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Hampton Roads Small Business Development Center

Mission: Help Small Businesses Create Economic Impact

The HRSBDC is a team of business and technical experts available to listen,
advise and assist entrepreneurs completely confidentially. Our
commitment is to help small businesses achieve their business goals. We
offer a variety of seminars and workshops, 1:1 assistance, connection to

curated research, access to technical experts and professionals, and timely
events and training.
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What ALL clients receive from the HRSBDC

Classes, Webinars, Workshops and Conferences

* Business Foundations: Get Started *  Monthly Home-based Business

* Business Foundations Series Series
- Management * Annual Home-based Business
- Marketing Conference
- Money * Government Contracting Seminars

* Business Mastery Series * Procurement Contracting Seminars
- Management * On-Demand Webinars at VASBDC
- Marketing * Online Classes — VASBDC and SCORE
- Money * QuickBooks Training Online

HRSBDC EVENT CALENDAR: https://clients.virginiasbdc.org/center.aspx?center=46050

VASBDC EVENT CALENDAR: https://clients.virginiasbdc.org/events.aspx

SCORE WEBINARS: https://www.score.org/
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What qualifies for 1-on-1 Advising from the HRSBDC

e Advance Growth Stage: $50,000 or greater in revenue and ready to grow
* (Capital needs for scalability and entering new markets

* Invention or patentable intellectual property

* Government contracting expansion (2 years minimum in business)

* Succession or exit planning

* High-tech or specialized industrial/manufacturing start-up

* Investor readiness analysis

* Ownership changes and business restructuring

NOT ON THIS LIST??
Come to Office Hours: Thursday 9:30 a.m.—-11:00 a.m.
https://zoom.us/meeting/register/1Jlexk1SSyOITXXcuflrkw
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What qualifies for 1-on-1 Advising from the HRSBDC

« Making $50,000+ and ready to grow

* Need funding to grow or reach new customers
 Created something new or want to protect your idea
* Looking to grow with government contracts
 Thinking about selling or passing on your business
« Starting a high-tech or specialized business

« Getting ready to pitch to investors

« Changing ownership or reorganizing your business
 Buying a building or signing a lease

NOT ON THIS LIST??
Come to Office Hours: Thursday 9:30 a.m.—-11:00 a.m.
https://zoom.us/meeting/register/1Jlexk1SSyOITXXcuflrkw
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What the HRSBDC asks of you

Complete our semi-annual survey to tell us when we’ve helped you:

* Create additional jobs in your company.

* Increase revenue with a sales or marketing strategy.

* Apply (and hopefully receive) a bank loan or grant.

e Start your new business.

* Saved jobs through a restructuring plan.

* QOvercome an economic downturn in your business.

* Organize and standardize your accounting.

 Develop and produce new technology or manufactured products.
* Manage a cash flow crisis.



Business Foundations Resources

SBDC One -Page Business Plan Template
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e
Agenda

- Brand Strategy

- Market Research

- Marketing Strategies — Free
- Marketing Strategies — Paid
- Marketing Budget

- Marketing Plan




DEVELOPING A BRAND STRATEGY




What is a Brand and when is it needed?

In 1964, one man sold Tiger shoe brand out of the trunk of his car because he
believed that there was a need for affordable, high-quality running shoes.

First Year: BRS sold 1,300 pairs of Japanese running shoes grossing $8,000

BLUE RIBBON SPORTS

With a maximum capacity of 26 patrons, two brothers set out to operate a
restaurant dedicated to customer service and quality food.

Original name: The Dwarf Grill
Capacity: 4 booths and 10 counter seats

In 1976, 3 friends co-founded a computer company operated at one of their
parent’'s home in Los Altos, CA.

Starting capital: $1,300 for a VW Minibus and a HP-65 Calculator




What is a Brand and when is it needed?
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In 1964, Phil Knight sold Tiger shoe brand out of the trunk of his car because he
believed that there was a need for affordable, high-quality running shoes.

Original name: Blue Ribbon Sports
First Year: BRS sold 1,300 pairs of Japanese running shoes grossing $8,000

With a maximum capacity of 26 patrons, S. Truett Cathy and Ben Cathy set
out to operate a restaurant dedicated to customer service and quality food.
15 years later, Truett found a pressure fryer that could cook chicken at the
same speed as a hamburger and Chick-fil-A was born.

Original name: The Dwarf Grill
Capacity: 4 booths and 10 counter seats

In 1976, Steve Jobs, Steve Wozniak and Ronald Wayne co-founded Apple
Computer Company at Jobs’ parents home in Los Altos, CA.

Original name: Apple Computer Company
Starting capital: $1,300 for a VW Minibus and a HP-65 Calculator
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Planning your Brand

Brand Identity:

* Define your company's personality and mission. < 3 DENTITY ATTRlBUTGS
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Market Research:
* Understand your audience's needs and preferences.

Tagline & Logo:
* Develop catchy, memorable branding elements.

——————

THICS
Brand Messaging: \\\\ MARKETING CON\MUN(CAT ON
 Communicate your unique value proposition.

Differentiation:
* Highlight what sets your brand apart.




MARKET RESEARCH




L
Market Research Questions

Primary

* Who are potential key customers?

* Who are your competitors?

* Do potential customers perceive they have a problem, need, want?

* Do potential customers have a solution now and, if so, what solution?
* What challenge are you fixing?

* Will your company solve a big enough problem for the customer or user that they are willing to change
their current behavior to adopt that new approach or technology?

* Who will be the early adopters of using your product or service?

* Are there likely partners that can help your business grow?




Find Your Perfect Customer

® Find your perfect/ideal customer.
® Determine approximately how many exist within your trade area.
® Deploy your irresistible Value Proposition to acquire customers.

