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Clearly, technology has changed marketing
a lot. We fast forward through ads on television
and block them on our devices. We have ampli-
fied word of mouth in social media. We pour over
analytics and metrics. But what about the mar-
keting plan? Has technology changed marketing
planning?

One thing for sure: The fundamentals still ap-
ply. As much as ever, marketing is still getting
people to know, like, and trust your business. As
much as ever, marketing still needs defining target
markets, knowing those market segments, reach-
ing the right people with the right message. Pric-
ing is still the most important message, and the
lowest price is — as always — not necessarily the
best price.

Another thing for sure: the marketing mix, the
tactics, are changing rapidly. Goodbye to the yel-
low pages, hello Facebook. Goodbye public rela-
tions, hello social media. Goodbye advertising,
hello content marketing.

And where is the marketing plan, in all this?
Let me suggest x essentials of a marketing plan for
2016.

A classic marketing plan might include the fol-
lowing pieces:
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1. Target Market. The better you define it, the bet-

ter for the marketing. Experts recommend de-
scribing an ideal target customer in detail. Don't
try to please everybody. Instead, please some
specific kinds of buyers who have the right set of
needs, habits, locations, etc.

. Messaging. A summary of the main tag lines,

key selling points, value proposition and so forth
(we could call this messaging). There are a lot of
different jargon words for this, so be flexible.

. Media. Discussion of media, which almost has

to be social media and content marketing these
days, but used to be advertising budgets, place-
ment, and so on. 'm growing more interested
in taking steps beyond just content marketing,
to distributed marketing, and real engagement.
That means something more than “post and
pray.” As you think about this topic, think about
where your potential customers will see your
message. What else do you do to help the right
people find your message? To track what they
say about it?

. Pricing. You have to make pricing match prod-

uct or service, market, or messaging. Don’t as-
sume that the lowest price wins. Pricing is your
most important marketing message. Would you
buy day-old sushi because it’s cheap? Your price
needs to synchronize with your product offer-
ing and your target market. If you discount ex-
cellence, it becomes less credible in the eyes of
your potential customers. And if your strategy

is selling an undifferentiated lowest price product or
service, make sure that matches the rest of your mar-

keting

5. Channels. For product businesses you have the clas-

sic question of channels of distribution, either direct
(usually web and mobile these days) or via distribu-
tors and retail, or direct to retail. Information and
service businesses need to consider channels too,
even though the channels are marketing channels,
such as web and mobile. We all need traffic of one
sort or another

6. Promotion. These days promotion might be as sim-

ple as consistent presence in the main social media
platforms. It might be email marketing, advertising,
affiliate sites, public relations, price promotion, and
events.

7. Tasks and major milestones. Every good plan re-

quires some specific tasks and major milestones to
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SBE OUTREACH SERVICES

With 1.5 million businesses in our database, SBE is
California’s #1 source for diversity outreach.
Advertisements

Placed in the Small Business Exchange newspaper,
SBE Today newsletter, and online at www.sbeinc.com
Faxed and Eblast Solicitations

Targeted mailings sent to businesses per your
criteria.

Telemarketing

Telephone follow-up calls that follow a script of

5 questions you create.

Computer Generated Reports

Will fit right into your proposal, along with a list of
interested firms to contact.

Contact Info:

795 Folsom Street, 1st Flr, Room 1124
San Francisco, CA 94107
Email: sbe@sbeinc.com
Website: www.sbeinc.com
Phone: (415) 778-6250, (800) 800-8534
Fax: (415) 778-6255

Publisher of
Small Business Exchange
weekly newspaper
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California Sub-Bid Request Ads

McGuire and Hester

9009 Railroad Avenue ¢ Oakland, CA 94603 e Phone: (510) 632-7676 * Fax: (510) 562-5209
Contact: Kevin Exberger e An Equal Opportunity Employer

' Pacific States
Environmental Contractors, Inc.
CALLIC. NO. 723241

11555 Dublin Boulevard ¢ Dublin, CA 94568-2909

Sub Bids Requested From Qualified DBE Subcontractors & Suppliers for
City & County of San Francisco - Broadway Chinatown Complete Streets (REBID)
Location: San Francisco, CA - Project Number: 1075J(R) (Federal Aid Project No. STPL-5934(174)
Bid Date: March 2, 2016 @ 2:30 PM

McGuire and Hester is seeking qualified subcontractors in the following trades: electrical; trucking;
traffic control; landscape; pavers; site furnishings; concrete; tree removal; and underground. We will pay
up to and including one and one-half percent (1-1/2%) of your bonding cost. Certification assistance is
available, as well as viewing plans and specs.

