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A Simple Business Model

| want to take £20,000 of income from my business per annum
Material costs = 35%
Overheads including other Labour = 45%
Therefore: -

Sales = £100,000 / Gross Margin = £65,000 = Net Margin = £20,000
2000 working hours per annum — 50 weeks @ 40 hours per week
Take out one day per week for business affairs (50 x 32)
1600Hours where every hour needs to contribute £62.50

Every 50 hours of labour needs to be sold for £3125.00
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MARGIN — are my products expensive enough?
Do | charge myself out at less than the average car mechanic?

Deep down — | don’t believe that anyone will pay the price | need to ask

*Reduce my already modest expectation of earnings
*Reduce the quality and cost of my materials input
*Sub contract the labour to less able, but cheaper operatives
*Reduce my cost base and overheads (always recommended, but probably been done!

OR

CHARGE THE PRICE | NEED TO, TO MAKE A LIVING AND ONLY
SERVE THOSE MAKRETS THAT APPRECIATE AND CAN AFFORD MY ARTISTRY

Consider the £5 challenge!
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Do | take products to market or wait for markets to come to me?
SEGMENTATION — SIMPLE SEGMENTATION!

Sales to consumers — (B2C)

Sales to Businesses — (B2B)

Sales in the North of England (B2B & B2C)

Sales in the UK (B2B & B2C)

Sales Overseas (B2B & B2C)

consultancy
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More detailed consideration of segmentation

Business sectors | have previously sold into

Underlying purpose of the Business sale item (functional / ornamental / status)
Consumer sales values by geography — why was | so successful in SW1A 1AA?

Export Sales — what is it about my work that is so appealing in Japan?

How the buyer found me (word of mouth / internet / advertisement / direct marketing)
The most profitable pieces | make

In deliberating where to position yourselves consider this: -

What is the point at which the most cost effective / profitable piece | make aligns with
an audiences most positive view of me?

q.. each
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If only | could undertake more of this type of work!
Also
Why on earth do | keep accepting these types of commission?

If this market liked that product, then surely it would be interested in this product as well?
If this product sold well in this market, then surely that market would see the same benefits

Remember 1600 hours @ £62.50p per hour!!
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Turnover driven by segmentation choices
£100,000 required

£35,000 my traditional consumer markets

£50,000 2 highly targeted business sectors (e.g. Banking / hotels
property development and management / football
church / embassies)

£15,000 from a single overseas market

PROACTIVITY NOT REACTIVITY
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DIFFERENTIATION
For those who aspire to own our products AND have the financial wherewithal to do so
Collectively as well as individually
Forget fraternal rivalry for now

A victory for one is a victory for all

You must attack and defeat FCI, Anna Casa, Harrods, Heals, even John Lewis!

(| A each
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DIFFERENTIATION

Unmistakeable Character
Handcrafted Luxury
Distinctive Design
Breathtaking

Unique

Flair

Ultimate

Finest Quality Natural Materials
Passion

Experience

Hand built — takes time
Crafted

Exclusive

Authentic

Elegant

MARKETER
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Online Digital Communications

EEEEEEEE

eting and communic
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Web Site

Social Networking

Digital Mix

Digital Assets

MARKETER

Email Marketing

Streaming Video
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1. Review current performance

- Google Accounts
- Google Analytics

Google accounts

Profile

0O

A

You don't yet have a public profile. Leam more

Create a profile or edit vour personal info without creating a public
profile.

