation that will not be imitated, think beyond the core 

benefits of your business. The companies that have succeeded in maintaining 

their differentiation over the years, and which weren’t intimidated, are 

those that innovated qualities beyond the core benefits of their market. Be 

the innovator of qualities; think ahead and look outside the forest.

There is a systematic process for developing an effective positioning for 

an overall business. It is a step-by-step process, but it is not automatic and 

does not happen overnight. It requires careful thinking and insight from 

the inside of a business to position for the outside perception of a business. 

It requires that you know your target markets. It takes time, but with 

proper understanding of target markets, you can put a foundation in place 

for building a positioning strategy that will draw the targeted customers to 

you. EXHIB-IT! has been working on its positioning strategy for the last 

several years after a competitor moved a few blocks from the location we 

occupied for many years. 

We took for granted that one of our competitors was across town and 

knew our locations were on opposite sides of town. We focused on position 

strategy, which allowed us to grow 122 percent over a two-and-a-half-year 

period. It was not an easy process in the beginning, but once we identified 

our target markets, along with our secondary “flanker markets,” it made it 

easy for us to have a position strategy.

To create an effective positioning strategy, the first step is to determine 

the general classification of the products and services offered. They can be 

classified into (1) a true product, (2) a commodity, or (3) a brand. Think 
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about what you sell, which category it falls into, and how that affects your 

position in the mind of the prospect or customer.

Many companies confuse a solid marketing strategy with pure tactics, also 

known as a “brand juice.” The key ingredients in brand juice creation are 

to visually identify with clever taglines and a creative “essence” advertising 

package through your sensory package, but they are only supporting 

elements. To be effective, such supporting elements must be part of a more 

comprehensive plan.

Next, put in place a “brand juice” creation by putting into play your 

relative standing in the market and then decide to either reinforce your 

current relative standing or change it. This includes how the market sees 

your company compared to the competition.

           (Left Brain Thinking)

Five Steps to Determine Market Segments

1. deterMiNe the doMiNaNt GratificatioN Mode aNd purchase   
    prefereNce of the selected tarGet Market seGMeNts 

To do this, look at the psychographic characteristics (the perception 

and behavior modes) of each customer segment. Then take a look 

at the interpersonal, objective, and introverted modes of what the 

purchase preferences were regarding experimental, performance, 

and value of the products and services experienced (primarily 

through interacting with inanimate objects or data). Lastly, look 

at the introvert needs and gratifications experienced through 

interacting with ideas in a solitary fashion.
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Interpersonal needs may come from these types of people: salespeople, 

marketers, actors, performers, competitive athletes, litigation attorneys, 

coaches, consultants, doctors, secretaries, teachers, and the like. Objective 

needs may come from these types of people: accountants, bankers, 

engineers, middle managers, researchers, laborers, data processors, and so 

on. Introvert needs may come from these types of people: artists, designers, 

entrepreneurs, inventors, police officers, and the like. 

Take a close look at the products and/or services being offered and apply 

these to the way you create a positioning statement. It is the process of 

determining the interpersonal needs (a person’s gratification received 

through interactions with other people) and objective needs (gratifications). 

2. develop other key psychoGraphic 
characteristics of the tarGet Market

Study existing customers (as this is the most cost-effective approach 

to studying the characteristics) and look for clues to customer 

perceptions that will help shape your positioning strategy.

3. redefiNe the product or services beiNG offered

Begin setting your company apart and create a unique place in the 

customers’ minds to define the product or service in terms of the 

features and emotional factors that are important to them. Write 

a positioning strategy in a brief paragraph for each target market 

segment to provide an overview of the positioning by pulling 

together all of the key positioning elements.
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4. develop a uNiQue selliNG propositioN also kNoWN as a usp

This is the slogan or tagline, and is the expression that will become 

closely linked with the business. It should be something catchy 

and easy to remember and should also contain a basic message 

about your company that elicits the emotional gratification that 

prospective customers can expect from your business. Ask yourself 

what makes you more valuable and more visible in the marketplace. 

Are you unique? Do you fill a special niche to be successful in the 

marketplace? 

Having a USP will dramatically improve the positioning and marketability 

for a company and its products or services. Three things need to be 

accomplished when defining a USP for a business: (1) Uniqueness  –  

clearly sets you apart from the competition, positioning the company as 

the most logical choice; (2) Sales  –  persuades another to exchange money 

for the product or service being offered; (3) Proposition  –  proposal or 

offer suggested for acceptance of the product or service. A USP is the very 

essence of what is being offered. It needs to be so compelling that it can be 

used as a headline that sells a product or service. 

Examples of companies with great USPs:

• FedEx  –  When it absolutely, positively has to be there overnight.

• Head & Shoulders  –  You get rid of dandruff.

• Domino’s Pizza  –  You get fresh, hot pizza delivered to your door in thirty minutes  

                            or less -- or it’s free.

• M&M’s  –  The milk chocolate melts in your mouth, not in your hand.
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• Wonder Bread  –  Wonder Bread helps build strong bodies twelve ways.

5. develop a More explicit positioNiNG stateMeNt aNd aN expaNded  
versioN of your usp that explaiNs aNd Gives ratioNal 
justificatioN

Identify what the business does, the result customers can expect, and 
how you are going to achieve that result. Review this information 
and update it periodically to keep the information current. 
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“Knowledge is of no value unless you put it into practice.”
~ Anton Chekhov
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  Have you ever been to the Walt Disney World® Epcot® Center? When 
you walk in, not only are there great attractions that visibly catch your 
eye, but all of your senses are awakened and engaged. For example, in the 
country pavilions surrounding The World Showcase Lagoon you see native 
architecture and employees are dressed in native garb. The employees 
themselves are natives of the countries represented, so you get to hear 
the native language, and see the ethnic features of the region. Visitors are 
immersed in the sights, sounds, and smells of the country and restaurants 
offer the opportunity to sample authentic cuisine. While your business 
may not be a Walt Disney World® theme park, you should take advantage 
of every opportunity to create an enjoyable experience in the minds of the 
prospective customers. 

Your brand sensory package represents the combined look, feel, touch, 
smell, and taste of the business and its products and services as perceived by 
the customers. This combination of every experience a customer has with 
a company is developed through this sensory package. Practical steps need 
to be taken in order to move an existing brand from its two-dimensional 
world into a five-dimensional one.

How you design a sensory package is dependent on one thing only – 
your customers! It is imperative to know what they expect. What do the 
demographic and psychographic studies say? What is the overall positioning 
strategy? The answers to these key questions help develop a brand sensory 

Awaken Your Senses
Developing a Brand Sensory Package

Chapter 8
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package. What appeals to you is not important. It is all about the customers 
and what appeals to them.

The image of a business is the picture 
created in the minds of the customers 
and prospects, along with the emotional 
impression they associate with it. It is 
the same combination of conscious plus 
unconscious, reason plus impulse, and 
logic plus emotion. It is the emotional, 
impulsive, unconscious part of us that 
holds most of the cards when it comes to 
how people perceive a business.

The image people have of a business is mostly the emotional impression 
they have of it. People form these images through all the elements of the 
sensory package – all the things they come into contact with. It is what they 
feel, see, taste, smell, and touch. Everything they sense leaves an impression 
with them. 

A company’s sensory package is the one thing that can be controlled. 
The image created by the sensory package is left to each customer. Create 
your business sensory package for the most favorable image in the minds 
of the most desired customers by using what is determined about their 
demographics and their psychographic information. 

           (Right Brain Thinking)

Using Benchmarks to Improve a 
Company’s Sensory Package

1. iNspect tWo or More other busiNesses iN your iNdustry if 
    possible 

Experience their sensory package and evaluate how you perceive 

them. Pay particular attention to location and surrounding area, 

“The image 
people have of a 

business is mostly 
the emotional 

impression they 
have of it.”
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the facility, and its environment. How is the telephone answered? 

How does their staff deal with customers? What does their printed 

material say? In addition, look at other factors including products, 

delivery, customer service, what people wear, and so on.

2. evaluate the saMe for your oWN busiNess 

Inspect your own business as if you were an impartial outsider and 

evaluate the impact of your brand sensory package. Document the 

findings.

3. develop a future braNd seNsory packaGe

Make it an ideal match to the primary target market and project 

target due dates. Decide what changes are needed in the overall 

brand sensory package so that customers and prospective customers 

will be attracted to and have positive experiences with the business 

and the products and services offered. 

Elements of a sensory designed package will pay attention to shape, color, 

and company name. These elements are essential in that they appear in all 

the company’s printed and visual materials. Determine to what degree the 

brand depends on the senses, either directly or indirectly. Try to establish 

the nature of customers’ relationships with this perceived brand.

Take a look at your business brand sensory package with a fresh set of 

“baby” eyes. Shapes and colors are among the most direct ways of affecting 

customers’ unconscious perceptions and influencing their purchasing 

decisions. Buying decisions are made primarily by the unconscious mind. 

The conscious mind then finds the rationale to justify the decision made 

at the unconscious level. 
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           (Right Brain Thinking)

Recognizing and Utilizing Objectives 
for Your Sensory Package

A company name is one of the first sensory impressions made on 
customers’ unconscious minds and can contribute significantly to the 
expectation they have about potential interaction with the company. If 
possible, a business name, along with the products and services being 
offered, should accomplish four objectives: 

1. Instant recognition of your products, services, and company

2. Differentiation and positioning among other products, services, and  
   businesses in your industry

3. Favorable associations and impressions linked with the company name

4. Promise of emotional gratification when seeing your company name

A great example of using a company name for a branding sensory package is 
McDonald’s when using the “Mc” in their name to every possible advantage. 
They associate their name with Big Macs, McNuggets, McMuffins and 
even McCafe. The McDonald’s naming philosophy is an essential part of 
their brand.

When trying to determine what color to use for your company name and 
sensory package, do not go around asking people what their favorite color 
is. Put together some variations of colors used and ask for feedback. There 
are four considerations when choosing shapes and colors for a business: 
visibility, retention, preference, and association. When looking at the 
visibility side of the shape or color, certain colors and shapes are more 
easily seen by both the conscious and unconscious mind. For example, 
yellow is a high-visibility color while blue is low visibility. Red and yellow 
used in combination create hunger and thus are used in the fast-food 
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business (example: McDonalds, Burger King). For retention, certain colors 
and shapes can be more easily remembered by the customer’s unconscious 
mind and will be more easily recognized and remembered. 

In performing some marketing research, I have learned that some colors and 
shapes are innately more appealing than others. Among men, blue enjoys 
high preference in all its shades and variations. Similarly, variations of basic 
shapes have the same preference as the basic shape they most resemble. 

A great example is that rectangles are 
simply another version of a square, and 
angular pointed shapes like five-pointed 
stars fall into the triangle category. Each 
color and shape provides a stimulus to the 
customers’ unconscious mind. 

Be aware of cultural differences when 
dealing with colors and shapes. A 
technology client requested our company 

design a star coming out of a moon. When we were about to go to print, 
we discovered that it had a negative meaning in the Muslim culture. This 
was critical information to their business because they sold technology 

products around the world. We had to change the star around to avoid 

misrepresenting their intent and to allow the logo design for international 
use.

Understand the color and shape impressions that are created. The mind 

perceives the shape suggested by the overall configuration of the visual 
elements. 

Do not underestimate the importance of a brand sensory package. It speaks 

directly to the unconscious minds of your customers and prospective 
customers. It speaks a language of perceptions, emotions, impressions, 
good and bad associations, and expectations of gratification.

“A company’s 
sensory package is 
the one thing that 
can be controlled.”
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 If an overall brand sensory package is created that communicates the wrong 
signal, then great products and services, great location, and the impeccable 
customer service your company delivers will be undermined. If the brand 
sensory package is right for the target customers, then the business has a 
much greater chance of growing.

In conclusion, to develop a successful brand sensory package strategy, it is 
important not to plunge right in and start adjusting the look, feel, touch, 
smell, and taste of your brand. Do research as set out above and formulate a 
sensory package by setting the stage. Allow careful selection of the channels, 
tools, and senses you intend to tap into when building your future brand 
sensory package.

“Our success is a direct result of knowing how to market a 
brand and having the right people representing the brand.”

~ Greg Norman
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    A well-mixed drink goes down smoothly and warms, but does not burn, 
the stomach. A great cocktail is the result of blending specific elements, 
not a random hodgepodge of ingredients, into the drink that becomes 
the ultimate cocktail. This same thought process is taken with the 4Ps of 
Marketing (product, price, place, and promotion), but to really perfect a 
marketing cocktail, let’s put in the three additional Ps (people, process, and 
physical evidence). 

The task of developing the perfect marketing mix for a business is an art, 
just like preparing the perfect cocktail. Few businesses know how to do this 
correctly. Remember, the same ingredients that produce a masterpiece in 
the hands of experts can be poisonous with mishandling. Developing your 
marketing mix takes all the research completed: (1) identifying a target 
market, (2) developing a position strategy, and (3) developing a company’s 
brand sensory package, and implementing those efforts to develop a 
marketing mix for your business.

Are you familiar with the “4Ps of Marketing?” A company’s marketing 
mix has a number of elements that fall into four categories; (1) product, 
(2) place, (3) promotion, and (4) price. Each one of these areas plays a 
significant role in how a company is positioned in the marketplace. The 
marketing mix is the “muscle” of the overall marketing strategy. Using the 
right marketing mix in any combination of marketing techniques and 
activities is the formula for success and growth.

The Ultimate Cocktail
Perfect Marketing Mix

Chapter 9
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The purpose of a marketing mix is to attract and retain customers. 

Accomplishing this requires utmost attention to customer satisfaction. 

Consider the customer’s point of view when making decisions about 

the overall marketing mix. An in-depth understanding of the customer 

is necessary, in order to select the marketing mix that works best for the 

customers and the business. 

Customers’ perceptions and behaviors are anything but simple. The human 

mind is where marketing happens. In order to be effective in marketing for 

both your products and your company, it is necessary to have an insightful 

understanding of the minds of customers. A marketing mix will include 

specific communications, sales techniques, delivery, and customer service 

activities. It will define how to create a lead generation and lead conversion 

process through marketing mix strategies.

           (Right Brain Thinking)

Product – What Is So Special about a Product or 
Service?

   Product refers to the goods and/or services offered to customers. The 

product is the physical aspect of goods or services offered to the customer. 

This also refers to any services or conveniences that are part of the overall 

offering. Product decisions include not only the list price, but also discounts, 

financing, and other options such as leasing. Define the characteristics of 

the product or service being offered that meets or exceeds the needs of 

customers.

Before customers will buy a brand, they have to decide on a product. The 

difference between product and brand is that product is generic and brand 

is specific. A cup of coffee is a product, but Starbucks is a brand. This idea 

of product/brand includes the business brand. An airline is a product, but 
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Southwest Airlines is a brand. Customers first decide on the product, then 
on the brand.

Keep this idea of product acceptance in mind, as it provides some 
important ways to shape a marketing strategy. Product attributes include 
functionality, appearance, unconscious associations, conscious conclusions, 
quality, price/value, brand, warranty, and access and/or convenience of the 
product. The challenge is to make sure the customers perceive product 
attributes in a way that motivates them to purchase your product instead of 

looking at the competitive products. The 
products should also create an emotional 
response that triggers gratification rather 
than a neutral balance or discomfort and 
avoidance of the products. The end result 
of your marketing mix with reference to 
product should reflect brand acceptance.

Packaging a product or service can be as 
important as the product itself. Packaging can add to the perceived value 
and greater emotional impact of the basic product. When packaging and 
displaying your product or service, start with attributes that appeal to the 
customer and then communicate price and deliver it with the sole purpose 
of providing a completely satisfying experience to the end user. This is 
what the marketing mix is all about.

It is crucial to show the product on your Web site up close and in detail. 
The Web site does not need to be flashy (or Flash!), but make sure that a 
potential customer can come to the site and see offered products and view 
them in detail with descriptions that are easy to read. 

Remember, services are something that a customer cannot touch or feel. 
Make sure there are some case studies, testimonials, or demos available on 
the Web site. Don’t forget to optimize text with search engines in mind.

“Customers 
first decide on 

the product, then 
on the brand.”
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(If you leave out the search engines in your service area equation, you may 
be losing a big opportunity on placement and promotion.)

           (Right Brain Thinking)

Price – How to Position a Business for Profit

   With today’s cutthroat competition, trying to compete on price can be 
a quick road to ruin for a startup company or small business. But here’s 
a little secret: contrary to popular belief, customers will not go almost 
anywhere just to save a buck!

To avoid getting beat up on price, stop trying to compete on price alone. 
What a business needs in order to stand out is better customer service and 
customer satisfaction. But don’t just make it the simple “please and thank 
you” variety. Aim higher and strive for fabulous, standout, outrageously 
great service to set your small business apart from the crowd. 

Will superior service trump price? Absolutely! According to a four-year 
study conducted by the Ohio-based market intelligence firm, BIGresearch, 
most customers will put service ahead of price – if you give them the chance.

The buyer’s perception greatly influences his or her buying decisions and 
behavior. A typical small business pricing strategy is to look at the market, 
copy similar pricing structures, and set prices a little lower. Basic marketing 
and pricing strategies say, “Never compete on price alone.” It is a fast 
way to erode your profit margins. Instead, try understanding customers’ 
perceptions and watch the bottom line show results.

The right product offered at the right price. Price refers to how much is 
charged for a product and/or service. Determine whether to sell at a higher 
price and make a lot of profit in the short term or sell at a lower price to 
beat the competition and have staying power. Determining price can be 
very tricky and even frightening. How much are the intended customers 
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willing to pay for the product and/or service? Decide on a pricing strategy 
and do not just let it happen. Although competing on price is as old as 
humankind, the customer is often sensitive to price discounts and special 
offers. Outlined below are some pricing strategies to consider.

Cost-plus ratio priCing is a standard percentage of profit above 
the cost of producing the product. This is an important part of 
assessing fixed and variable costs for the pricing method. 

value-Based priCing is based on a potential customer’s perception 
of value (rather than on actual costs). Price the product and/or 
service on a value-based option to allow the buyer’s perception to 
depend on all aspects of the product and/or service.

Competitive priCing is basing prices on those charged by 
competing companies for competing products. This is a simple 
structure to follow because pricing is maintained relative to 
competitors’ pricing. I would not recommend using this method 
long term, as it would not differentiate your company, and the 
customers’ mind-set of your company would not be based on value 
or perception, but on price alone.

going-rate priCing is a way to price products that are common or 
the going-rate in the marketplace. It is common where companies 
have little or no control over the marketplace to use this pricing 
methodology.

disCounting priCing is based on a reduction in the advertised 
price. Using a coupon is a good example of using a method for 
discounting.

loss-leader priCing is based on selling at a price lower than the 
cost of production to attract customers to the store or showroom 
to purchase other products on display.
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psYChologiCal priCing is a method used that looks and sounds 
better. As an example, the price $49 sounds better than $50 and 
may create more awareness for purchase power than using the 
rounded pricing method.

Don’t be afraid to display prices online and in Internet advertising. In most 
cases, by displaying prices online and being found in response to a search 
query, a search engine results pages (SERPs) may show better click through 
rates. In return, there will be more inquiries and conversions if you come 
right out and display the pricing up front so the consumer does not have 
to ask for the information.

If your business is a high-end service business, this can be a little tricky. But 
even there it can be attention grabbing and, therefore, valuable to display 
pricing. Who cares if the competition sees your pricing! If you offer a high-
quality product and/or service that you stand behind - you’re going to win. 
Additionally, in a high-end services business, by displaying price, you can 
dissuade unwanted customers who do not fit into your target customer 
profile for the product and/or service being offered.

Price also has an irrational side. Customers may believe that something 
expensive must have high value. Permanently competing on price is not 
a very sensible approach for many companies. The company may be 
perceived as cheap and undercutting in the minds of customers. Look at 
many of the large electronic businesses that competed online and in public 
advertisements as being the “lowest price in town” and are no longer in 
business.

           (Right Brain Thinking)

Place – The RIGHT product offered
at the RIGHT place 

     This is about having the right product offered at the right price 
available in the right place to be purchased by customers. Place or placement 
decisions are associated with distribution channels – getting the products 
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and/or services to the target customers. The distribution system performs 
transactional, logistical, and facilitating functions. 

Business distribution decisions include market coverage, logistics, levels 

of service, and selling to end users, intermediaries, and wholesalers. This 

includes decisions about where to sell products and/or services, how to find 

the customers, and how to get them to buy the product and/or services. 

What is the channel of distribution used 

to get the products and/or service to the 

customer? Do you have resellers? Do you 

have intermediaries that represent the 

product and/or service? 

Decide if supplying direct is appropriate 

for the offered product and/or service. 

One advantage of direct sales is the 

contact gained by meeting customers 

face-to-face and the relationship building 

that takes place. Direct sales may be a good place to start when the supply 

of a product or service is limited or seasonal. However, direct sales require 

an effective retail interface with customers.

Selling through resellers instead of selling directly to the customer is another 

method of getting the product and/or service out in the marketplace. This 

may provide a wider distribution than selling direct. In selling to a reseller, 

the company could possibly lose contact with the direct customer and may 

not have control over the deliverable to the end user, who is the customer.

For Internet sales and distribution, consider the other 4Ps of permission, 

privacy, profiling, and personalization. This includes the accessibility of the 

product and/or service. Promotion in a service-oriented company should 

include the input of front line service personnel that have servant-hearted 

minds to keep those customers happy.

“Ethics should 
always be used 
in marketing 

and promoting 
your business.”
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Placement on major search engines – Google, Yahoo, Bing, etc. – from a 
discovery perspective is controlled on the Web through searching. When 
someone uses the Web to search for a product and/or service offered, it 
is crucial to show up in searches for relevant terms associated with your 
product and/or service. If your company is not on the major search engines 
for terms related to your business, then placement becomes a detriment to 
the business and the business is likely not to be found or discovered in the 
search engine lookups.

Placement on vertical search engines such as guides and local searches like  
www.business.com can make or break a placement for the business. 
Trade and business directories and vertical search engines are 
some of the most important channels for a business to be 
found on the Web. Localized search submissions to places like  
www.local.google.com can make all the difference in being found and being 
successful as well.

           (Right Brain Thinking)

Promotion – Can Generate a Response but Don’t 
Mistake Generating a Response for Making a Sale

    It does not matter if a business is business to consumer (also known 
as B2C) or business to business (also known as B2B). No matter who the 
customer is, there is a need to leverage nearly every promotion channel 
and marketing strategy to identify whether the promotion is working. 
Promotion is informing potential customers of the availability of a product 
and/or service, its price, and its place. It refers to the advertising and selling 
part of marketing. Promotion decisions are those related to communicating 
and selling a product or service and how that is perceived by the customer. 

This is typically done in three areas: (1) mass selling (paid advertising or 
publicity that is free; (2) sales promotion (how the store or showroom is set 
up to best display products and/or services, and through coupons, contests, 
free samples, promotions); and (3) personal selling (direct B2B or B2C 
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personal contact, networking, events, trade shows). Since the costs can be 
large in proportion to the product price, a break-even analysis should be 
performed when making promotional decisions. It is useful to know the 
value of a customer in order to determine whether the additional price to 
acquire the customer is cost effective.

