
Whether you just started out a business or 

in one for some time yet, your primary ob-

jective, irrespective of the size of your en-

terprise, is to get in front of potential cus-

tomers. It does not matter to the small 

business owner whether or not the process 

is called ‘promotion’ or ‘advertising’. You 

think, “Is Promotion really important?” 

“How do I get words out about my goods or 

services?”, “What is the most affordable 

way to go about it?” For many setting up 

their businesses and have to work around 

a really tight budget and time, they consid-

er promotion as an expense rather than an 

investment. 

One of the biggest challenges to small 

business owners is promotion. Whether 

you're just starting out or have been in 

business for years, these proven marketing 

strategies will help your business find new 

customers without spending a fortune. 

1. Have a Plan: Define who your best 

prospects are, and then determine the best 

way to reach them.  Remember, if you fail 

to plan, then you have planned to fail. 

2. Setup Online Business Profile or 

Page: Several social media platforms 

LinkedIn, Facebook, Google Plus, OLX, 

and Twit-

ter pro-

vide a 

ready-

made 

platform 

for busi-

ness 

owners to 

connect 

with pro-

spective customers. Be sure your business 

profile includes a good description of what you 

sell or do, keywords, pictures of your wares 

and service and price range, and your correct 

address or location. Look for groups or conver-

sations that talk about your type of products or 

services and participate in the conversations. 

If you're just starting out and don't have a busi-

ness card and business stationery, have them 

made up immediately. Your business card, 

letterhead and envelope tell prospective cus-

tomers you are a professional who takes your 

business seriously. Be sure to list your website 

address on your business card and, letterhead 

and any handouts you create. 

3. Notify Friends and Relatives: reach out 

to your friends and relatives and tell them you 

have started a 

business. Visit 

them, tell them 

what you do and 

how you do it. 

Again, show 

pictures of the 

goods or service 

and leave a 

small stack of 

business cards 

to hand out to their friends. Talk to all the ven-

dors from whom you buy products or services. 

Give them your business card, and ask if they 

can use your products or service, or if they 

know anyone who can. If they have bulletin 

boards or surface where business cards and 

stickers are displayed (printers often do, and 

so do some supermarkets, hairdressers, bar-

bers, public transport services etc.), ask if 

yours can be added to the board. 

(continued on page 2) 
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The small business own-

er is usually averse to 

promoting or advertising 

products and services 

because the benefits may 

not be obvious immedi-

ately, and the related cost 

is usually considered 

wasteful spending. The 

importance of promotion 

in sales and marketing 

cannot be overempha-

sized for small business-

es despite funding chal-

lenges. In this edition, we 

present ten ways to reach 

out to your potential cus-

tomers at little or no cost.  

We have the success 

story of a young couple 

who started cake busi-

ness with just N5,000, 

plus the usual SME relat-

ed articles. 
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10  WAYS TO PROMOTE YOUR SMALL BUSINESS (CONTINUED FROM  COVER PAGE) 

 

 

leads. Use other people to sell your product 
or service. Instead of (or in addition to) selling 
your products yourself, look for affiliates, re-
sellers or peo-

ple who will 
generate 
leads for you 
in return for a 
commission 

on sales. Be 
sure your pric-
ing structure 
allows for the 
fees or com-
missions you 

will have to 
pay on any sales that are made. 

9. Comb Your Perimeter: Get together with 
businesses that serve the same market, but 
sell different products and services. Make 
arrangements to pass leads back and forth. 

Have flyers and other pertinent information 
printed and ready to go. Have a register for 
prospects that seem reluctant to buy from 
you. Take down their names and contact de-
tails. 

10. Create a Bulk Messaging List: The in-
herent purpose of promotion is not just for 

potential customers. It is for existing custom-
ers as well. Send out periodic bulk messages 
to your messaging list to persuade prospec-
tive customers, excite new customers and to 
inform old and existing customers of your 

continued existence.  

