Contents at a Glance

JOEFOAUCEION «eeeeaeeeaaeeeeeeeeeennnaaaaeeeeeeeennnnnsaseeeeeeennnnnaes |

Part I: Getting Your Marketing Bearings ...............ce.. T

Chapter 1: Framing the Marketing Process ........ccccccocueviiviriiiiiiiiinnienenicsiesieseeseene 9
Chapter 2: All about CUSTOMIEYS........cccuiriirieriirieeriieneesee et estessaesaeseesseesseesseessees 19
Chapter 3: Seeing Your Product through Your Customers’ Eyes........c.ccccoeeveeneenee 35
Chapter 4: Sizing Up Competitors and Staking Out Market Share.......cccccvvvvvennnne 53
Chapter 5: Setting Your Goals, Objectives, Strategies, and-Ludgets ........ccceeveueenen. 63

Part 1I: Laying the Foundation for Mecsketing Success ... 75

Chapter 6: Taking Stock of Your Business Image . ... ..icccccccvvirvencieniienienieneceennn 77
Chapter 7: Forging Your Brand..........cccoceeeeeeic i ittt 91
Chapter 8: Creating Marketing Communicati©.ns That Work..........ccccceevevverieenennnne. 107
Chapter 9: Hiring Help When You Need 11 .. ......ccooiiiiniiiiniiiiinieeieceestenteseeieee 125
Part 11I: Marketing in a Screen-Connected World ....... 139
Chapter 10: Establishing an Oniiine PYESENCE ........ccceerieviercieriiieienieeiesieseeseenieenne 141
Chapter 11: Getting Interactive with Social Media .........cocceevevevinenininieceeee, 159
Chapter 12: Packaging Ycuir Message for Blogs and Other Online Channels ........ 179

Part IV: Gettina the Word Out with Ads,
Mailers, Prerizotions, and Publicity................cccceeeeeee.. 193

Chapter 13: Creating and Placing Print and Outdoor Ads.........ccccecevieienienieniennenne. 195
Chapter 14: Broadcasting Your Message on Radio, TV, and Online........................ 213
Chapter 15: Snail-Mailing and E-Mailing Your Customers Directly ......................... 227
Chapter 16: Brochures, Promotions, Trade Shows, and More ..........cccccceecveveennenne 245
Chapter 17: Public Relations and PUBLICIty ........ccccooveririniniieiceeeeee, 265

Part U: Winning and Keeping Customers.................... 281

Chapter 18: Making Impressions through Networking and Presentations............. 283
Chapter 19: Making the Sale..........ccoceviiviririeieieieereeeeeee e 295
Chapter 20: Enhancing Customer Service and Developing Loyalty...........cccceeeuenne 307



Part Ul: The Part of Tens.........ccccceeececeeeccceececaceeeaeee 323

Chapter 21: Ten Questions to Answer before Choosing a Business Name............ 325
Chapter 22: Ten Ways to Attract People to Your Business Online..............ccc....... 329
Chapter 23: Ten Steps to a Great Marketing Plan...........coccoceievininnniinincneene. 335

Appendix: About the CD .............euuueeeeeeeeeeeeeeeeeeaeaaee 341

TRAK «....ceeaanaaaaaaaaeeeeeeaaaceaaaneeeeeeeeeceaaacnceneececsacees 389



Table of Contents

JOEPOAUCEION a..eeeeeeeeeeeenaaaeaeeeeeeeennnnnseaeeeeeeesnnnnsaseeees ]

AbOUt This BOOK .....ccuiiiiiiiiieiteiteieeece ettt 2
What You're Not t0 Read........ccooeivieriiiniiiniinienieictceeeceeeee e 2
Foolish ASSUMPLIONS........ccciiiiiieiiceeceeeee e 3
How This Book Is Organized ............cccoecveeiieieeieeieeeieeieeee e 3
Part I: Getting Your Marketing Bearings ..........cccccooveviriiiinnnenencnne. 3
Part II: Laying the Foundation for Marketing Success....................... 4
Part IIl: Marketing in a Screen-Connected World..........cccoeeeerenerennnene. 4

Part IV: Getting the Word Out with Ads,
Mailers, Promotions, and Publicity........ it 4
Part V: Winning and Keeping CUStOMeyS. .....cccvevveeeecieecieeieereeieeeen, 5
Part VI: The Part of Tens........ccccccoilcoiiii ittt 5
Icons Used in This BOOK .......ccviiiiiiiiet ittt 5
Where to Go from Here................. oL oe L eeerteiteneereetee e saesreesseesbeesaeesaaeneans 6