PLUILICE

CONSTRUCTION INC

Pulice Construction, Inc.

591 Camino De La Reina, Suite 1250 | San Diego, CA 92108
TEL: (619) 814-3700 | FAX: (619) 814-3770
Email: msimmons @ pulice.com
Equal Opportunity Employer
Invitation to Bid from certified SBE & Non-SBE Union
Subcontractors, Material and/or Suppliers, and Professional Services for:

FULLERTON ROAD GRADE SEPARATION
State Project No. TCIF 6303(042)
OWNER: Alameda Corridor-East Gonstruction Authority
LOCATION: City of Industry, CA
COUNTY: Los Angeles
SUB-BIDS DUE ON: Feb 29th, 2016
BID DATE: March 2, 2016
SBE Goal: 10%

Plans and Specifications can be downloaded for free at:
https://www.planetbids.com/portal/portal.cfm? CompanyID=15588

The project generally consists of the following:

Eliminate the existing at-grade crossing, through construction of a railroad flyover and roadway un-
derpass, as well as a railroad street overcrossing and pedestrian bridge south of the railroad bridge.

Quotes for Services & Supplies requested for the following items for bid including, but not limited to:

136# TRACK, AC PAVING, AGGREGATES, BOOSTER PUMP, CIDH, CONCRETE SUPPLY, CONC
BARRIER, CONC. FLATWORK, CONC. PAVEMENT, DEMO, DEWATERING, ELECTRICAL,
FENCE/RAILING, FIBER OPTIC, HAZMAT DISPOSAL, HDPE, LANDSCAPE & IRRIGATION,
MANHOLES, NOISE/VIB. MONITORING, PRECAST RCB, RAIL ELECTRIC, RCP, REINFORC-
ING STEEL, ROCK BLANKET, SAWCUT/CURING, SHEET PILE, SOLDIER PILE, STEEL CAS-
ING, STEEL PILE, STRIPING, STRUCTURAL STEEL, SURVEYING, TEMP. MSE WALL, TRAFFIC
CONTROL, TRUCKING, T-WALL, SIGNS, V-DITCH/SLOPE PAV., WATER POLLUTION CONTROL.

Opportunities for quotations will be needed throughout the life of the project. Terms and conditions
should be made part of the quotations. 100% performance and payment bonds may be required for
the full amount of the subcontract price. Pulice Construction, Inc. will assist with obtaining bonding,
lines of credit, insurance by encouraging the SBE to work with state supportive services programs.
All responsive subcontractors must possess a current contractor’s license, insurance, and worker’s
compensation coverage complying with Pulice Construction, Inc. requirements and will be required
to sign the standard Subcontract Agreement

Pulice Construction, Inc. will analyze and consider each SBE quote received, including those that are
broken down into economically feasible units to facilitate bidding. Quotes must be valid for the same
period of time as specified by Owner for contract award. Any conditions or exceptions in Subcontrac-
tor’s quote are expressly rejected unless accepted in writing. Plans and Specifications are available
online at www.pulice.sharefile.com. Send SBE certification (DGS) with quote. Non SBE- Subs/
Suppliers: Indicate 2nd tier SBE participation offered on your quotation as it will be evaluated with
your price.

Pulice Construction, Inc. is committed to ensuring that SBE’s have the maximum opportunity to suc-
cessfully perform on this project, and to making good faith efforts in achieving the SBE goal.

Phone: (925) 803-4333 e FAX: (925) 803-4334
Estimator: Pete Timmerman
Email: PTimmerman@pacificstates.net

Pacific States Environmental Contractors, Inc
(PSEC) is preparing a bid as a Prime Contractor
for the project listed below:

Mission Creek ( Line L) Restoration Between
UPRR and Lemos Lane, In Fremont, Alameda
Gounty, Galifornia, Zone No. 6 Project.

Owner:
Alameda County Flood Control and Water
Conservation District.

BID DATE: March 8, 2016 @2pm

We hereby encourage responsible participation
of  Disadvantaged/Minority/ Women-Owned
Business Enterprises (D/M/WBE’s) and solicit
their subcontractor or materials and/or suppliers
and trucking quotation for the following types of
work including but not limited to:

Concrete, Trucking, Fencing, Hydroseeding,
Underground Pipe, Storm Drain, Striping,
Signage, SWPPP, Erosion Control, Painting,
Landscaping, Irrigation, Street Pile Shoring,
Concrete Fill, Pre-Fab Steel Bridge Construc-
tion, Hand Railing, Tree Protection, Dewater-
ing and Asbestos Abatement.

