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Youth Employment Services Marketing for Entrepreneurs: Facilitator’s Guide

Marketing for Entrepreneurs: Workshop At-A-Glance
Overview and Purpose

This workshop introduces participants to the key concepts in marketing. Participants first
differentiate among the terms marketing, advertising and sales. They then revisit target market
analysis and competitor analysis. Participants then learn the concepts of branding, key
messages, marketing channels, marketing mix and marketing metrics. Participants compile all
of their work from the module into a marketing plan.

Time

The workshop is between three and six hours long.

Learning Outcomes
At the end of this workshop participants will be able to:

Differentiate among the terms marketing, advertising and sales.

Identify different perspectives on marketing.

Analyze your target market.

Analyze your competitors.

Define key concepts in marketing including: branding, brand pyramid, key messages,
marketing channels, marketing mix and marketing metrics.

Develop all of the key concepts for your business.

Compile all of your marketing work into a marketing plan.

vk wWwN e

N

Leading Questions

As you complete this workshop, participants will think about and answer the following
questions:

1. What are your favourite brands? Why?

2. How do your favourite brands communicate with you as a customer?
3. What makes you want to buy a product or use a service?
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Workshop Agenda
Introductions and Workshop Overview

What is Marketing?
Target Market Analysis
Competitor Analysis
Branding

Key Messages
Marketing Channels
Marketing Mix
Marketing Metrics

. A Marketing Plan

10. Review and Wrap-Up

©ONOUHWN R

Materials Needed
1. White board/Screen/Internet connectivity

2. Each participant should have a workbook and a device
3. PPT Presentation Marketing for Entrepreneurs

Formative Assessment

Concept Check Multiple Choice Quiz (completed as a class).
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Detailed Workshop Plan

Slide Timing: Display as the participants come in.

Interaction Pattern: Whole class.

Marketing for

Entrepreneurs Materials Needed: None.

Procedures and Notes: None.

Slide [ == B g s - Timing: 2 minutes.
)
Introductions
state their name. Have each participant put a
name card in front of them for your
reference.
Slide -Timing: 2 minutes.
3 Housekeeping ‘ .

: N ) ) .
B e e, s 1| Interaction Pattern: Whole class.

« Emergency exits, emergency
protocols

« Washrooms

Materials Needed: None.

- Food and drink

i,

Procedures and Notes: Review all of the

2 housekeeping details indicated on the slide.
For cell phone use, indicate that if they are
expecting an urgent call, their phone should
be on vibrate. Otherwise indicate it should be
on silent. They should not respond to texts or
emails during the workshop.
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Timing: 2 minutes.

Interaction Pattern: Whole class.

Materials Needed: One Participant Workbook
per participant.

aterials

Participant Workbook Digital device

Procedures and Notes: Direct participants to
their Participant Workbooks. Have them put
their names on them. Indicate that this is
their record of the key information in the
workshop and ideas they generate during the
workshop. Indicate that there are several
activities in which they may choose to use
their cell phone/device.

Slide Rules of Timing: 2 minutes.
5 Engagement
—— Interaction Pattern: Whole class.
* Askyour questions.
+ Make your comments. .
RS —— Materials Needed: None.
+ Communicate respectfully even
when you disagree.
i Procedures and Notes: Review your
a3l expectations for the participants. Indicate
that your role is to guide them through the
material and facilitate discussion.
Slide Learning Outcomes Timing: 2 minutes.
6 At the end of this workshop

youwill be able to:

@ Differentiate among the terms
marketing, advertising and sales.
Identify different perspectives on - .
Materials Needed: Page 2.

@ Analyze your target market

. = ST Procedures and Notes: Review the learning
m outcomes of the workshop, stressing the
practical knowledge and abilities that
participants will walk away with.

Interaction Pattern: Whole class.
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Slide
7

Slide

Slide
10

ad

Learning Outcomes Continued from previous slide.

At the end of this workshop
youwill be able to:
Define key concepts in marketing
including: branding, brand pyramid, key

messages, marketing channels,
marketing mix and marketing metrics.

Develop all ofthe key concepts foryour
business.

Compile all of your marketing workintoa
marketing plan.

SR \ Timing: 2 minutes.

Interaction Pattern: Whole class.

. What is Marketing?

« Target Market Analysis

. Branding Workshop —: & Materials Needed: Page 3.

1
2
3. Competitor Analysis
4
5 Agenda

= Key Messages

Procedures and Notes: Review the agenda
for the course.

CommUNITY - ormce:
senvices | cuemicaL
- WoRK.

=™ Continued from previous slide.

6.  Marketing Channels

74 Marketing Mix

8. Marketing Metrics

9. Marketing Plan Workshop \
1 O Review and Wrap-Up Agenda

. i Timing: 5 minutes.
What is Marketing?

