
Chapter Two

Determining
YourNeeds
Now that we’ve established that your business 

needs to market itself, it’s time to delve a bit 
deeper into the specifics of doing so. Developing 
a successful campaign is more than just slapping a 
flyer together and tacking it to your local Agway’s 



bulletin board. It is a time consuming process 
that requires a great deal of thought and many 
different considerations ranging from goals to 
customer reactions and methods by which to get 
the information to your audience. This text will 
focus primarily on those businesses that are part of 
the horse industry, but these suggestions can apply 
to virtually any type of company.

First you must decide what your business’ 
end goals are. Think about what you want your 
marketing campaign to do.  Is the intent to simply 
attract more customers, or did you have something 



more specific in mind such as increasing the 
number of horses your farm sells per year? 
Perhaps you operate a hunter-jumper lesson barn 
and are interested in taking on more students, or 
starting up an entirely new program for western 
riding or special needs students. No matter what 
your specific plans are, it is important to remember 
that the time and money you invest into any sort of 
marketing stands a much better chance of proving 
beneficial if you have an end goal. Furthermore, 
having these in mind can save you money for 
the time your marketing company might have 
otherwise spent trying to develop these goals on 
your behalf. And, frankly, no one but you can 
properly decide your business objectives.

The next facet to consider is your audience.  
Who are you trying to reach? If you own a 
theraputic riding program, you would likely be 
trying to reach the people in need of this assistance 
or their loved ones. Do you research. Learn what 
sort of specials needs these students might have. 
Find out if there are certain demographics that 
would be more likely to take part in your program 



than others.  Ask other theraputic riding programs 
about their clients and who they have found success 
with.  Be careful, however, as this can sometimes 
backfire if you wind up calling a location that you 
would consider your competition.  When I gather 
information, I like to call similar companies that 
are well out of my potential range to help ease 
any fears they might have about giving away 
their “secrets.”  (I even had one company give me 
false information just to lead my astray and try to 
prevent competition! What does that say about the 
confidence they have in their business?)

Remember, it is important to consider your 
competition and their locations relative to your 
business. If you are unfortunate enough to be 
within a short distance of a farm with an identical 
business plan, determine ways in which you can 
set yourself apart and communicate these to the 
experts you’ve hired to help.  Some companies will 
operate based solely on what you, the business 
owner, want, and others will operate based on 
what their experience says will be effective.  Don’t 
be afraid to stand your ground if the experts are 



hesitant to go along with your plans, but don’t 
be afraid to let them take the reins to an extent, 
either.  After all, you are paying them to develop a 
strategy to bring you business.  Compromise with 
them, and challenge them to find what will work 
while still maintaining your personal suggestions.

Before you meet with your marketing company, 
be sure to reflect on what sort of reactions you 
want to get from your audience when they see 
your ads or think about your business.  Ideally, you 
want a positive reaction that convinces potential 
customers to invest in your company in one way or 
another. Photos of a beautiful property and smiling 
children on horseback would evoke these positive 
emotions in clients and prove helpful to a farm 
offering horse-centered summer camps.

Depending on the type of business, however, 
negative reactions could actually prove to be more 
favorable.  Where it could be detrimental to use 
a photo of a malnourished horse on the cover of 
a brochure for a boarding facility, using this same 
image as an attention-getting device for a horse 
rescue operation could help elevate awareness 



for the situations of many animals and drum up 
donations and support for that rescue.

Lastly, never forget to think about your budget.  
It is recommended that businesses spent 7-8% 
of their revenue on marketing, of which 2-3% is 
dedicated solely to the production of marketing 
materials. Depending on your goals, you may 
choose to spend more or less, but always be 
sure to ask your marketing experts about how 
the success of your strategy can be discernably 
tracked.  Having the ability to clearly and easily 
see your return on investment is not only useful for 
determining future budgets and strategies, but it 
can be quite satisfying to see the numerical proof.  

Now that you have thought some things 
through, it’s time to learn a little more about the 
actual process of marketing and how to determine 
if a specific company’s process will work for you.


