a fundamental aspect of modern marketing 
First, here's something that is fast becoming the most fundamental aspects of marketing to get right, especially if you want to build a truly sustainable high quality organisation (of any size) in the modern age:
Ensure the ethics and philosophy of your organisation are good and sound. This might seem a bit tangential to marketing and business, and rather difficult to measure, nevertheless...
Price is no longer the king, if it ever was. Value no longer rules, if ever it did. Quality of service and product is not the deciding factor.
Today what truly matters is ethical and philosophical quality - from the bottom to the top - in every respect - across every dimension of the organisation.
Modern consumers, business buyers, staff and suppliers too, are today more interested than ever before in corporate integrity, which is defined by the organisation's ethics and philosophy. 
Good sound ethics and philosophy enable and encourage people to make 'right and good' decisions, and to do right and good things. It's about humanity and morality; care and compassion; being good and fair. 
Profit is okay, but not greed; reward is fine, but not avarice; trade is obviously essential, but exploitation is not.
People naturally identify and align with these philosophical values. The best staff, suppliers, and customers naturally gravitate towards organisations with strong philosophical qualities. 
Putting a good clear ethical philosophy in place, and communicating it wide and far lets people know that your organisation always strives to do the the right thing. It's powerful because it appeals to people's deepest feelings. Corporate integrity, based on right and good ethical philosophy, transcends all else.
And so, strong ethics and good philosophy are the fundamentals on which all good organisations and businesses are now built.
People might not ask or talk about this much: the terminology is after all not fashionable 'marketing-speak', nor does it correlate obviously to financial performance, but be assured; everyone is becoming more aware of the deeper responsibilities of corporations and businesses in relation to humanity, and morality, the natural world, the weak and the poor, and the future of the planet.
Witness the antagonism growing towards certain multi-nationals. People don't rail against successful corporations - they rail against corporations which put profit ahead of people; growth ahead of of society and communities; technology and production ahead of the natural world; market domination ahead of compassion for humankind. None of this is right and good, and these organisations are on borrowed time.
People increasingly prefer to buy from, deal with, and work for, ethical, right-minded organisations. And whether an organisation is ethical and right-minded is becoming increasingly transparent for all to see. 
So be one.
Aside from which - when you get your philosophy right, everything else naturally anchors to it. Strategies, processes, attitudes, relationships, trading arrangements, all sorts of difficult decisions - even directors salaries and share options dare we suggest.
And it need not be complicated. The ultimate corporate reference point is: "Is it right and good?... How does this (idea, initiative, decision, etc) stack up against our ethical philosophy?" 
Organisations are complex things, and they become more and more complicated every day. A good ethical philosophy provides everyone with a natural, reliable reference point, for the tiniest detail up to the biggest strategic decision. 
So as you start to write your marketing plan, be it for a new start-up, a huge corporation, or a little department within one, make sure you put a 'right and good' ethical philosophy in place before you do anything else, and watch everything grow from there.
	 


Here are 10 tips for a smaller business either to get started in marketing or to review what you are already doing and make improvements.

Tip 1: Look at what you are doing now 
Start by looking at the marketing activities you use and the marketing skills you have. You are probably doing a lot of the right things already. However, you should:

· research what your market wants; where, when and why customers buy; what benefits they are seeking from your product or service; and what competitors are providing; 

· decide on your objectives, identify and choose your target customer groups and position your business to serve your chosen market profitably; 

· put the plan to work through selling and promoting your products and services to customers, through pricing and using appropriate distributors and agents effectively; and, finally, 

· monitor the effectiveness of your marketing activities in terms of customer satisfaction and the impact on your bottom line. 

Tip 2: Focus on the customer 
Make the customer the focal point of everything the organisation does. Why? Because good, happy customers equal higher profits. If your team is too heavily sales or product oriented, consider a change of approach.

Tip 3: Set up an effective marketing team
In a customer-focussed organisation, marketing is something that everybody does - not just marketers. Everyone has a role to play, including:

· your managers - who plan and look to the future, allocate budgets for marketing activities and co-ordinate activities; 

· your salesforce - who are the eyes and ears of the business and, through their frequent contact with your customers, can keep the business in tune with what the market is looking for; 

· your marketing and communications staff - who develop and deliver marketing communications and support sales programmes as well as coming up with innovative new product/service ideas; 

· your external marketing agencies and specialists - who are available to provide the occasional specialist support you need such as research, brochure design and printing, telemarketing or website development.

Good communication between all these groups is essential to good marketing. But two things, in particular, ensure success. Your business should be committed to its customers and ensures everyone pulls together to deliver high quality products and services on time, every time. 

Tip 4: Divide your customers up into groups
Every customer is different so why treat them all the same? To start treating customers as individuals, look at how and when they buy. This will help to start putting them into groups and understanding the needs of each group. For example:

· High volume/high value buyers - place frequent large orders 

· High volume/low value buyers - place frequent small orders 

· Low volume/high value buyers - place occasional large orders 

· Low volume/low value buyers - place occasional small orders 

Groups of customers who have similar needs or who behave in a similar way are known in marketing as 'segments'. You will probably need to use different marketing techniques and approaches to reach different types of customer. 

Tip 5: Identify customer benefits
Now you can identify why each customer segment buys your products and services and what 'benefits' they are seeking. This in turn will help you to target existing and new customers more effectively with specific products and services. As a result you can make better profits. For example, low volume/high value buyers may be more profitable for you than high volume/high value buyers who may continually squeeze you on price. 

Tip 6: Decide how to deliver these benefits
You deliver benefits through what marketing people call the '"marketing mix". These are essentially the tools of the marketing trade. Your goal here is to define your "unique selling proposition" (USP) - something that truly sets you apart from your competitors. 

The basic marketing mix consists of:

· Product - the goods and services you are offering, including packaging and service content, such as warranty, after sales.

· Price - what the customer pays. Remember that there are different types of prices  such as list prices, discounted prices, and many different ways to arrive at prices. Price may be used to communicate the position and values of the product/service. 

· Place - how and where the customer obtains the product/service. For example, a catalogue company may allow customers to buy through the catalogue itself, on the company's web page or through off-the-page advertising. 

· Promotion - the means and mix of activities used to promote the product or service, for example, advertising, direct marketing, PR, exhibitions and trade shows. 

But you should also consider the three extras: 

· People - the people you employ and how they deal with your customers; 

· Process - the way your business operates; and 

· Physical evidence – the look of your premises, vehicles and the appearance of your staff. All can have an impact on how you are perceived. 

It is usual to tailor the marketing mix to the needs of each segment. 

Tip 7: Decide what and how to communicate
When you know who your audiences are and what they want, work out a message or messages to each customer segment. Since customers in each segment may want different benefits, the message to each segment may have to be adapted. The messages need to underline and explain the specific and relevant benefits that you can provide them. You can then decide the best way of communicating, whether it is through printed media, such as brochures, or electronic media, such as websites and email.

Tip 8: Make a marketing plan
Once you have made these key decisions, you have effectively developed a marketing strategy. Why not write it down? The plan may cover between 6 months to 5 years. Then you will have a document that explains what you are doing to anyone who needs to know. This includes your bank manager, external marketing agencies you use and new members to the team. It is a good idea at this early stage to involve members of the team who are going to be responsible for delivering the plan. The Chartered Institute of Marketing can help you devise your own marketing plan online.

Tip 9: Get on with it!
The marketing plan specifies what the marketing activities are, who is responsible for carrying them out and when. Now comes the time to get on and do it. Your role as a manager is to motivate your team and make sure you get the results you have planned for. 

Tip 10: Measure and control
Your marketing plan gives you something to rate your performance on as you develop your business. For instance, if you spend money on advertising or PR, you can evaluate this against any increase - or decrease - in sales revenue, stock price or numbers of new customers contacting you. This will help you measure how effective your marketing activities are.

28 Low-Cost Ideas to Increase
Your Sales and Profit
by Joe Gracia

Growing your business doesn't have to be difficult or expensive. These simple, cost-effective ideas are designed to help you increase your sales and profit, without draining your budget. 

1. Focus on Helping, Instead of Selling 

You shouldn't be trying to force people into purchasing your product or service. You should find people who want your product or service and then focus on offering any helpful information to them so that they can make an informed decision. 

2. Target 

If you're trying to target everybody, then chances are, you're not targeting anybody. For example, if you're selling something that homeowners would want, as opposed to renters, then target homeowners. State your target clearly in all of your marketing materials. 

3. Stop Spending Money on Ineffective Marketing 

One great way to save money is to stop wasting it on marketing and advertising that isn't producing for you. Don't forget to track the number of responses you are getting from whatever method you use. If you're not reaching your goals, then your strategy needs to be revised. 

4. Network 

Networking is a great way to get your message out to a large number of people, for free. Since each person knows about 250 other people, you can spread the word about your business pretty quickly. Go to your local Chamber of Commerce meetings. Shake hands at business functions. Exchange business cards with associates you see in stores, churches and community events. 

5. Set Goals and Deadlines 

Collect your thoughts for a moment or two, and set goals and deadlines. These are vital to your business success. State your goals as specific numbers. (e.g. 10 new accounts, 11% increase in sales, etc.) 

6. Focus on Benefits Not on Features 

Spend your time focusing on how your prospects will benefit if they purchase your product or service. For example, if you're selling central air conditioning units, don't sell the power of the unit. Sell the benefit of comfort. Selling insurance? Don't sell the coverage amount. Sell the benefit of security. 

7. Write Tips Articles 

Newspapers and other publications are always looking for helpful tips articles that would be of benefit to their readers. Submit simple, problem/solution type articles related to your product or service. State the problem, and then share some insightful tips that can help to solve the problem. Always include information at the end of your articles so that people will know how to contact you to receive more information about your services. 

8. Be Persistent 

Persistence is power when it comes to increasing your sales and profit. Far too many firms fail because they don't follow-up long enough to produce results. Most sales are made after the seventh or eighth contact--the sale is rarely made after just one contact. 

9. Submit Press Releases 

Press releases are a very cost-effective way to get your message out to many people . . . for free. Submit your press releases to a wide variety of publications for immediate release. Keep in mind that the newspapers will usually only print releases that are of interest to their readers, rather than of a selling nature. 

10. Offer to be a Speaker 

Business and civic organizations are always looking for speakers for their meetings and get togethers. Make yourself available by contacting these groups and offering to talk about your area of expertise. 

11. Give a Free Demonstration 

If possible, give free demonstrations of your product or service to those that might be interested. Follow-up with these prospects in a timely manner to attempt sales conversion. 

12. Distribute Samples 

If possible, get samples into the hands of people who may be potential customers. People like to try before they buy. 

13. Distribute Informative Literature 

Make sure that you get your product benefits, features and ideas into the hands of your prospects. If people don't know what you have, how can they make a decision to purchase it? 

14. Use the Telephone 

The telephone can be one of your most effective, and least expensive, sales tools. Call people who you would like to do business with. Ask for a few minutes of their time so you can show them how your services can help them save time, cut costs, increase sales, etc. 

15. Generate Referrals 

Referrals are a great way to generate new business. Don't just wait for people to refer you. Proactively ask for referrals from existing customers, acquaintances, family and friends. Don't forget to graciously thank anybody who refers your business to someone. 

16. Have Fun 

Frustration and stress will slow you down. You will succeed far better when you're doing something that you love. 