1.1 Marketing, Advertising& sales  |nteraction Pattern: Whole class.

Marketing is the action or process of
promoting our products or services,

Sofhl poenalcistoners ecome Materials Needed: Page 4.
Procedures and Notes: Tell the class that
they briefly covered marketing in the module
on business planning. In that module they
were introduced market research (identifying
their target market, analyzing their
competitors and identifying social,
technological and economic trends), pricing,
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Slide
11

Slide
12

Slide
13

marketing activities and marketing goals. Tell
them that in this module they will explore
additional marketing concepts so that they
can fill out their ideas about how to market
their business. Tell them they will start by
comparing and contrasting, marketing,
advertising and sales. Start with marketing.
Review the definition of marketing given on
the slide.

Timing: 2 minutes.

What is Marketing?

A;:lver;tisirl\hglls the ﬁrocess of p;sting . .
e e i s - Interaction Pattern: Whole class.

in a public medium (print, web, social media,
video, audio)

When designing our advertising we decide what
images, words, colours and layout we want to
use

Materials Needed: Page 4.

Advertising is part of marketing

As we create our marketing plan for our
business, we also need to decide what
advertising we will create and how we will use it.

¥ Procedures and Notes: Contrast marketing
with advertising, using the definition on the
slide.

Timing: 2 minutes.

What is Marketing?

Sales is is the transaction between two or more .
p::t\:ss in whllr;h (the buy(er gse(s the s(e[ler money I nteract | o n Patte rn : W h 0 I e C I a SS .

in exchange for products or senices

Sales comes after marketing has successfully
engaged a potential customer.

ol o sl i it v Materials Needed: Page 4.
Procedures and Notes: Contrast marketing
and advertising, with sales using the
definition on the slide.

. . Timing: 2 minutes.
What is Marketing?

1.2 Different Perspectives on Marketing

Interaction Pattern: Whole Class.

Materials Needed: Page 4.

Problem
Solution

Procedures and Notes: Tell the class that we
@ can look at marketing from different
perspectives in order to better understand it,
and to understand its importance to our
business: from a want/need perspective, a
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problem-solution perspective and a
relationship perspective. We will look at each
of these in turn.

Slide . . Timing: 2 minutes.
14 What is Marketing

Interaction Pattern: Whole class.

Wants / Needs Perspective

Find out what our potential H I d d

Custorers wante o neede so thal Materials Needed: Page 5.
‘we can promole our producl or

senice as meeting those wants or

needs.

Procedures and Notes: Describe the
wants/needs perspective to marketing using
the information on the slide.

Slide . . Timing: 2 minutes.
15 What is Marketing

Interaction Pattern: Whole class.

Problem Solving Perspective

Qur potential customers have a
problem, and we promate that we
have a product or senice that offers a
solution

Materials Needed: Page 5.

Procedures and Notes: Describe the
problem-solving perspective to marketing
using the information on the slide.

Slide . . Timing: 2 minutes.
16 What is Marketing

Interaction Pattern: Whole class.

Relationship Perspective
We build a relationship of trust with

potential customers so that when Materials Needed: Page 5 .

they have a need or want, that we
can meet, they choose us.

Procedures and Notes: Describe a
relationship perspective to marketing using
the information on the slide.
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Slide What is Marketing
Perspective What do
on Marketing customers want
or need?
ur customers need
Jable and expert el
Your totake careor e pets
s during the day when
they are at work
Slide

18 @

Complete the Chart

Use the different perspectives
on marketing to identify how

you will approach the marketing
for your business. Complete the
chart following the example
given previously.

Slide
19

Target Market Analysis

Timing: 5 minutes.

Interaction Pattern: Whole class.

What relationship do
you have with potential
customers?

What problem can we
solve for customers?

Materials Needed: Page 5.

Qur customers do not have
time to take care oftheir
pets during the day due to

their busy schedules.

We provide information to
our potential customers on
our website, with pet care
tips and reviews of the
latest pet care products,
estabish that we are pet
care experts.

Procedures and Notes: Tell the class that we
can use the different perspectives on
marketing above to identify how we will
approach the marketing for our business.
Review the different perspectives for the
hypothetical business Perfect Pet Services as
given on the slide.

\ ‘Timing: 15-25 minutes.

Interaction Pattern: Individually and pairs.

Materials Needed: Page 5.

Procedures and Notes: Participants work
individually to apply the three different
perspectives on marketing to their own
businesses. They share their ideas with a
partner to get a critique and to further
expand their understanding of their
marketing

Timing: 5 minutes.
Interaction Pattern: Whole class.
Materials Needed: Page 6.

Procedures and Notes: Remind the class that
the concept of target market was introduced
in the business planning module. Ask the
class what a target market is. You are looking
for: the group of people to whom we think
we can sell our products and services. Tell
the class that you will take a more detailed
look at the concept of target market so that
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they can better understand who their
customers are.

Review the information about a target
market that entrepreneurs need to identify,
as given on the slide.

Slide X sy Timing: 5 minutes.
20 2. Whatkind of car do they own?
, Welhpnctpoh g Interaction Pattern: Whole class.
4. What non-work activities do they do?
5. Wnattechnologies dothey use? Target . E .
E. s Maﬁ(et 7 Materials Needed: Page 6.
7. where dothey shop? Analysis
e (e Procedures and Notes: Review the additional
questions that are part of a detailed market
analysis, as given on the slide.
Slide R —. \Timing: 5 minutes.
21 marketmake their - . 4

purchasing decisions?

