
 

 

 

Entrepreneurial Marketing 

On a basic level, entrepreneurial marketing is a set of unconventional practices that can 

help start-ups and younger firms emerge and have an edge in competitive markets. The 

main difference between these and traditional approaches is that entrepreneurial 

marketing tends to focus on satisfying the customer and building trust by providing 

innovative products and services that disrupt or appeal to a specific market. 

 

 
 

Entrepreneurial Marketing Techniques 

 

 



 

 

 

Marketing Mix 

One of the biggest misconceptions people have about marketing is that it is all about 

promotion, or how a company sells or advertises something. But the truth is, promotion 

is just one facet of the marketing mix, which describes the basic set of strategies and 

approaches that marketers use to identify and reach their target market. A target market 

is the specific group of consumers for which a company seeks to provide a good or 

service. 

 

One common way of understanding and remembering the components of the marketing 

mix for products and services is by thinking in terms of the “7 Ps.” While each of these 

can be part of a company’s marketing mix, the first four relate more to products: product, 

pricing, promotion, and place (and traditionally have been called “the 4 Ps of marketing”). 

The remaining three relate more to services: physical environment, process, and people. 

While the 7 Ps are conceptually the same for all businesses, how a company addresses 

each “P” will be specific to that company’s needs and goals. 

 

 
 

 

 

 

 



 

 

Product 

Within the marketing mix, product refers to a good or service that creates value by fulfilling 

a customer need or desire. Goods are tangible products that can be touched, smelled, 

heard, and seen, such as a pair of leather shoes. In contrast, services are intangible 

products. They usually entail paying an expert to do something for you, such as house 

cleaning. 

 

Companies can bundle both goods and services together to create extra value for their 

customers. 

For start-ups, defining the value of the products they are going to offer is an important 

step toward identifying their competitive advantage within a marketplace. On a basic level, 

if you don’t know what benefit your product provides or what need it fulfills, neither will 

your customers. 

 

 

Promotion 

Communicating a product’s benefits to customers is a significant aspect of any marketing 

mix. Even if a product is the best in its class, a company must communicate this value to 

customers, or it will fail. This is what promotion does: It is the process of communicating 

value to customers in a way that encourages them to purchase the good or service. 

Promotions must have a goal, a budget, a strategy, and an outcome to measure. 

Companies must use their promotional budget wisely to create the best results, which 

can include sales, profit, and awareness. 

Some typical forms of promotion are advertising, social media, public relations, direct 

mail, sales promotions, and personal selling. 

 

 



 

 

 

 

 

Price 

One of the most important and challenging elements of the marketing mix is pricing. Price 

is the value that must be exchanged for a customer to receive a product or service. This 

is usually monetary and has a direct impact on sales. Many entrepreneurs are intimidated 

by financials and the prospect of using statements and other information to make 

projections. Correctly pricing your product enables your company to be competitive while 

maximizing your product’s profit potential. 

Find a comprehensive explanation to the Pricing Strategies in resources 



 

 

 

 

Place 

Place refers to the channels or locations—physical or digital—where customers can 

purchase your products; it is sometimes called distribution. For the entrepreneur, the 

choice of place lies in figuring out which channels will create the most profit. In other 

words, which channels will reach the majority of the target market at the most efficient 

cost. 

Choosing the right distribution channels is one way to create a competitive advantage 

and generate more success for your business. 

Taking advantage of multiple distribution channels is one strategy companies use to 

expand their brand and grow their profits. This can include having a physical storefront, 

developing an e-commerce website to sell goods online, and distributing goods through 

wholesalers and retailers.  

 

 

 
 

The longer your distribution channels, the longer it takes for your product to reach the end 

consumer, and the less control you have over the product and the price. As an 

entrepreneur, you must decide which channels best fit your product and pricing 

requirements. 

 

 



 

 

 

Additional Ps for Services 

As you have learned, products include services as well. These include legal, accounting, 

consulting, medical, entertainment, advertising, banking, and other professional services. 

When providing services, three additional Ps should be considered in the marketing mix. 

 

People 

People, or a company’s human resources, will always be a key factor in any successful 

business. In a service-oriented business, the people who interact with customers are 

especially important. Because the service is the product, they are the face of the brand 

and a direct link between the company and the customer. 

 

When an employee delivers an acceptable or outstanding service, customers are 

encouraged to return to purchase the service again and also share their positive 

experience with others through a personal referral or on social media. 

 

When service is poor, customers don’t return. If customers have a bad experience at a 

restaurant, it is likely they will not patronize the establishment any longer and will probably 

share a negative review online. Sometimes, poor customer service reviews can have a 

crippling effect on a brand, especially for start-ups trying to break into a market. It is 

important to hire experienced people and have a good training system in place with 

rewards that will help employees deliver the best service to customers. Companies should 

take into consideration that no matter the size of a business, they must market not only 

to their customers but also to their employees, as they are the face of the company and 

the ones who interact with customers. Employees can make or break the brand. 

 

 

Physical Environment 

The physical environment where a service is provided is an important part of the 

marketing mix. It can influence the company’s image and convey a lot of information about 

the quality of a product, service, company, or brand. The old adage that you “get only one 

chance to make a first impression” is especially true for new businesses. Tangible cues—

décor, smell, music, temperature, colors—send an immediate message to customers 

about quality and professionalism. 

 

For example, if you walked into two dentists’ offices, and one office smelled and looked 

clean, and one did not, which one would you choose? The same goes for restaurants, 

retail stores, and any other physical environment. Since a service cannot be inspected 

before it is received, these cues help customers make their decisions. 

 



 

 

 

Process 

Process is the chain of procedures or activities required to provide a service to the 

customer. It is all of the activities that take place between the service provider and the 

customer, from beginning to end. 

 

In the case of a doctor’s office, this would include making the appointment, filling out 

paperwork, waiting to be seen, seeing the doctor, and paying. Because processes can 

be long and involved, they need to be designed to flow as efficiently and logically as 

possible. In the case of services that are provided online, process includes the website’s 

design and functionality, and all of the steps customers take from browsing through check 

out. A strong website design helps the entrepreneur say what the company is about, what 

it does and for whom, and what actions the customer can take. Actions can range from 

clicking for more information, the ability to purchase a product, or checking whether there 

is availability for a service and being able to book it or make an appointment. 


