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Due to time constraints, not all 
of the slides in this handout set 
will be featured or discussed in 

the presentation. 
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For in-depth 
coverage of 
this topic we 

have 
produced 

and provided 
this manual. 
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"Tell me and I will forget. 
Show me and I may remember. 
Involve me and I will understand." 
                        ~Chinese Proverb 

Presenter
Presentation Notes
The importance of participation.
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AgMRC-USA: An Information Tool 

• Commodities and products; 
• Industry structures; 
• Supply and demand information; 
• Planning tools and profit-loss calculators; 
• Profiles of successful and failed ventures. 
• www.agmrc.org 

Presenter
Presentation Notes
AgMRC has evolved a number of different areas of resource expertise.  These include commodities and products; industry structures; supply and demand information; planning tools and profit-loss calculators; Profiles of successful and failed ventures.AgMRC is particularly valuable with respect to the tools and how-to ideas that can come from looking over the pages.
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Presenter
Presentation Notes
An AgMRC-USA example of business-development page.  Information about planning and conducting feasibility studies and business plans can be found here.
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Presenter
Presentation Notes
An AgMRC-USA example of business-development topics.
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MarketMaker: A Research Tool 

• Find all the links in your value chain; 
• Producers, buyers, retailers, consumers; 
• Supply and demand information; 
• Map-it function; 
• Full contact information. 
• www.marketmaker.uiuc.edu 

 

Presenter
Presentation Notes
The idea behind the MarketMaker project was to create a resource where all businesses across the food supply chain can see one another.  This includes potential suppliers, end-user markets, distributors and cooperators.  For example, the site can assist a bed & breakfast operator to find locally produced fish; it is equally valuable in helping an aquaculture producer find the bed & breakfast operation, restaurant or a specialty ethnic grocery store that may want to show case the producer’s products.MarketMaker is rich with searchable demographic and business data.  Detailed information can be summarized on maps, in lists or profiles, and in varying levels of complexity or specificity.  One can do this by focusing on producers or retailers; as well as demographic markets that reflect wages, food-related expenditures or ethnicity.  One of the great strengths of the MarketMaker site is that concentrations of consumer markets and strategic business partners can easily and quickly be identified; potentially saving producers transportation and other costs, as well as promoting other cost-saving increases in efficiency. Presenting this kind of information in a graphic-interface map-based format is far more effective than simple lists or statistical tables.
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Presenter
Presentation Notes
Aquaculture Extension Specialist D. Allen Pattillo is soon going to talk about MarketMaker, so I’m not going to cover it here. MarketMaker also is covered in the Aquaculture Marketing manual that is part of your informational packet.  (This is photo of freshly harvested tilapia from one of several aquaculture  ponds at the Higher Institute for Agricultural Cooperation near Cairo, Egypt.  Yup, right out in the Sahara Desert-!)
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Farm 

Agriculture: 
Value-added = New Ideas 

Factory 

Knowledge 
“Brilliance” 

--Simon Bailey, 
Release Your Inner Brilliance 

United States Industrial Development 1906 to 2006 

Presenter
Presentation Notes
The impact of technology and information and how technology has in turn influenced greater information collection and dissemination has created an ever-increasing “input loop” that has drastically changed the world.



Value Added Agriculture Program 

www.iavaap.org 

Agriculture: 
Value-added = New Ideas 

Big Farm (Knowledge) 
“Factory Farms” 

-- based on Simon Bailey, 
Release Your Inner Brilliance 

United States Agricultural 1906 to 2006 

Farm 
Diversified; 
Labor intensive 

Mono-culture; 
Seasonal 
Labor non-

intensive 

“Brilliance” 
(Knowledge 

synthesis) 
Personally rewarding; 
Seasonal or multi-season; 
Labor intensive or non-intensive 

Presenter
Presentation Notes
The ever-increasing influence of technology and information has equally changed agriculture, agricultural economics and agricultural business opportunities.  It also has created informed and increasingly selective consumers.
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Hitting the target in the 
brilliance economy is 
anticipating market 
movement or creating a 
target market-! 

