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1. Your Business
The first step in creating your marketing strategy is to identify and be crystal clear on what it 
is you are marketing.

Start by refamiliarising yourself with your business and try to look at it through a customer’s 
eyes.

Answer the following questions:

1. What does your business do? What products or services do you sell? 

2. What are the benefits to your customer? What problems do your products or services solve?

3. What is your unique selling proposition? What makes you different to your competitors?
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1. Your Business SWOT ANALYSIS

STRENGTHS

The purpose of a SWOT Analysis is to get you thinking about everything that could potentially 
impact the success of your business. 

Failure to consider a key strength, weakness, threat or opportunity could lead to poor business 
decisions.
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WEAKNESSES

OPPORTUNITIES THREATS



1. Your Business
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Consider the following aspects when completing your SWOT Analysis:

l Advantage
l Capabilities
l Assets and people
l Experience
l Financial reserves
l Value proposition
l Price, value, quality

l Areas to improve
l New market segments
l Competitors’ weaknesses
l Industry trends
l New products
l New innovations
l Key partnerships

l Disadvantage
l Gaps in capability
l Cash flow
l Suppliers
l Experience
l Areas to improve
l Causes of lost sales

l Economy movement
l Obstacles faced
l Competitor actions
l Political impacts
l Environmental effects
l Loss of key staff
l Market demand

SWOT ANALYSIS



1. Your Business
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CURRENT SITUATION

Take a moment to consider the marketing you already do for your business, some of it 
probably without even thinking about it, such as handing out your business card at networking 
events or telling your friends and family about your business.

1. What marketing are you currently doing? 

2. Have you seen any benefits as a result of your current marketing? What is working and what 
isn’t working? 

3. Make a note of any relevant details relating to your current situation, eg how many followers 
on social media, people on your mailing list, monthly income, number of clients.



2. Your Clients
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It is crucial to identify who your clients are before starting any kind of marketing so you can 
know what their problems are that your product/service solves, where you can reach them 
and what kind of marketing they respond to.

Your client description will differ depending on whether you are B2C (Business to Consumer) 
ie you sell directly to the public, or B2B (Business to Business), but remember, businesses are 
still made up of people and even if you are B2B you will still be pitching to a human being.

Your B2C client description could include the following:

BUYER PERSONA

You can delve further into your ideal client and create several buyer personas - detailed and 
descriptive avatars of the people who you are targeting with your marketing. 

You can give them names, ages, families, hobbies, personalities, body types, describe their 
home and anything else that is relevant to your business and helps you target them with your 
marketing.

AGE SEX LOCATION

You could also delve into what sort of person they are:

LEADER OR 
FOLLOWER

MODERN OR 
TRADITIONAL

TIMID OR  
AGGRESSIVE

CONSERVATVIVE OR 
PROGRESSIVE

EARNINGS FAMILY 
COMPOSITON

HOBBIES

Your B2B client description could include the following:

TYPE OF BUSINESS SIZE OF BUSINESS LOCATION

Your client description



3. Your goals
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SET TARGETS

The key to a successful marketing strategy is to know what goals you are trying to achieve, for 
example a 20% increase in sales or 20 new customers.

Setting goals that are SMART - Specific, Measurable, Achievable, Relevant and Time-Bound - 
is a tried and tested formula for success.

Set 3 to 5 goals for your marketing strategy, eg increase sales by 25% in the next three 
months or grow my email list by 100 by the end of the month.



4. Your tactics
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Now you can start to think about the tactics you can pull from the big marketing kitbag of 
available tools and methods of getting your message to your target audience.

Here are some of the tools you may consider...

MARKETING TOOLS

l Websites

l Search Engine Optimisation

l Email Marketing

l Google My Business

l Video Marketing

l Blogging

l Podcasting

l Online  
Advertising

ONLINE OFFLINE

l Direct Marketing eg leaflets, 
flyers

l Networking

l Expos/Events

l Print Advertising

     l Outdoor Advertising

                                    l Public Speaking
                           
                           

ONLINE & OFFLINE
l Branding

l Public relations

l Sponsorship

l Referrals

l Influencers



4. Your tactics
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MARKETING TOOLS

Different marketing channels/methods are best suited to different audiences and different 
goals.

They all have their positives and negative aspects which you may want to consider.

Here’s some of the pros and cons of the main marketing channels.

