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Jim

Alan Dib's one-page marketing plan is a short, practical compilation of great marketing tips. Long version Not everyone can distill complex topics into bicta, understandable and effective information. Alan Dib can. He did it in this short but valuable work, the 1-page Marketing Plan. The marketing industry is full of people
with words – this is one of the reasons we get involved in marketing in the first place! As a result, we are flooded with marketing books. It's my fault I contributed to this. There's nothing you can do but read, analyze and learn from marketing books. I would recommend a podcast to Dr. Burdett if you are interested in
exploring the best of all. What if you're not a marketing student, but you want to know only the most important thing about your business? That's where this book is. This is an ideal solution for: The entrepreneur who invents how to best position and launch the small business Owner, who is trying to distinguish and attract
the right customers Solopreneur, who does not want to spend too much time in marketing for these people, and for anyone who is swamped by the mountain of marketing advice, The 1-Page Marketing Plan offers a welcome marketing plan. The Book structure is designed to help you create the very thing promised in the
title: a one-page marketing plan. This one-page plan has three main tabs, one for each phase of the customer's journey: Before (attracting and nurturing leads) During (the actual conversion of perspective to customer) After (as you continue to serve the customer) Each phase has three subdivisions, or a set of questions
to answer. The structure of the book and its chapters reflect the structure of the proposed plan, so you always know where you are in the process. In addition to authors of nonfiction words: If you write nonfiction (how to) nonfiction, pay attention to the clarity of the structure of the book. Dib also creates a one-page plan as
a basis for its basis, and the text fills it in. The graphics, titles, and structure of the book combine to fulfill the central promise of the one-page plan. Crystal clear and well designed. The book is not about marketing theory. No, it's about the decisions you make as you create your marketing plan and the follow-up you'll take.
Dib leads you through these solutions with clarity and humor. If you're diligent, you'll finish the book with a complete marketing plan – and good at it. What I love most about this book firmly believe that marketers should pay as much attention to what happens after purchase as they do for acquisition and conversion
waters. (See my book Subscription Marketing for this discussion.) Dib devotes a third of the marketing plan to what happens after the sale, with chapters on: Experience Increasing the cost of life of customers, orchestrating and stimulating referrals Like the rest of the book, these chapters are filled with sound advice
rather than oral customer service. Here is a piece of advice I like very much: become a valuable voice of your tribe. If you're looking for a great guide to marketing basics, take the 1-page marketing plan and take the time to work through it. You'il be glad you did. Other marketing reviews for reviews Master Content
Strategy by Pamela Wilson subscribed by Tien Tzuo with Gabe Weisert INTRODUCTION If you're not in the business to make money, then you either lie or have a hobby rather than a business. The business owner may have excellent technical skills, but a lack of business skills is the reason his business has failed.
