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Introduction
Hopefully if you are reading this text, then you are a working in a (ideally small to medium sized)
business, want to know what to do in the world of marketing, or more specifically, digital marketing. If
you are not, then you may be better putting it down, and spending your time doing something else,
because like all marketing should be, this book is carefully targeted.
That’s not to say that bits of it won’t be useful to anyone, but if you work in a large, siloed organization
then it will be hard to apply a great deal of the content. Large companies tend to have much larger
budgets (and much more wasted money), so they can afford to implement things in a slightly different
way.
This book has grown over 3 years of training small to medium sized businesses in what to do, on a day
to day basis. What works and what doesn’t, what to avoid and what to try. During the training we
developed an approach which seemed to resonate with the audience, an analogy that they could
understand and then take away and apply to their businesses.
That is what this book is based on.
Having read hundreds of marketing books over the years I realised that there were very few that talk
you through what you should really do on a day to day basis and why you should do it.
There are lots of books talking about their own, latest theory or twist on it. Books that shout about
how you should be excited about this new digital world, but very few telling you what to actually do
about it.
Why?
Why is there this gap in the market? Perhaps because it’s not glamorous, and won’t get you invited on
podcasts or to join the speaker circuit.
Why, over the last three years, have I trained hundreds of companies, who have been ripped off (they
are easy prey to unscrupulous marketing companies), who don’t have much money, and just want to
know what to do? They get ripped off because they don’t know what questions to ask, what to avoid,
and so can easily be taken in by people who frankly, should know better
Well one problem is the speed with which things are changing. How can you write a book on what to
actually do in social media, when the world of social media changes every day? When Google launches
a facelift on its PPC, any text telling you what to do is immediately out of date.
While this is true, the key principles remain the same. Sure some of the intricacies of how they operate
may change, but fundamentally, what tends to happen is they get easier, more sophisticated and more
useful. But the same principles still apply. So understanding the basics, the key principles will always be
useful
So, that’s why this text is different. (I hope) it is going to be regularly updated, so once you have
bought, just email me your name and we will tell you every time it’s updated. You can then download
a copy for free, again.
Also, if you find anything that is wrong, email me.
If you try something and it works brilliantly – email me.
If you do something terrible, email me.
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If you have any questions email me.
That way this can keep growing, keep developing, and hopefully keep helping people.
So, who the hell am I?
(This is the best photograph I can find of myself).

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Male
Weighs 15 stone (well that’s what he thinks
he weighs)
Has run 8 miles at his peak
Lives in Cheshire
Age 52
White
British
Works at MCM2
Used to own a company called Mobious
Martin@mcm2.co.uk
07765 406530
Married
Three children
Used to be a teacher
Collects Comics – mainly X-Men and
Avengers
Reads Science fiction books
Loves the film ‘Aliens’
Was once on the cover of Marketing Direct
Friends with Mark Littler
Not very photogenic
Pretty good at Scrabble

All the information listed is stored somewhere on the web, and if you knew how, you could get to it,
and if you knew how you could use it for marketing.
Your phone knows where you are, how much you weigh, who your friends are and what your heart
rate is. Sainsburys knows what you buy, when you buy, and can make a really good estimate of the
make-up of your family. Google knows what you search for, and Facebook knows… well pretty much
everything.
We work in a world where we are the products and we blithely give away more and more data for
smaller and smaller benefits. Logging in to Scrabble with Facebook saves me a less than a minute - for
which I agree to share my data with them. Filling in a form and sending off my DNA is giving my DNA to
a company, giving that information to them, and lets be honest, how many of us have read the terms
and conditions. One very well known company, that does online birthday cards, makes almost nothing
from the cards, it makes its money from knowing its customers, and selling, using that data.
There is a huge amount of data available and for companies like Google and Facebook, and it is
important to remember that you are the product. The reason they are free is that they sell and use
your data for marketing purposes.
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Having and using data on your customers and prospects is one of the key foundations of a successful
digital marketing strategy.
Who am I – more formally
I have been working in marketing for iover 28 years. The first 12 were spent as a client, working with
agencies and developing marketing campaigns - working across all aspects of traditional marketing. I
then set up and ran a full-service marketing agency providing PPC, SEO, websites, email, as well as
design, direct mail and telesales.
For the last 6 years I have run a very small agency, focusing on small to medium sized businesses,
helping them to develop marketing campaigns and tactics.
My client base want someone who can do pretty much everything and doesn’t cost the earth.
What’s the point?
The point is pretty simple;
1)