When determining which promotion is best, remember perception is 
reality. Reality is what the customer or anyone else perceives in his or 
her own mind. Perception rules all decision making including purchase 
decisions. Marketing, in essence, could be defined as the art of managing 
customer perceptions. To be effective, promotional efforts should contain 
a clear message that is targeted to a specific audience reached through an 
appropriate channel. This identified target audience will be the people who 
use or influence the purchase of products or services.

The key to successful promotional marketing is to provide the gratification 
customers seek. This does not mean manipulate customer perceptions 
in order to make a sale or use any method that works, without regard 
to the customer’s welfare. Ethics should always be used in marketing 
and promoting your business. Customers will turn away from selfishly 
manipulative marketing. In the end, ethical marketing is practical 
marketing. If the customer’s perceived needs and preferences are serviced, 
the business wins. If not, the business loses.

Promotional marketing may generate a response from your customer but 
don’t mistake generating a response for making a sale. A response may 
be someone taking interest in or being curious about your company or 
product. Determine how the chosen target groups are informed or educated 
about your company and its products and/or services. This includes the 
venture marketing mix – advertising, selling, sales promotions, public 
relations, social media marketing, and so on. While the other three P’s 
(people, process, and physical evidence, which are set out on the next page) 
have lost much of their meaning in today’s markets, promotion has become 
the most important “P” to focus on in today’s marketplace.
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REMEMBER: Marketing can bring a horse to water. It can even 
make a horse thirsty. If the horse gets there, but doesn’t drink 
because there’s a long line, or the water looks funny, or the price 
is too high, or an estimate couldn’t be produced, or the customer 
didn’t receive the proposal, don’t shoot the wrangler. Marketing did 
its job. It brought a thirsty horse to water. 

We all know that facts and logic are important to customers, therefore, 
most companies market with logic that appeals to reasoning. But consider 
this, what if the competition has more facts in their favor? What if their 
budget is bigger? What if they have a bigger scope of services than you? Or 
worse, what if they have more experience?

Take heart, and consider this as a rationale of facts and logic. How do 
you buy oranges? The ripest, tastiest, juiciest oranges? Most people look 
for color – a deep, rich orange. Hence the name, right? Wrong. Here are 
the facts. Oranges are as ripe, tasty, and juicy as they’ll ever be on the 
day they’re picked. From there they are gassed, and the chemical reaction 
makes them become more orange. So from now on, you can just close your 
eyes and select your oranges. 

Market to customers emotionally instead of rationally. Emotions are more 
powerful than facts. People decide emotionally; they use facts to justify 
their decisions. You should try to focus on creating relationships with your 
customers. The best promotional marketing sounds like a letter from a 
good friend, not a sales pitch. 

Impulse speaks no language, understands no words, nor does it have the 
ability to reason; however, impulse wants gratification and avoids pain. 
Reason reads, writes, and understands numbers. Reason has logic and 
rationale and seeks facts, information, knowledge, and understanding. 
What is most interesting is that impulse is the decision maker of reason. 
However, reason has a lot to say about the decision of your customer. 
Logic and reason work together in the mind of your customer in a very 
productive way and are both perceived through the senses – sight, sound, 
touch, smell, and taste.



Full BRAIN Marketing: For the Small Business 101

           (Right Brain Thinking)

Three More P’s

     While we have been drilled about the 4Ps (product, price, place, and 
promotion) in basic and overall marketing strategies, to become a best-
in-class or best practices company, you should also be looking at three 
additional P’s:

people - the culture of your busiNess

This represents all people directly or indirectly involved in 
the consumption of your product and/or service. They are an 
important part of the extended marketing mix. Employees and 
other consumers often add significant value to the total product 
and/or service you are offering.

process - the “hoW to” that Makes you successful 

The procedures, mechanisms, and flow of activities by which your 
products and/or services are consumed should be maintained in a 
customer relations management (CRM) program. This enables a 
business to document the processes that are an essential element 
of your overall marketing strategy. The reason: customers may be 
contacted systematically for different touch points needed along 
the closure process and after the sale or transaction to keep them 
coming back.

physical evideNce - the ability to “Walk the talk”

This is the ability and environment in which the product and/or 
service is delivered. This represents both tangible goods that help 
to communicate and perform the service and intangible experience 
of existing customers. It is also the ability of the business to relay 
that customer’s satisfaction to potential customers.
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“This may seem simple, but you need to give customers 
what they want, not what you think they want. And, if 

you do this, people will keep coming back.”
~ John Ilhan
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Using CIA marketing strategies in your business is like using 

counterintelligence information to determine your next move, similar to 

the game of chess discussed earlier. Acquiring the information you need 

may feel like being a secret agent. You must learn what you can about 

the competition without wasting your time being obsessive about it. The 

basis of espionage has not changed much over the years, but the methods 

used have been modified. Using CIA marketing strategies is the key to a 

company’s success in today’s environment. You will learn from this endeavor 

what a competitor is doing well and not doing well and then measure that 

against your own company’s performance. 

           (Left Brain Thinking)

Have a Competitive Intelligence Plan in Place

Having a competitive intelligence plan in place helps you know what 

others are saying about you or your company for positioning strategy 

and keeps you abreast of the surrounding environment. While I am not 

CIA Marketing Strategy
Competitive Intelligence and Analysis

Chapter 10
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recommending you become a spy, I am recommending knowing what the 
competition is doing and then doing it better! 

Many businesses get trapped in the day-to-day management of their 
companies without an awareness of their surroundings. Remember, 
unexpected moves by a competitor will affect your entire marketing 
strategy and can even threaten overall business growth. For example, a 
grocery store that has done well for years, serviced customer needs, known 
their demographic audience, and grown at a consistent growth rate in the 
market share may feel comfortable with their market share. Then, because 
they failed to carry out their CIA, a new competitor opened across the street 
offering fresher fruit and lower prices. 
Because there was no counter plan in 
place, business is lost due to the new 
competition. 

Are you familiar with competitive 
intelligence and how it can help your 
company grow? Competitive intelligence 
is purposeful and coordinated monitoring 
of the competition, wherever and 
whoever they may be within a specific 
marketplace. Competitors are those you consider to be “rivals” in business 
and whom you compete with for market share in your state, region, or 
nation. Strategically gain knowledge of your competitor’s plans and plan 
your business strategy to countervail their plans. This requires both tactical 
and creative analysis, distribution of the information, and calculation of 
business decisions from the information and analysis. 

When gathering competitive intelligence, I recommend going about 
it ethically. Many companies do not necessarily practice competitive 
intelligence, but try to run their business marketing strategy based on lies. 
Competitive intelligence is based on truth and fair business practice. 

“Competitive 
intelligence is 
based on truth 

and fair business 
practice.”
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True Competitive Story

We had a customer (whom I will refer to as Company A) share a story 

with me that taught them the importance of differentiating their business 

from one of their local competitors (whom I will refer to as Competitor). 

Early on, Company A learned what they did well and what they did not 

do well through competitive intelligence. This allowed Company A to 

focus their overall business growth in providing a business culture that was 

noticeably different, and to diversify their business. 

Company A’s offices had been located in the same vicinity for nearly 10 

years. A few years ago, their main Competitor decided to move to the 

same proximity from their original location across town.  Company A did 

not see this coming and due to the close proximity of the two competitive 

businesses, there was confusion in the minds of the marketplace. Later, 

Company A had to make a move to a new location that was not planned 

but needed, and moved on the same street as the Competitor.  

The new location suited their needs perfectly and allowed them to remain 

in the same vicinity in which they had operated for years.  This new 

location offered traffic exposure, easy access, and familiarity to Company 

A’s existing customers and offered great exposure for new customers to 

find them. Knowing that Company A’s customers would have to pass by 

the Competitor’s building each time a customer left, this defined what 

Company A’s business “best practices” needed to be  to keep their customers 

wanting to come back. 

When asked if having a main competitor down the street had affected 

Company A’s business, the response was “It has not.” The reason: Company 

A is known for their customer service, friendly staff, and performance 

that exceeded their customers’ expectations. Company A said this with 
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confidence in knowing they had done their competitive intelligence 

analysis well and built their business model on differentiation.

Once, an out of state customer, decided to travel to Albuquerque to visit 

Company A’s business.  The customer must have passed by Company A 

and stopped at the Competitor’s business thinking he was at Company A. 

The customer went in and proceeded to converse and asked for the owner 

of Company A by name.  

Company A was pleasantly surprised that the Competitor did not say, 

“That person does not work here” as stated in the past. However, the 

Competitor attempted to influence the customer with their own sales 

pitch to stay at their business. The Competitor actually told the customer 

that Company A’s owner worked at the other company down the street. 

Just when Company A thought the Competitor was becoming a friendly 

competitor, Company A was shocked to hear, as the famous Paul Harvey 

would say, “the rest of the story.”

According to the out of state customer, the Competitor went on to share 

three no-no’s in the business environment. 

Mistake #1: bash the coMpetitioN

The first thing the Competitor alluded to was that Company A 

had a similar name to the Competitor.  They told the customer 

that Company A had copied the name and everything they did 

from the Competitor.  

When in business, try not to portray yourself as a victim and point fingers at a 

competitor’s  success to place doubt in the mind of the customer. It only makes 

you look bad.
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Mistake #2: MisrepreseNt the facts 

The Competitor went on to state that Company A moved to 

the same area as the Competitor and Company A was causing 

confusion in the marketplace. 

This is another big mistake.  The Competitor must not have had their competitive 

intelligence in order from the leadership down to the staff, as Company A had 

been in the same area for nearly ten years and the Competitor moved to the same 

vicinity only a few years ago. 

Mistake #3: coMpete oN price aloNe

The Competitor also stated they offer the best price in town, 

saying, “We will beat anything that Company A offers.” Anyone 
in business knows that if you base everything on price, what is 
the perceived value? Companies that base their marketing strategy 
exclusively on price do not truly base value on the customers and 
often the customer loses out by buying cheaper products without 
valued service.

The next time you consider bad-mouthing a competitor or misrepresenting 

facts, think twice. Business ethics and integrity start at the top. Business 

owners should be emphasizing best practices to allow business to grow 

without making these three mistakes. Becoming a best-in-class, also known 

as best practices, business means that you truly care about the customer 

and have systems and processes in place to show the difference between 

working with your company compared to the competition. Everyone has 

competition. What matters is how you place yourself in the market and 

whether the company’s inside reality is the same as the outside perception.
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“Innovation distinguishes between a leader and a follower.”
~ Steve Jobs
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While the Central Intelligence Agency is an independent U.S. 
government agency responsible for providing national security intelligence 
to senior U.S. policymakers, its primary function is the collection and 
analysis of information to protect our country. How does competitive 
intelligence fit into the strategic planning process? In short, competitive 
intelligence is the purposeful and coordinated monitoring of competitor(s), 
whomever and wherever they may be, within a specific marketplace. 
Competitors are those companies that you consider rivals in business, and 
with whom you compete for market share. 

Competitive intelligence also has to do with determining what your 
business rivals will do before they do it. Strategically, it is the power to gain 
foreknowledge of your competitor’s plans and to plan your business strategy 
to countervail their plans. As you might expect, this will involve many 
methods at the tactical collection level, but it will also require integration 
into your existing information infrastructure, analysis, and distribution of 
the information. In summary, it is the calculation of business decisions 
on the grounds of that information and the analysis of same. This is the 
“intelligence” part of the formula. 

Competitive intelligence and competitive analysis are the processes of 
collecting, storing, and analyzing acquired information and applying 
said information about products, services, customers, and competitors 
to develop a competitive advantage. This process is an ethical and legal 

The Value of the CIA 
Competitive Intelligence Strategies

Chapter 11
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business practice with a focus on external business environments, and 
coveting this gathered information to yield a competitive edge.

In the last chapter, we talked about Using Competitive Intelligence for your 
Marketing Strategy. I received many positive comments about this when 
I wrote a blog on the topic. In the last chapter, I shared a true story about 
what can happen if customers inadvertently go to a competitor’s company. 
The story illustrated the importance of creating an overall marketing 
strategy. It also set out the importance of setting one’s company apart from 
a competitor while developing a positioning and marketing strategy. 

This enabled Company A to position 
their business for additional growth by 
redefining their business by knowing and 
realizing the differences between their 
company and their main competitor’s 
company. Differentiation is more than 
simply being different. It is about the 
unique differences the customer perceives 
to be the reason they buy from you versus a competitor. There is a systematic 
process for developing an effective positioning for your business. This 
systematic process requires you to know your target markets and your main 
competitors, and it takes time.

           (Left Brain Thinking)

Determine How Your Company is Positioned
Against a Competitor

Here is a list of considerations to make when determining how your 
company is positioned against a competitor.

• What products or services are offered by competitors that are not 
offered in your business? Are you and the company’s employees (if  
any) as well qualified to serve as specialists or customer problem 
solvers as the competition? 

“Differentiation 
is more than 
simply being 
different.”
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• How does the competition treat their customers? Is their service 
prompt and efficient? 

• Does the competition accept credit cards or charge cards for their 
services that are not accepted by your company? 

• How does your corporate brand sensory image compare to the 
competition? 

• Can you or the employees answer questions about your competitor’s 
products and services knowledgeably and objectively? 

• Who keeps complete records on each customer, you or the 
competition? 

• Do you have a system in place to mail a thank-you letter or send an 
e-mail after each sales call, whether or not a sale was made? Does the 
competition? 

• What equipment does the competition use that is better than yours? 

• As you watch the product display of the competition, do the products 
seem to be moving off the shelf? 

• How soon are the products marked down or moved to a sale table? 

• How many times has the competition’s name been mentioned in the 
press or the newspapers in the past three months? (Count only the 
times for free publicity such as announcements, promotions, 
seminars, sponsorships, speeches, donations, etc.) How many times 
has your name or the company name been published for these 
reasons? 

• How much advertising (number and size/time) does the competition 
do each month? How much does your company do? 
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Customer perceptions and behaviors play an integral role in developing 
a company’s marketing strategy. To be able to develop and understand 
your marketing strategy, first do some research. Find out who your target 
customer really is and what their buying preferences are.

With the advent of globalization, lowering production costs, and 
increasing productivity, enterprise competitiveness has become a must in 
the new information society. Knowledge is now increasingly considered 
a key corporate asset that enables companies to maintain their market 
competitiveness.

Unless your business is the only business of its type in the target markets 
selected, competition should be a concern. The good news about your 
competitive standing is that while everyone would like to be known as 
“number one,” it is not the factor that determines success. There are 
effective positioning strategies available to strengthen or shift your relative 
standing in the market. The three strategies are (1) leadership positioning, 
(2) instant association, and (3) brand or product recognition.

           (Right Brain Thinking)

Leadership Positioning – Who Are You?

Leadership positioning, also known as prestige identification, is used if 
your products are the best, most respected, or if you are the proven sales 
leader. 

Having distinct product attributes can deliver a promise of some special 
status. In the customer’s mind, you must be able to make a legitimate claim 
to being number one in some important aspect and deliver that promise. 
A good example of this would be if you are a hospital claiming that you 
are number one in the state. You may have a large billboard and many 
printed materials supporting this statement, but can you prove the claim 
with statistics or award recognition? Basic principles must be applied 
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when making marketing messages about “being number one” and it is the 
responsibility of the person doing the advertising to conduct truthful and 
non-deceptive advertising.

Back in the early days, I had a marketing statement that listed us as the 
“Largest Rental Exhibit Provider in New Mexico.” I had a competitor 
challenge me on this. When I first opened my business, I did a competitive 
analysis of what was offered in New Mexico and EXHIB-IT! was, in fact, the 
largest rental provider in the state. We actually had over fifty exhibit rentals 
and could rent at any given time without having to go to our manufacturer 
or other sources to provide the rental products. Support claims made to 
build credibility and market those results.

           (Right Brain Thinking)

Instant Association – They Know You!

Instant association, also known as pre-emptive persuasion, is a process 
of establishing a link in the customer’s mind between your product and the 
emotional gratification they are seeking. When the need or desire surfaces 
with a potential customer, your company name is the link in their mind. 
Some examples would be: 

• When we need a soft tissue, we think Kleenex®, and the emotional 

gratification would be a soft tissue that will help us with a runny 

nose.

• When we are looking for an action sport name and hear the saying, 

“Just Do It,” we recall Nike, and the emotional gratification may 

be that we take action and get it done. 

• When we hear the saying, “You’re in Good Hands with Allstate,” 

we recall Allstate Insurance Company, and the emotional 

gratification may be feeling safe with this insurance. 



Chapter 11: The Value of the CIA - Competitive Intelligence Strategies114

• When we need to use bleach, we recall Clorox®, and the emotional 

gratification would be that we know it is a great disinfectant and 

will get the area clean.

• If we need a good window cleaner, we recall Windex®, and the 

emotional gratification is that we know it cleans the windows 

effectively and we will have clean windows.

• If we need an aspirin, we think “Bayer® Works Wonders” – Bayer® 

Aspirin, and the emotional gratification may be that we remember 

hearing that aspirin also keeps the doctor away as a reducer to 

heart attacks.

• If we hear, “How do you Spell Relief?” we think ROLAIDS®, and 

the emotional gratification is relief of stomach pain and aches.

The customer can read any emotional gratification through a perceived 

message. In each of the seven examples above, there is a direct link with 

the emotional gratification sought by the customer. They can rely on the 

product in their perceived mind.

When customers identify your product or company name with an 

emotional gratification response, the brand name becomes the name of 

the product type in the minds of customers. Think of FedEx®, UPS®, 

Kleenex®, Xerox®, and Jell-O®. All these names are brands, but the names 

are interchangeable with the product.

“The potential for emotional associations is 
the key to brand and product positioning.”
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In order to establish an instant association or pre-emptive persuasion, my 
company has  branded one of our services as being the resource center for 
marketing seminars. 

We provide free monthly seminars on a consistent and systematic basis. 
When our local customers hear marketing strategy seminars, they think of 
EXHIB-IT! Their emotional gratification is that they have a professional 
development seminar they can attend to help grow their business without 
the hassle of being sold to while here. We have marketed and provided a 
systematic delivery of free monthly seminars and have speakers booked 
over a year in advance.

           (Right Brain Thinking)

Brand or Product Recognition – This Is You!

A company’s brand or product imagery is when images are loaded 
with sensory stimulation in the minds of the customers. The potential 
for emotional associations is the key to brand and product positioning. 
Too little is said about the product with little to no explicit statement 
of uniqueness being made. The brand sensory package communicates a 
stimulating sensation that is never explained. 

Examples may include:

• State Farm® Insurance: Like a good neighbor, State Farm is there.

• Pepsi®: The Pepsi Generation. *While this slogan was considered a 
disaster, as in Chinese it translates into “Pepsi brings your ancestors 
back from the grave.” They have continued to keep the slogan 
“Pepsi®, The Choice of a New Generation” consistent since 1984 
to the present.

• Coca-Cola®: Coke is It.

• Nokia: Connecting People.
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Brand and product imagery are communicated through exciting graphics 
and sounds. If you have design and production expertise at your disposal, 
you may try a smaller-scale brand and product imagery approach. The 
key is to create some sensory image via sight and/or sound that will be 
immediately associated with your business or product.

My company’s brand and product imagery have been easy in that we have 
full-time in-house designers and a graphic production department that 
allows design and print to be done instantly. If you do not have this ability 
to produce your company’s brand and product imagery in-house, then I 
suggest you create an allegiance partnership with a company that can help 
set you apart from competitors. Develop a brand and product imagery for 
an emotional association by your potential customers.
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Once there is competition, customers have a choice. Once customers 

have a choice, companies need to consider, “Why should they buy 

from us?” In today’s environment, hypercompetition comes into play. 

Hypercompetition stems from customers wanting the products or 

services faster, cheaper, and in their way. This fundamental quantitative 

and qualitative shift in competition requires a company to change on an 

unprecedented scale. A company must constantly reinvent more efficient 

organizational strategies to be at the forefront of the leading edge. The 

competitive rules of the game are in such flux that only the most adaptive 

and agile companies will survive. 

 

A sustainable competitive advantage is the focal point of a company’s 

strategy. This focus allows the maintenance and improvement of a 

company’s competitive position in the market, and it truly is the leading-

edge company.

           (Right Brain Thinking)

Leadership Positioning – On the Edge!

When leadership positioning and instant association are understood, 

it’s time to establish your competitive edge advantage. To do this, determine 

The Edge
Your Competitive Advantage

Chapter 12
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what the competition is doing in the same marketplace and what their 

competitive strengths and weaknesses are.

           (Left Brain Thinking)

GettiNG started With coMpetitive advaNtaGe research

• Who are the competitors? List five to ten who do the best job of 

attracting the customers you want to attract.

• What threats do the competitors pose?

• What are the profiles of the competitors? (i.e., an in-depth 

description of the competitor’s background, finances, products, 

market segments, facilities, staff, and strategies)

• What are their objectives?

• What strategies are the competitors pursuing and how successful 

are these strategies?

• What are the strengths and weaknesses of the competitors?

• How do their prices compare to yours?

• How are they doing overall in the market share? (i.e., percentage 

or portion of the total available market share or market segment)

• How do you plan to compete with your competitors?

• Do the competitors offer better quality products and/or services?
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• How are you uniquely suited to compete with the competitors?

• What customer needs and preferences are you competing to 

meet?

• What are the similarities and differences between the competitors’ 

products and/or services and yours?

• How are the competitors likely to respond to any changes in the 

way you do business?

You can probably think of many more pieces of information about the 

competitors that would be useful. However, an important challenge in 

competitor analysis is working out how to obtain competitor information 

that is reliable, up to date, and available legally! 

step 1: ideNtify MaiN coMpetitors aNd coMpile QuestioNs 
 WheN uNdertakiNG coMpetitor aNalysis

How do you stack up against your competition? Know and 

understand main competitors. Secondly, how effective are the 

competitors in the marketplace and what is your competitive 

standing in the target markets? Once you can answer these things 

about the main competitors, you can determine how to compete 

better.

step 2: evaluate the coMpetitioNs’ positioNiNG as Well 
  as their Major streNGths aNd WeakNesses

Put this on a grid and evaluate on a consistent basis, whatever that 

may be for your company. If you have an annual strategic plan, 
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then do this annually. If you are analyzing data quarterly, then 

evaluate quarterly. 

step 3: deterMiNe your coMpaNy’s coMpetitive effectiveNess aNd 
decide Where you raNk aMoNG the coMpetitors listed iN 
step 1 

When evaluating your own business, be brutally honest about 

weaknesses and list the strengths that are perceived as strengths 

by the marketplace. It may be surprising to see how much more 

insight this evaluation of your business will provide after an inside 

reality check on your own business is performed.

To be a successful company, the inside reality MUST match the outside 

perception of potential customers.

Competitive analysis is an important 

part of the overall strategic planning 

process. Why should you bother 

to analyze competitors? Some 

businesses think it is best to ignore the 

competition and get on with their own 

plans of running their company. Other 

companies become obsessed with 

tracking the actions of competitors 

(often using underhanded or illegal methods). Some businesses are happy 

simply to track the competition, copy their moves, and react to changes. Do 

you know as much about the competition as they might know regarding 

your company?