“I don’t skate to where 
the puck is; I skate to 
where the puck is 
going to be.”  
--Wayne Gretsky, 
Hockey Hall-of-Famer 

Presenter
Presentation Notes
Hitting the target is anticipating market movement or creating a target market !   This is a key thought that many farmers and agricultural marketers have never considered.  These stakeholders tend to be “reactive” and not “pro-active.” There is an old saying that “everyone reinvents themselves, some people are just far more creative than others.”  The brilliance economy is about having faith in your work, belief in your goals, and a willingness to talk to people and work with people to find answers to tough questions.  People should not be afraid to reinvent themselves as creative entrepreneurs; but they also have to be willing to learn and work like an entrepreneur.
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Value-added Agriculture: 
New-, multi-, or special-use product; 

or a more efficient process. 

Presenter
Presentation Notes
Value-added Agriculture: New-, multi-, or special-use product; or a more efficient process.Where do I fit with respect to where the market headed?  Essentially, why is my product relevant with respect to what today’s distributor, food service or consumer wants? Once you’ve figured out where you “fit” in the market, ask yourself where you see yourself within that segment.  Are you a trend-setter, solid performer, or unique stand-out?   Are you the biggest or the smallest producer in the market?  Are you new on the block or have you been at this long enough to have been through the school of hard knocks?  No matter where you fall within these groups, you can use what you are to build a case that your operation and your product address a distinct niche in the market.  You probably cannot be all things to all people, but you can be someone and something special to a distinct group of loyal clients.Work at understanding your business.  Know all of your costs.  If you understand what is going wrong, if you understand your mistakes, you can fix it.  Just adopt a mindset that you will do things differently.  There is an old saying, “Tools left in the tool box never built anything.”
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“Some companies believe there are no new 
opportunities.  They say their industry is 
mature.  Or they say that they are selling a 
commodity.  But there is no such thing as a 
mature market or a commodity.  It's only 
that your beliefs are getting in the way of 
your imagination.  Starbucks didn't see the 
coffee market as mature.” 

   --Philip Kotler 
   Kellogg School of Management, Northwestern University 

Presenter
Presentation Notes
Look for opportunity.  Help others look for opportunity.  If you believe that there is no opportunity, then there is no opportunity…--end of story.If you decide to forge ahead then take good hard look at the fundamental "7P"'s of marketing: product, pricing, place, promotion, packaging, positioning and people.  The most important unifying concept is “market relevance.”  It doesn't really matter how unique your product or service is, unless its value is tied to a perceived benefit, no one will care. Your customers simply want to know, "Is it going to solve my problems or make me money?" If not, it is irrelevant.  For this reason, market relevance is a fundamental dimension of your business through which you establish and demonstrate a position within a market. Ideally, this in turn, can become a powerful tool for building leadership for your product line within the market.  Your vision for market relevance creates your products' “value propositions.” 
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Value-added Agriculture 
= Quality & Value 

• Information develops the business; 
– new ideas; 
– stimulates growth; 
– Easy answers to tough questions. 

• Informed consumers influence 
markets and require Informed 
producers! 

Presenter
Presentation Notes
The important idea here: Informed consumers influence markets and require Informed producers!Information is power; access to information is power;the ability to make informed decisions is power.  --Malcolm Forbes.Be honest with yourself.  Asking oneself the right questions and having the sense-of-self to honestly evaluate your production capabilities and product attributes.  If you can’t convey the strengths of your product to others, then that is something that needs to be developed.  For example, if you have problems with public speaking, there are local business and community organizations that can help. If you don’t know why your product is better than that found in the freezer case of the local food mart, then you need to work with a communications professional to help articulate the strengths of your product line, and critically examine how it is presented to the public.
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• Information creates opportunity; 
• Information opens markets; 

– market transparency 
– regulatory transparency 

• Value chain concept. 
 

