This section should
convice the reader that
you know how and where
to sell your product.

Marketing Plan ........cooeveiiiiiiiiiiiiiiiiieecennns

Discuss:

L.

Marketing Goals and Objectives
What you plan to do with the marketing effort? What are sales forecast targets?

Overall Marketing Strategy

A key element to discuss is the market niche the company will have. Discuss how
customers will be identified and sold; pricing strategy — pricing policy versus
competition policy; service and warranty policies; how you will capture customers
from competitors; credit terms. Include goals and timetables.

Sales Methods

Discuss advertising and promotion policy; sales force management; sales staffing —
manufacturing representatives or company sales force, sales area, distribution and
sales methods — factory direct, dealers or wholesalers, how the sales methods will
ensure projected sales levels are attained.

Test Marketing Completed or Planned

Provide results of completed test marketing or outline the plan to conduct test
marketing.

Marketing Budget

Show the budget with dollars allocated for advertising, travel, sales balances and
commissions, promotional materials, trade shows, samples.

Key Assumptions
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veeessss Sample Marketing Plan

Initially, Cattle Producers Marketing Coop will focus on farmers markets to
establish its name in the greater central lowa area while creating early cash
flow. As the plan progresses over the next five years, added emphasis will be
placed on sales to select grocery stores and distributors, including restaurants.
Although greater gross margins are possible through direct sales, grocery and
distributors.

The market analysis shows a broad range of prospective clients, covering a
wide range of consumers who are generally interested in quality food products.
The largest of these groups is that of mainstream America, which is projected to
grow at 12 percent per year.

At the beginning of this year, White Tablecloth Restaurant in Big City signed a
one-year agreement to take no less than $2,500 of Cattle Producers Marketing

Coop meat products per month.
$2500.00x 12= $30,000

Marketing Coop has doubled the number of farmers markets it will be attending
and estimates at least an 85 percent increase in sales over last year.

$37500.00 x 185% = $69,375
Total Restaurant and Farmers Markets: $99,375

The coop is also visiting with All Foods Markets regarding the possibility of
moving over $100,000 in product annually through their market in Big City.

Total Sales to Farmers Markets and Restaurant in Year 1

[ [ [ [
$30,000 | $99,375Total [
$20,000 g
$10,000 7 \\

$0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
January | February March April May June
$2,750 $3,000 $4,000 $4,125 $7,500 $15,000
July August | September| October | November | December
$19,000 $22,500 $12,000 $4,500 $2,500 $2,500
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Total Year | Sales If All Foods Markets Places Large Order
| | | |

$40,000 | $199,375Total [
$30,000
$20,000 — N
$10,000
$0

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

@_

The company’s strategy is based on being the best at providing what the
consumer feels is best for them. “Our Only Choice Is What Is Best for You and
Your Family” is the motto of the cooperative — a message owners feel sells the
venture to its customers and its member/owners alike. A goal is to capitalize on
consumer needs, wants and fears.

The company also is building a seamless marketing process that takes the
flagship beef products from the pen to the platter, while being guided along
multiple inroads of direct and representative marketing routes. The planned
advertising slant will be towards making the business and its members good
neighbors to their customers, regardless of who they are.

»  Farmers markets to build one-on-one relationships and name recognition in
the greater Midlands trade area. These markets also utilize sweat equity
and create cash flow.

* Representative sales, such as restaurant and grocery, to build tonnage.

» Live cattle commodity pass-through contracts to liquidate producer overrun
and off-grade.

» Livestock.

»  Specialty foods and crafts division to supplement owner/member incomes.

»  Willingness to take any seat at the table as long as it is profitable.

The company’s fresh meat products must arrive at the market wearing a label
that reflects savings when compared to actual value. Once consumer
allegiance is established, there may be some room to move prices upward
relative to the competition. Pricing will be such that Marketing Coop products
initially reach the consumers’ hands somewhere in the mid to upper portion of
the top one-third of the range for similar products.

Dealers and distributors will be encouraged by a pricing system that allows
them a margin somewhere in the 33 percent range.

Handcrafted items and specially prepared foods will be priced at whatever the
local market will appropriately handle.
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The promotional goal is to maintain a level of visibility in order to constantly
keep moving increasing volumes of product into an expanding trade territory.
First, Marketing Coop will concentrate on the core of the greater Midlands area,
then move outward in the most opportune directions as they arise.

Although present contacts in the grocery and restaurant business are primarily
local, the company will use those relationships to gain referrals to more distant
markets.

Marketing efforts will focus on getting very close to the consumer and
identifying those issues most important to them, and then providing an answer
via tailored food products or handcrafted items.

