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31. Your Marketing Plan
Putting it all together!

This Course has provided you with a wealth of infor
marketing, advertising and sales. Now what you need t
knowledge to develop your own personal Marketing Pr

Before starting this course, you were likely won
methods might be available to market your bug
this far, you might be feeling somewhat over,
be done to help you market your business.
intimidated the very first time you glanced t

This chapter will give you guj
you in developing a workable, mg
advertising strategy to get yo
growing as you progress.

Establishing Objec

four elements are

pD®r-year enterprise. $2,000,000? More?
rvices that do that kind of sales volume

ally your long term goal or is that target based on
Plablished criteria. Is that target something you feel
atfainable and something you believe is a measurement
r is it based on a latitude of accomplishment established
t? While it's true that it helps to have some measurement
a bench mark, what someone else has done or thinks can be
sn’'t necessarily the epitome of what we can (or can’t)
accomplish as individuals.
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Assuming, for a moment, that $1,000,000 is the long-term goal you
have set for your business, the next thing you need to establish is a
specific time frame in which you intend to achieve this goal. If we use
the figure of $3,000 per year per regular client as an average, this
translates to needing 333 regular customers in orde chieve this
goal. The question now becomes, how quickly ca that 330-
client base?

If, for example, you successfully executed a pla
retain an average of 8 new regular cust
of your first year you would have a b
annual value of $3,000 per client, y
an average of over $5,700 per week.

pattern, depending on your cli i
generating over $10,000 pe
words, you could be enterj
which could translate in
sales in your third ygar

Is $1,000,000 a
there are hous
aware of h

than $40,00per
er week; not per
business of

ou set for
attain and that
sh it you need to

g-term objective, your
reak-even point in your

your business to at least break-
. This needs to be your immediate,

t has an annual value of $3,000 and your
en your sales reach $4,000 per week, if

hg is $120 you will need to attract and retain about
clients to achieve this first objective.

n'client acquisition cost has yet to be determined, you
0 budget about $150 as your client acquisition cost. If it
be lower than that, great.

ow have the basic elements required to plot your written
marketing plan for attaining your short and long term goals. Just like
any game plan, it is subject to change from time to time and
adjustments need to be made accordingly.
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 To help you attain your long-term objectives, your written plan will
contain short-term objectives. A short-term objective, for example,
will be to enact a program that will, in the above illustration, generate
and retain those all-important 3 new biweekly custo per week.

Before You Develop Your Marketing Game Plan

time frame in which you intend to a
are not clearly defined, you need to o

plan. The more clearly defi
develop and alter your wrij

e Failure to adhere to
marketing efforts, j

If there is no one
e steps we
vy be throwing

our year into 4

s exactly how the “big
ertising and promotional
Some activities, such as

ail campaigns and other forms of
pnentation with far more advance

d a little time every week reviewing
the past week and planning and

es for the following week and the coming

Advertising

objective of your advertising is to generate inquiries, or

t like the objective of advertising headlines is to raise
terest to get the prospect to read the advertising copy in the
, 50 IS the purpose of advertising to get the potential client to
call you to find out more about your service.
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* The effectiveness of your advertising, then, should be rated on the
number of inquiries you receive, not on the amount of sales you make.
If you get inquiries, your advertising has done the job it was intended
to do; if you fail to convert those inquiries to bookings for quotes,
and/or fail to convert in-home quotes to customers, is not the
fault of your advertising.

* When planning your advertising strategy, kee
are initiating is a “lead-generating” campaign.
sell the customer on calling you; it’s job janot to
you.

at what you
j to

Advertising Response Expectatio

« More often then not, new
the results. Just becau
newspaper ad doesn’f me

you’re apt to be
ponse rates as

or hangers; even less

gular customer for every $150
a realistic bench mark from
of your advertising. If your actual
in at less than that, great; you’re
out to be $200 per regular client, that

g how effective your advertising is, you need to know

. The Inquiries-to-Appointments Made Ratio.

2. The Appointments-to-Sales ratio.
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* Obviously, the more proficient you become at converting inquiries into
appointments, and appointments into sales, the better return you are
bound to get for your advertising effort.

* The goal you should strive for when planning your a ising strategy
is to:

a) Convert 80% of inquiries into quotation
b) Convert 75% of quotation appoin

e Overall, this would translate to conv
sales, or about 6 customers for every

Lead Cost vs. Sales Cost

 As an illustration, let’s sa
given week. This

hangers, newspg
combination o

0s into clients (sales), you
t of $150 each.

attention to your effectiveness
Fooking 4 appointments out of those
Your lead cost is still $90 per inquiry
ent has now jumped to $225. If you closed

mples also highlight the value of a “referred” lead. It should
oint out the importance of treating each incoming telephone
inquiry with the reverence you should. Missing a call because you
forgot to turn the answering machine on when you’re away from the
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phone, or not having an answering machine at all, are very costly
mistakes

* NOTE: Itis critically important that you track your soyrce of inquiries
using the Telephone Inquiry Log. Over a period of tj ou can
determine how many leads and customers resulte ch source
and also determine your cost of leads and cust
source.

Your Initial Advertising

* From the standpoint of accounting an
taxation purposes, all of your g A
“operating expense” for you
your new endeavor, you
efforts as a necessary i

percentage of
making a cgpi

initial 13-week campaign,
est in Initial Advertising
to get your new business up

ent some form of advertising each
entation, it is important to begin
ch media as accurately as possible. If one

Rccurately measure the results. Always remember
PUpports the other. Your direct mail works better
by newspaper advertising, and vice versa.

rmine a higher rate of return from a particular part of your
ea, don’t be afraid to repeat your marketing effort

pe ically within that district. There is a saying in direct-mail circles
that, for maximum impact, a minimum of 7 impressions is required to
achieve optimum results. Of course, we have already discussed the
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need for frequency of “impressions” in our various discussions on
media advertising.

The important thing to remember is to advertise consigstently. Have
something going every week and attempt to plan peZ
supplemental campaigns.

It’s going to take a little experimentation on y
methods work best, and in what combinations i
remember that advertising and marketi ivi
to the growth of your business. You ¢
service in the world but...if nobody
going to do very much business. It's
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