Value-added Agriculture 
= Quality & Value 

Presenter
Presentation Notes
The important ideas here: Opportunity is any opening in the market, knowing the value chain is the key to success!“Marketing is too often confused with selling.  Selling is only the tip of the marketing iceberg.  What is unseen is the extensive market investigation, the research and development of appropriate products, the challenge of pricing them right, of opening up distribution, and of letting the market know about the product.  Thus, Marketing is a far more comprehensive process than selling.“Marketing and selling are almost opposites.  Hard sell marketing is a contradiction.  Long ago I said: “Marketing is not the art of finding clever ways to dispose of what you make.  Marketing is the art of creating genuine customer value.  It is the art of helping your customers become better off.  The marketer's watchwords are quality, service, and value.  ---Phillip Kotler; Marketing Management (12th Edition, Prentice Hall, 2006).
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Value chain… 
Producer – Transportation – Distributor-1 – 

Transportation – Distributor-n – Transportation – 
Enduser-1 -- (Additional client end-users) 

 

Presenter
Presentation Notes
The value-chain is:  The Producer – Transportation – Distributor-1 – Transportation – Distributor-n – Transportation – Enduser-1 -- (Additional client end-users).If you positively contribute to the value-chain you will be rewarded with buyer and consumer loyalty.When communicating the relevance of your products.  Consider the "gift of knowledge" approach to help reach your market.  Feel free to talk about what sets your product apart from the pack in ways that reassure your clients.  A leading consumer-products manufacturer was recently evangelizing hygiene, instead of just trying to sell bottles of soap.  As a result, one builds the perception that you are in the market to provide a needed service and improve your sector; not to exploit the market for the sole purpose of garnering profit.  
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Presenter
Presentation Notes
Value-chain awareness is driving ever-increasing standards and expectations of product quality.Do you market a product or an “offering”?  It has been said that successful companies don’t market products, they market offerings.  This approach allows you to think beyond the tangible “product” entity and consider what the consumer is actually buying and their reasoning behind that purchase.  This is an extremely valuable approach for judging where you fit against consumers’ other alternatives, to better identify unmet needs in the overall marketplace, specific wants of your target markets, and to direct the development of your venture’s new products and services.An offering encompasses the benefits or satisfaction provided to your target markets, tangible and intangible.  To successfully market your product, you must understand its benefits from the buyer’s perspective.  The offering includes a tangible product or service, plus related services, such as delivery guarantees, warranties, and packaging.  It also includes intangible benefits resulting from uniqueness of product or outstanding customer service.
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Business success? 
It is about establishing personal life goals that are 

reflected in a direct and meaningful mission 
statement; then developing your ideas into a 

comprehensive business plan that reflects the 
performance goals for your business. 

Presenter
Presentation Notes
Decisions are easy when your motivation is clear!” --Walt DisneyThis is the first step in defining who you are, what you want to do, and what your company is to “be about” (reputation and relations).  All planning and analysis must flow from these simple, but at times very difficult, steps:  1.) Mission statement; 2.) business concept; 3.) simple feasibility study; 4.) comprehensive business plan (with a risk-management section), 5.) Marketing plan (can be an integral part of your business plan).What do you want to do and why? Set that out as a clearly defined mission statement and set of operational and performance goals.  After that, research and information can then tell you whether or not the idea is sound and what potential hurdles may be in your path.
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Hospitality is about building new and exciting relationships, and at Sheraton, 
our values reinforce our commitment to cultivate meaningful connections with 
our guests and one another. The integrity with which we govern ourselves 
translates to the respect we give to other people every day, making Sheraton a 
generous, positive and supportive place to work.  
 

•We treat people with empathy and respect and care about everyone’s 
human need to belong.  
•We understand that traveling can be stressful and impersonal and create 
warm, personable and welcoming environments where guests feel 
connected.  
•We seek the potential in others and ourselves and continue to provide 
support and encouragement to those around us.  
•We govern ourselves with integrity and promote trust at all levels of our 
organization.  
•We’re accountable for our behavior and take responsibility for our actions.  
•We’re curious, driven and continually seek opportunities to learn, grow and 
develop.  