Invariably, when someone makes a mess of something that often becomes clear as a result of not having a plan. Don't let this be you and your business. Although no one can guarantee your success, having a plan dramatically increases the likelihood of success. pareto predicts that 80% of the effects come from 20% of
the causes. The biggest leverage in any business is marketing. If you get 10% better at marketing, it can have an exponential or multiplier effect on the bottom line. Marketing is the strategy you use to get your ideal target market to get to know you, and we trust you enough to become a customer. All the things that
usually deal with marketing are tactics. To succeed, the strategy must come first and dictate the tactics you use. This is where your marketing plan appears. Think of your marketing plan as an architect's project to get and retain customers. A good product or service is a customer retention tool. If we give our customers a
great product or service, they will buy more of us, they will forward us and build the brand through a positive word of mouth. Before customer retention, however, we need to think about acquiring customers (T.C.L.). The most successful entrepreneurs always start with marketing. Branding, mass marketing and ego-based
marketing is a domain of large companies. To achieve any kind of reduction of funds requires a huge budget and the use of expensive means of mass costly. Direct response marketing is designed to trigger an immediate response and force potential customers to take some specific actions, such as including it in your
email list, taking your phone and calling for more information, placing an order, or targeting a webpage. So, what does a direct-response ad do? Here are some of the main features: It's traceable. He uses compelling headlines and sales. It is aimed at a certain audience Niche. He's making a specific offer. It requires
Multi-stage, short-term follow-up. Track support for unconverted terminals. Direct response marketing is a very deep theme with many aspects. The 1-page marketing plan is a tool that helps you implement direct response marketing into your business without having to spend years studying to become an expert. ACT I -
The Before phase before the phase you are dealing with prospects. Prospects are people who may not know you exist. In this phase, you will identify the target market, deliver a compelling message about this target market, and deliver your message to it through advertising media. The purpose of this phase is to get
your perspective to know you and respond to your message. After expressing interest by responding, they become a potential customer and enter the second phase of the marketing process. Chapter 1 – Selecting your target market is an important first step in the marketing process. This will ensure that your marketing
message resonates better, which in turn will make your marketing far more efficient. By focusing on the right target market for your business, you will be able to get a better return on the time, money and energy you invest. To be a successful small business marketing, you need to focus on a narrow target market,
sometimes called a niche. Now you may be thinking why on earth do we want to restrict our market so much? Here's why: You have a limited amount of money. If you focus too broadly, your marketing message will be diluted and weakened. The other critical factor is relevant. The purpose of your ad is to say, Hey, this is
for me. Directing a dense niche allows you to turn a large fish into a small pond. It allows you to dominate category or geography in a way that is impossible, in general. Dominate a niche once you own it, do the same with another and then another. But never do it all at once. This dilutes your message and your marketing
power. A great way to understand your ideal target market is to use PVP (Personal Performance, Market Value and Profitability) and give each market segment you serve with a rating of 10. P - Personal satisfaction: How much do you like dealing with this type of customer? Here you appreciate how much you enjoy
working with this market segment. V – Market value: How much does the market segment cost for your work? Are they going to pay you a lot for your work? P — Profitability: How profitable is the work you do for this market segment? One of the best tools to get into the mind of your perspective is to temporarily become
them by creating an avatar. The avatar is a detailed study and description of your target customer and his life. It helps to tell their story so that you can visualize the from their point of view. Chapter Chapter Your most common messages are boring, timid and ineffective. To stand out from the crowd, you need to develop a
convincing message that attracts the attention of your target market. Once you get their attention, the purpose of your message is to force them to respond. To start marketing with the goal of purposefully looking at two important elements: What is the purpose of your ad? What does your ad focus on? My rule is one ad,
one goal. If something in the ad doesn't help you achieve that goal, it's a good idea, and you need to get rid of it. Even the most experienced marketing will tell you that they hardly hit a hot run on their first step. It takes several iterations. Testing and measurement is needed to finally get your message to the market and
media match properly. Marketing is a tough battle if you haven't made it clear first why your business exists and why people should buy from you rather than your nearest competitor. You need to develop your unique offer to sell (USP). The two questions you need to ask and answer are: Why should they buy? Why buy