17. Talk to Your Customers About Them and Their Needs 

Most company publications, ads, letters and sales literature are filled with words, photographs and information that do nothing more than toot the company's horn. Talk about your customers needs instead. Rather than using the words, "I," "me," "my," use "you" and "your." 

18. Develop Customer-Oriented Relationships 

Take an interest in your prospects and customers. Send them helpful articles that you think would interest them. If you know of an event that your prospect or customer will be celebrating, such as an anniversary or birthday, send them a card or small gift. They will appreciate your generosity and will think of you when they need your service, or if they know someone else who may need your service. 

19. Tell Your Prospects and Customers What to Do 

Getting your message into the marketplace is important, but getting prospects/customers to respond is the real test. Tell your prospects exactly what you want them to do next (e.g. call for your free brochure, drop your reply card in the mail, etc.) 

20. Take Advantage of Testimonials 

Whenever an existing or potential customer says something positive about your company, ask them if you could use their statement in your marketing materials. Your company's credibility will increase with the use of testimonials from happy customers. 

21. Make it Easy for People to do Business with You 

Your customer is not going to work for you. You have to work for them. Do anything you can to make doing business with your company easy and a pleasure. 

22. Content First, Form Second 

When developing your sales materials and literature, spend less time worrying about the graphics and colors, and more time working on the content -- what's in it for your customers. As long as your message is enticing, black ink on white paper could work just as effectively as expensive four-color materials. 

23. Give to Get 

There's an old saying, "You can get everything you want, by helping enough people get what they want." Listen carefully to your prospects and customers so you'll know exactly what they want and be generous in your offers. That way you'll be sure to reap the maximum rewards. 

24. Learn a New Marketing Technique Every Day 

Read, go to seminars, listen to audio tapes. Continuously improving your sales and marketing skills will help you to increase your sales and profits. 

25. Associate with Positive, Successful People 

Talking to and learning from people who are always striving for and meeting their goals, will help you commit to and achieve your own objectives. 

26. Believe in the Product or Service You Sell 

If you don't believe in the quality and benefits of your product and service, your prospects won't either. Present the benefits of your product/service with confidence and enthusiasm. 

27. Focus on the Lifetime Value of Your Customers 

Don't focus on generating one-time customers. Build a relationship so that a prospect becomes a repeat, lifetime customer. 

28. Learn from Someone Who Has Experience 

Marketing is an important skill based on both knowledge and experience. The fastest way to gain that knowledge is to find someone who knows what works and has done it successfully. Ask about his or her specific experience in generating marketing results, as well as references, or testimonials. Reasonably priced marketing materials, like books, courses, workbooks, newsletters, audio cassettes, etc. can be excellent resources, that allow you to learn and apply effective marketing systems at your own pace.
Attracting Unlimited Customers with the Give to Get Marketing Approach
by Joe Gracia

It's human nature for us to focus our thoughts and concerns on our personal well-being. We begin as a child learning how to 'get' what we want from others. 

We are constantly thinking about what 'we' want, and about how we are going to get it. It could be food, clothes, or a fancy new car -- it doesn't matter what it is. We spend our lives thinking about how we can satisfy our wants and needs. 

This is a universal trait in all living creatures. It is at the heart of our very survival. 

And within this basic concept lies the problem as well as the solution to your desire to successfully grow your business. 

YOU want to generate more income from your business. 

and 

YOUR CUSTOMERS want to satisfy their wants and needs. 

Here's the key to success: 

The more you focus on what 'you' want, the less you will get. But the more you focus on what your 'customers' want, the more you will get. 

A MARKETING LESSON FROM THE BIRDS 

Let me give you an example. We have a bird feeder outside of our living room window. We put it up, because we wanted to attract the beautiful red cardinals in our area. 

However, when we first put the bird feeder up and filled it with generic bird seed, not one cardinal came to our feeder. 

You know the reason, don't you? 

The cardinals didn't want the seed we put into the bird feeder. And so, they ignored our feeder. 

Next time we filled up our bird feeder we filled it with seed especially designed for cardinals. It was the seed that they loved. 

And within a few days, we had cardinals visiting our feeder 2-3 times a day. 

We gave the cardinals what 'they' wanted -- and only then did we get what 'we' wanted. It's no different with people. 

Most small business marketing focuses on the company, or the product/service, and not on the needs of their customers. 

Their ads focus on how long they have been in business, how much experience they have, how many awards they've won. 

Or they focus on the features of their product or service. 

Often these ads include a picture of the business owner. 

The bottom line is, your prospects and customers really don't care about you or your company or your products and services. 

They care about one thing only -- 'how can you help me get what I want?' 

This is where the Give to Get philosophy comes in. 

We're not saying that you shouldn't think about what you want -- what you want is very important. We're saying that in order to get what you want, you must focus all of your energy on figuring out what your customers want and then give it to them. Then you will automatically get what you want. 

For instance, we want to grow our business by selling our marketing course -- The Give to Get Marketing Solution, as well as our other products. 

But if we just put up a Web site, or pass out flyers, or place ads trying to sell our course in one quick and easy step, we would actually sell very, very few courses. 

Why? Because people wouldn't know us, like us or trust us enough to buy from us. They would be skeptical about our claims. 

People don't want to be sold -- they want to be helped. 

When it comes to most products and services, people want information first before they are ready to make a buying decision. 

So we focus on what our prospects and customers want and we give it to them. 

Instead of focusing on what we want, we focus on giving you what you want -- free information. 

We created a Web site filled with free marketing articles, case studies, and tips all designed to help you grow your business. 

We also created this free marketing newsletter to offer you more of the same. 

This is what you want -- and we focus 90% of our time and energy on giving you what you want. We only focus 10% on letting you know about our products. 

Why do we do this? 

Because if we focused 90% on our products, no one would read our newsletters, or go to our Web site. 

By focusing on what our prospects and customers want first, we get exactly what we want later -- sales. 

As our prospects read our newsletters and our information on our Web site, they are getting to know us and trust that we know what we are talking about. By providing all of this free information, we are removing the natural skepticism that most people have. 

It's a win-win philosophy. 

How well does this Give to Get philosophy work? It works incredibly well! 

After each of our newsletters, we receive thousands of dollars in sales from our two Web sites. Our sales are approaching $400,000 a year and are growing rapidly. 

This Give to Get philosophy is universal. If you only focus on the 'Get' part -- what you want -- you will actually repel your potential customers. 

But if you focus on 'Giving' first -- giving them what they want -- then you will melt away resistance and begin attracting customers like a magnet. 

The first step in attracting customers by giving them what they want, is by understanding exactly what your prospects and customers want. 

Here are just 6 things that your prospects and customers want: 

1) FREE INFORMATION 

Isn't that why you are reading this free newsletter? Be generous in the free information you provide to your prospects and customers. 

2) SOLUTIONS TO THEIR PROBLEMS 

People don't buy products and services. They buy what the products and services can do for them. We don't buy 1/4 inch drills, we buy 1/4 inch holes. Products and services solve problems for people. What problems does your product or service solve? 

3) TO BE HAPPY 

In the end, all people want is one thing -- to be happy. They will buy your product or service because they believe they will be happier after buying it. Make sure you focus on making your prospects and customers happy -- before and after the sale. 

4) TO HAVE NO RISK 

There is tremendous skepticism in the world. And with good cause. There are many people in the world who don't deliver what they promise, and so, people are afraid that you won't deliver what you promise. 

It's up to you to let them know that you will stand behind your products and services 100%. We wouldn't dream of selling one of our products without a 100% money-back guarantee. Such a guarantee promotes trust, and dramatically increases sales. 

We also state our privacy policy clearly on our newsletter sign-up page on our Web sites. We will never sell or share your e-mail address with anyone. 

5) TO FEEL IMPORTANT 

Everyone wants to feel important. Treat your prospects and customers with respect and consideration. Show your appreciation for their purchases, and provide your best customers with special preferred customer offers. 

6) THINGS TO BE EASY 

People hate things that are difficult or complicated. Design your marketing systems to make it as easy for your prospects and customers as possible. Make your information request systems easy. Make your ordering system easy, etc. 

These are just a few of the things that your prospects and customers want. 

This 'Give to Get' philosophy is powerful and it's effective in attracting prospects and customers. 

Everything you do to 'give' your prospects and customers what they want, will increase the chances that you will get what you want. 

-----------------------------------------------------------------
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You Can't Improve What You Don't Measure 

One of the most powerful, yet underutilized tools, in marketing is tracking. By that I mean some form of measuring the success and failure of marketing initiatives. For most this practice might begin and end at measuring the response rate of a direct mail piece. What I am talking about though is a systematic approach to diagnosing and tracking what I call the Key Success Indicators in your business.

Starts with a vision

Before we can begin any discussion about measuring success indicators we have to talk a bit about vision. See, you can set targets and goals without an ultimate or at least short term destination in mind. If you are going to start tracking what matters you have to, well, know what matters. By that I mean you need to have some picture of where you want your business to go in the next year, three years, five years. You must be able to see, quite clearly, what it's like to run your business in the future. Before you can set action steps and tactics, you must have the vision and the strategy that will make it real nailed.

Where are you now?

In order to set some key success indicators it can be helpful to attempt some measurement of where you are now. I'm afraid I inserted the word attempt due to the fact that most small business owners don't measure very much.

At the very least we need to try to see where you are in the things that may be found hidden inside your accounting software so that we can use them as benchmarks for growth. Things such as revenue, profit, number of clients and number of transactions are a good place to start.

What can you know?

The next step is to add (if you are not tracking these already) things that we can know for sure such as number of leads, percent of leads converted to clients, average revenue per client, number of transactions per client, cost to acquire a new client. Next add a success layer for the number of referrals, number of PR mentions, number of speaking engagements, number of client testimonials, number of compliments.

These hard data items are essential when it comes to setting goals and even setting budgets.

What can you feel?

To take your tracking and measurement system to a higher level I suggest adding some success items that are little harder to measure – in fact they may be hard to find and possess intangible qualities. Look to your core marketing message for clues to these indicators. Look to your people, to your clients, measure what they think matters.

Can you find a way to measure customer satisfaction, employee satisfaction? If so, track and measure those.

A remodeling contractor found that his clients valued the fact that his people cleaned up the job site every day. He might track the number of times a client mentions this fact. He might also find a way to create a clean job site measurement tool or checklist and reward his people for performing this task perfectly.

A law firm found that its clients valued more than anything that fact that the lawyers always got back to them quickly when they had a question or concern. This fact differentiated them from other law firms. This firm might measure response time and set up a simple way to track how many calls were returned within a certain success time frame.

Many times these little things that clients tell us matter can become part of the game if you find a way to measure and reward your people for playing and winning the game. Paying attention to these little things by focusing on them in this manner can pay big dividends.

Open Book Marketing

Once you create your series of tangible and intangible success indicators, it's crucial to share these with everyone in your firm. Let everyone know that playing this game is non negotiable, that following these rules is required and there is a way to win this game. Most importantly, help them understand why you are tracking what you are tracking, where this tracking is leading (remember the vision) and update them on the results of tracking. Of course the best way to make this initiative fail is if you the owner choose not to play and turn the game into another exercise for your people.

Ways to track

Call tracking services such as Capture the Call allow you to insert tracking phone numbers in your ads that route the call to your main number but capture data on the call. You can view reports that indicate where the call came from and how long the call lasted.

