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Marketing and Promoting Your Business, Second Edition, describes the marketing 
process for a small business and how to prepare a marketing plan for your 
operation. A separate chapter covers evaluating marketing results, including 
getting customer feedback, and business responses to unsatisfactory results.

Exercises are located throughout each chapter. End-of-chapter quizzes, 
discussion items and case studies are also included. Research assignments then 
help students learn more about the practical applications of marketing.

A glossary of marketing terms and answers to the quick quizzes are found at 
the end of the book. 

After reading this book, you should be able to plan and implement marketing 
activities for your small business, create sales, and achieve a reasonable profit. 
You will also know how to analyse results and feedback to evaluate marketing 
success.

Product Code: 002

ISBN: 978-0-7346-0814-7

eISBN: 978-0-7346-2063-7

$59.95



About the author

Ian Birt is an accountant and registered tax agent, with degrees in accounting and 
law. He has worked extensively in small business, at every level, and for an accounting 
firm specialising in small business clients – giving him extensive experience and broad 
background knowledge. He has been self-employed for many years, advising a wide 
range of small businesses. 
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Figure 1.3 Overview of marketing mix decisions

exercises

1. Explain the ‘marketing mix’.

2. a) What is a strategy? 
b) Why are marketing strategies adopted? 
c) What should be the focus of any marketing strategy?

3. The business offer comprises decisions about:

	 promotions

	 prices

	 products

	 place.

	 What is the correct order in which to consider the components of the business offer?

the Marketing Process

A customer-oriented business will undertake the marketing process at regular intervals (e.g. 
annually). Marketing processes should generally be undertaken for each financial year - 1 July to 
next 30 June.
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The marketing process for any business is a series of logical co-ordinated steps (see Figure 1.4) to 
follow. 

Figure 1.4 The marketing process

Step 1: understand the operating environment

Begin by examining the existing situation of your business within the operating environment. This 
is called a ‘situation’ or ‘SWOT’ analysis—an analysis of your business’s strengths, weaknesses, 
opportunities and threats. This analysis will give you a better understanding of the operating 
environment, including customers, competitors and suppliers, in which you will be making your 
marketing decisions.

Because the operating environment is always changing, you need to undertake a situation analysis 
before starting any new marketing process.

Chapter 2 starts by describing various research methods for gathering environmental information. 
Most of the chapter investigates what factors in the operating environment to consider for your 
business.

Step 2: Set marketing objectives

After analysing your operating environment, measurable and attainable marketing objectives 
must be set, to be achieved within the period. These are usually sales targets that ensure profit 
objectives are met. Marketing objectives are examined in Chapter 3.

Step 3: Identify target customers

Potential customers are divided into specific customer groups with distinct characteristics and 
wants through the market segmentation process. You identify who your target customer groups 
are, what they want, and where they are. This is necessary to ensure that your business marketing 
is focused.

Market segmentation and selecting target customers are examined in Chapter 4.
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Step 4: Design a business offer

An appropriate business offer must be made to satisfy chosen target customer groups. Your 
business offer includes decisions about products/services, prices, distribution (place) and 
promotions for implementation. You also must be aware of competitors and make use of any 
competitive advantages that your business has.

The total business offer is collectively referred to as the ‘marketing mix’. Marketing strategies for 
each component of the marketing mix are investigated in Chapters 5, 6, 7, 8 and 9; competitive 
advantages are looked at in Chapter 10.

Step 5: evaluate marketing results

The effectiveness of marketing strategies is determined by regularly evaluating sales and profit 
results as well as getting regular customer feedback about your marketing methods. Appropriate 
follow-up action must be undertaken in response to unsatisfactory results.

Evaluation of marketing results is examined in Chapter 12.