At our discretion, 100% Payment and 100% Per-
formance bonds may be required as a subcontract
condition. Please call if you need assistance in
obtaining bonding, insurance, equipment, mate-
rials and/or supplies for this project.

This will be a PREVAILING WAGE JOB.

Plans and specifications may be reviewed at our
office located at 11555 Dublin Boulevard, Dublin,
CA, as well as be viewed and purchased online at
www.ipdservices.com/clients/easbay? ALCO  or
by contacting Central blue Print at 17132 E. 14th
Street Hayward, CA 94541 (510) 276-3375, East
Bay Blue Print and Supply at 1745 14th Avenue,
Oakland, CA 94606 (510) 261-2990, or Custom
Blue Print 1944 Mt. Diablo Boulevard, Walnut
Creek, CA 94596 (925) 932-3113.

PSEC is willing to breakout any portion of work
to encourage Disadvantaged/Minority/ Women-
Owned Business Enterprises (D/M/WBE’s) and
solicit their subcontractor or materials and/or
suppliers and trucking quotation. If you require
any assistance, please contact the Estimator, Pete
Timmerman email him at PTimmerman@paci-
ficstates.net or call (925) 803-4333 and bids may
be faxed to us at (925) 803-4334. We are an equal
opportunity employer.

We are an equal opportunity employer.
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California Sub-Bid Request Ads

Shimmick Construction Company Inc.
8201 Edgewater Drive, Suite 202 ¢ Oakland, CA 94621

Phone (510) 777-5000 ¢ Fax (510) 777-5099

MBE/WBE Subcontractor/Supplier Bids Requested For:

South Interceptor 3rd Street Rehabilitation Phase 1
East Bay Municipal Utility District
Contract No. SD-379
Bid Date: March 9, 2016 until 1:30PM
Fax all quotes to 510-777-5099
Requesting certified MBE/WBE Subcontractor and Supplier Quotes on: Safety, Sand & Gravel, Concrete & Ce-
ment, Pipe, Fencing, Construction Area Signs, Traffic Control System, Traffic Count, Penetration Treatment
& Prime Coat, Seal Coat, Clean & Seal Pavement Joints, Minor Concrete Structure, Concrete Overlay, Joint
Seal, Reinforcing Steel, Air-Blown Mortar, Pipe Lining, Waterproofing, Lumber & Timber, Reinforced Con-
crete Pipe, Jacked Reinforced Concrete Pipe, Structural Steel Plate Pipe, Plastic Pipe, Reinforced Concrete
Sewer Pipe, Clay Sewer Pipe, Asbestos-Cement Sewer Pipe, Cast Iron Sewer Pipe, Sewer Manhole, Junction
Chamber, Drainage Pumping Equipment, Bottom Dump Trucking, Coring, Cutting, Construction Equip-
ment Rental

Plans and specifications are available for download at no charge by visiting http://www.ebmud.com/current-con-
struction-bids. Plans and specifications are also available for viewing by appointment only at Shimmick Construc-
tion’s Office: 8201 Edgewater Drive, Suite 202, Oakland, CA 94621.

Subcontractors and Suppliers interested in this project may contact Carlos Sotelo by phone at (510) 777-5000.

100% Performance and Payment bonds with a surety company subject to approval of Shimmick Construction Com-
pany, Inc. are required of subcontractors for this project. Shimmick Construction will pay bond premium up to
1.5%. Subcontractors will be required to abide by terms and conditions of the AGC Master Labor Agreements and
to execute an agreement utilizing the latest SCCI Long Form Standard Subcontract incorporating prime contract
terms and conditions, including payment provisions. Shimmick Construction’s listing of a Subcontractor is not to
be construed as an acceptance of all of the Subcontractor’s conditions or exceptions included with the Subcontrac-
tor’s price quote. Shimmick Construction requires that Subcontractors and Suppliers price quotes be provided at a
reasonable time prior to the bid deadline to enable a complete evaluation. For assistance with bonding, insurance or

lines of credit contact Scott Fairgrieve at (510) 777-5000.

Advertise your Sub-Bid Requests
in the Small Business Exchange.

With a monthly readership of 75,000,
SBE reaches a diverse audience, cutting
across ethnic and gender lines as well as

tradional industry segments.

Marketing
Plan in 2016

B Continued from page 1

make it concrete. Otherwise it’s just theory. You
need to be able to track progress against the plan.
Milestones help us get things done. We work to-
wards goals.

