
In order to successfully grow your 

business, you’ll need to attract and 

then work to retain a large base of 

satisfied customers. Marketing em-

phasizes the value of the customer to 

the business, and has two guiding 

principles: 

 

All company policies and activities 

should be directed toward satisfying 

customer needs. 

 

Profitable sales volume is more im-

portant than maximum sales volume.  

To best use these principles, a small business should: 

Determine the needs of their customers through market research 

 Analyze their competitive advantages to develop a market strategy 

 Select specific markets to serve by target marketing 

 

Determine how to satisfy customer needs by identifying a market mix 

Marketing programs, though widely varied, are all aimed at convincing people to try 

out or keep using particular products or services. Business owners should carefully 

plan their marketing strategies and performance to keep their market presence strong.  

 

Conducting Market Research 

Successful marketing requires timely and relevant market information. An inexpensive 

research program, based on questionnaires given to current or prospective customers, 

can often uncover dissatisfaction or possible new products or services. 

 

Market research will also identify trends that affect sales and profitability. Population 

shifts, legal developments, and the local economic situation should be monitored to 

quickly identify problems and opportunities. It is also important to keep up with com-

petitors' market strategies. 

 

Creating a Marketing Strategy 

A marketing strategy identifies customer groups which a particular business can better 

serve than its target competitors, and tailors product offerings, prices, distribution, 

promotional efforts and services toward those segments. Ideally, the strategy should 

address unmet customer needs that offer adequate potential profitability. A good strat-

egy helps a business focus on the target markets it can serve best. 

 

Target Marketing 

Most small businesses don’t have unlimited resources to devote to marketing; howev-

er, the SBA wants you to know that you can still see excellent returns while sticking to 

your budget if you focus on target marketing. By concentrating your efforts on one or 

a few key market segments, you’ll reap the most from small investments. There are 

two methods used to segment a market: 

 Geographical segmentation: Specializing in serving the needs of customers in a 

particular geographical area. 

 Customer segmentation: Identifying those people most likely to buy the product 

or service and targeting those groups. 

 Managing the Market Mix 

Marketing 101 
S

m
a

ll
 F

a
r

m
s

 R
e

s
e

a
r

c
h

 
C

e
n

te
r

 F
a

c
ts

h
e

e
t 

A
L

A
B

A
M

A
 

A
&

M
 

U
N

I
V

E
R

S
I

T
Y

 

C
O

L
L

E
G

E
 

O
F

 
A

G
R

I
U

L
T

U
R

A
L

 
L

I
F

E
 

A
N

D
 

N
A

T
U

R
A

L
 

S
C

I
E

N
C

E
S

 
 

December 2015 

https://www.sba.gov/content/conducting-market-research
https://www.sba.gov/content/conducting-market-research


 

Small Farms Research Center, Alabama A&M University                 

 4900 Meridian Street                                                                                 

James I. Dawson Building,  Room 219                                                             

Normal,  AL     35762 

Small Farms Research Center Background. The Small Farms Re-

search Center was developed to assist small farmers  with limited re-

sources  in Alabama’s  underserved communities. The center was first 

developed in  2000 to assist  minorities, especially women, African 

Americans and underserved individuals improve  their farm manage-

ment  practices, given ones condition and resources. The mission of  

the Center and the Small Farmers Outreach program is to assist all 

small and limited resources farms effectively deal with risk manage-

ment and food safety issues and provide them with informational ses-

sions.  The Center has also expanded its outreach efforts to meet the 

needs of entrepreneurs and businessman. The center is located at Ala-

bama A&M University in the Dawson Building. The center specializes 

in  following areas      

    
 Marketing  and Business Plans                   -Record keeping and Loan Application                                                                               

-Identify alternative enterprises                      -Personal  Management                                  
-Legal Issues                                                    -Finances                                                                                                                             

-International Business and Procurement          -Accounting Issues                                          

-Taxes                        -Business Development                                     
-Conducting seminars on Government programs and other issues       

 

For more information about us give us a call at (256) 372-4970 and 

1-866-858-4970. 

Website: www.aamu.edu/smallfarmers 

Managing the Market Mix 

Every marketing program contains four key components: 

  

 Products and Services: Product strategies include concentrat-

ing on a narrow product line, developing a highly specialized 

product or service or providing a product-service package con-

taining unusually high-quality service. 

 Promotion: Promotion strategies focus on advertising and di-

rect customer interaction. Good salesmanship is essential for 

small businesses because of their limited advertising budgets. 

Online marketing is a cheap, quick, and easy way to ensure 

that your business and product receive high visibility. 

 Price: When it comes to maximizing total revenue, the right 

price is crucial.  Generally, higher prices mean lower volume 

and vice-versa; however, small businesses can often command higher prices because of their personalized service. 

 Distribution: The manufacturer and wholesaler must decide how to distribute their products. Working through 

established distributors or manufacturers' agents is generally easiest for small manufacturers. Small retailers 

should consider cost and traffic flow in site selection, especially since advertising and rent can be reciprocal: a low

-cost, low-traffic location means spending more on advertising to build traffic. 

 

The aforementioned steps combine to form a holistic marketing program. The nature of the product or service is also 

important in citing decisions. If purchases are based largely on impulse, then high-traffic and visibility are critical. On 

the other hand, location is less of a concern for products or services that customers are willing to go out of their way to 

find. The Internet makes it easy for people to obtain goods from anywhere in the world, so if you’re worried about 

reaching a certain market, selling your product online may do wonders for your business. https://www.sba.gov/

content/marketing-101-basics 
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