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MARKETING
What is marketing?

“Marketing is the activity, set of institutions, and 
processes of creating, communicating, delivering, and 
exchanging information on products or services that 
have value for customers, clients, partners, and society 
at large.” —American Marketing Association 

WHY IS MARKETING IMPORTANT?

The heart of your business success lies in its marketing. 
It’s your means of communication. 

The overall marketing umbrella covers advertising, public 
relations, promotions, and sales. Marketing is the way a 
product or service is introduced and promoted to 
potential customers.

Effective marketing is an art using strategic tools.
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WHAT IS BRANDING?
Branding is the foundation of all marketing.

“A brand is defined as a name, term, symbol, or any other 
feature that identifies one seller’s goods or services as distinct 
from those of other sellers.” —American Marketing Association

Branding is the essence of your business.

It’s the emotional takeaway for a customer.

It’s your reputation.

It’s YOU.

BRANDING vs. MARKETING

Marketing is the activity of promoting a product or service. 
Marketing says, “Buy me because I’m better.”

Branding says, “This is what I am. Why I exist. If you like me, then 
buy me, support me, and recommend me.”

“PRODUCTS ARE MADE IN THE FACTORY, BUT BRANDS ARE CREATED IN THE 
MIND.”  —Walter Landor 
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WHAT COMES TO MIND?
 Healthy Living vs. Hannaford’s

 Ben & Jerry’s vs. Stewart’s Ice Cream 

 Outback Steakhouse vs. McDonald’s

 Harvard vs. UVM

 Walmart vs. Tiffany’s

 Burton vs. Rossignol

 Mercedes-Benz vs. Volkswagen

 NY Times vs. USA Today

THE 4 Ps OF MARKETING

PRODUCT—WHAT are you 
selling? How does it meet or 
create a customer’s need?

PLACE—WHERE will your 
customer find your product or 
service?

PRICE—HOW MUCH will your 
customers pay for your 
product or service?

PROMOTION—HOW will 
reach your customers?
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THE 5th P

The fifth P of marketing is PERSON.
WHO is your customer? Who is your target 
audience?  

IT’S ALL ABOUT THE CUSTOMER!!!!!

TIP: It is not everyone. 

QUESTIONS TO ASK

 What problem does my product or service solve?

 Who will buy my product or service?

 Why will they buy it? Why will they need it? Why will they want it?

 Where will they buy it — brick and mortar, online?

 What do I need to charge to make a healthy living and profit?

 What will people actually pay?

 What products or services will mine be competing with?
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USP(UNIQUE SELLING PROPOSITION) 

USP is “the factor or consideration presented by the seller 

as the reason that one product or service is different from 

and better than that of the competition.” —Entrepreneur.com

YOUR USP IS YOUR KEY DIFFERENTIATOR.

What is your USP? 

USP QUESTIONS

WHAT PROBLEM DOES MY PRODUCT/SERVICE SOLVE?

WHAT DO I OFFER THAT MY COMPETITORS DON’T?

WHAT CAN I GUARANTEE THAT NO ONE ELSE CAN?

HOW CAN I ARTICULATE MY STRENGTH?

HOW EASY CAN MY COMPETITORS COPY ME?

REMEMBER—Different is always better than better!
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FAMOUS EXAMPLES
GEICO— 15 Minutes Could Save You 15% or More on Car Insurance.

FEDEX— When it absolutely, positively has to be there overnight.

DROPBOX—We keep your files safe, synced, and easy to share.

NYQUIL— The nighttime, coughing, achy, sniffling, stuffy head, fever 
so you can rest medicine.

TARGET— Expect More. Pay Less.

SOUTHWEST AIRLINES— We are the low-fare airline.

DOMINO’S PIZZA— You get fresh, hot pizza delivered to your door in 
30 minutes or less, or it’s free.

SHOPIFY—The ecommerce platform made for you. Whether you sell 
online, on social media, in store, or out of the trunk of your car, Shopify
has you covered.

USP CONSIDERATIONS
 Customer value
 Unique skill set or extreme specialization
 Outstanding outcomes
 Outstanding experience
 Outstanding quality
 Location
 Originality
 Irresistible offers—price and guarantees
 Outstanding personal brand/emotional proposition
 Social proof
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TARGET AUDIENCE

Who is your ideal customer? What is your target 
market*?
 Is there more than one?
 Categorize into primary, secondary, tertiary.
 Are you B2C, B2B, or both?
 Describe their needs, wants, demographics, 

characteristics.