8. Important metrics. It takes real numbers to
actually work a plan. That might be sales, web
traffic or store traffic, leads, presentations, semi-
nars, conversions, tweets, posts, likes, follows, or
whatever. Make it measurable.

9. Review schedule. Keep your plan as short as
possible, just lists and tables, because its only
good for a few weeks before it needs revision.
The real world keeps intervening. You need to
plan ahead for a monthly meeting to review re-
sults and revise that plan.

10. Budgets. You have to manage the money. A
good marketing plan needs to include budgets
for expenses, and the sales that result from the
different activities.

About the Author:

Tim BerryFounder and Chairman of Palo Alto
Software and bplans.com, on twitter as Timberry,
blogging at timberry.bplans.com. His collected
posts are at blog.timberry.com. Stanford MBA.
Married 46 years, father of 5. Author of business
plan software Business Plan Pro and www.liveplan.
com and books including his latest, ‘Lean Business
Planning,” 2015, Motivational Press. Contents of
that book are available for web browsing free at
leanplan.com .

Source: www.sba.gov

FINAL DAYS TO APPLY for SBA’s Free
Emerging Leaders Initiative

Free seven-month intensive, ex-
ecutive entrepreneurship educa-
tion series is in final registration
period

The U.S. Small Business Administration’s free
Emerging Leaders executive-level training series is
launching in the Los Angeles area.

The Emerging Leaders training focuses on small,
poised-for-growth companies with potential for job
creation. The seven-month intensive, executive
entrepreneurship education series includes approxi-
mately 100 hours of classroom time per participant
and provides the opportunity for small business
owners to work with experienced mentors, attend
workshops and develop connections with their
peers, city leaders and financial communities.

“The SBA’s expansion of Emerging Leaders last
year to over 20 new locations made this invaluable
training accessible to more entrepreneurs than ever
before,” said SBA Administrator Maria Contreras-
Sweet.  “The training, mentorship and resources
that these small business owners receive help them
take their enterprises to the next level, spurring
business growth, job creation and stronger com-
munities.”

“The initiative has trained more than 3,000
promising small business owners in underserved
communities since its inception in 2008, and its
impact continues to expand, Contreras-Sweet con-
tinued.”

The Emerging Leaders initiative has been a cata-
lyst for expanding opportunities for underserved
communities. Graduates have reported that nearly
70 percent achieved revenue growth and over 80
percent created new jobs or retained all existing

jobs.  Graduates have secured federal, state, local
and tribal contract awards over $700 million.

Recruitment for the 2016 training cycle is in
its final days and classes are scheduled to begin in
April. Eligibility criteria and information on how
interested small business owners can apply can be
found at www.sba.gov/emergingleaders.

Source: www.sba.gov

U.S. Small Business Administration

Your Small Business Resource
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THE SMALL BUSINESS EXCHANGE ANNOUNGES AN INCREDIBLE WAY TO
INCREASE THE REACH AND EFFECTIVENESS OF YOUR ADVERTISING—

AND SAVE YOU MONEY
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NEWSPAPER WEBSITES: A DRIVING FORCE

NEWSPAPER WEBSITES REACH 110 MILLION UNIQUE VISITORS:
2/3 OF THE INTERNET AUDIENCE

Newspaper Website
Audience

Newspaper Wi ’bsite
Audigifce
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DEFINE YOUR TARGET AUDIENCE
RIGHT DOWN TO THEIR LICENSE TYPE
AND UNION AFFILIATION

Because you have access to
both SBE's “vetted business”
audience and Hearst's
proprietary audience data,

It's easy to target regional
customers across an‘entire
inventory of media and to
pin-point the best media for
reaching them. Audience
extension enables you to target
a ﬁ_rem_lum site audience—
which is often sold out—across
other sites that belong to the

same ad network.
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The Hearst Media Exchange
reaches 1/3 of that Audience

ABOUT SBE

Since we started the Small Business Exchange 31 years ago, we've
dedicated ourselves to making it easier for prime contractors and major
subcontractors to get the maximum effect from their advertising dollar.
Now we've taken our efforts one giant step further.

Through an exclusive arrangement with Hearst Corporation, we're
offering a whole new levelof advertising to clients like you.

Small Business Exchange, Inc.
795 Folsom Street 1st Floor, San Francisco, CA 94107
Phone: 415-778-6250 Toll Free: 800-800-8534 Fax: 415-778-6255 Email: sbe@sbeinc.com
Website: sbeinc.com