A marketing plan (see Chapter 11) is a written structured presentation of your marketing 
activities for the annual period ahead – it summarises your environmental analysis, marketing 
objectives and the marketing strategies to achieve them. An annual marketing plan should 
generally be prepared for each financial year, to be consistent with business financial budgeting 
and reporting periods.

exercises

1. Briefly describe the steps undertaken in the marketing process.

2. Briefly describe what a marketing plan is.

Quick Quiz

Each of the following multiple choice items has one correct answer. Select the letter that 
corresponds with the correct answer.

1. The aim of marketing is to:
a) produce output
b) make sales
c) maintain liquidity
d) increase productivity.
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Product services

Some form of product services, or customer service, is offered by all businesses. Customer 
servicing occurs in every dealing a business has with its past and present customers, or with 
potential customers, e.g. enquirers.

The types of customer service that could be offered by a business can be grouped into two 
categories—pre-sales service and after-sales service:

Pre-sales service
providing information responding to requests
quotations selling
order-taking answering objections
order acknowledgment replying to correspondence/calls
answering enquiries market surveys
pre-arrival courtesy calls reminders

After-sales service
installations/assemblies complimentary gift wrapping
repairs deliveries
technical support handling complaints

backup/ongoing advice customer satisfaction surveys/feedback
billing job waste removal
answering queries regular follow-up/acknowledgements

Good customer relations help sell the business. Customer service strategies should be designed to 
foster the best possible customer relations. Begin by identifying the customer services that your 
business will offer. Next, determine what quality of service (see Table 5.1) to offer customers. 
Good customer service significantly contributes to customer satisfaction with your business.

The provision of superior customer service, as well as better quality services sold, is an effective 
way a small business can successfully compete with a larger one.

Service quality controls

The level of service quality, whether selling services or providing customer service, will depend 
on the person delivering the service. Quality control is important in ensuring that a consistent 
quality of service is delivered.
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9. Recall a recent experience where you enquired about and subsequently purchased a 
product or service. Write brief responses to the following questions:
	 What product or service did you buy?
	 What did you tell the salesperson were your reasons for wanting to buy the 

product or service?
	 What benefits did the salesperson tell you the product or service had?
	 How did the salesperson close the sale?
	 Were you satisfied with your decision to buy the product or service?
	 What was your overall assessment of the salesperson’s procedure?

10. List five guidelines that a business should follow when selling on the telephone.

Customer Relations

Importance of customer relations

An integral part of effective selling in a business is to practise good customer relations. The aim is 
to make a pleasant dealing experience for customers. This is a very effective way of promoting the 
small business and building customer loyalty. Many customers are attracted to a small business 
because they expect personalised service. It is therefore essential for the success of your business 
that you train your staff in the techniques of good customer relations in all forms of customer 
dealings: greetings and customer enquiries, personal selling, follow-ups and handling customer 
complaints. First impressions count; so give particular attention to training front-line staff like 
receptionists, in dealing with customers. Ensure that you always have someone in attendance to 
receive your customers. Retaining familiar competent staff also helps build up customer loyalty.

The benefits of fostering good customer relations are that the satisfied customer is likely to 
come back and recommend your business to other potential customers. Good (or bad) customer 
experiences can now be communicated widely via social media, e.g. Facebook, etc.

The advantages and disadvantages of customer relations promotions are the same as for personal 
selling (see Table 9.3).

Addressing customer needs

Good customer relations means showing care and concern for customers and focusing on their 
needs. All customers like to feel important when dealing with any business, so emphasise this 
aspect of the way you relate to them. Customers want to be acknowledged and served within 
a reasonable time. By making a customer feel wanted and valued, you will create a lasting good 
impression.
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Table 9.4 outlines how salespeople should respond to customers’ needs.

table 9.4 Responses to customer needs

Customer need business response

To feel welcome Smile and be friendly, enthusiastic and helpful

To feel understood Ask questions and listen

To feel comfortable Be calm and relaxed, and do not use pressure

To feel important Give prompt attention, show interest, maintain eye contact and be 
courteous

Never pressure or ignore customers; they should feel free to make their own buying decisions 
but be recognised at the same time. In retailing, this begins when a customer enters the premises. 
Always acknowledge people who visit your premises. Do not pounce on them—leave them to 
browse freely. The best opening lines to initiate contact with a customer are: ‘If you want anything, 
just let me know’ or ‘If I can help you, just let me know’. In this way you are showing that the 
business is interested in serving its customers but that you have no intention of pressuring them.