*REMEMBER: It’s not everyone.

DEMOGRAPHICS
 Where is your customer located?

 How old are they?

 Are they male or female? Or both?

 How much education do they have?

 What’s their ethnicity, marital status, political 

 What’s their occupation? Income level? 

 How much money do they have to spend?

 Are they the decision-maker?

 Are they buying from your competition?
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PSYCHOGRAPHICS
 How do they consume media? Online, newspapers, 

radio, TV, social media?
 What are their interests, hobbies, etc.
 What is their lifestyle?
 What are their friends like?
 Do they travel? Where?
 What are their values?
 Are they trendsetters? Do they follow trends?
 What is their social status?
 What are their challenges? Needs? Pain points?

TARGET AUDIENCE EXAMPLE

Sophie owns Sophie’s Scrumptious Cakes.
She’s based in Burlington.
She has a small shop.
Sophie has one full-time employee.
Her specialty is one-of-a-kind cakes.
She uses premium products and offers gluten-free and organic options.
Each cake is designed and made by Sophie.
Sophie has a degree in Art History.
Sophie’s USP is that she guarantees delivery of high-quality, one-of-a-
kind, memorable cakes at competitive prices and faster—within 3 days 
of placing an order—than any other shop in the area.
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COMPETITORS
Direct competitors—companies offering 

the same or similar products/services

 Indirect competitors—businesses offering 
close or substitute products

 Future competitors—businesses that are 
not yet direct or indirect competitors but 
could be at any time in the future

COMPETITOR EXAMPLE

Ann’s Flower Shop—a small, one-person shop specializing 
in unusual floral arrangements for the discerning customer, 
including wedding parties.

Direct competition—other flower shops, supermarkets, 
farmer’s markets, garden centers

Indirect competition—Edible Arrangements

Future competition—Amazon, new mall, new flower shop
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MARKET RESEARCH
Market research is the study and analysis of:
 Your customers
 Your competitors
 Your industry
 Trends—where things are going

Market research minimizes risk, improves your chances of success, 
provides sound and objective data to help you understand which 
products and services are in demand, spot current and upcoming 
problems, and identify sales opportunities. 

But, it can be expensive. We’re going to talk about research on a 
budget. 

PRIMARY RESOURCE
A great place to start looking is online.
 Association websites

 Industry websites

 Competitor websites

 Trade websites

 U.S. Census Bureau/Census Bureau’s Quick Facts

 Government agencies—SBA, FedStats

 Government websites for economic indicators, employment 
statistics, income and earnings reports 

 Google searches—there’s a ton of data if you look

 Facebook Insights or Google Analytics
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SECONDARY RESOURCE
Look around you! Ask people you know. Put together a 
questionnaire or just have a conversation. 

 Employees
 Customers
 Vendors
 Suppliers
 Friends and family
 Trade show attendees
 Facebook, Instagram, Twitter
 Study your competitors—what are they doing or not doing

TERTIARY RESOURCE
Comparable markets.
 Share the expense of a study with a comparable 

company—not a competitor

 Focus group—hire a professional to conduct a focus group 
with likely target audience or conduct one yourself (get 
some wine and food and invite a group)

 Surveys—Survey Monkey or GutCheck

 Hire a market research firm

 Check college libraries for research studies
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BRANDING COMPONENTS
 Logos—icon and fonts
 Color palette
 Copy, bullet points, tagline
 Business card, letterhead, envelopes, etc.
 Brochures and flyers
 Signage
 Website, blogs, social media
 Boilerplate
 Messaging

 YOU!

BRAND MESSAGING/CONTENT 
MARKETING
Tell your story.

Engage with your customer with stories about you, 
your passion, your product, your service. 

Share your values, your mission, your vision.

Talk about why you do what you do.