Part I: Getting Vour Marke:ing Bearings.............cccceeeeee 7

Chapter 1: Framing the Marketing Process........................ 9
Seeing the Big PiCTUYE ....ooiiiiiie e 10
Following the marketing wheel of fortune..........cccccecvvvvieiecnennnnnne. 10
Understending the relationship between marketing and sales ..... 12
Jump-Starting Your Marketing Program..........ccccceevvrviervencienniennienceneennen. 13
Marketing a start-up business........ooceeveevierrieinenienienieneseeseeeee e 13

CrOwing your DUSINESS .......cccceviiiieeiieiieieeeeeee e 14

Scaling your marketing to meet your goal...........ccccecevevinenennennnne 14

How Small Business Marketing Is Different............ccccoeeeeeviinviincieneeneennen. 15
Dollar diffErences..........coeeveiiieniiininieeee e 15

Staffing diffErences ..........ccocvevieveiieieieeeee s 15

Creative differences........ccoceoevevirieieienencnereeececceseee e 16

Strategic differences.........ccooeeeieciieiiecieceeee e 16

The small business marketing advantage...........ccccecoeveevriiennnennen. 16

Making Marketing Your Key to SUCCESS .......cccecveevieeiecieeieeieceeeeeeenn 17
Chapter 2: All about Customers......................ccoooinannt. 19
Anatomy of @ CUSTOMEY ........cccueeviieiieeiieieeieceeeect ettt 20
Collecting customer information..........ccccceeveeveeveeciensiensiencienieseene, 20
Geographics: Locating your market areas..........ccccceevvervvervveneennenne. 24
Demographics: Collecting customer data.........ccccecceeveerviervieneeneenne. 25

Psychographics: Customer buying behaviors ...........cccocevvevniennns 27



X

Small Business Marketing Kit For Dummies, 3rd Edition

Determining Which Customers Buy What..........ccccccoevieieecincinieceeeee, 29
Viewing your sales by market segment ...........cccccceevvevvenieneesiennenns 29
Matching customers with distribution channels............................ 31
Catering to screen-connected CUStOMEYS........cccceecverierierreneeneenne 33

FOTINIS ..ottt 34

Chapter 3: Seeing Your Product through Your Customers’ Eyes. . ... 35

Getting to Know Your Product ..........cccceeveeviiiiiiniiinniinieniiniencceeceeeeen 35
When service is your product.........ccceeceeveervienienieenieeneeneenesrieseens 36
Your product is what Google says it iS........cccecueeceeeiesiesieseecieenn, 38

Illogical, Irrational, and Real Reasons People Buy What You Sell........... 38

Buying Decisions: Rarely about Price, Always about Value..................... 39
Calculating the value formula ...........ccceiiiriinennincineeeeeeeeee 40
Riding the price/value teeter-totter.............. ... N eoreeereenensreessessreesnes 41
Evaluating your pricing...........cocceeverviervcens 200 et 42
RAISING PYICES ..ooeeiiiiieeieeeeeeeeeeees e e 43
Presenting PriCes .......oociiiinieiieci s et et 43

The Care and Feeding of a Product Line ......c.....cccocovvvieeienciincicieeiecee, 44
Enhancing the appeal of existing products.........cccevercirvieniennnne. 45
Raising a healthy product..;.....ciiooveeveniiiniiieeccceeeeeeee 46
Developing new Products (... i rierrieneerieneeseeeeieeee e 47
Managing your product 2fi2rings ........cccceeeveviieeciieecieeceeeeeeeee, 49

FOTINS ..t 0 ettt s st 51

Chapter 4: Sizing Up Competitors and Staking Out Market Share . . .53

Playing the Compatitive Field .........ccocoviienininiiieeeeeeeeeeeeeen 53
Speaking the language of competition ..........cccceevveveeviiniiniieciennenne, 54
Knowing what you’re up against..........cccceeveeieeeveeeenieneneeeeeeeenens 55
Understanding how to compete.........oocooevevienieniinennininieeieneee, 56

Winning Your Share of the Market .........ccocvvvieveviniininceeeeceeeeeeenn 56
Defining your direct competition.........c.cccceeveeieenieceececcieeeieeee, 56
Moving up the competitive ladder ............coeeeeeercinciiiiieiecieene 58

Calculating Your Market Share...........ccoeeueeiecieiieniiccceeeeeese e, 59
Sizing up your target market........c.cccceevverciiniiiniinienieeeee 59
Doing the Math.......ccocieieieieiecceeeceeee e 59