2)

I am small business, so I have all the same issues as you do - limited resources, limited time,
and a lot to do. Like most of my clients, I don’t want to spend too much time marketing my
business, I want to do what I know works, and avoid what doesn’t.
I work with companies like yours every day, so what I am suggesting in this book is not just
marketing theory – it’s what I do every single day for clients who face the same issues as you
do. Every day I run PPC campaigns, email marketing, design leaflets, build websites, write
content, manage and develop SEO, for clients who are just like you. So, hopefully, these are
the methods that work. What theory there is in this handout, is kept simple and to the
minimum, and only deals with the areas that are absolutely necessary and easy to apply.

What we are going to do in this book?
We’re going to dip our toes in the water. That is all
we can really do, and it’s all you can really do. As a
small business you don’t have time to do
everything, so you are better off doing the things
that work.
If the world of marketing is like an ocean, where
the deeper you go the more interesting, unusual
and specialist things there are to see and do, then
we are just skimming the surface.
We are snorkelling, not free- diving.
We are not going to explore the depths, find the
giant squid or seek out the angler fish.
We can only really cover the basics – but hopefully
we will cover the right basics.
We are going to teach you to swim. You will be
slightly out of your depth, certainly, but not so far that you get scared. The idea is that you can then
use that skill, that knowledge, to dive down to the depths yourself at a later date. Want to find out
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more about Facebook conversion funnels? Then there are a thousand
online blogs and guides to help you. Want to do more work on your
content strategy or search engine optimisation? There are hundreds of
pages of information online that can help you.
You can dive down as deep as you want. But you have to learn how to
swim first. Most small businesses do not have time to do more, and I
would argue, don’t really need to. You can deliver solid, worthwhile
marketing, which will deliver long term business growth and volumes by
swimming on and just below the surface.
But, be aware, the surface is not still. It’s constantly changing. It’s where
the storms are, where the great white sharks lurk, ready to leap out and
tear you to pieces. It is an exciting place, an interesting place, and
somewhere you can get to grips with and ultimately enjoy messing
around.
But, before you go deeper, you have to be able to swim. Being lowered
in a shark cage into the depths might be fun or scary, depending on
your approach. But do it without knowing how to swim, with no training
in scuba diving, and you are opening yourself up to as the army would
say, a clusterfuck.
This handout will go into more depth than the course does. It has been
developed over the last 3 years and covers a series of courses we run.
So, it covers the basics of branding, some background to marketing, as
well as specifics from the digital marketing course.
So, for example, in the section on Search Engine Optimisation, we are
talking about the basics; there are thousands of things that you can do if
you go deeper. We don’t talk about structured data, and we don’t really
discuss in detail active link-building campaigns. In the section on PPC we
don’t deal in detail with the set up and management of a multi-channel
or remarketing display campaign, we just skim the surface.
In the section of paid social, we don’t deal with setting up funnels or
with the incredible array of tools available.
Why? Not because they are not useful or amazing, but because there is
only so much you can do in the time you have.
So, we cover the basics. We get you started. We push you in the right
direction. Then, when you’ve got that all in place, you can delve a little
deeper, confident that you know what you’re doing.

Marketing is a battle of perception
– not reality.
At least that’s the case in the minds
of consumers because to them
their perception is the reality, and
marketing is all about manipulating
those perceptions to gain an
advantage.
Famously, in a head to head blind
taste test, the majority of people
who took part believed that PepsiCola tasted nicer than Coca-Cola until they saw that it wasn’t CocaCola. This was because they had
been conditioned to believe that
Coca-Cola was the best, and as
customers, our minds can be hard
to change because we tend to
believe that we are right.
Similarly, for years Volvo were
perceived as the safest cars on the
road – it was one of their
fundamental core values.
Realistically, nowadays, many other
cars are just as safe as a Volvo, but
it’s hard to shift the perception of
Volvo as the champion of car safety
– and would any other
manufacturer try and jump on the
safety bandwagon as one of their
core values now, after the
consistency and persistence of
years of Volvo advertising
campaigns? You might prefer
another car brand, but it probably
won’t be because you think that it’s
safer.
We believe what we want to
believe based on perception - our
own or other people’s - and rarely
are our perceptions based on any
evidence or actual experience of
our own.
Obviously, having a great product is
important. Consumers are not
stupid, but a huge amount of
marketing is about getting people
to believe that something is true –
regardless of whether it is or not.
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The world of marketing has changed
If we start with the one key principle that has driven my approach to
marketing since I heard it 30 years ago.