Your story creates the customer. It becomes their 
story.
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MARKETING TOOLS
 Advertising—print, online
 Print—Brochures, flyers, sell 

sheets, posters
 Networking—elevator pitch
 Special events—open house 
 Charity
 Public relations—press releases
 Signage
 Public speaking, webinars, 

radio & TV appearances, 
workshops

 Websites
 Blogging

 Cold calling
 Trade shows
 Articles—print & online
 Online—email blasts, YouTube 

videos
 Social media
 Referrals, word-of-mouth
 Posters, banners
 Cross promotions
 Agents & sales reps
 Sponsorships

PRINT COLLATERAL 
 Business cards, company stationery
 Print ads
 Brochures, flyers, sell sheets
 Posters, banners
 POP
 Signage
 Car magnets
 Product packaging
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ADVERTISING
 Newspapers
 Magazines
 Yellow pages
 Community handouts—tourist maps
 Catalogs
 Event brochures—Lane Series
 Radio
 Television
 Car magnets

NETWORKING
Chamber events
 Trade shows
 Expos
 Parties, kid’s sporting events
Charity events
Workshops
 Referrals
 Standing in line, dinner party, etc.
 ELEVATOR PITCH
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PR & PRESS RELEASES
Public Relations is the way organizations and 
businesses communicate with the community 
and the media. 
A press release is an official statement giving 
information—news—on a particular matter.

 Must be newsworthy
 It’s free 
 Must follow a proper format

PUBLIC APPEARANCES
 Public speaking
 High-visibility expert
Conduct workshops
 Teach
 Radio
 Television
Webinars
 Vlogging
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ONLINE MARKETING
Website
 Email blasts, enewsletters
Create a YouTube video
 Blogs
 Live streaming talks
 Social media
 E-commerce
Webinars

MISCELLANEOUS TOOLS
 Special events—trade shows, business 

expos
 Articles
Cold calling
Co-sponsoring a charitable event
Cross promotions
 Agents
 Sales and/or Distributor Reps
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LOW-BUDGET IDEAS
 Barter
 Split advertising costs
 Advertise on your car
 Print in small quantities
 Send out promotions with invoices
 Check with your vendors for POP
 Share costs with neighboring businesses
 Apply for business awards
 Referrals
 Guerrilla marketing
 Front Porch Forum
 Volunteer with a local organization
 Outside-the-box creativity

MORE LOW-BUDGET IDEAS
 Give out samples
 Jump-on-it/Localvore deals
 Attend business expos
 Offer a complimentary meeting/consultation
 Look for RFPs
 Network with competitors for off-loading work
 Get certified as woman-owned business for government contracts
 Offer coupons and use CTAs
 Support a cause
 Send holiday, birthday, and thank you cards
 Conduct online contests
 Host an event—your business anniversary, open house
 Survey your customers for leads
 Always have business cards available
 Exceed your customers’ expectations



Creating a Marketing Plan: Marketing Basics 1/10/2018

19

MARKETING PLAN
A marketing plan includes everything from understanding 

your target market and your competitive position in that 

market, to how you intend to reach that market (your tactics) 

and differentiate yourself from your competition in order to 

make a sale or gain a client.

It includes objectives/goals, strategies, budgets, and how you 

plan to meet your marketing objectives/ goals.

Call it a roadmap, blueprint, or game plan, it’s your plan.

A MARKETING PLAN
A simple marketing plan includes the following:

Step 1—Your Business Goals
Step 2—Your Sales Goals
Step 3—Your Marketing Goals
Step 4—Market Review
Step 5—Target Customer Analysis
Step 6—Your Pricing Structure
Step 7—Your Marketing Budget
Step 8—Your Marketing Strategies and Tactics
Step 9—Your Timeline
Step 10—Your Resources
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REMEMBER

Marketing is not an event.

Marketing is a process.

The combination of multiple and consistent
messaging and strategies will yield 

measurable results. 

FINAL THOUGHT

“If you fail to plan,
you plan to fail.”

—Benjamin Franklin

THANK YOU! QUESTIONS?
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Marketing Your Business 

Brand Message 
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Create your Brand Message below: 
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Marketing Your Business 

Marketing Strategy Assessment   

 

 STRATEGY: 

 

_______________     

STRATEGY: 

 

_______________     

STRATEGY: 

 

_______________     

STRATEGY: 

 

_______________     

 

Will this help 

achieve my goals? 

 

 

 

    

Will this reach  

my target 

customer/s? 

 

 

 

    

Does this fit my 

budget? 

 

 

 

    

Do I have the 

necessary staff? 
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Marketing Your Business 

Target Market Data 
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MARKET: 
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MARKET: 
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MARKET: 
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Distribution  

Channel 

 

 

 

 

    

Demographics 

 

 

 

 

    

Income/ 

Spending Habits 

 

 

 

 

    

Location 

 

 

 

 

 

    

 



With Your Mentor 

  

 

Marketing Your Business 

Are you ready to take action on what you learned in this workshop? Here are some areas you may want to discuss in more depth 

with your SCORE Mentor.  

