
 

mall to mid-size businesses face 
a continuing challenge: how to 
achieve excellence in marketing 
efforts with limited financial 

and human resources.  They cannot afford 
to emulate the full-scale, expensive pro-
grams that larger organizations employ, 
yet they still need to achieve significant 
results.   

Most smaller businesses have a long 
list of marketing objectives, such as near-
term sales generation and image building. 
However, their difficulty lies in weighing 
the benefits of each of these goals, priori-
tizing them, and finding the most efficient 
and cost-effective means to accomplish 
them. 

The answer to this dilemma is two-
fold: a clear understanding of marketing 
and adherence to key traits of successful 
marketing programs. 
Marketing defined 

Before we go any further, let's mini-
mize the confusion and provide a defini-
tion for marketing.  The term "marketing" 
has a lot of people confused because it has 
been so misused by many uneducated 
"marketers".  As marketing has become 
more important, many people in very di-
verse occupations have tried to "link" 
themselves with it, calling themselves 
(among other things) "marketing special-
ists".  Without so much as a Bachelor's 
degree in Marketing, they use the term as 
just another "buzz word" for whatever it is 
that they do. 

So let's dispel the myths and clarify the 
matter.  Marketing, in its simplest form, is 
actually   everything your organization 
does in order to identify and satisfy the 
needs and wants of your "market"  
(actual and potential buyers of your prod-
uct or service).  It is understanding your 
market, adapting to meet its needs, and 
effectively communicating your capabili-
ties. 

Marketing therefore encompasses a 
very broad spectrum.  Let's briefly look at 
the different functional areas of the 
"marketing mix": 
 
• Strategic marketing: Identification of 

markets, creation of goals and objectives 
to satisfy market needs, and development 
of specific strategies and action steps. 
• Marketing research: Information gath-

ering to support marketing decision-
making (prospect research, needs/wants 
analysis), 

• Competitive analysis: Uncovering 
weaknesses, strengths, and market posi-
tioning, 
• Product or service development: Crea-

tion of product/services that meet market 
needs. 
• Pricing strategies: Decision-making to 

support sales, profit and market position-
ing strategies. 
• Advertising: Paid mass communication 

that clearly identifies a sponsor. 
• Publicity: Media communication that is 

not purchased (e.g., feature articles, televi-
sion news stories). 
• Public relations: Communication or 

events that tend to be goodwill-building in 
nature. 
• Promotion: Sales-related communica-

tion that tends to be incentive-oriented 
(rebates, coupons, contests). 
• Sales: Influencing and persuading pros-

pects and customers. 
• Customer service: Effective delivery of 

services in a manner consistent with the 
company's desired image. 

As can be seen, marketing is actually a 
lot broader than many business owners 
may have thought it to be.  The key point 
is to realize that there are many available 
components to an effective marketing pro-
gram.   

Selection of the appropriate marketing 
mix is critical, since your marketing vehi-
cles must properly match with your short 
and long-term objectives.  This lack of 
alignment is one of the key reasons that 
businesses fail in their marketing efforts. 
Traits 

Successful marketing programs (i.e., 
combination of sales efforts, advertising, pub-
licity, etc.) typically share six common char-
acteristics: 
• Well-rounded. Many businesses lack a 

unified, cohesive, well-planned effort.  
Instead of designing a complete program, 
they try one method and then another, ex-
periencing failure after failure.  For exam-
ple, they may try advertising for six 
months, yet when it fails to bring in imme-
diate new business, abandon it.  From that 
disappointment, they go on to media rela-
tions, seminars, etc., without ever combin-
ing the unique effectiveness of each of 
these areas.  An effective program encom-
passes more than one aspect of marketing.  
The entire marketing process should be 
considered before determining the appro-
priate combination of methods to utilize. 
• Objective-oriented. Your marketing pro-

gram should be based upon a mixture of short
- and long-term objectives.  This mix has a 

direct impact upon the type and emphasis of 
avail-able marketing tools, since some are 
better suited to achieving either immediate or 
long-range new business goals.  For example, 
your business may devote 50% of its market-
ing budget to near-term activities (i.e., ex-
pected to generate revenue in less than one 
year) and 50% to long-term programs (i.e., 
generate revenue in one to five years).  Based 
upon your budget, the program may consist 
of networking efforts, creating and using an 
effective business brochure, and a series of 
targeted seminars for prospec-tive customers. 
• Consistent efforts.  Marketing pro-grams 

should be consistent, year-round efforts be-
cause "stop-and-go" marketing always bring 
mixed results.  This can be particularly diffi-
cult for smaller businesses, since are often 
responsible for every facet of the company 
including marketing, finance, production and 
human resources.  However, it is crucial to 
have consistent implementation, since this 
will maximize your efficiency and effective-
ness.  It is also easier to rate the productive-
ness of an activity if it is carried through to 
completion.   
• Committed budget.  For market-ing pro-

grams to be consistent and objective-oriented, 
they require an estab-lished budget. Discre-
tionary bud-gets are devastating to the effec-
tiveness of any marketing program.  Ask 
yourself this question: Can you afford not to 
market your business effectively? 
• Sophisticated management.  Many suc-

cessful businesses are hiring experienced 
marketing professionals, whether as in-house 
personnel or outside consultants.  Preferably, 
these professionals -should be educated and 
experienced in all aspects of marketing, 
rather than one area, such as advertising or 
public relations.  This background is useful 
in designing and managing the entire proc-
ess, instead of creating various activities 
that act independently of each other.  Since 
marketing is a broad discipline, a narrow 
background can result in a myopi-cally 
focused program that fails to integrate es-
sential elements. 
• High priority.  In this age of Total 

Quality Management, many businesses are 
finally realizing the need to place the cus-
tomer first.  Interestingly enough, market-
ing's emphasis has always been under-
standing customer needs, adapting to meet 
them, and effectively communicating your 
capabilities.  Perhaps now more than ever 
before, marketing must consistently be a 
top priority for small to mid-size busi-
nesses in order to survive and prosper. 
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