Businesses that provide poor customer service and overlook customer needs will almost certainly 
fail.

Dealing with customer complaints

Customer complaints are inevitable in any business. Complaints about your products or services 
or other aspects of your business should alert you to what needs to be improved in the operation. 
Deal with any complaint or dispute positively. Never argue with a customer or take anything 
they say personally. A customer may not always be right, but your business is there to serve them. 
Complaints or disputes need to be resolved promptly, politely and calmly.

A complaining customer requires acknowledgement and empathy.

The steps for effectively handling customer compliants are as follows:

	 Step 1: Listen to the customer. Stay calm and listen attentively, without interrupting, to 
what the customer has to say. 

	 Step 2: Clarify the complaint. Accept the complaint. Find out exactly what the customer 
wants. Ask the customer, ‘What is it you want?’

	 Step 3: Take agreed action. Let the customer know what you can do. Suggest alternatives 
which you can deliver in response to what the customer wants. Also, speak to any 
staff member complained about afterwards. Seek agreement on a solution and carry 
it out.
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	 Step 4: Offer help. Offer to assist the customer in any reasonable way.

	 Step 5: Follow up the complaint. Follow up the complaint by contacting the customer 
later to check that the complaint has been resolved satisfactorily.

exercises

11. Complete the following statement: ‘The emphasis in customer relations is to make the 
customer feel ............’

12. How would you deal with the customer in each situation below?

a) A customer cannot seem to make up his mind about a purchase. Each time he 
selects a pair of shoes he takes them to the counter but then changes his mind 
and soon returns with a different pair.

b) A customer returns to your store to complain about defective goods she 
purchased. The customer is loud and aggressive and is making a scene in front 
of everyone.

c) A customer enters your store and is ignored by sales staff. The customer later 
becomes rude and insults staff about lack of service.

d) A customer pays for his purchase by credit card, but the card is declined during 
electronic processing. The customer is clearly embarrassed and becomes 
agitated and uncomfortable and wants to leave.

Stock Displays

Retailers need to give specific attention to stock layout. Stock displays must be attractive and 
informative to draw customers into the premises. The more exposed the business location, the 
more effective this form of promotion is. The use of stock displays for promotion and selling is 
also called ‘merchandising’.

Stock layout is a vital part of retail selling. Most people are visually attracted to stock and make 
their actual buying decisions while in the shop. Therefore, pay particular attention to arranging an 
attractive display; the shop has to be able to sell itself. Some useful tips are:

	 If it is practical, keep the door to the shop open at all times.

	 Attempt to display a wide range of stock to induce people to enter the shop.

	 If you can, arrange all display stock so that it is clearly visible from the entrance.

	 Use good lighting to highlight displays and other feature areas.

	 Use elevated signs to draw attention to stock display areas.

	 Attach price tags to all displayed items so that customers can make informed decisions 
without feeling pressured.



Sample
 p

ageS

be poor location, narrow product range, unfriendly service, excessive prices and ineffective 
promotions.

exercises

2. Why should you find out about the weaknesses of your main competitors?

3. Observe one main competitor in your industry or any local small business. What do 
you perceive to be the strengths and weaknesses of this business? 

Competitive Advantages

After analysing the competition, you must decide what competitive advantages to use in your 
business offer. Competitive advantage is any part of the total business offer that gives your business 
an edge over your competitors; it is a selling feature unique to your business that gives you an 
advantage in attracting target customers. The effect of a competitive advantage is that customers 
will see your business as being better than that of competitors.