“When evaluating 
your own business, 
be brutally honest 

about weaknesses and 
list the strengths...”
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           (Right Brain Thinking)

Leadership Positioning – Sharpening the Edge!

Competitor analysis has several important roles in your overall strategic 

planning:

• Helps owners and managers understand their competitive advantages 

and disadvantages.

• Helps generate a true understanding of competitors’ past and present, 

and (most importantly) an educated guess toward their future strategies.

• Provides an informed basis to develop competitive strategies to achieve 

an advantage for future growth.

• Helps forecast the returns that may be made from future investments. 

(i.e., How will competitors respond to a new product or pricing 

strategy?)

When I first went into business, it was important to me, as the founder and 

CEO to differentiate our business from the competition. In the beginning, 

it was easy, but as years have passed and we have developed a brand identity 

and won many national awards, I have watched competitors go after the 

same awards, say the same things, and copy our innovation. A very dear 

business friend of mine, Matt Rix of Mattrixx.com, once said, “It’s always 

safer and easier to be in the number two position in your industry. This is 

because you can follow and copy what has already been successful without 

assuming the risk of potential failure.”
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The downside of this is that you will never be able to capture or control a 

market share by being a follower. Followers are never leaders. You have the 

choice to be the innovator or the follower but you cannot be both. It took 

me a long time to realize what this meant. 

What he was saying was that being the innovator is great in the mind-set of 

our potential customers, but our competition can sit back and watch how 

we innovate and see what works and what does not and then copy what we 

do without taking the risk. Always look to be the innovator, even though 

being a risk taker can be stressful at times. Seek to be, and to be known as, 

the business others copy.
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The writing on the wall, sometimes referred to as the handwriting on 

the wall, is an expression of doom or misfortune. This expression originated 

out of the biblical book of Daniel where the supernatural writing foretold 

the demise of the Babylonian Empire. This phrase is widely used when 

warnings are clear, but one fails to take action. For example, when a 

company tracks the market size, market growth, market potential, and 

market coverage to determine what lead generation avenues should take 

place and then fails to track lead conversions and measure – they should 

beware! The writing may be on the wall! This does not have to happen if 

key marketing indicators have been put in place and measured along every 

marketing journey step.

           (Left Brain Thinking)

Getting Started is About the Process

A great way to look at the key marketing indicators is to understand 
whether your marketing strategy is working or not. Evaluate the sales 
revenue in relation to the key marketing indicators listed below. If sales are 
up, it is working. If sales are down, it is not.

Writing on the Wall
Tracking your Strategy 

Chapter 13
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These indicators are the financial and nonfinancial measures or metrics used 
to help a business define and evaluate how successful it is. These are great 
indicators to measure the long-term company goals. Performance indicators 
such as these differ from business drivers and goals. While a school may 
consider the failure rate of its students as a key marketing indicator that 
may help the school understand its position in the educational community, 
a business may consider the percentage of income from return customers as 
a potential key marketing indicator to measure. When putting something 
like this in place, it is necessary for a company at least to identify the key 
environments for the key strategic indicators, which are:

1. Having a predefined business plan or process 

2. Knowing requirements for the business plan or processes 

3. Having a quantitative and qualitative measurement of the results and 

comparing with set goals 

4. Investigating variances and tweaking processes or resources to achieve 

short-term goals 

soMe exaMple key MarketiNG iNdicators could be:

• Customer-related numbers: 

- New customers acquired 

- Status of existing customers 

- Customer attrition 

• Turnover generated by known and evaluated marketing segments of the

customers  –  these could also be demographic filters 

• Outstanding balances held by marketing segments of customers and 

established terms of payment  –  these could be demographic filters
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• Collection of bad debts within value-based customer relationships 

• Demographic analysis of individuals (potential customers) filling out 

applications to become customers, and levels of approval, rejections, and 

pending numbers 

• Delinquency analysis of account receivables 

• Profitability of customers by demographic segments – segmentation of 

customers by profitability 

Categorizing key marketing indicators (also known as key performance 

indicators) can prove expensive or difficult for some companies. For 

example, staff morale is difficult or near impossible to quantify. Often a 

business will research another business with a similar background and use 

the information as a benchmark to compare targets or standards to measure 

against. Some well-defined indicators listed on the previous page may be 

then summarized and put into subcategories.

• Quantitative indicators – presented as a number or statistic

 

• Practical indicators – interface with existing company plans and 

                                    processes 

• Directional indicators – specify if the company is getting better or not 

• Actionable indicators – the ability of a company to control or affect 

                                       change 

• Financial indicators – performance measurements used when looking 

                                     at financial data
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Another example of some more defined key marketing indicators:

To be effective in the marketing strategy research, measure this information 

monthly and commit to consistency. Doing this more often may skew the 

information. There are too many daily variances to get a clear picture and 

understanding of the underlying dynamics of your market and business 

practices if you look at the information on a daily or weekly basis. 

Monitoring the information above will tell you what is and is not working 

in the marketing strategy. You will know if the market is growing or 

decreasing and discover how much business is out there for you and 

the competitors. You will know if the advertising and other integrated 

marketing communications are bringing in sufficient numbers of qualified 

leads for potential buying customers. You will be able to determine if the 

market coverage needs to be increased or not and if your salespeople are 

effectively converting leads into customers. You will understand the trends 

of the business and will be able to spot areas that need more attention.
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           (Left Brain Thinking)

You Have the Data – Now What?

Using this information will allow you to have a complete understanding 
of a competitive analysis that will give solid insight into ways to increase 
targeted market share.

When compiling data for a market size, it should consist of the number 
of potential customers in the target market who meet your demographic 
study discussed earlier. This information, updated annually rather than 
monthly, is a comprehensive demographic study of your potential probable 
customer.

To gather the data for market growth, consider the average frequency 
of purchases for your type of product or service. Unless you have great 
market research that is readily available, estimate this information based 
on knowledge of the markets and common sense. In the exhibit industry, I 
would want to know how often my customer purchases an exhibit item and 
what they purchase in order to determine this demographic information.

The next step is gathering market potential based on the first three steps in 
looking at your marketing exposure. Does your marketing reach someone 
in the target market? If so, the potential buying customer is exposed to 
your marketing message. 

“Now that key marketing indicators 
have been created, it is time to use 
metrics and evaluate information.”
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A great example is a direct mail piece that has been mailed to five thousand 

people. This would equate to creating five thousand exposures if all the 

addresses were known and correct. If done twice a year, there would be 

a creation of ten thousand exposures. Additionally, if an advertisement is 

run in the local business paper or magazine that reaches fifteen thousand of 

your target market customers, then you have created twenty-five thousand 

total exposures. If you continue to circulate twenty-five hundred newspaper 

inserts per week for four weeks, that would be another ten thousand 

exposures for a grand total of thirty-five thousand exposures to the target 

market potential customers.

This process is another form of lead generation. A lead is any person who 

has expressed interest in your business or its products and/or services by 

walking into your store or showroom, submitting an e-mail, responding to a 

direct mail or viral marketing piece, making a telephone inquiry indicating 

interest in your product and/or service, or filling out a call to action form 

on your Web site responding to a product and/or service inquiry. A lead 

is more valuable than a random member of the target market because the 

lead exhibited a motivation to buy and an interest in your product. 

By the time these leads to sales are converted, sales information was 

most likely collected. For the purpose of tracking the marketing strategy, 

you will need the exact number of sales transactions and the number of 

leads generated to calculate the true lead conversion rate (i.e., leads = 

appointments = presentations = closure = percent close ratio). 

When compiling sales dollar totals, find this on the business financial 

statements or in sales reports in your accounting program. This information 

represents one type of marketing data most people can find fairly well, but 

having a true understanding is key to building a strong and financially 

stable business.
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Now that key marketing indicators have been created, it is time to use 

metrics and evaluate information. This allows you to keep informed of what 

the quantification efforts are for determining the accurate, objective, and 

ownership point of view of the business rather than the usual collection of 

random numbers with personal impressions on which most small business 

owners rely. This also allows you to know what the business is doing and 

what to do about it. It also allows a business to adapt to change because 

they are aware of business strategies and using metrics for quantifying the 

data.
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“Knowing is not enough; we must apply. 
Willing is not enough; we must do.”

~ Johann Wolfgang von Goethe
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Each of us uses the principles of psychology every day and probably 
don’t even realize it. When we get nervous right before giving that big 
speech, we are activating our autonomic nervous system. When we talk to 
ourselves in our heads, telling ourselves to “calm down,” “work harder,” or 
“give up,” we are utilizing cognitive approaches to change our behaviors 
and emotions. When a child is disciplined for doing something wrong, we 
are utilizing the learning principle of punishment. What is so important 
about understanding human behavior, emotions, and the mind that Psych 
101 is a required course at most colleges for a degree of any kind? 

What advantage does this knowledge lend the business professional? 
Psychologists not only spend their time helping people with their problems, 
they perform research to better understand why people behave the way 
they do. Industrial-organizational psychologists work with businesses and 
organizations to determine ways to make them more productive and to 
improve workplace relationships. We use the same principles of psychology 
to determine who the target audiences are for our business. 

           (Right Brain Thinking)

Who Are Your Customers, Really?

How do you know who your target customers are? How well do you 
really know them? Do they browse and buy on impulse or buy only what 
they need and want? Does the customer shop alone or with coworkers, 

Psych 101
Understanding How Your Customer Thinks

Chapter 14
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friends, and family (who might influence their purchases)? Are they brand 
loyal? Do they shop online or just research on the Web to find the best 
price? And how much money do they have to spend? Understanding how 
your target audience thinks before buying is key. Making money in a 
small business is important, but truly understanding the customer’s way of 
thinking will make or break business growth. 

How aware are customers of your brand or business compared to the 
competitors? First, identify how the customers know about you. The 
prospective customer is made aware of your product and/or service through:

• Search engines

• Referral from a friend or colleague

• Reading a review or article of your company

• Advertising 

• Face-to-face marketing

• Viral marketing

• Trade shows and events

• Social media (Facebook, Twitter, LinkedIn and many more)

Web sites are an integral part of marketing success. Customers visit Web 
sites and read as much as they can to get a sense of what a business is about 
and learn as much as they can about the product or services being offered. 
The content on a Web site should build trust or the prospective customer 
will quickly leave and never return. In doing so, a Web site should answer 
questions the consumer has, and have content written for them and not 
just about who you are, what you do, and how you do it. Having a “call 
to action” on every product or service page will help visitors know how to 
proceed to the next step.

If it is a reasonably high-priced product or service on the Web site, the 
prospective customer will make contact with the company by e-mail or 
phone. This contact may be to get a genuine question answered, but is 
just as likely to be part of the trust-building process. Customers want to 
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know whether there are real people behind the Web site they visited. How 
quickly will they get a response? How well will their question be answered? 
Do you understand what they want?

Today’s customers are active in and informed about the buying process. 
They will conduct Internet research to see what OTHER people are saying 
about you, your products, and your business. You have no control over 
what will be found. If the majority of comments, reviews, testimonials, 
blog posts, and articles are positive, this will greatly increase the chance of 
getting the sale. 

If the majority of information found is 
negative, you can almost certainly kiss that 
prospective customer good-bye.

To be in the race, a company’s Web site 
with products and services has to be highly 
visible on the Internet. The content on 
your Web site has to build trust with the 

visitors. If someone visits a company’s Web site, they expect a prompt and 
courteous response that shows professionalism to all customer and prospect 
queries. Your reputation on the Internet must be positive and the products 
and/or service offered MUST be quality. These points can be boiled down 
into understanding how your brand and reputation are created on the 
Web. The formula is simple.

           (Right Brain Thinking)

Web preseNce/credibility + product Quality + support = reputatioN/
braNd

If these three elements are not in place, a business will struggle to have 
a long-term future. If they are all in place, in addition to having a good 
online reputation, your business can grow rapidly through word of mouth.

“How do you 
know who 
your target 

customers are?”
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Finally, the customer has done the research and brings together everything 
he or she has learned and makes a decision. The choices are:

• Buy your company’s product or service 
• Buy a competitor’s product or service 
• Buy nothing and stay on the fence about the buying decision

           (Right Brain Thinking)

The Six Honest Serving Men That Never Lie

Understanding customers is so important that large corporations spend 
millions of dollars annually on market research to gain this knowledge. 
Although formal research is important, a small business can usually avoid 
this expense. Typically, the owner or manager of a small business knows 
the customers personally, which is an added advantage. From this personal 
foundation, understanding your customers can be built through systematic 
efforts. A comprehensive system for understanding is what Rudyard 
Kipling said in his poem, “The Elephant’s Child,” called, “I Keep Six 
Honest Serving Men…” and their names are What and Why and When 
and How and Where and Who. 

What 

Find out the customers’ needs, as the common names of products 
mean as little to them as the chemical names on the label of a 
proprietary drug. A sick person’s real need is safety, speed, and 
relief. Understanding your customers’ needs enables you to profit 
by providing what buyers seek – satisfaction results. 

Products change, but basic benefits like personal hygiene, attractiveness, 
safety, entertainment, and privacy endure, as do commercial purposes 
such as quests for competitive superiority or profitability. Successful 
manufacturers, retailers, and service businesses produce benefits for 
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which customers are willing to pay. In other words, successful businesses 

understand the reason for their customers’ buying decisions. 

Having said that, why is it that so many businesses find it difficult to retain 

existing customers? Just how many product and service slip-ups does it 

take to send a customer packing? According to BIGresearch survey results, 

17 percent of customers will bolt after a single service slip up. Another 

40 percent will jump ship after two instances of poor product or service 

delivery, and 28 percent more will go out the door after three slipups. 

That’s 85 percent loss of customers due to service mistakes. 

So what do buyers really want from you? In order of priority, here’s what 

customers say: 

kNoWledGeable aNd available eMployees 

During a customer’s buying decision, they want knowledgeable 

assistance, available when they want it. Customers place a high 

value on receiving accurate information and they want to be served 

by employees who know their product and services inside and out.

frieNdly aNd cooperative staff 

Customers not only want product-savvy salespeople, they want 

them to be friendly, courteous, and efficient. Your staff should 

value each customer for more than just an individual sale.

Good value

This is where price factors in for the customer. Most customers see 

price as only one component of the bigger picture of “value” that 

includes the product, service, information, and follow-up.
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coNveNieNce. 

Make it easy for the customer! Customers want products that are 
well organized, attractively displayed, and easy to find. This is how 
today’s customers define convenience. The easier it is for them to 
shop for a product or service, the more money small businesses can 
make on the bottom line.

a fast aNd efficieNt fiNish 

This final stage is where many businesses fall flat, right at the 
finish line. Customers who are in the decision-making process are 
proceeding on your time. They want considerate and knowledgeable 
assistance. However, once the buying decision is made, get out of 
their way because now you are working on their time. Customers 
want to complete the transaction and be on their way as quickly 
as possible. If your product or service is not immediately available, 
then be sure to meet your committed timelines for delivery. This is 
not the time for making additional suggestions. The customer has 
already made up his or her mind and is ready to move. 

Why 

Determining why customers choose one company over another is 
challenging. Customers themselves don’t always know. They may 
think they patronize a business because the products or services are 
better than another’s, when in reality it’s something else. Perhaps 
they know, like, and trust the employee or salesperson that is the 
company spokesperson. Or maybe their business associate or friend 
mentioned it to them last week.

The reason customers buy is based on logic from “their point of view.” 
Understanding customers derives from this fundamental premise. Every 
customer has unique and individual goals, pressures, and purchase criteria. 
The astute business deduces and accepts the buying logic of customers and 
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serves their customers accordingly. Sometimes the reasons customers buy 
are trivial. If customers feel indifferent toward a product or business, the 
selection is more apt to be happenstance. Perhaps several rival offerings 
meet all the conditions that a customer deems important. Consequently, 
minor factors will govern. This explains the rationale of the customer 

who chose a $28,000 car because its 
upholstery was most attractive. That’s 
how I decide between cars…upholstery 
and dashboard…what I see and feel while 
in it! Price is not the top consideration. 
The point is to pay attention to details. 
They may be crucial to customers. 

Shrewd businesses respect what customers 
say and pay special attention to what 
customers do. Just as important as why 

customers buy is why former customers take their patronage elsewhere. Also, 
why are qualified buyers not buying? What is keeping them from buying? 
Can this obstacle be surmounted? Companies should monitor competitive 
offerings and buyers’ reactions to determine purchase motivators. Informal 
conversations may also reveal some reasons. Special offers may overcome 
resistance and boost profits. 

Many factors affect why a customer will buy products or services from you 
rather than your competition. They may include: 

aWareNess 

A customer knows you exist through advertisement or location.

features aNd beNefits

The specific attributes of a product or service that distinguish it 
from the competition with benefits to improve a customer’s life or 
business.

“Knowing 
when to delay 
a promotion is 
a well learned 

lesson.”
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price

Setting the right price comes from knowing your customers and 
not merely knowing what your competitors are charging. 

braNd aNd/or reputatioN

Brands are powerful motivators for customers and enhance 
familiarity and comfort levels with your products or services, but 
for smaller companies it may lean more on reputation.

coNveNieNce

Save your customers time and money by offering a good location 
and integrating more than one product or service.

Word of Mouth

Personal referrals are one of the strongest influences on a customer. 
This is especially true when competitors offer similar products 
and the prospective customer cannot easily discern the difference 
among offerings.

WheN 

Many buying decisions from customers are postponed because 
there is not an emotional motivation for the product or service 
being offered. Timing is critical for the standard 3 to 5 percent 
buying cycle timeline for your customer. This is the time cycle 
percentage when customers are most likely ready to buy. The other 
95 to 97 percent of the time, they are just shopping and do not 
have an emotional buy in.

When customers are ready to buy, be ready. A business must be ready to sell 
when the buyer is ready to purchase, lest an opportunity be irretrievably 
lost. Customers buy when they want an offering that is relevant to them 
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and when they have time and money to purchase it. Buying patterns 
may often be discerned from an analysis of existing customers and their 
purchases. Look at the history of what existing customers have purchased. 
Is there a buying trend or is it seasonal?

Businesses should keep track of key buying cycles and make pre-emptive 
moves to improve their overall sales. Keeping a customer relations 
management database with pertinent buying patterns is a great way to 
focus on this. If a business is in retail, additional purchase occasions can 
be personal or impersonal. Keeping track of birthdays and anniversaries 
would be a great resource. Seasonal factors including recurring holidays 
and weather changes may also affect purchases. Among favorable influences 
on purchases are the start of a school year, semiannual sales, introduction 
of new products and clearance of old ones, special price concessions, and 
improvement in economic conditions or building buyers’ confidence. 

Many customers have limited time for shopping only during off hours, 
evenings, and on weekends. The transition from a single breadwinner 
per family to having all adults of a household engaged in commercial 
employment has intensified these time restrictions. Astute business retailers 
adjust their hours, staffing, and availability of merchandise and services 
to meet customers’ shopping convenience. Restaurateurs and bartenders 
know that business booms on paydays. 

Manufacturers profit by timing their offers to their customers’ budgetary 
cycles. Knowing when products are purchased and used is a valuable facet 
of understanding buying decisions. 

Companies in the retail industry often allocate a healthy chunk of 
their promotions and budgets to customers who made the most recent 
transactions. But these efforts often give short shrift to customers who are 
most likely to buy next. As a result, the larger and potentially lucrative 
segments are inadvertently overlooked. Analyze the purchases over each 
quarter and by the year to get a big picture understanding of purchases.

When marketing, timing strategies can benefit significantly from 
competitive analysis as previously discussed. Companies may want to 
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consider adding and systematically refreshing information that captures 
what their competitors are offering. It may also be helpful to know when 
competitors make those offers and to which markets those offers are being 
made. This data can assist companies in knowing when to adapt the timing 
and cadence of their offers to either pre-empt or strategically react to their 
competitors’ offers. But, again, I want to emphasize the importance of not 
basing everything on price.

Knowing when to delay a promotion is a well-learned lesson. What if you 
move forward with a promotion and your 
resources cannot support the promotion? 
Timing is critical. A first-in promotion 
strategy is one that says first in the door 
gets the benefit of the promotion. This 
could also cause a lag effect in that the 
customers may realize they cannot get 
there first, so why bother! In contrast 
would be a “first-in” promotion strategy 
that could bear a “lag effect” or carry-
over benefit of your product and/or 
service. Under the next-in scenario, customers held off on purchasing for 
the “wait to see” what sale or special was launched. At this strategy’s greatest 
effectiveness, competitors’ promotions would help generate interest, while 
your promotions would be timed to generate the sale.

hoW 

Customers make purchases to satisfy needs. These may be economic, 
physical, or emotional needs. Customers may perceive wants and 
needs to be the same. If customers need something, they want it. If 
customers want something, they need it. 

It is important to remember that needs and wants are not always generated 
by a problem that needs to be solved. Personal preferences and desires of 
customers play a large part in customer purchase decisions. It has been 
found that buyers generally behave rationally whenever buying decisions 

“No purchase 
can take place 

unless problems 
or needs are 
recognized.”
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are made. Customers buy to gain the benefits of the products and services 
they find of interest. Customers usually expect to gain more than they 
give up. If customers do not think they are getting a good deal, you are 
not likely to close a sale. Both the buyer and seller have expectations to 
gain from every transaction. If both the customer and the business are not 
satisfied, then the sale is not likely to occur.

To sell anything, whether in a retail store environment or on the Internet, 
you have to understand the typical steps that your customer will take before 

handing over hard-earned cash.

this proCess entails four steps:

           (Left Brain Thinking)

1. recoGNitioN

No purchase can take place unless problems or needs are recognized. 

These needs or problems can be real or perceived. Whichever 

the case, if customers feel strongly enough, they will aggressively 

search for a solution. Companies have an important role in this 

need recognition process. Customers are not always aware of their 

need or problem unless someone interested in providing assistance 

points it out. Customers are not always aware that there are ways 

to make more money, increase their satisfaction, or take care of 

their problems. If your sales efforts sufficiently convince customers 

that they will benefit from the products or services that are being 

offered, you should be able to close the deal.

Buying methods are best visualized as processes. Every customer pursues 
a buying process of his or her own. Buying processes depend on the 
significance of the product or service to the customer. Although buying 
processes are not uniform, some steps are common to most customers. 
The company can use these critical four steps outlined that can affect the 
outcome of the buying decision.
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2. iNforMatioN research

Once a customer’s need is identified, the customer looks for 
information and a solution. This search for information may be 
extensive or minimal, depending on circumstances surrounding 
the purchase. Expect customers to want more information about 
large infrequent purchases such as buildings and equipment. Many 
customers by nature are more cautious about parting with their 
money and may invest more time putting information together 
before making a purchase decision. When money is tight, purchases 
tend to increase in importance. Much less time will be spent when 
customers are considering small frequent purchases that will not set 
them back financially. 

Customers require less information if a high level of trust has been 
established with a company. The first sale transaction will be the most 
difficult. If the customer enjoyed a pleasant buying experience and was 
satisfied with the product and/or service provided, less time will be needed 
in repeat sales.

3. exaMiNatioN of alterNatives aNd buyiNG decisioN

Once a customer identifies a need and is comfortable with the 
level of information obtained, he or she is ready to analyze and 
choose from alternative solutions. 