My products - Edit
== Analytics - Settings
2 Google Places

.:% Webmaster Tools

Try something new
P Gmail
g Alerts

More »

Web Site - Top 6

2. Universal search optimisation

- Google Base
- Google Places

Personal Settings

Security

Dashboard

Email addresses

Multiple sign-in

@ Bas

Change emall
Change password
Change password recovery options

View data stored with this account

lecaspden@reach-me.co.uk (Primary email)
Edit

Off - Edit

@ Reader - Settings

py Website Optimizer

> AdSense

é-? Groups

&2010 Google - Google Home - Terms of Service - Privacy Policy - Halp

MARKETER

B Blogger - Ssttings
C& Web History

i YouTube

= AdWords

fa iGoogle
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Web Site - Top 6

3. Strategic selection of keyphrases

- Develop your list

- Develop your own initial list (sources: you, your staff, your customers)
- Consider keyphrases used by competitors (‘view’; ‘source’)

- Consider product or brand names

- Review Google Analytics for keyphrases which have directed people to your site

- Use Google Keyword tool (relevance /popularity / competition)

Searches are becoming more sophisticated and specific:

1998 =1.2 words
2004 = 2.5 words
2006 = 3.3 words

Keyphrases should be long tail - specific - not generic

Helpi= A @—CT\
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Google AdWords

Find keywords
Based on one of boin of the Tolowng:

Word or prase fone per ing)
Comamporary desgner furstung

Al Categories
51 Apparsl ~
7| Beauty & Pemonal Cam
| Computars
| Consumer Elacironics
Family & Cammunity
| Financa
| Food
| Gifts & Oceasions
| Haaln
| Hobbles & Leisum
Hame & Gargen
| Law & Govamment Produsts

| Media & Events
+| Fmal Estate

F| Afuanced sptisea - Locations: Linted States.

Google Keyword Tool

Keyword ideas  =gr in wih your AdWosds gin infarmabian 1o sea the full sel of ideas for ths search.

| Help | Sign in

Previgus Interface

Aboulthis data | 7)

+ Spods & Finess b
51 Travel & Toursm i
=t Vahicies b4
Cantains

Soet. Alphabetical | Fgnest count

¥ i

¥ contamporary (47}

2 seniemporary designer furniure (1)
1{ confemporary fumitune {9}

2 desgner fumdure (10}

M tumiture (32)

1‘ madem fumiture (5}

2 roam fumiture (1]

1{ Miscelaneous barms (5)

Match Types
 Broad
] (Exact

] *Phmase®

MARKETER

Dowrigad Sorted by | Relevance w | Columns |
[} Keyword Competiticn Global Worihly Searches Local Monthly Searches Local Search Trends
My contemporary deskgred fufmeluns % 2,900 1300

=

[y contemporary furniure dergn % #5900 5,400

=

(=] @‘ 4,400 2.400

1 ewesan gesgner fomitere @ 720 450

[y Fshan desigrer hurnites % 3,600 1,000

- e s T AR
[y mocem design fumitune g 27,100 12,100

|55 ) o

()  mosem contemponry fumitise =) 48,500 33,100

L

[y esigrar Bacmom fumitune @' 8,100 3600

[ wontemparary dalkan fumdure q 8100 4,450

f contamparary dineg furmiturs q 2,200 4,800

M coniamporary bomg room tamidure g 12,900 8,100

[y comermoacany furnishings Q 14,800 9900

M atlencasie mogemn fumitane & 8,100 S50

[y moten buing roorm Tumtune % 22200 14,800

= .

Y edroom comlemponsny L;h 110,000 90,500

1 costemporary dimeg room fumituee =1} 12,100 0,000

e L e | | |

[y chars costemporary @; 140,000 74,000
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Web Site - Top 6

4. Build content based around keyphrases

- Relevant, updated & keyphrase based content

- Ideally 200-250 words per page
- 1%-2% keyphrase density (approx. 3 repeats per 300 words)

- Content relevant to keyphrases

- Add new content regularly

Helpi= A @a—CT]
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Web Site - Top 6

5. Optimise metadata for keyphrases

- Guidelines for optimisation

- Title tag - most important (no more than 10 words / keyphrase at beginning)
- Keyword tag (no more than 4 words)

- Description tag (no more than 25 words of sales copy to attract click throughs / include
keywords - max of 3 times)

- Header tags (H1, H2 etc. include keyphrase - endorses relevance to search engines)

