Choosing the Right Target Group for your Product Promotion

Teaser:

Targeted marketing is a strategy of addressing the people who are most likely to want the product or service you are selling. By concentrating on these people, you will almost undoubtedly have more sales per marketing dollar spent than if you were to just place ads without regard to what audience a particular medium reaches.

Article Body:

The underlying principle of targeted marketing is that you should focus your marketing efforts on those you consider as your ideal customers. Face it: you'll have a hard time selling funky, modified vintage clothing to doctors' wives. And you'll have a hard time selling Omega Constellation watches to the crunchy hippie types who hang out at coffee houses and type on their computers all day. While you don't want to overtly dissuade anyone from trying your product, it can be a poor use of money and time to try to make your product or service appealing to everyone.

At the same time, business owners don't always recognize untapped markets and miss out on sales because of it. The answer to using marketing dollars wisely is to research your customer base early on and see what trends you (or the marketing researcher you hire) tease out of the data. There could well be a surprise or two. An April 2009 article in The New York Times reported that toy retailer ebeanstalk.com naturally thought that new parents would be their bread and butter. And though parents loved their products, they found they had an even larger marketing segment once they took a customer survey. That marketing segment? New grandparents. The fact that the older generation often has more disposable income than their children certainly didn't hurt.

While a customer survey is a good, informal way to learn about your clientele, there is also software that can pick up on trends in larger amounts of data, and there are marketing consultants who know how to package this information to tell you the best ways to reach your best customers. The scattershot approach of sticking ads almost randomly in newspapers, magazines, or on the radio may catch a stray customer or two, but research shows that the best use of your marketing dollars is to address the niche that likes and buys your product the most. Specific ads in targeted publications are much more cost efficient and productive than vague ads in general media.

In many cases, the data from customer profiling tells you what you should be doing: what your "ideal" customer wants from your product or service. The next step is to listen to what the data says and try to put some of it into practice. Would a once-a-day delivery service entice your customers to order more of your famous scones and petit fours? Would an online database of the used car parts from your salvage yard bring you more business from do-it-yourselfers?

There are many ways to keep your good customers coming back by letting them know you care about them. E-mail newsletters and a regularly updated website and/or blog are two relatively easy ways to let your customers know you haven't forgotten them. These techniques work better for some businesses than for others, of course. If you have a business that can be promoted globally, you will probably use a mix of techniques based on where your customers live. They'll remember a well-made webpage written in their language that appears to have some knowledge of their culture. And if you learn that your customers in Argentina prefer one range of products while your customers in Germany prefer a different range, you can tailor your marketing differently for each.

While the specifics will differ, beneficial targeted marketing campaigns should have three main components: market research, publicity, and advertising/promotion.

Market research today can tell you much more than you thought about your targeted customers. For your web-based e-commerce site, some researchers can analyze the incoming clicks to your site and pinpoint them to specific geographic zones. This is known as "geo-tagging" and it lets you know where and how to reach your best customers.

Publicity can be done in any number of ways: a podcast, video "how-to" segments posted on the internet, or with articles submitted to article directories.

Good advertising and promotion that uses clean copywriting and clever design may be placed on websites, in direct response mail, or in paper or e-newsletters. Allow for some cross-pollination in your advertising methods: put your web address on postcard mailings, put your phone number on all your advertising, and if you use traditional media like interviews with radio stations, give your web, phone, and storefront information there, too.

Targeted marketing is both specific and comprehensive. It is specific with regard to the people you focus your marketing efforts on, and it is comprehensive in that it uses a variety of media and advertising platforms. The difference is, you'll be putting those ads in front of those who are most likely to purchase your goods and services, and getting the most from your marketing budget.