This analysis may be deliberate and lengthy or it could be instantaneous. 
Lengthy deliberations may involve developing projected budgets. 
Instantaneous decisions are made by relying on experience and “gut 
feelings.” Such analysis will be more thorough if the customer who is 
making large purchase expenditures is accustomed to large progressive 
changes as a typical practice or if the purchase involves considerable risk. 

A customer may purchase a new car based on brand name or an emotional 
buying experience. As an example let’s use the 2009 Lexus LX570 SUV 



Full BRAIN Marketing: For the Small Business 143

that retails for over $75,000. While this is a substantial investment, it is up 
to Lexus to determine the right customer for this vehicle. There are other 
SUVs in the marketplace that can accommodate many of the same needs. 
Lexus’s viral online marketing influences the buyer with modern methods 
to reach the influential audience that participates in online conversations. 
Lexus spends much of their research and time on interactive marketing 
that not only conveys product information, but also influences customer 
preferences, creates buzz, and gets the customers into the Lexus showrooms. 
Lexus also has online chat groups, forums, and provides content for digital 
audio players such as podcasts for their customers. 

Their interactive efforts are integrated to boost their overall effectiveness 
in reaching and influencing more buyers. This was best illustrated by 
Robin Pisz, Lexus’ national interactive marketing manager, in an interview 
by Lillie Guyer published on www.autoweek.com titled, “Lexus leads 
automakers in interactive marketing.” (http://www.autoweek.com/apps/pbcs.dll/

article?AID=/20060214/FREE/60213006/1041/rss01#ixzz0LerlyrV2)

While the above is a business-to-consumer story, it applies to a company’s 
role in this same decision process. The company marketing to the customer 
may be called on to clarify information, correct misconceptions, or explain 
the benefits to be gained by the purchase.

Some companies that are successful in selling will remind customers that 
one of their alternatives is to live with their problem. 

It may make more sense in the long term not to make a sale than to sell 
something to a customer who will be unhappy because he/she purchased 
the product or service.

4. purchase evaluatioN 

Once the purchase is made, there is a strong and logical 
tendency to examine the decision. Such examination provides 
information for future purchases as well as providing emotional 
reinforcement for the current purchase decision.



Chapter 14: Psych 101 - Understanding How Your Customer Thinks144

Customers will usually wonder, especially after making a large purchase, 
whether they did the right thing or whether the decision was a smart buy. 
These types of customers have a need to justify their decision. They need 
reinforcement.  

Companies can design their offerings to meet the exact needs of their 
customers in two ways:

1. Companies can influence decision makers at crucial stages of the 
  buying process

2. Companies can set up the groundwork for repeat business

Research shows that the largest groups of customers reading advertisements 
are those who recently purchased the product or service. After-sale purchase 
evaluations are the first step toward your next sale, so do whatever possible 
to encourage positive responses to spur follow-up sales.

At this search and evaluation stage, obtaining advice from present satisfied 
customers is especially influential. Confirm your customers are satisfied and 
favorably recommend your company’s products or services. Low customer 
satisfaction can sway other potential customers from making purchases 
from you. 

Sooner or later, further search does not seem worthwhile. If the positives 
outweigh the negatives, the customer selects a company and brand. The 
transaction itself is consummated quickly, assuming the wanted item is 
available. The satisfied customer makes recommendations to others and 
gives you his or her repeated, regular ongoing business. 

Businesspeople can create sales by predisposing potential buyers to their 
product or store. Manufacturers can offer exclusive benefits in their goods, 
such as friendly relations, efficient operations, and easy manuals. Enticing 
advertisements help persuade prospective customers to visit a retail 
outlet and ask about a particular brand. Creative salespeople overcome 
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the customer’s objections and doubts and close the sale. Post-transaction 
service keeps the customer satisfied. Referrals usually follow. 

Options and benefits are an integral part of the buying cycle. Although 
convenient availability is the main buying criterion for many routine 
products, savvy companies stock a selection to meet the diverse preferences 

of their customers. Some customers demand 
manufacturers’ advertised brands, with 
resellers’ brands being favored by others. For 
some classes of products, generic brands have 
become popular in recent years, especially after 
the awareness of the 2008 recession. Moreover, 
many customers seek variety. Clearly, deciding 
which products to stock is important but 
overstocking can create a hardship for overall 
company revenue and profits. 

Where 

Whatever location is chosen for a company, make an effort 
to become familiar with the habits, likes, and dislikes of your 
customers. Find out the median household income or business 
revenue of the area. These statistics are usually available from a 
local government agency or you can often find this information on 
the Internet. Next, find out how many cars visit nearby retail stores 
or businesses or drive by your location on the major thoroughfare. 
Ask yourself questions. “Why do people visit this particular 
business district? Does it contain businesses that will attract the 
same customers I am targeting?” Consider a location near a busy 
intersection or heavily trafficked area.

When choosing a location for your business, demographic information 

will provide the first clues if you are not familiar with the businesses and 

culture of an area. Examples of this data could reveal that 40 percent of 

the businesses in the area have business owners under the age of forty, have 

“Small business 
owners pride 
themselves on 
knowing their 

customers 
personally.”
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been there less than two years, work sixty hours a week, and may earn over 

$100,000 a year. Or that a large percentage of the businesses around you 

are in the infancy stage of business and are not your probable customer. 

Location is extremely important to “captive” buyers. If a company is easy 

to get to and is well branded for location, a customer will stop by on the 

way to work, at lunch, after work, or even take part of the day to come 

visit. 

Other customer influences include the type of product or service, the type 

of store, and the characteristics of the customer. The offered products and 

services’ perceived quality, depth, breadth, and price are very important. 

This does not imply that all products have to be top quality or that all 

prices need to be the lowest. 

Savvy companies make a special effort to understand the shopping-

related motivations and preferences of customers. For example, fast food 

restaurants canvass nearby dwellings and introduce themselves to the 

households. Supermarkets may maintain customer advisory boards to elicit 

suggestions and reactions before opening a new location. Other means 
of communication with customers may include informal conversations, 
suggestion boxes, and networking word-of-mouth conversations. 

Incidentally, complaints are an excellent guide for making company 
policies more amenable to customers. Employees should be instructed to 
thank customers for their comments. Prompt consideration, followed by a 
personal letter from the CEO or senior manager, is highly desirable. 

If quality seems high, some customers infer that prices will be too high 
regardless of the facts. The important point is to understand customers’ 
buying patterns and to provide what causes them to buy. For example, 
assurance that a product will be covered if damaged weighs heavily on the 
worried customer. A convenience-minded buyer is more concerned with 
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availability of parking or if there is a delivery service. Of course, customers 
must be told that wanted products and services are available. Advertising 
helps disseminate this information, as does a company’s reputation of 
customer satisfaction.

Occasional promotions inject some excitement into the tedium for the 
customer shopping around. Some customers like to socialize, which can 
absorb much of an employee’s time and may even annoy other customers. 
Nevertheless, the company’s staff should be friendly and helpful. Also 
influential, to some customers, is the apparent socioeconomic level of other 
customers and knowing who does business with you.

A great way to put the potential customer’s mind at ease is to promote 
customer testimonials on your Web site listing the customer’s name and 
company. You may also want to provide a list of your customers. In selecting 
a company, many customers consider physical features. Layouts can invite 
or repel a customer. For example, hurried motorists who are more apt to 
use a gas station at which business can be transacted quickly. Altogether, 
customers consider a mix of tangible and intangible factors that comprise a 
company’s atmosphere and persona. Accordingly, the customer either does 
or does not feel comfortable buying from a company. 

Who 

Not everyone is your customer and it is sometimes difficult for 
small business owners to acknowledge this. However, when they 
do, they can best advertise and market to their target customer. 
While you can’t win all the customers all the time, you can win 
with a certain demographic when you create a unique niche for 
yourself using decor and special catalog items that satisfy your 
chosen group of customers.

There are many ways to acquire information and they all involve research. 
Before you gather information to make your marketing easier, ask questions 
and really listen to the words and body language of the answers. It is good 
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to know who is buying and why. Understanding people’s motivations 
makes it far easier to appeal to them with marketing messages and keep 
them, and others like them, happy. Train the company employees to ask 
leading questions and report findings of what customers want.

Manufacturers and suppliers of your products keep up with the industry 
and have a vested interest in seeing you grow, so tap into their expertise too.

Another consideration in profiling a customer is to understand who 
influences the purchase decisions. These are the people who will:

1. Initiate the inquiry of your product or service

2. Influence the decision to buy

3. Decide which product or service to buy

4. Permit the purchase to be made (Sometimes the decision 
maker is this person, but the decision maker – like a CFO 
– will sign the paperwork after other pertinent members 
of the buying cycle have submitted their recommendations.)

Small business owners pride themselves on knowing their customers 
personally. In the industrial field, having a full understanding of each 
major customer and buying influence is essential. When dealing with 
a large number of customers, however, individual familiarity is not as 
feasible. Hence mass merchandisers and others in this situation group their 
customers, whose reactions to offerings are similar, into market segments. 
Companies then design a separate marketing program appropriate for each 
segment. 

Besides segmentation, understanding customers also requires insight into 
their buying roles. The buyer for a one-person business is the initiator of 



Full BRAIN Marketing: For the Small Business 149

the order, the decider, and the user. Even in this case, however, outsiders 
can still be influential. 

In larger households or businesses, separate individuals usually play these 
buying roles. It helps you to know who activates a purchase, who exerts the 
influence, who decides what and where to buy, and who uses the product – 
and what their criteria are. After finding this information, tailor and target 
your offerings to satisfy each major participant in the buying process. 

As has been shown, understanding of customers enables a company to 
increase sales and revenue. This same understanding can equally serve to 
reduce costs. Higher sales at lower costs inevitably boost profits. 

A small firm that understands its customers can buy or produce exactly 
what it wants –  and nothing else. The company’s sales effort is efficient 
because it builds on why its customers want to buy and not on why others 
buy, or why the vendor wants to sell. 

Overall, it may be your service – not your price – that dictates whether or 
not you secure customers for the long term. If you give customers what they 
want, the way they want it, when they want it, and follow through with 
a fast finish in the end, you are much more likely to turn those customers 
into satisfied repeat customers. 
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“You can have the best product or service in the world, but if people don’t 
buy - it’s worthless. So in reality it doesn’t matter how wonderful your 

new product or service is. The real question is - will they buy it?”
~ Noel Peebles
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One look into the opening of the Grand Canyon and you’ll understand 
why it is one of the Seven Wonders of the Natural World.  Are you wondering 
how the Grand Canyon was formed? One word: erosion. The Colorado 
River has wound its way through the various layers of the Grand Canyon 
for millions of years, carving a gorge of epic proportions on its walls. Water 
and wind erode rock and sweep it away. It’s hard to imagine that the river 
was once on top. The layers of the Grand Canyon are a spectacular feature 
that reveals various time periods and conditions. Sediments left behind 
reflect the conditions (muddy, rocky, sandy, volcanic, etc.) of certain time 
periods. The river has cut through the earth, allowing us to see the passing 
of eons before our eyes. 

Often businesses can feel that integrating marketing (bridging traditional, 
digital, and social media marketing) can be as enormous as the Grand 
Canyon if not properly thought out, and can be an expensive process if not 
properly planned and measured. Yet if done to match the right message 
with the right audience, the payoff is valuable. Doing so takes strategy and 
time in the beginning. 

I recommend taking a look at what has been done so far in evaluating your 
company’s overall internal systems and processes and also take a look at 

The Grand Canyon
Bridging Traditional, Digital, and Social Media Marketing

Chapter 15
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the external perceptions of the customers. This can be done by asking each 
customer how he/she heard about your company and why he/she does 
business with your company. Also using the competitive analysis discussed 
earlier will enable your company to gain valuable insight to what you are 
doing better or not doing well. 

Evaluate the company’s USP and how that USP relates to what and how 
things are delivered to the customers. After this has been accomplished, 
determine the best media to reach the target markets identified. Is the 
target audience under thirty years old? If so, this is the time to delve into 
social media as the main touch point to reach this target audience. If the 
target audience is between thirty and forty, it is a good idea to focus on 
digital marketing and social media. If the target audience is between forty 
and fifty-five, I suggest you use all three methods to reach them. There will 
be some in this group who appreciate social media, but most prefer the 
traditional and digital media. If the target audience is over fifty-five, then 
I suggest you pick up the phone and personally get to know this target 
audience or use direct mail to reach this customer.

           (Right Brain Thinking)

Online Marketing Channels

Millions of customers converse on a daily basis in online communities, 
discussion forums, blogs, and social networks sharing opinions, advice, 
grievances, and recommendations. Are you listening, connecting, and 
responding in a way that protects and promotes your brand? 

Find out how customers feel about your brand, product, or service – in 
their words. This is a great opportunity to listen to the customers at a 
time when there is so much to offer on the Internet. It has been said that 
traditional media is losing its face value and that the Internet is a fad and 
digital only applies to the millennium generation. While that may seem 
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true, if you want to stay on the innovative cusp for your business, use both 
traditional and Internet media marketing. Here are some reasons why:

• Online conversations can power or deflate a company’s brand. 

Do you have a presence? 

• Discover specific issues that are being discussed around your 

company, brand, or organization and create feedback to these 

issues.

• There may be events, trends, and issues that may be influencing 

industry and brand buzz.

• You can measure how your online and offline marketing 

campaigns resonate with customers.

• You will be able to leverage word-of-mouth to drive brand 

credibility, and ultimately sales, if you use face-to-face marketing, 

Internet marketing, search engine optimization strategy, and 

social media strategy correctly.

According to Nielson research, TV users 
watch TV more than ever before (an average 
of 127 hours, fifteen minutes per month) 
and these users are spending 9 percent more 
time using the Internet (twenty-six hours, 
twenty-six minutes per month) from last 
year. Approximately 220 million Americans 
have Internet access at home and/or work 
with a growing number using the Internet 
for research and social media.

“Find out how 
customers feel 

about your 
brand, product, 
or service - in 
their words.”
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Knowing this research, traditional media entertains and communicates to 
a mass audience whereas digital media entertains, communicates with, and 
engages the individual. Digital media is known as digitized content (text, 
graphics, audio, and video) that can be transmitted over the Internet. The 
benefits of digital media can be highly measurable and marketers can often 
see a direct effect in the form of improved sales in addition to establishing 
a direct link with the customer. This can also be cost effective. However, 
the pitfalls of digital marketing can be that the medium is new, constantly 
changing, and evolving with results that vary. You often get what you ask 
for!

By engaging the customer, you can clearly define your audience and 
determine the best way to engage that audience (both traditionally and 
digitally). First, examine your budget and deliverables and set goals with 
measurable expectations. Engage the customers in conversation and always 
market in a way that truly connects with the customers and answers any 
questions they may have about your product or service. Use traditional 
and digital media to reach your mass targeted audience and invite them to 
be engaged via the Web. Leverage the Web to start conversations. This is 
where you can gain the attention of your audience if done correctly. Engage 
the viewer for lead generation. 

           (Right Brain Thinking)

Using Social Media to Draw Traffic

What does the word social have to do with media? First of all, social 
media is not the same as traditional media. The term media refers to 
various means of communication traditionally associated with newspapers, 
magazines, and television or radio broadcasts.  Social media sites have 
become the platform to combine a wide range of digital spaces into a single 
package. Social media is a marketing tool designed to establish presence 

and relationships with your prospects in a timely and consistent manner.
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Social media has opened the door to social media marketing, the method 

of using social media to draw traffic to your business. Rather than pushing 

your message into the prospective customer’s space (as traditional marketing 

does), social media marketing focuses on relationship development and 

attracting your target market to learn more about you.

Social media allows people to develop personal relationships with others 

around the world. First, it can be a tool to see how to fit into the lives of 

targeted customers. Search both yourself and your company name and see 

if people are talking about you. Are they mentioning you in passing? It 

allows companies to get ahead of an angry blog, social media site, or e-mail 

and handle customer service issues. That little bit of communication can 

build a rapport online for others to see. It allows people to build personal 

relationships that may have nothing to do with a company, but that little 

bit of empathic communication can lead to more business referrals.

Social media opens the door for communication with almost anyone. You 

can reach out to complete strangers, can get advice, or even share your advice 

online. These conversations are often stored digitally and made available 

over time for others to read or participate in. Each of us has probably 

given or received advice but it may be forgotten after a week or so. Now 

you can connect with others online and save this information indefinitely. 

This switch to social media marketing allows us to communicate more 

effectively and efficiently. 

Social media enables users to build relationships in an easier, faster manner. 

Social media can also be used to draw people to face-to-face events such 

as conferences and trade shows. Many conference attendees “tweet” or 

mini blog about the event during the presentation, creating chatter and 

relationships that may be built upon long after the event is over. At 

EXHIB-IT! , we blog at shows and report how the show is going or deliver 
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content that others may want to hear. You can upload a video, images at 

the show, or interview attendees and post the video and images online and 

blog about them.

           (Right Brain Thinking)

Why Participate In Social Media?

stay iN touch 

If you are like me, and own and run a fast-paced business, you 
have lost touch with people over the years. You can look them 
up on popular social media sites and find them. If your whole 
network is profiled and linked, you will never lose them again.

be fouNd

I cannot tell you how many times former friends, colleagues, and 
business associates have found my profiles on social media sites 
and have contacted me. A few years ago, one of my best friends 
from high school found me online and 
contacted me. What a thrill it was to 
reconnect!

fiNd caNdidates for jobs

You can use a social media network to 
e-mail the job requirements and ask for 
referrals. This allows you to tap into the 
minds of trusted online relationships to 
find passive candidates or people who are not currently actively 
seeking work, but may find your job requirements interesting 

and want to interview.

“Social media 
enables users 

to build 
relationships in 
an easier, faster 

manner.”
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look for a NeW job 

If you desire to move on from your current employment for 
whatever reason, use social media sites to assist you in the job 
search.

establish your oNliNe braNd

What do you want to say about you or your company? What 
expertise do you have to share? What accomplishments do you 
want to be known for? The information put in your profiles will 
eventually serve you well or not! When a potential customer 
Googles your name or company name, will he or she find 
credentials and expertise that are credible? You will want to 
establish an online image before you really need it. Establishing 
this image, or what I also refer to as a sensory package, may take 
some time. 

joiN oNliNe Groups that share your iNterests aNd professioN 

Facebook is a great example that allows you to create groups. I 
am a member of many groups ranging from online marketing, 
social media, business owners, and others. Following people on 
Twitter also yields content recommendations. Twitter groups have 
increased the scheduling of in-person meetings by encouraging 
people who are interacting online to meet face-to-face. 

develop oNliNe social coNNectioNs over tiMe oN social Media sites

MySpace and Facebook are sites that allow much more fun than 
the more professionally oriented LinkedIn. While both these sites 
started off for young people, participation by mature professionals 
has been on the rise. Be careful what is shared online, but do not 

doubt the power to expand relationships. 



Chapter 15: The Grand Canyon - Bridging Traditional, Digital, and Social Media Marketing158

provide a space for users of your products or services to iNteract 
With you 

Customers want to have a conversation with you about their 

wants and needs. They want to tell you how to serve them better. 

Many of them want to build a community around products and 

services that they love. 

Give them an opportunity through blogs, online communities, forums, 

and the like and answer their comments. Be sure to use the feedback to 

improve your company. It is much easier in today’s online environment to 

zap a note off to you on LinkedIn or Facebook or to leave a comment on a 

blog than to write a letter to an anonymous company.

build a coMMuNity arouNd your products aNd services 

Is your company approachable? Are the people who work in the 

company approachable, likable, knowledgeable, and ready to 

listen? If not, be sure to find these types of employees and nurture 

them. They are the voice of your company. Forums and blogs 

on your company Web site and within other online community 

sites build a sense of community. These are your communication 

lifelines. Create and use them.

establish a coMpaNy preseNce oN social Media sites 

According to the 2008 Cone Business in Social Media Study, 

93 percent of Americans believe that a company should have a 

presence on social media sites. Also, 85 percent believe that these 

companies should use these services to interact with customers.
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Before you go off on a tangent and start joining social media sites, be sure 

to join social media sites that matter to YOU and YOUR business. It can 

be overwhelming when first getting started in social media. I suggest you 

start with setting up the LinkedIn page, Facebook page, and a Twitter page. 

Remember, LinkedIn and Facebook need to be set up in your personal 

name, while Facebook company pages can be added and Twitter can be set 

up with using your personal name or a company name. 

I suggest you set up a personal page in Facebook and create a business 

page as an additional page so there will be two Facebook pages set up total. 

Send invites through already established customer lists you have gained 

throughout your business to allow the existing customers to follow your 

business on Facebook or Twitter.

Use LinkedIn to look up groups that you may want to join and start getting 

involved in the discussions and provide some discussion feedback to gain 

credibility. Invite only people you know to join in Facebook and LinkedIn. 

Follow only those you know, like, and trust in Twitter and spend some 

time getting involved in discussions. I thought it would be useful to share 

some of my research findings on some top social media sites.

           (Right Brain Thinking)

100 Popular Media Sites to Know About

One hundred popular social media sites with data from 2008-2009 are 

listed below and on this Web site http://www.prelovac.com/vladimir/top-

list-of-social-media-sites. This is valuable information to allow businesses 

to review and make comments and start building online relationships. This 

content was developed by Vladimir Prelovac, a computer engineer and 

author of WordPress Plug-in Development.
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           (Right Brain Thinking)

Challenges in Social Media Space

As stated earlier, one of the biggest challenges in the social media space 

is having a complete understanding that social media and social networking 

are two completely different things. While social networking has been 

around forever, social media is fairly new. 

We all do some sort of social networking with our friends, colleagues, and 

business associates. We reach out to people when we need advice, referrals, 

lead generation, and so on. Social networking is about advice.

Social media is using Web sites and the Internet to communicate socially. 

(Examples: www.Myspace.com; www.Facebook.com; www.LinkedIn.com; 

www.Twitter.com.)

Blogs and video syndications are also unique ways to communicate. If you 

combine all the social media tools to reach out to people, you’ll see we have 

definitely experienced a paradigm shift in relationship building strategies. 

Now you can reach out to anyone. You can reach out to complete strangers 

and get advice or even share your advice online. Each of you has probably 

given or received advice but it may be 

forgotten after a week or so. Now you can 

connect with others online for advice from 

different elements by getting involved in 

blog writing or posting, article writing 

or posting, commenting in community 

forums and becoming proactive. 

“Blogs and video 
syndications are 
also unique ways 
to communicate.”
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Social media enables users to do things faster, better, and to store the 
information more easily. Social media can also be used to drive people to 
your face-to-face events or trade show booth or live marketing events. 

Another great tool to use in social media is Flickr. It is a popular photo-
sharing and hosting service with advanced and powerful features that 
support an active and engaged community where people share and explore 
each other’s photos. One can share and host hundreds of photos on Flickr 
without paying a dime. There’s also a pro service that gives you unlimited 
storage and sharing for a nominal fee per month, making this one of the 
cheapest hosting sites available.

Flickr was founded and created by a small Canadian development team 
in 2002 prior to being acquired by Yahoo a year later. Many other photo 
upload sites (including Yahoo Photos) may be easier to use, but none of 
them offer Flickr’s unique features.

