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"Human beings need water to love. In the same vein, companies need sales and marketing strategies to survive."
Dr. Wolfgang Riebe
*****
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FOREWORD
Much has been written about sales and marketing, yet the basics will always remain the same. I am going to cover 9 steps which anyone in business, whether a professional individual, or company can apply. However, before we begin, there are two very basic fundamental truths that have to be mentioned and understood.
Current and old clients are easier to sell
your products and services to, than new clients.
There are various statistics and they all vary. Bottom line is that people who have already dealt with you and trust you, are far easier to sell to that those that do not know you. It's always a good idea to have your current and old clients spread the word for you. Nothing beats word of mouth advertising through personal recommendations.
It’s better to market to 40 well-identified clients (old, present, and referrals) with the right methods, regularly, than 1000 clients only once.
If you look at some statistics later on in this book you will see that the most successful sales people are those that did their research and persevered with their target group. Spamming and big mail shots will get you a 1% return if you are lucky, and most likely annoy the recipient. But well focused marketing, repeatedly to a targeted potential client will give you a better result. The problem is that most sales people give up at the first negative response. Don't! Target your group and be persistent. Think about it, it's actually less effort and easy to do a huge mail shot through your auto-responder software - that's why most sales people do it. But to consistently monitor a select group of potential clients and constantly follow up with them, takes effort... but it pays in the end!
There is a lot of practical information in this book, and much to take in. Hence before you begin reading I would like to summarise everything for you within one page. In fact when speaking at conferences, I call this my '3 Minute MBA.' Once you understand this, then you understand sales.
It is a humorous anecdote/story, and it may appear a bit sexist to some people. However, it is very true and very pertinent to what selling and marketing is about. Put aside any personal issues and just enjoy the story for what it is... then you don't even have to read the rest of the book. You will understand it all!
Imagine you are at a corporate event and you see a really attractive lady at the function. You quickly go up to one of your colleagues and tell him to tell this lady that you are good in bed. Your colleague does this for you. This is called advertising!
Same scenario, however, this time you are not shy, and actually go up to the lady yourself, and tell her that you are good in bed. That's direct marketing!
Again, same scenario, and this time you chat with the lady throughout the evening, and give her your business card like a good networker. The following morning you phone her up and say, "I forgot to mention to you last night, I am good in bed!" This is called, tele-marketing!
Once again, same scenario! Except this time you fetch the snacks for the lady, make sure she has enough to drink, and at the end of the evening you walk her to her car. As you open the car door, she drops her handbag you pick it up and hand it back to her. Just before you are about to close the car door, you say, "Oops, I nearly forgot to tell you, I am good in bed." This is called public relations!
Of course the cherry on top... the ultimate... in fact... what it's all about... is when you arrive at that corporate event and the most attractive lady their immediately walks up to you, stands in your personal space, looks you in the eye, and says, "I hear that you are good in bed!" That's called, Brand Recognition!
And that's what it's all about!
That is truly what it is all about - people recognising your brand, wherever you go. Once you have achieved this - you know that your sales and marketing strategies are working for you. Just think of all the big name brands out there, from Coca Cola, McDonalds to Nike. You see the logos everywhere. How often have you seen a similar logo and been reminded by that brand? That's brand recognition... and that should be your goal!
*****
1. IDENTIFYING YOUR TARGET MARKET, AS WELL AS COMPETITORS
It fascinates me how many people do not do this. They buy a mail list and do a bulk mail shot, hoping for a response. And then they wonder why their tactics don't work? Duh!
Whatever service or product you want to sell, you need to identify a need for that product or service.
What do I mean?
Find out and ask whether anybody would need what you are selling. Start with family and friends. Then speak to people who already have the product and find out what improvements they want. Maybe the current service provider isn't giving personal service anymore. Look for the gaps and needs in the current market. You can only do this by going 'out there' and asking the questions. It's called 'R&D' (Research and Development). All successful companies do this!
Once you have identified the shortfalls/needs, go back to the drawing board and work out the solutions. Make your product or service superior to what is out there - whether it is the superior quality of the product, to the service you offer. Make sure you highlight this in your marketing material.
There are two schools of thought on specialising in a tightly targeted market. If what you are selling appeals to the broad population, that's fine. But if you have a specialised product, then go out and identify that specific specialist market and do everything possible to be the best in that field. Basically you create a brand that says that you are the leader and expert in that field. This you achieve by advertising, or ideally (because it's free advertising) writing articles for trade publications and magazines in that field. Thereby creating and awareness and authority in that specialist area!
I am in awe at how many big companies do not know what their competitors are doing. Often as a speaker and trainer I am instructed not to mention a competitors name when doing a Keynote or workshop. Huh? It's exactly that mind set which results in a company falling behind.
You MUST know who your competitors are. You need to identify their strengths and weaknesses. How do you do this? Easy, look at their website, check out their marketing brochures. If it's a public company, their financial reports will be freely available for you to review. Find out as much as you can from information that is freely available.
Just think about it for a moment. Your strength lies in networking, whereas your competitor's strength lies in billboard advertising. Yes, you can start competing for billboard space, but you are going to have to be pretty well contacted and knowledgeable in that market regarding costs, ideal sites, etc. Why not focus on your strength, which is network marketing, and use this to get ahead of the competition. You must identify where you are stronger than your competition, and use that to your advantage.
Also, get to know them. I am not saying that you need to become best friends. But make an effort to get to know them socially and what makes them tick. You may find that you do get on with each other and there are areas of your business where you can actually help and compliment each other. Also, in this way you can find out who the good and bad guys are. Take a hypothetical example of a client phoning you for the service you offer. You have done your marketing well and are fully booked and just cannot help this potential new client.
