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Learning About Marketing Best Practices

Article 1
This article focuses on numerous ways marketing efforts could be organized by business firms, deliberates constituents of a comprehensive program for marketing, and surveys best managed architectural firms and their innovative marketing practices (Kolleeny & Linn, 2018). It advocates that strategic planning is the fundamental foundation of any effort in marketing thus forming the required factor in branding as well as positioning a firm. The process of planning should thus entail reviewing the preceding year marketing strategy to ascertain that the firm was still on trail and formulating the forthcoming year strategy. Also, firms should establish what sets them apart from other players. For instance, many architectural firms can provide the same service but the fundamental difference is ingrained in the ability of a firm to quantify how a customer will stem superior worth by opting to employ its services and not those from its close rivals.
Accordingly, after a sound strategic marketing plan is in place, sales activities otherwise business development should be informed by it. This phase entails opportunities prospection which encompasses researching for market and establishing networks. Eventually, contact with latent customers is achieved resulting in statistics that lead to new deal ventures. While the above activities might be tedious to many marketing principals, they should be certain that on their team, somebody thrives in business development, and offer them the required support. Similarly, business development leaders should take part in industry events as well as trade organizations. Besides, leads could be obtained through dominant contacts, loyal customers and other mentors.
Lastly, when meeting in person with the client, a business firm should aim at proving its ability to deliver. For instance, an architect should establish as well as convey the distinct chemistry of their team by opting to close the deal to make their team gleam. Also, all marketing interviews should make use of PowerPoint presentations as standard fare in modern world of presentation. Last but not least, the article advises that to build sound public relations, marketing professionals should embrace branding by establishing the image of the firm as well as dispersing the word. Consequently, marketing department organization, formulation of in-house marketing and communication tools such as customer and project databases, adoption of strong research to win work, and following sound interview checklist are among the best marketing practices for a firm.
Reference
Kolleeny, J., & Linn, C. (2018). Marketing: The Unsung Heroine Of Successful Architectural Practice. McGraw-Hill Construction, 8-23.
Article 2
The author of this article established the three best marketing strategies that attract as well as retain clients for tax business. He hails from a background where his prior television advertising efforts had nose-dived prompting him to establish effective and inexpensive strategies blended with fashionable internet marketing. In the beginning, he advocates for tax specialists to consider attending networking events throughout tax period as it is indispensable (McCabe, 2013). This could help a business owner market the firm’s face as well as its capabilities to customers before they bulge and resolve to make referrals or use a service. Thus, the article recommends tax business owners to join notable business organizations in the community that can recompence dividends. Also, a tax owner could build credibility as well as create awareness of their proficiency by facilitating seminars on novel tax regulations and advice for SMEs and individuals. In addition, they could become self-ambassador for public relations, consider initiatives that give back to the community, and address tax themes to potential business cliques.
Consequently, internet marketing is the new trend in marketing. It facilitates small businesses to establish a giant business image by utilizing a bunch of cheap tools and resources to capitalize on their power, attract new customers as well as retain the current ones. Among the best internet practices, a tax firm could adopt include esteeming the fact to own a professional website as the equivalence of a business card. Also, to ensure a tax business site rank among the top sites in the community, a tax owner should seek services of a Search Engine Optimization professional. In a quest to recruit new customers, Google services such as pay per click also known as paid search could prove effective. Lastly, utilizing the power of social media to direct traffic to the tax business could be operative as well as services such as LinkedIn platform. 
Correspondingly, a good marketing practice revolves around the ability of a business to grow as well as retain a customer base. This general concept commands embracing practices such as referral programs which many firms have applied to expressively grow their client base. When applying referral programs to market a firm marketing administration should consider offer discounts or coinage incentives. In addition, it is essential as a firm strives to grow its customer base and make retention efforts, it should as well become aware of its rate of client retention via value of services and consistent customer contact.
Reference
McCabe, C. E. (2013). Top 3 Strategies for Successful Tax Business Marketing. The Income Tax 	School, 1-3.
Article 3
Email marketing rides on the wheels of marketing goal that involves attracting interest, creating desires and establishing sales. It greatly facilitates contacting prospective as well as existing clients and triggering instant purchases. This article objectively aimed to offer insight into consent-based email marketing in an attempt to realize maximum return on investment in any firm. Critical at all points when applying email marketing practices is for the marketer to acquaint himself with the rules. For instance, all emails should be sent post receiving an individual's consent, the type of content emailed should be germane to an individual’s request among other guidelines (Ryan, 2009).
In the process of utilizing email marketing to upsurge sales and build a firm’s brand value, a firm should elude their emails falling in the spam category by adhering to the permission email marketing process that comprises of use of emailing software, type as well as frequency of emails. Also, the send emails should meet email marketing best practices such as personalization which improves open as well as response rates. Personalization concept could be best achieved through insertion of mail merge forms. However, for professional marketing practice, a business firm should consider using services and tools such as iContact. When including a sort of sign upfield in a marketing campaign, guidelines such as positioning, appealing design, use of enticing clause, and growth of conversion rate through opt-in incentives offers should be highly incorporated.
Consequently, a successful email marketing campaign should sensor the words used. Established Internet Service Providers such as Yahoo block oodles of emails on the daily because of innards. They utilize content filters to verify words in communication bodies and subjects hence words such as 60% off, free, get paid are highly discouraged. Subsequently, an established firm should shun the idea of sending marketing emails using private software as well as deter receipt of spam-related grievance to escape the risk of being debarred.
Reference
Ryan, P. M. (2009). Best Practices for Email Marketing. iContact Corporation, 1-27.
Article 4
This article presents the best marketing practices one could learn that were compiled following in-person interviews with veteran marketing folks and established entrepreneurs in the district of Multan. The study aimed at finding out innovative marketing practices that SMEs embraced to guarantee success. It solely based the research on business owners who renounced traditional practices in marketing and fully incorporated innovation in marketing. Objectively, the article interprets the way small and average enterprises to carry out their marketing ventures concerning the best choice between the two strategies (Awan & Hashmi, 2014). Thus, concepts of prediction, transformation as well as assimilation are highly pertinent to SMEs' groundbreaking marketing practices and activities. Henceforward, a firm should adopt competent as well as innovative marketing practices in the processes of marketing strategies formulation, operation, and development of a product.