If you always do what you’ve
always done,
you’ll always get what you’ve
always got,
unless things change.

If you always do what you’ve always done, you’ll always get what you’ve
always got, unless things change.
There are approximately 177,147 different ways you can tie a tie. And yet, most men can pick up a tie,
put it around their necks, and get it looking at least half way decent in their sleep.
Most of us can get out of bed and put
our clothes on, in the right order, and
not end up looking a complete mess.
Most of us can walk around, balancing,
and not falling over.
The reason is that our brains work in
patterns, so that we can follow them;
the paths we go down that direct our
day-to-day operations, our thinking,
basically our approaches to pretty
much everything. You can teach an old
dog new tricks, but it’s not easy to
change a person’s habits.
The trouble is, those patterns become engrained. As intended, they get set in our brains and then we
find it difficult to break away.
This is a very useful survival mechanism, as without this automatic response to stimuli we would have
been eaten by the 2nd predator that happened our way. See a wolf bearing down on you, the less time
you spend thinking about what to do the better.
However, becoming engrained in one particular way of behaving also applies to marketing and it can
become extremely limiting.
If we always do what we’ve always done, we’ll always get what we’ve always got.
Always advertise in the Crewe Chronicle and we will always get people walking into our shop on
Saturday.
Always send out 100 pieces of direct mail - then 10 people will always respond, and one will always
buy our product.
Always deal with our customers in the same way and the same things will happen.
Unless things change.
The world of marketing has changed - so much so that it is almost unrecognisable to how it was 20, 10
or even 5 years ago. And now, if we always do what we’ve always done, we don’t always get what
we’ve always got. In fact, always doing what we’ve always done means we may well go out of
business.
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The market has changed
30 years ago, the world of marketing was very much as depicted in Mad Men – possibly with slightly
less infidelity and alcoholism. We had our products, we had our brand and we created a message.
Then, we presented that message to a wide
audience. It was all about
mass-marketing: create an
average product, promote it
to the masses and you will
make money. To be fair, a
few companies did create
something unique or above
average.
But the winners - the people
who made the most money
- created average products
and mass-marketed them to
the average person.
We knew, if we placed a good ad
in the middle of Coronation
Street, that we would get
enough sales to cover the cost
of the media space.
Then the world changed.
We discovered direct
marketing. Then, we took our
products and our brand, and we
created a series of messages
tailored to large groups of
people. Our messages were
aimed at the average of those
groups. So, say we identified
that our products would appeal to women aged 25-45, we decided what the average in that range
would like, what messaging we would use to get to them, and we applied that to direct mail.
We knew if we sent out 500,000 mailings on a Wednesday, with a reasonable offer, then we would get
100 people to walk into our business. The average direct mail success rate was 1% or 4% if you were
doing really well and followed it up with a phone call. So that meant that 96-99% of people ignored our
messages.
Then the world changed again.
And changed again.
And changed again.
And kept on changing at a pace that most people can’t keep up with
Now it’s a world where we expect to talk to people on an individual basis. Where the power is held in
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the hands of the customer. Where we market to individuals, to niches, to very small groups.
A world where, because we can be available 20 hours a day through, email, text, social media, we
somehow think we should be.
Where every customer expects you to talk to them in their language, on their terms.
Where individuals with the most diverse and niche interests can come together with like-minded
people and form tribes.
Where people believe what complete strangers say to them, rather than what you market to them.
Where perceptions win over facts, and where, due to social media, you can feel involved in the world,
and yet never get confronted by any views that don’t reflect and support your own.
Where we no longer know what we will get.
Where at least 80% of our marketing doesn’t necessarily work, but we don’t know which 80%, and in
truth it changes every day. But you have to do the 100%, to get to the 80% that works for you. And
without the 80%, the 20% that’s successful probably wouldn’t work either.
The world has changed, and unless you can change with it, you are missing a trick and you will miss
lots of opportunities.
Here are just some key ways the world of marketing has changed
Where we were
when I was a lad –
in the good old
days
Scarcity of choices

Where we are now

Abundance of choices

So what?

We now have a huge range of products to choose from there is almost an unlimited range.
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Mass brand
dominance

Mass brand dominance
– but it’s even worse
now

The world is still dominated by a few large brands –
Amazon, Google, and Facebook. If you want to get on,
you have to play the game, the game they want you to
play.