 

 

 

4. Ask for Leads: Contact non-profit or-
ganizations, schools and colleges, and 
even other businesses that have customers 
who may need your services. Network with 

others who are doing the same type of 
work you are. Let them know you are avail-
able to handle their work overloads. 

5. Speak at Events: Industry confer-
ences, volunteer organizations, and local 
business groups often need speakers for 
meetings. You'll benefit from the name 

recognition, contacts and publicity you gain 
from being a speaker at these events. If 

your 
product 
or ser-

vice is 
appropri-
ate, give 
demon-
strations 

of it to 
whatever 
groups or 
individu-
als might 

be inter-
ested. Or, teach others how to use some 
tool you use in your work. 

6. Be Familiar with Government Pro-
grams: Always be on the look-out for 
government programs and policies and 
how to benefit from them. Find out what 

federal, state, and local government pro-
grams are in existence to help you get 
started in business. Some offer free busi-
ness counselling, and others can put you in 
touch with government agencies and large 

corporations that buy from small and medi-
um businesses. 

7. Use What You Have: If you use a car 
or truck in your business have your busi-
ness name and contact information profes-
sionally painted on the side of the vehicle. 
That way, your means of transportation 

becomes a vehicle for promoting your busi-
ness. If you don't want the business name 
painted on the vehicle, consider using mag-
netic signs or stickers. That way, your busi-
ness name get exposed everywhere the 

vehicle goes. 

8. Ask for Referrals: Ask existing cus-

tomers, prospects and casual acquaintanc-
es. When you get them, follow up on the 

“Network with others who 

are doing the same type of 

work with you. Let them 

know you are available to 

handl e  the ir  work 

overloads.” 
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AKEEM AND BOLANLE LAWAL 

Name of Business: Creamy Delight 
Cakes 

Main Services of Business: Cakes and 
confectionery 

We stumbled on Cake Business by acci-
dent. My wife – who was my fiancée back 
then – made a birthday cake for me and I 
loved it. It wasn’t that the cake was so 

fantastic but that was my first birthday 
cake ever, and it really thrilled me. The 
following year, we discussed the possibil-
ity of perfecting the skill and making a 

business 
out of it. 

We decided 

to settle for 
cake mak-
ing because 
of the fol-
lowing rea-

sons: 1. It 
does not 
rely on elec-
tricity in any 
way. 2. It 

belongs to an industry that’s inexhaustible 
– the food and beverages industry. 3. It 
doesn’t need a third party participant to 
ensure its success. What this means is 
that unlike a business like decoration 
where you have to hire extra hands when 

you have more than a job at a time, cake 
making does not require such. So, the 
success of the business is not depended 
on ‘an outsider’. 

After our university education, she en-
rolled in a training school in Ibadan. On 

our relocation to Lagos, she was involved 
in several trainings with a view to improv-
ing on her skill. Naturally, she became my 
teacher, after every training. 

We went commercial in 2007, and started 
with cupcakes which were sold at N50 
each. Our first wedding and engagement 

cake was N10,000 and we really danced 
after confirming the deal. 

In the last 4 years, Creamy Delight Cakes 
has grown in leaps in bounds. With our 
business strategy, we have been able to 
successfully carve a niche for ourselves 
by ensuring that we don’t make off-the –

shelf cakes. What this means is that “every 
cake we bake is already sold. We don’t bake 
cakes for sale”. 

We have also 
been able to effec-
tively use the so-

cial media to take 
our business to a 
whole new level. It 
is on record that 
less than 1% of 

our clients know 
our physical office, 
while less than 
15% of our clients 
have ever seen us 

in person. 

But then, it wasn’t easy. We burnt cakes, sacri-

ficed pride, lost money, wasted materials and 
had our own share of disagreements over busi-
ness principles; but we never gave up. We nev-
er stopped believing in our dream. 

Business Strengths: Freshly baked cakes, 
timely delivery service, excellent customer ser-
vice 

Initial Challenges: Uncertainty and intimida-

tion by the size of other bakers. We felt like we 
were making a late entry. 