The packaging for this year’s farmers markets activities will include a new
company logo, a picture of the farm families who own the cooperative and
seasonal gardening tips. Also, there will be instructions on how to use the
biodegradable bags made from recycled products to mulch gardens and
flowerbeds to slow weed growth.

Two of our members have established themselves as weekly regulars on local
radio shows. The weekly syndicated radio program “What’s New to Eat”
responded to our letter of suggestion and invited Bernice Aguila to record a
feature each week on how to prepare various ethnic dishes that contain
Marketing Coop meat cuts. Plus, Andrew Michaels is going to be a panel
member on the “Buy Local First” radio program in Big City.

We have signed on as a half-time sponsor for Cy Country College football.

Although the schedule is not finalized, the Mobile Cooking and Catering
committee is lining up a full season of weekend sampling demonstrations and
special events appearances. At least one of the plans underway is to host a
“High School Tailgate Night” at every school in the Midlands region and donate
the proceeds to area public day care centers.

The company is also continuing the practice of weekly press releases to all
greater Midland newspapers regarding issues that speak to the advantages of
purchasing certain products — ultra-fresh, locally grown foods, produced and
processed by local labor using minimum artificial inputs.

Finally, Cattle Producers Marketing Coop has purchased 350,000 printed napkins
to be made available to Midland area sports booster clubs, church groups,
service clubs, businesses or any other interests that may be hosting a picnic,
employee gathering or public dinner.
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The company is exploring the addition of other processed items to offer via the
convenience store market.

The coop also has studied and quantified how ready access to a commercial
kitchen might add to product lines and perhaps even create a source of
employment for some of the cooperative member/owners and their families.
Pies and baked goods displaying eco-labels and health aspects appear to be
promising. Also, the heat-and-serve complete meal market appears to hold
some promise. There is the possibility of some contract food preparation done
on a scaled basis in a commercial kitchen.

Factory and special events catering, improved live cattle marketing agreements,
other meat products, narrow niche ethnic preferences and member/owner
services are all subjects that are either under study or on the hot list for
consideration.

Cattle Producers Marketing Coop sells its products to an ever-growing
consumer group. Originally geared toward the local farmers market purchasers,
the market has grown to include a much larger geographical area, in addition to
a broadening specialty response.

The company is selling ultra-high quality and specially tailored attributes in a
market segment filled with competition for the middle-of-the-road buyer. The
company’s approach is to take its product image to higher market ground and
make the most of the image of family farmers doing their honest best to make a
living in a fair and ethical manner. The focus has enabled the company to
discover voids in the market, then add product as needed to fill those voids.
Marketing Coop has worked hard to research specialty food providers,
emulating their practices and positioning the company to operate in a similar
fashion.

Last year, the company conducted sidewalk surveys at five of the farmers
markets attended by the group. Although selling under the name of Golden
Meadow Products at the time, it was clear that consumers identified the group
with high quality and excellent value. Changing the name to Cattle Producers
Marketing Coop is expected to allow the newly formed value added cooperative
to draw those consumer opinions to an even wider assortment of food products
and handcrafted items.

The restaurant trade has been explored and Marketing Coop is now identified
as a brand name on the menu of White Tablecloth Restaurant in Big City, IA. The
establishment of approved commercial kitchen space will open up new
opportunities for partially prepared food items, some with special marinades.

Marketing Coop tells all buyers of its product that they are not just customers;
rather, it relates to them that they are very special and the company wants to
feed them just like a member of the family.
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The coop has an owner/member speaker bureau that is providing programs for
area service clubs and special events; and it has been training for on-site
cooking demonstrations and working with the Head Chef at the White
Tablecloth Restaurant to develop new recipes. The company also has assured
potential grocery retailers that it will be available to greet customers and
provide weekend parking lot lunch activities to help them draw customers.

To set itself apart, the company puts its “face” with the food and stresses
authenticity and concern for the consumer. This past summer, all buyers at the
Big City Farmers Market received free compact discs that held pictures of each
of the member farm families and short narratives about how they depend on the
production of a quality product for a livelihood.

Eight years ago, it was a loosely assembled group wishing to sell beef. Today,
Marketing Coop represents a formally organized marketing organization that is
offering consumers the part of Americana most desired. The company is selling
quality, taste, security, value and environmental safety. It is selling the Cattle
Producers Marketing Coop brand.

Experience so far has been that once the coop establishes relationships with its
customers, it can often move prices to a premium over other suppliers. Once the
consumer is honestly assured that the company offers the best, they will select
its products with greater enthusiasm and less price sensitivity.

