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Welcome to Marketing That Works.
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Ejj;‘“r l Bl North Consh foure, What You'll Learn Today Perfect for Rural
| A Marketing fundamentals for small Entrepreneurs
businesses Practical, affordable marketing

A Clear messaging and brand identity strategies tailored specifically for small

business owners in Eastern North

A Affordable promotion strategies _ -
Carolina communities.

A Simple marketing action plan

Take Action Today

Leave with a clear marketing plan you can implement immediately to attract and
retain more customers in your local market.

“Let's equip your small business community with the tools to grow, adapt, and thrive."




Be Honest...

How many of you own a business?

Have turned your passion or skill into your business,
something most people only dream about?

Need to be the CEO, the accountant, the marketer, the
salesperson, the customer service rep, and even the
janitor. Sometimes all before lunch!

Have asked yourself: "What was | thinking?"

Have had moments when you wonder if the freedom of
owning a business is worth the sleepless nights. And all
the challenges.

Don't worry e you're not alone. Every business
owner here has felt the same way.

And that's why we're here today.
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The Hard Truth: Success vs.
vs. Fallure

Starting your own business is a brave step.
But the truth is, many new businesses struggle to last.

So why do some owners do really well , while others, despite all their
hard work, don't make it?

What is it makes some businesses succeed and others struggle ?.




It's Not Just the Idea

Great products falil
fail all the time

Even brilliant business
concepts can fail if
you don't have the
right way to get things
done and solve
problems.

o

Some business
owners succeed
with very little

Many success stories
come from business
owners who started
with almost nothing,
but they used every
chance they got.

O

What separates the
the survivors? Itis
IS how they think

and act.
The way you think as a

business owner makes
all the difference. and
separates those who
just get by from those
who truly succeed.



Finding the Answers

Back in 2009, the Entrepreneurial Learning Initiative (ELI) talked to over
2,000 successful business owners and entrepreneurs from all walks of life.

Research shows eight life lessons that consistently appear in successful companies
and in real life

No matter what kind of business you have or what your specific situation is
these life lessons can be applied

These research findings became the foundation and basis for what  is now

the Ice House Entrepreneurship Program
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The IceHouse
Entrepreneurship Program

This program is designed to help us all develop the mindset to that
enables us to become successful.

It focuses on the basic ways of thinking and acting that make
businesses successful,

Your mindset enables you to handle challenges and make a real
difference.
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The 8 Simple Rules for How Entrepreneurs Think

1. Choice

Choose how you react and what you decide.

3. Action

Move forward and start doing things, using what you have.

5. Wealth

Create real value, and that brings in money.

7. Community

Build connections and work with other people.

2. Opportunity.

See chances to do well, even when others just see problems.

4. Knowledge

Learn by trying new things and seeing what happens.

6. Brand

A reputation is built on what you do.

8. Persistence

Stick with it, even when things get tough.




Principle 1: Choice

Taking Responsibility for Your

Decisions

L Choose to see limited resources as a chance to find new ways to do

things, not a problem.

| Take responsibility for how visible your business is.

L Decide to actively look for partners, instead of waiting for things to

happen.

When you own your business decisions, you see challenges as

choices. They're not just things that happen to you.
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Principle 2: Opportunity

Seeing chances where others see problems

How this applies to your business:

L Find gaps in local services. do people leave town to get? and offer it!

L Ifyou don't get alot of walk -in customers, use it to give each person

a truly personal experience.

L Turn slow seasons into chances for special sales or promotions.

For example: A local business faced tough competition from a big chain.
Instead, they focused on being experts, offering custom orders, and
even emergency after -hours service.

Every local problem is hiding a special business opportunity

the
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Principle 3: Action

Use What You Have to Get Started

Start Small, Learn Fast Test Your Ideas First

Don't wait for everything to be perfect. Try out your marketing ideas on a small
Start your marketing with what you have. scale. See how customers react before
A simple Facebook page you update you spend a lot of money. For example,
regularly is better than having no online set up a pop-up booth to see if a second
presence at all. store location is a good idea.

Use Free Tools

There are many free tools that can help
you. Use things like Google Business
Profile, local business groups, and
community networks. They can help you
make a big impact without spending
money upfront.

Example: Use your smartphone and free editing apps. Take good pictures of your products. Then, create engaging social media posts. This will

quickly help more people see what you offer.
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Principle 4: Knowledge

Learn by Doing and Trying New Things

For Your Local Business:

See which sales bring people into your store.

—

Just ask your customers what they like and need.

—

Try different hours to see when your customers shop.

—

Play with prices to find what works best for your local buyers.

—

Try simple things, These small tests help you find out when people
really shop and who your best customers are.

what you learn by actually doing things is often more powerful than just
business theories.
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Principle 5: Wealth

How to Attract Money by Being Valuable

- What This Means for Your Business:

M%l?(l}/y Personalized Service

[— HABIOV DEATEA! H . . a o .
' _ | Give customers special attention. This could be remembering what they

like or even helping them after hours if they have an emergency.
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Don't just compete on price with big stores. Offer w | the
something unique that customers really value. This is how el I entrepreneurial
you attract money. learning initiative

Show that you know your town best. Maybe it's knowing how to grow the
best plants in your local climate or understanding what foods people in

-

your area prefer.
Become a true part of your community. Build real relationships.