What makes 
Creamy Delight 
Cakes different 
from Competi-
tors?: We don’t 

make off – the –
shelf cakes. You 
cannot just walk into 
our shop and pick a 
cake. There must 

have been an ex-
press order via e-
mail. 

What it takes to start a Business Creamy 
Delight Cakes? Passion. Money is really no 
issue because we started the business with 
N5,000 

 Message to would-be Entrepreneurs: The 
sky is big enough for all the birds to fly comfort-

ably. Welcome to your glory. 

 

www.spreadmediang.com 

ENTREPRENEUR’S SUCCESS STORY 

“Passion.  Money is really 

no issue because we started 

t h e  b u s i n e s s  w i t h 

N5,000.” 
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The following is an excerpt from an interview session with Mr Friday Akusu Agbabule, the Man-

aging Director/CEO of Fagbadex Global Services Ltd. Fagbadex is a Nigerian Credit Information 

Services Firm with franchise to represent several similar international organisations in Nigeria in-

Are you a small business owner?  Are you 

concerned about the eagerness of your em-

ployees to put in their best at work every 

day? Do you know that if your employees are 

not happy, they probably cannot make your 

customers happy?  Are you aware that if your 

customers are not happy and satisfied, then 

the continuity and profitability of the business 

is in danger? 

The performance of an employee depends 

not only on qualifications, experience and 

abilities but also on willingness to work. Moti-

vation is about creating an environment that 

builds the willingness to work in employees 

by responding appropriately to their motive 

and reason for work.  Motivation is important 

for small and big businesses. 

The average small business owner does not 

see the need to be concerned with the moti-

vation of employees.   He considers what 

makes employees productive from two per-

spectives: money and fear. Firstly, he be-

lieves that for as long as salary is paid, even 

when it is delayed, employees should be 

happy to work. Secondly, there is so much 

unemployment that anybody who has a job 

should see it as a favour and should be 

grateful for it. 

As far as he 

is concerned, 

the fear of 

losing job 

should moti-

vate workers 

to continue to 

be productive.  

This under-

standing is 

wrong be-

cause work-

ers are actually partners who work to make 

money for the owner of the business. 

Fear, money and material things can moti-

vate employees, but only for a short while.  

Motivation that is long lasting is based on the 

personal aspiration, needs, growth and devel-

opment of the employee.  This aspect of em-

ployee motivation is often neglected especially 

by small businesses. Small businesses cannot 

pay competitive salaries, but they can make 

efforts to identify what is important to employ-

ees, other than money, and give it to them. 

Employees want respect, give it to them.  They 

want recogni-

tion, give it to 

them.   Respect 

and recognition 

have very little 

or nothing to do 

with money.  

Do not get an-

gry and abuse 

or insult your 

employees at 

work.  Appreci-

ate them and 

say ‘thank you’ 

to them for a 

good job done. Discuss your growth plan with 

them and point out what can be in it for them. 

Let them know what is expected of them and 

how their performance will be assessed. 

People certainly appreciate increase in salaries 

and bonuses, but money alone will not have the 

desired effect if business owners and manag-

ers overlook their employees’ personal desires 

and unique motivational matrix.   

 

 

 

 

“The performance of an 

employee depends not 

only on qualifications, 

experience and abilities, 

but also on willingness 

and eagerness to work.” 

Beckley Small Business Newsletter 

SMALL BUSINESS MOTIVATION 

‘In the same way that each person has a different fingerprint and, a 

distinct combination of DNA, every individual is hardwired with a 

unique motivational matrix.’ – Tamara Lowe 



3. Innovation-driven mindset and actions. 

Startups can’t hope to outspend a giant with a 

fat balance sheet. Rather you must outsmart 

the giant with innovative thinking, pivoting on a 

dime, and impeccable execution. Innovation 

initiatives of any appreciable scale require a 

formal, intentional resource commitment, and 

work best bottoms-up. 

4. Zero tolerance for complacency and sta-

tus quo 

Always strive to increase your lead, and while 

competitors scramble to catch you, unleash 

your next breakthrough product, service, or 

promotion. It’s easy for complacency to creep 

in unnoticed in the face of initial success. Con-

tinually move up the bar to re-test 

your personal limits and your team. 