from me? So in order to get into the mind of perspective, we need to find out what result they are actually buying. Once you understand this, you need to create your unique selling position based on the result your prospects want to achieve. Understand that your perspective has three options: Buy from you. Buy from
your competitor. Don't do anything. By charging higher prices, you attract better customer quality. As perishable as it seems, you get far less grief from high customers than from the low ones. A great way to distill the USP is to create an elevator step. The height of the elevator is a short, well-rehearsed summary of your
business and its valuable offer, which can be delivered in the period of riding by elevator, that is, 30-90 seconds. Bad marketing is highly focused on products and self-standing. Good marketing, especially direct response marketing, is always focused on the customer and the problem/solution, and that's exactly how we
want our elevator height to be. We want to be remembered for what problem we solve, not for an impressive but incomprehensible title or business. So how to effectively communicate these three components in space of thirty seconds or so? The best formula I've ever seen is: Do you know [a problem]? Well, what we're
doing is [a decision]. In fact, [evidence]. Remember, if you don't give your ideal target market a reason why your bid is different, they'll default by price as the primary criterion for making their decision. Two great questions to think about when you come up with an offer are: Of all the products and services you offer, have
the greatest confidence in the provision? Of all the products and services you offer that you like to deliver the most? The offer is one of the best important parts of your marketing campaign, and you need to devote much of your time and energy to properly structuring this. One of the easiest methods to discover what your
prospects want is simply by asking them. You can do this through research or through more formal market surveys. It should also be noted that most people do not know what they want, while they have actually been presented with it. Also, when people do surveys or respond to market research, they do it with logic;
However, when it comes to real purchase, it is done with emotions and justified with logic after the fact. So it should be supplemented by asking with observation. Now that you know what your market wants, you need to pack it up and present it as an irresistible offer. Here are some of the key elements: Value Language
Reason Why value accumulation upsells Payment plan guarantee to reduce sales features and benefits is the best way to turn your prospects into price buyers who view your product as a price-only product. Your goal is to be problem solving painkiller and turn any comparison with your contest compared to apples-to-
oranges. Remember that people are much more likely to pay for treatment than for prevention. Targeting existing pain rather than promising future pleasure will lead to much higher conversion, much higher customer satisfaction and lower price sustainability. Look for pain points in your industry and become a source of
relief. There is almost no other skill to reward you richer than the ability to write compelling words. Being able to clearly express why perspective should buy from you and not from your competitors in a way that creates emotions and motivates them to act is the best marketing skill. Copying is a paper sale. You need to
write a copy of your sales as if you were talking directly to one person. A change of words in the title can drastically change the results you achieve. Always remember, people first buy with emotions, and then justify themselves with logic afterwards. Trying to sell your logical brain with facts and figures is a complete waste
of time. Fear, especially fear of loss, is one of the most powerful emotional hot buttons you can press into your copy sales. Understanding how certain words connect to certain emotions is strong. An emotional hot button for one kind of target audience will fall on the deaf ears of another audience. Emotional direct
response copywriting is no substitute for understanding exactly who your target audience is and what their emotional triggers are. Research is often the most overlooked component of copying and is the main reason why even a powerful copy can sometimes fail. Emotional Copying reaction is a powerful tool in the
marketing arsenal. But understand that this is part of a process. Study, writing, then test and measurement measurement 99.9% of all its competitors. Part of the job of copying good sales is to tell potential prospectuses for which your product or service is not. In other words, if the name doesn't automatically make it
visible what the product, service, or business is, then you start at the back. Always choose clarity over intelligence. It is difficult enough to read a message, of course, and then act the best of times. But deliberately adding confusion to the mix when you're a small business with a modest marketing budget is crazy.
Chapter 3 – Reaching prospectuses with advertising media is the vehicle you will use to reach your target market and communicate your message. This is usually the most expensive component of your marketing, so it needs to be selected and managed carefully to ensure you get a good return on investment (ROI).