Example: You might try staying open later if that's what your community
needs. This adds value that makes customers willing to pay a little more.




Principle 6: Your Brand

How Your Actions Build Your Reputation

Be Consistent Fit Your Community

Every time you talk to a customer, Make sure your brand matches the
it either helps or hurts your brand. values and feel of your town.

Give good quality and great When your brand truly reflects
service and build trust, people will your community, local customers
trust you. This builds a good name will connect with it much more

for you, and others will talk about deeply.

your business.

Add Your Personal Touch

Your personal reputation and your
business's reputation are often
linked.

Use the trust you've built as a
neighbor to shape your business's

identity.

When you always keep these simple promises, you become the top choice for both everyday things and special items.
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Principle 7. Community

Building Connections and Working with
Others

How This Works Iin Local Businesses:

|
|

Team up with other local businesses for joint ads and events.

Get involved in local groups like business clubs and community

organizations.
Support local causes that fit your business values.

Hold customer thank -you events to build stronger connections.

Local business partnerships bring more customers and sales to both of you.

Local business connections are about helping each other, not just making
sales. When you build trust, you open doors for everyone.

ell
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Principle 8: Persistence
Stick With It When Things Get Tough

Small Business Application:

Set Realistic Milestones

@ Break your big goals into smaller steps you can actually reach, to
help see progress and stay motivated, especially when things are

slow.
Adjust Without Abandoning

7 Be ready to change your plans if your first tries don't work out, and
stay focused on what your business is really all about.
Plan For Seasonality
Plan ahead for times when business usually slows down. Think

about offering different things, managing your costs, and do

marketing even when it's not busy.

Instead of giving up on a new idea or business, stick with your main offerings and

events. Add new services slowly. This helps teach the community what you offer and,

over time, builds a loyal customer base.
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Your Mindset: Is The Key to Success

~ SUCCESS IS
What People Often Get Wrong 20%
L You're either born an entrepreneur or not. SKILL
L Allyou need is a great idea. +
- _ o/
F You need a lot of money to start. 80/)
\

You have to take huge risks. ' MINDSET



Sam Walton's 8 Principles for Walmart Success

From leaving J.C. Penney to founding the world's largest retailer, Sam Walton's journey demonstrates timeless principles thabuilt Walmart into a global empire.

Choice

Left J.C. Penney to run a Ben Franklin store, then founded Walmart in 1962

Action

Opened in Rogers, AR; negotiated hard with suppliers; kept costs fanatically
low

Wealth & Value

Everyday Low Prices saved customers money; created thousands of local jobs

Community

Hired locally; tailored assortments by town; shared profits with associates

Opportunity

Serve small towns big retailers ignored; bring bigcity prices close to home

Knowledge

Constant benchmarking trips; Saturday meetings; early barcode/data
adoption

Brand

Frugal, servicefirst culture: "Always low prices," friendly greeters, clean aisles

Persistence

Lost his first store lease (Newport); started over and scaled bigger



Today's Health Check

To assess your current businesdealth consider the following questions and metrics.

Choice Opportunity Action Knowledge
Are yogt_offetrri]n? a uni_qule value Are you actively id(caintifying alnd ced Are your operations lean, agile, and How effectively are you leveraging
girf?groesrlltlig?es aogefrnourlnn?: gm stitors serv;(n? unmet nteethstcir overlooke constantly optimized for maximum Idata _analytl_c? and continuous

S Y petitors,  market segments that larger 5 efficiency and cost-effectiveness? earning to inform strategic
or are you just another option in a competitors might be ignoring” decisions and adapt to market
crowded market? shifts?
Wealth & Value Brand Community Persistence
_ o How are you building strong, How prepared are you to adapt and
drivinpg sustainable revenue gro’wth, ]E:omm_itment to clustolmer sderviceé \cl:vcl)trrr]lr)r/l%l:]ritieerg,p fnydegﬁblglg/aclhain ;g:né?gwstﬁtgﬁgkisn;]r:)t\?act)i%%%rtunltles
and ensuring longterm profitability? ~ '0Stering strong loyalty and trust: partners?

1) Score each principle as you practice it today (1 = not doing it, 10 = strong & consistent).
2) Circle your two lowest scores.

3) For each, write ONE thing you will do differently this week



ELEVATE Your Path to Marketing Success

You've now learned the main ideas about business thinking and new

ways to solve business problems.

Next we're going to dive into practical, hands -on steps of marketing
that will truly help your business succeed.

