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1. Marketing Research 

1.1. Understand the Industry you’re Marketing (and who you’re marketing to) 

1.1.1. How big is the Market? 

1.1.2. What are the Marketing Segments? 

1.1.3. What segments will you compete in? 

1.1.4. Your Distribution Channels 

1.1.4.1. How will you provide your services?  Where will you conduct your business? 

1.1.4.2. What are your customers’ preferences? 

1.1.4.3. Will you pioneer a new distribution channel? 
 

1.2. Your Competition 

1.2.1. Who is your Direct competition? 

1.2.2. Who is your Indirect competition? 

1.2.3. How will you differentiate your business from your competition? 

[see Differentiators and Market Positioning slides] 

1.2.4. What’s your competition doing? 

Pricing, services offered, target market, marketing, etc. 
 

1.3. Your Customers 

1.3.1. Who are they? 

B2C, B2C 

1.3.2. Demographics 

Location, which groups need your product/service vs. which groups want your 

product/service, age, gender, ethnicity/language, marital status, income level, education 

level, interest in sustainability, need for comfort, level of need to save money, etc. 
 

1.4. Your Company / Your Business 

1.4.1. What does your company do well/not-so-well? 

1.4.2. Look critically at your business and how you operate (or want to operate) 

1.4.3. SWOT—Strengths, Weaknesses, Opportunities, Threats 

1.4.3.1. Strengths – Technology, Financial, Geographic, Employees 

1.4.3.2. Weaknesses – Technology, Brand, Financial, Employees 

1.4.3.3. Opportunities – Unfilled niches, Poor service, Competition 

1.4.3.4. Threats – Political, Technology, Substitution, Trends 

 

 

 

 

 

 

 

 



 

                         

 

 

2. Marketing Strategy 

2.1. Unique Sales Proposition/Unique Value Proposition 

2.1.1. What makes you uniquely special? 

2.1.1.1. If you don’t know, then your customers won’t know (or care). 

2.1.1.2. Hopefully you have a very clear and organized way of thinking about how you’re 

different from your competition. 

2.1.2. You need to define your Proposition in a way that your customers can not only 

understand it, but actually embrace it; create a good story 
 

2.2. Your Brand 

2.2.1. The business vision of who you are, what you stand for, and how you do business. 

2.2.2. Logos, websites, business cards, & taglines merely reflect & project your brand image 

2.2.3. Mission/Vision Statement 
 

2.3. Services 

2.3.1. What are they? 

2.3.2. What does it mean to the customer? (easier, better, faster, cheaper, etc) 

2.3.2.1. General description of each service, along with its pricing and distribution 

channels 

2.3.2.2. Always keep in mind the customers’ needs, wants, & desires 

2.3.3. Features vs. Benefits 

2.3.3.1. A feature is a factual statement about a service—it’s what a service is. 

2.3.3.2. A benefit is what those features mean to the customer—it describes why your 

customers should care 

2.3.3.3. “People don’t want to buy a quarter-inch drill; they want a quarter-inch hole.” 

2.3.3.4. Sell your benefits, don’t push your features.  Benefits are what matter to your 

clients, so make sure they understand how doing business with you will 

somehow make their life better. 

2.3.4. Pricing 

2.3.4.1. What will you charge for your services?  Why? 

2.3.4.2. Do you have a tiered/variable pricing model? 

2.3.4.3. How do your rates compare to your competitors’? 

2.3.4.4. Are there benefits to being cheaper than your competition? 

2.3.4.5. Are there benefits to being more expensive? 

2.3.4.6. Long term plans 

2.3.5. Distribution Channels 
 

2.4. Goals 

Where do you want your business to take you; what outcome are you hoping to see from your 

efforts? 

2.4.1. Identify your Goals 

2.4.1.1. What do you want to happen 



 

                         

 

 

2.4.1.2. How long will it take? 

2.4.2. Identify your Message 

2.4.2.1. What’s the message you want your customers to associate with your business? 

2.4.2.2. How will it benefit your customers and differentiate your company? 

2.4.2.3. Unique Specialty? 

2.4.2.4. If not, keep the message focused on solving your customers’ problems or 

fulfilling their needs 

2.4.3. Identify your Budget 

Make marketing budget decisions before you start spending money. 

2.4.4. Define and Measure your Goals 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

                         

 

 

3. Promotion Tactics 

About getting your brand-specific message to your target clientele 

3.1. Advertising and Promotion 

3.1.1. Advertising 

3.1.1.1. Radio, TV, Pay-per-click, Newspapers, Magazines, Outdoor advertising, etc. 

3.1.1.2. What would be best for your clients, message, and budget? 

3.1.2. Promotion 

3.1.2.1. Website, Social Media, Content (blog, .pdf, video, podcast, Houzz, social media 

channels, etc) 

3.1.2.2. What would be best for your clients, message, and time? 

3.1.2.3. You really can’t do business effectively without a website. 

3.1.3. Marketing Collateral 

3.1.3.1. What is it? Business Cards, Pamphlets, Rack Cards, Flyers, Postcards, 

Appointment Cards, Product Data Sheets, Door Hangers, Samples, etc. 