 

Presenter
Presentation Notes
This is an example of a terrible mission statement.  It tries to cover everything, but misses the entire point of why a business venture even has a mission statement.  Does it in any way communicate a success-oriented focus?  We  understand, we seek, we are accountable…. Nice thoughts, but little more than blah-blah-blah, when it comes to a daily message by which to live and be successful.



Value Added Agriculture Program 

www.iavaap.org 

“Ladies and Gentlemen 
Serving Ladies and Gentlemen.” 
    --Horst Schulze; 
     Former COO, 
     Ritz-Carlton Hotels 

Presenter
Presentation Notes
Perhaps the greatest example of a mission statement: Short, sweet and absolutely to the point.  Unlike the previous example, it says everything about personal conduct and expected level of service; this encapsulates the essence of an outstanding “product” and “brand.”
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Modeling intended and 
actual performance: the 
feasibility study 
and business plan. 

Business 
success? 
     --Planning-! 

Presenter
Presentation Notes
To get started in learning to market, the marketing and communication ideas in your business/marketing plan(s) should address what makes your product unique.  Avoid the “ours is just better” product-superiority trap.  You will get nowhere with this kind of thinking or message.Concentrate on what you are offering and where the market is or is heading.  You may also gain some insight into ways to improve your overall business or product presentation by considering:  What is the fundamental business problem your company solves?  As an aquaculture producer, this means making fish and making that fish available to the public.  So, how do you do this in a way that favorable to the public?  What is so favorable about it that the public should choose you over a competitor?Get it down on paper.  This may mean working with a professional to articulate your message, develop your image and label, and strategize about print advertising needs.  Some aquaculture-ventures do this work themselves with their own staff or family talent and are adequately rewarded by the outcome.  Usually this is not the case.  Your visual image in particular can be critical to the immediate perception of your product.  Get some help, or at least get some second opinions.There is a lot of great free advice and assistance out there on the Internet, through entrepreneur networks and “meet-ups,” and from extension professionals.
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Business 
success? 
--It is about resources  
and information. 

Presenter
Presentation Notes
Business success?   --It is about identifying and developing financing and reviewing similar successful as well as failed ventures.Information and communication are crucial to avoiding problems immediately upon start-up of a business, or later as operating pressures may stress supply, cash flow, or develop value-chain inconsistency.Both the AgMRC and MarketMaker models promotes the asking of informed questions and contacting the appropriate professional for help in developing meaningful solutions to problems.
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Human resources? 
Ask a specialist, then develop your network! 

djburden@iastate.edu 

Presenter
Presentation Notes
Network!   Brainstorm and identify a network of human resources.  --Yes, this is me, your humble servant; helping farmers, I tend to get around a little…  These photos were taken in Cairo, Egypt; Charikar, Afghanistan; and Indianapolis, Indiana, USA.  The point I’m trying to stress with this slide, is that we are all individuals with a unique set of experiences and skills.  We are real people, and when other real people call us with questions or problems, it means a lot for them to get a timely response to their inquiry, or for us to spend some time helping to guide them to a solution for their problem.  These contacts also help us to develop and expand our knowledge base, skill sets and contact networks.  Also, it has led me to develop friendships around the U.S. and the world.  If Extension professionals like Aquaculture Specialist D. Allen Pattillo or me do not have an answer to your problem, we can usually find someone who does.
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Master your subject; know it cold.  Work at it, 
read about it, and discuss it with others.  
Dedicate yourself to working at it every 
day. 