Helpi= A @—CT\
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Web Site - Top 6

6. Build backlinks

- Generates traffic to your site

- Links help to generate traffic back to our site
- Many free directory listings available

- Valued by search engines - the more links = the more important we become to search engines

- Check your links at www.linkpopularity.com

corve each
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Web Site - Top 6

1. Review current performance

- Google Accounts
- Google Analytics

2. Universal search optimisation

- Google Base
- Google Places

3. Strategic selection of keyphrases

- Develop your list

4. Build content based around keyphrases

- Relevant, updated & keyphrase based content

5. Optimise metadata for keyphrases

- Guidelines for optimisation

6. Build backlinks

- Generates traffic to your site

reach
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Social Media

B You D
Lmkedm ? u

L,Technoratn “
P

f d f|ICkr
el.icio.us

OWORDPRESS'
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Social Media

LinkedIn numbers:

Over 75 million members in over 200 countries

4m: UK members (3 million in Nov 2009)

15m: European members

25%: of FTSE 100 companies hire through LinkedIn
50%: of Fortune 100 companies hire through LinkedIn Options for your business
1: professionals joining LinkedIn every second
1m: professionals joining LinkedIn every 12 days

1/3 of all UK professionals have a LinkedIn profile
1bn: people searches on LinkedIn last year
500,000: LinkedIn groups

Set up a business profile

Create a discussion group / network

Promote studio events / open days / new products

Link to web site / blog & other SM sites
Search for contacts & invite them to link with you

Each time your profile updated your contacts notified

reach
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Social Media
B s

Linked Home  Profile Contacts Groups  Jobs  inbox (2]  More.. | Peapla +

MBA without Bachelor CEQ - Online MBA in Leadership 18 Months University of Cumbria MBA for CEOs - From Dr. David Costa

Edit by Profia  Wiew My Profile
= + Add Loo io your notwork
Leo Aspden (-
P r\F: # Forward this profile la a connecton

Managing Director at Reach-MC Limilad
Manchestar, United Kingdam | Markelng and Adwadising

Leo Aspden Developing presentation on marketing strategy and comms to
Fumiture manufacturars. Marketing within reach http//www.reach-mc.co.uk

Reach Marketing and Communications, marketing
consultancy and... reach-me couk

Reach Marketing and Communications is 8 Manchester
marketing consultancy combining strategic marketing with
creative marketing communications and language services.
‘We provide business advice and management training to suit
the 5...

y o+ Like - Comment - Share - Sea all activity

28 spconds 8

Cumenl * Managing Director 5t Reach-MC Limited
Manchaster Branch Chair at The Chartered Institute of Markating
Charlered Marketer al Reach Marketing and Communications

Past * Modh West Amoassader for SMEs al The Charered Institute of Marketing
Group Marketing Manager ol Pilkington's Ties Group [F
Business Davenamani Manager al August Fissher {UK) Lirsted

Chadomed Instiule of Markating
Blackburn Tech
Mooriand Hgh School

Education

10 people have mcommended Lea

Recammendatisns
Cannections 138 connachans
Wabstes = My \Webale

& CIM

o My Twiler Silo

Twiltar * LegAD7
& meachms

Pubbs Profil httpoiiuk fnkedn comiinfwwwieachmooouk

Summary

Laa Aspden MCIM is & Chafesed Markater and reprasenis the Chatered Institule of Marketing as the Manchestlar
branch Chair and & a formar NW Ambassador for SME's with over 30 years exparenca of succassfully warking wih
international companies in manufacturng & distribulon,

Reach-MC Limied = a business consullancy combining strategic and tactical marketing expertise wilh creathve
eammunizations and effeciiva language sarvicas.

