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MDA Certification 

Program 
The Minority and Small    

Business Development     

Division administers  the 

state’s certification program 

which identifies minority and 

women owned businesses 

and seeks to increase       

opportunities for them by 

providing advocacy,           

assistance,  and access to 

resources and training.   

Model Contractor 

Development Program 
The Model Contractor        

Development Program is a 9 

week program designed to 

teach new and emerging  

contractors good business 

practices that will build     

capacity, improve             

competitiveness and increase 

bonding ability. 

Mississippi Minority 

Business Registry 

The Mississippi Minority    

Business registry (MMBR) is a 

website where minority– and 

woman-owned businesses 

can register themselves in a 

searchable, statewide       

database.  For more          

information or to register, visit 

www.mmbr.org. 
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New to 8(a)….Now What? 
Craig Harvey, COO, VP, NVision Solutions, Inc.,  

President, Magnolia Business Alliance 

You spent countless hours 

preparing the documenta-

tion for your 8(a) applica-

tion; you work hard man-

aging your own company 

and now you have certification in hand. Did you 

expect a check to come with it? Or people to call 

you up with a contract in hand? It doesn’t work 

that way. In fact, getting the certification may 

have been the easiest step. So, what do you do 

next?  

Getting ready to work 

The first step is making sure your accounting 

practices and system are ready for 

federal government audit. You 

need to know how to compute a 

federally acceptable overhead, 

G&A, and defensible fee structure 

before you actually win a contract.   

Otherwise, you risk underbidding 

and putting your company in fi-

nancial jeopardy.  Once you win 

an 8(a) contract, Uncle Sam will look deeply into 

how your run your business.  Be ready. Much to 

everyone’s surprise, you cannot “WRITE OFF” 

many normal costs; in fact there are numerous 

expenses you may incur that the government will 

not pay for through overhead: golf, alcohol, adver-

tising, etc. 

Effective marketing 

Why haven’t the contract offers started rolling in? 

Because you have more work to do. Your second 

step is to craft a company story or vision that 

makes you desirable to a federal contracting of-

ficer. You tell your story by investing in your brand, 

taking every opportunity to get your name out 

where it will be seen and heard by government 

employees, program managers, prime contractor 

program managers, and most importantly con-

tracting officers. Hosting a hole at a golf tourna-

ment doesn’t really get the job done. TV spots or 

newspaper ads don’t get it done either nor adver-

tising in magazines. While it is great to see your 

name in print and your family will be impressed, 

these strategies really don’t lead to 8(a) con-

tracts.  

Your best mileage will come from 

making appointments with the 

small business liaison for every 

federal and state agency in your 

vicinity and personally presenting 

a corporate brief. Don’t “drop it 

off” with small business advo-

cates. Make a power point 

presentation with handouts and 

present the business case which 

demonstrates why they can’t live without your 

expertise and why your pricing, professionalism, 

and dedication are better than everyone else’s, 

And “oh by the way” you have this 8(a) certifica-

tion they can use. Do not lead with, “I’m 8(a) and 

you have to give me work.” Set yourself apart, use 

professional business cards, and leave a profes-

sional corporate brochure or tri-fold.  

Displaying booths at tradeshows is 

typically cost prohibitive, but some-

times necessary to show that you 

Did you expect a check 
to come with it? Or  
people to call you with       
contract in hand?  It 
doesn’t work that 
way. 
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8(a) con’t. 

 Free Webinar—May 9, 2013 

are a “real” company.  Once you commit to 

appearing at a particular tradeshow, do it 

every year. Continuity is king!   

Get the word out 

Tout your successes using press releases. 

Let the local paper, news channel, or busi-

ness association know of your success.  

Many times these groups look for “feel 

good” stories for the press. This coverage is 

basically free advertising. Make friends with 

other successful business owners. Solicit 

advice, partnerships, and opportunities to-

gether.  

You MUST have a professional and current 

web site, and professional email address. It 

is very important to own your own domain 

(www.yourname.com), and email address 

associated with that name 

(ylastname@yourname.com). Your profes-

sional appearance starts on the Web. Don’t 

spam people with unwanted ads, you’ll just 

get blocked. If you do a quick Google search 

for your name or your business and nothing 

positive comes up, that is bad news. On the 

web, press releases take on a 

life of their own and insure 

that your success stories stand 

the test of time. 

Success 

Your 8(a) success first de-

pends on your ability to be-

come known in the contracting 

world as well as to the SBA 8

(a) program office in your state 

followed by ability to make 

contacts at the project or pro-

gram manager level within the government 

programs.  