    --Donald Trump 

Presenter
Presentation Notes
Trump became a billionaire and increased his empire after once being $9-billion USD in debt!  In one of his books he states that he overcame his problems and fixed the deficit for two reasons: 1.) he loved what he was doing and hung in there; 2.) his network of trusted relationships with his suppliers and business partners allowed him to find a way to overcome any problem.  A key to Trump’s “value chain” is his business reputation and network of trusted cooperators.
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Quality & Value = Top Markets 

Presenter
Presentation Notes
You have all heard the term “consumer demand.”  The product the consumer demands; this is the premium product that essentially sells and markets itself.  What is that product, or how do you transform a less-than-adequate product into that “special” product? ---Sound information and planning.  Communicate within the value chain.  Ask people what they want, find out why they can not get it, or can not get it at a competitive price or consistently at the quality level they demand.  If you have a great product or can develop a great product, target the best markets at a premium price that rewards everyone in your production and distribution chain.
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• “Everything speaks.” 
• “People don’t care how much 

you know; people know how 
much you care.” 

• Failure is just feedback!” 
• “The quality of your 

questions reflect the quality 
of your thinking” 

     --Simon Bailey, 
 Release Your Inner Brilliance 
 

Presenter
Presentation Notes
“Everything speaks.”“People don’t care how much you know; people know how much you care.”“Failure is just feedback!”“The quality of your questions reflect the quality of your thinking”  ---Simon T. Bailey.I have heard Simon T. Bailey speak and was greatly moved by his thoughts.  Simon is an extremely direct, successful and very brilliant young man; he is a former executive with the Walt Disney Company and was the first top-tier black executive with Disney.  After tenure with other major corporations, Simon experienced problems being innovative and forward-thinking within the confines of the corporate environment and eventually went on form his own company that works to empower businesses and individuals. His book, Release Your Inner Brilliance, is widely available and his talks can be viewed on www.simontbailey.com and You Tube.  He is currently regarded as one of the top motivational speakers and business-improvement consultants in the United States.
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Quality & Value = New Markets 

Presenter
Presentation Notes
Story of the Iowa country veterinarian:  This is a true story.  About fifty-five years ago a young man, returned from WWII, finished veterinarian, school at Iowa State University.  With his wife and young son, he settled in rural Iowa, but had trouble getting farmers to come to him for his services.  One day, in the barbershop, the barber told him, “ Roy, you need to take your car and like a maniac, drive all of the dirt roads around the county, really sling that gravel.”  “How can that help me?” Roy asked.  “It is simple said the barber, “those farmers will see you tearing all over the place and they will say to themselves and one another ’there goes that new vet; we better call him fast before he gets so booked-up he no longer has room for us’.”  --Perception of quality and value creates market pull.
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• “Men don’t buy drills; they buy 
holes… 

• Women don’t buy cosmetics; they buy 
beauty… 

• People don’t buy cars; they buy 
transportation and image.” 

     --Roger Brookes, 
     Destination Development 
 

The Value-Added Product or 
Experience 

Presenter
Presentation Notes
The Destination Development company offers an incredible range of services - all in-house - custom-tailored to the specific needs of clients.  They work to develop greater success and economic vitality for communities, cities, and regions.  I have had contact with Roger through an agricultural-tourism initiative; their philosophies can be carried over to other product- and market-development efforts (http://web.mac.com/rbrooks007/iWeb/Site/HOME.html).
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New Markets = New Opportunities 

Presenter
Presentation Notes
Those uncharted waters are far less hazardous to navigate with sound information and planning.  This trout producer got tired of restrictive state regulations that made his participation in the restaurant market too much of a hassle, so he started a seasonal “U-fish” operation that is easy, fun, and very successful.
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The Value-Added Product… 
---or Experience ! 