L What Marketing Really Means
| Branding on a Budget
| Local Marketing That Works

| Digital Tools for Success
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§ Chase the vision, not the
monoy The money will 45____(,%_
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Marketingvs. Sales:

Marketing: Getting People Interested Sales: Turning Interest into Money
Marketing is all about getting people interested in what you Sales is about talking to interested people, closing deals,
offer. It helps you build your brand and attract new and turning them into paying customers.
customers.

| Makes the sale: Sales means direct talks to convince
| Gets attention: Marketing helps you find potential people and finish a purchase.

customers and keep them interested. {  Right now: It's mainly focused on making money now
| Looks ahead: It builds your business's good name and and hitting your goals.

lasting relationships with customers. _  Whatit covers: This includes talking directly with
L Whatit covers: Think ads, social media, helpful content, customers, making deals, taking orders, and helping

and getting people to notice you. customers right after they buy something.



No Marketing = Low Sales, Limited Growth.

Marketing is More Than Just Advertising

Many business owners think marketing is just about expensive
ads.

But it's actually much more. And it's easier to do than you think:

L Your good name in the community is marketing.

L How customers feel when they visit your store is marketing.
L How you answer the phone is marketing.

L Your store's look and signs are marketing.

L Joining local events is marketing.

L Every chat about your business is marketing.

Marketing is everything that shapes how potential
customers think and feel about your business.



3.Marketing Is Your #1 Job

A solid marketing plan may feel like extra workDbut it's the work that creates customers on purpose.

WHY it matters:

A Customers don't find you by accident.
Clarifies who you serve and why you're different
Consistency builds trust and repeat visits
Strong brand increases pricing power

Keeps pipeline full and smooths slow seasons

QI O QA A o

Attracts partners, talent, and referrals on purpose

WHY the OWNER must lead it:

Sets the promise, pace, and priorities

d

d Directs what to offer and how to present it

d Ensures marketing reflects company values
d

Separates you from look-alike competitors

d Attracts partners, talent, and lenders

d Protects against downturns with a loyal base

If the owner won't own marketing, nobody will.



Let's Start with Marketing
Concepts That Works

Take the Mystery Out Marketing That's Right for
for Our Area and Budget

Easy marketing steps that work,

even if you don't have much Marketing ideas made just for

time or money. We'll focus on small business in limited

what works best here in our markets.

area.

Attract the Right Customers

Understand who your best local customers are,
Create messages that really speak to what they need and care about,
Set up ways to keep them coming back for more.




10 Golden Rules of Marketing

1. Strong Branding

Define your unique identity and what makes your
business special. A strong brand helps customers
recognize and trust you.

2. Clear Communication

Clearly convey your message to the target
audience. Effective communication builds
relationships and drives engagement.

3. Community Involvement

Actively participate in your local community. Being
present and engaged shows you care and builds
local goodwill.

4. Teamwork & Collaboration

Foster collaboration within your business. A united
team delivers consistent service and positive
customer experiences.

5. Online Presence

Establish a strong digital presence. Reach a wider
audience and offer convenient access to your
products or services.

6. Managed Growth

Plan for sustainable growth, ensuring your business
scales without compromising quality or customer
service.

7. Regional Opportunity

Focus on developing your market within your
specific region, understanding local needs and
opportunities.

8. Utilize Resources

Make the most of available resources, including
local partnerships, grants, and affordable digital
tools.

9. Set Clear Goals

Define specific, measurable, achievable, relevant,
and time -bound marketing goals to track progress
and success.

10. Persistence

Marketing is an ongoing effort. Don't give up when
faced with challenges; adapt and keep pushing
forward.

planwise

“Unlock your
growth
potential”



Marketing Health Check 10 Principles

Score each principlecitn  F2NJ K2¢g @€2dzQNBE R2Ay3 ¢h5! o

Calculate your average score

t AO] @2dz2NJ ¢2h f2¢gSaid a02NBa YR gNRGS 2\

2 K0 SOARSYOS gAftft akKz2g A0 02NJ] SRKE

[ SASYRY M I y20 R2AYy3I Al w p I AyO2yaAraidsSyld w mn I &G§NRYyS3



5. Don't Guess. Learn Your Market.

Markett Where Customert Who Values can | bring to
you're playing you serve my community?
d Who are your d Focus onyour #1 d What beneficial
competitors? customer group outcomes should you
d What your potential (who/where) aim to give
customers are buying d Top 3 problems they d Who will benefit
today (alternatives & T e VG most from those
price bands) outcomes

d Identify their b uying

triggers & decision d Howcanl

d Competitors &

customers channels communicate to

criteria
already in use and those who will

WHY Il benefit.




Sources of Informal Learning

1. Be Curious - explore and understand the
needs of community around you.

2. Do Research Actively seek information from
various sources.

3. Ask Questions.through active engagement and
clarification.

Be Observant.Actively observe details, patterns,
and behaviors.

Gain Experience. Learn from personal
experiences

Seek Mentorship. Seek guidance from
experienced individuals and peers

Join Online Communities. Participate in forums
and communities.




Building Your Brand:

A strong busingss brand is built on three essential pillars:

How You Look

Your brand's visual identity, including your logo,
colors, fonts, and the aesthetic of your physical
and digital spaces.

The overall experience and feeling customers
get when interacting with your business, from
service to community involvement.

The clear, consistent messages you communicate
about your unique value proposition, special
offers, and your business's story

Consistency is key across all touchpoints:
storefront,
website,
social media,
All print materials.