Have your business’ needs changed since you started your company?  

Talk to your SCORE Mentor about changes in your product or service, target market, price point or other changes that may require 

revamping your marketing strategy.  

Do you need to do additional market research?  

Your SCORE Mentor can help you find ways to gather the data you need to reevaluate your target market. 

Do you understand your market share?  

If your market share is low or declining, your SCORE Mentor can assist with ideas to capture and increase market share.  

Does your brand need an update?  

If your brand message is outdated or unclear, talk to your SCORE Mentor about developing a stronger brand.  

How does your company’s marketing strategy compare with that of your competitors? 

Your SCORE Mentor can provide resources to help you do a competitive analysis of your competitors’ marketing methods and 

determine whether the same tactics would work for you. 

Would social media work for your business?  

Your SCORE Mentor can help you determine whether social media tools such as Facebook, LinkedIn or Twitter should be part of 

your marketing mix.  

Does your business have a presence on ratings and review sites?  

Search for your business online to see where you might already be listed. Then talk to your SCORE Mentor about ways ratings and 

review sites can be used to drive local customers to your business.  

Does your business have a website and if so, is it working for you?  

Your SCORE Mentor can help you determine your goals for your website, plan for an effective website and evaluate how well your 

current website is performing as a marketing tool. 

Do you use email marketing? 

Work with your SCORE Mentor to explore how email marketing can help grow your business and create an effective email 

marketing plan.  

Do you know how to use public relations?  

Your SCORE Mentor can show you how public relations can expand awareness of your business, and can suggest appropriate media 

outlets to target with press releases.  

Don’t have a SCORE Mentor yet? SCORE offers free one-on-one mentoring, online or by email, from experienced professionals and business 

owners. Visit www.score.org or call the Champlain Valley SCORE chapter at 802-764-5899 to be matched with a SCORE Mentor today.  

 

http://www.score.org/


 

 

Marketing Basics for Small Business 2017-2018 Education Series 

 

Main Presenter 

 

Cristine Hammer | Hammer Consulting & Copywriting, LLC 
  
After a few years as a social worker in the field of mental health, Cristine               
Hammer left to start a home-based wearable arts business, making          
hand-painted and silkscreened clothing. In 1992, Hammer helped launch a          
Burlington-based graphic design company, growing the business from 1         
employee to 15, and eventually becoming a VP and partner in the            
company. In 2009, she started her freelance marketing consulting and          
copywriting business, Hammer Consulting &amp; Copywriting, LLC. The 
company consults on brand development, strategic marketing, graphic        
design art direction and management, small business development, and         
provides creative copywriting services. 
 
Hammer is also an instructor at CWE (the Center for Women &            
Enterprise), serves as Vice Chair of the Essex Town Conservation & Trails            
Committee, is a certified Vermont Master Gardener, a member of the           
League of Vermont Writers, and with her dog, Nikki, works as a certified             
therapy dog team. 

 
chammervt@gmail.com 

 
https://www.linkedin.com/in/cristine-hammer-37b5505  

 
 

mailto:chammervt@gmail.com
mailto:chammervt@gmail.com
https://www.linkedin.com/in/cristine-hammer-37b5505/
https://www.linkedin.com/in/cristine-hammer-37b5505


CONNECTWITH US ON SOCIAL MEDIA

https://champlainvalley.score.org

https://www.facebook.com/VermontScore

https://twitter.com/vt_score

https://www.linkedin.com/company/champlainvalleyscore

https://www.instagram.com/vtscore



 

 

 

Tel: 802-764-5899 

champlainvalley.score.org 

Champlain Valley SCORE 

Chapter 284 

11 Lincoln Street 

Essex Jct., VT 05452 

SCORE is a resource partner with the U.S. Small Business Administration 

How did you hear about this event? (Check just one, please) 

 

 From NEFCU (mailer, in bank, etc.) 

 SCORE Email 

 SCORE Mentor | Who?      . 

 Champlain Valley SCORE Social media 

   Facebook   Twitter   LinkedIn   Google+   Instagram 

 My local Front Porch Forum | Which town?      . 

 Vermont Business Magazine email 

 Seven Days (web or print) 

 MyChamplainValley.com 

 I’ve attended in the past 

 Referral / Word of mouth 

 

Are there any topics that you would like covered in future events?  

1.  

2.  

3.  

4.  

5.  
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