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EXECUTIVE SUMMARY

Seguin Services Inc. (SSI) created SeguinWorks as a small, entrepreneurial
business venture. SeguinWorks is comprised of a unique group of 3 businesses:
e Auto Marketplace (AM)
e Lawn Care & Snow Removal
e Lawn and Garden/Horticultural Center

In March 2004, a Market Feasibility Study (MFS) reviewed the small business
ventures and concluded that of the 3, the Auto Marketplace is best positioned to
immediately address SeguinWork’s 3 primary objectives:
1) create jobs for Seguin clients
2) operate on at least a breakeven basis with the goal of earning a profit, and
3) undertake and successfully complete a focused Community Economic
Development (CED) Project.

Using the work completed in the AM MFS, this document continues the process
of creating formalized business operations for the AM.

The AM has proven to be a growing operation and an asset to Seguin as well as
a valued service to the community. Jobs are being created, vehicles are being
donated, and members of the immediate community are visiting the AM and
purchasing vehicles on a daily basis.

The objective of this document, the AM Strategic Marketing Plan (AM SMP) is to
outline the next steps in the process of building a marketing capacity and function
in the AM, and to market the services, products and community benefits of the
AM in a proactive and positive manner to the immediate community, potential
partner charities, buyers and donors, and philanthropic organizations.

The AM SMP is the next step in the creation of an organization that operates
using best practice methods and processes adopted for use in a not-for-profit
environment. The desire is to create an organization that reliably serves the
donor and buyer communities with; products, services and information which is
perceived to be the easiest to use, most accurate in the market and, at the same
time, returns the most benefit to Seguin participants and to the community.

The AM SMP will focus on providing an overarching framework for building a
tactical marketing operation for the AM. All of the various factors of the
marketing strategy including, but not limited to: the overall marketing mix,
individual programs, lot operation, and outbound marketing will be examined,
discussed.

The AM is a success today, with the AM SMP, SSlI is seeking to move the
operation and offerings to the next level of excellence.
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This report is copyrighted property of Dr. David Pistrui and John K. Thompson.

This report is one deliverable in a series of strategic documents and studies completed for Seguin
Works.

Any unauthorized use, photocopying, or electronic distribution will be viewed as an infringement
of the author’s rights and copyright.

Similar studies and research work are available from Acumen Dynamics, LLC.
Please contact Acumen Dynamics, LLC at info@acumendynamics.com for more details.

© 2004, 2005 Acumen Dynamics, LLC.

7
© - Pistrui, Thompson - 2004