• Memorable 
• Image / Marketability 
• Consumer choice 
• Organic / non-organic 
• Premium quality 
• “Family-farm” raised 
• Quality assured 
• “Experiencial” vs. Passive 

Presenter
Presentation Notes
Just to summarize:  Fishing is not just about fish, nor is a successful aquaculture or aquaponics venture.  The people and the trip are equally important in overall success, as are your business goals, lifestyle choices and the relationships within the value-chain that you cultivate.This is my friend Jim from central Wisconsin.  Jim is one of the hardest-working people I know.  He is a lumberman and owns his own small wood-products company, he also makes maple syrup in the winter, owns some rental properties, and is one of the best hunters and fisherman that I know.  He will be the first to tell you fishing is not about the fish, but is about friendships, communicating with others and the “act of doing.”  This attitude has made him a success in his all of his business ventures.
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The Value Chain is About People! 

Presenter
Presentation Notes
All agriculture and agricultural marketing is about people: feeding people, clothing people, fueling their energy needs; it also is about all of those people’s wants and needs throughout the value-chain.  Communicate!  Ask questions!  Reach out to form collaborations and initiatives.  --THINK.Sales guru Jeffrey Gitomer in his 2003 business bestseller The Sales Bible: The Ultimate Sales Resource does a great job articulating today’s sales challenges and how you meet them by honestly communicating and knowing your product.  We will cover many of these concepts in depth elsewhere in this tutorial, but Gitomer concisely lays them out in his “7.5 steps”:1. Say it (sell it) in terms of what the customer wants, needs and understands.  Not in terms of what you’ve got to offer.2. Gather personal information.  And learn how to use it. 3. Build friendships.  People want to buy from friends, not salesmen.4. Build a relationship shield that no competitor can pierce.  My competitors call on my clients from time to time.  My clients have actually given them my number and told the competitor to call me and get my opinion of their services.  They say, “Call Jeffery Gitomer and explain it to him.  If he thinks it’s OK, he’ll tell us.”  Will your clients do that if your competitor calls them?  What are you doing to ensure it.5. Establish common ground.  If both like golf or have kids, we’ve got issues and things in common that will dra us closer.6. Gain confidence.  Once you motivate them to act, you’d better have built enough confidence to buy, or they’ll buy from someone else.7. Have fun and be funny.  It ain’t brain cancer, it’s your career.  Have a great time.  If you can make prospects laugh, you can make them buy.  Laughter is tacit approval.  Tacit approval leads to contractual approval.7.5 Never, get caught selling.  It makes me mad when a salesperson sounds like a salesperson.  Learn the science and convert it into an art.  
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Ark the spark of enthusiasm! 
• Educate… 
• Motivate… 
• Participate! 
 

---And have 

  FUN! 