5. Maintain an intimate 

knowledge of the competition 

 You must know what your competi-

tors are planning, and how they 

think, corporately and individually. 

Study their moves and engage your 

team for an analysis of updates. 

Avoid egotistical price wars and 

emotional outbursts, but make com-

petitors think you are prepared to win at all 

costs. 

6. Focus on the few things that really matter 

No organization, large or small, can manage 

more than five goals and priorities without be-

coming unfocused and ineffective. Keep these 

balanced and aligned between people and pro-

cess, and keep the scope realistic. Concentrate 

your actions on preemptive projects that are 

within your control. 

In the long run, to have a long run, your compa-

ny needs a narrow and memorable focus that is 

constantly being updated in innovative ways. 

It’s easy to think that doing less as a company 

means you’re slacking, but results and longevi-

ty are all that count. Every entrepreneur and 

executive must learn how to build and maintain 

a culture of doing fewer things better. 

 
 
Marty Zwilling 

http://blog.startupprofessionals.com 

Intuitively, many entrepreneurs and busi-

nesses believe that the key to faster 

growth and success is more products, 

features, and markets. Since we all have 

limited resources, and can’t add more 

hours to the day, the result is usually 

more things done poorly, rather than a 

few key things done better than anyone 

else. The message here is focus, reiterat-

ed by every advisor and investor. 

Good examples of startup focus before 

success include Google with their search 

engine, Facebook with friends networking, 

and Apple with personal computers. I par-

ticularly like Bell’s discussion of business 

culture characteristics that create the nec-

essary focus and being 

the best in any busi-

ness environment in his 

book ‘Do Less Better’. 

This culture must be 

maintained by every 

company at every stage 

of maturity. I’ll para-

phrase several of the 

key elements here in 

the context of entrepre-

neurs and startups: 

1. An overriding sense of urgency and 

passion 

 Nimbleness and urgency to get the job 

done will set you apart from your competi-

tors in so many ways, particularly with 

customers. It comes naturally with a small 

highly motivated team, but it’s increasingly 

difficult to maintain in the face of size and 

success. Build it at the start and don’t 

ever lose it. 

2. Well-articulated goals and metrics. 

Your success or failure must be quantified 

by such key business indicators as market 

share, financial ratios, brand awareness, 

new product launches, and execution 

within the deadlines. Like the refrain of an 

old country song, if you don’t know where 

you’re going, you will probably end up 

somewhere else. 

 

“No organization, large 

or small, can manage 

more than five goals and 

p r i o r i t i e s  w i t h o u t 

becoming unfocussed and 

ineffective.  Concentrate 

y o u r  a c t i o n s  o n 

preemptive projects that 

are within your control.” 
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Six Business Focus Elements That Get More Out Of Less 

http://blog.startupprofessionals.com/2016/03/6-business-focus-elements-that-get-more.html


cluding GlobalCIS, WYSMULLER, and MI-

RA INFORM Private Ltd. 

BCL: Briefly tell us about your background 

 

Friday: I have over nineteen years’ experi-

ence in Business Information, Credit Report-

ing and Verification, acquired as Research/

Verification Executive at Research and Data 

Services Ltd, and as Head, Third Party Veri-

fication & Due Diligence at Datapro Ltd.   

 

BCL: Tell us about your company  

 

Friday: Fagbadex Global Services Limited 

offers Business Information Services, such as 

Credit Report, Background Check, credit a  

resources and Entrepreneurship. One pre-
scription is for the government and the other is 
rightly for the citizens. While the government 
formulate policies and attempt all the skill set 
within their reach, the citizens must also ex-
plore investment opportunities to create 
wealth. 

People would ask “How can I invest or be an 
entrepreneur when I don’t have any money?” 
To own your business does not start with hav-
ing your own money.  It starts with an innova-
tive idea that can be developed for the benefit 
of the society. Instead of saying such things 
as, “The rich exploit the poor,” or “owning a 
business is risky,” or “I’m not interested in be-
coming rich,” become curious and look for 
ways to make a difference through enterprise 

in your environment.  