Make no mistake, 8(a) is every bit as com-

petitive as open competition but you are 

competing with companies and people who 

have gone the extra mile to get certified. 

Competition doesn’t get any easier; it’s just 

with fewer companies.  Don’t waste any 

time. Start the marketing on day one and 

develop your marketing skills 

as you go. Resist the urge to 

go hire a lobbyist right away, 

though they have value, it will 

be a tough sell unless you are 

already a mature company 

becoming 8(a) certified. The 

same thing is true with a busi-

ness development person. It 

takes a lot of contracts with a 

healthy fee to support fulltime 

overhead positions.  

Nobody is going to send you a 

check. Your line to a government program 

manager is: “OK, if you want to use my com-

pany for this, I can make it easy, and your 

contracting officer will love you for it. I am 

an 8(a) certified company, this will be easy”.  

And that is the truth! 

MBA Press Release Service 
Please take advantage of MBA’s Press Release Service. If you have a new business or 

a new product or  service you would like to announce, please contact MBA staff to 

help you create a press release that we can distribute through our free Press Release 

Service,  mbainfo@magnolia-ba.biz or 228-295-7117. 

   Join us for a FREE WEBINAR 

Proposal Writing for Federal Contracting 
May 9, 2013, 1 pm to 2 pm 

Keys to writing a winning proposal 
Part of the Second Thursday Webinar Series 

During this presentation, participants will learn tips and strategies on   
Proposal Writing to aid in writing a winning proposal. This presentation is a 
must for any business! 
All registrants will receive a confirmation email. Registrants will be emailed                
information about joining the Webinar prior to May 9th 

 

Space is limited. 
 

To register click here 
 

For more information:  228-295-7117 or email: info@magnolia-ba.biz 
 Presented by the Magnolia Business Alliance 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
System Requirements:   PC-based attendees:  Windows® 
7, Vista, XP or 2003 Server  
Mac®-based attendees: Mac OS® X 10.6 or newer 

For more help, contact MBA: 

Lori Moran , email:  lmoran@magnolia-ba.biz          Elizabeth Kilpatrick, email:  ekilpatrick@magnolia-ba.biz 

Office:  228-295-7117      Fax:  228-295-7119  

Make no mistake,     

8(a) is every bit as 

competitive as open 

competition….you 

are competing with 

companies who have 

gone the extra mile to 

get certified. 

mailto:mbainfo@magnolia-ba.biz
http://www.magnolia-ba.biz/events/1789/proposal-preparation-for-federal-contracting-webinar/
mailto:info@magnolia-ba.biz
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mailto:ekilpatrick@magnolia-ba.biz


The Minority Enterprise is a 

program of the  Magnolia 

Business Alliance. 

Minority Enterprise 

13131 Hwy 603, Suite 208 

Bay St. Louis, MS 39520 

Phone:  (228) 295-7117 

Fax: (228) 295-7119 

Email:  

 info@magnolia-ba.biz 

Web:  

 me.magnolia-ba.biz 

Upcoming Events  

Model Contractor Development After 

Care Program 

May 2, 2013, 1:00 pm—4:00 pm 

The Accelerator, Hattiesburg 

 

2013 Government Procurement  

Opportunities Conference 

May 8, 2013, 1:30 pm—5:00 pm 

Vicksburg Convention Center, Vicksburg 

     

Free Webinar—Proposal Writing for Federal 

Contracting 

May 9,  2013, 1:00 pm—2:00 pm 
 

 

Innovate Mississippi—Business Plan 

Competition 

May 21, 2013, 9:00 am—5:00 pm 

Jackson Convention Complex, Jackson  

 

One-on-One Business Counseling and 

Mentoring 

Contact MBA for an appointment 

MDA Loan Programs 

The Minority Business Loan 

Program provides business 

loans to qualified minority 

and women owned           

companies. These loans are 

administered by the Planning 

and Development Districts.   

The Capital Access Contract 

Loan Program provides    

project financing for qualified 

borrowers that hold contacts 

or subcontracts on public 

projects.  These loans are 

administered by MinCap. 

Minority Surety Bond 

Guaranty Program 

The Minority Surety Bond 

Guaranty Programs assists 

eligible minority and women 

owned businesses with    

establishing a bond line and 

acquiring bonds from a   

Surety Company in order to 

carry out public projects or 

private projects with public 

incentives.  