4. Who makesthe purchasing decision?

How many decision makers are there?
How frequently are they likely to Ta rget
purchase?

Are they risk-takers intheir M al’ket

decision making?

QoW

Who influences their decision AnaIYSIS

making? (co-workers, family,
... fiends)?

Procedures and Notes: Review the additional
questions about the purchase decision-
making habits that we also want to answers
to in our target market analysis.

To wrap up the questions we ask in a target
market analysis, ask the group if they have
any additional information that they want to
know about their target market.

80 - 20 Rule Timing: 2 minutes.
This makes it really important for us to understand our target market
Interaction Pattern: Whole class, pairs.
80%
Revenue i

Cinitatats Materials Needed: Page 6.

20%

Revenue

Procedures and Notes: Tell the class that it is
= also important to keep in mind the 80-20
rule—80% of our business’s revenue is

Page
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Slide

23

Slide
24

Slide
25

11

Target Market

Analysis

Here is a brief target market analysis
of the hypothetical business,
Perfect Pet Services.

The target marketis mid-to-high income,
well-educated professionasin their thirties
and upwards.

They may or may not have children or
being caringfor parents.

They are locatedin ourimmediate
neighbourhood or within a maximum of a
10-15 minute drive. They have one or more
pets, usually dogs or cats.

yes

Target Market
Analysis

They use their mobile phones, specifically
apps, to schedule their personal and
professional lives.

There may be at leasttwo decision-makers
in the families, the wife andthe husband.
They are influencedin their decision-making
by close friends andwork colleagues.

They are likely to be lookingfor a pet
senicethat they can use regularly

generated by 20 percent of our customers.
This makes it really important for us to
understand our target market, especially that
20% that will get us 80% of our revenue.

Timing: 2 minutes.
Interaction Pattern: Whole class.
Materials Needed: Page 6.

Procedures and Notes: Review the brief

= target market analysis of the hypothetical
business, Perfect Pet Services, on this slide
and the next slide.

Timing: 2 minutes.
Interaction Pattern: Whole class.
Materials Needed: Page 6.

Procedures and Notes: Continue reviewing
= the sample target market analysis for Perfect
Pet Services.

Timing: 15-25 minutes.
Interaction Pattern: Individually, pairs.

Materials Needed: Page 7.

Write a detailed description of
your target market using the
prompts above

Procedures and Notes: Participants work
individually to complete a detailed
description of their target market using the
prompts and information given in the section.
Once they finish, they work with a partner to
review their target market analysis to ensure
that it is detailed and complete.

Page
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Slide
26

Slide
27

Slide
28

12

Ask the following
questions to get a detailed
look at competitors.

1.

Ask the following
questions to get a detailed
look at competitors.

6.

To get information about our
competitors we can:

jo o s NS

. Whatproducts or services dothey

2

i' e Competitor ~ Materials Needed: Page 7.
. )

5

\Timing: 5 minutes.

Interaction Pattern: Whole class.

Who are my competitors?

How have they positionedtheir =
produs or Senices i terms of Analysis

quality?

o Q Procedures and Notes: Tell the class that the

next type of analysis we need to do in order
to market effectively, is a competitive
analysis. Remind the class that they wrote a
brief description of their competitors in the
business planning module. Tell the class that
they will take a more detailed look at their
competitors through a series of questions to
conduct a more detailed competitive analysis.
Review the questions on the slide. Continued
on next slide.

> Continued from previous slide.

Howlong have they been in business?

How big arethey in terms of number
* ofemployees?

What t: f the ket d 1
A alavie il Competitor
What are their strengths? AnaIySIS

. Whatare their weaknesses? Q

xe\u}“ Timing: 5 minutes.

Search their website.

S— N\pg\TO Interaction Pattern: Whole class.
V\SI: them and pretendto be a A\XS\S

Phone them and pretendto bea
customer.

Materials Needed: Page 7.

Visit trade shows or exhibits.

Talk to someone in a similar
but not competing industry.

Procedures and Notes: Tell the class that
there are different ways that we can gather
information about our competitors for our
competitor analysis. Review the different
information gathering techniques given on
the slide. Ask the class if there any other
techniques they can use.

Page
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Competitor Analysis Timing: 30 minutes.

Vg

Write a detailed competitor
analysis of at least one of your
competitors

Interaction Pattern: Individually, pairs.
Materials Needed: Page 8.

Procedures and Notes: Direct participants to

= work individually to write a detailed
competitor analysis of at least one of their
competitors. They will need either their own
digital device with data or some other way to
access the internet. When they are finished,
they share their competitor analysis with a
partner and critique the analyses.