Increasing Your Market Share ........ccccocevieniininniinniinnienenceieeeeneeeeeen 61

FOYINIS ..ottt s 62

Chapter 5: Setting Your Goals, Objectives,

Strategies,andBudgets ....................ooi i 63
Where Are You Going, ANYWaY? ......ccccevvierieriieniinieniienieenieeseestessessesseennes 64

The “ViSion” thiNg ......cccecieiiieiieiiceceeeeeee e 64

Your statement Of PUIPOSE........ccoccuieciiecieeieeieeieceece et 65

SUCCESS STOTIES.....uviiiieriiiieieeie ettt et eetae e e esaae e ennes 65



Table of Contents

Defining Goals and Objectives SIMPLY .......cccceevvevieeviiecieecieeieeieceeeeeeeeeen 66
Setting goals and ObJectiVes.........ccceeceevieiiereninieeeeeeeceeeene 67
Planning Strategi€s ........cccooveveeriiriiieieeieceeseeeeseee e 68
Putting goals, objectives, and strategies into action ...................... 68
Following the fail-safe planning sequence............ccccccevvvervierrennnne. 70

Budgeting to Reach Your Goals.........cccccooieniiniiiinninniniecienieeeceeeen 70
Realistic talk about small business marketing budgets.................. 71
How much should you be spending? ..........cccoceevieiienenenenenenieene 71

FOTINS ..ttt s st 74

Part 1I: Laying the Foundation for Marketing Success ... 75

Chapter 6: Taking Stock of Your BusinessImage .. ............... 71
Making First IMpressions ..........ccceeceeeiieiciienecs b et 77
Encountering your business through ornlizie searches................... 79
Arriving at your website ................. At creeertententee et esreesseessesaeas 80
Managing e-mail impressions ....civ i 81
Arriving by telephone..............lc i 82
Approaching your business {1i person.......c.ccoecveveeveeneeneenenseenneenns 84
Auditing the Impressions Your :1usiness Makes ........cccccvvevieeeieeeieeennenn. 87
Surveying your marketii g materials and communications............ 88
Creating an impress on iNVENTOrY ........ccccvevieveerieecieeieeieeeeeee e 89
Improving the impressions you're making..........cccceeeverviervveneennenne. 90
FOTINIS .. ettt 90
Chapter 7: Forging YourBrand. ..........................ooaaL. 91
What Brands Are and DO .......ccooeeiiiiiiniiniinietctceeece e 91
Unlocking the power and value of a brand...........ccccocevvinvieniennnne. 92
Tiuning the balance online..........ccocoveviienciieecieeceeeee e, 93
Buildinig a Powerful Brand...........ccccocoeviiiiiiienieececeeeeee e 93
Being consistent to power your brand ...........ccoeceeeeviieciinnieeiennnenne. 95
Taking six brand-management Steps.........ccccoevveveereeciersieesienceeneenne 95
Your Market Position: The Birthplace of Your Brand .............................. 97
Seeing how positioning happens ..........ccoccovveviiniiiennensennenieneee 97
Determining your positioning strategy..........ccccecoeeeiirciieiieesneennen. 98
Conveying Your Position and Brand through Taglines............ccceceeenee. 99
Balancing Personal and Business Brands .........ccccccoeceeviiiniiinniienicennen. 101
Maintaining and Protecting Your Brand...........ccccoeevvieniiiniiiniiencieneenenns 102
Staying consistent with your brand
message and creative strategy .......coccoceeveeveivenieniensienienienens 102
Controlling your brand presentation...........cccceeeevieecieecieecieeeennnnn, 104

| 03 31 4 1< 0TSSR 106

xi



Xii Small Business Marketing Kit For Dummies, 3rd Edition

Chapter 8: Creating Marketing Communications That Work. . ..... 107
Starting with Good ODbJeCtiVes ......c.ccceviiriiiierieeeecee e 108
Defining what you want to accomplish.........cccceeveeviieiiniiniienciennnnn. 108
Putting creative directions in writing..........ccceceevveevervirvinvenciennnn. 109
Developing Effective Marketing Communications ..........ccccecevvieneenenns 114
Steering the creative process toward a “big idea” ........................ 115
BrainStorming..........cocveiiienieiiecieeie ettt ae e 116
Following simple advertising rules..........cccccoovievriiiinieinnienneenieenne 117
Making Media Selections ..........ccocveiieniienieeiiieieeiecieereeee st 118
Selecting from the media menu .........ccccoecvevierienienienienieeieeieene 118
Deciding which media vehicles to use and when............c........... 119