The keys to viability are to establish a fluid market that will pay a fair price for
goods produced on the farms of the company’s member/owners. In order to do
so, the focus over the next five years will be on the creation of three different
levels of marketing options:

«  consumer direct,

+ distributor/restaurant, and

s grocery.

Each of those categories can presently be divided this way.

Consumer Direct Distributor/Restaurant Grocery
Farmers markets White Tablecloth All Foods Market, Inc.
Counter sales at locker Restaurant
Catering

There is yet another sales category that might best be described as a service
for the member/owners of Marketing Coop. That is commodity grade live cattle
markets.

Marketing assistance will be a break-even consulting service for the owner/
members.
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It is presently forecast for the group’s sales to grow by 266 percent over the
next 12 months due to: 1) a doubling of the number of farmers markets to be
attended, and 2) the written commitment by White Tablecloth Restaurant to take
no less than $30,000 in product this next year.

The All Foods Grocery account is showing promise. Marketing Coop is following
up on several details with the top level management and hopes to get a
confirmation for delivery dates in the very near future. Samples of Marketing
Coop products were provided to the executive officers during the last visit with
favorable reaction.

Not included in these sales figures is any incidental income that Marketing
Coop may receive from services provided to the owner/members, such as Live
Cattle Marketing Consultation fees.

Instead of actually being a market for large volumes of live cattle, Marketing
Coop will first be a “seeker” of markets for live cattle. Centralized management
and quality control may foster opportunities to pool production and secure
equitable delivery contracts with major packers.

The owners/members of Marketing Coop have each completed the following
matrix as a way of identifying how their sweat equity might best be applied to an
overall marketing effort.

Categories and Skills ~ |EXperience? Comments
Yes No

Business

Accounting

Hiring/firing

Purchasing

Marketing

Cold call sales
Telephone sales
Production management

Processing

Safety

Supply chain management

Quality

Supervision

Cash flow management

Account management

When quantified and totaled, the results indicated adequate available talent for
a scaled up farmers market effort and any in-store cooking demonstrations or
“friendly” consumer contacts at barbecue events or outdoor catering efforts.
Cold call sales and telephone sales are areas that may need to be outsourced if
the group wishes to concentrate on one-on-one sales and door-to-door, route-
style deliveries.
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Direct sales to the consumer provide the greatest gross returns to Marketing
Coop. However, direct sales rely on a large amount of sweat equity and account
for virtually all expenditures of volunteer time and effort.

The General Manager, along with one or two available Board Members, will
make all sales calls on commercial buyers.

A commissioned sales incentive program is under consideration for meat
brokers and others who have inquired about adding Marketing Coop meat and
specialty products to their sales brochures and gift catalogs.

There are opportunities for building strategic alliances with several other
suppliers of unique handcrafted items and organic, or minimum input, food
products. Some of these include:

» Eastern Colonies Crafter’s Guild

»  Famous Organic Food Marketing Coop

* Home on the Free Range Meats

»  Big City Community Supported Ag Ranch

*  We Want One-of-a-Kind Buyers Club

»  Everybody’s Favorite Everything Exchange

Approached properly, these interests may be willing to enter into a mutually
beneficial agreement in which they would add non-competing Marketing Coop
items to their product lines and allow the cooperative to do likewise with their
goods.
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The following table lists important milestones with time periods for actual or
expected dates of completion. The milestone schedule indicates that Cattle
Producers Marketing Coop, a value added cooperative, has come about as a
result of deliberate and thoughtful planning, organization and research.

Summer 1998 Winter 1998 Spring 1999 Summer 1999
Idea Organize Research Feasibility
Brainstorm Cooperative Possibilities Practicalities
Considered Selected Inventoried Quantified what
concepts with business capabilities and efforts are most
help of facilitator. | structure forthe | available markets | likely to generate
group. Elected with help of ISU cash first.
Board of and other service
Directors. providers.
Fall 1999 Winter 1999 Spring 2000 Summer 2000
Capital Marketing Capital Production
Equity Realities Borrow Manufacture
Defined needed Hired part-time Complete Create and
member cash sales consultant | business plan market products
and sweat equity | and made first and apply for under brand
investment. sales calls to financial name.
measure real assistance.

market demand.

We have forecast a relatively rapid growth for Cattle Producers Marketing

Coop. Although it may seem ambitious based on historical sales of the assorted
participants in Golden Meadow Products, the rate of early growth estimates are
bolstered by the expanded product lines and a doubling of farmers market sales
efforts.

Past Performance

January | February March April May June
$12,000 $12,000 $12,500 $12,750 $16,350 $23,500
July August | September| October | November | December
$26,275 $30,000 $20,000 $11,000 $11,000 $12,000

We are also encouraged by letters received from All Foods Grocery and White
Tablecloth Restaurant (copies enclosed), although each provides incentives to
continue with an aggressive sales effort.