You have two options. Turn down the work and leave it at that. Or refer the client to a competitor. I assume the latter is option is not even debatable to you?
I disagree! By finding out who your competitors are, and who you feel is closest to your standard, you can refer this client to that company. Why? If you turn down the client, they WILL look elsewhere, whether on the net, Yellow Pages, Business Directory, etc. Either way, odds are they well end up at your competitors. By you knowing the competition and steering this client in the right direction, you have accomplished two things.
Firstly, you have helped that client. Odds are they may phone you again in the near future.
Secondly, you have confused and startled your competitor. When your competitor gets the phone call and the client, mentions that he was recommended by you don't you think that you will have created goodwill with the competitor?
Either way the client may end up there eventually. Using this approach, you actually recommend the competition. Dumb question... what do you think this competitor is going to do the next time he cannot service a client?
Odds are he will pass them onto you. Whether out of guilt, ethical feelings, etc. odds are in the long run it will work out in your favour. And you may even build up a friendship with this competitor.
It all boils down to - what comes around goes around! You have identified your target market, found your niche and know who your competitor is. What's the next step?
LEAD GENERATION
You need to find people who will buy your product or service. There are tons of books on the subject, and I only want to share what I believe are easy and effective methods.
a.) Free Email Needs Analysis contact list
Obviously you will have identified a certain number of potential clients in your initial research and development phase. At this point you draw up an email - not selling your product, but identifying the needs in your market. A simple survey email with no more than 5 questions.
These questions need to be well thought out and give the potential client the opportunity to write down problems, needs and even what they see to be solutions to your product or service. Keep it short and sweet and make sure that they can answer it quickly.
Very important... offer an incentive for them to complete the survey. This could be a discount on their first order, or ideally, a short free consultation.
By doing this you have created the impression that you 'care'. You are more than just a supplier. You are taking the time to consider the client. Think about big business today. Is there anything personal about their service? It's all about numbers, turnover and bottom line profit. Any correspondence you receive is clearly bulk mail.
Do any dealings make YOU feel special? On the rare occasion that they do a survey, you have tons of pages to complete on their website which takes ages to load, and asks tons of personal questions. Sound familiar?
My basic message is to make the survey fun, short and offer an incentive. Every response you get will inform you as to what the clients needs, thus further helping you to tightly target your service or product. You can now go out and offer them exactly what they want!
b.) Barter
In the beginning if you are a professional, you may have thought of offering your service free as a marketing exercise. People will take advantage. Sure a big launch event or function where you get press and media publicity is one thing, but if you do too many 'freebies' people will take advantage.
An ideal way to get into the market is to offer a 'Barter' exchange. In other words, approach companies that have something that you want, and offer to do a trade with them. Initially this gets your foot in the door, establishes brand awareness and gets you out into the market place.
This doesn't put bread on the table, or pay the mortgage, so chose your barter deals to suit you. Get something out of it that you need. If an airline wants to book me for a Keynote, I will do a trade exchange for free flights. Although right then I am not gaining financially, next month when I need to fly to another city, and add that cost to my fee for the clients account, I have just scored that flight.
Get my point?
c.) Free Press Coverage
The best form of advertising is a write-up about you and your company. It establishes authenticity, authority and success in the minds of the reader.
Journalists are constantly looking for interesting news. You can contact the editors directly (A tip: the editor is not always the best person - he/she already has the job and may not give your article the attention it deserves. Whereas the Assistant Editor want to become Editor, so they are always looking to impress the editor and should always be more open to giving your article the attention it needs and push it onto the Editor). This applies to trade publications, newspapers, mainstream magazines as well as lifestyle programs on television.
The second option is to find the 'Newsfeed' Internet sites in your country. These are sites where the media go and look for articles. Press releases and all sorts of news are posted here daily.
Here are some international sites:
Click Press: http://www.clickpress.com/releases/index.shtml
Express Press Release: http://express-press-release.net/submit-press-release.php
I-Newswire: http://www.i-newswire.com/submit_free.php
Newswire Today: http://www.newswiretoday.com
PressBox UK: http://www.pressbox.co.uk
PR Leap: http://www.prleap.com
PR Log: http://www.prlog.org
USA News: http://www.usanews.net
Start a Blog and put your news on the social media sites, such as Xing, Linked In, etc.
You do of course get Distributors and PR companies who will send your news to the right people... if you can afford it, it is an option which will save you lots of time. However, unless you have a very specialised product and are 100% sure you will get a return on investment, PR companies can never guarantee you a return. Consider this carefully before putting money on the table.
Here are some international media outlets:
Media Post: http://www.mediapost.com
Radio Locator: http://www.radio-locator.com
Trade Publications: http://www.tradepub.com
The more your product or service appears 'Out There' - the better for you. Here are a few general comments on using the Internet and emails. Do a search on the various 'search engines' using the 'Keywords' about your service or product. Do this on Google, Yahoo, or any/all search engines you know. This will give you a very good idea as to who and what is in the market. Make a note of the 'Top 20' hits and check them out. You may even be able to contact many of these and offer your services/product to them as well.
Also remember that if you do send someone an unsolicited email offer an, 'opt-in/out' option. In other words, allow them to 'unsubscribe' from your database. The international laws are changing at a rapid pace and 'spamming' is becoming a problem on the net. So be sure you know the law and don't upset potential clients with constant unsolicited marketing.
Another option is to take advantage of the 'Free Classifieds' on the net. Do not overlook this avenue - there will always be someone looking for what you have to offer. If it costs you nothing to advertise, then do it. Again, every country has sites that do this, so do a search on the Internet of your country. Below are a few international sites:
Visit: http://www.smashwords.com/books/view/19194 to purchase this book to continue reading. Show the author you appreciate their work!