The Making of a Mass Media Schedule...........cccccooevievieecieeciieiicieeieeene 121
Balancing reach and frequUency..........ccceecveveeeeeneeceecieecieeieeieeenn 121
Timing YOUT ads .....ccceocveviieriieiiieiieciecieeieeees s tieesie e eveeveeae e 123
Evaluating Your Efforts........ccccoeivveeceniiniiniens i 123
FOTINS ..ot ettt st 124
Chapter 9: Hiring Help When YouNeed I¢. . ..................... 125
Reaching Out to Marketing Pros.......cc. oo 125
When to bring in marketing e xperts.......cccoevvvvienieniinieneeneeene, 126

Who to call for help............ O 126
What kind of expertis= T Ilire. ...ocooevieieieieeeeeceeeeee e 127
Choosing and Working with an Agency ........ccccceeeevveeiieeciencieneeceeeeeneenne 128
Requesting agency proposals .......oceeceecieeniienieenieccieeieeieeeeeeeeeenn 129
INterviewing a82nCi@S .uiuiiiiiieieeiieieetet e 130
Preparing the client-agency agreement ...........cooceeveevervieniieneennnen. 131
UndersteinQilig agency fEeS.......oooviiriiieiireiieeieeeee e 132
Working with your agency........cccceeveeceeieeciisieseeseeseeseese e 133
Hiring Help tor Website Creation ..........coceeveeeecieeiiieieciecieceeeeeeeeeene 134
LOoking fOr NeIP c.ceveveeiiieee e 134
Cetting clear about your needs.........ccccecveveeverniervienieniienieneeneens 135
Interviewing website designers..........ccceceevienieneenenseniensienienens 136
Finalizing your ChoiCe ..........cccviiiiieeiieeee e 137
Handing off the content ..........cccccocviiievieeienieceeeeceeeeeeeeee e 138
FOYINS ..ttt bttt st 138

Part I11: Marketing in a Screen-Connected World........ 139

Chapter 10: Establishing an Online Presence.................... 14
Pulling People to Your Business Online ............ccccooveveevieecieeeeseeseenneens 141
Setting Your Goals for Online Visibility.......cccccccovevienenininiiieneceene 143
Claiming Your Online Identity.........cccccovevievieiiiniieeieciecieceeeee e 143

Registering for a domain Name ............ccoceeveerieerieecieeciencienieneeenens 144
Reserving your social media user name..........ccocceeeeviervierienuennnen. 145
Establishing Your Online Home Base ..........ccocovirvinieniiniiniinienceeene 146
WeDbsSite DASICS ....oeoveiiiiriiieicicceeec e 147