Slide Timing: 5 minutes.
30
Interaction Pattern: Whole class.
Branding .
4.1 Whatis Branding? Branding, when done wel, leaves an Materials Needed: Page 8.
Branding is the creation of a name and logo or ;’:e‘;;er::&?“%;f:;la’ge‘ IeKeE0sa:
symbol for our business so that our target market,
our potential customers, can easily identify our E.:as?:e'g f::)sr: Zﬂfioﬁ;:ﬁiww our
e Procedures and Notes: Introduce the next
ek marketing topic, branding. Review the
definition of branding given on the slide. Ask
the participants for different examples of
brands and whether they are strong brands
(with a strong identity). Why or why not?
. J Vi, ] .
Slide o . Timing: 10 minutes.
| Yoursejp Branding
31 Ea

Interaction Pattern: Small groups.

-t A
gCo, ([y
‘7 | Materials Needed: Page 8.
(%%— e
N small groups to discuss their favourite brands.
Why do they like the brands? Direct them to

be detailed in their discussions about what
makes their favourite brands successful.

Procedures and Notes: Participants work in

Page
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Timing: 20-30 minutes.

Branding
@ Interaction Pattern: Small groups.
Materials Needed: Page 8.
Now think about your own brand.
= What is the name of your business?
« Do you have alogo for your business? . L.
i Procedures and Notes: Direct participants to

@ continue to work in their small groups. This
time they should share the brand for their
business with the other participants in their
group, answering the questions on the slide.
The other members of the group should
critique the brand and help refine it.

Slide “@ & \ [ }(’ b ‘Timing: 2 minutes.
33 '}) 1 -
B%A%D ~Interaction Pattern: Whole class.

/ ./ Pyl _fﬁﬁf

Brandlng A brand pyramid makes us think about the core Materlals NeEded: Page 9-
of what our business is and how we want to
4.2 What is a Brand Pyramid? communicate that to our customers.
We don't actually share our brand pyramid with
t . but it t d
aring and commncaton Procedures and Notes: As a whole class

introduce the concept of a brand pyramid as a
tool to help us further refine our brand.
Review the points on the slide.

Slide Timing: 2 minutes.

34 Branding g
m Interaction Pattern: Whole class.

_ Materials Needed: Page 9.
Procedures and Notes: Briefly review the five

layers of the pyramid.

Page
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Slide

35

Slide
37

15

Branding . s Timing: 2 minutes.

The features are what we do with our
business that are unique and that have
value for our customers.

Interaction Pattern: Whole class.

For example: Materials Needed: Page 9.

For example, with our hypothetical business,
Perfect Pet Services, our features are:

« Daily visits to pets whose owners work long
days at work by an expert animal care-giver.

Procedures and Notes: Provide a more
detailed description of each level of the
pyramid, starting with the bottom layer,
features. Use the points on the slide as a
guide. Provide the example from the
hypothetical business, Perfect Pet Services.

Timing: 2 minutes.

Branding
IS;E?:;\‘SS(:C;IEEW; ’t(mfzufneinf;!e?ie I ntera Cti o n Patte rn : W h o I e C I a SS *
provide

For example, with Perfect Pet Senices, the

benefits are the pets receive the care and Materials Needed : Page 9 .

attention they need and the owners can be
reassured that their pets are well-looked after
and happy.

Procedures and Notes: Continue with the

= next layer of the pyramid, benefits. Use the
points on the slide as a guide. Provide the
example from the hypothetical business,
Perfect Pet Services.

Timing: 2 minutes.

Branding
Interaction Pattern: Whole class.

The emotion is what want our
customers to feel when they purchase

our product or services

With Perfect Pet Services, the emotions are:
« reassured
« guiltfree

Materials Needed: Page 9.

. ‘ Procedures and Notes: Continue with the
Ak L2 next layer of the pyramid, emotion. Use the
points on the slide as a guide. Provide the
example from the hypothetical business,
Perfect Pet Services.

Page
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Slide Timing: 2 minutes.
38 Branding
W paracna e Hicraciittcs Interaction Pattern: Whole class.
a person
e Materials Needed: Page 9.
Procedures and Notes: Continue with the
3 next layer of the pyramid, persona. Use the
points on the slide as a guide. Provide the
example from the hypothetical business,
Perfect Pet Services.
Slide e "V Timing: 2 minutes.
39 Branding
The idea \fs(he fundamental, core |I‘IteraCtiOI‘I Pattern: Wh0|e ClaSS.
concept of our business
o e B Materials Needed: Page 9.
Procedures and Notes: Finally, discuss the
2 final layer of the pyramid, idea. Use the
points on the slide as a guide. Provide the
example from the hypothetical business,
Perfect Pet Services.
Szge Branding Timing: 20-30 minutes.

Interaction Pattern: Individually, pairs.

Complete a brand
pyramid for your

business, wriing Materials Needed: Page 10.

Procedures and Notes: Participants work
individually to complete a brand pyramid for
their business. They then share their brand
pyramid with a partner. They critique their
partner’s brand pyramid. The facilitator
circulates and offers feedback as required.

Page
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Interaction Pattern: Whole class.

our key messages are the exact words we use to

communicate to our target market about what makes

our business unique and why they should be our

customers .
Materials Needed: Page 10.

For example, with Perfect Pet Senices, our key

messages might be:

- We take care of your pets when you can't

- We care about your pets just as much as you do.