WEBSITE

l Your have control of the platform

l Available to tell potential clients 
about your business 24/7

l Builds brand awareness

l Flexible

l Requires knowledge or significant 
investment to create

l Requires time to maintain and 
keep content fresh and relevant

l Can be difficult to drive traffic                        

CONTENT/BLOGGING

l Can reach a new audience of  
potential clients

l Low cost

l Supports other marketing such as 
SEO

l Time-consuming and requires 
certain writing ability

l Slow burn, long-term strategy 
with no instant results

l Hard to measure impact                           

DIRECT/PRINT MARKETING

l Builds brand awareness

l Targeted to specific audience 

l Affordable

l Easily ignored/thrown in the bin

l Limited reach

l Possible environmental impact of 
paper usage                           



3. Your tactics
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MARKETING TOOLS

SOCIAL MEDIA

l Free or very low cost

l Customer engagement

l Increased brand awareness

l Time consuming

l Organic reach can be difficult

l Danger of ‘trolls’

BRANDING

l Makes your business identifiable

l Raises awareness and loyalty

l Requires consistency

l Can pigeonhole your business 
and restrict future ‘pivots’ or 
growth

PUBLIC RELATIONS

l Trusted

l Wide reach

l Cost effective

l Lack of control over what is  
printed

l Difficult to measure impact                        

ADVERTISING

l Can target relevant demographic

l Raises awareness

l Good impact

l Associated costs

l Can get lost in the ‘noise’

l No guarantee of results                       
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CHOOSE YOUR TOOLS

Now you know as much as possible about your ideal client, your goals for your marketing and 
the available methods, it’s time to do some matchmaking. 

Spend some time thinking which marketing methods are going to be best to reach your 
audience where they hang out. 

For example, a networking event may not be the best place to meet retired people, while 
podcasts may be a good way of reaching a younger audience who spend a lot of time 
commuting.

Do some blue sky thinking - we’ll come back down to earth in the next step!

Marketing method to achieve Goal 1.

Marketing method to achieve Goal 2.
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CHOOSE YOUR TOOLS

Marketing method to achieve Goal 3.

Marketing method to achieve Goal 4.

Marketing method to achieve Goal 5.



5. Boundaries
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KNOW YOUR LIMITS

How much money will you set aside for marketing and how will you allocate it?

Now you have worked out what marketing you would like to do to achieve your goals in an 
ideal world without limits, now is the time to come back down to earth and get real by 
considering the limits of money, time and skills.

Hopefully, you now appreciate that marketing is essential to your business - without it your 
customers won’t know you exists - so it’s crucial you set a budget to spend on your marketing 
strategy.

Notes...
Do you need to do further research on how much each marketing tactic will cost or speak to a 
partner about your budget.
Make a note here so you don’t forget.



5. Boundaries
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KNOW YOUR LIMITS

Your knowledge, skills and available time can also impose limits on your marketing strategy.

Do an audit of what you know and what marketing you could do yourself and then look at 
what you could/should realistically outsource.

Does it still fit in your budget? Remember, investing in marketing is investing in your business’s 
future success.

Marketing I can do myself.

Marketing I could/should/would outsource.

Notes...
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SET A TIMEFRAME

Set a timeframe for your marketing strategy.  
 
Give it time to work and don’t be disheartened if you don’t see immediate results.  
 
A timeframe of three months is long enough to see results, while short enough for you to keep 
up the momentum and not forget about it. 

Break it down into smaller steps towards your overall goal. For example, if you want 15 new 
customers in the next three months, you can set a monthly target of five new clients and then 
think about the actions you can take to reach those targets.

How long will you set a marketing strategy for? Are there any particular reasons for your 
choice?

Are there any events/ holidays/special days (eg Halloween, Black Friday) during the  
timeframe of your marketing strategy you need to be aware of or can take advantage of?



MARKETING STRATEGY
Now all you need to do is transfer the decisions you have already made into one joined-up 
marketing strategy.

This template might help
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Marketing Strategy dates: from: to:

Customer information:

Your Business:

Goal 1:

Marketing Channels/Tools/Methods

Who will be responsible?



MARKETING STRATEGY
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Goal 2:

Marketing Channels/Tools/Methods

Goal 3:

Marketing Channels/Tools/Methods

Goal 4:

Marketing Channels/Tools/Methods

Who will be responsible?

Who will be responsible?

Who will be responsible?



YOUR MARKETING STRATEGY
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Goal 5:

Marketing Channels/Tools/Methods

Who will be responsible?

ACTION PLAN

Month 1 Target:

Month 2 Target:

Month 3 Target:



MARKETING STRATEGY
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Week 1 Actions:

Week 2 Actions:

Week 3 Actions:
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Week 4 Actions:

Week 5 Actions:

Week 6 Actions:



MARKETING STRATEGY
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Week 7 Actions:

Week 8 Actions:

Week 9 Actions:



YOUR MARKETING STRATEGY
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Week 10 Actions:

Week 11 Actions:

Week 12 Actions:



MARKETING STRATEGY
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What worked?

Once you have reached the end of your marketing strategy timeframe it’s time to assess how 
it went. 

Did you reach all of your goals?

Assess what worked, what didn’t, where you received return on investment and where you 
wasted your money or time.

They it’s simply a case of tweaking your strategy to do more of what worked and try other 
things to reach your new goals.

What will I do differently?
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