Rigid media
timescales

Complete flexibility

You can watch whatever you want, whenever you want
to.

Multiple contact
channels

If you want to, you can email the President of the USA,
or contact your favourite actor on Twitter. There used to
be huge barriers between us and them, but now it’s easy
to get your message out.

Stiff upper lip

Moaning to everyone

While it’s still true that only about 1% of people
complain or give reviews, we have no idea who they are,
so we have to treat everyone as if it’s them. It used to be
that you told your friends if the restaurant was poor now you tell everyone.

Company
controlled the
message

Customers control the
message

Customers decide what they want to find out about your
company, when they find it out, and how much of it they
pay attention to.

Limited attention spans

People no longer focus on one thing, they need multiple
stimuli to keep themselves occupied. If you want
evidence of this, compare the pacing of films from 20
years ago and today. When I first watched Raiders of the
Lost Ark I thought it was the most exciting and fastmoving film I’d ever seen. Now, compared with modern
blockbusters, it seems positively sedate (still brilliant
though)!

Overfamiliarity

We have become so used to seeing everything, that we
are harder to shock. Has anyone watched Jaws recently?
Watch it with an 18-year-old, and you’ll get a real view
of how the world of media has changed.

Limited media

Unlimited media

Remember having 4 channels for television and films? A
handful of radio stations? Now, for all practical
purposes, we have a limitless range of media, on any
subject, when and where we want it, as often as we like.

Everything
insourced

Everything outsourced

Now you can outsource everything, delivery, packing,
product development, sales, P.A.’s, IT, everything.

Companies talked
to consumers

Consumers talk to
everyone

Consumers talk to their friends, to strangers, to each
other. In fact, if you look at eBay, it’s a peer to peer
selling system and PayPal is a peer to peer payments
system.

Years of trial and
testing

Launch, test, and learn

Now you can easily launch a product and test it live, with
the audience.

Few contact
channels

Abundance of
attention span

Novelty
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So, what does that all mean? Well, as some companies do, you can just look at the changes and worry.
Or, you can use the middle column to see how you can take advantage of this new world.
View the middle column as a checklist and think about what you can do in your business. Take five
minutes to think about each point, what can you do for your business? How can this new market be
beneficial to you? How can you use it to maximise your opportunities?

Where we are now

Abundance of choices

So what does that mean for you?

00

Mass brand dominance

Complete flexibility

Multiple channels

Moaning to everyone

Customers control the message

Limited attention spans

Overfamiliarity

Unlimited media

Everything outsourced

Consumers talk to everyone.
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Launch, test and learn
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What is marketing?
Before we can really start to look at our model of marketing, we need to
understand what marketing is, what it is supposed to do, and how it, in
principle works.
You can’t really do marketing without understanding what it is.
So, marketing is;
•

•
•
•
•

The process by which we sell a product to the right people, at the
right time, in the right place at the right price – while delivering a
profit.
The function that supports the development, delivery and sale of
products
Selling stuff that people want to them.
Advertising, and direct mail.
Every element of the business that connects the products to the
customer.

All of these definitions is largely true, and partially false. Fundamentally,
marketing is how we create the right products, then tell our audience
about our products, and encourage them to buy from us, over and over
again.
Every decision you take that impacts on the product, or the audience, is a
marketing decision.
Change the price, that’s a marketing decision.
Redecorate your reception – that’s a marketing decision.
Appoint a new sales person – that’s a marketing decision.
Develop a new type of widget to stick in your product range – that’s a
marketing decision.
And so on.

Marketing used to look something like this
We used to present our average products with an average message to as
wide an audience as possible, hoping that of that audience, some would
notice our message and do something about it: act, make a purchase,
contact us.
Average was what we aimed for, because through average we were able
to hit a large audience. Mass marketing was the order of the day.

Marketing is a battle of perception
– not reality.
Marketing is manipulation –
fundamentally we manipulate our
audience to encourage them to buy
our products. Manipulation is an
unpopular word, but if we’re
honest, we all know that’s what
we’re doing. However, it doesn’t
necessarily mean that it’s wrong to
do it or that we’re taking
advantage of the audience – we’re
simply trying to exert a bit of
leverage in the marketplace.
The dictionary gives two definitions
of manipulation:
•

•

The action of manipulating
something in a skilful
manner
The action of manipulating
someone in a clever or
unscrupulous way

Well, do we try to handle our
marketing in a skilful manner, to
influence our audience’s buying
decisions? Yes, of course we do that’s how we sell our goods and
services. But there’s a huge
difference between doing that and
using marketing unscrupulously to
deceive our audience.
We do use marketing to manipulate
and get the sale, but remember, the
consumers themselves make their
own decisions. They can educate
themselves and they can make their
own choices. What we can do is to
present ourselves honestly, and if
we do it skilfully enough, we hope to
get the result. The consumers’
desire is already there – by
manipulating it through marketing
we are simply trying to channel it in
our direction.