We are also encouraged about the possibilities now being presented in the
convenience foods and specialty baked items.
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And finally, the owner/members of Cattle Producers Marketing Coop have
agreed to put up 50 percent equity in the form of initial cash investment. The
owner/members are entering into this venture as a well-informed group that
understands that their cash and near-term sweat equity may well be the keys to
the long-term success of this venture.

The coop currently is working on a line of brochures and sales materials to
assist in marketing and efforts toward prospective new wholesale and retail
accounts. Newly designed labels indicate the direction of the company.

Possible advantages of developing a Web site are being explored, but questions
remain about how best to draw consumers to it.

The last three years of sales have been test marketing and development sales.
The company learned about its customers, who they are and what they want.

AGVEITISING .ovvvviviviicice sttt $0.00
TRAVET ottt $250.00
SUPPLIES ovvivirteieeieie ettt et $100.00
Business Cards (MiSC. EXPENSE) ... $50.00

@_

One assumption made by the company is that consumer demand for natural
beef product will continue in the future. Another assumption is that large
competitors will not enter the natural beef market for at least three to five years
since the market is yet to be fully defined. Yet another assumption is that
consumers will continue to appreciate Marketing Coop’s attempt to provide a
“face” with its food and to provide detailed quality information about how the
cattle were raised.
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Taking the Mystery Out of Marketing

Marketing describes everything your business does as it readies its goods and services
for the marketplace. In this manual, you are developing marketing research plans and
actual strategic plans for marketing as part of your business plan.

But marketing plans also can be larger, more specific plans (or maps) of their own. That
doesn’t mean they are difficult to understand. Rather, drawing up a marketing plan to
accompany your business plan should take some of the mystery out of what happens as
you progress in your business.

Agricultural groups need to become successful marketers if their value added
agricultural businesses are going to be successful. If a group does not feel it has the
marketing expertise necessary, it should consider aligning itself with those who do
through marketing partnerships with individuals and groups.

People generally buy from a business because that business gives them what they want
in the most convenient and cost-effective way. They also may buy from a business out of
loyalties that have built up over a span of time — they’ve formed an actual or a mental
relationship. Such businesses have successfully used marketing tools and planning.
They have spotted new trends and created products and services that customers want.
They put products on the market with the right message, in the right place, at the right
time. They have turned well-researched market opportunities into businesses.

The market research you carry out, as discussed in earlier, allows you to make informed,
intelligent marketing decisions. Your research should center on your product, customer,
competition and production potential.

Put in simple terms, marketing is the means of exchanging goods and bringing them,
literally, to the marketplace. Before the 1950s, comparatively little importance was
placed on the actual selling of goods. It was thought that high quality goods would sell
themselves. In the mid 1950s, with falling consumer demand and supply levels bouncing
back from World War Il shortages, businesses found they needed to update their
approaches to both product and sales.

A “market” is composed of actual or potential buyers of a product or service and the
sellers who offer goods to meet buyers’ needs. Businesses can target mass markets
composed of many people with broadly similar needs. Or, they can target niche markets,
composed of fewer customers with specific, very similar needs.

Primarily, this manual focuses on development of niche markets. To become involved in a
mass market would require displacing an already firmly established company. That
would take extremely deep pockets. Established companies have become such because
of years of investment and buying, merging and taking over competitors. Opportunities
do seem to exist and actually to be growing for ag based groups to align themselves with
established companies and to provide a market segmentation for them, or be suppliers of
the products through a supply network.

Economic conditions, the quantity and quality of competitors, consumer trends,
government regulations, trade barriers and agreements, and cultural and demographic
shifts impact markets. How well you understand your customer and your market
conditions will determine how effectively you are able to navigate your business around
obstacles and take advantage of new opportunities.
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I Credit

Adapted from NxLevel
Manual, “Marketing Research
and Analysis,” by U.S. West
Foundation.

What ever happened to the business that believed the world needed a better mousetrap
simply because it could build one? The company pumped time, money and energy into
creating a great mousetrap. In the end, its efforts failed. Customers didn’t buy the better
mousetrap. Why? Because the old style also caught mice, and it cost a lot less. In short,
the world really didn’t need a better mousetrap! Businesses that set their goals without
first looking to their customers’ needs often end up paying a price.

Along the same lines, businesses that focus solely on improving productivity and
designing new products around new technology suffer from a product orientation. They
sell what they produce rather that make what they can sell to satisfy a customer need.
Similar results happen when businesses focus on internal operations at the expense of
getting out and knowing their customers.