Some other people 
would ask “I have mon-
ey, what kind of busi-
ness can I invest in?” 
You must first consider 
your mental strength. 
We are at a time where 
people don’t need ther-
apy to be motivated. 
The economic situation 
is enough to motivate 
you to action and 
toughen you for the 
next phase of business 
investment and entre-

preneurship. 

You must also consider the Type of business 
you want to do. Because Mr. A was successful 
in a business doesn’t mean everyone would 
also be, regardless of in-depth knowledge of 
the nature of the business. Your business 
must be in sync with your knowledge. 

In the path to build a strong business, you 
must have a laid down plan and blue print that 
align with your set goals. Set goals for your 
business; long and short-term goals. Infuse 
your passion to succeed and grow beyond the 
economic situation by striving, against all 
odds, to actualize the goals. 

These are difficult times but can also be the 
time that shoots you in the space of financial 
independence. There is no set time for invest-
ing or starting a business. Now is the time. 

 

 

Ebode Lewis 

07068828698 

ebodelewis@yahoo.com 

“Anytime is a good time to start a busi-
ness”. This statement was recently ech-
oed by Manuel Martinez, President and 
CEO of Los Angeles based Success 
Training Institute. 

At a time where the World’s economy 
has been hugely affected by the fall in 
crude oil prices, countries that have been 
solely dependent on this resource have 
found it really difficult to cope. Nigeria is 
one of such countries. 

The effect of decades of dependence on 
the revenue from crude oil sale has tak-
en its toll on the citizens of the country. 
The poverty line has risen and the living 
conditions have become unbearable to 
most. The un-
employment 
figures are ris-
ing as thou-
sands who were 
once employed 
have been re-
lieved of their 
jobs by employ-
ers who have 
explored a des-
perate move for 
survival by cut-
ting the wage 
bills. Survival in 
the world’s pop-
ulous black na-
tion has never 
been so close to the margin. These are 
perilous times. 

Nevertheless, it is an open window to 
those who can flex their thinking capacity 
to see through the eye of the needle. It is 
most glaring that the economy has taken 
a nose dive, but experience has taught 
that before the economy regains control 
of a smooth flight, the brave investors 
would already be in first class cabin. This 
is a time to invest and get value for mon-
ey, no matter how small. 

One of the widely used business mantra 
is “Think big, start small” but I would like 
to modify the cliché by adding ‘Grow fast. 
While you think big, with a head buried 
deep in the murky water of the economic 
challenges, take appropriate actions to 
invest whatever you have in business. 

Business and economic analysts have 
for a long time prescribed two key medi-
cations for our ailing economy. They are 
diversification from the dependent on oil 

“These are difficult times 

but can also be the time 

that shoots you in the 

space  o f  f inanc ia l 

independence.” 
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“Whoever you are 

looking to network 

with, helping them 

before they help you 

is the best possible 

way to build a rela-

tionship.” 

Page 7 

 

 

In Networking the rule of the game is: Don’t 

waste your time networking if you are not pre-

pared to develop win-win relationships. Having 

identified your target for relationship building, 

you are tempted to immediately ask for the 

help you need. But doing this won’t usually 

yield the results you’re looking for. 

When preparing to build your network, ask 

yourself this question: Why would people want 

to network with me? Networking isn’t just 

about what you are going to get, it’s also 

about what you are going to give to others. 

Take a good hard look at what you can offer 

as an effective networker. Are you willing to 

consistently spend time and energy building 

and nurturing your professional network? 

To succeed with networking, you need to do 

two things. The first is to act in a genuine and 

helpful manner. This is especially important if 

you are participating in an established com-

munity. The second is to offer something of 

value before you ask for anything. 

Reciprocity is the key to networking and to 

achieve it you need to understand what you 

can offer the 

people 

you’re 

reaching out 

to. In some 

cases, this 

can be as 

straightfor-

ward as a 

basic busi-

ness rela-

tionship. If 

you’re look-

ing for a new supplier, then the value you offer 

to them is as a potential source of income. 