For program assistance,  

contact the Magnolia       

Business Alliance or visit the 

Mississippi Development 

Authority website: 

www.mississippi.org 
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MDA Programs 

B&F Distributors, LLC 

For More Information, www.magnolia-ba.biz,                    

call 228-295-7117 or email: info@magnolia-ba.biz 

Company Spotlight 

B & F Distributors LLC 

(operating: Tactical 

Store) is a retail store 

that specializes in the 

sale of Tactical Gear, 

Tactical Clothing, and 

Tactical Accessories for 

Law Enforcement, Mili-

tary, Security, Fire and EMS personnel. B&F is certi-

fied by the SBA as 8(a), Hubzone, EDWOSB, SDB, DBE 

and Woman-Owned and by the Department of Trans-

portation as DBE.  

 

Brief Company History  

A native of  Foxworth, Mississippi, Dessie Minor, the 

sole owner of B & F Distributors LLC always dreamed 

of owning her own company.  “With inspiration , I put 

my Chicago State University business administration 

studies to work and started my own 

wholesale snack food distribution 

business in 2002,”  said Minor. 

 

B & F Distributors, a sole proprietor-

ship, began business with $1,000 

and a leased truck delivering potato 

chips and cookies to one grocery 

store. With long hours and hard 

work the company quickly grew to 

include 19 stores, including Big Star, Walmart, TNT, 

Uncle Guys, Food Mart and more, thereby increasing 

its capital investment to more than $20,000. 

 

In November 2003, Ms. Minor transformed her com-

pany into a Mississippi limited liability company 

(single member) in accordance with the Mississippi 

Code of 1972 (as amended) and increased its distri-

bution line to include janitorial supplies. This in-

creased the customer base of B&F Distributors, LLC to 

include Forrest County, Hattiesburg Public Schools, 

and Stone County Correctional Institute. 

In 2009 B&F utilized its management skills and was 

contracted by the Army and Air Force Exchange to 

provide tactical gear and accessories to the United 

States Army and Air Force at Camp Shelby, Mississip-

pi. B&F was awarded the contract based on its aggres-

sive management style, favorable pricing and ability to 

form an experienced management team.   

 

In that same year B&F was awarded the “Outstanding 

Minority Business Award for Excellence” by the Missis-

sippi Minority Business Alliance. In April 2011, B & F 

was unsuccessful in the bidding process at Camp 

Shelby  and opened in its present location at 103 

Broadway Drive, Hattiesburg.    

 

Management  

The store is operated and managed by its owner, Des-

sie Minor, who has over 20 years of managerial expe-

rience. Minor’s business philosophy 

speaks to her success “from small 

beginnings to great expectations.” 

  

In 2011, B & F began its construction 

division and has completed projects 

for the US Army Corps of Engineers, 

FEMA and Gulfport Regional Airport. 

 

For more information or to contact B & 

F Distributors, LLC: 

 

Telephone:  601 544-4463 cell 601-310-4156 

Hours:  9:00 a.m. - 6:00 p.m.  Monday – Friday 

             9:00 a.m. – 2:00 p.m. Saturday 

 

3203 Fernway Drive, Hattiesburg, MS 39401 

Store: 103 Broadway Drive Hattiesburg, MS 39401 

 

On the web:  http://bfdistributorsllc.com/ 

Dessie Minor 

mailto:info@magnolia-ba.biz
http://me.magnolia-ba.biz/
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http://www.magnolia-ba.biz/events/1788/2013-government-procurement-opportunities-conference/
http://www.magnolia-ba.biz/events/1788/2013-government-procurement-opportunities-conference/
http://www.magnolia-ba.biz/events/1789/proposal-preparation-for-federal-contracting-webinar/
http://www.magnolia-ba.biz/events/1789/proposal-preparation-for-federal-contracting-webinar/
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Business Tips 

Seven tips to get your marketing message right 
by Caron Beesley Community Moderator, US Small Business Administration 

How do you describe your business to the 

world? What words sum up your brand identity 

and what you have to offer? Are you clearly 

explaining your business value? 

 

It takes a little time and thought to get your 

marketing message right, which is why so 

many small businesses fall back on their 

“About Us” page or product descriptions to 

describe what they do and for whom. The 

problem with this approach is that this mes-

sage is always about the business 

itself, and not about those you are 

trying to connect with – your cus-

tomers. 