Most successful businesses have a strong customer orientation and design most of their
marketing strategies around the needs of their customers. These activities include
carefully researching and segmenting individual customer markets.

Successful marketing is not a single activity you do. It is a collection of strategies and
tactics at varied levels and targeting varied end-results.
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A Marketing Primer

A basic understanding of the scope of marketing — and the questions raised therein —
can help any new enterprise immensely. You may be well versed in the terminology and
concepts of marketing as they relate to agricultural production. What applies under that
umbrella will still be important to many of you. But the scope of your marketing
considerations enlarges when you become part of the processor or other start-up
business framework.

So what is this “thing” they call marketing?

» Itis something different to every person.

* Itis studying.

* ltisanalyzing.

» Itis making decisions about how to reach your goals.

Your strategic business plan and your marketing plan go hand-in-hand. You probably
cannot successfully carry out either effort without the other. Right in your business plan,
you will deal with the basic outline of how you will market your goods.

But a more expanded marketing plan can provide that necessary information as well as
take you on to the levels of how you carry out your strategies and who is going to
perform certain tasks. To establish a full fledged marketing plan, keep a couple of
things in mind:

1) You have to be noticed — you can't get lost in other people’s “bigger picture.”

2) Good marketing and image creation evolve.

According to the experts, the average customer/consumer is exposed to no fewer than
1,500 different images each day; 50 percent of those are forgotten in less than 24 hours.
After two weeks, only 5 percent of those images are remembered. Remember that over
that two-week period, each day brings in another 1,500 images, some of which reinforce
the previous day’s images, some of which are new.

It's easy to get the feeling you are on a racetrack and all the other cars are accelerating
and passing you by — repeatedly.

Actually, you stand as good a chance as anyone of being the remembered (and acted
upon) image if you are smart about it. A key element in marketing is:

Be consistent, frequent and on target with your messages — all the messages you
send out.

As mentioned earlier, you will need a marketing plan. It is a working document — one that
changes as your business plan changes. This plan is one of building on what you know
about yourself, defining steps to reach goals and turning one success into a group of
them.

[
There are two common-sense, cardinal rules to continually keep in mind. We have
addressed these in earlier chapters of this manual. They continue to apply.

Know your customer(s).
Know your competition.

Marketing is not just about sales, although making good sales at the right time and prices
is always a factor. Instead, marketing is everything you do in terms of addressing your
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customers and in relation to your competition. These activities probably will lead to
improved sales as an outcome.

In your previous working endeavors, you and others have been focused on one or two of
the components in what marketing gurus frequently call the “Four Ps of Marketing.” they
are pricing, product, place and promotion.

Roll these together and then add something we will address later — image or positioning.
None of the factors can be considered in isolation from the other. And all are considered
in relation to the two basic rules of knowing customer(s) and knowing competition.

Sound complicated? It can be, but it doesn’t have to be. Your best approach is to have as
much information as possible about clients, potential clients, competitors and, of course,
your own product and business capacity.

This means doing “research,” as was addressed in an earlier chapter. In the Market
Research chapter, types of research information, methods and expected outcomes were
discussed.

There are a couple of cautions to keep in mind. You do not want to limit those you query
to those who are a built-in market for your product or supporters of your ideas.
Supportive attitudes and answers can make you feel good, really good, for a very short
period of time. Depending on your product and sales goals, you need to know what a
chunk of “the rest of the world” thinks. All that feel-good information can cause you to
build a marketing and business plan that will not take you to the success you want.

Political Factors

- Potential
customers
Information about
customers ’
‘ Known customers
Information about Your Company’s
Cpgft%m';'s Marketing and
u
Image Efforts LT
Community
Information about
competitors ‘
Operatives
LI (lenders,

associations)

Economic Factors

You also need to know the climate in which both you and your customers are operating.
You may be able to do this simply with a meeting among you and your partners,
associates, etc. Or, you may wish to consider surveying or questioning others for this
information. This is called “environmental scanning.” While it may not seem relevant at
the time of beginning your operation, you do not wish to be caught by surprise by events
that occur over which you do not have control. You need to know where you are sitting in
the larger scheme of things.
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You should know about the current political climate as it relates to your product. What
factors in the economy (regionally, nationally or world-wide) could affect your situation
or your customers’ buying ability? What trends related to your product area exist?

You may be able to do all of the information gathering yourself or with your own staff or
partners. Probably, it will be money well invested to hire some assistance in this area.
You have a big job simply in using the findings of research to make your product,
production and sales decisions.

