
to Get The Sales
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Visit www.score.org for more information about 
other SCORE resources

Marketing your Small Business

http://www.score.org


The SCORE Foundation 
would like to thank

for showing their support of America’s small businesses 

by sponsoring this series. 

To find additional resources on growing your business, 

visit www.score.org and www.openforum.com

http://www.score.org/
http://www.openforum.com/


About SCORE
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• Successful and experienced 

business owners and executives 

acting as volunteers

• Free mentoring:
• One-on-one

• E-mail / Phone / Video Chat

• Seminars and workshops

• Resources for small business: 

www.score.org

http://www.score.org/


Marketing Your Business
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Definition #1:

Marketing is the activity, set of institutions, and 

processes for creating, communicating, delivering, 

and exchanging offerings that have value for 

customers, clients, partners, and society at large. 



Marketing Your Business
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Definition #2:
Marketing is traditionally the means by which an organization

communicates to, connects with, and engages its target audience to

convey the value of and ultimately sell its products and services. However,

since the emergence of digital media, in particular social media and

technology innovations, it has increasingly become more about companies

building deeper, more meaningful and lasting relationships with the people

that they want to buy their products and services. The ever-increasingly

fragmented world of media complicates marketers’ ability connect and, at

the same, time presents incredible opportunity to forge new territory.

Julie Barile –Vice President of eCommerce, Fairway Market



Marketing Your Business
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Definition #3:
The management process through which goods and services move 

from concept to the customer. It includes the coordination of four 

elements called the 4 P's of marketing:

1. Identification, selection and development of a product,

2. Determination of its price,

3. Selection of a distribution channel to reach the customer's 

place, and

4. Development and implementation of a promotional strategy.



Marketing Your Business
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Marketing is based on thinking about the business in terms of customer needs and

their satisfaction.

Marketing differs from selling because, in the words of Harvard Business School's

retired professor of marketing Theodore C. Levitt, “Selling concerns itself with the

tricks and techniques of getting people to exchange their cash for your product. It

is not concerned with the values that the exchange is all about. And it does not, as

marketing invariable does, view the entire business process as consisting of a

tightly integrated effort to discover, create, arouse and satisfy customer needs.”

In other words, marketing has less to do with getting customers to pay for your

product as it does developing a demand for that product and fulfilling the

customer's needs.
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Who What & Where

Do you have a clear idea of
–Who your customers are?

–What are their issues or challenges

–Where are customers located?

–What & where are they researching?

–Who your competition is?

–WHY YOU or YOUR COMPANY?



Branding & Marketing

Key elements of the “Branding Class.”  What do 

you think of:

• When I say “Costco”

• When I say “Healthy Living”

• When I say “Leunigs”

• When I say “Motel 6

• When I say “Toscanos”
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Why YOU?

What do you bring to 

the table so they 

“WANT  YOU”

or 

“WHAT YOU OFFER”
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Create a Benefit List

Create a benefit list of your company’s 

products, services or reasons the customer 

should buy from you?

1. _______________________  

2. _______________________

3. _______________________

4. _______________________ 

5. _______________________ 

11



12

Power Messages

• Your message has 20-seconds to grab their attention

• Always use “Benefit Statements” talking about 

“what’s in it for them”

• Stay away from “Fact or Feature Statements” 

unless you follow up with a “Benefit Statement”

• ALWAYS think about the problems your company 

solves for the customer.
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POWER MARKETING  STATEMENTS

Use statements targeting what they need from you.

Many companies will list the problems that they solve:

Examples:

• Are you are frustrated with HIRING 

• Does your company struggle with HR issues

• Do you struggle with managing your cash flow

• Is your internet struggling to meet company demands

• Does your WEB site generating adequate sales leads



WHERE TO MARKET  YOUR COMPANY

• Advertising Channels

• Sales Partnerships

• Workshops

• Business Location

• Email Programs
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Expand Your Marketing Channels
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Advertising Channels

• Face-to-Face Selling

• Phone Prospecting 

• Email Programs 

• Direct Mail

• Printed Materials

• Storefront

• WEB Site

• Social Media

Indirect Marketing

• Wholesaler/Distributor/Dealer

• Value-Added Reseller (VAR)

• Manufacturer’s Rep

• Workshops in partnership with other businesses



Online Marketing  (Next SCORE Session) 16



Roundtable Discussion with our 

SCORE Team

ASK AWAY
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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



 

 
Market Your Small Business to Get the Sale 

 
2016-2017 Roundtable Series 

 

Main Presenter 

 

Rick Royer  | North Star Leasing & Champlain Valley SCORE mentor 
 
30+ years in sales with the past 20+ years in the telecommunications            
industry and now a senior member of the leasing industry with North Star             
Leasing. Focus on building sales organizations, developing and        
delivering training programs with a technical and sales focus, Filled a           
marketing position to develop and launch the services required to be           
competitive in a highly competitive industry. 
 
My past experience includes 20 years in retail, 20 years in           
Business-to-Business sales throughout New England. 
 
Business consulting efforts have included sales and telecom product         
training, marketing plans, PR initiatives for small, medium and start-up          
companies. 

 
rickroyer@comcast.net 

 
http://www.northstarleasing.com 

 
https://www.linkedin.com/company/north-star-leasing-company 

  
  

 
 

http://www.northstarleasing.com/
http://champlainvalley.score.org/
mailto:rickroyer@comcast.net
mailto:rickroyer@comcast.net
http://www.northstarleasing.com/
http://www.bnivermont.com/
https://www.linkedin.com/company/north-star-leasing-company
https://www.linkedin.com/company/north-star-leasing-company
https://www.linkedin.com/company/bni-vermont
http://www.facebook.com/BNIVermont
http://www.twitter.com/BNIVermont