Presenter
Presentation Notes
Aquaculture and aquaponics are the types of projects that bring people together and result in opportunities for great personal and business development.  An entrepreneurial venture is indeed a memorable and rewarding trip-!References & Resources:American Advertising Federation.  (202) 898-0089; www.aaf.org.American Home Business Association.  (800) 664-2422; www.homebusines.comAmerican Marketing Association.  (800) AMA-1150, (312) 542-9000; www.ama.org.Anonymous.  Marketing Strategies for Farmers and Ranchers.  USDA Sustainable Agriculture Research and Education (SARE), 1122 Patapsco Building, College Park, MD.  2001.  Available online: www.sare.org/publications AOL Small Business.  (Ideas, articles, resources, links, planning guides and online tools for all stages of running and growing a small, home-based or larger business.)  http://smallbusiness.aol.com Boone, L. E. and D. L. Kurtz.  Contemporary Marketing.  Southwestern College Publications (earlier editions by Dryden Press, Chicago, IL). ISBN: 13: 978-1111221782.  2011.BPlans.com.  (Sample business plans, articles and online tools.) (541) 683-6162; www.bplans.com Bull, N.H. and G. R. Passewitz.  Finding Customers: Market Segmentation.  Ohio State University Extension.  Publication: CDFS-1253-94. 1994. Ohio State University Extension, 700 Ackerman Road, Suite 235, Columbus, OH.  Available online: www.ohioline.osu.edu/cd-fact/1253html  Business Know-How.  (Ideas, resources, links, planning guides and online tools for running a home-based or small business.)  www.businessknowhow.com Business Owners Idea Café.  (Ideas, resources, links, planning guides and online tools for running a small business.)  www.businessownerscafe.comBusiness Plan Center.  (Sample business plans, planning guides and online tools.)  (800) 423-1228; http://businessplans.orgBusiness Town.  (Ideas, resources, links, planning guides and online tools for running a small business.)  www.businesstown.com  Cline, D. J.  Marketing Options for Small Aquaculture Producers.  Alabama Cooperative Extension.  Publication: ANR-962.  Alabama Cooperative Extension, Auburn University, Auburn, AL. 1996.Dasgupta, S., F. Wynne, A. Caporell and L. Meyer.  Processing and Marketing Aquaculture Products on a Small Scale.  USDA Risk Management Agency Report, Kentucky State University, Frankfort, KY.  Available online: http://www.ksuaquaculture.org/PDFs/Process%20%26%20Market.pdf DiGiacomo, G., R. E. King, and D. Nordquist.  Building a Sustainable Business: A Guide to Developing a Business Plan for Farms and Rural Businesses.  Handbook Series: Book 6.  Developed by the Minnesota Institute for Sustainable Agriculture (MISA); Published by Sustainable Agriculture Research and Education (SARE). Sustainable Agriculture Research and Education (SARE), College Park, MD.  2003 (2006, 2010).  ISBN: 1-888626-07-0(The) Direct Marketing Association.  (212) 768-7277; www.the-dma.orgEdwards, S.  Direct Marketing to Restaurants.  Ag Opportunities, Vol.16:No.4.  October 2005.  Available online: http://agebb.missouri.edu/mac/agopp/arc/agopp065.txt Engle, C. R. and K. K. Quagrainie.  The Aquaculture Marketing Handbook. Wiley-Blackwell Scientific Publishing, Ames, IA.  2009.  ISBN: 13:978-0813816043Entrepreneur.com.  (Myriad of resources, sample business plans, planning guides articles and online tools for new business and improving established companies.)  www.entrepreneur.com (The) Entrepreneur Institute.  (Resources and networking for business owners.) www.tei.net Gitomer, J.  The Sales Bible: The Ultimate Sales Resource.  John Wiley & Sons, Inc.  Hoboken, New Jersey.  2003.  ISBN:  0-471-45629-2.  (This inexpensive and more or less timeless large trade paperback can be used as a resource handbook, to lead a meeting, motivate staff and solve many business problems.  It is organized in many compact sections that deal with any number of specific issues, e.g.: presentations, follow-up calls, customer service, novel communication strategies, networking, leadership, cold calling, representing your product and many others.)Gladwell, M.  What the Dog Saw (and Other Adventures) Back Bay Books, Little Brown & Company; New York, Boston, London.  2009 (2010 trade paperback).  ISBN: 978-0-316-07584-8.  A collection of the author’s New Yorker articles.  Most are on some aspect of entrepreneurship or marketing, and are very enjoyable and readable “in the head of the participant” insights into why some people and organizations fail and others prosper. Gladwell, M.  Blink: The Power of Thinking Without Thinking.  Back Bay Books, Little Brown & Company; New York, Boston, London.  