
Winning the Marketing WarWinning the Marketing War



What does marketing mean to you?What does marketing mean to you?

� Advertising?
� Promotion?
� Publicity?
� Selling?
� Customer Service?
� Image?
� Pricing?

� Advertising?
� Promotion?
� Publicity?
� Selling?
� Customer Service?
� Image?
� Pricing?



Marketing is a process of matchingMarketing is a process of matching

� When you market you are matching
� you
� your business
� and your product or service

to your clients needs and wants, worries 
and concerns

� The closer the marketing match the more 
revenue your business will generate

� When you market you are matching
� you
� your business
� and your product or service

to your clients needs and wants, worries 
and concerns

� The closer the marketing match the more 
revenue your business will generate



Remember ...Remember ...

� Advertising, selling, promotion etc. are just 
tools in your toolkit to make the matching 
process happen

� Marketing is the engine that drives the 
dollars into your business

� Advertising, selling, promotion etc. are just 
tools in your toolkit to make the matching 
process happen

� Marketing is the engine that drives the 
dollars into your business



Winning businesses …Winning businesses …

� Will be client not product focused 
� Won’t try to be all things to all people
� Will understand the true value of existing 
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� 3% move away
� 5% develop other friendships
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� 14% are unhappy with the “product” or a 

particular person
� 68% quit because of an attitude of 

indifference from the owner, manager or 
some employee
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� Does my image reflect where I have been or 
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