MARKETER
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Sponsared Content

ERP in SMBs
w ERP as a potential source of cost savings and
operational improvement Download Now

From: SAP

Invitation from Linkedin

Place ads on Linkedin. Acquire new customers for
your business. Try it now,

LinkedIn.com/DirectAds

From: Linkedin

Leo Aspdan Developing presantation on marketing strategy and comms to
Fumiture manufacturers. Markoling within reash hiip e reaah.me oo ik

Reach Marketing ard Communcabons, masketng
cansultancy and... mach-me oo ulk

Reach Markeling and Communications is 8 Manchesier
marketing consullancy combining strategic marketing with
creative martkeling communicalions and language
services. We provide busness advice and managemant
fraining bo suil the 5.,

28 soconde ago - Like « Commant - Shara

Leo Aspdan jined the group ICn - Socal Meda, Busiress Developmen,
Marketing & Communsations in lhe Buil Environmant

12 days ago - Find & group for you

Lea Aspden i now sonnected lo Garry Olson, OwnenManager al Garry
Olson Fumiture

12 days ago

Lo Aspdan was mcommended by Martin Joyee, "Leo has shown a greal
flecibilty in adapting lo our busmess and market needs. He has proven o bo

13 days ago - Read more

Sea more »
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Top social search engine
Largest social media site

Over 350 million users

Adds 250,000 users per day

MARKETER

Social Media

Options for your business

Set up a business page

Create a discussion group / network

Promote studio events / open days / new products

Link to web site / blog & other SM sites

Email your contacts

reach
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Social Media

Home Profile Account v

facebook

Get Ready for Your Streamlined Page close

Starting August 23, we'll be simplifying your Page to make it easier to browse: 1) Boxes are going away, including the Boxes tab; and
2) All custom tabs will be narrowed te 520 pixels, If you have a custom tab, we recommend you visit your tab now for a preview of
how your content fits in the new layout -~ please make adjustments as needed. The rest of Facebook will see the old tab width until
August 23. Read More

Reach-MC Ltd | 5 Uike

Get Started Wall Info  Notes <+

1 : Cet More
?
What's on your mind Connections

Avach: 1 @ [ & A m Cet more people to like

your Page with Facebook
Ads! Preview below.

Reach-MC Lid + Others Just Others % Settings
Reach-MC Lid

Reach-MC Ltd Developing presentation on marketing strategy

and comms to Furniture manufacturers. Marketing within

reach http:/ /www.reach-mc.co.uk/

Reach Marketing and Communications, marketing

consultancy and business advice

www.reach-mc.co.uk
Reach Marketing and Communicatiens is 2 Manchester marketing
rategic marketing with creative Leo Aspden likes this.
ns and language services. We provide .

e Like

Edit Page

Promote with an Ad

Suggest to Friends
Your Text Here

Reach-MC is all about 4
bringing "Marketing within

reacr_|‘ _of\rour bnfsm_ess. QOur and for UK and European ma
spucl.’:ll_sl expertise in distribution

strategic and tactical
marketing campaigns defivers
real benefits for our clients in

acturing and

‘fﬂ a few seconds ago - Comment - Like - Share - Promote - Report

m"%““‘ﬁ“;}i“”"'“g i Reach-MC Ltd Preparing to deliver a marketing workshop to
_f;':r'::me”n’r ets andhanve SME businesses in Manchester on "How to grow your business

in a competitive environment”
March 1 at 10:57pm - Comment - Like - Promote

Insights
- seeAll Reach-MC Ltd Creat CIM Manchester event last week by our
speaker Jan Klin focused on Online Marketing. See
0 Monthly Active Users ' http:/ /www.janklin.com/blog/ for Jan's blog.
0 Daily New Likes Online Marketing
0 Dally Post Views www.janklin.com

Online

nd s

Online marketing blog from Jan Klin & Assoclates. This
various information about Online marketing technig

0 Daily Post Feedback

ategies.

nsghts are wisible to page

#]] February 21 at 7:00pm - Comment - Like - Share - Promote - Report

eacC
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Social Media
o o ¥
Ewitken
Options for your business

Set up a business page

140 characters but link to detailed content

Promote studio events / open days / new products

Link to web site / blog & other SM sites

Email your contacts

reach
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Social Media

What's happening?

y fodiowers

egy and comms @earlybird
. a thrifty bird that lays
golden eggs.