           (Right Brain Thinking)

New Channels to Build a Brand

Using social media allows a company an opportunity to build a brand. 
It is a great way to use Internet marketing to the next level. Facebook, 
Linkedin, Twitter, blogs, and blog comments are marketing channels. 
There is a world of social media out there; we need a dashboard to keep up 
with all of them. At www.TweetDeck.com you can access your combined 
social media site information in one place. It is a free service that lets you 
keep in touch with people through the exchange of quick, frequent answers 
to simple questions. Tweet Deck is also your personal browser for staying 
in touch with what is happening now, connecting you with your contacts 
across Twitter, Facebook, and more.

Tweet Deck makes a dashboard for a power user of Twitter. These services 
may even become a dashboard for marketers and business owners to 
type in search queries on individuals to follow. You may also create your 
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own dashboard of a brand, company, or campaign in the world of social 
media. This is the next layer of social media that involves aggregation and 
filtering services. Social media conversations are a growing marketplace 
for businesses and Twitter has been rated as the most popular site among 
working adults. According to a 2009 Nielson report (www.Nielsonwire.
com), Twitter continues to grow at an increased rate of 1,382 percent 
year to year from 475,000 unique visitors in February 2008 to over seven 
million in 2009.

Another valuable social media “dashboard” program that I use personally 
is Seesmic  (www.seesmic.com).  I use this free program to manage my 
lifestream from Facebook and multiple Twitter accounts to build my online 
community. This program processes my messages in an email-like interface 
and saves me time. Other features I personally like are having the ability 
to create groups and searches and view them any way I like.  It keeps me 
“in the know” for topics being discussed and allows me to set up key word 
alerts.

Other forms of social media have made it mainstream to create social media 
avenues such as tweets (www.twitter.com). Some may think this is trivial, 
but it is the greatest media ever created.  

See below for the 2009 Fastest Growing Member Community Destinations, 
according to a Nielson report.

RANK

1

2

3

4

5

Twitter.com

Zimbio

Facebook

Multiply

Wikia

475,000

809,000

20,043,000

821,000

1,381,000

7,038,000

2,752,000

65,704,000

2,394,000

3,758,000

1382%

240%

228%

192%

172%

Site

source: Nielson NetView, 2/09, U.S., Home and Work

Feb 08 Feb 09 % growth



Chapter 15: The Grand Canyon - Bridging Traditional, Digital, and Social Media Marketing164

To understand the force of social media, you must grasp the power of 

passed links. Links coming in from Twitter and Facebook (and to a lesser 

degree some other social services) are growing five to ten times the rate 

Google’s incoming traffic is growing. At this rate, social media sites could 

be larger than Google within a year! Even today, Paris Hilton gets more 

traffic from Facebook than Google.

Twitter has an open dpi (deep packet inspection) where anyone can build a 

service on top of this service. This is a library software designed to classify 

Internet traffic according to application protocols. This is the single most 

important reason why Twitter has been a success. Those who develop a 

service on top of Twitter, become an evangelist for Twitter and then, if 

used efficiently, their followers become 

evangelists. This is why Twitter has grown 

so fast.

Seth Godin, author of one of the most 

popular marketing blogs in the world, talks 

a lot about how companies can use the 

social media to build their brands (http://

blog.socialmedia.com/). He also shares that 

when searching for something online, customers usually know what they 

are looking for and how social media with key word focus and relevant 

content should be used to brand your product or service.

A product not purchased online can still build awareness for those 

researching their product. For example, someone selling Tic Tacs would 

most likely not sell online, but Twitter or Facebook can be used to spread 

the word about product quality and promotions as well as to gather 

consumer ideas and feedback. 

“If you are 
afraid to 

write - then 
don’t blog.”
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           (Right Brain Thinking)

What Blogging and Social Media Can Do for You

What is a blog and why should businesses blog? Blogs, or Web logs, present 
online journal content organized in reverse chronological order, and should 
be entertaining and informative. Blogs and other social media can create 
the following for you: 

oNliNe deMocracy 

This is the human factor that reads blogs, searches online for 
information, sends and receives e-mails, sends and receives voice 
mails, and has a Web site or visits Web sites.

search eNGiNe optiMizatioN

As much as 80 percent of all Web interactions begin with 
a search. Using key word phrases targeted to your product or 
service helps your organic placement and you can also use pay 
per click campaigns to grow faster, but organic sites seem to have 
more credibility for searches. From 80 to 95 percent of all clicks 
on a page happen in the organic results. This will get people to 
your site, but there needs to be recent and relevant content with 
links to keep consumers on your site and give information that is 
valuable to the customer.

hiGher prospect iNteractioN aNd coNversioN

Google ranks phrases used on your site and it is important to 
know what the customer is searching for in your industry to be 
able to best interact on your site and gather leads that eventually 
convert to sales.
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e-Mail acQuisitioN

E-mail personalized newsletters are a great way to educate the 
consumer and establish you and your company as the expert in 
your field. There is a downside to e-mail campaigns in that if you 
are just selling, selling, and selling, you will have people opt out 
and the e-mail acquisition campaign will fail. Deliver content 
that your customers want to know and drive traffic back to your 
Web site with more relevant content. 

A great example of this would be in a newsletter. My company links 
back to our seminar page http://www.exhib-it.com/pages/seminars.html 
highlighting our FREE marketing seminars for the entire year at a glance. 
This is informative for the customer and shows how our company supports 
businesses in the community (which establishes our promotion and process 
that is relevant to our strategies).

eMployee reteNtioN/custoMer eNGaGeMeNt

Employees who blog for a company are more engaged with the 
company than employees who do not blog for the company. If 
you want to start with an online blogging site, try WordPress 
(www.wordpress.org). It is the most widely used blogging site 
and is free, and has lots of plug-ins. The featured plug-in are 
WordPress.com Stats that provides simple, concise stats with no 
additional load on a server by plugging into WordPress.com’s 
stat system. WP Super Cache is a very fast caching engine for 
WordPress that produces static html files. Poll Daddy polls create 
and manage the polls from within WordPress. 

Intense Debate Comments enhances and encourages conversation on a blog 
by building the reader community, increasing comments, and boosting 
page views. Wickett Twitter Widget displays tweets from a Twitter account 
in the sidebar of a blog. 
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Get Recent Comments displays the most recent comments or track backs 
with your own formatting in the sidebar. The weaknesses are that WordPress 
usually requires you to have hardware/server and it is a little more technical 
to use, and is not built for organizations. 

Key word-focused blogs compound at a much higher rate than individual 
blogs. However, if you do not post frequently and systematically, your 
blog may end up nowhere. Blogs are meant to be written frequently with 
relevant content that is key word focused.

If you are doing something unique in marketing, write about it online! Use 
the Internet for traditional and media marketing and incorporate social 
media to grow your business!

           (Right Brain Thinking)

Develop a Confidence for Writing Online Content

How do you get people who are afraid to write to find their voice? 
Blogging is not always the right tool for everyone. It is OK not to blog. If 
you are afraid to write, then don’t blog. If you start writing blogs, set clear 
boundaries for what you want to accomplish. 

Twitter is one of my favorite social media sites. Many companies use Twitter 
for business, including Dell. Dell has one of the largest turnaround stories 
for correcting its reputation through using social media. Several years ago, 
Jeff Jarvis created a Web site titled “Buzz Machine” (www.buzzmachine.
com). Jeff Jarvis posted blogs regarding Dell Hell and it was widely covered 
in the media. Dell Hell taught Dell a very important lesson about listening 
to what people were saying about them online and finding new avenues to 
connect with their consumers and customers. Dell has a team of about forty 
people led by Richard Dell on Twitter (http://twitter.com/RichardAtDell). Dell 
is connecting Richard Dell with their consumers on Twitter. The company 
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wants to know if consumers and their customers are talking about them 
and they respond by asking how they can help. 

Twitter has its ups and downs, but there is a critical mass there with early 
adopters. Another example of a company using Twitter for customer service 
is Comcast (http://twitter.com/COMCASTCARES). Frank Eliason out of 
their Philadelphia, Pennsylvania, office heads up this Twitter social media 
site. Eliason discovered that by doing a search for the word “Comcast” 
(and occasionally “Comcrap”), he could find tweeters who just happened 
to mention service complaints and he could address these complaints 
quickly himself. While Twitter is not a replacement for phone and e-mail 
assistance, Eliason says it is an avenue through which people have gotten 
to know Comcast. He feels it is a little more personal with back-and-forth 
discussions in a less formal environment. It also provides immediacy to 
interactions.

Dell, Zappos, and Comcast are the three highest profile companies I found 
using Twitter as a customer service social media site. There are lots of 
newspaper companies, journalists, and other companies also using Twitter, 
but the three listed seem to be the most interactive that I have read so 
far. Zappos (http://www.zappos.com/ and http://twitter.zappos.com/) 
has about four hundred employees identified on Twitter who are building 
relationships with real people. There is something to be said about knowing 
and connecting with a person at a real company that can be very valuable. 

Is social media for everyone? No, but it is important to have social media 
on your radar and help customers and clients get on a radar to be in the 
know about certain topics in your industry and most importantly, building 
online relationships. It is also important to learn search skills and go beyond 
Google and use specific search tools such as:

• http://search.twitter.com
• http://googleblog.blogspot.com
• http://boardreader.com
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There is a whole suite of social media and each type has a different search 
engine. Do not think that Google is the only search engine. Try using RSS 
(Really Simple Syndication) feeds. This is a resource that teaches people 
how to make the Web more useful and cut back on the number of e-mails 
received.

           (Right Brain Thinking)

Ethical Online Marketing – Things You Should Know

Another important organization to become familiar with is Word of 

Mouth Marketing (www.womma.org). This organization stresses using 

ethics when using online resources for marketing and when using social 

media. The essence of the WOMMA ethics code comes down to the 

honesty ROI, which is known as: 

• Honesty of Relationship – You say who you’re speaking for 

• Honesty of Opinion – You say what you believe 

• Honesty of Identity – You never obscure your identity 

When using social media, disclosure and honesty are very important. What 

value do you offer the online community? Do not let people promise you a 

million views for a video you want to post without showing you the return 

on investment, because your video may end up on a porn site or anywhere 

to meet the promised statement.

The first mistake most people make in social media is failing to commit to 

social media or to a community. People start blogging for about six weeks 

and then get bored. There should be an understanding that everyone is 

committed to being part of the online community that is selected. When 

I committed to blog consistently, it was an eye-opener for me. I realized 

the time that I invest is the pay off. When I first started piddling around 

with social media, it was more of a fad to see what it was about. For the 



Chapter 15: The Grand Canyon - Bridging Traditional, Digital, and Social Media Marketing170

first few months, I would go in weekly and slowly build a network. Then 

one weekend, I dedicated some time and started first with LinkedIn to see 

who was in my “connection.” I went to each connection to view his or her 

connections and the next thing I knew I was building my business network 

referral system. 

I would send out LinkedIn e-mails to seek an answer for something I 

wanted to know and would get responses within minutes. Some of the 

connections that are on my LinkedIn page may also be contacts that I 

have e-mailed through Microsoft Outlook in the past, but I was finding 

the responses were much quicker through social media than general 

e-mail. I see Facebook, LinkedIn, Twitter, and MySpace social media sites 

as extensions of some sort of blogging, but in shorter sound bites. Even 

though I do not personally use MySpace at this time, since I have focused 

on other social media avenues, that does not mean it may not be effective 

for you or your business.

It is important to remember that social media is not a cure-all. Do not 

think that just because you start a blog or get on Twitter for customer 

service that the problems of a company will be fixed like magic. Online 

conversations reveal a lot about a company’s DNA. In the old days, more 

social networking was used than any of this technology social media. Now 

things are digital and searchable and information is much easier to find. 

           (Right Brain Thinking)

Using Technology to Gain Market Share

Another good thing to realize is that we use technology and technology 

does not use us. One does not have to use Twitter as discussed above, and 

there is no reason to jump in and do everything at once. It is best to start 
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with listening. What are people saying about you? What conversations can 

you be a part of? What types of proactive reach can you do and what do 

you need to be reactive to? For you and for your company, be sure to 

choose how to use the technology.

If a commitment is made to become part of an online community and 

conversations, commit to taking the feedback to the company and asking 

what you can do to change and actually make the company change. 

Determine what the customers want and figure out a way to get back to 

the company mission and values.

Benchmark your social media efforts and see if they are creating any return 

on investment on organic search engines through relevant content and 

information. Use a trend graph when trying to benchmark your social 

media and Internet strategy efforts. (A trend graph provides information 

at a glance through graphing out ups, downs, and horizontals [growth 

stalls] to provide metrics of valuable information needed in the study being 

performed.) 

Message boards and forums are important ways for companies to brand. 

Think about why a person joins a forum; it is based on similar interests and 

commonalities. Online communities become trusted resources to ask advice 

about things not related to the same online forum or online community. 

However, relationships have been developed and trust is gained. 

According to http://www.big-boards.com/, listed below are the most active 

message boards and forums on the Web. When visiting this Web site, it 

is easy to sort and filter by different blog posts, memberships, page views, 

traffic, online users, Alexa ranking (a relative measurement of how popular 

a Web site is among the Internet community), and much more.
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We are experiencing an explosion in social media participation around the 
world. It is becoming harder and harder to run a business without using 
social media. It is time to figure out how your business fits into this social 
media world and how to develop a strategic market place online. Social 
media is much different than Internet marketing. Once you understand 
the mind-set of social media, the core of all your social ability, and heart 
of your search engine optimization (SEO), the rankings will be paid off 
through more visibility, more leads, and potentially more sales.

Learn about these communities and how to engage in them. With a 
Web presence, active social media usage, and search engine optimization 
strategies, you can deliver a content strategy designed to sell your products 
and services online. I have found social media to be very beneficial both 
personally and professionally. Social media content I am personally using 
are LinkedIn, Twitter, Squidoo, and Facebook. 

Spread links, contents, and messages to the far reaches of the social sphere. 
Tie all of this into a constant web of influence while gaining higher search 
engine ability. Integrated social media initiatives will increase Web presence 
and grow your business strategies.



Chapter 15: The Grand Canyon - Bridging Traditional, Digital, and Social Media Marketing174

“Without passion, you don’t have energy; without energy, you have nothing. 
Nothing great in the world has been accomplished without passion.”

~ Donald Trump
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Matchmaking is the traditional approach of introducing people 

for the purpose of marriage. In the business world, it is connecting and 

collaborating with other businesses to build a large referral system based 

on the know, like, and trust values for your business. The acceptance of 

matchmaking in the dating arena has created a kind of resurgence in the 

role of the traditional professional matchmaker. Those individuals who find 

dating systems or services useful but prefer human intelligence and personal 

touches can choose from a wide range of such services now available.

 According to Mark Brooks, who has a unique selling proposition of “an 

authority on the business of Internet dating” has an online personals and 

social networking Web site. He states, “You can actually find people who are 

compatible, and this is a major advance that is going to keep the industry 

alive for the upcoming fifty years.” He also states that matchmakers offer 

“a chance to connect” and “a chance to authenticate” prospects in ways 

the Web sites can’t. This same philosophy can be used when building a 

business alliance network.

Matchmaker, Matchmaker Make me a Match
Collaborative Marketing

Chapter 16
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           (Right Brain Thinking)

The Paradigm Shift

Today’s customers are more empowered and connected with the 
Internet, social media, search engine optimization, forums, and now 
collaborative communities, and this is causing a shift in the balance of 
the power for marketing. Companies must rethink how they interact with 
their customers to stay innovative and continue to grow. 

When the Worldwide Web first burst onto the scene in 1994, we saw a 
boost and explosion in business innovation and the beginning of an online 
technology revolution for businesses. 
Start-up companies used the Internet to 
create new business models and expected 
to unleash revolutionary changes in every 
industry by their online exposure. The 
belief in the beginning was that the Internet 
would change everything. Now that we 
have seen online marketing for over fifteen 
years, technology marketing is ready for a 
new innovative change.

Today, the Internet revolution is in trouble with the fast-paced hyper 
competitive environment with many of those original start-up companies 
having collapsed. These troubles can be traced to misguided beliefs that 
the Internet is a business and the radical way of doing business is now 
changing. The fundamental principles of marketing and the final goals of 
business and marketing remain the same as it always was and that is – 
marketing is about creating value for your customers by creative offerings. 
It is up to the company to find effective channels to distribute and promote 
those offerings and build customer loyalty both online and offline. 

This evolution demands a significant shift in companies’ online presence. 
While the goals of marketing have not changed, the Internet marketing 

“Today’s 
customers are 

more empowered 
and connected 

with the Internet.”
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strategies have. Customers have more control than ever in the way companies 
market. The information technology is at the tips of the customers’ fingers 
and they want to find the information within seconds and be sure they can 
depend on the company of choice. Building the know, like, and trust factors 
online in seconds is where companies put their energy today. This shift is 
moving from the age of information irregularity to the age of information 
social equality.

Relationship marketing has caused a shift from transactional exchanges to 
relationship exchanges online. This new revolution is shifting focus from 
maximizing the profit from every transaction to maximizing profits over 
the lifetime of your customer relationships. Customers are seeing their role 
come from a passive connection role to a more active connection role in 
managing online and offline relationships. Now customers are becoming 
co-creators of value, delivered by actively participating directly in the 
marketing process. Customers are fundamentally changing the dynamics 
of business in the marketplace. 

The market has become a forum in which customers play an active role 
in creating and competing for value. The distinguishing feature of this 
new revolution is that customers become a new source of knowledge 
and information for the company. The competency that customers bring 
is a function of the knowledge and skills they possess, along with their 
willingness to learn and experiment, and their ability to engage in an active 
dialogue through social media feedback.

           (Right Brain Thinking)

The New Wave of Collaborative Marketing

As customers are coming forward to contribute their expertise, time, 
and resources in marketing exchanges in blogs, social media, and many 
interactive forums, we are witnessing the emergence of collaborative 
marketing. Collaborative marketing is now becoming the process of 
working together with customers to create value in marketing exchanges. 
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Some of the top companies that have used relationship marketing are 
required to think first about how to relate to their customers. 

In contrast, with the active customer, collaborative marketing requires 
companies to think about collaborating with customers, making sure they 
have an integral part in the company’s marketing activities. In collaborative 
marketing, the strategy network becomes the enabler of collaborative 
exchanges and goes way beyond relationship exchanges because companies 
involve mutual dependence and maximization of shared benefits to their 
customers.

Collaborative innovation and marketing allow companies to tap into 
the customers’ expertise by integrating customers with the company’s 
new product and service development process. They have taken forum 
marketing to the next level on the Internet. For example, if a company 
wants to launch a new product, it can have its potential customers register 
online and sample the new ideas or products. Communities may be created 
online to discuss the new initiative or product and give honest feedback. 
This allows the potential customer to be more open and honest with the 
feedback and not be in a room face-to-face in an environment where a 
focus group is established and participants often feel the pressure of not 
saying the right thing for the research answers. 

           (Right Brain Thinking)

The Collaborative Process

Collaborative communication now becomes a just-in-time marketing 
through communication that is relevant to your customer. Relative 
messaging now turns conventional advertising from a just-in-case marketing 
communication that is created from traditional advertising to a just-in-
time communication initiated by the customers, and is truly relevant to 
the context.

Collaborative support from potential and existing customers allows 
companies to reduce costs while increasing overall satisfaction. This is done 
by allowing customers to have dialogue with the company to help solve 
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problems. A great example is Cisco’s online community that allows their 
customers to get answers to support questions from peers and experts. By 
allowing customers to take part in the support operation, Cisco is able 
to decrease customer support costs, while increasing overall customer 
satisfaction. The community first started out as a customer support initiative 
and became a valuable resource for new product ideas and competitive 
intelligence. 

While smaller businesses may not have the support staff for something as 
elaborate as Cisco, they can still utilize an online community to help with 
new product launches. They also can do this while getting the feedback 
needed from potential customers to help make relevant decisions about 
moving forward with a new campaign or product and save money. It also 
helps all businesses to stop and listen to the customers’ feedback to increase 
customer satisfaction.

To enable this collaborative process, companies need to build technology 
platforms that allow the customer to connect to their business processes. 
Collaboration will not succeed unless both the customer and the company 
in the collaborative exchange have the appropriate incentives. A key 
challenge is to determine how to engage the potential customer to want to 
take the time and effort to provide the pertinent feedback in your online 
community area. Marketing is taken to the next level when companies 
understand that the Internet is an excellent channel for marketing to 
customers. This is true only if the power lies with customers – by making 
the customer an integral part of the company’s marketing activities and 
seeing that their feedback is valuable to the organization. Harnessing the 
power of collaborative marketing is only as good as seeing the customer as 
a virtual extension of your company’s overall marketing strategy.
 
While there are many benefits to be gained through collaborative marketing, 
there are also challenges that you should be aware of such as lack of a 
common mission, lack of commitment, costs of group decision-making, 
and barriers for entering and existing in this collaborative marketing 
effort. A common mission meets common objectives in this new online 
community. In order to enjoy the rewards of working together, there needs 
to be a new shift in the way of thinking and acting. 
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The shift in thinking goes from independent to interdependent thinking, 
and is one of the most difficult challenges for a business when organizing a 
collaborative marketing effort. While each of us has an independent mind, 
we need to adapt to a logical or natural connections association between 
two or more things associated with interdependent thinking, for example: 
seek first to understand, then to be understood; synergize and think win-
win for connection, correlation, interconnection, and interrelationships.)

Are you ready for this paradigm shift? The answer to this question must 
be well thought out and carefully planned before you begin this new 
collaborative endeavor. If done correctly and utilized properly, this could 
grow your business exponentially.

“A clear vision, backed by definite plans, gives you a 
tremendous feeling of confidence and personal power.”

~ Brian Tracy
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Face-to-face marketing will always be one of the best ways to build a 
strong relationship with a prospect that fits your target audience. In today’s 
information technology environment, there are many high-tech approaches 
that have been discussed in this book to reach customers through viral 
marketing, e-mail marketing, SEO, article writing, blog writing, social 
media, and so on. However, I am still of the firm belief that attending 
events and exhibiting in trade shows will impact your business and allow 
opportunities for growth if done correctly. It is not about selecting a show 
with a booth space and just showing up at an event or trade show. It is 
about the preparations that are done before the event or trade show. 

For example, when we exhibit in a show, the preshow marketing starts 
months before. We start with some blog writing and social media to create 
the awareness of the event or trade show with a call to action to visit our 
booth. As the time progresses and the event or show date approaches, we 
prepare press releases, articles, and blogs, and so on to continue to drive 
people to the event or trade show with an incentive to want to stop by and 
visit us. All of this can be done without much effort, but realizing that a 
plan put into action is most important.

Peak Performance in Face-to-Face Marketing
The Why and How  

Chapter 17
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           (Right Brain Thinking)

The History of Face-to-Face Marketing

Face-to-face marketing started with trade shows back in 1851 with the 
first international trade fair. The United States hosted a “rash” of world and 
state fairs from the late 1800s to the early 1900s. The World’s Columbian 
Exposition (also called the Chicago World’s Fair), was held in Chicago 
in 1893 to celebrate the four hundredth anniversary of Christopher 
Columbus‘s “discovery” of the New World. Chicago beat out New York 
City, Washington, D.C., and St. Louis, Missouri, for the honor of hosting 
this world’s fair. The exposition covered more than six hundred acres, 
featuring nearly two hundred new buildings of European architecture, 
canals, and lagoons, and people and cultures from around the world. 