Procedures and Notes: Introduce the next
key marketing concept, key messages. Use
the information on the slide and the example
for the hypothetical business, Perfect Pet
Services. Emphasize that key messages
capture the core ideas of a business. They
take time to craft and revise.

[ — Wy Message Timing: 20-30 minutes.

vy

Write at least two key
messages for your business.

Interaction Pattern: Individually, pairs.

Materials Needed: Page 10.

Procedures and Notes: Participants work in
2 pairs to write two key messages for their
businesses. They need to identify the core
ideas of their businesses. They share their
messages with a partner. They critique each
other’s key messages. The facilitator
circulates and provides feedback as
necessary.

Slide
43

—Timing: 2 minutes.

Interaction Pattern: Whole class.

message to our customers.

Marketi ng ‘ Marketing channels are the ways in which we get our Materials Needed: Page 1 1-

Changes in technology have given us many more marketing
channels today than we used to have.

Channels

Theee changes hae slso ghen us more costefectie oviens.— Procedures and Notes: Introduce the next

@ marketing concept, marketing channels. Use
the information provided on the slide as a
guide. Ask participants to brainstorm
different marketing channels. Emphasize that
in today’s world we many, many marketing
channel choices. We can’t use them all, so

Page
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Marketing Channel

Vg

Usingthe checklistin your ParticipantWorkbook,
decide which marketing channels you will use for
your business.

In your decision-making factorin which channels

will reach your target marketas well as the costof
the channel

Slide

Marketing Mix
45

Marketing mix is

also known as the
Five P’s. 0
Place

Promotion

18

we have to strategically choose the ones that
fit our business and that will reach our target
market cost effectively.

Timing: 10-15 minutes.
Interaction Pattern: Individually, pairs.
Materials Needed: Page 11.

Procedures and Notes: Participants work
individually to identify at least three
marketing channels they will use for their
business. They then share their selected
marketing channels with a partner and justify
their choices. The facilitator circulates and
provides feedback as necessary.

Timing: 15 minutes.
Interaction Pattern: Whole class.
Materials Needed: Page 11.

Procedures and Notes: Introduce the next
marketing concept, marketing mix, also
known as the Five P’s. The marketing mix is
the collective set of decisions we need to
make about our marketing and the activities
we are going to use to connect with our
target market. Use the information on the
slide to provide an overview. Each of the Five
P’s will covered in more detail after the
overview.
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Interaction Pattern: Whole class.

7.1 The Product

The product is what we have to offer
to our target market.

It can be either a product or a senice. Materials Needed: Page 12_

We need ta make sure we clearly
define our product or senice so that
our target market knows exactly what
we have to offer

Procedures and Notes: Introduce the first P,
product, using the information presented on
the slide.

Slide Timing: 2 minutes.

47

Marketing Mix

Besides answering the basic question of
what our product or service is, we also
need to ask:

Interaction Pattern: Whole class.

- If we have a product, how is it designed,
how is it labelled and how is it
packaged?

Materials Needed: Page 12.

+ What variations on the basic product or
senice can customers select from?

+ How do we want to position the product
or senice? Is it high quality, high price?
Low quality, low price?

Procedures and Notes: Tell the class that the
2 concept of product is not always as simple as
we might think it is. There are many
elements to the product that we have to
consider, using the questions provided on the
slide.

Slide “
Marketing Mix

“W H“W”]W! | Timing: 10 minutes.
48 1|

| !i . . |
‘-’“i U Interaction Pattern: Individual, pairs.

Vg

Write a detailed description of your product,
using the questions above as prompts

Materials Needed: Page 12.

Procedures and Notes: Direct participants to

= work individually to write a detailed
description of the product for their business
using the questions as a prompt. Have
participants share their product descriptions
with a partner to critique them. The
facilitator circulates and provides feedback as
necessary.

Page
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7.2 The People Interaction Pattern: Whole class.

The people includes everyone who isinvolved in the
marketing of the product or senvice

With a new company that is being started without
much money. this is usually just one person—the . I d d

sgreneu. Aahe Buancss gos hager more Materials Needed: Page 12.
peaple may be brought on board to help with the

marketing.

Alternatively, today, many small businesses choose
to outsource marketing tasks, for example, graphic .
desiqn websits dssign and maimsnance, or socal Procedures and Notes: As a class, introduce

media posting.

the next P, People, using the information
given on the slide. Discuss the variation in
people that participants will have in their
businesses. They may start out doing
everything themselves. Then as they grow
may add people or outsource marketing
activities.

Interaction Pattern: Whole class.

7.3 The Price

The price is the amount we charge so that we can Materials Needed: Page 13

generate revenues that cover our costs and return a
profit. When setting our price we have to consider
both internal and external factors.

Procedures and Notes: Introduce the next P,
Price, using the information on the slide. Note
that price is one of the most difficult decision
or set of decisions that they will make as
business owners. It is also a decision they
need to continually monitor and adjust.
Indicate that their pricing is influenced by
both internal factors and external factors.

Slide Timing: 5 minutes.

51

Marketing Mix

Internal factors affecting our s i
eI “’%Interaction Pattern: Whole class.