(000) o1 Vel B3 1 (Y- TT R RTRN 147



Table of Contents

Brochure Sites .......c.coceviiiiiininiiecceccccecece e 148
SUPPOTIT SIEES ..eouieiiiiiieieeee ettt 148
Lead-generating Sites........ccceveeviieiiiicieeiieeieseeseeseese e eae e 148
Mobile WEDSIES ......coeeiiiiiiiiririeeeeeeeee e 148
E-COMMETCE SILES.....ceiuiiiieiiiiieieec e 150
BUilding YOUT Site......ccoccveieieieiieeeeeeeeee ettt 151
Cracking the site-building code .........cccooveiieiieciecieiceeece, 151
Incorporating attributes of a good site.........ccceeeeveeciieciiecieeiennn. 152
Optimizing your site for search engines.........ccccccecveviircreecreccvennnnn. 154
Evaluating the strength of your site.........ccccccvevvevieeicenceevenecene 155
Promoting your Sit€........ccccvveeiecierienienisieeeteee e 156
Advertising ONlNe.........cccccveiriirierireeeeeere e 157
Banner ads .....c.coeerierieinieieirenieteeeee et 157
Pay per click (PPC) ads .....cccooeeirieieieiineeee s it 157
FOYMS ..ot N eeeeneneeneereneeneesenes 158
Chapter 11: Getting Interactive with Social Mcdia............... 159
Benefiting from Social Media Activity.........ciciirieiieiecieeececeeeeeee 160
Getting Started in Four Necessary Steps .....cocivcivcieeciencienienieneeneeseene 160
1. Define your objectiVves. ..o loccciininiiniinieiieeeceeieseee e 160
2. Choose the name you’ll use across all social media networks ... 161
3. Develop your social mecia introduction ...........ccccceeeeiveecieeenenne 162
4. Set up an online horae base........ccooevieirieniereeeeeeee 163
Diving into Social Media ..o cuiiiiiieeieciecieceeeeie e 163
FaCEDOOK ......co i st 164
TWIHEET e ettt 166
LinkedIn... oottt 168
Q0707 =4 (SRS SRP 169
PINE@EAST. it 169
Locatign-based and check-in sites.........cccooeviiniineniinninncnncnen. 170
Rating and review SIteS .......ocvvviirierienieiieneee e 171
Annouricing Your Social Media Debut ...........cccccoovivniiniininniniiiieniene. 173
Keeping Your Social Media Efforts Active and Engaging..............c........ 174
Sharing CONtENT.........cccveviieiieceeeeeeeeee e 174
Becoming a content conduit ..........coceeveeiiiiiiniininineeee 175
Getting conversational...........cccceeiereenienienieneeeee e 176
Keeping an Eye on How You're Doing.........ccoeceeviviiieneeciencienienieseeneenne 176
Monitoring your social media mentions..........cccceccevciervierienceennnen. 176
Measuring your social media effectiveness.........ccccoccevvervienennneen. 177
FOYINIS .ttt s 178
Chapter 12: Packaging Your Message for
Blogs and Other Online Channels.............................. 179
Joining the 200-Million Blog Contingent ..........cccccovevveriieniienieniienienenne 180
WHO DIOZS? ..ottt 180
WY DLOZ? ..ottt 180
Launching @ BIOg .......ooviiieiiiiiieieciectecteseestee et 181
Getting Started ......ccoecveeieeiinierieeeeeece e 182

Committing to @ BlOZ.....c.cocveviiriiiiieeceeeeecee e 183

XI



Xi(/ Small Business Marketing Kit For Dummies, 3rd Edition

Crafting your blog-post approach ...........ccccceeeeeviiecieciecieeiecieen, 185
Using blog posts as the backbone of your
online content-distribution strategy.........ccccceeveeververvieeviencnennnnne 187
Adding video to blog POStS......ccccevviirriirieriieieeieceeeee e 188
Cross-Promoting Off-line and Online Content..........c.cccecevviinieniencenennns 189
Turning news into content .........ccccocevvierienienieneeneneeeeeeeeenn 190
Giving long life to presentations...........cccceoievieecieeceececcieeeeeeen, 190
FOYIIIS ..ottt sttt e e te e te et e et e ssbessaessneseanes 191

Part IU: Getting the Word Out with Ads,
Mailers, Promotions, and Publicity ............................ 193

Chapter 13: Creating and Placing Print and Outdsur Ads........... 195
Writing and Designing YOUr AdS..........cocveveeefoniiteneeneeseesieeieecveenesenens 196
Packing power into headlines ...........ioiieicncninniecencee 196
Writing convincing copy.......ceceeoifois R+ veenreennesaneseassesssensrensreasneens 198
Making design decCiSions ........... ot 199
Translating ad production ter lumology .......................................... 201
Making Sense of Print Media Rates ........ccoooeviviiieiiniiceeeeee 202
Placing Newspaper AdS .........llooioeeieeiecieeeeeeie e te et eesae e 203
Scheduling your placements ......cocvecvevvieeiienieneeneeneeeeeeeeeeeeeenn 204
Using small-budget, zmall-size ads ........ccccoeceerieneenenninninienieneen, 204
Requesting your a<! placement ..........ccccecevveevieveninicncninnenenenene 205
Finding value in tiie classified section .........ccccoeeevvevieeeciiencenenene 206
Placing Magazine AGS.......cecueecieeciieiieeieciesieeeeesieesieesteesseeaesaesseesaesasesseenes 206
Selecting MidZAZINES......ccvevieriieriieiicieeteeeeee ettt aeeaeseee s 207
Scheduling placemeENnts .........cccecvevriiriieriienienieneeneee e 207
Consideying Yellow Pages, Directories,
and Tuerr Digital Alternatives ........cooceeveeveevieniiinienieneneceesceeeeee 209
Creating and placing print directory ads........cccccceeeieevericeeenneennns 210
Getting found in online directories..........c.ccoceverineneninneneneene. 211
Using Billboards and Out-of-Home AdS .........ccceeeeviieiieecieniieeiecieeeeneene 211
Chapter 14: Broadcasting Your Message
onRadio, TV,and Online..................cooiiiiiiiiinnn. 213
A Guide to Buying Airtime.........ccooceviririieieneneeeeeeeeeeee e 214
Knowing some station and ad-buying terminology....................... 214
Achieving broadcast reach, frequency, and rating points............ 216
Bartering for airtime.........c.cooeeveeviiniiiniienieeeeccee e 218
Broadcast Ad GUIAElNES .........cocuevierieniinieniiieeeceeeeeesee et 219
Establishing your own broadcast identity...........cccoceeeeivencennnen. 219
WItING YOUT Ad .....oieiiiiiiieiieeeieeeeeee ettt 219
Turning your script over to the producers.........cccccecveeieecveeeennnn. 220
Producing Radio AdS........ccceeviiriiriieniinieciesteeeieeieeveere et 221
Producing TV AdS......cccuoveeiiiiiiriinieetestestestee ettt st saeesae e 222
Hiring professionals.........ccccoveeviniiiiieniienienientceccseeeee e 223