Besides, a mission-oriented firm should shun following outmoded marketing strategies rather than determine and formulate intrinsically inimitable practices. For instance,  to establish a brand in a market as well as preserve customer loyalty to a firm, a firm dealing in fashion of fabric should choose to introduce novel fashion style and related apparel design. Also, business owners should be more client-focused to retaliate competitive forces by maintaining a strong client base. Through product expositions, a firm is bound to be market-focused as well as likely to gunner marketing networks such as friends, regular clients, distributors besides suppliers.
Subsequently, a business firm should try at all costs not to genuflect to practices on the marketing strategies’ list of their opponents. But business owners should be informed by contact market information to identify opportunities and remain conversant with market trends. Vital employees greatly aid a firm to grow its customer base and comprehensive judgments could be utilized to recognize potential market opportunities. To grow and maintain clients, business owners should work on their communication skills and seek to have a market as well as product knowledge. At this juncture of business operation, business owners should foster informal relationships with clients in an attempt to establish product and service demand. For instance, they should be ready, willing and able to modify products to consistently meet customers' demand. Finally, knowing that networks contribute to publicity decisions as well as product pricing, they should often inform business owners about their clients thus, utilizing the acquired information to determine product prices.

Reference
Awan, A. G., & Hashmi, S. (2014, December). Marketing Practices Of Small And Medium Size Enterprises: A Case Study Of SME’s In Multan District. European Journal of Busness and Innovation Research, 2, 9-20. Retrieved from www.eajournals.org