+ Fixed costs (coststhat don'tchange
regardless ofhow much we sell),

« Variable costs (the costtied to
each product or service delivery

+ Our positioning (quality versus price),

+ Business objectives (growth, social
entrepreneurship, survival)

Procedures and Notes: Review the internal
factors affecting our price decisions, using the
information on the slide. Concept check that
participants understand all of the terms on
the slide.

Page
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Slide  Marketing Mix Timing: 5 minutes.
52

Interaction Pattern: Whole class.

External

<— el — (oo 3 .
/ e 3 Materials Needed: Page 13.

[ it

Procedures and Notes: Review the external
factors affecting our price decisions, using the
information on the slide. Emphasize the
importance of including external factors in
our price decision-making process. Our
pricing and our business do not function in
isolation. They have to work within our
environment or context as well.

Slide Marketing Mix Timing: 5 minutes.

The Law of Demand

stales ihat Interaction Pattern: Whole class.

53
“When prices rise,
demand falls and vice
versa, when prices
decrease, demand .
Materials Needed: Page 13.
anrs

need i hd the middi

= Procedures and Notes: Introduce the

2 concept of the law of demand using the
information on the slide. Ask the class why it
is important to find the middle point between
price and demand. You are looking for: If we

go low with our price to increase demand, we

run the risk of not covering our costs and

making a profit. If we go too high, to make a

higher profit, we run the risk of not making

sales. We need to find the right balance

between a price that will attract sales AND

provide a reasonable profit.

:'“ 1
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Slide
54

Marketing Mix

Ve also have to understan
price range for ou
or service

The price ceiling is the highest price
that a customer is willing or able to pay.

The price floor is the lowest price at
which a customer will make a purchase,

based upon the perception of price as an
indicator of quality.

Slide
55

0dd rather than even:
The beliefthat customers respond

more positivelyto an odd number
price just below an even number,
rather than an even number. For

example, customers like $5.99 rather

than $6.00.

Discounts:

The beliefthat customers
respondto “getting a bargain”
with their purchase through a
discount, sale or coupon code.

22

Timing: 5 minutes.

Interaction Pattern: Whole class.

Materials Needed: Page 13.

Procedures and Notes: Tell the class that we
also have to identify the price range for our
product or service, the highest price (price
ceiling) customers will pay and the lowest
price (the price floor) customers will pay. Tell
the class that the price floor may sound
counterintuitive—shouldn’t customers be
willing to pay any low price? However,
research shows that at a certain low price
(different for each product or service),
customers don’t want to make a purchase
because they question the quality.

Timing: 5 minutes.
Interaction Pattern: Whole class.
Materials Needed: Page 13.

Procedures and Notes: Tell the class that

3l there are a number of other pricing strategies
that may or may not be appropriate for their
business. Briefly review each strategy, using
the information on this slide and the next
several slides, and discuss which type of
business the strategy may work for.

Odd rather than even: This pricing strategy
will work for any type of business.
Discounts: This pricing strategy will work for
any type of business HOWEVER warn
participants about too much discounting.
Their discounts should not take their pricing
below the cost of the product or service
(unless they want to take a loss to attract
customers). And too much discounting can
make a product or service look low quality.
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Slide
57
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Timing: 5 minutes.

Immediate payment:

R T Interaction Pattern: Whole class.

lessthanifthey pay in instaliments.
Bundling:

o Materials Needed: Page 13.

price

Loss leader:

Sell one product or service at a loss

e Procedures and Notes: Continue with

e | different pricing strategies.
Immediate payment: This strategy works for
high cost products or services for which
customers might either need to pay in
installments, or expect a lower cost if they
pay everything up front.
Bundling: This strategy works for any product
or service that customers are likely to
purchase multiple times or in larger
quantities. For example, Perfect Pet Services
might provide a discount if customers
purchase three months of dog walking, rather
than just one.
Loss leader: This strategy works for
businesses that have multiple products or
services that cost different amounts to
deliver. The least costly product or service
can be the loss leader. However, the business
must be able to sustain the losses on the loss
leader.

Timing: 5 minutes.

Seasonal pricing: Interaction Pattern: Whole class.

Pricingin the off-seasonis lowerthan
in the high season.

Trial pricing: ' Materials Needed: Page 13.

Customers paya lower price during a
rial period. They then pay the full
price whenthey fully committothe
service.

Procedures and Notes: Continue with

| different pricing strategies.

Seasonal pricing: This strategy works for
businesses that have significant differences in
volume from one season to another. For
example, a tutoring business might offer
lower pricing in the summer, when fewer
parents want tutoring, than in the fall, when
tutoring demand increases.
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Trial pricing: This strategy works for
businesses that are subscription or
membership based. It also works for
businesses looking for regular repeat
customers. For example, Perfect Pet Services
might offer one trial dog walking session after
which customers sign up for one year of
services.

Timing: 5 minutes.

Differential pricing: Interaction Pattern: Whole class.

Charge each customerwhatthey can
or will pay.

Product-line pricing: Materials Needed: Page 13.