Over twenty-seven million people (about half the U.S. population at that 
time) attended the exposition over the six months it was open. Its scale 
and grandeur far exceeded the other world’s fairs of the time, and became 
a symbol of then-emerging American exceptionalism. Entrepreneurs 
and businesspeople developed their own specialized trade shows after 
this successful world’s fair. Exhibiting locally manufactured goods in a 
temporary local or regional marketplace gained increasing popularity over 
the years. 

Trade associations added exhibits to convention programs, and that is how 
it all began. With exhibiting trends come time limitations by attendees 

“There are over ten thousand B2B trade shows in the 
United States and another three thousand trade shows 

in Canada, along with a large number of additional 
international shows that are held each year.”
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because attendees are doing less browsing and focused more on targeted 
product and service evaluation. This is why it is so important to incorporate 
a visual message within the booth space that gains great impact while 
exhibiting at trade shows, conferences, or events. 

In the trade show industry, it has been proven that exhibitors have only up 
to 3.8 seconds while exhibiting in a show or event to grab the attention of 
their audience. That is not a lot of time. You see attendees walking down 
the aisles looking to the left and looking to the right, but how do you 
get them to look at you and hold their attention? This is where the right 
message on the right exhibit is needed to attract the attention of the right 
targeted audience.

There has been an increase in buying teams at events and shows compared 
to single company representatives, as in the past. These buying teams are 
comprised of decision makers who strategically visit both you and your 
competition’s trade show display booth to fully evaluate the benefits of one 
product over another. This can happen multiple times at one given show 
and this is why instant association is important during this time.

Experiential exhibiting is on the rise. Rather than being aggressive and 
appearing to hard sell at a trade show, exhibitors are finding more effective 
ways to serve as soft-sell consultants that engage visitors with real-life 
product success stories that provide solutions. The Center for Exhibition 
Industry Research (CEIR) shows that buyers prefer this type of approach 
to the hard-selling approaches used in the past.

Building customer relationships through more advanced technology such 
as smart cards, bar coding, and magnetic strips helps expedite leads and 
is the best approach for building a stronger customer base, which in turn 
saves exhibitors time and effort. This allows tracking prospect data and 
traffic flow in addition to exhibitors now being able to measure quality as 
well as quantity of attendees at each show.
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There are over ten thousand B2B trade shows in the United States and 
another three thousand trade shows in Canada, along with a large number 
of additional international shows that are held each year. To date, the ten 
top show host cities are Las Vegas, Toronto, New York City, Chicago, 
Orlando, Atlanta, San Diego, Boston, Dallas, and Denver. If you are 
looking to branch outside your own state, you may want to check out these 
cities for trade shows and events in your industry.

           (Left Brain Thinking)

CEIR Research for Trade Shows

Based on 2007 CEIR Index, from 2004 and 2006 (which is the most 

recent data available), the top growth sectors are:

This tracking of metrics was based on net square feet, number of exhibiting 
companies, attendance, and revenue for each industry. This revenue is most 

likely based on the information coming from show management statistics. 

While attendance may be on the decline for some shows, it is important 
that the exhibitor know there is higher attendance in qualified attendees. 

What this means is the total attendees number may be down, but the 
qualified attendee number has gone up. This makes it much easier for the 

exhibiting company to have faith in the show management having targeted 
the demographic audience as committed for attending the trade show.
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 Traditionally, booth spaces for inline 10x10 and 10x20 sizes are still the 
most popular sizes and spaces that most new exhibitors gravitate toward, as 
it is cost effective to start off at one of these sizes. However, it is important 
to know where you will be exhibiting in each of the trade shows, because 
each destination has different trade show management rules.

For example, most trade show inline booth spaces of this size have 
restrictions of eight feet in height along the back side of the booth space 
and ten feet in depth, allowing the back wall area to come forward no more 
than four feet high from the back wall. If there are exhibiting items that 
obstruct the view from a neighboring exhibitor, you may be asked to take 
down such an item or items. However, other shows outside the United 
States or specialized jewelry shows have restrictions that are more relaxed. 
This is why each exhibitor should read the show rules before deciding what 
to design and build for the exhibit space.

Trade show resources are a great way to keep up with the latest exhibiting 

trends, technology, and information. Some great resources are: 

www.ceir.org

www.edpa.com

www.exhibitbuilder.net

www.exhibitoronline.com

www.exhibitcitynews.com

www.exhibit-event.com

www.iaee.com

www.trade-show-expo.com

www.tradeshowweek.com

www.tsea.org

• Center for Exhibition Industry Research (CEIR)                                         

• Exhibit Designers & Producers Association (EDPA)                                   

• Exhibit Builder                                                                                               

• Exhibitor Magazine                                                                                       

• Exhibit City News                                                                                          

• Exhibit and Events                                                                                        

• International Association of Exhibitions & Events (IAEE)                             

• Trade Show Expo                                                                                         

• Trade Show Week                                                                                        

• (Trade Show Exhibitors Association (TSEA) 
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According to CEIR research reports, attendance is still strong at shows.

• Eighty-two percent of exhibition attendees have buying influence

• Thirty-three percent of attendees do not attend any other exhibition

• Thirty-three percent have not attended the same event the previous 
year

• Seventy-seven percent of attendees represent a new prospect for 

exhibiting companies

Exhibitor profile information can be valuable for selecting the right shows 
in your market. The CEIR put this information out in 2009 showing how 
the exhibit dollar is spent.
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There is a continued demand for value in today’s exhibiting environment. 

Major purchases now pass through four to five key decision makers, not 

just one decision maker as in the past. This means the salesperson at the 

exhibit booth space has more people to educate. Exhibitors are demanding 

metrics and want to measure performance if they are spending valuable 

trade show dollars to exhibit. 

What are fixed and what are variable expenses for the exhibitor? A portion 

of the overall dollars spent show one-third spent on exhibitor space, which 

is nonnegotiable and has to be paid to be able to exhibit in the show. Trade 

show services are also nonnegotiable – you have to pay installation and 

dismantle charges to the show services (also known as I&D) at larger shows 

and most medium-size shows. This is especially true if you cannot walk in 

and walk out in thirty minutes with one portable case on wheels with the 

entire exhibit content for your booth space. 

Travel and entertainment are variable expenses and are dependent on the 

number of people sent to the show, hospitality, and so on. Many companies 

can cut costs here. Exhibiting companies tend to zero in on exhibit design 

and try to find ways to stretch their dollar. Exhibit design is only 11.1 

percent of the overall show cost. There are opportunities with portable and 

modular products to help stretch the exhibitor’s investment in a display. 

Now that we have covered lots of statistical and overall trade show 

information, let’s focus on getting started for exhibiting in a trade show.

           (Right Brain Thinking)

100 Reasons to Exhibit at a Trade Show 

There are over one hundred reasons to exhibit in a trade show. Does 

your company fit into any of these reasons to exhibit?
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1. Sell products and/or services.

2. Gather qualified leads for post show company follow-up.

3. Introduce new products to a new or existing market.

4. Demonstrate new products to a new or existing market.

5. Demonstrate new uses of existing products.

6. Give your customers an opportunity to meet experts.

7. Give a CEO an opportunity to meet your CEO.

8. Meet buyers face-to-face.

9. Open new markets.

10. See buyers not usually accessible to sales personnel.

11. Find the decision makers.

12. Understand your prospect’s decision-making process.

13. Support the decision influencers.

14. Make competitive comparisons.

15. Gather competitive intelligence.

16. Solve customers’ problems.

17. Obtain feedback on new products.

18. Obtain feedback on existing products.

19. Conduct market research.

20. Find distributors, representatives, and agents.

21. Educate distributors, representatives, and agents.

22. Find personnel to grow your company.

23. Educate personnel about your company.

24. Develop leads for distributors, representatives, and agents.

25. Establish a new company image and brand.

26. Reinforce company’s overall image and brand.

27. Create or build a qualified customer database.

28. Support your industry.

29. Highlight new products, services, and initiatives to the media.

30. Reinforce brand awareness.
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31. Launch new brand campaigns.

32. Distribute product samples.

33. Handle customer complaints.

34. Reinforce your marketing strategy.

35. Distribute product and/or service information.

36. Conduct a sales meeting.

37. Provide networking opportunities.

38. Introduce a new promotion.

39. Introduce a new service to a new market or existing market.

40. Educate your customers.

41. Introduce new techniques.

42. Reposition your company in a market place.

43. Change the perception of your company in a marketplace.

44. Expose new employees to the industry.

45. Learn new industry trends.

46. Network with colleagues.

47. Network with industry professionals.

48. Showcase new products and/or services.

49. Establish business relationships with international buyers.

50. Introduce your CEO to the media.

51. Support distributors, representatives, and agents.

52. Demonstrate commitment to a marketplace.

53. Demonstrate commitment to distributors, representatives, agents.

54. Test international buying practices.

55. Influence customer perceptions and attitudes.

56. Create high ROI opportunities.

57. Uncover technology transfer opportunities.

58. Find new business opportunities.

59. Uncover joint venture opportunities.

60. Unveil licensing opportunities.



Chapter 17: Peak Performance in Face-to-Face Marketing - The Why and How 190 Chapter 17: Peak Performance in Face-to-Face Marketing - The Why and How 

61. Find new business location possibilities.

62. Determine the effectiveness of marketing and promotion campaigns.

63. Host special industry hospitality events.

64. Have company experts showcased at seminars and workshops.

65. Conduct market research for future product developments.

66. Introduce new production methods.

67. Use direct influence on decision makers.

68. Use booth space as a platform for blogging or live video presentations.

69. Entertain special customers.

70. Distribute promotional tools.

71. Influence industry trends.

72. Have a portable showroom at the trade show.

73. Showcase multiple uses for products and/or services.

74. Interact with a highly targeted audience.

75. Build sales force morale.

76. Give a prospect an opportunity to experience a product and/or service.

77. Open doors for future potential sales.

78. Achieve immediate sales.

79. Present live product demonstrations.

80. Introduce support services.

81. Offer behind-the-scenes personnel a chance to meet customers.

82. Create a three-dimensional sales presentation.

83. Introduce community awareness initiatives.

84. Support current community awareness initiatives.

85. Find other exhibiting opportunities.

86. Attend or present at educational sessions.

87. Meet with industry experts.

88. Develop new marketing techniques.

89. Demonstrate non-portable equipment.

90. Overcome unfavorable publicity.

91. Publicize company associations with community or industry groups.

92. Explain the effects of corporate changes.
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93. Bring senior management closer to customers.

94. Shorten the buying cycle.

95. Train new personnel.

96. Generate excitement for new products and/or services.

97. Increase corporate profitability.

98. Enhance word-of-mouth markets.

99. Round out the corporate marketing mix.

100. Reach out to customers and communities.

Now that one or more of the above reasons have been established, the first 

and foremost thing to do is define your objectives for wanting to exhibit at 

a trade show. What kind of business are you in? Do you sell software? Do 

you sell cars? Do you manage a luxury hotel? None of that really matters. 

When you exhibit at a trade show, you become a card-carrying member of 

the IDEA industry.

There are three distinct phases of trade 

shows (preshow, at show, and post show) 

and each must receive proper attention 

to maximize the return on the trade 

show investment.

           (Right Brain Thinking)

Preshow Marketing

Determine how trade shows can strengthen your present marketing 

strategy. Do you want to: Increase existing products and/or services in 

existing markets? Introduce new products and/or services into existing 

markets? Introduce existing products and/or services into new markets? 

Introduce new products and/or services into new markets? Once all of this 

has been determined, you are on the right road to a successful trade show. 

“Trade shows 
build the way 

for future 
relationships.”
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iNtroduce NeW products

Trade shows are successful vehicles for introducing new products 

and provide the opportunity to pre-sell products. In addition, trade 

shows allow a company to feature a premiere product or unveil 

seasonal offerings to consumers or distributors.

Make coNtact With distributors 

If you do not sell directly to the public, invite distributors to the 

show and unveil a new product line for the distributors to best 

represent you. What a great way to gain exposure in a short amount 

of time and feature offerings.

build relatioNships

Trade shows build the way for future relationships. At the show, 
you may see current customers, sales representatives, distributors, 
or members of the media. Current customers will be happy to 
see your company exhibiting and may introduce you to someone 
who could do business with you. If the product being displayed 
or demonstrated is interesting enough, it may catch the attention 
of a reporter who wants to do an article about the product and 
your company, especially if there is something new to offer that is 
original and unique in today’s marketplace. 

GeNeratioN of a Mass aMouNt of leads

The average salesperson makes customer field visits to 2.7 prospects 
per day. Based on five days per week, fifty weeks per year, that 
equals 675 face-to-face meetings. Compare this to an example of 
twenty-five hundred attendees visiting the booth space at a show, 
divided by two trade show days, totalling thirteen show hours, and 
that equals 192 prospects per hour or 3.20 prospects per minute. 
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The ability to visit with this many prospective customers per day seems 
unreal in a normal meeting environment, but the trade show atmosphere 
allows exhibiting companies to use their competitive edge in a hyper 
competitive environment to make this time valuable in lead generation. 
No other type of advertising has prospects pay money and take time out of 
their busy days to listen to sales pitches. 

cost of closiNG a sale is cheaper

CEIR found in a more recent study, “The Cost Effectiveness of 
Exhibition Participation,” that the average cost to identify a prospect 
and close a sale while exhibiting in trade shows, is $2,188.40. That’s 
about 42 percent less than the $3,102.10 average cost to get and 
close a sale when not using trade shows as a means for exhibiting 
and demonstrating products and services. The results also indicate 
that leads generated at trade shows are often of greater quality than 
those generated by the use of other methods. 

You may be asking why so much less? Not only are trade shows a great place 
to meet and talk with a large number of qualified prospective customers 
in a short amount of time, but they also are a great venue for quickly 
advancing the sales cycle. When prospective customers walk a show, they 
tend to be more qualified buyers because they actually paid their own way 
to come see all the product choices at the show. The booth staffers are able 
to ask qualifying questions and present only what matters to the attendees. 
Moreover, booth staffers have a well-branded trade show exhibit to back 
up their presentations, complete with visual aids to tell a story with more 
impact. 

Therefore, leads from trade shows do not need as much follow-up to close, 
keeping overall sales costs down even after the trade show ends. Keep this 
compelling value of trade shows in mind as you evaluate the marketing 
choices. Visit www.ceir.org for more statistical information. Another study 
performed by Meetings and Conventions (M&C) in their June 2009 
Newsline edition that stated trade shows are an even more cost-effective 
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forum to identify leads and close sales than CEIR had reported. M&C 
discovered a calculation error that inflated the reported cost of identifying 
prospects and closing sales at trade shows by 5.4 percent and noted that 
“the results stay in the two-to-three ratio that CEIR has been publishing.” 
(www.mcmag.com)

level the playiNG field

Trade shows help level the playing field for smaller firms, since booth 
space is generally inexpensive ($13 per square foot on average, with 
the typical small booth covering one hundred square feet), and even 
small companies can usually afford attractive displays. In past years, 
trade shows were based on the larger companies exhibiting. Smaller 
companies exhibiting felt intimidated or overwhelmed beside such 
large companies. In today’s market, this is no longer true because 
smaller companies are on the rise and can exhibit with as much 
of an impact as the larger companies. Larger businesses have been 
cutting back on costs and trade shows are seeing a decline in the 
purchase of larger exhibiting spaces, which has levelled the playing 
field for generating leads.

           (Left Brain Thinking)

The Five Step Shuffle

Once the decision to exhibit is based upon real show objectives, it is 
time to talk about show selection. This is also referred to as the “five-step 
shuffle” in selecting the shows that will help meet identified goals.

step 1 – research the coMpaNy’s MarketiNG aNd sales objectives

The first step is to acquire a thorough understanding of the 
company’s markets, products, and/or services, along with its 
marketing strategy, objectives, and goals. This provides a solid 
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foundation against which to evaluate the thousands of trade shows 
and events available to exhibitors. 

The most important part of this step is to interview the marketing, product 
management, and sales personnel. Target these internal groups for input by 
asking questions about the ideal customer profile, the geographical areas 
covered, the type of buying or decision-making process involved, along 
with the strengths and weaknesses of the competition.

step 2 – seek feedback froM curreNt aNd prospective custoMers

The next step is to find out which shows the ideal buyers attend, 
what value they place on those shows and, most importantly, their 
true interest in your category of products and/or services. Once the 
prospective customers have been identified, find an independent 
list of prospects that fit that profile. This list can come from your 
own in-house customer relations database and/or outside list 
database sources. The final list should include prospects as well as 
existing customers. This allows you to learn from your potential 
audience their interest level in the products and/or services being 
offered and their feelings about particular shows. 

step 3 – create a Master list of shoWs

Creating a list of show opportunities is just the beginning. Without 
the background established in Steps 1 and 2, the chances of selecting 

“...leads from trade shows do not need as 
much follow-up to close, keeping overall sales 
costs down even after the trade show ends.”
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the right shows are almost as good as winning the lottery without 
buying a lottery ticket. The mission of this step is to develop the 
master of all lists – a compilation of all possible shows and events 
that might meet the company’s marketing objectives. This list will 
serve as the basis for further investigation. There are many sources, 
both direct and indirect, to help in this compilation of data. Start 
this search by accumulating whatever show directories you can get 
your hands on. One great resource for doing this is the Trade Show 
Week Web site, as it allows you to research shows by international, 
national, regional, or state, and by year, industry category, and key 
word. (http://directory.tradeshowweek.com/directory/index.asp) 

step 4 – aNalyze the Master list

Scrutinize each show on the master list and start voting the weaker 
contenders off the island. An important step is to talk to the show 
management organizers. This can be a difficult step in that they 
may not have the kind of data needed or they are reluctant to share 
the information. 

 
Begin by asking the show management organizers for basic demographic 
information, such as:

total atteNdaNce

What was the total number of attendees at the last show? How was 
this data compiled and how accurate is it?

Net atteNdaNce 

This weeds out spouses, children, students, and exhibitors. Ask 
if this figure is audited and the information is verified by an 
outside agency if possible. If not, take it with a grain of salt, as 
net attendance information may be subjective rather than objective 
measurable information. Also ask to see figures for the past three or 
four years to determine if the show is growing or declining.
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NuMber of exhibitors 

Ask how many exhibit booths were sold each year to determine if 
the show is declining in growth or increasing in growth each year. 
If declining, find out why. Is it due to lack of advertising by the 
show management or possibly a venue that is hard to get to?

total Net (Not Gross) sQuare footaGe 

Get the cost of exhibit space used by all exhibitors combined, 
which you can use to calculate traffic density in Step 5.

cost per sQuare foot 

Ask about hours and dates for speeches, banquets, and educational 
programs, which typically draw prospects off the trade show floor. 
This is vital information, as exhibitors may be paying too much if 
the show floor traffic is low because there is an ongoing conference 
taking place that will reduce show floor traffic.

step 5 – create a short list of shoWs that Meet your expectatioNs

Here’s where the rubber meets the road. Analyze all the information 
collected in the first four steps and make decisions as to whether 
exhibiting at each show on this list is justified. Create a spreadsheet 
for comparison data.

In making these critical decisions, the analysis should be based on the 
following:

Should your company exhibit? Does the quality of the attendees 
meet your company’s marketing objectives and justify your 
company exhibiting in the show? 

If the answer is yes, what level of investment is justified to reach the 
potential attendee and compete effectively with other exhibitors?

What strategy and objectives should be entertained for each event?
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 What’s the size of the poteNtial audieNce? 

This is the most important information for determining whether or 

not to exhibit. Use this formula to calculate the potential audience, 

and if there is a drop in attendance – this will show with lower 

figures. 

Net attendance 

X % which is your target audience 

X % interested in your products

= Size of potential audience

hoW is traffic deNsity? 

More and more shows are providing 

metrics of their audience quality (such as 

buying influence or volume of planned 

purchases). 

Net attendance

X average hours viewing exhibits

X 10

÷ total net square feet of space

X total show hours

= Traffic density

A great tool for measuring booth space information and traffic is at www.

CEIR.org. This site has a tool called ROI Tool Kit and it is free! In order to 

use this free tool, you have to create a username and password; you can sign 

up as an exhibitor or on behalf of a client and put in key statistics. This tool 

will help develop goals and track performance against those goals.

“Proper planning is 
the most important 

cost-cutting tip 
for exhibitors.”
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Budgeting is another area of concern for exhibitors. How do exhibitors 
know the costs associated with shows? Exhibiting involves many different 
expenditures. Because of the numerous components involved, it is easy to 
overlook an area and have unexpected expenses. Use the checklist below to 
manage estimated exhibition costs.

establish a realistic budGet

There are many different expenses involved in exhibiting. When 
putting a trade show budget together, consider the following: the 
exhibition space; the display (estimate 60 percent for structure and 
accessories and 40 percent for graphics); show services including 
shipping, setup, and dismantling and utilities; transportation; 
preshow, at-show, and postshow advertising; promotions and special 
events; and personnel expenses including travel, accommodation, 
daily expenses, and time value.

           (Right Brain Thinking)

Creative Ways to Stretch a Company’s Shoestring 
Budget

Here are some practical, easy, and creative ways to stretch a company’s 
shoestring budget.

proper plaNNiNG

Proper planning is the most important cost-cutting tip for 
exhibitors. Planning ahead saves on expensive last-minute 
surcharges. Establish a list of key dates and activities for each event 
or trade show. Push due dates back a month or so to make it easier 
to meet the time deadlines.
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 proMotioNal productioN

Produce all preshow mailings at the same time to save on printing 

expenses rather than printing several times throughout the year. 

One great idea is to plan all promotional flyers at the same time 

that are themed, yet may have different text or promotions. This 

will allow a company to “stack print” at the same time and save 

costs on printed materials.

buyiNG a display

Consider the best type of display stand for the company’s needs. 

Look into a display or exhibit that packs compactly to save on 

storage and is lightweight to save on shipping costs. A display or 

exhibit that is portable to transport by car, courier, or as airline 

baggage, can be quickly and easily set up to save costs and can be 

designed to adapt easily to different spaces by adding or removing 

components.

display Graphics 

Design and produce the graphics ahead of time to avoid overtime 

or rush charges. Have someone proofread the copy to avoid changes 

with additional charges.

packiNG supplies

Create a “show box” containing handy items that are often not 

available at the show site. Include a stapler, tape, Velcro®, scissors, 

Swiss army knife, pens, paper, business cards, pamphlets, brochures, 

extension cords, and extra light bulbs. Remember to restock the 

box after each show.
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literature

Take only enough literature to distribute to highly qualified leads. 

Offer to send prospective customers literature so it is on their desk 

when they return from the show. This saves on drayage (handling 

charges at the trade show), production costs, and cuts down on 

waste. Even better, have flash drives with a brochure saved on it 

to be eco-friendly with the environment and give this away at the 

show to interested prospective customers. This also saves time and 

money on preparing a letter to send the literature and the postage.

traNsportatioN

When purchasing a display, investigate how it will be shipped. 