Tools like free numbers, web analytics and coupon codes make this trivial. Don't forget what's measured, it's managed. They are ruthless with advertising costs, cutting the losers and riding the winners. Obviously, to know what's losing and what's profitable, you need to track and measure. Hire experts who specialize in
the media who decide they are suitable for your campaign – they are worth their weight in gold. Don't try to do it yourself, especially when it comes to the most expensive part of the marketing process. What you don't know is going to hurt you. What was the ROI of the marketing campaign? If it costs you more than you
did (or will ever do) in this campaign, then it's a failure. If it costs you less than the profit you made as a result of the campaign, it is a success. Instead of getting your name there, I'll do a lot better by concentrating on getting the name of your prospects here. One of the great advantages of targeting a niche is that your
marketing becomes much cheaper. Targeted advertising ends with much cheaper than mass trade because there is much less waste. The money we make in advance in the campaign is known as the front end. The money we make on subsequent purchases is known as the back end. Together, these figures make up
the value of a customer's life. You need to send the right message to the right target market, through the right media channel. If any of these three items fail, it will likely lead to a failure of your marketing campaign. As always with any marketing strategy, it's vital to understand where your perspectives are going and use
the right media to get your message to them. Social media may or may not be one of the places they hang out. Building an email subscriber database central role in your online marketing strategy. An important part of your website should be an email inclusion form. This This You can capture the email address of visitors
to the site and gives you the opportunity to take care of those visitors who may not be ready to buy immediately, but who are interested and want more information. Having a very responsive list of email subscribers allows you to almost create cash on demand. You can create a convincing offer with a response
mechanism and send an email blast to your list. You'll get instant feedback, whether it's a hit or a miss. This is a great way for cheap testing offerings before investing in more expensive media such as print or pay-per-click advertising. Here are some of the key experiences and it doesn't happen when it comes to email.
No spam, use commercial email marketing system. Send e-mail regularly. Give them value. Automate. Email is a very powerful and personal media channel. It allows you to create immersive campaigns with a high degree of automation. When done correctly, this can be a valuable part of an online and offline media
strategy. When it comes to your media strategy, you need to understand that email does not replace mail, it complements it. We all love the speed and efficiency of all things virtual; however, it would be a mistake to underestimate the power of physical objects when it comes to moving people emotionally. And moving
emotionally towards the desired action is what marketing is all about. Discussion of marketing or spending on media cannot be complete without a discussion of the budget. When marketing costs will happen: Your marketing fails (i.e. you make less profit than you spent on your marketing costs). You have no idea if your
marketing was successful or unsuccessful because you don't measure results. Your marketing is successful (i.e. you make more profit than you spent on your marketing). For each of these scenarios, there is a simple course of action: If your marketing constantly fails and loses money, then STOP and change what you
do. If you're not measuring your marketing results, which are just stupid because with technology we're easy and cheaply available, it's easier than ever to track your marketing results and return on investment (ROI). If your marketing works and consistently gives you a positive return on investment, then you need to push
it out and throw as much money as you can. If your marketing works (i.e. giving you a positive return on investment), why on earth would you limit it on a budget? The only time to set a marketing budget is when you're in the testing phase. In the testing phase, I argue that you fail often and fail cheaply until you win. Test
the title, bid, ad placement, and more Then cut the losers and optimize the winners until you finally get a combination that gives you the best possible return on investment. ACT II — The phase during the during your phase, it's about dealing with potential customers. Leads are people who know you and have indicated
an interest in what you need to offer by replying to your marketing message. In this phase, you'll capture these interested leads in a database, feed them with regular value-building information, and convert them to paying customers. The goal of this phase is to get your potential customers to like you and what you have to
offer enough to buy from you for the first time. After they have purchased from you, they become a customer and enter the third and final phase of the marketing process. Chapter 4 – Capturing leads in a future tracking system is crucial to your marketing success. This is because only a very small percentage of
interested leads can be ready to buy from you immediately. Capturing leads is entirely a matter of properly handling interest and building your future sales channel. The vast majority won't be ready to make a purchase decision on the day they read your ad — even if they're interested in what you're doing. All other things
