MARKETING & 

MARKET RESEARCH

In this article:

Aren’t  marketing and sales more or less the same thing?

Does my business need ‘branding’ to generate more sales?

What do my customers really want from me?  How do I know for sure?

Isn’t professional survey market research just for huge international corporations? (Hey, I can’t afford it anyway!)

Why is a logo so important?

What is a tagline and can it help me?

Are my only customers my past (repeat) customers?

Can I afford a ‘focus group’ and how might it help me?

Are there local professionals who can help me with my marketing, branding and market research efforts?

…and much more!
MARKETING—OK, SO WHAT IS IT, EXACTLY?

The old adage is: getting your business phone to ring is “marketing.”  Closing the deal is “selling.”  Obviously, if your phone never rings, you can’t sell anything.  Sales 

must have marketing ahead of it or your sales and sales staff are doomed.

But before we can really discuss marketing, we first need to understand branding. Your brand is the name of your product or business and how you represent it in order to differentiate yourself from your competitors. Your brand is your uniqueness. It often is associated with your logo, tagline, color and graphic elements, but it is truly much more.

Your brand is how your customers and potential customers see you. You can think of it as the ‘personality’ of your business. To establish your brand, you need to find the essence, mission or core of your business and what it stands for, and then communicate that to your customers through all your marketing and public relations activities, from your website to your storefront!

So to get started, write a paragraph or two about how you want your customers to see your business.  Use descriptive adjectives like:  “trustworthy”, “reliable”, “cutting-edge”, “innovative”, “fun”, “classic”, etc. Include the value your customers receive from you, both perceived and actual.  Describe what sets you apart from your competition.  Once you have defined the image you want to convey, everything you do to market your business 
should reflect it. Now that we realize a clear and consistent message that we want to send to potential customers, we can begin to create marketing for your business. 

Marketing goods and services can take many forms.  In recent years, marketing has elevated itself into a near art form.  In fact, the United States has become famous worldwide, no longer for its products or services, but instead for its ability to market those goods and services.
HOW DO I KNOW WHAT MY CUSTOMER REALLY WANTS? 

Answer: MARKETING RESEARCH

Small business people often complain about how tough things can get, but these same people have never had a road map to follow in the first place.  It’s no wonder successful business seems so elusive to them! 

As mentioned earlier, the absolute best way to market successfully is through   unbiased, professional market research.
You cannot effectively market the ‘right’ goods or services if you aren’t sure what your customers really want in the first place! Market research investigates the wants and needs of your customers and is enormously valuable - and not necessarily expensive. 

Results of the research will allow you to formulate a Marketing Plan ‘road map’ before you even try to efficiently market your goods or services. Your Marketing Plan places you (and your funds) on an efficient path to best market your business. Otherwise, you are more or less “shooting in the dark” with your funds and efforts. Too expensive?  Not really, considering the stakes involved.  And is this 
a business cost or an investment? After all, can you afford not to know what your customers really want?
SMALL BUSINESS MARKETING ERROR #101: 

Many small business owners simply assume the wants and needs of their customers.  This can be a fatal error.  Sadly, by the time the business owner finds out what their customers really want, oftentimes it is far too late, in terms of (usually) either advertising dollars spent or non-returnable store inventory. 

And while stocking the ‘wrong’ goods or offering the ‘wrong’ services, your fixed-expenses go merrily on.  How many errors of this nature can your small business survive?  Probably not many. You should first measure accurately and then cut, as any carpenter will tell you. Have you ‘measured’ your potential customers before you’ve ordered goods or promoted your services?

Professional, unbiased market research is the wise answer here. Available locally, market research just might be the best investment a small business owner could ever make. From the measured results of the research, a clear and cost-efficient Marketing Plan for your goods or services can be intelligently designed, before your valuable budget is spent.

Market research could involve a survey of customers, past, present and future. Or, market research might be comprised of a focus group of customers being informally interviewed as a group by a moderator. Any of a number of market research approaches can work for you, Depending upon your unique circumstances - and not all of it needs to be expensive.

Marketing includes many possibilities, such as advertising, publicity, Internet activities, signage, coupons, promotions, image-building and even more.  Marketing can be done on the single store level or by an entire community of merchants.  Marketing can be subtle or not-so-subtle, depending on how you want your business image to appear. This, in part, is also based on the nature of the products or services you offer and your target market.
GETTING KNOWN


There are organizations in Solana Beach or the surrounding areas that provide additional opportunities for networking:

· Del Mar-Solana Beach Rotary

· Del Mar-Solana Beach Lions Club

· The Sunshine Club

· The Green Chamber

· The Clean and Green Group

· The Boys and Girls Club

· Friends of the Library

· The Civic and Historical Society

· The various citizen committees of the City of Solana Beach

· Most of the churches in the city have social and community focused organizations.


Do not just be a member of any of these organizations; be active, volunteer to help, seek leadership roles and most importantly, pick those groups that are most apt to have members who are potential clients.

TIPS FOR BASIC MARKETING 
· The customer is always right. Be polite.

· One of the ways of creating demand for your service is by becoming a specialist. Be one of few persons who is able to or is offering a particular service. If you are successful in this endeavor, it is possible that others in your field will refer their clients to you for your specialized service.

· Ask your clients about how you are doing and what you could do better. This does not have to be a blatant ask but can be inferred from conversations with them as you provide your particular service.

· Many of the people who sell services are looked up to by those who are their clients. It is easy for the trust that the client has in the service provider to blossom into a relationship of trust and confidence. 

· Preachers and teachers are looked to for advice. As you become more proficient in your specialty, take opportunities to give speeches in professional venues and locally, say at the Friends of the Library, Chamber of Commerce, or Civic and Historical Society meetings. In many cases, there will be an opportunity to actually give a formal lecture or teach a seminar or short course at MiraCosta Community College or at the Solana Beach Library.

· Finally, the best advertising is that which is provided by the media.  If you can become a ‘go to’ person for information then your exposure is enhanced.  Exposure that puts your name and expertise before potential clients.

In the retail area, unless you are going to start all over again, information you gather from your customers will allow you to tailor your business strategy to fit the market segment they want within the limits of your available funds.  Specifically, you can modify your business plan to:

· Establish an image that you want to create with your store. Keep the store clean and conducive to customer buying.

· Make use of attractive and eye-catching window displays.

· Target a particular geographic area, thus restricting promotional activities to that area.

· Target particular customers; to some extent you have already chosen this strategy when you opened your shop. However, you may decide to broaden your base offerings or narrow them to a more specific group.

· Conduct promotional activities that fit the marketing strategy.  Markdowns and loss leaders are strategies that still work.

· Expand your reach with the Internet; try Constant Contact Newsletters with coupons or other attractive offers.

· Make your product appear even more special to the consumer by enhancing the shopping experience with your own specialized knowledge.

ADDITIONAL SOURCES OF INFORMATION

· www.entrepreneur.com/management/index.html
· www.bizmove.com/
· www.sba.gov/smallbusinessplanner/manage/index.html

PROFESSIONAL HELP FROM SOLANA BEACH BUSINESSES & OTHER CHAMBER MEMBERS

· www.solanabusinessforum.com  Click on “BUSINESS SERVICES”, then on “Advertising” (Chamber members are noted as are those who give discounts to other chamber members.) 

· Stuart Schreiber; Small Business Co. Inc; (858) 481-5600

· www.EdwardBalian.com; local marketing, branding and market research services; (760) 809-9778
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