Lightweight durable systems save on shipping and drayage (show 

handling fees). Keep an accurate record of actual weight, contents, 

and number of containers. Specify the weight on each bill of lading 

when shipping to the show. Consolidate materials in one shipping 

container or shrink-wrap individual items onto one pallet. Don’t 

scrimp on shipping containers that may damage your graphics 

because reprinting damaged graphics can be expensive. 

travel

Investigate reduced rates or special deals with the airlines for ten 

or more traveling to and from the same city. Book early and ask 

hotels for any specials or corporate rates. Explore Saturday night 

stay-over rates, as an extra night at the hotel may be less than the 

extra airfare. Use airport shuttles instead of taxis.
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shoW services

Pre-order show services at least thirty days prior to the show – 

electrical, phones, cleaning services, and so on. The late fees for 

fewer than thirty days or even floor prices are often 20 to 30 

percent higher. Order more wattage than needed so you don’t risk 

an electrical breakdown and then have to pay a higher floor price 

at the show.

settiNG up

Schedule set-up times during straight time and avoid weekends 

and overtime hours as much as possible, as it can cost up to twice 

as much. When feasible, use your own personnel to set up your 

display. You will need to check the regulations specified by the 

exhibition hall to do this.

The following are budgeting guidelines to consider while planning for a 

trade show:

• staNd space: 20 to 30 perceNt

• display space: 40 to 60 perceNt

• shoW services: 5 to 15 perceNt

• MarketiNG aNd proMotioNs: 5 to 10 perceNt

• other: 5 to 10 perceNt

• booth space

• display space

• desiGN aNd coNstructioN

- Graphics

- Refurbishing

- Products for Display
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- Literature Holders

- Tool Kit

- Lighting Fixtures

- Tables

- Chairs

- Rubbish Bins

- Floral Arrangements

- Audio-visual Equipment

• shoW services

- Set-up and Breakdown

- Electricity

- Telephone/Fax

- Cleaning

- Photograph

- Security

- Overnight Services

- Shipping

- Storage

- Insurance

• advertisiNG aNd proMotioN 

- Preshow Promotion
- On-site Promotion
- Postshow Promotion
- Direct Mail
- Public Relations Activities
- Premium Incentives
- Special Show Literature

- Telemarketing Activity
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• other

- Travel Expenses

- Hotel Accommodations

- Subsistence

- Uniform

- Guest Entertainment

- Receptions

- Sales Meetings

- Speaker Meetings

- Presenters/Live Talent

- Training Expenses

- Meeting Room

- Food/Drink

- Gifts

- Other

TOTAL *All of the above costs.

Exhibiting at conferences, events and trade shows involves many different 
expenditures. Because of the numerous components involved, it is easy to 
overlook an area and have unexpected expenses.

Use this checklist to manage the estimated exhibition costs.

• six to tWelve MoNths iN advaNce

- Plan your budget

- Select the show

- Book the space

• four MoNths iN advaNce

- Determine show objectives and investigate and evaluate show audience
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- Create a marketing message

- Obtain an exhibitor manual and read it carefully

- Source your exhibition display structure

• three MoNths iN advaNce

- Establish your work schedule

- Make travel plans/book hotel rooms

- Set up any needed outside suppliers

- Plan printed materials

• six to eiGht Weeks iN advaNce

- Check on production of display material

- Order product samples, literature, and other materials from within 

your company

- Confirm pre-event advertising and press releases

- Order the necessary show services

• three to four Weeks iN advaNce

- Write and mail customer invitation letters and finalize VIP guest events
- Confirm shipping information and provide to suppliers
- Prepare training materials for staff at the show

• oNe to tWo Weeks iN advaNce

- Collect supplies, tickets, and service orders sent to the show in advance
- Bring credit cards for payment on site

• at shoW–before opeNiNG

- Travel to the site and pick up badges
- Confirm arrival of display, equipment, and literature, and supervise 

set-up
- Conduct preshow briefing and outline goals to those staffing the stand
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           (Right Brain Thinking)

The Preshow Planning and Briefing

Now that the show objectives and budget have all been planned and are being 

implemented, it is time for the Preshow briefing with the booth staff.

• shoW descriptioN

This is the who, what, where, when, how, and why of the show

• QuaNtified exhibitiNG objectives

The reason for wanting to exhibit in the show

• booth overvieW

What is being taken to the show, who is working presentations, etc

• booth staff schedule

It’s important to have a schedule with planned breaks

• coNduct a revieW of the expected atteNdees

Go over the statistics from the show to know who the market is

• uNderstaNd staff’s streNGths –  Not everyoNe is a salespersoN

Determine and focus on the strengths of the booth staff

• booth skills –  Who delivers the preseNtatioNs?

Determine what skills the booth staff members offer for the 
attendees. 
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Now that most of your preplanning details are done in preparation for a 

tradeshow, let’s not forget that the primary reason for exhibiting in a trade 

show is to meet and interact with other human beings with whom you can 

develop a relationship. So you don’t want the staff behaving differently 

on a trade show floor and doing things they wouldn’t do at work. Great 

examples are eating, drinking, sitting around looking bored, and talking 

amongst themselves in the booth space. They do these things because they 

don’t know what else to do, and staying motivated can often be a real 

challenge. 

I personally experienced this in the first couple of years of opening my 

business. I had to be out of town while we were exhibiting in a local trade 

show in a 10x20 inline booth space. The booth staff was well trained and 

everything was planned for exhibiting in the show. However, the sales and 

marketing staff that were selected to work the show ended up inviting 

friends to the booth space and were sitting and even eating in the booth 

space. After receiving five personal telephone calls from customers that 

knew us well, notifying me of this behavior, I realized we did not have the 

right staff selected. I am happy to report that they are no longer with our 

company. 

Select the “right” staff. One of the most crucial aspects of any event is its 

people. The personnel chosen to represent a company are the ambassadors 

of the company. These people have the responsibility of making or breaking 

future relationships with attendees, prospects, and customers. Invest time 

in training them so they know what to do and how to best represent the 

products, services, and company. However, sometimes, as stated above, it 

does not matter how well the staff members are trained; a personal trait 

may cause the staff not to perform as trained. Avoiding this embarrassment 

early in the planning and development stage will save you a lot of time and 

money.
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In preparation for selecting the right staff, be sure to follow these eight 

guidelines.

1. select people Who WaNt to be there 

The key ingredient for anyone to be motivated to work a show is 

simple: he or she needs to want to be there. All too often employees 

are told by management to “just show up” to work a particular 

show. However, given a choice, they would often prefer not to. 

Offer incentives for staff members to work the trade show.  

2. realize everyoNe is aN aMbassador

Remember that everyone representing the company is an 

ambassador. By being helpful, courteous, and having a professional 

demeanor, they can strengthen the company’s image and gain new 

customers. 

Choose a team carefully based on excellent knowledge of the company’s 

products and services and the many customers and prospects who are 

expected to visit the show.

3. eNcouraGe persoNal Goals

Each staff member should have at least one personal goal he or 

she wants to achieve. This increases accountability, changes 

unproductive habits, increases productivity, and also builds 

motivation. At preshow meetings, staff should be encouraged to 

share their goals with other staff members. Encourage contests for 

quality leads collected. At postshow or debriefing meetings, they 

should report on their achievements.
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4. Get top MaNaGeMeNt support

When top managers are supportive of the company’s trade show 
activities and demonstrate their feelings by attending the show, 
helping in the booth space, taking part in training sessions and pre 
and post show activities, their enthusiasm is contagious.

5. keep the teaM iNforMed

A critical element of motivational success is letting the team know 
what is expected of them at the show and then providing any 
training necessary for them to do their job effectively. Successful 
people aren’t born…they’re trained.

6. create a positive, fuN, aNd reiNforciNG eNviroNMeNt 

It is management’s responsibility to create a positive, fun, and 
reinforcing environment and to realize that it takes more than an 
incentive to succeed. Rewards and personal recognition provide an 
effective way of encouraging higher levels of performance.

7. kNoW the staff 

Managers need to know their individual staff members and what 
motivates them. Studies show that more people are motivated by 
personal recognition than by money. The power of recognition and 
appreciation can create a more positive, productive, and enjoyable 
environment while working a show.

8. revieW perforMaNce

Each day, conduct debriefing sessions to review performance. 
Team members should be encouraged to give and receive feedback 
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from colleagues to look for ways to improve performance each 
day. Managers need to remember that individual achievements are 

worth group recognition.

get readY, get set, go!

Preshow promotion techniques are just as much the responsibility of the 
exhibitor as the show management for putting on the show. Don’t just rely 
on show management! Are you planning for the following nine things to 
be done?

1. iNvitatioNs

Send out personal invitations either through direct mail or 
electronically to invite the target audience attendees to visit your 
booth at the trade show.

2. public relatioNs

This is a perfect time to tie in some public relations press when 
preparing to exhibit in a trade show. Are you coming out with 
something new and exciting that is press worthy?

3. advertisiNG

Does the show offer advertisement for the show book at special 
rates? Each show attendee receives a show book and what a great 
location to place an ad.

4. Web aNNouNceMeNts

Do you have a way of communicating through an electronic 
newsletter, blog, article, or some other form of announcement to 
reach the target audience?
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5. iNceNtives

Offer incentives for the attendees to stop by the booth at the trade 
show and send out something in one of the above methods of 
integrated communication. Are you giving away something for free 
or providing a large discount at the show? Be sure to market these 
incentives.

6. choose a coNsisteNt forMat, toNe aNd style

The format, tone, and style should be consistent with the overall 
branding and image of the company. While it is OK to theme 
a show, the real challenge is to keep the branding consistent for 
people to remember you.

7. keep it siMple

Marketing for an upcoming trade show should be simple and easy to 

remember – the simpler, the better.

8. partNer up

Is there a collaborative business you work with that is in the same show? 

Be sure to partner up on many advertisements and announcements to 

share costs. 

9. iNterNet MarketiNG strateGy

Use search engine optimization (SEO) for creating and maintaining 

exposure for the show on your existing Web site. Try blogging about 

the preparation for the show and establish an audience following to 

build relationships with the prospects before the show begins. Publish an 

article in your industry or a newsletter that shows expertise and a reason 

to come visit the booth space at the show.
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“If you can imagine it, you can achieve it; if you can dream it, you can become it.”
~ William Arthur Ward
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           (Right Brain Thinking)

At Show Marketing Strategies

knoW Your Zones! 

There are three marketing zones while exhibiting in a trade show.

zoNe oNe: coMMoN iNterest

Recognizable images – this is where the attendee stands across 
the aisle, glances over at your booth space, and notices something 
he/she recognizes but may not come in the booth space. Maybe 
the graphics illustrate humor and wit, or demonstrate an instant 
solution to a buying problem.

zoNe tWo: poteNtial iNterest

Signs with more detail – this is where the attendee comes a little 
closer and starts to look more closely at the signage. Maybe there 
is an offering, a drawing, a demonstration, or live video going in 
the booth. The attendee may see catalogs, brochures, or giveaways 
to attract attention and get him or her to want to come inside the 
booth space. 

Survival of the Fittest in Face-to-Face Marketing 
The When and What

Chapter 18
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zoNe three: GeNuiNe iNterest

Signs with even more information used in presentations – this is 
where the attendee notices one-on-one presentations, in-booth 
seminars, and activity that piques his or her interest to come inside 
the booth space for more information and to be engaged.

While each of the above zones is unique, it is important to remember that 
attendees absorb less than 10 percent of all information coming at them 
while walking down the exhibit aisle.

           (Right Brain Thinking)

actioN strateGy QuestioNs to fiNd the best prospects.

While talking with each attendee at the show, don’t spend unnecessary 
time with visitors you cannot help. Use the ACTION strategy questions to 
find the best prospects.

ACTION Strategy Questions
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No matter which prospect you are talking with, remember the four-stage 

booth process with each person.

1. ice breaker

Use some of the ACTION questions listed above or identify 

something unique about the person or show to talk about.

2. iNforMatioN GatheriNG 

Qualify the prospect by getting as much information as possible to 

determine if he or she is your type of qualified lead from the show.

3. preseNtatioN

Take the time to present a demonstration or video or discuss 

products and  services at the show.

4. diseNGaGeMeNt 

Know when is the time to end the conversation.

Each stage will need to be personalized in accordance with the type of 

person you are talking with.

Having spent almost two decades in the exhibit industry, I have had the 

privilege of working with many manufacturers, one of them being Nomadic 

Display, who, in my professional opinion, is the leading manufacturer of 

portable and modular displays in the industry. Most of the information 

below comes from my working with this manufacturer and receiving up-

to-date exhibiting trends to pass on to our customers.
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           (Right Brain Thinking)

exhiBit trends: 

Over the years, six important exhibit trends have taken place in the exhibit 

industry.

1. shapes

Organic shapes are more dynamic and create movement to help 

define space. The shapes create movement to generate attention 

that may also complement and/or define the exhibiting space. 

They also provide contrast and catch the attention of the attendee.

2. colors 

The Color Marketing Group is an organization with designers 

around the world that forecast color trends for the future. We all 

know that trade shows and trade show exhibitions are fashion-

forward venues. What we see in the consumer world tends to 

makes its way to shows. 

The forecast for the next couple of years is for neutrals – standard 

colors, but with color accents to help bring life to contrast colors. You 

may see the base colors neutral but accents switched out from show 

to show or year to year. LED lighting, which is a way to color change 

and gives the ability to cast colors on the booth display, is another way 

of enhancing neutral colors with complementing or contrasting colors 

through lighting. We will be seeing deeper, richer wood tones in exhibit 

booths. How many of you remember a few years back when you saw 

blond woods, and then they added cherry, mahogany, and so on? 
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3. Graphics

Graphics play a large role in getting the 
attention of the attendees at the show. 
We will see bigger, bolder imagery. 
Years ago, designers were so enamored 
with technology that they layered the 
graphics with lots of special effects. 
Now we have come back to bold, 
big, and basic images with people 
interacting with products and people 
displaying product attributes. You can 
also see this on TV ads.

4. Materials

Fabrics have been getting more prominent over the past several 
years. You can use large space, print images direct, use large text, 
and make a statement on fabric. Use lighting to illuminate the 
image, and these can be more cost effective compared to traditional 
graphics where creasing and damage can occur if you are not careful 
with packing and setup.

5. reNtals

Rentals have become extremely popular in today’s marketplace. 
You can get a customized rental with customized graphics, and 
when done with a show, there are no worries about transporting 
and storage if you have an exhibit house taking care of things at 
the show for the company. Two popular reasons for renting versus 
purchasing may be (1) companies that are new to exhibiting in 
trade shows, since rentals are a great way to start out while putting 
money into the graphics and branding, and (2) companies who 
want to preserve their cash flow. 

“Make the follow-
up timely and use 
information from 

the lead generation 
card to personalize 

the first touch point 
with the attendee.”
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Companies want the expense to hit their operating budget versus capital 
investment budget. A company can get a look that is unique to its overall 
image and branding with the graphics without anyone knowing it was a 
rental display, unlike in the old days when everything was select A, B, C, or 
D in a kit or uniform choice. Choose one and pick a color – black or blue? 
The rentals offered were box shaped and unified, but in today’s market, 
rentals are more customized to a company’s need. 

Many companies that exhibit in five to six large shows a year may invest 
in rentals to look different at each show. For example, if exhibiting in a 
large island booth space, a company may need something much larger and 
customized, but if exhibiting in a regional event or trade show, a company 
may need something much more portable in nature. Companies have the 
ability to take displays they own and add rental enhancement components 
to fill space without having to purchase additional properties.

hybrids

Blend multiple systems into a single solution. If you look at hybrid 
cars or hybrid plants, they reflect our desire to marry two entities 
into one. Hybrids draw on pop-up displays, tension fabric displays, 
truss displays, aluminum extrusions, and blend all these elements 
together to create a modular solution. 

This allows an exhibitor to break apart or add additional components 
to use for larger or smaller unit needs. They also give a company a 
look that is different from a single line look. Previously, the choices 
were more limited to either a pop-up display, custom laminate 
display, or a truss display. Each would have its own accessories; 
now there are few limitations on integrating accessories across the 
board to be more efficient.

Today, if a client purchases a set of lights for a pop-up display, it is easy to 
purchase an accessory clip to transfer the lighting to another display. This 
puts the exhibitor back in control on purchasing items needed to complete 
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a trade show display. Be sure when making such purchases you look at 

manufacturers such as Nomadic Display that offer a LIFETIME Warranty 

that allows the display to be in the green category for the hardware to save 

on reuse over time. 

           (Right Brain Thinking)

Post Show Marketing – The Lead Follow up

The lead Information gathering process is the asking of qualifying 

questions and obtaining critical key information from the prospect. Once 

these leads are gathered, this is your chance to shine as a company through 

a systematic follow-up process. 

Our business provides complete show management services with a software 

program that allows customers to fill out an online form asking us to 

prepare them for a show. In doing so, we manage the complete show for 

them from ordering booth space, electrical, shipping to and from the show, 

setup, and takedown services. A few years ago, we were asked to pull a 

customer’s stored exhibit from storage in our warehouse for a preliminary 

setup preview for refurbishment work and updating with new purchased 

graphics that we needed to print for them. 

Their display happened to be a 20x20 island booth design and when setting 

up the display, we noticed there was a fish bowl filled with many lead 

cards from the show they attended last year. We see this often. Exhibitors 

are so busy packing up from a show that they forget to follow up on the 

leads gathered and when metrics are put to the test, they feel the show 

was not successful. This is one of the top reasons why companies fail from 

exhibiting in trade shows. Those leads are a valuable resource for future 

business growth and if followed up in a timely manner will provide great 

results!
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Make the follow-up timely and use information from the lead generation 
card to personalize the first touch point with the attendee. Reinforce the 
exhibit or show theme in the follow-up method to help with recall from 
the event or trade show. Always respond in the way the prospect asked you 
to respond. If you use a lead card at the show and it asks the prospect what 
is the best manner to follow up and they state e-mail, then be sure you 
follow up in the requested manner.

folloW-up ideas

• It was nice to meet you

• When would you like to meet?

• Announcements – Trade shows

• Thank you for stopping by our booth

• Call me!

soMe other stay-iN-touch ideas

• Thank you for being my customer!

• Thinking of you

• Birthday card

• Thank you card on their anniversary of purchase

• Fun and zany holiday cards

• Special offers for loyal customers
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• We miss you card to a former customer

• Apologize when something goes wrong!

WheN folloWiNG up With prospects or custoMers, use soMethiNG 
persoNable such as seNd out cards aNd Make the cards MeMorable

• Put your picture in or on the card

• Put their picture on or in the card

• Add a heartfelt, personal message in your own handwriting

• Express sincere appreciation and gratitude

• Add humor – make them smile and laugh

CeleBrate their aCComplishments.
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“What really decides consumers to buy or not to buy is 
the content of your advertising, not its form.”

~ David Ogilvy
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After you grab the attention of the attendee in the zones set out in 
Chapter 17, it is time to determine “How hot is the prospect?” There are 
six types of prospects to know and identify that will be described in this 
chapter. Supposedly, 93 percent of people’s impressions of others are not 
directly related to what they say but how they say it. Understanding different 
personality types is critical to being successful in business and in any face-
to-face contact with customers. Try understanding and recognizing the 
personality type of the person you are talking with at the show. The goal is 
to determine the prospect’s personality type so you can talk to the person 
based on how he or she receive information.

People have been trying to figure out others for years. In 1928, a psychologist 
by the name of Dr. William Marston developed a DISC theory test to help 
identify people’s personalities and characteristics, and he used colors to 
associate the different personalities. Yellow = Influencer and Charismatic. 
Red = Dominant and Inspirational. Blue = Very Detailed and Methodical. 
Green = Steady and a Team Player.

Then in the late 1970s, Dr. Gary Couture developed an easier way to 
remember the DISC classification, called the bird theory, that took the 
same concept, but simplified it by characterizing personalities into the four 
birds category – known as the peacock (yellow DISC color), the eagle (red 
DISC color), the owl (blue DISC color), and the dove (green DISC color).  
It was much easier to recall the birds’ characters than the colors on the 
original DISC analysis test. The bird theory brought the practical sense 

Trust-Based Marketing
Using Customer Focus to Build Long-Term Relationships

Chapter 19
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to identifying people by their majority (80 percent dominant) “BIRD” 
personality. 

There are many who teach personality systems in the world, but out of all 
the personality systems available in today’s market, I would have to say that 
the newly adopted Bird Theory by Tod Novak, CEO of the Tod Novak 
Group, is one of the best programs available for companies to use as a 
guideline for building customer relationships.  In this book, we will only 
be touching the surface of the Bird Theory and you will learn much just in 
the next few pages of reading material. 

 
           (Right Brain Thinking)

Interaction with Different Personalities

Each of us has a primary personality type (80 percent), and a secondary 
personality type (20 percent). The goal is to determine the individual’s 
primary personality type within the first sixty seconds. Each person’s 
personality type can be recognized based upon how he or she acts, 
dresses, speaks, and moves. We must know our own personality type to 
communicate successfully.

Using the following information set out below, you will be able to soar 
through meetings with diverse participants to decide like an eagle; influence 
like a peacock;  be a team player like a dove; and problem solve like an owl.

edGar doNe, also kNoWN as the eaGle or hiGh d (red disc color)

This is the individual who looks you straight in the eye and has 
a confident demeanor and firm handshake. His or her behavior 
pattern is controlling and very direct. This person is fast and 
decisive in his or her pace and their priority is the task or bottom 
line results. This person’s overall appearance is businesslike and 
powerful, and may not be seen in sweats unless working out at 
the gym or playing a sport. Their workplace is busy, efficient, 
and very structured. Their source of security is being in control 
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and leadership. They fear being taken advantage of and their 
personal worth is measured by results, task record, and progress. 
Their internal motivator is winning, control, and being number 
one. Their strengths are delegating, leading, and inspiring others. 
Some weaknesses are that they may be perceived as insensitive and 
impatient and dislike details. 

A typical job for this personality type is CEO, president, or military leader. 
Irritations to this person would be inefficiency and indecision. Under 

stress, they become withdrawn and can be 
headstrong. Decisions may be dictatorial and 
this person may be perceived as being critical 
of others. Their motivation comes from 
productivity and bottom-line results.

When approaching someone that appears to 
be Edgar Done, or an eagle personality type, 
it may be better to talk in sound bites with 
metrics. This person likes bottom-line results 

as to why he or she should purchase the product or service from a company. 
Most often, they are the decision maker. Use words such as “results” or 
“will save you time” and so on when talking to this person.

eMMa hope, also kNoWN as the peacock or hiGh i (yelloW disc)

This is the individual who also looks you straight in the eye and 
has a confident demeanor and firm handshake. This person will be 
noticeable by appearance and style. Male or female, this person will 
be fashionable and trendy with the female having shoes and handbag 
that match or wearing something that is unique and stylish. The 
male will usually have starched jeans or pants and starched shirt 
and his shoes are fashionable. They are also a decision maker. This 
person’s behavior pattern is supporting and direct and their pace 
is fast and spontaneous. Their priority is developing a relationship 
and interacting with others. This is the person known as a “people” 
person. His or her appearance is stylish and can sometimes be a 
little outrageous. 