Web tracking services such as ClickTracks can provide detailed ROI analysis and reports on web site visitor activity to help you determine how people found your web site, what ad drove them there and how they interacted with your site when they got there.

Good old fashion paper tracking – you can also employ the simplest system around with a pen and pad. By simply asking every caller or responder where they heard about your firm is a start. You can also code your ads with some key that signals one ad or one medium from another. For instance, in your direct mail ad in Small Business Today, have callers respond to your free information kit by telling them to ask for Betty (you don't have a Betty, so that's the key to tracking that ad – simply have the person answering offer to help.) Now, your Yellow Page advertisers are going to ask for Bobby (Again, nobody by that name works for you.) You could also assign phone extension or department names and numbers if you like.

You can test and track different mailing lists, headlines and media in this fashion.

When it comes to tracking things like referrals, testimonials, solutions and results, a traditional people capture system using a spreadsheet might be the best way to proceed. I think the key is to make your tracking system and reporting simple enough that making it work doesn't get in the way of you using it.

The Great Game of Business

There is a fabulous book called The Great Game of Business written by Jack Stack and Bo Burlingham that outlines some of these concepts in what is called Open Book Management (OBM). OBM focuses more on the accounting side of sharing information with employees and tying bonuses and incentives to key indicators of performance. I think every small business owner could benefit from a read.

Eyes on the dashboard

Visual dashboards such a MyBizHomepage - can help you set up simple tools to glance at your indicators and performance data in graphs and charts. Here's a nice article from Microsoft on the power of dashboard reporting using Excel. 
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What can you know?

The next step is to add (if you are not tracking these already) things that we can know for sure such as number of leads, percent of leads converted to clients, average revenue per client, number of transactions per client, cost to acquire a new client. Next add a success layer for the number of referrals, number of PR mentions, number of speaking engagements, number of client testimonials, number of compliments.

These hard data items are essential when it comes to setting goals and even setting budgets.

What can you feel?
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Good old fashion paper tracking – you can also employ the simplest system around with a pen and pad. By simply asking every caller or responder where they heard about your firm is a start. You can also code your ads with some key that signals one ad or one medium from another. For instance, in your direct mail ad in Small Business Today, have callers respond to your free information kit by telling them to ask for Betty (you don't have a Betty, so that's the key to tracking that ad – simply have the person answering offer to help.) Now, your Yellow Page advertisers are going to ask for Bobby (Again, nobody by that name works for you.) You could also assign phone extension or department names and numbers if you like.

You can test and track different mailing lists, headlines and media in this fashion.

When it comes to tracking things like referrals, testimonials, solutions and results, a traditional people capture system using a spreadsheet might be the best way to proceed. I think the key is to make your tracking system and reporting simple enough that making it work doesn't get in the way of you using it.

The Great Game of Business

There is a fabulous book called The Great Game of Business written by Jack Stack and Bo Burlingham that outlines some of these concepts in what is called Open Book Management (OBM). OBM focuses more on the accounting side of sharing information with employees and tying bonuses and incentives to key indicators of performance. I think every small business owner could benefit from a read.

Eyes on the dashboard

Visual dashboards such a MyBizHomepage - can help you set up simple tools to glance at your indicators and performance data in graphs and charts. Here's a nice article from Microsoft on the power of dashboard reporting using Excel. 

Tips To Success With Various Article Marketing Methods 

Writing articles has become crucial to promote your website and increase traffic, but none of this is possible without article marketing. Article marketing is the key to exposing your articles and getting them seen through the web. There are a number of ways you can go about distributing your article on the web and marketing your article and your website at the same time.

The best article marketing method out there is to submit it to article directories. There are thousands of article directories and article submission sites to submit your article to. From there, when people on the web are searching for an article related to yours there is the possibility they will see your article. If your content is intriguing and leaves the reader wanting more, they will click on your link and go to your website. Mission Accomplished!!

There are also a number of article submission companies that give you hundreds of article directories for a certain price. The most notable companies or sites are article submitter pro and article marketer. These sites have one time fees; after which you receive the software needed to submit your articles and you are on your way to marketing your article all over the web.

If you have a newsletter it is always a great article marketing solution to post your article in it. Fresh content is vital to a newsletter and adding an article every once in awhile keeps the readers interested. The more you post on your newsletter the more readers will want to return to see what else you have to say.

An article marketing method that is often overlooked is archiving your articles on your own site. Many people use article marketing to promote their site, so they find it useless to place the articles on their site itself. However, by placing articles on your site you are constantly adding fresh content and expanding the number of pages you have to your website.

From there you can make it easily accessible for newsletter publishers to download your articles. This way they can publish your articles in their newsletters to market your articles and website as well.

The last noted article marketing tip is to submit promotional ads on the bottom of your emails or through your autoresponder. In your email tell everyone they can receive a free article to place on their website if they sign up for something of yours. Or give them a link to the page of your article in your signature file on the bottom of your email. You would be surprised at how much response you can get from a small note at the bottom of an email.

There is no question article marketing is the new fad to success with your online business. It is a great way to get target traffic to your website while increasing your fresh content. By marketing your articles you can drastically increase your website traffic and provide your readers with a little taste of your knowledge on the subject. 



Mal Keenan is owner of Internet Home Business Articles, a high traffic article database: http://www.internethomebusinessarticles.com/ Send your articles to 100s of Database with ONE Click: http://www.malkeenan.com/recommends/articlemarketer.html 
 
Use Key Principles to Network Marketing Success 

As you search for the right network marketing business for you, look for a network marketing company that uses key principles.

The key principles you want the network marketing company you choose to have are:

1. A simple training system that is easy to duplicate.

This allows you to build a strong network marketing business where it is easy for others to do the same. This creates the ability to leverage your effort for unlimited potential.

2. Offers consumable high quality products to help you get paid every week based on commissions.

If not a consumable product, you will be continuously making one sale at a time, never able to be automated. And if paid monthly, it's a long time to wait for each check.

3. Rated #1 in magazines such as Network Marketing Today, the MLM Insider

When a network marketing company has received this rating you can be confident that it serves the people involved well. You can also be proud to participate with such high quality.

4. In-house manufacturing and development of products to ensure quality control.

When products are manufactured and developed in many different facilities, it becomes much more difficult to maintain and oversee top quality production.

5. An automated shipping program known as "auto-ship."

By having this, your income on commissions is consistent as well as one more of life's chores is automated – the chore of shopping for your consumables. 6. International presence.

As the world becomes smaller in the sense of knowing people all over the world via the world wide web, you will want to make your business available to others internationally.

As you connect with people through your network marketing business, you begin to learn to relate with more diverse people and peace is set in motion.

7. Business trainings to help you build your business organization worldwide including techniques from top leaders.

Without the training from successful network marketing people you could be floundering around for years experimenting and "re-inventing the wheel."

8. Dutch, Chinese, Korean, Japanese and other languages spoken by customer care representatives all waiting to take your order or answer your questions in the language of your choice.

9. Instantly set up in your own e-business with a personalized network marketing website for your customers and associates.

10. Has been ranked on the Business Week's annual list of "100 Hot Growth Companies" during it's years of growth. Participation in network marketing provides the ability to work with a team of motivated associates from around the world who all share a common goal. This can be the ultimate mastermind effect as a result of the shared common goal.

Get on board with a network marketing company that has all of the above and your likelihood of success will increase exponentially. 

How A Tree Can Help You Grow Your Business 

Copyright © 2007 Hirini Reedy 

A tree is a natural example of a perfect business. It energises us with fresh oxygen while recycling our waste air. It absorbs energy directly from the sun while we still have to digest food. It aligns with the forces of nature. Imagine your business is like a tree. Is your business growing each year and producing ripe results? Or is it stunted and withering. 

Here are some ways that you can regenerate your life and business using the wisdom of a seed, a tree and a forest. 

1. The Seed That Grows A Forest. 
Look at a seed. Perhaps an apple seed. It has an entire apple tree enfolded within it. This one seed can start a tree. Perhaps a whole forest. Now apply the same thinking to your business. What seed vision animates your business? Where is the heart in your business? What makes it breath and live? The answer is YOU. Your business vision must support your life vision. What is my life vision, you ask. Hmmm. 

Think like a seed again. Design a lifestyle that you desire. Envision your life in all its many colours, shapes and stages of growth. Create wonderful possibilities. Charge this vision with good feelings. What you feel becomes real. Sow this seed vision within your heart. It will soon grow upwards into your head and outwards beyond your body. 

2. The Roots Produce The Fruits. 
Whatever you sow, it will grow. A seed grows a complete root system before it breaks through the soil surface. Now if you planted cabbage seeds when you really wanted apples then you will experience a very different result. The results in your life and business are like fruits. They can be traced back to your original seed thoughts. These original seed thoughts grew deep roots. They formed your beliefs about life and business. Your beliefs branched into behaviours. Your behaviours formed habits. Your habits created results. Your results created your life. If you have a major problem area in your life then this is just a result. It could be the result of a limiting memory planted many years ago. For example, a barking dog can still cause anxiety in an adult who remembers being bitten as a child. Certain words capture the power of our beliefs. For example, say the word, STOP, 10 times with feeling. Note the physical sensations in your body. Now say the word, GO, 10 times with feeling. Note the physical difference between these two words. The lesson here is to choose words that cause a positive vibration in your body. Changing your vibrations can help to eliminate old root beliefs by shaking them loose from the soil of your mind. 

3. Turn Weeds and Toxic Thoughts Into Fertiliser. 
The success of your business depends on increasing energy levels and removing blockages. So start to clear out any weeds. I call WEEDS – Wasted Effort Energy Drains. Find all the weeds in your life and business. Simply make a list of the 10 most terrible negatives in your life. On a separate paper, write the complete opposite of these negatives. Find their positive equivalents. Like turning your weeds into flowers. Now tear up your negative list and ceremonially burn it. Like burning old weeds in the garden. Now focus on your positive list. Use this list as seeds for positive growth. It is important that you raise your life-force, your energy levels. Weeds, pests and toxic thoughts drain your energy and stunt your growth. 

4. Money Is Just A Fruit Full of Energy. 
Money is just another form of energy. It is like a ripe fruit. We desire the juicy taste and sweet joy of the fruit. Rather than just the fruit itself. Similarly with money. We want the freedom and joy that money brings. Rather than just lots of money. So focus on all the good things money can create. Imagine you have sufficient money or fruit to feed yourself and a 1000 other hungry mouths. You help them grow their fruit trees so that they can feed others. It is no point in having basket-loads of money yet you are still poor in heart and mind. It is like the greedy king who kept all his ripe, golden fruit in his kingdom for himself. His joy was short-lived when his fruit all started to rot. So the lesson is to be wealthy in mind, heart and bank account. 

5. Marketing Lessons of A Tree. 
What value does your business provide to the market? Who is your market? Think like a native tree in a forest. How does it attract birds, bees and other animals? Does it use nuts to attract squirrels or shiny red berries for the birds? Does it have bright flowers with a beautiful fragrance to attract bees? The marketing lessons of tree are about sending out good vibrations that attract your preferred customers. Using light, sound, touch, smell, taste and feeling to form a connection. What subconscious messages are you sending out about your business? Your customer’s subconscious antennae are picking up signals all the time. Make sure you are releasing a positive message like a flower releasing a beautiful perfume. 

So look to nature when seeking new inspiration and ideas. There are many business masters within the classrooms of a forest. So start with the teachings of a tree. In fact, grow one. Grow several. It all starts with a single seed. 

