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Topic:  5 Ways to Grow Any Business
It’s been my observation that most small and medium-sized businesses don’t execute that well on their fundamentals.  Marketing, for example, is one of those areas where the fundamentals are often overlooked in favor of other activities in business.  
So let’s review some marketing fundamentals.  And, as we do, let’s face reality and ask ourselves: “How well does my company execute on these fundamentals?” There are only 5 ways to grow any business:

1. Keep the customers you have 

2. Bring in more customers 

3. Increase the average transaction size 

4. Increase the frequency of purchases 

5. Say "no" to bad prospects/customers 
In short, keep what you have, bring in more customers, sell larger amounts to them, and sell to them more often. Do one of these ways and your business will grow.  Do two or more of these well, and your business can grow by quantum leaps and bounds providing geometric growth instead of mere linear growth. 
Now ask yourself which of these strategies are you really doing and doing well?   
As simple as it sounds, most businesses lack even the most simplest of written plans describing how these basic marketing strategies will be executed during the year. 
But, why?  Why is it that most business owners operate their business without a sales or marketing plan?

First, most small business owners don’t realize that they are in the sales and marketing business.  They focus their attention on learning their craft or skill, but don’t pay enough attention to learning the business of their business.  

Second, most owners simply don’t plan.  Planning takes time and focus; something too many business owners have in short supply.  

Third, many business owners are not clear on the distinction between sales and marketing.  They lump the two together and focus on one or the other.  But, don’t see the processes as separate.

As I’ve discussed in prior articles, marketing is about generating leads or prospects, while communicating with and educating your customers, prospects, and referral sources why it’s in their best interest to do business with your company.  

Instead of impacting one prospect at a time (i.e. direct selling), marketing allows you to communicate with, educate, and influence many buyers at once.  In a sense, marketing is a one-to-many selling system.  Marketing allows you to target and influence large groups of customers, prospects, alliances, referral sources, reporters, etc. in a single action.

It is about educating the right target audience on the unique and superior advantages, benefits, value, and results you can provide and sharing the credible evidence/reasons that support and back-up such promises.  In short, marketing is about educating your target market on the advantages of doing business with you and the reasons why they should trust you to deliver on your promises.  

Unfortunately, most business owners mistakenly try to tackle most goals (i.e. growing sales) with a one-to-one, single weapon, combat mentality.  For example, instead of considering the leverage of marketing (i.e. strategic alliances, referral systems, direct mail, telemarketing, etc) to grow sales, many owners remain in the same comfort zone and deadly rut of using a single weapon like direct selling.  They miss the chance to use air support (marketing) to vastly aid their ground war (selling).  They fail to consider and try new options, new approaches, and new strategies.

While all businesses have a selling process (converting leads to customers), most do not have a legitimate marketing process (generating qualified leads).  As such, they miss out on tremendous leverage and opportunities.

Your goal should be to add an ongoing marketing process to your business.  Having a written plan commits your goals and objectives to paper, which in turn can be used to create agreement and alignment within your organization on these goals.  You’ll need a written plan to communicate it and later to measure your effectiveness against it. So don’t sell planning short.  As Nike said, “Just Do It.”   
To apply these concepts in your business, attend a Growth Coach workshop where these concepts are covered and time is allowed for you to formulate a marketing action plan around these most fundamental of strategies.  And, work with a coach on an ongoing basis can help hold you accountable to executing on your marketing goals and actions.