3.1.3.2. Good Design vs. Good Printing 

3.1.3.3. Business Card vs. Everything Else 

3.1.4. Direct Marketing 

3.1.4.1. Directly contacting potential clients 

3.1.4.2. Direct mail and email campaigns; Depend on good lists 

3.1.4.3. Door-to-door and flyer handouts 

3.1.4.4. Often not very effective due to targeting difficulties 

3.1.5. Social Media 

3.1.5.1. Facebook, Twitter, LinkedIn, Google+, Pinterest, Tumblr, StumbleUpon, 

YouTube, Houzz, etc. 

3.1.5.2. Social media needs to become an integral part of your overlapping marketing 

campaign 
 

3.2. Public Relations 

3.2.1. Press Releases 

3.2.1.1. Local Press likes local stories 

3.2.1.2. Utilize both industry resources and popular sources; be creative 

3.2.1.3. Possibility of leading to a real newspaper article or television interview 

3.2.1.4. Possibility of becoming an ‘Industry Expert’ for the business/health/lifestyles 

editor or for reporters. 

3.2.1.5. There are both free and paid “Press Release Services”; Paid services are 

relatively expensive 

3.2.1.6. Utilize the proper format; don’t write an ‘Infomercial’; Send it in the email body 

(not as an attachment); Post it on your website (for SEO) 

3.2.2. Blogs 

3.2.3. Social Media 

3.2.4. Volunteer, Civic, and Charity Work 



 

                         

 

 

3.2.4.1. Especially effective with well-known or respected groups 

3.2.4.2. Includes SBDCs, business incubators 

3.2.4.3. Allows you to inform the public, mentor, and lead classes/seminars while 

establishing yourself as an expert 

3.2.4.4. About immersing yourself in the organization 

3.2.5. Speaker & Workshop Leader 

3.2.5.1. Offer Classes and give talks 

3.2.5.2. Consider working with civic (etc) groups as a speaker, rather than as a group 

member 
 

3.3. Networking 

3.3.1. Basics 

3.3.1.1. Relatively low-cost 

3.3.1.2. Puts you in front of potential customers, competitors, local business owners, 

potential employees, and people who can help promote your business by word 

of mouth. 

3.3.1.3. At networking events, don’t attempt to meet as many people as you possibly 

can and hand out your business card; make deeper connections with a few 

individuals and bring value to the relationship; figure out ways to make 

connections/introductions/referrals for them 

3.3.1.4. Don’t try to make a sale—you’re building business relationships and networks; 

provide value and interest before asking for their business 

3.3.1.5. Networking, like social media, is a long-term process and won’t generate 

immediate results 

3.3.1.6. Organized networking events, phone calls, e-mail, personal notes, greeting 

cards, face-to-face meetings, volunteering 

3.3.1.7. Contact Clients at least 4x per year; Business Associates at least 3x per year; 

Prospects 6x per year 

3.3.2. The Elevator Pitch 

3.3.2.1. “So, what do you do?” 

3.3.2.2. A brief statement about who you are, what your business does, and why anyone 

should care (with emphasis on the latter). 

3.3.2.3.  “I turn [lawyers, architects, engineers, doctors] and other business 

professionals into experts.  I help them create a brand and develop marketing 

tools.” 

3.3.2.4. Have different pitches for different people/groups:  Random person you meet, 

someone who might have an interest in your business, someone at a 

networking meeting, someone you’re actively trying to sell to 

3.3.2.5. Write it down and practice it 

3.3.2.6. 20-30 seconds and should make them want to know more about your business. 

In reality, you probably only have about 10 seconds to capture their attention. 



 

                         

 

 

3.3.2.6.1. How are you unique 

3.3.2.6.2. Speak to the customer’s pain 

3.3.2.6.3. Make it interesting 

3.3.2.6.4. Keep it simple 

3.3.2.6.5. It’s not about you—your customers probably don’t care about you 

3.3.2.6.6. Practice, practice, practice 

 

3.4. Action Plan 

Identify the Marketing Plan you’ll use, then say what you’ll do to make it happen. If you don’t 

actually do something, then nothing will happen. 

3.4.1. Develop a system for managing your marketing plan; spreadsheets, along with apps like 

Trello or Pomello,  and any other project management/calendar software work well for 

this 

3.4.1.1. Activities required 

3.4.1.2. Specific Goal 

3.4.1.3. Requirements (time, money, creativity) 

3.4.1.4. Schedule 

3.4.2. Divide your Action Plan into Phases; based on some prioritizing element—the order they 

need to be performed, money, etc. 

3.4.3. Example Action Plan 

Phase 1 

3.4.3.1. Marketing Research 

3.4.3.2. Marketing Strategy + Branding decisions 

3.4.3.3. Hone Message + Develop Brand 

3.4.3.4. Elevator Pitch 

3.4.3.5. Business Card 

3.4.3.6. Website 

3.4.3.7. Revisit Message & Elevator Pitch 

Phase 2 

3.4.3.8. Begin Social Media 

3.4.3.9. Networking 

3.4.3.10. Web Content (blog, white papers, information, etc.) 

3.4.3.11. Ramp up Social Media 

Phase 3 

3.4.3.12. Other traditional marketing & online marketing? 

 

 

 

 

 



 

                         

 

 

4. Metrics 

 