[

What makes you so special? We've all heard that question put to someone rhetorically.
In terms of marketing your business, it is a question to take very seriously. The idea that
successful marketing is about the customer/client and not about you or your product is
valid. However, this is also a basic truth — your product and your service to the customer
must be clearly and succinctly defined in all that you do. Otherwise, there is no reason to
do business with you.

You already are gathering all the information you can out in the marketplace about
customers and potential customers and their preferences, habits, knowledge, etc. You
are gathering information about your competitors. What do they do right? What do they
do better than you do? How do they deal with customers? What is their image? Why are
they ahead/behind you in your field? You have checked out the environment in which
you are operating your business and, more importantly, in which your targeted
customers are making decisions.

Now, what do you do with all the information you have gathered? You go back to the
drawing board, much as you did in devising your product. You need to know where you
sit in the midst of all of this customer, competition and environment information.

Worksheets to help you get started are included in Exhibit 3A at the end of this chapter.

Is this important? You bet it is.

There are volumes written in fancy, ad-agency driven jargon about what you “must” do
in terms of creating an image for your company. The not-so-good news is some of it is
helpful and you should always be learning new techniques to put a spotlight on your
company and products. The really good news is that it all boils down to an old adage:
“Put your best foot forward.” How that is done is up to you, your business peers and the
budget you can or wish to devote to image marketing.

So, what is this thing called “image?” Quite simply, it is the way others (clients,
employees, community units, competitors, etc.) perceive your company and products.
And, it is the action you take to bring that about.

Establishing an image, at the very least, needs to be part of your marketing plan. The
image you leave with customers visually or by any contact conveys reliability. It conveys
your savvy as a company and your respect for a customer. Your image conveys
knowledge — you have done your homework.
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A well-defined image
also becomes
important in dealing
with the community(s)
in which you work or
do business, with
governmental
agencies, lenders, and
on down the line. You
are defining yourself
with your “presence”
and also what you think

ofyour customers.

While establishing an image can often mean gaining a visual identification, such as with
alogo, it is not limited to that. Image is a part of everything you do — all written materials,
your ways of dealing with customers and other business people, what is noticed about
you (in person or in product) at every interaction.

Go back to the idea that what your customer thinks about you is everything. Maybe you
are dealing with packaging issues. For that you need a logo, an “appearance.” That
visible image should be a part of everything that is viewed by customers (and
competitors). It’s a reminder that these people (you) are the ones with the best product,
the friendliest service, the quickest delivery, etc.

Image must make sense. It must be consistent — in visual approach as well as in the way
you handle customers. Image must be believable and accurate. What short phrase
describes your interactions with customers or your product? You may want to develop a
tag line and use it everywhere.

A well-defined image also becomes important in dealing with the community(s) in which
you work or do business, with governmental agencies, lenders, and on down the line.
You are defining yourself with your “presence” and also what you think of your
customers.

n

Paid advertising is one of the first things we think about when we think of marketing and
image issues. It is costly and, if done well to the right audiences, can be effective. But
there are other tools that many businesses use that cost less and keep their name and
image out where it needs to be.

All written materials should reflect your company image. That probably means
developing or having developed a logo and some preprinted stationery. Brochures are
good introduction pieces and can serve well as a substitute for your presence when you
want to reach more people than you can possibly visit.

The following set of guidelines may help you if you decide that written materials —
promotional fliers, a brochure, Web site information, etc. — can help you further your
product marketing efforts.

»  Step back. If you are the one responsible for the product’s success, you are
probably too close to be the one to have final say in its promotion. It needs some
logic applied, not your heartfelt (though possibly accurate) assessment. Let another
professional or even a business associate help you out.

»  Emphasize what you have learned about customer needs and wants in what you
write. You may think a brochure or written piece is about you, but it is really about
your customer.

* Youdon't have to be cute — but use words that grab interest. Make your key words
stand out visually.

o Stress the customers’ return on investment — what do they gain?

» Use language that comes from your customers or whatever group you are
addressing, not the jargon of your own niche business.
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»  Stress authority. This is another way your research pays off. Someone else may be
able to give you a testimonial or words of wisdom that fit the message you want to
spread.

» If possible, use statistics. Was there something recently in a trade magazine or
newspaper?

» Always get a second opinion and always have someone else proofread for you. Any
written piece that is done “in-house” by you or associates should be tested on
potential customers or recipients. If you use an agency to do the piece, then make
sure that activity is included in what you are getting.

*  Remember when we talked about all the messages that people receive everyday.
This is your chance to be one of them. Pretend you have only five seconds in
someone’s vision, then a decision will be made as to whether or not to read further.