Have a range of price points within
your productor seniceline,
depending on quality variations

Procedures and Notes: Continue with
different pricing strategies.

Differential pricing: This pricing strategy
works if our business is a social enterprise
which taps into customers’ moral, ethical or
social beliefs and values. Customers who can
will then tend to be more generous with what
they pay, making up the difference for
customers who cannot pay very much.
Product-line pricing: This strategy works if we
can easily produce or provide similar products
or services that vary somewhat in quality,
from lower to higher. For example, we can
have three price points for a hamburger,
depending upon how many toppings we put
on it, assuming the hamburger with more
toppings has a higher quality and value.

Marketing Mix Timing: 20 minutes.

@ Interaction Pattern: Pairs.

Materials Needed: Page 14.

=
~ Look at the pricing for your products or senices
= that you have in your basic business plan

Do you want to make any changes to any of your
pricing based on the pricing strategies above?

Procedures and Notes: Direct participants to
mwork in pairs. Each participant shares their
initial pricing for their business from their
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basic business plan (completed in the
Business Planning module). With their
partner, they discuss any changes they should
make in their pricing, based upon the pricing
information and strategies presented. Have
several pairs share their ideas with the whole
class.

Interaction Pattern: Whole class.

7.4 Place
Place is where, when, and how our product Materials Needed: Page 14.

or service is made available to customers.

Procedures and Notes: Introduce the fourth
P, Place using the information presented on
the slide.

Slide
61

Marketing Mix Timing: 2 minutes.

Where: Wewant to make our products or
senices available to customers where
they are wanted—online, in a store, in an
office, in the client's home.

_Interaction Pattern: Whole class.

When:  We wantto make ourproducts or
o

senvices available When customers I d d .

canicas a Materials Needed: Page 14.
How: And we want to make our products or
senices available NOW our customers
want them—inthe right quantities,
colours, sizes and shapes.

"~ Procedures and Notes: Expand on the
concept of place with where, when and how
customers access a product or service. Elicit
from the class the where, when and how for
the hypothetical business, Perfect Pet
Services. You are looking for:

Where: At the customers’ homes.

When: During weekdays when the customers
are at work, or any day of the week when
customers are on vacation.

How: As a regular, daily service.
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Slide [ 7r AR

62 & Marketing Mix

Vg

Briefly describe where, when and how you will

customers.

7.5 Promotion
Promotion is how we communicate with our target market
This includes the information from our brand pyramid and
our key messages, as well as our marketing channel
decisions.
Promotion is very difficult today because we live in a warld
that is saturated with advertising. Our pramation takes
place in avery noisy. cluttered environment with every
business trying to get itself noticed.

Slide iy

64 Q | .

o,

Create a one-month promotion plan
for your business

26

make your products or senices available to your

Timing: 10 minutes.
Interaction Pattern: Small groups.
Materials Needed: Page 14.

Procedures and Notes: Direct participants to

@ work in small groups to share the place
(where, when and how) for their business
product or service. Have several participants
share their ideas with the whole class.

iming: 10 mi .

Interaction Pattern: Whole class.
Materials Needed: Page 15.

Procedures and Notes: Introduce the final P,
Promotion, using the information presented
on the slide. Emphasize how challenging
promotion is today, given the continuous
onslaught of promotion that every business is
engaged in.

Timing: 20-30 minutes.
Interaction Pattern: Individual.

Materials Needed: Page 15, separate paper
or access to digital document in Word.

Procedures and Notes: Direct participants to
work individually to create a one-month
promotional plan for their business. They
should have at least one promotional activity
every two or three days, preferably every day.
Have several participants share a few of their
promotional plan ideas with the whole class.
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Slide Mirketing Metrics Timing: 2 minutes.

65 Marketing metrics are numerical ways that we can
measure the impact of our marketing

————— "% Interaction Pattern: Whole class.

i

%‘; Materials Needed: Page 15.

Total marketing dollars spent.
Marketing dollars spentin each marketing channel.
Total number of sales.

Total number of customers.

Average number of sales per customer.

The number ofrepeat customers.
Total sales per marketing dollar spent.

AR N T TR VR

Procedures and Notes: Introduce the next
marketing concept, marketing metrics, using
the information on the slide. Emphasize that
it is VERY important for us as business owners
to track the effectiveness of our marketing
activities. If we are spending time and money
on a marketing activity, we need to know that
it is time and money well spent. In other
words, we need to know if it is bringing us
business. If it is not, we need to change what
we are doing until we find what works.

[ = Marketing Metrics Timing: 15-20 minutes.

@ Interaction Pattern: Small groups.

Materials Needed: Page 16.

Identify marketing metrics that you can use to
measure the outcomes of the marketing for your
business

Procedures and Notes: Direct participants to
work in small groups to identify the marketing
metrics they can use for their businesses to
measure the outcomes of their marketing
activities. All members of the group should
contribute ideas for each business. Have
several participants share their ideas with the
whole class.

Marketing If we put all of the work we have done on marketing Materlals Needed: Page 16.
our business into one document, we have a
Plan complete and detailed marketing plan to follow as
we run our business.