However, a lot of the time things won’t be this 

clear. In essence you need to identify a per-

son’s needs and work out how you can meet 

them. 

For example, the best way to network with a jour-

nalist is by offering them leads on stories that are 

of interest to their readers. This means avoiding 

sending them a sales pitch and instead thinking 

of angles that are newsworthy in their own right. 

It could be something as simple as your involve-

ment in local good causes. It might be something 

as impressive as how your product has changed 

the lives of people.  

Whoever you’re looking to network with, helping 

them before they help you is the best possible 

way to build a relationship. 

As Winston Churchill once said, “You make a 

living by what you get, you make a life by what 

you give.” Get innovative and develop ideas to 

offer those in your network when the opportunity 

presents itself.  What are your special and 

unique “gifts” that would serve as a platform to 

help others?  Are there organizations you are 

involved with that might benefit those around 

you?  Did you have a good experience from a 

vendor who you want to recommend?  Did you 

hear about a product that impacted and stream-

lined your business that could help others? 

Using value to connect and reconnect with your 

network demonstrates your responsibility and 

earns respect from peers.  By thinking about net-

working in different terms, you are adding value 

to your business community, a place you will 

always be welcomed as a result. 

 

 

 

Tonye Briggs 

08170001456 

Tonyeb2000@yahoo.com 
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info@beckleyconsulting.com 

www.beckleyconsulting.com  

ABOUT BECKLEY CONSULTING: Our main objective for 

being in business is to stimulate the emergence of effectively 

managed Micro, Small and Medium Enterprises (MSMEs), and 

provide them with professional support services in accounting, 

marketing, human resources, taxation and legal services 

We believe in mindset change for the typical entrepreneur, 
through training/workshop and information sharing, to imbibe 
the discipline and commitment required to manage a small busi-
ness successfully, including keeping appropriate accounting 

records and complying with statutory requirements.  

. 

 
QUIZ OF THE MONTH (Answers in the May 2016 edition of the Newsletter.) 
 
1. Why is it important for managers to possess an understanding of basic business principles? 
 A. To protect intellectual property  B. To make better decisions 
 C. To strengthen interpersonal skills D. To be able to write a business plan 
 
2. A joint venture is a partnership in which two or more companies join to undertake a major pro-
ject. A. True   B. False 
 
3. Which group represents external stakeholders of a business? 
 A. Employees  B. Governing board of directors  
 C. Customers  D. Executives 
 
4. Which of the following are key components of a business plan? 
 A. Facilities, equipment and maintenance plans 
 B. Strengths, weaknesses, opportunities and threats 
 C. Assets, liabilities, capital and financial ratios 
 D. Management, finance, capital, and market research 
 
5. Improvement in which of the following will result in greater efficiencies in the supply chain?  
 A. Forecasting demand B. Identifying stakeholders 
 C. Business planning D. Economic forces 
 
6. What type of industries offer intangible products, such as banking, transportation, and utilities?
 A. Manufacturing industries B. Exploration industries 
 C. Service industries  D. Agricultural industries 
 
7. Which term represents the amount of money a business earns above what it spends for goods, 
services, salaries, expenses and taxes? 
 A. Revenues  B. Expenses  C. Profits  D. Losses 
 
8. External stakeholders are from outside the organisation and include employees, owners, share-
holders, and the board of directors. 
 A. True   B. False  
 
 
 
 

Source: docplayer.net  

Click here to subscribe 

Or Visit:  

http://beckleyconsulting.com/

subscribe 

‘I am driven by two main 

philosophies: know more 

today about the world 

than I knew yesterday and 

lessen the suffering of 

others. You would be 

surprised how far that 

gets you.’ 

– Neil deGrasse Tyson 

Send your comments and contributions to: newsletter@beckleyconsulting.com  

Answers for March 2016 Quiz 

1. A  2. D  3. A  4. D 

5. B  6. B  7. B  8. A 
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