Airing preproduced manufacturer ads ..........cocceeceeveinirnenncnneennee. 223



Table of Contents

Considering Infomercials.............ccveeiieiieiieciciececeeeeee e 224
Logging In 10 WebINars ..........coocieieeiiiieciecteeceeeeee et 225
FOYIIIS ..ottt ettt ettt e b e e te e b e e e e e st e s e esaneseenes 226

Chapter 15: Snail-Mailing and E-Mailing Your Customers Directly . .. .227

Using One-to-One Marketing .........cccccceecievienieneenieenieeneeie e eee e seeseeenes 228
Direct Sales: Do-lt-Yourself Distribution.........cc.cocceoevenincniniincncncnenne 228
Marketing with Direct Mailers ...........ccoceveeviniiiniiniinienieneeeeseeeeeee 230
Setting up for success with direct mail..........cccoceeveriiniiniennnnnen. 230
Deciding between e-mail and “going postal”..........c.cccecvecveevennn. 231
MaKing your Offer...........coccveriiiiiiiereeeeeeeeie e 232
Personalizing your mailer...........ccccoevveevieeienienienieseeieeieeee e 233
Putting Surface Direct Mail to WOrK.........ccooceeviiiiiiiiniinieniieieeieseeneene 234
Developing a great list........ccoceeververvienviennen o N eoreeereeneessenssnesneens 234
Creating your mailer..........ccooceevieniiniiniens 00 et 237
Sending your mailers..........cccoeeeeeciicieeed e e 237
FOIOWING UP ..evviiiiiieeiieiteieeeee e e ettt sae et 239
Keeping your list current...............lcoiieieieneeseeecciecieeeeeeeeeeene 240
Knowing the difference betwee:. direct mail and junk mail......... 241
E-mail Marketing .......ccocvoveeviiriiniiti ettt 241
Keeping your e-mail legal inawelcome...........ccoceeverviinvieniieneennnen. 242
Rating your e-mail marketing .......cccccveevveeeeneenieneeceeieeeeee e 242
Sending e-mail that gois read and gets results ..........cccecevenenene 243
FOYINS .. Bttt st st 244
Chapter 16: Brochures; Promotions, Trade Shows, and More...... 245
Publishing BrochiGres. ...ttt 245
Differentiating types of brochures...........cccocovvvevienencennennienciennn. 246
COPUYWYIHING .eeoveeiiiiieiieeteetert ettt ettt st saaesane s 248
Disigniing and printing brochures.........coccoocveviiniivinienneniienienen. 249
Geiung brochures into the marketplace..........ccccocoveeiievieecieenneen. 251
Making the Most of NeWSIetters ........cccceveevieciieciieieeiecie et 252
Planning your NeWSIEters ..........ccccvvvieeieeienienieneeseeieeie e 252
Packing newsletters with useful content...........ccccceevvriiniennnnnnn. 253
Producing and circulating e-newsletters .........ccccoevevvvrvirvienceennnnn. 254
Finding Marketing Opportunities throughout Your Business................ 257
Turning your packages into ad vehicles...........ccccoeevvvecvrncinnnenn. 257
Building business with gift certificates...........ccocovvinvininininenen. 257
Getting good use out of business cards..........ccccceevueeciircieecrenceennnnne 258
Making the most of advertising specialties.........c.cccecervrercrerceennnnn. 259
Choosing and Using Trade ShOWS .........cccceevuerviiniiiniieniienienieneeseeneeneenne 260
Building Sales through Promotions ..........cceccoeceevinninneniiniinienienceneee 261
FOYINIS .ottt 263
Chapter 17: Public Relations and Publicity...................... 265
The Relationship between Public Relations and Publicity .................... 265
Taking a wide-angle view of public relations ............cccccceecveevennenn. 266