Procedures and Notes: Introduce the
concept of a marketing plan to pull together
all of the marketing work participants have
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completed in the module. The marketing
plan contains all of the analyses, tools and
ideas they have created in order to market
their product or service.

Slide
68

Timing: 20-30 minutes.

Marketing Plan

vy

Compile all of the work you have done
in this module together into a single

gamenonaesnaienaiin - Procedures and Notes: Direct participants to
work individually to compile all of the
information they have created on marketing
their business into one document, their
marketing plan. They don’t need to do any
additional work, they just need to put all of
their work from the module into one
consolidated document. If you don’t have
time for participants to complete this in class,
assign it to be completed outside of class.

Interaction Pattern: Small groups.

Materials Needed: Page 16.

Slide
69

Timing: 2 minutes.

Review & Wrap-Up
1. What is Marketing?
i i Interaction Pattern: Whole class.
3. Competitor Analysis
4. Branding
5. Key Messages .

5. Markeing Channels Materials Needed: Page 16.

| 7. Marketing Mix

8. Marketing Metrics

9. Puttingit All Together

Procedures and Notes: Quickly review the
@ topics covered in the module.

10. Review and Wrap-Up
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Slide ;Timing: 5-10 minutes.

70

Review &

Interaction Pattern: Whole class.

Materials Needed: List of quiz questions at

=3 Procedures and Notes: Quickly review the
topics covered in the module. Divide
participants into teams of three or four. Give
each team three cards or pieces of paper,
with large A, B and C on each piece. Read
each multiple choice question below out
loud. Teams have ten seconds to decide on
the BEST answer and hold up the appropriate
card. Provide the correct answer (indicated
in bold on the list of questions) and discuss
any questions about the answer. Teams get
one point for each correct answer. Teams
keep track of their own scores. The team
with the most points at the end of all of the
guestions is the winning team.

;Timing: As needed.

Review &

Interaction Pattern: Whole class.

Materials Needed: None.

1“; Procedures and Notes: Ask if there are any
@ final questions or comments about the
content of the module.
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Slide
72

30

Additional
Resources

Foradditional information
on emotional intelligence
for entrepreneurs, see the
additional resource listin
your Participant

Workbook.

Timing: 2 minutes.
Interaction Pattern: Whole class.

Materials Needed: None.

Procedures and Notes: Direct participants to
@ the additional resources at the end of the
Participant Manual for further information.
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Module Review Quiz Questions
The correct answer is in bold.

1. What is marketing?
A. Itisthe process of posting information that promotes our product or service in a
public medium (print, website, social media, video, audio).
B. Itis the transaction between two or more parties which the buyer gives the seller
money in exchange for products or services.
C. Itis the action or process of promoting our products or services, so that
potential customers become aware of what we offer.

2. What is a target market analysis?
A. A target market analysis is an exploration of the characteristics of our key
competitors and how they are similar to or different from our business.
B. A target market analysis is a detailed look at the people to whom we want to
sell our product or services.
C. Atarget market analysis is an examination of how well our potential customers
respond to our brand and key messages.

3. Whatis branding?
A. ltis the creation of a name and logo or symbol for our business so that our
target market can easily identify our business, products and services.
B. Itisthe development of key messages that represent the core ideas of our
business.
C. Itisthe choices we make of the colours and images that represent the spirt of
our business.

4. What is a brand pyramid?
A. A brand pyramid illustrates the layers of our approach to marketing, from
general to highly detailed.
B. A brand pyramid is a series of decisions we make about the core of our
business and how we want to communicate that to our target market.
C. A brand pyramid captures our five main target markets and the order in which
prioritize them.

5. What are the five layers of the brand pyramid?
A. Marketing, advertising, sales, social media and word-of-mouth.
B. Veryimportant, important, somewhat important, a little important and not
important.
C. Features, benefits, emotion, persona and idea.

6. What are marketing channels?
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A. Marketing channels are the different strategies we use to identify our target
market.

B. Marketing channels are the ways in which we get our messages to our
customers.

C. Marketing channels are the social media platforms we choose to use to
communicate with our customers.

7. What is one strategy we can use when deciding on our pricing?
A. Differential pricing so that customers who have a coupon receive a lower price.
B. Trial pricing so that customers pay what they can or will pay.
C. Bundling, so that if customers buy two or more products or services together
they get a lower price.

8. What is emotional awareness?
A. It is the self-awareness of what triggers our different emotions and how we
react physically to the emotions.
B. It is the self-knowledge of how emotional we are in different types of situations.
C. Itis the ability to notice and read the emotions of those around us and respond
appropriately.

9. What is place in the five P’s of marketing?
A. Place is the location in a marketing channel in which we place our advertising.
B. Place is where, when and how our product or service is made available to
customers.
C. Place is where we place our advertising so that our target market can find it.

10. What are marketing metrics?
A. Marketing metrics are the digital tracking numbers for our website produced by
Google Analytics.
B. Marketing metrics are the statistics about how much revenue we generate with
our advertising.
C. Marketing metrics are numerical ways that we can measure the impact of our
marketing.
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