Now we present our products to a narrower audience where, due to
specific targeting, we hope a far higher proportion will notice the message and act on it. It has never
been easier to present your product to the right people at the right time at the right price.
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So, in theory, since marketing used to be defined as presenting your
product to the right audience, at the right price, and generate a profit.
Surely means that marketing has never been easier?
Well yes, in some ways, but remember, we are swimming on the surface of
a very choppy sea, and while we can find customers, they keep moving,
they keep shifting in position. So while new media has made so much of
marketing easier, it has also made it harder.
It is harder to sit still, to rest on your laurels.
It is harder to keep in touch with your audience.
And in truth it is harder to keep your head above water.

If you can’t be first in a category, set
up a new category you can be first
in.
Who was the person to fly the
Atlantic solo – Charles Lindbergh
Who was the 2nd to fly the Atlantic
solo – Bert Hinkler
Who was the first woman to fly the
Atlantic solo - ?
So, if you are creating a new range
of flapjacks, make them gluten
free, or better yet, make them
vegan, gluten free and sugar free.
Then you can be the market leader.
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Some myths about digital – or NEW marketing
Digital marketing is probably the easiest way to spend money, be ripped off or be mis-sold than any
other area of marketing. And as a small business you simply can’t afford it.
Companies like to sell you a myth: things that will make you worry and concerned, so that it is easier
for them to sell you their ‘solution’. The common myths they peddle are:
•

You are already behind the curve – well, we’ve run a series of digital marketing courses,
covering every marketplace, for small to medium-sized businesses, and I can tell you that they
are all about the same as you. Sure, some are a bit more advanced, but most are still trying to
catch up and still working in very traditional ways. So, you are not behind the curve. If you do a
few of the things detailed here, you’ll be ahead. But, of course, if I can make you think you’re
behind, it’s easier to sell you stuff.

•

Digital Marketing is all about the technology – digital marketing is no more about the
technology than a McDonalds drive-thru is about the car you drive up in. Websites are no
longer a technical task, they are a marketing task. Media owners make it largely simple for you
to market through them. Marketing is about what it’s always been about - telling customers
about our stuff and helping them to buy it.

•

Digital media is the solution to your problems – if this were true then we would all be a lot
richer than we are. Digital marketing is just one channel or route you can use. Have a rubbish
product, poor customer service and an ill-defined brand and you might fail no matter what you
do. Work in a competitive market, where your competitors can out-spend, out-work, and outcreate and you may still fail. Digital marketing is brilliant for communicating with your
audience, but it is not a solution.

•

Everyone should be on social media – we do a small exercise on the course, to see who really
engages with brands on social media. The reality seems to be that we follow and engage with
very few people: organisations related to our company, local businesses, things to do with our
work and occasionally a big brand or a niche interest - there are not thousands of people
waiting to talk to you on social media and they are not going to be naturally interested. So you
have to make then interested.

•

It is too hard, and you need specialist help for all of it – while some things are difficult, the
reason most people use outsourced agencies is not because they can’t do the work, it’s
because they don’t have time. If you can use PowerPoint, Excel and Word, if you can run your
business, if you have some technical aptitude, then you can do most of it yourself.

•

It’s not worth having a go at it – I have a client who spends months getting everything 100%
right. So, for example, it takes 2 months to approve any email marketing campaign because we
tweak font sizes, move images, choose the ideal subject line etc. Does it make a difference to
his open or click-through rate? No, not one jot. And in the meantime, his competitors have
been in touch with the audience twice. So, get on with it - get it 80% right and send it out. Just
have a go and learn from it.

