L.S. Small Business
Administration

ommon Sense
larget
Marketing

Dr. William R. Osgood

President

Black Diameond Knowledge Institute
East Kingston, New Hampshire




Common Sense

TARGET MARKETING
THE 8 STEPS

L

Define the product/
service

Consider wants/needs
the product/service can
satisfy

ldentify market segments

Segment (differentiate)
the market

Rank differentiated
segments

Evaluate segment mixes

Formulate strategy

Execute strategy




The Marketing
Concept -

A firm should focus all
of its efforts on
satisfying its
customers at a profit.

The key is to
develop control of
the business rather
than be controlled
by it.

What are the
existing customer
attitudes?

fully target and satisfy market needs and wants
often more efficiently and profitably than the
mass marketer. These advantages are not to be
taken lightly, or thought to be unachievable.
They are available to smaller firms who take the
time and effort to understand their competitive
advantages, and tailor their offerings to carefully
selected target segments.

While Target Marketing can be an accidental
consequence resulting from other activities of the
firm and, by sheer chance, work out to the
advantage of the business, the odds do not favor
this happening. There are too many factors that
must be integrated to expect this necessary
coordination to occur by chance. Target Market-
ing requires a comprehensive analysis of the
various internal and external market components
to determine the most favorable coordination of
company resources. Target Marketing is a
systematic process that, if carefully followed, can
help to ensure the success of any business. The
key is to develop control of the business rather
than be controlled by it.

As described here, Target Marketing can be a
simple, direct, and effective eight-step process
that will help identify those segments of the
market most apt to become your customers.
Once these segments are identified, developing
the rest of the marketing strategy can follow.
The target customers themselves help to define
much of the marketing approach.

Successful marketing requires a certain
attitude or philosophy towards the business as
well as the performance of various activities. If
you adopt the attitudes and apply the techniques
described on the following pages, you will save
money, gain better results from your sales efforts,
and find more profits at the end of your next
fiscal year. The method is proven and safe. Its
success depends entirely on you.

THE MARKETING CONCEPT

Marketing is more than an activity, it is an
attitude, a philosophical approach governing all
of the decisions made by and for the business.
This attitude is expressed as the Marketing
Concept, which suggests that a firm should focus
all of its efforts on satisfying its customers at a
profit.

Instead of trying to get customers to buy what
the firm likes to make, or happens to have on
hand, the marketing oriented firm tries to
produce or sell what its customers want.

Obviously, there are some limitations to the
application of the Marketing Concept by an
existing business. You are not going to simply

throw out everything that you now have and
replace goods or production machinery with
completely new items. However, as you analyze
your market and customer profiles, and so gain an
understanding of their wants, desires, and
perceived needs, you can begin to reorient your
business over time to take best advantage of these
new insights. So, as you think through this
TOPIC, consider both the short term and long
term implications of developing and implementing
the right Target Marketing strategy for your
business.

For example, the people at SABRE Yachts
took a unique tact in their approach to Target
Marketing which illustrates an excellent applica-
tion of the marketing concept. SABRE is in the
business of producing sailboats in the 25 to 35
foot range. This market is characterized by a high
level of competition and is very vulnerable to
fluctuations in the broader economy. The
industry is characterized at one end of the
spectrum by a large number of small, poorly
capitalized firms marketing one or two designs,
and at the other end, by a handful of companies
which make and market a full line of sailboats of
all sizes. These latter have made it a hard market
for a newcomer to penetrate.

Instead of beginning with their idea of what the
ideal small cruising sailboat should look like and
what characteristics would make it sell, they first
went directly to the market. Armed with the
sophisticated management tools of only paper,
pencil, and camera, SABRE’s marketing profes-
sionals began to haunt boat shows, yacht yards
and clubs, and boat repair businesses, and
anywhere else where they could investigate and
discover just what the buying public wanted in a
small cruising sailboat.

SABRE’s designs may not please every eye -
but then, no design ever has. The results,
however, have been little short of spectacular! In
the subsequent five years from their initial
research, SABRE sales skyrocketed and SABRE
Yachts became a significant leader in their
industry!

ADVERTISING & THE

MARKETING CONCEPT

For a long time, people have believed that
advertising can be used to change people’s minds
about what they want. This is an incredibly
difficult process at best, and an extremely
expensive one. Because of these two factors, it is
a process that most smaller firms simply cannot
afford to pursue. Instead, it is much more
productive for any size firm to tune in to target
customer attitudes as they currently exist. Once

All of SBA’s programs and services are extended to the public on a nondiscriminatory basis.



firm, the organization can begin to develop a

rough match between those goods and services

that are within its range of available resources,

and the people or organizations who could

become real customers. The optimum utilization

of available resources combined with the appro-

priate customer needs and wants, will yield the REFINING TARGET
ideal, mutually productive business/customer MARKET DEFINITION

relationship - a win/win exchange!
1. Who can the firm

best satisfy?

Who is the target?
Once identified,
exactly what does
the target want?
4. How can the firm

w P

While the goal is to identify the ideal target satisfy these
market relative to the optimum use of business wants/needs?
resources, it is also important to understand that 5. What s._hou|q be its
this is an ongoing process. People, products, marketing mix?

needs, wants, and populations change and shift.
Competition adds extra pressures on marketing
behavior. In order to stay in the game, all firms
must remain sensitive to the forces and conse-
quences of change. Recognizing and produc-
tively responding to change is a common theme
throughout the whole series of COMMON
SENSE Learning Topics. Effective Target
Marketing is a continuous, ongoing activity that Directed effort,
reflects an accurate awareness and response '

strategy to customer attitudes. Therefore, the plan ne'd a.cc.ordmg
best way to grow and prosper is to remain tuned to the individual
in to the wants and needs of your target con- firm's unique
sumer. situation, will lead
‘ He}vmg 1nve§ted the effort to accurately to profitable
identify the optimum use of resources based on .

oper ations.

strengths and weaknesses, and having defined the
ideal target market based on perceived customer
attitudes, it will now be possible to organize the
firms activities to effectively meet and satisfy
target customer’s needs and wants. This in-
formed perspective will further serve to clearly
identify, define, and prioritize the specific
marketing tasks that will now need to be per-
formed.



