Marketing In minutes

Your at-a-glance guide

We know that you're busy. And we also know that marketing is important to
help your business get ahead and grow. With this in mind, as part of our
Marketing Director programme of support and in response to the feedback we've
had from you so far, we've created this quick guide. It gives you pointers on key
marketing principles in just minutes. And don’t forget, once you have an idea of
the specific areas you'd like to progress with, you can go to Broker Marketing
Mentor at www.brokermentor.co.uk for further expert support.
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o Planning, targeting and evaluating 9 Firming up your brand

Planning Your brand is about much more than just the logo you put on your stationery. As one of the first
Having a proper plan in place will save you both time and money in the long run. An easy way to things your prospective customers will see, and something your customers continue to experience
make sure your plan is focussed is to check it's SMART: throughout their time with you, it's important to make sure your brand is right.

Our key pointer is to consider what is the key message that stands for your business?

= Specific. You need to be focussed and specific about what you want to achieve. This will help differentiate your business and convince customers that you're the one they want to

= Measurable. Can you put in place measurements around what you want to achieve? do business with. As it's what your customers buy into, this one message should be consistent across
And will you be capturing data effectively once your plan is in action to see if everything you do.

it's working? Examples might include, clicks received on specific parts of your website,
the number of people completing ‘Contact us’ forms, increased call volumes as a result
of adverts that you've placed or increased numbers of referred business following a
referral campaign.

‘Knowing your customer” is particularly important in helping you decide what your key message is.
For instance, if your business is focussed on attracting customers who are strapped for time, such as
new parents and executives, your message could be along the lines of ‘We do the shopping around
for you, giving you time to focus on what's important.”

= Achievable. Are you attempting too much? Keep it realistic or it could
become demotivating and hide your real successes.

= Realistic. Do you have the resources to make your plan happen? For example, if your 9 Choosing which media to use
plan will drive more quotes to you, have you got sufficient sales staff to cope? Or if

you've got a great idea, have you got the budget to bring it to life? What types of media will attract your target customers? For an extensive list of media/sales
channels, along with hints on how to use them, go to www.brokermentor.co.uk and look

= Timed. State when you want to achieve the objectives in your plan — for example, e N Tl G

within a month, six months or a year.
The media you use will also depend on how much budget you have available as costs can vary
significantly. However, there are a number of activities that you can do that will only cost you your

Targeting time — see ‘Marketing for free’ on the Broker Marketing Mentor homepage.
The more targeted your marketing is, the better return on your investment, because your messages

will be more focussed and relevant. Think about:

e who you want to attract
e whether those customers are the most profitable
e what messages they want to hear from you.

Evaluating

Evaluating any activity you've completed is important. Your plan should have included some forms of
measurement, so at the end of a campaign or activity take time to see what worked for you. Did you
get a good return on your investment? Would you change anything? Ultimately, could you do it again,
and could you do it better? These findings can be useful in planning future marketing activity.




Q What response to expect

As you may already know, if you market your business via direct mail, press adverts, website
banners or directories, the response rates tend to look very low. In fact, you can expect about

a 1.5% response rate for most of these types of media when acquiring new customers — but this
level of response can still provide good leads and growth for your business.

However, an email campaign to your existing customers with a focus on cross-selling is likely to
be much more successful, because you already have a relationship with them. For this reason,
upselling and cross-selling to your existing customers tends to be the most cost-effective method
of increasing your business.

e Be clear

In all your communications, it's important to make it easy for a potential customer to choose you.

Give them a reason to buy from you by clearly stating the benefit to them.
Include a strong ‘call to action’, which means clearly stating how they can contact you and when.

Want more pointers?

All the information within this handy guide and much more besides is covered in more detail at
www.brokermentor.co.uk, the tool that gives you access to expert marketing advice made easy.
Broker Marketing Mentor is also backed up by telephone and email support, so if you can’t find

something you need or want to give us feedback on it, you have got a quick and easy way to get
hold of us.

Simply go to www.brokermentor.co.uk

What you think of Broker Marketing Mentor
Excellent source of information.
A fantastic support tool and invaluable research library.

The look and feel of our website will definitely improve now,
thanks to the information | can use from this site.

Clear, concise and jargon-free — an excellent source of
common-sense ideas with something for everyone.

A very helpful system that opens up fresh ideas for
our company.

| love the simplicity. Keep it that way.
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