“People have 
been trying to 

figure out others 
for years.”
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A typical job for this personality type is marketing, sales, bartender, or 
entertainer. This person’s workspace environment is stimulating, personal, 
and cluttered. Their source of security is social interaction and approval of 
others. His or her fear is loss of prestige. Their personal worth is measured 
through recognition, status, and number of friends with an internal 
motivator of the chase and being included on decisions. This person’s 
strengths are persuasion, enthusiasm, and the ability to entertain. However, 
weaknesses include being restless, ignoring details, and possibly lacking 
time management or discipline. Some irritations would include routine 
work and perfectionist people. Under stress, this person may be perceived 
as sarcastic or superficial and decisions are made spontaneously. Their 
internal motivator is having fun and receiving recognition from others.

When approaching someone that appears to be Emma Hope, or a peacock 
personality type, it may be more to your advantage to talk in excitement 
and use voice reflection. This person likes interaction and excitement when 
he or she is talking and making a decision to purchase the product or 
service from a company. This person most likely will be a decision maker 
or at least an influencer to the decision maker. Use words such as “image,” 
or  “will make you look good” or “feel good,” and so on when talking with 
this person.

alley McMate, also kNoWN as the steady dove or hiGh s (GreeN 
disc) 

This individual will have a slow and relaxed pace and may be 

dressed in compliance and wearing comfortable shoes. Style is not 

as important. This is the person who may not look you straight in 

the eye at first, is a little more reserved, and has a soft handshake. 

This person is a team player and most likely will not be a decision 
maker, but is usually the person that can put you in touch with 
the decision maker. His or her behavior pattern is supporting and 
direct and their pace is slow and relaxed with an appearance of 
being casual in compliance. 
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A typical job for this personality type is teacher, nurse, social worker, or 

administrative/executive assistant. Their workspace is personal, relaxed, 

and friendly. His or her source of security is friendship and support. This 

person’s fear is set in change; hence, known as the steady dove. He or she 

measures personal worth by depth of relationships and compatibility. His 

or her internal motivator is being needed and involved. Some strengths for 

this type of prospect are listening, teamwork, and follow-through. Some 

weaknesses may be that he or she may be oversensitive, slow to start, and 

occasionally have a lack of goal setting. This person is easily irritated by 

insensitive or impatient people such as Edgar Done (eagle) or Emma Hope 

(peacock). Under stress, this type of prospect becomes submissive to others 

and can be indecisive. They do not make decisions alone and his or her 

motivation comes from being accepted. 

What I have not shared with you is what is known as the “attack dove.”  

The dove personality is complacent in nature and holds most everything 

inside.  If you are to anger this type of person, you may not even know it.  

However, once they draw the line on how much they are willing to accept 

from a person, they just walk away.  You may not ever know what you did 

to cause this disconnect, but it will be permanent.

When approaching someone that appears to be Alley McMate, or a dove 
personality type, it may be wiser to talk in a lower, calm voice and not 
directly approach this person too quickly. This person likes interaction 
after getting to know, like, and trust you and the company. The person is 
not usually a decision maker and dislikes confrontation. Use words such as 
“like,” “feel,” “relationship,” and so on when talking to this person.

“Marketing in today’s workforce is much more 
challenging than it was ten plus years ago.”
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aNita job, also kNoWN as i – N e e d – a – job! 

Shall I say any more? This individual is the person that stops by, 
looking for a job, and feels the best way to do this is through 
walking into a business or stopping by at the exhibiting company’s 
booth at a trade show.

jay No-Way, also kNoWN as the “WalkiNG book of kNoWledGe” 

We have all met this person. No matter what you say or do, this 
person knows everything and loves to challenge the words being 
spoken. Do not get into a confrontation with this person and 
slowly transition into the exit strategy by handing this person a 
pamphlet or business card and thanking him or her for stopping 
by to visit with you at the office or while exhibiting in a trade show. 
This approach is also known as the disengage process.

Moe lassis, also kNoWN as the coNscieNtious oWl or hiGh d (blue 
disc)

This individual may be dressed casually, will walk in a slow and 

orderly fashion and may not approach you at all if meeting this 
person in public. This is the prospect who may not make eye 
contact with you at first, is very reserved, and may have a softer 

handshake. This person is more of a researcher and is gathering 

information. Having all the facts is most important to this type 
of individual.  He or she is more personable one-on-one, but 
not in a group setting such as a trade show environment.  This 

person’s personality is a little more analytical and he or she may 
also be considered an introvert. This person’s behavior pattern is 
controlling and indirect and his or her pace is slow and orderly 
with a proper and functional appearance. Their priority is the task 
or process of getting things done. 
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A typical job for this personality type is accountant, engineer, or computer 
technician. Their workplace is structured, functional, and proper. This 
person’s source of security is being prepared, paying attention to detail 
and fear criticism of their work. They measure their personal worth by 
precision, accuracy, and being busy. This person’s internal motivator is 
competence and his or her strengths are planning and organizing, having 
numbers, and knowing the facts. Some weaknesses may include being a 
perfectionist and being critical of others. 

Some irritations are disorganization and unpredictability. Under stress, this 
person may withdraw and become headstrong. Decisions are well thought 
out and he or she will not make a decision quickly. You will need to spend 
quite a bit of time answering many questions. This person is prepared to ask 
the questions so do not dismiss him or her too quickly. Their motivation is 
accuracy and information.

When approaching someone that appears to be Moe Lassis, or an owl 
personality type, it is best to also talk in a lower calm voice and not directly 
approach him or her too quickly. This person likes one-on-one interaction 
but not necessarily in a trade show environment where things move quickly. 
He or she is not usually the decision maker and is more of a fact-gathering 
and information-gathering person. 

When talking with this type of 
prospect, it is important to be sure 
accurate information is provided 
about the company history, facts, and 
figures. If not, this person may know 
more than you do, as they have most 
likely researched your company before 
coming to your office environment 
or trade show or will after meeting you.  Use words such as “statistics,” 
“history,” “facts,” and so on when talking to this person.

“There is 
definitely diversity 

in the work 
environment...”
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Recognizing the general characteristics of people and using bird profiles in 
tandem with generational differences for effective communication is key to 
being successful in today’s market for building a long lasting relationship.

           (Right Brain Thinking)

Generational Differences with 
Diverse Communication Styles

Now that we have covered independent personalities, let’s cover 
generational differences in the workforce that also play a large part in 
effective communication for companies.

Marketing in today’s workforce is much more challenging than it was 
ten years ago.  We now have five decades of generational differences all 
working together with totally different backgrounds of values, beliefs, 
communication, and leadership styles. 

As leaders we need to learn how to communicate and teach others to 
communicate effectively with all generations.  Each individual maintains 
different values and communication styles and it would be beneficial to find 
out a person’s preferred channel of communication.  Note that not all people 
from the same generation fall into these stereotypical descriptions, but the 
following information does help to generalize a generation and give you a 
point from which to begin.  The generational differences outlined below 
do not in any way make me a generational difference expert.  However, I 
have listed some great ways to communicate and follow up effectively for 
each generation.  After all, relationship marketing and selling is the best 
form of flattery a company may offer to its prospects and customers. 

You may be asking why we should learn about the generations.  One reason 
is that they are a changing demographic and it is better to understand this 
impact in the work environment, especially when marketing and/or selling 
a product or service.  It will also help provide a foundation for an increase 
in the personal competency in communication, and promote a company’s 
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success.  There is definitely diversity in the work environment, and much 
of this is attributed to the following personality generations.  

traditioNalists

Traditionalists are the one generation that has lived through events 
and experiences such as the Great Depression, New Deal, World 
War II, the Korean War, and the atomic bomb.  They are steady 
and loyal.  Their principles are based on having responsibility as 
it has been expected of them.  They are trustworthy and respect 
authority.  They are disciplined in their work habits and will stay 
until the job is finished.  They conform to their environment and 
do not like change. 

This generation is conservative and do not tend to be risk takers.  They 
are one of the last generations to be frugal and save their money for  a 
“rainy day” or retirement.  They are independent thinkers and do not 
need to work in a team, as they prefer to work alone.  When marketing or 
selling a product or service to this generation, it is best to talk about value 
and longtime usage.  Remember, this generation believes in saving, not 
spending frivolously. 

When interacting with traditionalists, know that they enjoy their 
privacy and are not inclined to share their inner thoughts.  Face-to-face 
communication is preferred and they generally do not like to text or send 
e-mails.  They respond to logic and do not like emotional language; hence 
they prefer unemotional communication. 

They focus on the spoken word and do not respond well to body language.  
They function well in a traditional setting, such as a classroom or board 
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room.  They prefer formal environments with an agenda to follow.  If 
presenting information to traditionalists, be sure to support the data, as 
they are receptive to information presented in a well-organized and well-
researched manner. 

The information presented will also need to be supported by facts, figures 
and examples.  Etiquette and manners are very important to this generation.  
Remember the “yes, sir” and “no ma’am” approach. 

baby booMers

Baby Boomers, also referred to as “Boomers” have lived through 
events and experiences like the Civil Rights Movement, space 
travel, the Cold War, the sexual revolution, and several politically 
motivated assassinations.  Boomers have a philosophy that everyone 
is different and have a strong belief in personal growth.  They take 
pride in owning a home, working until the job is done, being 
nostalgic and independent.  They are a consensus building and 
practical idealist generation.  This is the generation that brought 
about forward thinking. 

Boomers are direct and believe in continuing their education.  They are 
great storytellers and are considered optimistic.  You will often hear them 
ask, “How does the product or service apply to me or my company and 
how is it useful?”  Baby boomers see the glass half full as opposed to half 
empty.  Baby boomers are very creative and prefer face-to-face, e-mails, or 
texting as a mixture of communication, depending on if they are from the 
beginning of the boomer age cut off or the end.  This generation lives in a 
“buy now, pay later” environment and is very affluent.

GeNeratioN x

Generation X, also known as Gen X, have lived through events such 
as the fall of the Berlin Wall, women’s liberation, the Watergate 
scandal, and energy crisis.  They tend to be very cynical, but also 
have an entrepreneurial spirit and believe in investing in their own 
development rather than in an organization.  While others may see 
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them as disloyal, they are in fact simply cautious about investing in 
relationships with employers because experience has shown them 
that these relationships are unreliable.  Cavalier as it may sound, a 
Gen X told a Boomer that if you want loyalty, get a dog.  To a Gen 
X, loyalty may mean two weeks’ notice.  They are independent 
and creative, have clear goals, and prefer managing their own time 
and solving their own problems rather than being managed by a 
supervisor. 

Gen X value access to information and love plenty of it.  They need 
continuous feedback and they use that feedback to adapt to new situations.  
This generation is flexible and is the first generation to demand quality of 
work life.  This generation works hard, but would rather find quicker, more 
efficient ways of working so they have more time for fun.  While boomers 
are working hard to move up the ladder, Gen X works hard so they can 
have more time to balance work and life responsibilities.   

When communicating with Generation X, use e-mail or texting as a 
primary form of communication, and be sure to talk in short sound bites to 
keep their attention.  Ask them for feedback and provide them with regular 
feedback.  Share information with them on a regular basis and strive to 
keep them in the loop.  Also know that Gen X is money cautious—save, 
save.

GeNeratioN y (Nexters / MilleNNiuMs)

Generation Y, also known as Nexters or Millenniums, have 
lived through the Oklahoma City bombing, school shootings, 
technology advances, and the Clinton/Lewinsky scandal.  
They maintain conservative values and like challenging work, 
creative expression, freedom and flexibility, and they dislike 
micromanagement.  This generation likes to work in a team 
environment.  They are also optimistic and confident, like the 
Baby Boomers.

This generation has always been told they were great and their 
confidence has been built up for them since infancy.  Sometimes the 
experience for a task or job at hand may not meet the same standards 
as their confidence projected.  They prefer to communicate and work 
in a social and flexible environment.  To communicate with a Nexter, 
it is best to text first and e-mail second.  Also, be sure to connect with 
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them through social media channels.  They prefer this to the spoken 
word because it is interactive, quick and efficient to them.  They live in a 
generation of “instant gratification.”  They earn money to spend money.

GeNeratioN z

Generation Z, also known as Gen Z, the Dreamer Generation or 
Generation I (the internet generation), is the most recent generation 
to have entered the workforce.  They have lived through the 9/11 
attacks and technological and “green” revolutions.  They tend to 
be individualistic and self-directed and thrive on creativity and 
individuality.  A small percentage have been reported to possess 
above-average intelligence and the majority of them are incredibly 
ambitious with a strong drive to succeed.

Gen Z is extremely connected, having been brought up using 
communications and media technology such as the World Wide Web, 
instant messaging, text messaging, MP3 players, mobile and smart phones, 
and You Tube, earning them the nickname “Digital Natives”.  They have 
been described as impatient and have a need for instant gratification, due 
to being accustomed to technology providing information at the push of 
a button.  

When communicating with the Gen Z, remember that they prefer texting, 
instant messaging and social media as primary channels.  They are not 
fond of face-to-face or over the phone communication, and prefer to keep 
things short and to the point.  When presenting a product or service the 
Gen Z focus on the “green” qualities—having been raised in a time where 
everyone is “going green”, they appreciate things that have a positive effect 
on the world.  They have a drive to be very educated and feel as if they are 
in the know, so focus on features and benefits, as well as how they can use 
your product/service to help themselves grow.
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           (Right Brain Thinking)

Why Would You Want to Write a Public Relations Plan?

Have you ever wondered why some companies are always in the media 
while others are not? Your company’s success in the marketplace starts with 
the message you deliver about your product and/or service – telling your 
story. 

To many business owners, the publicity process is a mystery.  It is not.  
Even small business owners can drum up press and boost their business – 
no matter how small the business – into media-fueled success if they know 
how to get started. Whether you are creating an official press release or 
simply notifying the media with a simple phone call or e-mail, you need 
a “story” to grab their attention.  A public relations (PR) story is anything 
about your business, product or service that you want the public to become 
aware of and the timing is crucial in guaranteeing the timing of having 
your business in the limelight.

What makes public relations so fascinating are the unexpected successes 
that a company experiences. Once you get the story out there, via a media 
relations campaign, a press conference, or PR events, you never know 

The Savvy Public Relations Campaign
Your Business. Your Brand. Your Story.

Chapter 20
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who is going to see, hear or read it. It can result in totally surprising and 

unexpected results. There are countless stories of business owners and 

entrepreneurs who end up gaining unexpected rewards from their media 

relations campaigns.

from pr neWs:  “Public relations is the management function which 

evaluates public attitudes, identifies the policies and procedures of an 

individual or an organization with the public interest, and then plans and 

executes a program of action to earn public understanding and acceptance.”

The first thing a company should do is determine the PR goals.  Decide 

what you want to accomplish for your PR campaign plan.  See below for 

some common goals businesses try to reach with PR:

• Increase sales

• Increase awareness of the business, brand or product

• Become known as an expert in your industry

• Enter a new target market or industry

• Change perceptions

• Develop goodwill

• Attract great employees

Paid advertising increases name recognition while media relations increases 
credibility. When people read a story about the excellence of your company 
in a newspaper or see a story praising your company on television, they are 
much more likely to have a favorable opinion of your company than through 
a paid advertisement.  Because public relations can increase credibility for a 
person or company, it helps attract customers.   When people have heard of 
you or your company and have a favorable impression, it is easier to attract 
and hold their attention while telling your story.
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There are few successes – especially in business – that are accidents.  
Successful companies begin with well-crafted plans and follow those plans 
through completion, which usually means all objectives have been achieved.

When creating a public relations (PR) plan, it should define the targeted 
audience for the effort, set goals and objectives, and establish priorities.  
While public relations goals are usually publicity related, the specific 
objectives of most public relation plans will be very distinct. Sometimes 
the goal is strictly awareness and name recognition.

In order to develop an effective Public Relations Plan, you must:

• Determine your objective or desired end result

• Select your target audience

• Determine what information or message needs to be dispensed, and

• How the information or message will be dispensed

For example, a public relations plan for 
a political candidate may have numerous 
objectives besides the obvious high visibility 
and recognition. While the ultimate goal is 
that the candidate wants votes, he or she also 
hopes public relations activities will generate 
visible support, enthusiastic crowds, financial 
contributions, campaign volunteers, broad 
media coverage, endorsements and of course 

referrals. A business public relations campaign, however, might be aimed at 
simply differentiating a product from the competitive products. Both the 
political candidate and the company want publicity, but a PR plan goes 
way beyond aiming for just good press coverage.

“Paid advertising 
increases name 

recognition; media 
relations increases 

credibility. ”
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When making a decision to write a PR Plan, it should be part of the overall 
company marketing plan which is an essential roadmap, checklist and 

overall guide. In some cases, a company’s PR plan is a section or subsection 

of the marketing plan and may involve something minimal such as creating 

a consumer hotline to receive and respond to comments and complaints 

or issuing press releases on major initiatives or changes that occur in a 

company. In other situations, the PR plan will focus on generating a 

change in the public’s perceptions of a particular subject or establishing 

and maintaining a positive relationship with the media.  

The essential elements of the marketing plan are the situation analysis (also 

known as SWOT); objectives; strategy; tactics; and time line, which were all 

discussed in Chapter One, in addition to a budget for the total marketing 

effort. Marketing plans can be very thick and detailed or as short as bullet 

points on a single page and should include company size, needs, goals, 

capital and management style as the guiding factors in developing the PR 

plan.

If the PR plan is modest, in terms of its objectives and budget, it may 

include just a few lines on the overall marketing plan. If PR is going to be 

a uniquely or singularly large component of the company or organization’s 

overall marketing effort, it may benefit a company to have a more 

detailed plan of its own to support the general objectives of the marketing 

department.  Focus should be placed on specific public relations activities 

that may include a range of actions from publicity and speech writing to 

the preparation of specialty publications, audience-specific Web sites, or 

the management of a public relations program.

The cultural, economic and political environment in which a PR program 

may be carried out is constantly changing.  You no longer have to write 

a press release and send it out to an agency and hope the press release is 

newsworthy enough to get published.  Many small businesses are taking 
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PR matters into their own hands and publishing the press releases on their 

own Web sites.  They also use many social media sites to get the word out.
When deciding to put together a PR plan, not all companies’ profiles or 
objectives are comparable and such distinctions will dictate the scope and 
focus for the various PR plans unique to each of them. 

Here is just one example of a company PR plan to assist you as you consider 
what topics and timelines your PR plan will include.

           (Right Brain Thinking)

puBliC relations plan and strategY (example)

January 1–December 31

• objectives

a. Raise awareness of new product or service
b. Establish credibility for new product or service
c. Promote differentiation of new product or service

• choose Media tarGets

a. Media
b. Industry analysts
c. Others of influence

• develop Media lists

a. Primary (A-List) media targets
b. Secondary (B-List)
c. Newswires

• develop Media kit

a. Fact sheets/background information
b. Management and team profiles
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c. Press releases
d. Case studies 
e. (Optional educational) white papers
f. (Optional) photos, brochures, CD-ROM, videos
g. Other, as required by event or subject

• develop a schedule for coNtacts/disseMiNatiNG Material/
eveNts

a. Product introductions
b. Trade shows/events/conferences
c. Hospitality suites
d. Seminars
e. Speaking engagements
f. Media tours
g. Promotions/sponsorships
h. Follow-up calls
i. Clipping/taping services to monitor media coverage

• Media MaiNteNaNce proGraM

a. Schedule calls, meetings, meals to promote relationships

It is important to keep in mind that public 
relations does not sell a product or service, 
the sales team does.  What PR can do for 
you is achieve higher levels of (1) awareness, 
(2) credibility, and (3) differentiation of the 
company from its competitors. The second 
two points cannot be accomplished until 
point one has been initiated. Awareness is 
the primary objective over the short term 
(30 to 60 days) and is the achievement upon which you will establish 
credibility over the longer term.

“There is 
definitely diversity 

in the work 
environment...”
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           (Left Brain Thinking)

Six Steps to Creating a Public Relations Plan

• step 1 

Define and write out your objectives for your publicity or media plan. 
Determine how you will design your public relations campaign.  Will it 
be designed to: 

• Establish expertise among your peers, the press, or your
potential  or existing customers?

• Build goodwill among your customers, suppliers, or your
community?

• Create and reinforce your brand and professional company 
image?

• Inform and create good perceptions regarding your 
company, its products and/or services?

• Assist in introducing a new product or service to specific 
markets?

• Generate new leads or new sales?

• Mitigate the impact of negative publicity and/or company 
crisis?

• step 2 

Define all goals in achieving this objective. It is important that all 
goals be specific, measurable, results-oriented and time-oriented. 
These goals must be in line with the overall business, marketing, 
and sales objectives.  List your long and short-term goals for public 
relations.
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• step 3

Determine who are the target or flanker market audiences. Who is 
it that you want to reach with this campaign? What do you want 
your key message to be? When identifying the audience you hope 
to reach, consider if you want to focus on buyers, sellers, companies 
with relocation needs, or cooperating brokers.

• step 4

Develop a schedule to follow for the public relation campaigns. 
Create synergy by coinciding the public relations plan with other 
marketing and sales efforts. Set a realistic timetable for achieving 
all goals set. Assess your progress on fixed dates and revise the goals 
and actions as needed. Many public relations professionals advise 
that it takes at least three months to track and see results.

• step 5  

Develop a plan of attack. What communication vehicles will you 
use to get your message out to the public? Examples may include: 

 • Press releases
 • Articles, blogs, forums, Web sites
 • Customer success stories or case studies
 • Letters to editors
 • Press conferences, interviews, or media tours
 • Radio, television, or press interviews
 • Seminars, conferences or speaking engagements
 • Event Sponsorships
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*Select three from the list and begin researching and developing 
your approach. 

• step 6  

Put metrics in place to track the results of your PR Campaign. 
After each campaign, sit down and review the results and track 
those results. Did you achieve the defined objectives and goals of 
the campaign? Should you consider modifying your original plan 
to adjust to a new one? If so, how and why? Be realistic. If the 
objectives cannot be reached in the designated time frame for the 
funds allocated, modify the objectives, alter the time frame for 
completion, or change the budget and update your PR plan.

In conclusion, a public relations plan will establish expertise among your 
peers, the press or your potential customers and existing customers.

Throughout this book, we have laid out many roadmaps for marketing 
success to include:
 

• Becoming a Good to Great leader
• How to Thrive in a Harsh Economic Environment
• The Five Stages of Business
• Developing a Marketing Formula
• Developing Marketing Strategies
• Target Marketing
• Developing a Position Marketing Strategy
• Developing an Effective Brand Sensory Package
• The Perfect Marketing Mix
• Competitive Intelligence and Analysis
• The Value of Competitive Intelligence
• Your Competitive Advantage
• Tracking Marketing Strategies
• Understanding How Your Customer Thinks
• Bridging Traditional, Digital and Social Media Marketing 
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• Collaborative Marketing
• Face-to-Face Marketing
• Trust-based Marketing
• Developing a Public Relations Campaign 

I hope you will use this information to develop a strong company with 
much success in building great relationships with future and existing 
customers through these marketing initiatives laid out.

it is iMportaNt to keep iN MiNd this sayiNG froM Maya aNGelou:

“people Will forGet What you said,
 people Will forGet What you did,

 but people Will Never forGet
 hoW you Made theM feel.”