Too many smaller enterprises believe that getting media notice is a matter of the media
somehow magically knowing there is a story there and then seeking it out. Information
about your business, your new products, your new hirings, etc., is probably not going to
get passed on as a news “tip” by someone else. But you can — and should — be your own
press agent, especially in terms of dealing with smaller market media such as smaller
community weekly newspapers.

You can send a press release representing your company by simply putting a bold
“PRESS RELEASE” at the top of the empty portion of your letterhead stationery. What you
write should address these factors: What has happened. Who was involved (include
addresses). What it means (perhaps a quote from the company owner). What happens
next (if a new product, when available and where).

As an entrepreneur, you should know the value of being recognized in the press or by
any media. It helps to be noticed (free advertising), but it also helps to establish your
company or product credibility. These are some points to remember:

»  You use press releases only when you have something that deserves to be noticed.
This is not the forum for most opinions or issues stands — at least not associated
with marketing your company.

»  Focus on what makes your news “newsworthy.”

»  Something “different” is generally more interesting, therefore more interesting to
media. Are you hiring new people during an economic downswing? Are you
introducing another new product line? Have you expanded into a non-local market?

» Ifaphoto applies, supply it.

» Be available once you have sent out a media release. You will have blown an
opportunity now — and maybe next time as well — if you aren’t around to answer
questions or take advantage of something the media may wish to expand on.

» Don't feel defeated if your first media release doesn't create interest. Continue to
send releases. If nothing else, your local media will know you exist. Who can predict
when that might turn to your advantage?

»  Proofread everything that goes out. NO MISTAKES!
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Exhibit 3B has a sample form that will work for many items of “news” about your product
or company. You will want to add paragraphs to flush out the story angle for the media. If
they want more, they will contact you. Your media contacts list does not have to be
lengthy or detailed. They do need to be accurate and give contact information if the
media wish to pursue it further.

Trade shows may be one of the best means available to get word out about your new
venture. You will find them taking place in your region, at the state level and nationally.
Finding the right trade shows to benefit your business and spending the resources to
make yourself noticed when at the show will help you gain the best return on your
investment.

You should check out the possibilities of exhibiting through grocery, agricultural, food
processing and specific meat associations. Instead of going just to observe and learn,
you now must gear up to attend as one of the businesses “hosting” the show.

Some basic questions should tell you which shows are worth your effort. Talk to the

group putting on the trade show.

*  What s the breakdown of the show’s attendance: General interest, purchasers of
products, middle traders or vendors, academics, restaurateurs?

*  What amount and type of pre-publicity is sent out and to whom?

*  What goes into the informational packets that are available to other vendors,
sponsors or attendees?

*  What are other displays of similar products like?

There are many questions to ask about setup, timing, expectations of you and your staff,
logistics, etc. Answers will help determine if the project is “do-able.” Right now,
however, you are interested in getting the most bang for your buck. Remember, too, that
going to only one trade show each year or season is not the best use of your resources.
It is expensive to buy exhibit space, pay staff and prepare a display that is effective. If
you are going to get into this arena, look for at least two outlets over a year’s time.

Your goals in making this effort can be quite simple and highly successful:
»  Gain exposure.

+  Build interest.

* Gain a list of potential customers.

* Make valuable contacts in your product business arena.

In order to have these things happen, however, you — and your exhibit — have to be
noticed and competitive. That means planning ahead and preparing a booth that attracts
visitors. Most businesses need some graphic design and construction assistance with
this. The associations sponsoring the shows will detail the amount of space that is
available for what cost. You will need to construct a display that will fit within the allotted
space at each show (or be adaptable to fit).

Several companies produce ready-made, easily folded up and transportable display units.
Most are for tabletops, which can help you save costs on the display itself as well as give
you additional table area for demonstration, product literature, samples, etc.

You will need either large, blown up photos or some type of graphically attractive word

Marketing Plan - 266 Il



use to bring in interested passers-by. Of course, part of your package will be identification
of your company. That could be a super-large logo on one of the display panels.

What would attract potential customers to your display? Your research should help you
out here. Just as that research brought you to certain conclusions about how to discuss
your product and company, it also will lead you to those words that will entice lookers.
Consider what benefits the customer wants and can find in your product, then splash it
big on your signage. What are your differences from other products or companies? (Go
back to doing worksheets if you need to do so.)

Then spend some time finding out what the other booths (especially those with similar
product lines) will be like at the show. While you want to be different and stand out, you
need to be on a par with them — or stretch beyond them in terms of presentation,
attraction characteristics, size, and use of technological bells and whistles. Yes, it is
costly; but it is better to spend a little more than to get no return on investment for what
you are spending.

A few other items to put on your list of things to do:

1) Have printed materials available for passers-by to take with them. These should not
just repeat what is in your display signage.