are equal, the more money you can spend on marketing for prospects with a high probability, the greater your chances of turning them into a customer. Remember that the goal is simply to generate leads. Avoid the temptation to try to sell from your ad. At this early stage, you just want to press uninteresting and
unmotivated so that you can build your database with high probability. In the absolute center of the marketing infrastructure is your database of customers and perspectives, but to effectively manage your database, you really need a CRM system. The CRM system is your marketing nerve center. That's where you run the
gold mine. You want all your leads, all your customer relationships, to end up in your CRM. This is where things get exciting. Chapter 5 — Nourishment leads is the process of making people vaguely interested in what you have to offer to want it and want to work with you. The process of upbringing leads ensures that the
waters are interested, motivated, qualified and prone to buying from you before trying to sell them. When it comes to marketing, the money is in the follow-up. On this basis, we build an irresistible lead pattern. As soon as you have caught a lead, they must log on to your system, where repeated contacts are made over
time. These are not contacts where you casually try to annoy them in purchasing. Build relationships by giving them value in advance to buy something from you and in the process of building trust and demonstrating to authors your area of competence. This growing list of perspectives and the relationships you have with
them will become the most valuable asset in your business. The golden goose. When the prospect is ready to buy, buy, invited guest, not an invasion. The most important thing you can take from this message is to become a marketing farmer. It's a simple three-step process: Advertise with the intention of finding people
who are interested in what you're doing. Add them to your database. Constantly nourish and provide them with value. If you become a marketing farmer, you will have a rich and continuous harvest as your database grows in number and quality. Instead of being a pest, I advocate for hospitality. Send your prospects with
a high probability with a continuous flow of values until they're ready to buy. This can take the form of tutorials, articles, case studies or even something as simple as a monthly newsletter that is related to their area of interest. This builds trust, goodwill and positions you as an expert and a teacher, not just a seller who
goes to the jugular area. Shock and awe is essentially a physical box that you send or deliver to prospects full of unique benefits: loaded assets related to your business and industry. Shock and pack should do three things: Give your perspective incredible, unexpected value. Position you as an expert and trusted



authority in your field. Move your outlook further down the buying cycle than they would otherwise be. Don't make the mistake of being cheap and efficient when it comes to courting prospects. Shock and fear-like packages are a huge competitive advantage. Being more prolific with your marketing will create a buzz in
your business. Your customers and prospects will start to notice you more and you'll start crossing the mess and filling your sales channel. To do business work, different types are needed. Here are the three main types that are needed: The entrepreneur — This is the man of ideas or visionary. They see a problem or
gap in the market and are willing to take risks so they can solve this problem for profit. They made it up. For example, seeing a market gap for a specific product and hiring all the right people needed to run it. The specialist – This is a stayer of your vision. They could be an engineer, a venture capitalist, a graphic
designer. They take your vision or part of it and help make it a reality. They make it real. for example, building the factory for the production of the product, obtaining the correct tooling, creating the packaging of the product. The manager – They come every day and make sure that things are done, the work is delivered
and the vision is on the way. They're doing it again. You work the factory, making sure that deliveries go out on time, making sure the quality is right. The marketing calendar determines what marketing activities should be carried out on a daily, weekly, monthly, and annual basis, and you put them on your schedule, as
you would all other important business events. Chapter 6 — Sales Sales conversions are about creating enough trust and demonstrating enough value to motivate interested customers to become paying customers. Proper positioning will make the sales conversion process easy and natural for both you and your
customer. Once you have reached a level of competence, the real profit comes from the way you sell on the market. You decided to stop positioning yourself as a commodity and compete only on price. The result to your end line will be phenomenal. Selling suddenly becomes much easier and more enjoyable when you
are greeted with open arms and when the prospect is deeply interested in what you have to offer. You need to move on to the model of... educate, educate, educate. With education, you build trust. With education, you position yourself as an expert. With education, you build relationships. With education, you make the
sales process easier for both the buyer and the seller. The delay in selling is fraught with two things. First, it shows that you are willing to give long before you take, which breaks down the resistance of sales. Second, he introduces you as a teacher and expert in your field. Your guarantee should be very specific and deal
