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Buﬂnq
value for
customers

BY KvLe MeNAMARA

Understanding vour custom-
ers is fundamental to bailding
siles and marketing stratejgdes.
Whao are they? What are their
charmcteristics? Why do they
by from you ... or more inaport-
iy, whiy don't they? How are
ing your product or ser-
fow often are they buying
it? Your customers hold the ey
to umbocking ways to budld bet-
ter valoe, no matter what prod-
uet oF service you offer,

You can maximize your
sales and marketing program
by focusing on a specific seg-
ment. For example, focus on
selling to more customers in
 segment you already serve.
O, 100k at new customer seg-
ments. We've seen businesses
that sell to health-care profes-
sionals expand into related
professional segments as a
method o Increase revenue,
Consider selling new products.
or services 1o existing or new
customer segnients. lnrn-;r.-m

tves, or reposition s.mrc dis-
plays to increase visibility for
key products,

To build both top-line amd
Brottomn-Jine revenes you need
to examine your pricing mod-

els, profit margins amd costs
carefully. Use your business
plan and the financial projec-
tions that are part of that plan
to model various scenarios,

The key to any revenue
growth ks your sales forces.
Whether it's you or a full team,
you'll have difficulty growing
if your sales foree is not firing
on all eylinders. Good sales
people have great customer
relationship skills and they
know how to close a sale, But
they also need to know who
thelr target b8, how to leverage
your business’ competitive
advantage and how to build a
sales pipeline. A strong sales
team needs to have the tools
and resources to support their
activities. including the right
marketing program and sup-
port material.

The maost effective ongan-
Ezations are those that ensure
that both the sales foree and
marketing team work hasd
in hand to deliver effectively
on growth strategles. When
you combine the power of a
commen focus with an under-
standing of your customer, thie
right message and the right
marketing material to support
the sales program, vour busj-
mess his a powerful advantage
that can help you unlock its
thie growth potential.

1 Kyle McNamara is managing
director, small business, for
Scotiabank.

Join the conversation today
at getgrowingforbusiness.
com/unlocking
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Often, people will spend money on branding initiatives, they are
not even sure are working. If you aren’t sure an initiative is driving
sales, then allocate the money to something you know does.

— Evan Carmichael, small business advisor
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Bill Bishop, viee-president of marketing and commiinications at 4Refuel, savs if you focus on where your customers are lookis
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vour dollars go further.

Tight marketing budgets call for more focused campaigns

By Maky TERESA BITTI

ow do you get the
word out when
you have a solu-
tion to a problem
people don't know
they have? Thats e v the situn-
tion Bill Bishop, vice-president of
marketing and communications at
Langley, B.C-based $Refuel, came
up against when the company
began the shift from an onsite
wheel-to-wheel refucler to an end-
to-end fuel-management compiny
that helps business clients figure
out what each dollar cost of fuel
contributes to their bottom Line.

“We help them become maol
efficient,” Me. Bishop savs “When
you can measure things you can
manage them and that's the és-
sence of the service. With this in-
formation you can work out your
RO for fuel. This is a big part of
our marketing campaign now. In
the past two ve shifted
the culture to say our product is
not diesel fisel, our product is intel-
ligence. We deliver fuel but we sell
information”

With a modest marketing
budget — just $100,000 to pur-
chitse media for the year — #Refuel
has had to be innovative to edu-
cite custome: has CN Rail,
Purolator, FedEX, Tim Hortons,
Coea Cola, Wal-Mart and some
amaller mom-and-pop operations.
At time when many companies

have cut their marketing budm-ﬁ.
4Refuel ks honing its m and
geiting it eut there in effective, in-

A
had to be smart,” Mr,
Bishop says. “Our media cam-
palgns are very targeted. We've
stayed with trade and association
publications, which are read and
trusted by our potential custom-
ers. We don’t need to build brand
profile. We necd to drive sales. By
focusing on where our customers
are looking, we are able to make
our dollars go further”

‘Twa years ago, Mr. Bishop took
a look at the company's press re-
leases, which were used predomin-
antly to make

spend woukd have been more than
$500,000,

4Refuel has revamped its exter-
nal newsletter nnd expanded it to
take advantage of the lack of clut-
ter/noise in the markst
its business partners
them if they wanted to be part of
it and share their ledge by

Manage your message

aren't sure an initiative is driv-
ing sales, then allocate the money
to something you know docs. You
don't o just buy an ad and
hope business happens.

Targel, target, target Generally,
80% of revenue comes from 20%
of your customers. Think about
VOUT top How did you

providing articles.

find these customers and engage

Now we ire
tetter full of nseful hu.slmss in-
formation as well as our own
marketing pieces that comes out
quarterly,” Mr. Bishop says. “It's
easy 1o spend money, harder to
spend it smart. But that is what
we are focused on doing”

Evan Ci hael, small busi-

s

and began instead to use them to
promote the expertise of its people,
“We positioned ourselves as the
leader in fuel management, now
we have to go oot and demonstrate
it he says.

“We came up with Ask a Fuel
Expert, s0 every month our CED
writes an article and offers it to
trade and industry publications
North America wide as free con-
tent. Last month, the topic was
Is Fuel Theft OK? Who wouldn't
want to read that? It's a bigger
problem than you think. Here are
some of the things you can do,
And, oh, look, one of the solutions
ks 4Refuel. Learn more at our Web
site”

Each month, 43 magazines are
in effect running full page ads at

ness expertfadvisor and founder
of www.evancarmichael.com,
contlcn't agree more. He offers best
practices for business-to-business
marketing.

Track and demand a return for
every dollar spent Marketing
budgets are tight. Look at where
you are spending the money and
make  what you are doing is
bringing customers to you, Often,
people will spend money on
branding initiatives, they are not
even sure are working. You want
o be able to test everything. If you

nancialpost.com

For more small business
strategies visit:
fs radvi

no cost. The equival media

in these same find new
customsers. Target your approach;
don't chase anyvthing and every-
thing.
Listen to yoar customers Find out
what they want and where they are
spending their money, Many entre-
preneurs are shifting their planswo
better tailor offerings to their cus-
tomers,
Use search engine optimization
and pay per click campaigns
These are cost effective ways of
reaching your target andlence. A
pay per click campaign lets you
know exactly how much you are
spending and exactly how much
business comes from that. When
people are looking through a
search engine, they have the intent
o by For this reason, more entre-
prencurs are moving their market-
ing dollars onfine.
Form partnerships Who are vour
turget customens buying from be-
fore they buy from you and who
are they buying from after they
oy from you. Can you make part-
nerships with those companies to
help you drive leds/sales?
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