2) If your budget can stand it, this is the place where trinkets and gadgets can do you
some good. Let those that stop by your booth leave with a reminder.

3) Ifyou do not like the trinkets way of thinking, consider this: Make available a more
substantial gift item (or several) and put a big bow! or box on your display table. Ask
for individual’s business cards or let them fill out a card-size slip of paper. Then do a
drawing for the item(s) at the event’s end. You will have to make it a prize that has
some worth to those attending. But you will have gained a ready-made list of
contacts.

4) Thisis a good time to consider milking the media. As well as finding out what media
coverage is being handled by the sponsoring agency, determine if you have any
“news” from your own company. If so, send out a relevant press release a week
ahead of the trade show adding that you will be among those present at the trade
show event. Perhaps a follow-up call to the media will create the impetus for a one-
on-one meeting with a reporter, ag experts, columnist, etc.

Very few new facets in our lives and businesses have had the energy, following and
potential of the Internet and, in particular, marketing and selling through a Web site.
Some businesses (of all sizes) swear by it as a marketing tool. Others, quite simply, don’t
feel it has added much to the bottom line. In very recent years, costs associated with
creating and servicing a Web site have decreased, at least in the sense that you can get
fancier display for your investment.

But keep in mind that marketing activity and investment must have purpose. A Web site
may boost your image as a company but some companies still find it has little impact on
business.
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When is Web site development something to consider using in your marketing

strategies? Ask yourself some questions similar to those you must ask to develop your

overall marketing strategy.

*  What percentage of my customers and potential customers use computers, the
Internet and Internet selling/buying mechanisms (E-commerce)?

» Do I/we wish to use the Web as an avenue of sales, information or both in reaching
customers?

*  Where are my customers located? What geographic areas do | want to add to my
customer circles?

*  What is the competition doing? Will a Web site alter perceptions about your
company compared to perceptions about other companies doing similar things?

If you wish to conduct sales activity through your Web site, there are other things to
consider as well. You will have to have in operation a means by which to receive
payment (credit card, purchase order, etc.), since no cash or checks can change hands.
People use E-commerce to speed up the process of making purchases. Are you able to
deliver? Is staff available to process orders in a timely way? Are you up to speed on
requirements for shipping in response to Web-based purchases.

If your customer base is local, a Web site may be of less value to you. Your time may be
spent more productively in dealing with these customers through printed messages,
local advertising and one-on-one associations. If you are trying to increase sales to a
broader area regionally or nationally — and you have sales and shipping details worked
out — a Web site may be of more value to you. If you are looking at International sales, it
is perhaps a strategy that is necessary.

In some cases, your product sales increases will depend on a learning curve among
potential buyers. For example, perhaps your meat product is one that is becoming known
for health value or for its value in an eating trend of another type. A Web site may be a
way to increase knowledge (again consider the geographic factors) among the public.
Web browsing has become a favored, fun activity for many, especially the young (who
are the longer-term customers). You can put information about benefits, ways of using a
product, trend growth, etc., on your Web site that will in a broad way emphasize why
buying your product is a good thing to do. Throughout much of agricultural production,
increasing public awareness and knowledge is considered critical to future business.

Where a Web site is linked is as important as using lively graphics on it. If you decide to
proceed with developing a site, consider how a customer will come across the site if the
exact site address is not known. These “hyperlinks” are critical for expanding image and
sales, but don’'t mean as much to existing customers. You will have already let them know
exactly where to go to find you on the Web.

You need to find the time to write down a plan that expands upon the marketing section

of your business plan. As you build the plan, you will continue to do these things:

» Look at where you are now and ask why.

»  Plan to maintain those positions, then expand them to fit your newer goals.

» Define the stumbling blocks that exist between your company and the type or
volume of business you want.
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The simplest marketing plan follows a format something like this: List overall goals,
probably at least three or four; under each goal, list strategies that can help you achieve
that goal; under each strategy, list a few actions that will be taken to finish out the
strategy. Also, you will want to list a person(s) who will be responsible for an action or
strategy.

Marketing Plan Goals

Person Completion

Goal Responsible Date

GOAL L
Strategy:
Action:
Action:
Strategy:
Action;
Action:

GOAL 2:
Strategy:
Action;
Action:
and soon...

Most plans for new companies can safely list one-year goals. You may wish to set up a
two-year set of achievable goals. Strategies and actions are given deadlines within the
larger timeframe. If you can live up to the promise of continually revisiting the marketing
plan to be sure it is on target or to rework it, you might consider doing a six-month plan
as well as a two- or even five-year plan. It is a document that will be revisited and
rev