® Get your irresistible promise in front of the eyes and ears of your perfect customers. Your
marketing plan is born.

® Create a methodical plan to put your message in front of your perfect customer and provide the
value proposition in the form of an invitation.

® Encourage referrals once you’ve earned the business and delivered on your value proposition.
Word of Mouth can be a game changer for a small business — BOTH GOOD AND BAD!

® Attempt to get one new customer per day.
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Competition

* Who are the competitors in this business, large and small, new and old?

o Assume they are good, as good as you
o Assume they are moving faster or as fast as you

* Who has what share and in what demographic?
O Where do wefitin?

* What are the characteristics of this business?
O Isita commodity or high value or somewhere in between?
O Isitlongcycle or short?
O Where s it on the growth curve?
O What are the drivers of profitability?



Pricing

* Know Your Costs — ALL of the Costs and Build it
into your pricing

* Determine Demand
* Analyze Competitor’s Costs, Prices, and Offers

* Solidify Final Price

* Re-Assessment constantly. Revise as needed




MARKETING STRATEGIES - FREE
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Free Online Marketing

* Google Business Profile (possibly YELP)

Google Analytics 4

Google Search Console

YouTube Videos! Testimonials

Website Blog: Expertise, Entertainment

Facebook page: At least 2 posts/week

Instagram & Twitter: At least 2 posts/week

TikTok: At least 2 posts/week

LinkedIn for B2B — Refrain from connecting just to message.
e Tourism Bureaus — Register for FREE




Free (or almost Free) List Acquisition

* Linkedln Newsletter Function

* Networking - Business Cards

* Friends and Family

* Neighbors

 Community/Volunteer Organizations
 New Business License Permits (B2B)

* Contest or Giveaway




Marketing Pitches
v

M\WRM

Email Voice Mail Elevator Networking
5-word subject 15-20 seconds 30 seconds Event
Body of 2 paragraphs 2 minutes.

or bullet points Listen first...

Write a Script, Rehearse, Evaluate, Adapt




MARKETING STRATEGIES - PAID




S
Paid Marketing Options

* Print
* Qutof Home
* Radio Advertising

* Television Advertising/CTV Streaming %W
Advertising | aovEtincs CU

* Social Media and Digital Marketing

* Publications

* Sources of influence/advice

* Communications and collateral materials
* Sales promotions

* Public Relations




e
How to design a free or paid campaign?

1. DEFINE YOUR AUDIENCE AND PLATFORM.

Understand the problem, need, want.

. Adapt your offer to the need.

2
3
4. Focus on a commercially viable market segment.
5. Hone your marketing list, if possible.

6

. Craft your message/art/copy directly for your
audience.



Advertising Tracking

. Digital Campaigns include Attribution
. QR Codes

. A/B Testing

. Different landing pages

. Website Pixels

. Coupon or discount code
. Ask Customers




10 Rules of Effective Marketing

Understand your customers’ behavior intimately

A

A

Focus in a narrow market niche

Find your differentiation and value proposition
Know the recipient of your message

Craft your message with benefits and emotions

Find the best media to send your message

Be clear, concise, positive; use images & videos
Be patient and persistent, but not stubborn
Repeat, adapt, track to make your dollars work

Do more when it finally works



MARKETING BUDGET




e
Marketing Budget

* Only using free marketing options will limit your
growth potential depending on your industry.

* You should allocate a percentage of sales towards
future marketing. Consider that money untouchable

just like your tax obligations.

* Build the marketing dollars into your pricing the same
way you include your other expenses.




MARKETING PLAN




(Business Name) — Marketing Plan (Date)

Target Audience:
our masrtebng gosts bor the neoet (3 8 of 12 monts . ™ ’

5, Intorsts, and poev ponts

Resource/Homework ~—— T

Unique Selling Proposition (USP): Marketing Channels:

. What maibes your Dusosss dffannt and Dobier [hae congsines? o Which channels wil you uss 10 reach your gt audsnoe

o Charly dofoe your vakie pro

astion *  Consider soasl meda, omal markotng contond mavkoting seams
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Complete the one-
page marketing plan
that will be P rovided in Ky:m S e sy
the follow-up email
and return it to e
next seminar, Business
Foundations - Money

Keap it concse and focused on the main points

Priontize actwiies with the highest patental return on nvestment (ROI)
Be flexbie and adapt your plan as needed basad on resuts

Track your progress regularly and adjust your strategies accordngly

Measurement & Tracking: Timeline:




Entrepreneurial Mindset

Commitment to Learning

Creativity
Professionalism
Persistence
Passion
Accountability




THANK YOU!




RESOURCES




S
MARKETING - RESOURCES

e U.S. Small Business Administration - https://learn.sba.gov/learning-center-
market

e Score - https://www.score.org/washingtondc/event/how-create-your-brand-and-
shape-your-vision-future

e U.S. Small Business Administration - https://www.sba.gov/business-guide/plan-
vour-business/market-research-competitive-analysis

e Score - https://www.score.org/resource/article/how-do-market-research

e Library of Congress - https://guides.loc.gov/small-business-hub/planning/market-
research

e U.S. Small Business Administration - https://www.sba.gov/business-guide/plan-
your-business/market-research-competitive-analysis
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S
MARKETING - RESOURCES

e U.S. Chamber of Commerce -
https://www.uschamber.com/co/start/strategy/competitive-analysis-small-
business-guide

e Hubspot Free CRM - https://www.hubspot.com/products/crm

e Forbes - https://www.forbes.com/advisor/business/small-business-marketing/

e Score - https://www.score.org/event/power-pricing

e Quickbooks - https://quickbooks.intuit.com/r/pricing-strategy/6-different-
pricing-strategies-which-is-right-for-your-business/
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