•

You can do it for free – not any more. Sorry. To do any digital marketing, you need a budget.
Facebook used to be a free media, now it’s not. Google used to be a fair playing field where
you could crawl your way up – now, not so much. You don’t need huge budgets, but you do
need something.
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•

I can get you to the top of
Google – no you can’t. No
professional company would
ever say this to you. Search
engine optimisation (SEO) is a
game, and you play it based on
your testing, your estimates of
what will work, and your
experience. But we don’t
really know anything. The only
person who can get you to the
top of Google is the person
who works at Google and
knows every single element in the algorithm. Don’t believe it.
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25 or more Key Principles
to remember while you go through this handout.
(It depends on which version of this you are reading, I started at 25 and just keep adding to it as I go
along). We will be explaining each one in more depth through this document.
If you try to remember some of these, and keep coming back to them, then your marketing efforts
should improve;
1)
2)
3)

4)
5)
6)

7)
8)

9)

10)
11)
12)
13)
14)

15)
16)

17)

Marketing is a game of persistence and consistency, you have to get going and keep going,
banging on about your product, you brand, consistently, over and over again.
Marketing is a battle of perceptions – not reality.
Marketing is manipulation – we manipulate our audience to encourage them to buy our
products. Manipulation is an unpopular word, but if we’re honest, we all know that’s what
we’re doing.
Marketing impacts every point of your business: any decision that affects what products you
sell, who to, and how, is a marketing decision.
You need to make an emotional link to the customer; you will get a far better response if you
can make them feel something. So, think about what you can make your audience feel.
Your brand really exists in the mind of the customer – you can manipulate and develop it, but
in the end, it exists in the mind of the customer, not in the mission statement, brand
statement or brand guidelines.
80% of success is just turning up, so you need to turn up, every day.
Keep asking yourself – so what? Whenever you think you have a great product, a piece of
copy, an ad, do the so what test? Ask yourself, what does that actually mean to the customer?
What are you actually saying?
You are not the audience. In reality, most people are not obsessed with their own products,
with their own business. In some ways it does not matter what you like, what you are
interested in, all that matters is that you are useful to your audience, and your audience are
not you. You are not your audience, and, no matter what they claim, no agency is either. We
all work in our own ‘bubbles’ so you need to understand – you are not your audience
You are usually too close to it. We make assumptions, miss key points because we are far too
close to our own company. It is important to always ask yourself the SO WHAT test.
Marketing is like going on a date (more later) – our whole approach to marketing is based on
this principle.
Marketing is about Attention, Interest, Design, Action and Reaction.
You need to look at every touch point you have with your audience, maximize ever
opportunity to get your message across.
Doing something 90% well is good enough. Do not strive for perfection, strive for
communicating, communicating again, and then again. If you aim to get something 90% right,
then you will have done it, learned, and moved on to the next thing, while your competitor is
aiming for 100%. The key to marketing is to just make a decision, implement it, and learn, so
that the next decision is better.
Test and learn. Whatever you do, try to learn from it.
If you can’t measure it, think twice before you do it. It is always going to be best to have some
form of measurement or it is hard to gauge the value added. This is an old rule, and really is
hard to apply in today’s digital environment, but keep at the back of your mind, what does
success look like? What am I hoping to achieve?
But remember that weighing a turkey won’t get it cooked, so measurement alone serves no
purpose.
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18) Entropy (disorder) always increases – leave something for long enough and it will start to go
wrong.
19) Never, ever build your business on something you don’t own - certainly use Facebook, Twitter,
LinkedIn and YouTube, but never rely on them. The rules can change, so do not build your
business on them, especially not in the long term. Use them to drive traffic, to generate leads,
but you have to own your own platform too.
20) There are traditionally 4 Ps of marketing – price, place, product and promotion. Most people
think of promotion when they think of marketing - they forget the price, place and product.
21) Try to create Love and Lust in your customers: if they love you they will buy from you, if they
lust after you, they will buy more, quicker, and tell their friends.
22) Even in the digital world we still buy from people, so be a person online. You’re who we are
buying from, so put yourself there.
23) Whenever you are doing marketing – digital or traditional the best sort of marketing is that
which is authentic, if you are writing a blog, make it authentic, join a Facebook group, be you,
be real, the way small businesses can win is to get some of their idealism, their passion, their
commitment over to the audience.
24) You need to be able to explain what you do in a single sentence. If you were in a lift, and were
asked, so what do you do, then what would you say. There is an old marketing idea, if you ask
the toilet cleaner at NASA what they do, they would say ‘I help put people on the moon’. To be
honest this sort of thing is best avoided it falls into the ‘I change lives’ ‘I help people be great
at what they do’ – your lift pitch has to be simple, clear and obvious. If it invites even a slightly
quizzical response then it’s not right. So, mine would be ‘I do digital marketing for small and
medium sized companies’ – if they then ask further questions I can then lead into ‘I help them
generate more business, sell more stuff, by using digital and traditional media sensibly.’ Avoid
trying to be too clever.
25) Don’t will the world to match your offering, change your offering to match the world. You
don’t have the power to change the world.
26) Always remember that in the first year you really need to throw yourself at it, it is in the first
year that you need to spend money, build your brand, drive customers and brand awareness.
27) Leave enough budget so that after years of product development you still have some money
to spend on finding people to buy it.
28) Remember, the internet is the biggest haystack in the world and you are the smallest needle.
No one will ever find you unless you help them.
29) Remember your brand is a construct, it is created, it is something you are in reality making up,
but your customers are not. They are real people with real attitudes and opinions. And so
while you can tailor your brand to meet your customers you can’t tailor your customers to
match your brand. Don’t think that, unless you have huge budgets, you will find it easy to shift
customers to match you. You need to make your brand match your audience.
30) Your brand mainly at least, exists in the mind of your customers, your audience. You do not
control it, and no matter what you do and say, people will encode and interpret in ways you
can’t predict, and never expect
31) Don’t’ feed the trolls – if you have haters, people who write bad reviews, slag you off on line,
don’t feed them. Don’t give them anything to work with. Reply professionally, not personally,
but ignore anyone who clearly is playing games or just wants to abuse you for abuses sake.
32) Join the dots – marketing is about joining the dots, making all of your marketing work
together, connecting your PPC to your content, to your SEO to your direct mail and your email.
33) Finally – decent people attract decent clients (a client told me this and I, perhaps a bit too
arrogantly, like to think it’s true) – so apply great business practices, be a decent and
honourable person to work with, and you will attract decent and honourable people to work
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with you. If the world of digital marketing is the ocean (and we are dipping our toes in) then
remember it is full of sharks, it is full of people who don’t care about doing a good job, who get
by on adequate, who won’t go the extra mile when you need them to. If you are not decent,
then expect to be ripped off.
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Some traditional marketing theory
AIDA an oldie, but still true and then the 4p’s
The acronym AIDA stands for Attention, Interest, Desire (or decision), Action, and it is one of the
founding principles of most modern-day marketing and advertising.
So, it makes sense to know about AIDA, and use it whenever possible as a basis for your activity. It
forms the background to every piece of marketing you will ever do.
Attention
Also called Awareness, this is the part most often overlooked by today’s advertisers. If you assume
that people will find the product or service as interesting as the client does, jump straight to Interest,
and miss out Attention, then the ad is likely doomed to failure.
An ad can be incredibly clever and persuasive but if no one sees it, what's the point?
To attract the attention of the consumer, the best approach is called disruption - a technique that jolts
the consumer into paying attention and it can be done in many ways:
•