Knowledge Is Knowledge, Not Power 

"Knowledge is power." --Sir Francis Bacon

In Sir Francis Bacon's day, that quote may have been nearer the truth than today. Any little bit of knowledge gave a man or woman an edge and perhaps the power to move higher in the intellectual or physical food chain.

Admittedly, even in today's intricate world, the right knowledge places a person in a better position to survive physically, emotionally, mentally, fiscally, and common sensically. I don't know if the last one's real, I just typed it. "Stet" as the editors say.

However, no matter how much knowledge an individual possesses, it is the use, the application of the knowledge which provides the power. A blackmailer potentially has power over the victim because of the knowledge he or she possesses about the victim. If contact is not made with the victim, and the threat communicated to them, the blackmailer might as well be as powerless as if they possessed nothing at all.

Knowledge is a tool. A hammer is a tool. In my garage are three hammers: a claw hammer, a ball peen hammer, and a two pound sledge. There they sit. They are fine hammers, and each has specific tasks for which it was designed and for which I bought it. I've had one a year, one about five years, and the claw hammer since my days on a construction crew back in 1963. I know how to use each and every one of them effectively and have used them often, but, despite their value as tools and my ability as a user of these tools they are useless lumps until I pick them up and put them to the task. There is also a maul which can be used as a hammer, but I don't want to be around to observe the consequences of that misuse of a tool.

I have to be careful, by the way, as my wife has publicly avowed that all tools are ultimately hammers, so if I send her to the garage for a "hammer" there's no telling what she might return with. This brings up another point. One person's "tool" or "knowledge" may be another's liability or catastrophe in the making. As much as I love her, my wife is dangerous with tools, sharp objects, or things that can catch on fire. Were she to attempt to learn how to wield a hammer, there's no telling how much damage might be done, and Thor would hopefully swoop down from Asgard to wrest it from her hands before the course of the universe was changed and his image tarnished forever.

On the other hand, give my wife a spreadsheet program on a computer, or just a sheet of paper, and a mass of data about what is happening in other countries and financial markets around the world she can give you a pretty accurate prediction of what is going to happen in the Forex market. That's why in our house, she is the investor, and I am the guy who uses tools for esoteric purposes that she equates with magic. As far as I am concerned, and remember, I am a trained accountant, what she DOES with the facts and figures on her computer are something that I would expect Harry Potter to be dabbling in. I wonder if she went to Hogwarts?

It is not merely the possession of knowledge that makes for power. Yearly, our schools churn out bright young creatures burdened with knowledge they do not fully understand. Many feel that they have power because of this knowledge. In time, perhaps they will add enough wisdom to the knowledge to allow them to create power...hopefully for the good of their fellow men and women. In the meantime, they will continually bump their delicate psyches against the hard realities of the world until when, and if, they learn how to use the knowledge at their disposal to produce power. This, by the way, is what one of my old bosses, Cecil Bray, Assistant Comptroller of a testing lab at Eglin Air Force Base, Florida, called "getting the corners knocked off".

Actually, once you have gotten your corners knocked off, it may be a little easier to fit in some previously unobtainable holes where knowledge can be gained, refined, and brought into focus. Maybe that's really a slightly better formula. Instead of Knowledge = Power, perhaps Knowledge + Polishing + Plugging In = Power. Anyway, that's how power works in my house. Plug it in. Turn it on. 



Donovan Baldwin is a Dallas area writer. He is a University of West Florida alumnus, a member of Mensa, and is retired from the U. S. Army. He is the owner of http://texasprepaidcellular.com. He has a blog on writing and poetry at http://ravensong-poetry.blogspot.com.

Use Key Principles to Network Marketing Success 

As you search for the right network marketing business for you, look for a network marketing company that uses key principles.

The key principles you want the network marketing company you choose to have are:

1. A simple training system that is easy to duplicate.

This allows you to build a strong network marketing business where it is easy for others to do the same. This creates the ability to leverage your effort for unlimited potential.

2. Offers consumable high quality products to help you get paid every week based on commissions.

If not a consumable product, you will be continuously making one sale at a time, never able to be automated. And if paid monthly, it's a long time to wait for each check.

3. Rated #1 in magazines such as Network Marketing Today, the MLM Insider

When a network marketing company has received this rating you can be confident that it serves the people involved well. You can also be proud to participate with such high quality.

4. In-house manufacturing and development of products to ensure quality control.

When products are manufactured and developed in many different facilities, it becomes much more difficult to maintain and oversee top quality production.

5. An automated shipping program known as "auto-ship."

By having this, your income on commissions is consistent as well as one more of life's chores is automated – the chore of shopping for your consumables. 6. International presence.

As the world becomes smaller in the sense of knowing people all over the world via the world wide web, you will want to make your business available to others internationally.

As you connect with people through your network marketing business, you begin to learn to relate with more diverse people and peace is set in motion.

7. Business trainings to help you build your business organization worldwide including techniques from top leaders.

Without the training from successful network marketing people you could be floundering around for years experimenting and "re-inventing the wheel."

8. Dutch, Chinese, Korean, Japanese and other languages spoken by customer care representatives all waiting to take your order or answer your questions in the language of your choice.

9. Instantly set up in your own e-business with a personalized network marketing website for your customers and associates.

10. Has been ranked on the Business Week's annual list of "100 Hot Growth Companies" during it's years of growth. Participation in network marketing provides the ability to work with a team of motivated associates from around the world who all share a common goal. This can be the ultimate mastermind effect as a result of the shared common goal.

Get on board with a network marketing company that has all of the above and your likelihood of success will increase exponentially. 

You Can't Improve What You Don't Measure 

One of the most powerful, yet underutilized tools, in marketing is tracking. By that I mean some form of measuring the success and failure of marketing initiatives. For most this practice might begin and end at measuring the response rate of a direct mail piece. What I am talking about though is a systematic approach to diagnosing and tracking what I call the Key Success Indicators in your business.

Starts with a vision

Before we can begin any discussion about measuring success indicators we have to talk a bit about vision. See, you can set targets and goals without an ultimate or at least short term destination in mind. If you are going to start tracking what matters you have to, well, know what matters. By that I mean you need to have some picture of where you want your business to go in the next year, three years, five years. You must be able to see, quite clearly, what it's like to run your business in the future. Before you can set action steps and tactics, you must have the vision and the strategy that will make it real nailed.

Where are you now?

In order to set some key success indicators it can be helpful to attempt some measurement of where you are now. I'm afraid I inserted the word attempt due to the fact that most small business owners don't measure very much.

At the very least we need to try to see where you are in the things that may be found hidden inside your accounting software so that we can use them as benchmarks for growth. Things such as revenue, profit, number of clients and number of transactions are a good place to start.

What can you know?

The next step is to add (if you are not tracking these already) things that we can know for sure such as number of leads, percent of leads converted to clients, average revenue per client, number of transactions per client, cost to acquire a new client. Next add a success layer for the number of referrals, number of PR mentions, number of speaking engagements, number of client testimonials, number of compliments.

These hard data items are essential when it comes to setting goals and even setting budgets.

What can you feel?

To take your tracking and measurement system to a higher level I suggest adding some success items that are little harder to measure – in fact they may be hard to find and possess intangible qualities. Look to your core marketing message for clues to these indicators. Look to your people, to your clients, measure what they think matters.

Can you find a way to measure customer satisfaction, employee satisfaction? If so, track and measure those.

A remodeling contractor found that his clients valued the fact that his people cleaned up the job site every day. He might track the number of times a client mentions this fact. He might also find a way to create a clean job site measurement tool or checklist and reward his people for performing this task perfectly.

A law firm found that its clients valued more than anything that fact that the lawyers always got back to them quickly when they had a question or concern. This fact differentiated them from other law firms. This firm might measure response time and set up a simple way to track how many calls were returned within a certain success time frame.

Many times these little things that clients tell us matter can become part of the game if you find a way to measure and reward your people for playing and winning the game. Paying attention to these little things by focusing on them in this manner can pay big dividends.

Open Book Marketing

Once you create your series of tangible and intangible success indicators, it's crucial to share these with everyone in your firm. Let everyone know that playing this game is non negotiable, that following these rules is required and there is a way to win this game. Most importantly, help them understand why you are tracking what you are tracking, where this tracking is leading (remember the vision) and update them on the results of tracking. Of course the best way to make this initiative fail is if you the owner choose not to play and turn the game into another exercise for your people.

Ways to track

Call tracking services such as Capture the Call allow you to insert tracking phone numbers in your ads that route the call to your main number but capture data on the call. You can view reports that indicate where the call came from and how long the call lasted.

Web tracking services such as ClickTracks can provide detailed ROI analysis and reports on web site visitor activity to help you determine how people found your web site, what ad drove them there and how they interacted with your site when they got there.

Good old fashion paper tracking – you can also employ the simplest system around with a pen and pad. By simply asking every caller or responder where they heard about your firm is a start. You can also code your ads with some key that signals one ad or one medium from another. For instance, in your direct mail ad in Small Business Today, have callers respond to your free information kit by telling them to ask for Betty (you don't have a Betty, so that's the key to tracking that ad – simply have the person answering offer to help.) Now, your Yellow Page advertisers are going to ask for Bobby (Again, nobody by that name works for you.) You could also assign phone extension or department names and numbers if you like.

You can test and track different mailing lists, headlines and media in this fashion.

When it comes to tracking things like referrals, testimonials, solutions and results, a traditional people capture system using a spreadsheet might be the best way to proceed. I think the key is to make your tracking system and reporting simple enough that making it work doesn't get in the way of you using it.

The Great Game of Business

There is a fabulous book called The Great Game of Business written by Jack Stack and Bo Burlingham that outlines some of these concepts in what is called Open Book Management (OBM). OBM focuses more on the accounting side of sharing information with employees and tying bonuses and incentives to key indicators of performance. I think every small business owner could benefit from a read.

Eyes on the dashboard

Visual dashboards such a MyBizHomepage - can help you set up simple tools to glance at your indicators and performance data in graphs and charts. Here's a nice article from Microsoft on the power of dashboard reporting using Excel. 

9 Fundamentals For Self Storage Marketing Success 

Copyright © 2007 Derek Naylor 

Recently, I had the opportunity to accompany Jeff Greenberger of Self Storage Legal.com on the Inside Self Storage "Legal Learning" Webinar.

I don't know a whole lot about Jeff, but my sense is that the guy is extremely good at what he does. And, the feedback from the webinar indicated that those who attended thought so too!

During my presentation I shared 9 fundamentals to self-storage marketing success. I've had so many requests for those 9 fundamentals that I decided to share them to everybody.

But, before I share these fundamentals, I'd like to tell you about what inspired me to break self-storage marketing down to it's core fundamentals.

I don't know if you're a baseball fan or not, but recently St Louis won the World Series against the Detroit Lions. Just prior to that game, one of the players from Detroit was being interviewed by ESPN and made a very interesting comment that I think you should make note of. He said that winning in baseball was about executing the fundamentals better than your opponent. He added that there is a lot of hype about flashy gear, home run records, steroid abuse, and other exciting events, but that the game remained about hitting the ball and getting across home plate more times than your competitor.

The same is true for marketing your self-storage facility...the owner operator that sticks to the fundamentals more often than their competitor will win. So, here are the 9 fundamentals:

1. When creating marketing materials, don't focus on you. Focus on your customers needs and wants and how you solve them. Try to find areas of their life that have emotion since emotion is the fuel of action. Emotions like fear of loss, embarrassment about clutter, the relief of saving money, and so on are prevalent in this industry.