2005 (2007 trade paperback).  ISBN: 978-0-316-01066-5.  A great primer on inter-personal communication and packaging for the self-marketer the author of the bestsellers Tipping Point and What the Dog Saw, New Yorker writer and former Washington Post business and science reporter Gladwell examines how we “read people” through conscious and unconscious observations and decisions, and how we correctly or incorrectly form immediate opinions of people and products based on subtle clues.Karberg, S.  Developing and Implementing a Successful Marketing Plan.  Department of Agricultural Economics, Purdue University.  Publication: EC674.  Purdue University Cooperative Extension Service, 612 West State Street, West Lafayette, IN.  1993.  Available online: www.ces.purdue.edu or http://www.ces.purdue.edu/extmedia/EC/EC-674html Kawasaki, G.  The Art of the Start: The Time-Tested, Battle Hardened Guide for Anyone Starting Anything.  Portfolio, Penguin Group, New York, London.  2004.  ISBN: 1-59184-056-2Kawasaki, G.  Selling the Dream: How to Promote Your Product, Company, Ideas-- and Make a Difference Using Everyday Evangelism.  Harper Collins, New York.  1992.  ISBN: 13: 978-0887306006Leone, R.  Success Secrets of the Sales Funnel: How to Go from Hello to Contract.  Leone Resource Group. 1992.  ISBN: 978-181196259.  The simplicity of the process is readily communicated; you don't have to try to be someone else, be yourself and use what works for you.  This book is a must read for any salesperson that wants to accelerate their income potential.Lsonsky, R. and the staff of Entreprener magazine.  Start Your Own Business.  Entepreneur Press.  2007.  ISBN: 13:978-1-599180-81-6Lusk, C., and M. Marshall.  How to Use Goals to Achieve Business Success: First Steps for New Entrepreneurs.  Purdue University Cooperative Extension Service, 612 West State Street, West Lafayette, IN.  2005.  Available online: www.ces.purdue.edu or http://www.ces.purdue.edu/extmedia/EC/EC-762.pdf Marketing Research Association.  (860) 682-1000; www.mra-net.org.   More Business.  (Sample marketing plans, business plans, agreements, planning guides articles and online tools.)  http://morebusiness.com  Morris, J. E.  Niche Marketing Your Aquaculture Products.  Publication: TB-107.  Iowa State University, Ames, IA. 1994.O’Donnel, M.  The Marketing Plan: Step by Step.  Center for Innovation, Ina Mae Rude Entrepreneur Center, Univrsity of North Dakota, 4200 James Ray Drive, Grand Forks, ND.  1991.  Available online: www.innovators.net  Pope, J. L.  Practical Marketing Research.  American Management Association (AMACOM).  1993.  ISBN: 13: 978-0814450864.  Available on-line at www.amanet.org.  Quagrainie, K.  A Guide to Marketing for Small-Scale Aquaculture Producers.  Purdue Extension and the Illinois-Indian Sea Grant Program.  Publication EC-738-W: IISG-06-14.  Purdue University Cooperative Extension Service, West Lafayette, IN.  2007.  Available online: http://www.ces.purdue.edu/new Rath, T. and B. Conchie.  Strengths Based Leadership: Great Leaders, Teams, and Why People Follow.  Gallup Press, New York, NY.  2008.  ISBN: 978-1-59562-025-5.  (The book includes an electronic access code to take a complimentary Gallup Strengths Finder 2.0 analysis.)Reiss, R. (with J. L. Cruikshank).  Low Risk High Reward:  Starting and Growing Your Business with Minimal Risk.  The Free Press, New York. 2000.  ISBN: 0-684-84962-3Schragis, S. and R. Fishman.  10 Clowns Don’t Make a Circus: And 249 Other Critical Management Success Strategies.  Adams Media Corporation.  2006.  ISBN: 13-978-1593375553(The) Small Business Advisor.  (Articles and advice for startups and other resources.)  www.isquare.comSmart Biz.  (Many good marketing resources for small businesses and tips on creating web sites and other online tools and resources.)  www.smartbiz.com Trump, D. J. (with M. McIver).  Trump 101: The way to Success.  John Wiley & Sons, New York. 2007.  ISBN: 13:978-0-470-04710-1Website Marketing Plan.  (Articles and sample business and marketing plans.) www.websitemarketingplan.com.Yahoo! Small Business Resources.  (News, good marketing and planning resources for small businesses and tips on creating web sites, accounting and similar online tools and resources.)  http://smallbusiness.yahoo.com 
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Presentation Notes
Thank you all so much for making me feel welcome here today, and thank you so much for taking time from your busy schedules to travel here to participate in the conference.  Feel free to contact me with any questions or comments.  --=Dan.
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