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M
a rkete rs hailing from corp o ra te

A m e rica often have diffi c u l t i e s

a d j u sting to new marketing post s

at small companies because th e

m a rketing almost certa i n ly is conducted on

t i g h ter budgets and without large inside sta ffs

or the adve rtising and pro m otional age n c i e s’

a s s i stance that big-comp a ny markete rs re ly on

so heav i ly. No n etheless, this transition can be

easy if markete rs ta ke with them the ri g h t

to o l s — that is, not tra n s fe rring an innate skill to

balance a $12 million budget within $10 0 , 0 0 0 ,

but re m e m b e ring and implementing market-

i n g ’s basic rules. There fo re, the fo l l owing advice

can help assemble your small comp a ny market-

ing tool kit.

◆ Un d e r stand the custo m e r. Big com-

panies can affo rd ex p e n s i ve customer re s e a rch ,

while small companies often cannot pay fo r

these “luxuri e s .” Neve rtheless, even on a lim-

ited budget, marketers can gain a keen under-

standing of their custo m e rs by sch e d u l i n g

l e a rning exch a n ges with their sales depart-

ments, for exa mple, or organizing focus gro u p s

with clubs or organizations such as a women’s

ch u rch group. They also can get insight fro m

c o n s u m e rs by including brief customer satis-

faction surveys with ord e rs. (They should,

h oweve r, be sure to include ret u rn posta ge . )

P l aying myste ry shopper is another good way

to glean customer info rmation as well as ch e ck

on the comp a ny ’s customer service depart-

ment.

◆D evelop a marketing plan. Small com-

panies have a tendency to “wing it,” while large

c o rp o ra te bure a u c racies often ove rplan at th e

expense of “doing.” Seize the opportunity to

h ave the best of both wo rl d s — d evelop a plan

and act upon it. Like all good, fl exible market-

ing plans, small-comp a ny markete rs must cra ft

their comp a ny ’s vision and

st ra tegy fi rst befo re imp l e-

menting the tactics and th e n

c o o rd i n a te the events to

st ret ch the budget. 

◆ Be an “identity cop.”

When fo rced to wo rk with

smaller budgets, it’s often dif-

ficult to manage a comp a ny ’s

and pro d u c t’s brand identities.

S m a l l - c o mp a ny markete rs

o ften make the mista ke of try-

ing to communicate too much

w i th too little, but by pro j e c t-

ing a single, st rong idea and then re l i g i o u s ly

re i n fo rcing it in all ex te rnal and inte rnal com-

munications, markete rs can further st ret ch th e i r

b u d gets while simulta n e o u s ly building the com-

p a ny ’s brand. 

◆ Choose appropri a te media. L a rge

c o mp a n i e s’ wo rking media budgets often are

fat enough to buy plenty of te l evision spot s .

Thus, the small-comp a ny marketer often must

m a ke due with less ex p e n s i ve media such as

d i rect mail, local cable buys, trade maga z i n e s ,

t rade shows and the Inte rn et, but each of th e s e

is excellent if th ey appro p ri a te ly match the ta r-

get audience and communicate the market i n g

m e s s a ge. Dete rmining which budget - c o n s c i o u s

media are best for the ta rget audience should

d i c ta te how wo rking media dollars are spent,

n ot vice ve rs a .

◆ D o n’t forget the little things. I t’s

amazing how many markete rs lose sight of th e

little things that not only re i n fo rce identity and

i m a ge, but also provide stimuli for repeat pur-

chasing. And little things often are inex p e n s i ve

to implement, like providing goods in image -

conscious packaging or making sure the com-

p a ny ’s Web site downloads its info rm a t i o n

qu i ck ly. Pe rhaps most ove rl o o ked, howeve r, is

j u st plain old good customer service; say i n g

“Thank you” to custo m e rs even if th ey mere ly

a re browsing goes a

long way. At th e

same time, mar-

kete rs need to be

c a reful not to wa ste

m a rketing money on

little things th a t

d o n’t provide value.

For exa mple, are

those trade show

pens re a l ly consis-

tent with the comp a-

ny ’s identity?

◆ Fo rge supply

chain relationships. O ften, big comp a n i e s

h ave the luxury of paying attention to only th e i r

e n d - c u sto m e rs, not their suppliers. In fact, sup-

p l i e rs often salivate just to be associated with

c e rtain big-name companies. Howeve r, mar-

kete rs at small companies need to treat th e i r

s u p p l i e rs like part n e rs because doing so ofte n

will lead to more attention from re p re s e n ta t i ve s

of these fi rms, and a host of little things th a t

p rove qu i te beneficial for small comp a n i e s ,

s u ch as favo rable delive ry te rms, may fo l l ow.

◆ C ry “Uncle” if you need help. W h i l e

h i ring a big-gun adve rtising or pro m ot i o n s

a gency may not be re a l i stic, markete rs occa-

s i o n a l ly need outside advice and assista n c e .

While these pro fessionals may be too cost ly fo r

a small comp a ny on a regular basis, their serv-

ices on an ad hoc b a s i s — s u ch as during a new-

p roduct launch or providing services such as

c o py w riting or fo c u s - group modera t i o n — w i l l

p ay for th e m s e lves and add value. Indeed, it

m ay be much more cost ly to let opport u n i t i e s

pass by because th e re we re not adequ a te

re s o u rces or the right talent to ev a l u a te and act

upon them. ■
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