Focusing on publiCity .......ccceeveeiirciiiiiicieciecceeeeeeeee e 267

xv



X(/i Small Business Marketing Kit For Dummies, 3rd Edition

Becoming a NEWS SOUYCE........c.cccueevieeieeieciieciee et eteesreeaeeee e e e e sasesseenns 267
Creating a media kit and online media center .............ccccceunnen.e. 267
Establishing and maintaining an all-important

list of media CONtaCtS ......ccoeeveeiiiieninirirceeeee 268
Getting real with publicity expectations..........ccceccevvervienvienceennnen. 270

Spreading YOUr NEWS.......coceviiiiiriienienienitentesieeie ettt st st saesaeesaeenee 271
Preparing news releases ..........ccoceeeiieeciieecieesieceieeieeee e 272
Managing media interviews ........c..cccceveeiieiinnensennenereeeeeeeeeene 278
Staging news conferences — Or NOt ........ccccceeveereeneesieecieeiieeieennns 279

Crisis Communications: Dealing with Bad News.........c.ccceccevvvinvieneenenne 280

FOTINS ..ttt ettt 280

Part U: Winning and Keeping Customers .................... 281

Chapter 18: Making Impressions through

Networking and Presentations ...................ccoeveenn.. 283
Building a Far-Reaching Network .......c... e eeteeteeeee e ene et e s raeeaesnesreans 283
Making INtrodUCtionsS..........coovereieeieiiten ettt sae e 285

Introducing yourself..........ccoo e 285
Introducing your business iii......cecevviervienienienieneeneeiesie e 286
Polishing Your Presentation ... o...ccocoviiiiiniiniiiieeeeieeeeseeeeeseeeene 288
Stepping up to the microphone.........cccooeeveevenieceeceeceeceeeeeee, 288
Presenting your proposal or product ...........ccceeeeeeeecieeciiecieeieennen. 289
Forms .....cccccocenennenn QY ettt et et ettt et ettt eesaee e e et e e e eeeseenseas 293

Chapter 19: Making tieSale ..., 295
Turning Prosp=acts into CUStomers ..........ccoccveeeeviieiieiieecieciecieeeeseesieene 295
Navigatizg the Sale ProCess ........cccevieviiiiinienieiicieeeeieeee st 298

Seing redefined........oovvveeiieieenienieneee e 299
Getting off to a good Start.......ccceeievieviiiiiniieeee 300
Negotiating mutually agreeable solutions...........ccccccceeeciveecieeenenn. 302
Watching for buying signals ..........c.cccceeeeeviinciiniesieseeceeseeseeeeee, 304
Asking for the order...........coooeeeiieiiiiieiiceceeeeeee e 305
MaKing DUYING €ASY ....ccevververrierieieienienreeeeeesessestesresreeseessessessesseens 305

Chapter 20: Enhancing Customer

Service and Developing Loyalty ...................cooiiinin, 307
What Customers Want ..........coccooeviriniiieninineneceteeeeecetee e 307
The Fundamentals of Customer Service.........cc.cocevveveneneneneeneencnenenne 308

Mastering the service Cycle........cocovieviiniiniiniinieiinieneeieeeene 308
Evaluating and improving service levels .........ccocceocevvirvervieneennenn. 309
Cultivating “best cuUStOmMErs” ..........cceeieviieiiieiieeeceee e 310

Creating a customer service environment ..........c..cecceceeveerienuennnne. 312



Table of Contents X(/'i i

Dealing with Concerns and Complaints.........cccccccvevieveecieecieecieeceeeeeseenns 313
Understanding why customers don’t complain.........c..cccceeevenne 313
Encouraging complaints .........ccccceciiviervieniienieneeneeseeieecreeveeneenens 313
Reading customer clues to dissatisfaction..........cccccecvrvvvrciennennnn. 314
Turning complaints into loyalty springboards............ccccecveruennenn. 314

Making Loyal Customers for Life.........cccooeeviriiiniinniniiniiniinieneeeeeee 315
Valuing your CUStOMEYS.........ccccuvecieeiieeeiierieeeieeeieeeieeeseeeeseeeeneeas 316
Benchmarking satisfaction levels and cultivating loyalty ............ 317
Closing the qUAlIty aP.....ccccecveivieriereereeeeeee e 320
Building loyalty through service.........cccecevviiviinieniencinieieeiee, 320
Launching loyalty programs...........cccecervienienieneeniennensienieneennens 321