Location: Placing ads in very unexpected situations. This is
often called guerrilla or ambient media.
Shock factor: A shock makes people pay attention – for
example through sexually provocative imagery. Obviously,
whatever you do should be connected to the product.
Personalisation: If something is aimed specifically at you, it’s
hard to ignore. Nowadays, all direct mail is personalised, but
imagine reading a newspaper ad and seeing your name in the
headline. Do you think you’d read on?

•

•

Interest
Once you've got the audience’s attention, you must keep it – which is
trickier than getting it, especially if your product or service is not
particularly interesting to begin with.
So, companies do their best to spark interest by getting information
across in an entertaining and memorable way.

Key Principle - It’s better to be first
than to be better
What’s the name of the first
person to fly the Atlantic Ocean
solo? Charles Lindbergh, right?
What’s the name of the second
person to fly the Atlantic Ocean
solo? Not so easy to answer, is it?
The second person to fly the
Atlantic Ocean solo was Bert
Hinkler. Bert was a better pilot
than Charlie—he flew faster, he
consumed less fuel. Yet who has
ever heard of Bert Hinkler?

When writing direct mail, for example, remember that you're taking up your prospect's valuable time
so don't bore them with pages of text. Break up the information with unusual subheadings and
illustrations – keep it quickly and easily accessible. As soon as it becomes hard work, you’ve lost them.
Desire
Having grabbed their attention and kept it, you must create desire for the product – not only should it
be relevant to your prospect, it should also become irresistible.
By focusing on the facts, describing them persuasively and with a story, you hope to lead the prospect
to one conclusion – that they need it and must have it – and all that’s left for you to do is provide it!
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Action
So, after demonstrating the product, and convincing them that they need it, you need them to act on
their desire by ringing, visiting the website or engaging with you in some way – the Call to Action – at
the very least you want to leave them with a positive impression about the product.
Key Principles To Remember
•
•
•
•
•

Attention – we need to gain attention and be noticed.
Interest – we need to provoke interest.
Desire – we need to create desire for our product.
Action – we need to get them to act on that desire.
Reaction – we need to get them to do it again.