You are able to determine what your competitive advantages are only after directly observing your 
competitors to see what they are offering.

Customers frequently perceive small businesses as having advantages over larger competitors. 
They expect a more personalised and prompt service. These expectations extend from quoting to 
product deliveries. They can also expect a greater emphasis on quality. Focus on these aspects in 
your business offer to use these competitive advantages over your larger competitors.

Competitive advantages could include:

	 offering a wider product or service range than competitors;

	 offering a better quality product or service than competitors for the same price;

	 offering a unique product or service to customers;

	 presenting more attractive packaging than competitors;

	 providing better quality customer service than competitors;

	 having a superior business location to competitors;

	 opening for longer business hours than competitors;

	 offering lower prices than competitors;

	 offering better ‘value for money’ than competitors;

	 providing a home-delivery service where competitors do not;

	 providing a quicker service than competitors;

	 projecting a better business image than competitors;

	 delivering products more quickly than competitors;
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	 providing a wider distribution coverage than competitors;

	 offering extended credit terms;

	 undertaking more effective promotions than competitors; and

	 having better customer relations than competitors.

A competitive edge will be beneficial only if it is:

	 based on the strengths of your business;

	 valued by your target customers; and

	 sustainable for a reasonable period.

The sustainability of a competitive edge will depend on your assessment of your competitors’ 
likely reaction to your tactics. A competitive advantage will lose its effect if competitors rapidly 
respond with countering tactics—for example cutting prices in response to your reduced prices.

Monitor competitors to stay ahead in the eyes of customers.

Your competitive advantages must be consistent with the findings of your competitor analysis. 
Knowing your competitors’ strengths and weaknesses will help you determine what competitive 
advantages you can use in your total business offer. Study them closely: emulate competitors’ 
strengths and avoid their weaknesses in your own business.

exercises

4. What major competitive advantages do many people think small businesses have over 
larger rivals?

5. Time is becoming increasingly valuable for many people. Accordingly, consumers are 
demanding convenience in the buying of products and services. In what ways can a 
small business offer convenience to its customers?

6. Select a specific McDonald’s fast-food outlet and explain why you think the business 
operation is successful. Examine each component of the total business offer (4Ps).

7. ‘The growth of the 24-hour self-service petrol station, complete with supermarket, will 
result in the decline of the small corner shop.’ Consider this statement and indicate 
what you think might be the reasons for this competitive dominance. Look at the 
competitive advantages involved in the business offer.

8. In the future, the typical suburban shopping centre may comprise one large retail 
supermarket at one end and another at the other end, with no small retail shops in 
between. Why do you think this competitive dominance might occur?

9. In recent years, small independent real estate agents have been replaced by large-scale 
franchise networks with nationwide coverage. What are the reasons for this change?
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exercises

1. Why should profit results be analysed for marketing effectiveness?

2. The condensed profit results and corresponding forecasts of your business for the 
current month are as follows: 

Actual Forecast

Sales $62,000 $56,000

less Cost of goods sold $34,000 $28,000

equals Gross profit $28,000 $28,000

less Operating expenses $15,000 $14,000

equals Net profit $13,000 $14,000

Benchmark profit ratios are shown as follows: 
Previous 

month
Industry 
average

Gross profit margin 42% 44%

Net profit margin 21% 18%

a) Calculate variances between actual results and forecasts for the current 
month. Clearly indicate any unfavourable variances.

b) Calculate current-month profit ratios for each of the following:

	 gross profit margin

	 net profit margin.

Compare each of the calculated profit ratios with previous month ratios and 
industry average benchmarks. Clearly indicate any unacceptable ratios.

Customer Feedback

You also need to know customer reaction to all aspects of your business offer (or marketing mix).

The main ways to get customer feedback include:

	 customer satisfaction surveys

	 mystery shoppers

	 customer records

	 customer meetings

	 informal discussions.
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