FOYINIS ..ottt 322

Part Ul: The Part of Tens..........cccccveeeeeceiotinececaceeeeeee 323

Chapter 21: Ten Questions to Answer befere

ChoosingaBusinessName ......................ccoiinnnn, 325
What Kind of Name Do YOu Want? ..o i 325
Is the Name You Want Available?. . . .....ccooeiioiiiiiiieeieeeeceeeec e 326
[S Tt EQSY 1O SPEII7 ... ettt st 326
[S TE EASY 10 SAY? c.veiiiiiiieet et ettt 327
Is It Original in Your Markat Area?.........ccoceeeieeieesiiesieeieeee e eeeeeesneenns 327
Is It Unconventional?. .o ittt seveee e 327
Does It Work in Mark=ts Far and Wide?.........ccccceovvvveiivviiieiiiieeeceieeeeene 327
Is It MemOTabIe? . ittt e e 328
Can You Live aiic Grow with This Name? .........ccccooveviivviiieeiiiiecicreeeeens 328
Are You Read to Commit to the Name?.........cccoceeviiniiiinninniiniienienene 328

Chapter 22: Ten Ways to Attract People

to YourBucinessOnline ...........c.coiiiiiiiiiiiiiiiiiinennn, 329
Commit to Becoming Findable Online ..........ccccocevvieniieniieniienienieneenenns 329
Set a Goal for Your Online ACtIVItY ......ccooceeviineiiinniienienieseeeeeeeeee 330
Decide on Your Online Identity ........c.cccceevverienieniienieieeiecieeeeeeeeeeeieene 330
Establish Your Online IntroducCtion ............cccoeevveivveieiiiiieieicieeeceieeeeenne 331
Stake an Online HOmME BaSe...........ooovouiiiiiiiiiiiieiieeeeeceeee e 331
Build an Online Media CEenter ..........cccceeevvvviiiiiiveieiiieeeceeeeeeeeeee e 332
Get Active Across Social Media ........c.eeeeeevviieiiieeiieiieieieiee e 332
Develop a Content-Sharing Program..........c.ccoeceeviininninienienienienienenne 333
Monitor Your Online Reputation...........cccceceeeieiciiicieeiieeiecieceeceeeeeneene 333

Get and Stay Active Online...........cccoeceeiieienininieeeeee e 334



X'(/iii Small Business Marketing Kit For Dummies, 3rd Edition

Chapter 23: Ten Steps to a Great MarketingPlan ................ 335
Step 1: State Your Business PUrPOSE. .........ccceeveviieviieiieeieeiecieceeeeeeieene 336
Step 2: Analyze Your Market Situation .........ccocceeveeveeveecieniienienienceneenne 336
Step 3: Set Goals and ODJECHIVES ........cecveriirieniiiiieiieeeieeteeeeeeeseeeene 336
Step 4: Define Your MarKet.........c.cveeiieciieciieieeceeeeeeee e 337
Step 5: Advance Your Position,

Brand, and Creative Strategy.........ccccoceverieririernieiereneeeeeeee e 337
Step 6: Set Your Marketing Strategies..........ccoceevieiieveeciencieniecieeeeneens 338
Step 7: Outline Your TacCtiCS .....ccceceeieriiiiinieneeiecsieeeeteeee e 338
Step 8: Establish Your Budget.........ccoocieviiniiniiiiiiiiiecieciecieceeeeeene 339
Step 9: Blueprint Your Action Plan............ccccoeovieiiiicciiccieeeeeeee, 340
Step 10: Think Long Term.........ccocoieieiieiiecieeeieeteeieeee e saeenns 340
One Final Step: Use Your Plan..........ccocevevinininiineneeeeceeeeeeeee 340

Appendix: About the CD ............cccueeeeiiiiiiaccceeeeecaaaass 341

System ReqUITEMENtS ..........cccveviieiieeieeee et i eeeie et esre e e e e e ae e esae e 341
USING the CD ... 5 e ettt 342
What You'll Find on the CD ...ttt 342
TroubleShOOtING ........coviruieiiei i e 347
CUSTOMIET CATE ....eeeeniieeiieeiee s ettt et e et eeeaa e e re e e v e e s beeeaveeens 348

JRACK c...eaeeeeaeaaeaaaaaiininieeeeaaaaccnneeeeeaseasaancneeeeesaaees 309