with the fear or uncertainty that the prospect has for the deal. Offering too many choices can actually hinder sales. The psychology behind this conclusion is that humans are caught like deer in headlights. The fear of suboptimal choice prevents them from making a choice at all. A great benefit of an ultra high ticket
position is that it makes the other options in its product range seem a much more reasonable price compared to. A rule that is often used is that ten per cent of your customer base will pay ten times more and one per cent of your customers will pay a hundred times more. Make sure you don't leave money on the table by
not having ultra-high tickets in your product mix. A better option than the discount is to increase the value of your offer. Grouping bonuses, increasing quantities, or adding peripheral services can be of original value to your customer, but it costs very little. As a business owner, it should be made absolutely clear to all
employees that sales are the lifeblo thing of the business and that everyone is on sale. This is one of the most powerful ways to win more business and is based on the magic of trying before you buy. Using this technique can dramatically increase your sales. You should offer your customers your preferred payment
method – not yours. ACT III - The post-phase phase you deal with customers. Customers are people who like you and what you have to offer enough to pay you at least once. In this phase, the Turn your customers into charming fans by providing a world-class experience. You will then find ways to do more business with
them and value of the entire life period. Finally, you'll create an environment where forwards are constantly coming your way. The purpose of this final phase is to get your customers to trust you and buy more of you. This phase continues in a continuous virtuous cycle, where you deepen your relationship with customers,
engage in more business with them and get more referrals. Chapter 7 – Providing world-class experience by providing world-class experience, you turn customers into a tribe of prodigal fans who want to buy from you repeatedly. To achieve this world-class, you need to implement systems in your business and use
technology intelligently. One of the things that separates ordinary businesses from ordinary ones is that they lead tribes, tribes of enthusiastic fans - not just customers. In his business, a member of the tribe is a special type of client. Who acts as a cheerleader and actively conspires for success. Tribe members amplify
your marketing message and take it to heights you'll never be able to reach on your own with paid advertising. A customer who buys a product or service and doesn't use it or doesn't apply it properly is very likely to write it off as something that doesn't work and that's the last thing we want. At most, this turns out to be a
one-off sale, and at worst, fraud is labeled. As ridiculous as it is as someone calling running a scam because they didn't actually manage to use it, the user can do the same with your product or service. So your job now is to find a way to sell what your prospects want, but also give them what they need. To get them to
take action and do what they need to do to get results can mean you have to package things in a certain way. You may need to cut the process into manageable bite pieces so that it does not look so daunting. Your clients don't just want to be served. They want to have fun. Give them what they want by creating a sense
of theatre around your product. The simple and simple goal of any new technology in your business is to eliminate friction. We want the fastest and easiest way to sell, while increasing customer satisfaction. Here's the lesson – tell your audience about all the efforts that are being made in providing your product or service.
In sales copies and even in the package, give them details of how diligently you prepare or manufacture your product. This also applies to you if you provide services. Tell them about your skills, how you acquired them, all the checks and balances you have done and how you train your staff. Back to your product or
service is an absolutely important part of your marketing. Don't let your efforts and skills not be It gives them a guarantee that there is substance and quality behind your product. This is especially important if you are throwing a premium product or The systems allow mortals to run an exclusive business. There are four
main types of business systems to create, regardless of what type of business you are engaged in. You will almost certainly make a fortune if you can create scalable and reproducible systems in these four areas of your business: Marketing System — Generating a steady stream of leads in the business. **Sales system
**- Lead nourishment, tracking and conversion. Execution system — The actual thing you do in exchange for the customer's money. **Administration system **- Accounts, reception, human resources, etc. Support for all other business features. The problem is that customers don't know how good your products and
services are until they're purchased from you. And if your marketing and sales systems aren't in place, they'll never buy in the first place and you'll find out how good you are. It's a vicious circle. There are numerous advantages for the implementation of systems in your business. Here are some of the most important: It
