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When it comes to marketing, like 

most things in life, if you fail to plan, 
you plan to fail.  Yet still I come 

across businesses owners from both 

large and small businesses who look 

at me blankly when I ask, “What is 

your marketing strategy, and do you 
have a marketing plan?”  Given the 

importance of marketing to most 

businesses, I find this frankly 

amazing.  
 

My personal feeling is that this 

lack of planning comes from the 

fact that many people in business 

today do not have a great deal of 

sales and marketing knowledge, 

and therefore would not even 

know where to start with drawing 

up a marketing plan.  They think 

that it is easier to dive right in and 

give it a go without really thinking 

about what they’re trying to 

achieve.  It’s no wonder then that 

so much money is wasted on 

ineffective marketing. 

 

We all know the best way to get 

to somewhere you don’t know is 

to study a map and plan a route in 

advance.  Just starting out on your 

journey and hoping that you 

actually arrive at your destination 

eventually is likely to take you a 

lot of time and energy, with a 

many wrong turns on the way. 

 

Well, marketing is no different.  A 

bit of time spent planning ahead 

can save a great deal of time, 

effort and money in the long run.  

 

 

The problem is though that most 

business owners do not know 

what a marketing plan looks like, 

and so they do not know where 

to start.  The truth is, however, 

that a marketing plan should be 

very simple and take no more 

than an hour or so to complete, 

and once you have done your first 

one, future plans should be even 

quicker! 

 

To develop your marketing plan, I 

recommend using a simple 7 step 

process based on the teachings of 

the father of guerilla marketing, 

Jay Conrad Levinson.  This guy 

was responsible for the “Marlboro 

Man” marketing campaign in the 

70’s, and what he does not know 

about successful marketing is 

probably not worth knowing. 

To follow this process, you just 

need to answer the following 7 

questions: 

 

 

 

 

 

1. What is the purpose of 
the marketing – what do I 

want the prospects to do? 

This is about starting with the end 

in mind.  Every piece of 

marketing/advertising should have 

a clear intended end result.  You 

want your prospects to take 

ACTION, but what do you want 

them to do, specifically?  If you do 

not tell them, they are unlikely to 

react in the way you want them 

to.   

 

Sometimes it is best to think of 

prospects as children: if we are 

not specific they will hear want 

they want to hear.  (Remember, 

“Communication is the response 

you get.”)  So, be clear what you 

want them to do – to call you, to 

take your call, to go to your 

website or to come to your shop?  

Marketing without a clear “call to 

action” is like throwing money 

down the drain. 
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2. Who is the target 

audience? 
You can’t be all things to all 

people.  If you try, your message 

will be weak and ineffective.  So 

be clear about who your ideal 

customer is, and target them 

specifically.  The narrower your 

focus, the more chance you have 

got of getting your message across 

to the right people.  Think 

“sniper” not “machine gun” 

marketing, so you need to be very 

clear who you are targeting, e.g. 

age bracket, income bracket, 

geographical area, etc. 

 

3. What is my competitive 

advantage that will make 

them take action? 
You have to know what it is about 

your product or service that is 

different to the competition, i.e. 

your Unique Selling Proposition 

(USP).  If you don’t know it and 

tell people about it, then why 

would they leave their current 

supplier and come to you?  If you 

haven’t defined your USP, now’s 

the time to do it! 

 

4. What are the benefits of 

buying from me? 

Most people list the features of 

their product or service in their 

marketing material: “we do this … 

it does that …” etc.  But if you 

“we” all over your prospects, they 

will not be happy!  You need to 

put the focus on the prospective 

customer and their needs.  When 

you start with “you will …” and 

highlight how they will benefit 

from your product or service, 

they will be far more receptive to 

your message. 

 

5. What are the marketing 

“weapons” I will use? 
In other words, how you are 

going to get your message across? 

There are many ways to do this: 

advertising, direct mail, 

telemarketing, PR etc.   

 

Each method has its strengths and 

weaknesses, and the key is to 

remember the target market you 

have identified – where are they 

likely to be in their largest 

numbers, and what method will 

be most appropriate to 

communicate with them?  This 

means you need to know your 

target market really well. 

6. How am I going to 

measure the results? 

If you can’t measure the results 

from you marketing efforts, then 

how are you going to know if it 

has been successful?  The famous 

saying goes, “Half the money I 

spend on advertising is wasted; 

the trouble is, I don’t know which 

half!”  So, you need to be sure 

that you can track response rates, 

which requires each campaign to 

have a unique code and your sales 

systems to have a means of 

identifying and recording when 

prospects respond to each 

strategy in your marketing plan. 

 

7. What is my marketing 

budget? 
Marketing should be seen as an 

investment not an expense, so for 

every pound put in, more than a 

pound of profit should be made. If 

you could guarantee this, then 

your marketing budget could be 

unlimited!  However, life is not 

like that, and so you must set a 

budget. This is why being clear 

how much you can afford and 

what Return on Investment (ROI) 

you want is important.  Once you 

know this, you can compare the 

results of your marketing 

campaigns, stop those that have 

low ROI’s and invest more in 

campaigns with high ones. 

 

Finally, remember that a business 

with one marketing campaign is 

like having a chair with three legs 

– it might hold up the company 

for a while, but in the long run it 

will fall over.  You should have a 

marketing plan with multiple 

strategies that you review 

regularly and tweak as necessary, 

and ensure that you turn it into a 

well-oiled machine that brings in 

the profits. 

 

So now you know how, take 

ACTION to write a great 

marketing plan and get those new 

customers on board! 
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Important Notice 
© Copyright 2017, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part without 

the publisher’s written permission is strictly 

prohibited. The publisher may be contacted 

at info@bizezia.com (+44 (0)1444 884220). 

Images are taken from Creative Commons 

(CC) – such images may be subject to 

copyright. Creative Commons is a non-profit 

organisation that enables the sharing and use 

of creativity and knowledge through free 

legal tools. The front cover graphic in this 

issue is “Progress” by NAVFAC is licensed 

under CC BY 2.0. 

 

Articles and information contained herein are 

published without responsibility by us, the 

publisher or any contributing author for any 

loss howsoever occurring as a consequence 

of any action which you take, or action which 

you choose not to take, as a result of this 

publication or any view expressed herein. 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. 

 

Any hyperlinks in the article were correct at 

the time this article was published but may 

have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

 

The information is relevant primarily within 

the United Kingdom but may have application 

in other locations. These disclaimers and 

exclusions are governed by and construed in 

accordance with English Law. 
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