Heme

reachmc Developing presentation on marketing strategy and
comms to Furniture manufacturers. Marketing within reach
http:/ fwww.reach-mc.co.uk

Q
housebuildermag Next issue of Housebuilder magazine
publishes 1st Sep - with product related features on kitchens Hoheines. our eyt oLl

5 ' f friends, family, to-
and interiors ¥ . 3DOILE teams, you name i,

Trending: Woridwide

* CIMCIG next CIMCIG event - Marketing to Architects - ;
http:/ [www.cimcig.org/events.php?id=234 - september 22. Py
. book in! ) Fss feie

* CIMCIG Entries now open for 2010 Construction Marketing
( Awards - http:/ /www.cmawards.co.uk/

m a rketl n g Wl tl'] 'n -r housebuildermag Has anyone seen any available space ata

Boris bike docking station in the Mayfair area 7 Helen's
struggling this morning

housebuildermag Footie season up and running - mixed
results for the Housebuilder guys. C'mon the Seagulls !

housebuildermag Here we are again, building up to the
gaag busiest time of our year - so much coming up in the autumn.
Find out more at www.house-builder.co.uk

Glenigan Supermarket sweep lifts retail construction
http:/ ftinyurl.com/3x14uug

corve eacC
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Offline Communications

EEEEEEEE

eting and communic
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Advertising

Public Relations

Communication Mix

Sales Promotion

MARKETER

Direct Marketing

Personal Selling
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Communication Mix

Where do we start?

eting and communic
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Communication Mix

Understand your customers

eting and communic
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Communication Mix

A reach
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Communication Mix

How do they source

- some key sources of selection

* Word of mouth / recommendation
* Web search

* Business directories

e Advertising

* Exhibitions

e Supplier literature

* Local supplier

(| & each
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Communication Mix

Why do they buy

- some key drivers to purchase

* Quality product or service

* Design ideas

* Personal - unique - bespoke

* Recognised brand - designer - manufacturer
* Price

* Prestige

(| & each
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Communication Mix

How and why customers buy?

e (Case study

-

encompas

underfloor heating
heat pumps
solar panels

MARKETER
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Your energy cost savings...

20%
Underfloor
Heating

can deliver this level of
saving when

compared o
traditronal radiators.

v when compared to a ‘traditional

/ boiler and radiator system
—— 7 N

whether you need a fully
integrated solution or individual
systems, we can help...

From plans supplied by you and allowing

fier your lifestyle, we can advise on the miost

cost effective answer for your project, to

include one or all of the these components
a bespoke service.

Solar Panels
« Storage Tank

Accurately priced spe
technical and installat

CHARTERED
MARKETER

L

Make the right choice... PP

the right system... at the right price. 4
with the right people.

-ance
ogeneration Certification
f the Underfloor
tion [UHMA]

Heating Manufacturers Associz
If you require further information

then contact us... our aim is to help you reach
your building and lifestyle aspirations.

compas.co.uk

=

Your straightforward guide to
cost effective, energy efficient heating systems.

—
UNDERFLOOR HEATING :
HEAT PUMPS encompas
SOLAR PANELS



Welcome to
energy efficiency
& cost savings

Altogether you can save up to
60% on your heating and hot
water costs...

A homesehold in the LK creples
sravnd 5.5 tonnes of carbon dioxide
(CO2y ewery year - gnough to filla hot
air balloon...the UK has commifted to
an B0% reduction by 20607

On average homes can save hundreds
of pounds per ye by mesmlafing and

Improving thesr heoting Systems
st

il w Lincherfkoor Hestong,
Heal Pumps and Sofar
el sawings.