2. Precisely define your target market. Focus your advertising dollars only on people who can say "yes" to your offer and who have a good reason for doing so. These people typically live or work within the closest 30,000 households. The 1% rule of thumb works best for most facilities. In other words, if 1% of those receiving your marketing message responded, you should be 100% occupied. For a facility with 300 units, focus on the closest 30,000 households and businesses.

3. Use your location to your advantage. Rather than focusing on your logo and phone number, interrupt those passing by your facility with an intriguing and persuasive message. If your city regulations allow you to use 84" X 36" over sized banners, create 12 and change them monthly.

4. Differentiate. Unless you're the only facility in town, you absolutely must separate yourself from your competition through hard or soft innovation. Then, communicate the differences in all of your marketing materials. This is especially important in advertising mediums like the yellow pages where you're placed right next to all of your competitors. This will not only increase rentals but will also cut back price shoppers so you can rent space at higher prices and increase your economic occupancy.

5. Create a proactive referral program. Your customers are your biggest asset and should be raving fans of your service and facility. Make it easy for them to give you referrals by structuring a program that gives incentive to the referrer and the referee. Your customers don't remember your phone number or exact address. If you use referral cards, they can easily hand one to a friend in need of some extra space.

6. If you don't have a clean, professional website, get one. Our society is rapidly becoming accustomed to searching for stuff online.

7. If you have a website, make sure it is optimized on all major search engines so when prospects search for storage in your city, you are there. Your fancy website is no good if nobody can find it.

8. Form alliances. There are many local businesses in your area that have credibility with your prospects and see them at least once per week. Businesses like coffee shops, dry cleaners, salons, restaurants, R.V. & boat dealers, apartment complexes, etc. are all willing to help you if you help them in some way. Forming mutual-beneficial alliances with them is one of the least expensive and most effective ways to increase your occupancy.

9. Be consistent. Your prospect's life is changing daily. You never know when something will set them off to look for storage. Your consistent message and presence to the right crowd will make them choose you when the time is right.

I guarantee you this...

If you focus on, and execute these 9 fundamentals, you will have a more profitable and easier year ahead of you. Make sure that the fundamentals are taken care of FIRST, then worry about tricks and techniques that are interesting to you. 



Derek M. Naylor is the President of Storage Marketing Solutions (SMS). SMS has created, and proven many turn-key marketing solutions for the self-storage industry. For a complimentary marketing strategy session, call SMS at 800.941.4805 or visit http://www.storagemarketingsolutions.com/resources.html to subscribe to their newsletter.
Create Your Own Referral Sales Force Surround yourself with a network of competent professionals and add more value to your client relationships.
Joining referral networks like BNI or local chamber groups can be a great way to help you network and generate referrals. The most powerful way to use this strategy, however, is to grow your own.  Almost any business can benefit from having a group of trusted providers effectively marketing your business like a referral sales force. When you build your own private referral network your business benefits in two very powerful ways: you experience an increase in leads and you have additional resource to bring to your client relationships. In some cases, this second benefit may produce the greatest long-term impact of this approach.  How to build it  The key to building your own referral network is to focus on developing relationships with businesses you can believe in thoroughly. I would suggest that the first consideration should always be - what can this business bring to my client and not what can they bring to me. You might start by identifying the top products and services you know your current clientele need and use.  There are many ways to build a "formal" referral network. Let me explain the idea of formal. To me that means there is an agreement between the parties that explains what each party will do. There is a process where each party educates the other on the best way to refer each other. There are marketing materials of some form that help each business cross promote. Once this basis framework is in place, creativity can come into play in many ways.  The one place I see these efforts trip up is when the focus is on compensation. In other words, if everyone in the group is concerned about keeping score, the group is bound to fail. You must focus on the benefit to your clients, if you do that; the universe will take care of the rest. There will always be members that only want to take; you've got to be ready to move them out of your network.  Let me give you an example  This financial planner created his very own referral and lead network by sending a letter to 10 other professionals that he had worked with and felt comfortable referring business to. This letter informed them that he was creating a unique referral network of 100 of the area's top professional service providers. He invited them to become members and explained that he needed them to recommend 10 others who belonged in this exclusive group.
He then created a resource directory and website that featured all 100 professionals. The entire group promoted the directory and web site and referred business to each other. As a result, other professionals begged to be allowed into the group. The strategy was so powerful that many of network members did no other form of marketing.  Once you put your group together there are many ways to take advantage of power of this new sales force.  Create a blog network  If ten or fifteen related businesses were to get together and create a blog focused on a specific target market, in a specific geographic location, they could easily create a very valuable local resource. With very little effort this blog would rank very highly for local search engines terms related to the blog topics. Even with the mainstream recognition of blogs this is still a wide open opportunity.  Interview each member for a teleseminar series  Host a monthly interview with an expert and feature one of your network members. You can conduct these interviews over the phone and have all the members invite attendees to the teleseminar series. Record each session and you've also created some killer content for other marketing efforts. Keep these calls non sales, high impact, and information rich.  Create co-branded white papers  You should be creating and using white papers in your lead generation efforts anyway, so take those educational pieces to other members of your network and let them start offering them to their clients and prospects. Put their logo on the cover with your logo and you've got an instant hit.  Do endorsed mailings  One of the simplest ways to promote members of your referral network is to mail a letter to your clients endorsing another member's work. If every member of the group were to do this same thing you could experience an instant flood of new business.  Put on a group workshop  Once you have built a strong group you should consider hosting an all day workshop covering the hottest topics of concern to your target market. Each member of the group can present a topic and all parties invite participants. For some groups this could turn into a profit center above and beyond referrals.   Distribute marketing materials and offers  It's pretty simple to create little leave behind marketing pieces so that when the plumber makes a house call he can leave a special offer from the heating and cooling and electrical members of the group.  Bundle each others products and services  In some cases partnering with your referral network can help you make a much more competitive offer. Putting your products and services together with two or three other providers might give your firm the ability to compete with much larger organizations.   With some careful consideration and a little effort you could build a referral network that would rival any sales force. 

The Marketing Relevance Imperative

By Peter DeLegge

NIGEL: You're on ten on your guitar...where can you go from there? Where?

MARTY: I don't know....

NIGEL: Nowhere. Exactly. What we do is if we need that extra...push over the cliff...you know what we do?

MARTY: Put it up to eleven.

NIGEL: Eleven. Exactly. One louder.

-Conversation between filmmaker Marty DiBergi and guitarist Nigel Tufnel, This Is Spinal Tap

In study after study, consumers have stressed that, regardless of the channel, they’d rather not see ads. 

   - A 2004 study by Forrester found that when people watch pre-recorded television shows, they skip an average of 92 percent of the commercials

   - Most Internet users block pop-up ads, screen for adware, and safeguard against spam.

Confronting an ad-averse audience, how have major advertisers and ad agencies responded?  With more unwelcome, and in some cases underhanded, tactics – pandering ads, manipulative word-of-mouth campaigns, contracts that require a publisher to pull their ads if the publication prints a negative editorial about them... 

As marketers, we’re all in the same boat: how do you get heard above the din? Where do you go, what do you do, when the volume’s already at 10? Well, if you have the clout – and believe “He who succeeds shouts the loudest” – you:  

   - Run something shocking at a moment of maximum exposure

   - Try to control (i.e., threaten) the presumably impartial media

   - Claim it’s in all the service of branding

One naturally wonders: “This is how you gain trust?” These advertisers and agencies – what we’ll call legacy marketers – are resorting to tactics that not only ooze desperation but are ethically suspect.

Let’s give legacy marketers their due. They’re struggling to survive as media budgets get butchered. John Wanamaker’s oft-quoted adage about 50 percent of advertising being wasted pales in comparison to what they’re facing.

A recent study found that most of these advertisers don’t measure the impact of their television media budget; instead, they relegate it to a black box called “branding.” CEOs and CFOs aren’t fooled – to them, it’s a rationalization for inadequate measurement (branding as a “get out of jail free” card).

To add to the irony, these marketers aren’t fooling – let alone engaging – the public.

You can spend millions on monologues that swamp your target market, only to be muted by a single consumer voice on the Net. Many marketers fail to realize that they aren’t moving closer to dialoguing with consumers or learning how to thrive in a world where consumers are savvy and empowered, where information can be shared in seconds.

Just visit Amazon.com. Who do you think the consumer’s going to believe? The carefully selected expert on the dust jacket or opinions posted by peers?  Google away – third-party, consumer, and consumer group reviews are a breeze to find.

When brand messages are Tivo’ed, pop-up ads and irrelevant email marketing is tuned out, how do you justify your legacy budget? How does a marketer become more relevant?

Well, first, you don’t make a spectacle of yourself. The kid throwing a tantrum in the grocery store knows this is a way to garner attention. The problem is, it isn’t positive attention. The more shrill advertisers and agencies become, the more they employ aggressive/intrusive/obnoxious techniques, the more they distance consumers.

Under a constant onslaught of advertising, consumers have adapted, evolved. In order to process information, they’ve learned to be more vigilant, more adept in tuning out predatory messages. In short, consumers see a shark fin and steer clear. They have unprecedented access to information and are less likely to swallow what they hear from marketers. 

But marketers can take heart. Consumers and business-to-business targets have shown they will listen – and be receptive – to a truly relevant message delivered at the right place and time.

It's a simple, but true statement, that it's time to really get to know who you're talking to. Stop messaging that screams “Notice me”; choose messaging that means something to your targets. Start connecting with them.

Allocating media budgets based more on old habits and silos than information is part of the problem.

As the internet becomes an increasingly popular media choice and televisions soon get IP addresses, the potential and expectations for marketing relevancy will only increase. . 

There are marketing innovators to look to as models who don’t treat consumers like a cage of white mice.

Google's approach to advertising is an excellent  example. Google methodically creates systems based on relevance. Google knows that, in an age where consumers and business buyers have information so readily at hand, compelling marketing is pertinent marketing. Through being relevant to users searches, page editorial content or personal email content.

Few media outlets and brands have the trust to scan a user’s email for keywords and phrases and deliver back related advertising, but Google does. It speaks louder than words that consumers allow Google to look at their personal emails in order to get more relevant advertising. It is a testimony to that the fact that targets will listen if marketers will only take the time to be relevant.

Few marketers have made strides towards relevancy as assertively as Amazon.com and, to date, it has paid off dearly.

Marketing relevancy takes a lot more effort, but the rewards are in the results.

Brand Blink: Understanding the Mind to get to the Heart of Buying Decisions

By Daryl Travis, CEO, Brandtrust

Malcolm Gladwell enlightens our thinking with his book Blink, a fascinating exploration of how decisions are made in the blink of an eye, before consumers even realize they’re making a decision. He suggests “we think without thinking.”

Gladwell’s effort to share emerging insights into how our brains work is timely. In this decade, we are learning more about how humans think and feel and what drives our behavior than the whole of our discoveries in the time since Sigmund Freud dreamt up the idea of psychoanalysis. This has profound implications for marketing and brand professionals. As it turns out, these developments are revealing just how faulty and inadequate conventional research methods are when it comes to truly understanding consumers.

WHAT’S BEHIND BLINK?