builds a valuable asset. Leverage and scalability. Sequence. Lower labor costs. Our goal is to remove the biggest obstacle to your business – YOU. Even if you don't want to get out of your business right away, the day will come when you need to take a break, want to go to another venture, hire more staff or even sell
your business. When the time comes, you will be grateful that you have followed this counsel. When starting a business, it's important to think clearly and plan how to get out. You will rarely earn as much money doing business as you will sell. The person or company that puts you out of business is your last customer
and satisfies them will lead to the biggest day you will receive payment. I can tell you one of the most important things that the buyer is looking for and that you need to be satisfied is whether you have a business or are a business. There's a huge difference. If your business can't be run without you, it's not a marketable
asset and you're stuck - no matter how good or profitable it is. Chapter 8 – Increasing the value of customers' lives Increasing the value of the total duration of existing customers is where real money is made. To do this, you need to have strategies and tactics to get existing customers to do more business with you. You
also need to know, manage and continuously improve key numbers in your business. Increasing revenue and more importantly from profit from existing and past customers is much easier than getting new ones. A widely cited statistic is that a person is 21 times more likely to buy from a business they have bought from
the past compared to one you have never bought by not increasing your prices for a long period of time, you effectively Payment. For For The prospect was not specifically to shop for the supplements you offered, they are much less likely to be price sensitive to the item that applies. When the prospect is hot and heavy
and in a state of mind buying, they will be much more receptive to other offers to buy. This is your ability to bulk up in addition with high margin. This gives the customer a better result and instantly increases the value of your customer. Ascension campaigns must be a permanent part of the marketing process. Very often
customers stay on existing products or services, although they can take advantage of and afford to move. Increasing the frequency with which your customers buy from you is another solid strategy to increase the value of life. There are many strategies for this, but here are some of my favorites: Reminders. Give them a
reason to come back. Help them buy multiple subscriptions. This list of previous customers is of tremendous value because much of the hard work associated with getting to know each other and the trust you have already done. Now you just need to run a reactivation campaign to win them back. It's great for getting
quick profits and bringing in cash quickly. Marketing is a game where you need to constantly measure, manage, and improve your numbers. You don't need a long story. You need the numbers because the numbers tell us the whole story. The difference between a customer who is only a transaction and a person who is
a spoiled fan is huge, even if the nominal amount of the dollar of the transaction is the same. This is because not all revenues are good and not all growth is good. With toxicity clients taking all their time and energy, it's often high value, respected customers who suffer from a lack of attention. Don't give the oil out of the
nursing car. Replace them. Chapter 9 - Orchestra and stimulating directional orchestration and stimulation of referrals is an active process. Many companies want and hope for referrals, but do not have a system for knowingly implementing them. By applying some simple tactics, you can make the flow of referrals a more
reliable part of your marketing process. One of the best ways to get referrals is by asking directly about them from customers for whom you have delivered a good result. By increasing the reliability of mouth marketing, you take back control of your lead flow and build a solid foundation for rapid business growth. Finding
other free businesses that your customers deal with before dealing with you can help you uncover unused profits in your business. The establishment of a Joint Undertaking (JV) agreement with one or more of these undertakings that is not in direct competition with you may be or a free source of leads. See who has
contacted your customers and after you and find ways to create value in both directions. This can become a new customers and new revenue for your business. Conclusion You need to make mistakes, risk looking stupid and invest in yourself and your business. In my experience, I have found that entrepreneurs fail to
implement for one of the following three reasons: Paralysis by Analysis Inability to delegate my business is different your view of the time you do in your business. For the time for entrepreneurs is not money. Value is money. Time is only one of the raw materials needed to deliver value to the market. Make marketing in a
day-to-day process. Create your own 1-page marketing plan and most importantly implement it. Spend your time daily doing business and construction value. Having a culture of innovation, anticipating what is happening in the industry and implementing some skunkworks projects in your business will give your business
a huge competitive advantage. Remember that no one knows how good your products or services are until the end of the sale. Before they buy, they only know how good your marketing is. Put simply, the best marketer wins every time. Hour.
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