Energy efficiency shouldn't cost
powar, around £1,200 par year” you tha sarth

Source: Energy Saving Trust

With fuel perices axpecied to riga at
B stagganng rabe, InweStment in

saegtainahle technologles means
wearhiwhila savings o4
and dramathe reduc
family's carbon foot

argy bills;

Heating an old house may account
far up to 60% of all encrgy
consumad, whillst in 3 modern
frowse it may onky be 30%.

20%

Underfloor Heating

60%
Heat Pumps

can save this much an healing
x then compared fo gl
fired or LPG boilers

50%
Solar Panels

can contribute up to 504
of your domestic hot water
needs.

Tha table balow shonws the efficiency
ol using Hoal Purnps wisim comipiened
whllhs other heat sources(® ),

Besnd

Sare of

aperty — 200rm2
Hisst load - 10 KYY
DOexn

irrls - &

Helping you make
the right choice...

SnCompas. coouk

Encompas bring the benefits

home to you....

Thera z

rana
Enc

L~

Your ciecile - after all it i your project

And don't forget we atso offer
« P

s o mined, exoeptionsl product snd §

T Cudity A

* Full indermmnilied heating design
= 2477 Tech
+ First ola

« Comprehensdve angoing service and malnfenance

cal support from our in-house team
service from our higghly trained stafl




Communication Mix

Advertising

- some key pointers

» Set clear objectives

= call to action
= request a brochure

= visit our showroom / gallery / product launch

= request a visit
* Avoid knee jerk media offers - review media circulation & reader demographics

 Communicate key drivers to purchase

« Communicate competitive edge

* Use to promote an event - launch

* Measure response - ask customers how they found you

)corve A m

consultancy
MARKETER narketing and communications



Communication Mix

Direct Marketing

- some key pointers

Set clear objectives - call to action

Use targeted mailing

= Royal Mail : target within 20 minutes drive of gallery / showroom / consider door drops
= Local media: may be able to target by post code areas

= Experian: target by post code / drive time and demographics

Build database and use E-shots

= Specific to exhibitions & launch days

Consider E-newsletter software to provide detailed response tracking

= www.icontact.com

= www.constantcontact.com

" WWW.newzapp.co.uk

Measure response - ask customers how they found you

corve 671
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Communication Mix

Public Relations

- some key pointers

* Create a list of target media- review media circulation & reader demographics
* Consider relevant forward features

* Consider customer case studies - third part endorsement

* Promote showroom events

* Link with associated artisans & designers for joint article
* Links with design colleges & award programmes
* Consider topical themes - environment / hand crafted design vs. engineered design

* Measure response - ask customers how they found you

MARKETER nark ations



Communication Mix

Personal Selling

- some key pointers

Mainly through showroom

Consider joint gallery events

Develop support presentation tools

= Portfolio of designs
= Post card hand out - contact details/reminder of key drivers & competitive edge

= Referral scheme - refer a friend

Understand & communicate key drivers

 Communicate your competitive edge

)chsljltanc A
! MARKETER
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Communication Mix

Sales Promotion

- some key pointers

° Samples - mini design items

= As take away from Gallery/Showroom event

* Events

= Gallery/Showroom event Spring / Autumn

* Competitions

= Linked to Gallery/Showroom event - free interior room design by local designer

e Offers

» Linked to Gallery/Showroom event - % discount on order placed at the event

 Road Shows

= Themed event at local venue - consider joint event with associate artisans / designers

MARKETER marketing and communications



Communication Mix

Summary

Understand your target audience

Identify the key purchase drivers

Understand your competitive strengths
Use appropriate channels

Communicate relevant messages

Jcorve A
! MARKETER
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What next?

For more useful advice for businesses wanting
to build on their marketing knowledge

www.reach-mc.co.uk/learningzone.html

www.corveconsultancy.com

www.cim.co.uk/knowledgehub

Email: leoaspden@reach-mc.co.uk

Email: jeremy@corve.co.uk

MARKETER
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