In Blink, Gladwell urges that people make decisions through rapid cognition and a concept known as thin-slicing—the ability of our unconscious to find patterns in situations and behavior based on very narrow slices of experience. More than we realize, we evaluate a situation or a brand and frame our response before we ever consciously think about it. When we thin-slice, we recognize patterns and make snap judgments, we do this process of editing unconsciously. We first see and perceive a color several hundred milliseconds before we can think or say “red light.” Our foot seeks the brake long before we actually think about stopping, that is, if we think about it at all.

As Gladwell warns, “while people are very willing and very good at volunteering information explaining their actions, those explanations, particularly when it comes to the kinds of spontaneous opinions and decisions that arise out of the unconscious, aren’t necessarily correct. Finding out what people think of a rock song sounds as if it should be easy. But the truth is that it isn’t, and the people who run focus groups and opinion polls haven’t always been sensitive to this fact” (Gladwell, 2005, p. 155).

FINDING BLINK

Brains are pattern machines. (Hawkins and Blakeslee, 2004) These patterns make blink moments possible. But, if you are a marketer looking to capitalize on a blink phenomenon, be aware the brain cannot command itself to go into “think blink” mode. Instead, it involuntarily retrieves from memory the feelings that drive blink encounters. Our brain does not remember exactly what it sees, hears or feels. We don’t remember or recall things with complete fidelity—not because the cortex and its neurons are sloppy or error-prone, but because the brain remembers the important relationships in the world, independent of details. (Hawkins, 2004)

The relationships we feel are important in our world are stored as images in our unconscious mind and are linked directly to our emotions. In fact, we don’t really think in words, but more in pictures or images. The brain is elegantly designed to store whole concepts within an image. We store memories as images because they are more meaningful and easier to access quickly and automatically. Emotions are largely responsible for creating these memories and are the key to unlocking the meaning within.

It is critical for marketers to understand the role of emotions in human decision making and behavior. Raised in Western culture, we are well indoctrinated in the forces of logic and reason, but we’ve lost sight of the essential role emotions play in determining human behavior. In fact, all human behavior is driven by emotional input derived from these stored visualizations. There are two systems in the brain. One is for logic and reason. It resides in the neocortex, the outer layer.  The other is found in the limbic system, the emotional part of the brain. The emotional components appear in very discreet, well-identified and interconnected regions of the brain. The interconnection occurs in a handful of brain sites that are collectively known as the limbic system. One site in the system, the amygdala, is the brain region responsible for the subjective experience of the emotion. Another site, the hypothalamus, is responsible for triggering the physiological response of the emotion. The hypothalamus, amygdala, and cortex all feed back on each other in a complex alchemy of emotion and reason to coordinate the appropriate behavioral response. This information is also saved and stored by a third member of the limbic system, the hippocampus. All of these brain regions, from the higher cortex to lower limit systems, converge in a single brain region known as the cingulate cortex.  It is in the cingulate cortex that decisions are made. Reason and emotion commingle and we are able to coordinate our emotional response to direct our actions and thoughts.

One very important scientific aspect of this whole process is that we know the decision making process does not work in the absence of an emotional signal from the limbic system. Left to its own devices, the consciously thinking part of the brain is incapable of making a decision. The implications of this for marketers are inescapable.

FROM THE HEAD TO THE HEART

Revealing patterns in the brain through a methodology called Emotional Research, a psychoanalytic-based technique designed to tap into memories, makes it possible for consumers to access emotions that drive their behaviors. Through directed relaxation and visualization exercises, consumers can recall experiences and reveal underlying emotions that cannot be accessed via conventional research. Visualization is critical to unlocking the emotional drivers. Jim Hawkins, creator of Palm and Handspring and the founder of the Redwood Neuroscience Institute, discussed this in his provocative book, On Intelligence. “The next time you tell a story, step back and consider how you can only relate one aspect of the tale at a time. You cannot tell me everything that happened all at once, no matter how quickly you talk or I listen. You need to finish one part of the story before you can move on to the next. This isn’t only because spoken language is serial; written, oral and visual storytelling all convey a narrative in serial fashion. It is because the story is stored in your head in sequential fashion and can only be recalled in the same sequence. You can’t remember the entire story at once. In fact, it’s almost impossible to think of anything complex that isn’t a series of events or thoughts” (p. 70).

You can easily experience firsthand how Emotional Research works as you read this. Follow these steps as described. First, think about a time and place when you were very relaxed. Close your eyes so you can see it better. In your mind, go to that time and place. Now, scan the scene very slowly from left to right and describe what you are seeing. Notice all the little details. Who is there with you? What time of day is it? What colors do you see? What is the light like? What are you thinking about? What are you feeling?

Now, did you go to the beach or some body of water as we see most of the population do in our research? This is because the desire to be near water is very primal human behavior and a clear indication how this research can powerfully tap into the underlying emotional drivers.

FINDING BRAND BLINK

Emotional Research, like in Brandtrust’s Emotional Inquirysm, reveals the elements that create a brand or a blink experience. The directed visualizations of the experiences that first encoded the emotion in a person’s memory banks are essential. This unlocks the memories, the emotions and the feelings that influence people’s behavior when faced with a similar experience. For the purpose of brand research, imperfect recall is not an issue. We are simply trying to uncover how the subject feels about a particular experience related to the brand because those feelings drive his or her behavior.

We discover the specific things that actually cause an emotional response related to blink or brand experiences. The sound of your mother’s voice, a picture of your grandmother’s house, the memory of the loss of a loved one, the aroma of a favorite food, and thousands of other experiences trigger emotional responses.

We also explore the deeper feelings of the emotion and how they invoke behaviors that make up the landscape of all of our psychological experiences. Revealing these emotional responses, common to most people, provides the insights into what a brand must say and do to succeed.

As a result, we’re confirming brands are about feelings, not facts.  Buying decisions are made on promises that transcend products, and promises are rooted in human emotions.  Quite simply, brands are built on trust. Making and keeping promises builds trust which is among the most basic of human emotions. To impact our company’s bottom line, we need to get in touch with our customers’ emotions.  As marketers, we must have our own blink moments and embrace the reality that branding is about “brain surgery” and psychology. Because how your customers feel about your brand isn’t a casual question.  It is the crucial question.

The Five Deadly Sins of Presentations

By John Brien

     “The film is set in 1933, at the height of the Depression, in Winnipeg…Beer baroness Lady Port-Huntly announces a contest to find the ‘saddest music in the world’ as a way to promote her brew…. The self-styled Beer Queen of the Prairie invites musicians from around the world to compete for the $25,000 prize… She even has a slogan: ‘If you're sad and like beer, I'm your lady.’”

    - Jonathan Rosenbaum Review of The Saddest Music in the World

Okay, so you have to be something of a movie buff to know about The Saddest Music in the World and its director, Guy Maddin. Musicians representing various countries compete to deliver the “saddest” performance, with the winner(s) of each round sliding into a giant vat of beer (if only the contenders in American Idol had it so lucky).

Whereas being the “saddest” is an honor in The Saddest Music, the saddest presentation in the world (with “sad” used in the more colloquial sense, i.e., “pathetic”) isn’t a title to which many care to aspire. You wouldn’t know that, though, from the presentations you see. “Am I mistaken or did that expert merely jot down some ill-formed ideas and transfer them to PowerPoint?”

What makes presenters think they can get away with an anemic effort? Maybe it’s just arrogance – the “I’m a brilliant orator” syndrome. Your every word is spellbinding. All it takes to beguile an audience is a procession of bullet points.

Sorry, Charlie. You’re not in the same league as Demosthenes, Cato, and Bill Clinton.

(I can imagine your mother scolding, “Would you put so little oomph into an interview or a sales call?”) How do those who are gilded-tongue-challenged breathe life into a comatose presentation?  How do you take a seedling of an idea and nurture it into a ravishing garden, rich and unforgettable?

Simple. Steer clear of the Five Deadly Sins:

1. Rely on bullet points.

We’re all agreed – in the worst presentations, the presenter simply reads the bullet points off the screen. The presentation becomes a crutch, a prop to avoid the audience and, God forbid, ad lib. The presenter? He or she may as well be a mannequin: wooden, unsure, inept. And the presentation? No imagination. No desire to draw in the audience.

When you consider all the options available to colorfully convey information, it’s baffling for someone to resort to a clinical, antiseptic report. (My theory: bullet-point proponents inhabit a survival-of-the-fittest world where emotional/evocative = weak.) To transcend the rote and robotic, the presenter can:

¨      Approach the subject from an odd angle – We’ve all sat through movies where you know what the entire film will be about after the first five minutes. We sit through the rest to see if our assumptions are correct (they invariably are). This is the appeal behind horror movies – that they won’t be predictable. The thrill of the unforeseen. Startle me. Frighten me. (But never grab my ankle at the end of Carrie, as someone once did.) Granted, the presentation still has to be cohesive. If it isn’t – if the association with the topic seems arbitrary or far-fetched – expect a frenzy of whispers in the audience: “Did I miss something? What’s the connection?”

¨      Mix it up – Presentations thrive on variety: a couple slides with bullets, a cartoon, another bullet slide, a graphic, a bullet slide, a bar chart, etc. Your goal: keep surprising your audience. Pacing and rhythm are key. It’s easy to add inexpensive photo images and cartoons; resources are close at hand (bookmark gettyimages.com and cartoonbank.com) Why settle for a lecture that makes watching paint dry shine in comparison when, for a few hundred dollars, you can gussy up your presentation so it struts rather than slouches. (For those who balk at spending money, who assert “It’s only a presentation,” I say: “Yeah, and it’s only your reputation. What is that worth?”)

¨      Keep it readable – I suppose the bullet-ridden presentation succeeds on one count: it allows the audience to follow along (with the bouncing ball). The only problem in using graphics is if they’re overly complex or if the text that accompanies them is too tiny to read. Remember Ray Kroc’s admonition to “Keep It Simple, Stupid.” Type should be minimal and large enough to decipher from the back of the room (one exception: bar charts, which may have small labels identifying the bars but should have a readily readable heading)

To spice up presentations, I use a technique I call the “cinematic intro.” This opening sequence – set on automatic advance – establishes the dilemma and tone. For example, I kicked off a presentation on outsourcing with the following slides:

    *  A Short History of Outsourcing

    * 2500 B.C. – Up to 100,000 non-Egyptians used to build the pyramids [image of pyramids]

    * 400 A.D. – Less than 5% of Rome’s soldiers are Italian [bas relief of Roman soldiers in battle]

    * 1664 – The Dutch East India Company operates fleet of 150 merchant ships and trading posts around the world [image of galleon at sea]

    * 1868 – 2,500 Chinese laborers help build the transcontinental railroad [sepia-toned image of locomotive]

    * 2002 – Forrester Research predicts 3.3 million jobs will move offshore by 2015 [image of rows of Chinese workers in assembly plant]

    * The day after tomorrow… will your workplace look like this? [images of empty offices and factories]

    * The day after tomorrow… What will your business be? What will your objectives be? What mission critical skills will you need?

    * Beyond the Horizon – Putting Offshoring in Perspective [title slide]

In the space of several slides, you’ve shown you’ve done your homework (that outsourcing isn’t a new phenomenon, despite all the sensationalistic stories) and you pose the core problem: Will all your work go overseas? How do you decide what stays and what goes?  

2. Make it relentlessly sober.

This Sin goes hand-in-glove with the first one. For some of us, hell is sitting through an endless conference, one soporific presentation after another. Where’s the passion? The wit? The humor?