 

Getting your marketing, position-

ing, and brand statements right is 

an essential step to building your 

overall business identity. In mar-

keting circles, it’s called the 

“marketing platform,” and here 

are some tips to help you get it 

right. 

 

1. Understand Your Target Market 

and Niche 

If you want to connect, you have to 

know with whom you’re connect-

ing. For this, you need to deter-

mine your niche. Ask yourself what you are 

selling and to whom. Are the benefits of deal-

ing with your business clear and are they 

aligned with the needs of your target custom-

ers? Answering these questions will help you 

focus your messaging and play to your 

strengths in that niche.  

 

2. Think About Pain Points, Challenges, Needs 

and Desires 

Every business, product, or service responds 

to a customer’s pain point: a need, a problem, 

a desire, or a challenge. How you address 

these “pain points” is critical to your messag-

ing. For some businesses, like a plumber, for 

example, these needs seem obvious. For oth-

ers, pain points may be a little harder to de-

fine. For example, an upscale seafood bar and 

restaurant in a suburban community may or 

may not be addressing a problem or pain 

point. But you can certainly weave a benefit 

statement around the fact that it’s helping 

residents enjoy a taste of big-city dining right 

on their doorsteps and meets an emotional 

need for good times close to home! 

 

3. Tell People About your 

Product - Succinctly 

Products are a key part of 

what you do, but they are not 

everything. Your product or 

service should only be a 

small part of your overall 

message. Yes, it’s what you 

bring to your target audience, 

but you are offering more – 

customer service, agility, 

convenience, reliability, expe-

rience, etc. So consider all 

these issues in light of what 

they mean to your customer. 

What’s the “so what” factor? 

What benefit does it realize 

for them? 

 

4. Add Proof Points 

A proof point backs up what you have to say 

about your business. Think of it as a “don’t 

just take our word for it” statement. Proof 

points include customer quotes, success sto-

ries that you write, case studies, and refer-

ences. They’re important because they show 

how your business has solved the problems of 

others. A few words or paragraphs can convey 

the customer’s challenge, the solution you 

delivered, and the results they gained. 

This is a great exercise because it focuses you 

on the customer experience. Use these as 

stand-alone messages or incorporate the com-

mon themes you see into your messaging. 

 

5. Figure out how you are Different 

What makes you unique in your niche and to 

your target market? You’ve outlined your prod-

uct and you know your customer, but how are 

you different from the competition? Try to tie 

those differences to perceived value – i.e. why 

should your customer care about what you do 

or provide? 

 

6. Decide on a Messaging Platform 

What you are aiming for is flexibility. You want 

to be able to slice and dice your messaging to 

suit your audience, your collateral, a promo-

tion, or a sales pitch. A common approach is 

to create 25-, 50-, and 100-word versions of 

your message. The shorter version can be 

used in advertising copy, elevator pitches, or 

sound bites in marketing materials. The longer 

versions give you more flexibility to add specif-

ic services, benefits, and value statements, 

backed up by proof points, about why custom-

ers should do business with you. 

 

7. Use Your Messaging Consistently 

Once you have your message developed, 

make sure everyone is singing from the same 

song sheet, from your sales people to your 

front desk and across your website and mar-

keting pieces. The more your customers hear 

it, the more likely it will be to resonate and 

stick. 

 

Reprinted from SBA.gov,,  About the author Caron 
Beesley is a small business owner, a writer, and 
marketing communications consultant. Caron works 
with the SBA.gov team to promote essential govern-
ment resources that help entrepreneurs and small 
business owners start-up, grow and succeed. Follow 
Caron on Twitter: @caronbeesley 

Networking Social 

June 17, 2013, 4:30 pm to 6:30 pm, Lazy Magnolia, Kiln, MS 

Please join us for a Networking Social at the Lazy Magnolia Brewery              
7030 Roscoe Turner Road, Kiln, MS 

Networking     hors d’oeuvres     Beer Tasting     Free Souvenir Glass  

Space is limited! *                                                                                                                                    
*$10.00 per registrant deposit requested.  Deposits will be refunded to attendees the evening of the event 

Register today:    Networking Social - June 17  
                      For more information or to register by phone:  228-295-7117 or email info@magnolia-ba.biz 

  

 

Networking Social—June 17 

 

 

 

 

 

Need Directions?  Click here 

http://lazymagnolia.com/verify.php
http://www.sba.gov/home
https://twitter.com/caronbeesley
http://is.gd/mba_network
mailto:info@magnolia-ba.biz
http://lazymagnolia.com/contactus.php