“Passion? Wit? Humor?” you gasp. “Blasphemy!” No. Marketing. You can subject your audience to the equivalent of a mind-numbing Latin lesson. Or you can have them exclaim, “Wow, a presentation can be entertaining? I’ll have to postpone my nap till I’m back at the hotel.”

Why do presentations all tend to look and sound the same? Presenters feel there’s only one way to make the proper  – objective, measured, staid – impression. They feel a driving need to emulate a dispassionate newscaster (after all, that’s the definition of “professional,” right?). They believe that to use humor would be to lose credibility. That anything less than a poker-face would undercut the seriousness of the subject.

But who said the subject was so serious?

Try this: find a risk-taker in your company (this will be one of the smartest people in the firm, an individual you’d want to ally yourself with anyway). At one company where I worked, this happened to be an attorney who, on the face of it, might seem to be the last person to champion a “wild and crazy” presentation (how often do jovial and innovative come to mind when you think of the legal profession?). This consultant, though, had been through enough interchangeable presentations, and had such an appreciation of marketing, that he longed for something different. 

The result: a presentation titled – “Death by Documents” – that got IRS agents laughing (though, admittedly, that could be one of the signs of the apocalypse).

I’m not saying you have to be a stand-up comic or orchestrate a manic, dazzling lightshow (“Step right up. See graphics that shrink and swell, words that scroll and spin.”). I’m not pushing “All flash, no substance.” I’m not advocating a one-note approach at either end of the spectrum. As Roger Ebert observed in a recent review: “action does not equal interest. Objects endlessly in motion are as repetitive as objects forever at rest.”

Believe me: your audience will remember the presentation imbued with a singular, human voice. Instead of a “Fugue in Four Parts,” many presenters compose “A Precis for Sleep-walkers.” Try a spry cantata. It’ll get your audience on their feet.

3. Showcase the self-evident.

Too many presentations – like too many books, articles, etc. – state the obvious. In most cases, you’re standing before an audience of seasoned professionals. Do you think they carved out time from their busy schedules to listen to trite observations?

I don’t know about you, but I want to watch someone who’s vivacious, wide-read, bursting with ideas. Out of respect for your attendees, have something fresh and insightful to say. (I’ve seen presentations in which people basically summarize findings from a book. Heck, in a fraction of the time I could’ve gleaned as much from the book jacket.)

Discuss the topic in a broader context. Link it to other disciplines. In Metaphorically Selling, Anne Miller refers to “observers and connectors.” Miller describes them as “curious beings who notice and register everything around them all the time. They can see similarities in ostensibly dissimilar things. They can connect seemingly unrelated ideas and concepts to new situations.”

You’re the authority, the thought leader. Put some thought into it. Craft a presentation as unique as you are.

4. Use clashing graphics.

A visually schizophrenic presentation, a mish-mash of styles, can prove grating to your audience. (They could end up paying more attention to the clashing graphics clash than the compelling content.) Maintain a single style throughout – if you’re using black-and-white photos, stick with black-and-white; if you’re using retro images, stick with retro. And, for heaven’s sake, never use clip art.

5. Forget to proofread it.

All the work you put into a presentation can be thrown out the window if there are errors in formatting, grammar, or punctuation. It goes without saying: get someone competent to proofread the thing. The most frequent offenders are inconsistent use of capitalization, commas, and periods (typos are especially embarrassing).

After seeing millions of print and TV ads, your audience is attuned to every nuance. They will register the slightest misstep. And your credibility will crumble like a house of cards.

*****

So, how does all this tie into The Saddest Music in the World? In many ways, Guy Maddin makes silent movies with a skewed vision. In many ways, this is what a good presentation is. Devilish. Diverse. Distinctive. 

And a presentation is a lot like directing a movie. The beauty is that you don’t need a 30-person crew to do it. What you do need is daring, creativity, and intelligence.

Presentations have been straitjacketed for so long, many companies can’t conceive of anything outside the norm. Take comfort: presentations are an area of boundless opportunity. The audience is in the palm of your hand. Get their adrenaline pumping. This is an amusement park ride, a carnival funhouse. Make them shriek. Make them wonder “What’s lurking around the next turn?”

Don’t get me wrong: presentations have a very serious side. With every presentation, you’re in competition – competing for business. Unlike The Saddest Music in the World, you don’t have a single judge but a roomful of them.

As The Saddest Music in the World reaches its conclusion, a conniving impresario bribes the one-legged Lady Port-Huntly with a glass prosthesis. An artificial leg brimming with brewski.

That presentation you’re working on isn’t a walk in the park. It’s your glass leg of beer.

Cross-Promotions Can Create a Passion Bond  with Customers ©

    Kare Anderson

       1. What do your best customers have in common?

          Identify the niche within the niche of your most likely customers. The more specific you get about recognizing their often common traits, the better you'll be at recognizing the most effective partners for a cross-promotion. If your market is women, for example, consider what ages, lifestyle habits, spending patterns, passions, and concerns the women you want to reach have in common. Consider other businesses, professional practices, nonprofit groups, and government agencies that reach your hottest niche markets. For example, what other outlets (food, clothing, gym, hospital women's center, child care, and such) does your niche group of women patronize?

       2. How do your customers relate to your product or service?

          What do they most intensely discuss about your products – good and bad? What features most catch their eye? Are any features especially hard or easy to use? What ultimately triggers customers to buy? Is the purchase a necessity or a source of fun? Consider customers' habits as they relate to your products. What else do they use with your products – or could they use? Do they get to show off or feel competent, magnanimous, or have other positive feelings when using your product? If not, could you make changes in the way your product is designed, sold, promoted, or delivered that would generate a stronger positive feeling?

       3. Beyond your connection with your customer, what matters to them?

          You never really know somebody until you see the choices they make. To learn how to have a strong connection to the kind of people who are most likely to buy from you, see who and what is important to them, and connect through their important connections. Take a close look at your customers and how they lead their lives. Where are their similarities – not just as they relate to your products but as they are similar to each other? How do they live their lives? Where do they pause, rush? What do they skimp on, indulge in? What do they wear, drive, or do? How do they spend their time and money? Who are their friends and heroes? Who do they admire? What most moves them? What most peeves them?

       4. What other companies or public agencies do your customers like?

          Find managers of organizations who have similar values to yours, complementary "products," and a desire to reach the same kinds of people. Who would you like as ally/partners among the owners or managers of these outlets? The "Big Universal Three" all-round best potential allies for targeted local visibility are ones most everybody patronizes: the supermarket, gas station, and bank.

       5. Are your potential partners' reputation & resources at least equal to yours?

          Consider these about you and your partner:

              * Good reputation/credibility for endorsements

              * Combo special offer

              * Meeting space

              * Mailing list;

              * Space on bill statements, receipts, counter tops, in windows

              * Free or reduced price products or services; different '"busy" times

                Consider "piggybacking" on a time of day or event or time of year when your joint promotion can ride an existing interest or need, that is, when customers are passing by on their way home, a popular community event is occurring, or a peculiar holiday happens that could be yours to publicize because of an obscure connection.

       6. What first cross-promotion has the least risk and resource commitment and best chance of success?

          What is the most low-risk / high-profit & fun action with which to start? What smaller, simple cross-promotion could you do with one or two other partners? Consider cross-promoting special sales at the same time in both stores, with incentives for customers to patronize both places (special gift, price reduction.)

          What can you do together that multiplies your individual efforts? To get some easy and low-risk start-up ideas, look over the article on "14 Low-Risk Ideas." After your first successful mutual action, you and your partners will probably get more elaborate and imaginative.

       7. What not-for-profit group's partnership could help you really stand out from your competition -- and do good?

          Involving a government or nonprofit agency in the offer or service further leverages your visibility and ability to serve. Let your customers who own or manage a local business see you as an ally and resource for their business. Display the Pocket Cross-Promotion book along with other positive books on growing small businesses.

          Have a contest for your customers to come up with the best cross-promotion they can create for your store. You could give product awards for "The Most Imaginative Community Cross-Promotions", "The Most New Customers Pocket Cross-Promotions", The Most New Customers Through Loyal Customers Pocket Cross-Promotions'", "The Most Community-Service-Centered Cross-Promotions, "The Most Unlikely Allies Community Cross-Promotions", "The Most Partners in a Community Cross-Promotion." Let your imagination go wild!

10 Tips for Marketing Yourself and Your Business

by Rob Engelman © 2002

    If you are like most independent contractors and/or executives of small businesses, you spend sleepless nights worrying about how you will acquire customers and grow sales. Therefore, marketing your business effectively becomes a critical component to your overall success.

    Even if your company does not have a formal marketing or business plan yet, there are many cost-efficient things you can do to market and promote your company's products and services. Here are 10 simple, tactical ideas to put your marketing efforts on the right track:

       1. Focus on Your Core Competencies

          Know your target market and the value your product or service will bring to them. Focus your sales and marketing efforts towards these groups. Avoid spending time trying to acquire customers you cannot properly serve.

       2. Develop a Clear and Concise Message

          Create a 30 to 60-second statement that clearly explains what you do, for whom, and why your target audience should buy from you. Have this message become your company's mission statement and raison d'être. Practice your message and notice how your target audience reacts to it.

       3. Create Collateral Materials

          Nothing says you are a viable business more than having a company logo, business cards, stationery, brochures, and possibly even a web site. Keep it all simple, and do not order more than a 3-6 month supply of printed materials. Once these pieces are in place, do not be shy about using them.

       4. Join Networking Groups

          Join or form one or two networking groups with individuals you do not know very well. Tell people what you do and who your target market is. Help others by connecting them with potential suppliers or employers. In time, they will return the favor to you.

       5. Network Every Day

          Networking is not limited to groups and networking meetings. Carry your business cards with you at all times and be prepared to talk about your company's mission statement at a moment's notice. Your next hot prospect might be standing behind you at the grocery store.

       6. Leverage Your Current Customers

          Happy customers are your best sales people -- ask them to provide testimonials and/or references for prospects. Consider establishing a customer referral program, and provide free/discounted services or a monetary reward for every customer that they recommend.

       7. Develop Alliance Partners

          Form strategic partnerships with others who sell a complimentary product or service to your target market. These alliances can be as simple as sharing contacts and leads, or they might take on a more formal structure. Either way, the goal is to broaden your reach beyond your own network.

       8. Become an Industry Leader

          People like to buy from subject matter experts. Therefore, look for opportunities to share your skills and talents by writing articles or lecturing on a topic within your area of expertise. Even teaching a night course at the local college or community level will give you additional exposure.

       9. Don't be Afraid to Try

          If you are serious about growth, spend time outside your comfort zone and try new things. Sometimes new ideas will work, and other times they won't. Either way, the process will teach you something new and valuable about yourself and your business.

      10. Brainstorm with Others

          You are in business for yourself, but that does not mean you need to have all the answers yourself. Whether you are a natural born marketer or one that sees marketing concepts as completely foreign, kick around ideas with others whose opinions and values you trust. You never know where your next “big idea” will come from.

    These are just 10 tactical ways in which you can easily market yourself and your business. There are many more ideas that can work as well. Use these approaches as the building blocks to acquire customers and grow sales. However, for the best results, it is recommended that you incorporate your tactical initiatives into an overall marketing or business plan that acts as the compass/guidepost for your company's day-to-day activities.

How to Love Complainers ©

    T. Scott Gross      There are three things you don't know about handling complaints.

    1. Customer usually want less than you think.

    2. Customers who have never had a problem are not as loyal as customer who have had a problem that was successfully resolved.

    3. Customers who take the time to complain want to make things better.

     1. The cheapest way...and best way, to resolve customer complaints is to ask the customer how to set things right. If you have a policy to do whatever it takes to make things right when things go wrong, simply asking the customer what it is that would make things right yields surprising results. They ask for less than you would have settled for after a negotiation.

     2. Customers who have never had a problem are not as loyal as customers who have had a problem that was successfully resolved. Did you get that? Read it again to be sure! This is so powerful that it's almost worth screwing things up just so you can fix them!

     Think about it. If you always deliver on your service promise, how will the customer know that you are not just consistent? How would the customer discover that more than consistent, you are insistent that the customer's needs be fully and fairly met? You have to have a screw up so you can fix it, demonstrating your sincerity about delivering a quality product and service.

     The tough question is, "If this is so obvious, why are so many customer complaints so poorly handled?

     The answer is fear. Fear that the customer is trying to rip you off. Fear that someone will have to take the blame and that someone might be you.

     Employees often think that their job is to protect the company from the customer. Plus, they often believe that complaints are a sign of failure rather than an opportunity to grow. And none of this will change unless it is both communicated and demonstrated by top management. Who would risk stepping out of the box to resolve a customer complaint if they thought that doing so would get them zapped?

     POS Point: The least expensive way to resolve a complaint is to apologize and ask the customer what would make things right.

          Four Steps to Service Recovery

     Establish rapport. Let the customer know up front that you are on their side. This is more than an apology but that's a start.

     Discover the Problem. Ask them to describe the problem exactly - just listen.

     Offer a complete solution. Ask the customer what they think is right. Agree and up the ante to prove that you are serious.

     Cement the relationship. Apologize again and tell what will be done to prevent a reoccurrence.

     If you need a simpler rule for complaints, let it be this: Do whatever it takes to make things right when things go wrong - no matter what.

     3. A customer with a complaint is asking you to help them remain a customer. Complainers are your most loyal customers. They want to continue to do business with you. If they didn't, they would walk across the street and be done with you. Customers who complain are giving you a chance to set things right. Don't blow it.

     Complaints are opportunities that you probably haven't seen. If you saw them and failed to act, you don't deserve to have customers who are nice enough to volunteer their help. Hey! It's a pain in the yaha to go to the manager and register a complaint.

     What if the manager treats you rudely? What if the manager's idea of fixing a complaint is climbing someone's clock? What if you complain and from then on the staff treats you like dirt? Nope, the easiest way out is out. Just leave. Don't rock the boat and be sure to tell everyone you know about how badly you were treated.

     No, complainers are friends. Just try to keep your list of this kind of friend as short as posible

WHAT

is a Cross Promotion? ©

    Kare Anderson

          "Walk Your Talk" is when two or more groups (businesses, government agencies, or nonprofit agencies) with shared values and markets act together to reach their shared markets more memorably, efficiently, frequently, and credibly. They "walk their talk" by thinking about the customer first, rather than the product, and looking for other ways the customer would gain convenience, savings, awareness, or other benefits through the joint efforts of multiple vendors reaching out to them. 

    WHY

    Cross-Promote? The Benefits.

       1. You stand out

          You can provide more credible, valuable, and eye-catching offers through your partner in ways and places where your competition isn't even in sight. For example, to reach professional women, cross-promotional partners distributed "Tips - Plus - Offer" flyers from each other. The Lexus dealer put the flyers in their windows and car seats. The upscale health spa, investment advisor, and medical clinic included them in their mailings and on their counters. The dry cleaner placed them on hangers, and the cellular phone agent put them in the new phone boxes.

          Their cross-promotion also stood out by matching their targeted customers' values, lifestyles, needs, or other commonality. For example, many of these professional women respond best to signs of respect -- especially where they don't always expect to get it (car dealer), thoughtful attention (doctor's office), and convenience (dry cleaner).

       2. You reach more customers with less time and money

          Partners' cross-promotions can be tied to their market's special need (left-handed, pregnant, promoted, or pressed for time), value (vegetarian, non-smoker or "only the best"), lifestyle (heavy traveler, gourmet cook, or avid shopper), job (night worker, doctor, or salesperson), time of day activity (morning coffee, Saturday errands, or dinner), time of year (school's out, Thanksgiving, or biggest local festival), time of life (divorce, graduation, or birthday) or even preoccupation (dieter, article clipper, or procrastinator).

       3. You save money

          You save money by sharing expenses/resources with partner(s). Split costs of a common "offer" or promotion card, or trade free gifts of your services with products of your partners -- to offer each others' customers.

       4. You reach more people

          You reach more potential guests by working with partners who are reaching the same kinds of people, but they may not be your customers yet.

       5. You reach people more frequently

          You reach people more often because your exposure at least doubles with just one partner -- your cross-promotion appears in front of both customer bases.

       6. You stand out

          You gain memorability because your promotions are more unique and eye-catching than the usual advertisement or public relations.

       7. You build credibility

          You gain credibility as your partner(s) tout your services or products.

       8. You stabilize cash flow

          You and your partner(s) can help each other through "slow times" and leverage opportunities during "busy times."

       9. You make news

          You become more newsworthy when you carry out unusual cross-promotions, especially with unlikely partners or nonprofit and/or government partners.

      10. You generate more reasons to buy -- and buy more

          You offer your customers more reasons to buy and more reasons to visit more frequently, when you involve ideas and resources from partner(s).

      11. You improve support of community causes

          You are more efficient when you collaborate with the right partners.

      12. You have fun

          You can have fun trying new ideas with new partners -- and see the positive results as intrigued customers are attracted to your business or public agency, with more reasons to buy. 

    HOW

    to Take the Right Steps to Cross-Promoting.

       1. Target your specific market

          Pick a niche market you want to reach better, more, differently, memorably, or credibly (for example, frequent business travelers, entrepreneurs, new parents, Human Relations managers seeking gifts for promoted employees, outdoor enthusiasts). Consider beginning with entrepreneurs and "Walk Your Talk" to reach out to them.

       2. Who's on your common ground?

          Brainstorm to consider other owners / managers who also want to reach your "mutual market."

          Other than your niche market, the universally most helpful partners -- the "Most Valuable Cross-Promotional Players (MVPs)" -- are the three main kinds of businesses most people visit at least once a month: banks (waiting areas, bill stuffers, window space, and a need to differentiate their service), supermarkets (window, check - out counters, grocery bag space), and gas stations (plexiglass flyer rack on gas pump).

       3. Start safely and successfully

          Choose a "quick-start," low-risk first action to propose to a potential cross-promotional partner.

       4. Jump start

          Propose a "Jump Start" action from the article on "14 Low-Risk Ideas." Propose partnership to someone you know already or who has a very strong mutual interest in the same market. Demonstrate goodwill and commitment to partnering by making the first cross-promotional action even more beneficial to your partner than to you.

       5. One plus one plus one can equal five

          When you gain agreement with your partner to carry out your first action, ask your new partner to consider approaching a third partner to join you. With the right third partner, you increase the credibility, quality, and quantity of your visibility -- and lower each partner's costs.

       6. Get concrete

          Be very specific with your partners about what each of you will contribute (including time, money, products or services, employees' participation, store space) and how you will benefit. Then write a simple agreement for all partners to read and approve.

       7. Just do it!

          Carry out your first cross-promotional action with as much forethought, care, and fun as you might any newly valued venture or friendship -- which it might be.

       8. Plentiful praise

          Thank your partner(s), employees, guests, vendors, and any others who even remotely helped to make the action happen. Also, praise them to each other.

       9. De-brief immediately

          Immediately after the action, compare notes about the level of success, needed improvements, and -- if considered mutually successful -- the next cross-promotional action on which to embark.

Moving Up to More Elaborate – and Successful – Cross-Promotions ©

    Kare AndersonCross Promotion #1:

    Co-produce special promotions you could not afford by yourself. Hire local community college broadcasting / cable-tv students to produce a "how to use" video and/or audio tape that involves products and services from you and your partner. Show the video on an eye-level tv monitor in your outlets where people have to wait or in the window for 24-hour viewing. Or play the audio tape portion as background.

    Example: An enterprising advertising agency, local quick copy printer, and video production house get priceless visibility for cross-promoting with others to co-produce an educational audio/video/book package that prominently displays their company names: "Thirty Ways Smart People Make Their Homes More Safe." The package is widely displayed and distributed to their partners' customers: a hardware store, home security company, police department, real estate firm, home contractor, electrician, and school district.

    Cross Promotion #2:

    Display combined usage of partners' products in your outlet and ask your partners to do the same.

    Example: A "Valentine Love Food" display appears in all partners' outlets a month before Valentine's Day. Partners -- a cooking school, kitchenware shop, florist, card shop, restaurant, and supermarket -- all display the makings for a romantic dinner menu that is served on Valentine's Day at the partner restaurant.

    The partners' displays are created by a local theater set designer who designed the current play for which the customers of the partner's outlets can receive a reduced price ticket when they buy the restaurant meal or displayed products from the participating partners.

    At the restaurant on Valentine's Day, a local newlywed couple (winners of the partners' "Valentine Love Food" drawing) and the local couple who proved they've been married the longest joined the local newspaper's food critic at the center table for the featured meal, free to them.

    Cross Promotion #3:

    Have a contest, with the prizes contributed by your partners. For the next contest, roles change, and you contribute your product or service as a prize for a partner's contest.

    Example: For two weeks a dry cleaner places tags on all their customers' hangers that have fashion tips and are numbered tickets for a contest to win gifts from the partners' clothing stores. When the dry cleaners' customers make any purchase from the stores, they show their hanger card to see if it matches a number on the "winning numbers" card created by all the partners at the beginning of the contest. Vary this cross-promotion by asking partners to have a card of winning numbers for the customers of the other partners to match for prizes.

    Cross Promotion #4:

    Give customers a free product or service from a participating partner when they buy something that month from all of the partners listed in an ad or on a promotional postcard.

    Example: Participating pediatrician practices, child care centers, and children's clothing and toy stores all display a "Love Means Being Prepared" child-designed poster describing the recommended contents for a home medicine cabinet for families with young children.

    Cross Promotion #5:

    Cross-promote by literally getting closer, sharing space.

    Examples: A store or franchise leases space within another establishment, agrees on side-by-side sites, or actually sells both kinds of products on site (Noah's Bagels sells Starbucks Coffee). A restaurant or fast food operation leases space within a hospital or motel (Pizza Hut in Days Inn). Kinko's leases space in certain hotels. Popeye's Chicken & Biscuits in a Kroger supermarket increases traffic for both the guest and host company. A post office leases space within a supermarket.

    An accessories store leases space within or next to a clothing store, and they are joined by internal doors. A stadium leases space to a concession operator. The less traditional cross-promotions are just starting.

    A campus leases space to a travel agency. Some franchises are co-branding with complementary services such as Copy, Pack & Ship.

    An enterprising advertising agency, local quick-copy printer, and video production house get priceless visibility for cross-promoting with others to co-produce an educational audio/video/book package that will prominently display their company names: "Thirty Ways Smart People Make Their Home More Safe." The package is widely displayed and distributed to their partners' customers: a hardware store, home security company, police department, real estate firm, home contractor, electrician, and school district.