Basically, every element of marketing must be designed to work
within this structure. So, you make sure you have things in place to
generate attention, make people interested, build some desire and
then ask for the business.

Key Principle - It’s better to be
first in the mind than to be first
in the marketplace
Remington Rand invented the
first mainframe – not IBM

First Personal Computer – MITS
I used to train sales people on how to sell, and some of them were
Altair 800
always nervous about making ‘the close’ – actually asking for the
business. They needed to remember that if they never asked for the close - the business - they’d lost it
anyway.
However quick your sales process, however rapidly your customers go from never thought of buying to
buying (and if you think about the way Amazon works, that can be very quick), you still need to gain
their attention, make them interested, make them desire, and make them do something.
Every time.
What is marketing about then?
Remember marketing can be defined in any number of ways:
•
•
•
•
•

The processes which we use to support the sale of a product or service at a profit.
Selling the right product at the right price, to the right customers at the right time, while
maintaining a profit.
The management process through which goods and services move from concept to customer.
The action of promoting and selling products and services.
The activity - set of institutions and processes - of creating, communicating, delivering, and
exchanging offerings that have high value for customers, clients, partners and society at large.

But we believe that marketing can be looked at quite simply
What we do basically is to:
Close more sales
Close the first sales with people
Make some noise about what we sell
Work out how to distribute, deliver and support what we sell
Gain an advantage through manufacturing, technology, research or creativity
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Marketing is a battle of perceptions not products
Marketing is about making people believe something. It obviously
helps if it’s true, but in the end a skilled marketeer can make people
believe in things that are at least enhanced or exaggerated, if not
entirely accurate.
There is, in fact, limited difference between Innocent Drinks and
Sainsburys own range – the products are largely the same (fruit
blended up!). Yet Innocent can charge a huge premium for their
brand. This is because, although yes, their product tastes good (so
does Sainsbury’s own), they have created a whole story around the
product that allows us to justify the increased spend. Innocent are
fantastic marketers, they have created a brand from nothing, with a
history, a tale behind it that strikes a chord with their target
audience. They carefully controlled their brand, the way it looked,
felt, sounded, at all levels. The way they spoke to people, everything
about it was and is controlled and considered.
They create a perception. Now clearly if the products were terrible,
that perception wouldn’t stand up, and sales would fall. But this is
not always true, average products with amazing brands fill our
shelves. Products which sell a perception that while is not
completely untrue, is at least dubious
There is a famous story about taste testing done by Pepsi, many
years ago. When Pepsi was trying to build its brand, it ran a series of
blind taste tests against a range of other brands, including the then
market leader (Coke). In blind tests, where the taster had no idea
which brand they were drinking, Pepsi was the clear leader, across
all markets, and demographics, it just tasted better. Great news, at
least for Pepsi. But when they ran the same tests, which one key
difference – you knew what you were drinking – the results
changed, and Coke was the clear leader. Coke just tasted better. The
brand, the history, the relationship the customer had had with the
brand over the last 50 years, either made them think it tasted
better, or actually made it taste better!
Which is the safest car? Most people would say Volvo. In fact, Volvo
isn’t always the safest car - they are damn good, but not always the
safest. But, because for years they pushed the safety message,
Volvos are always going to be the ‘safest’ for many people.

Marketing impacts every point of your
business:
Any decision that affects what products
you sell, who to, and how, is a marketing
decision. If you don’t have marketing, then
how do you increase awareness of your
product, how do you make it visible to a
larger audience, and how do you identify
shifts in buying behaviour and adapt to
them? If you’re not doing that, you’re not
selling as much as you could be so you’re
not operating your business at its peak
potential.
Marketing is the foundation on which you
build your sales strategy. You must
remember that Sales is part of your
Marketing strategy, not separate from it. If
you change a sales person, that’s a
marketing decision. If you change the
price, that’s a marketing decision. It’s no
good having a brilliant product if your
distribution network is poor. It’s no good
having a massive advertising spend if your
customer service is poor. It’s no good
marketing your product nationally if your
sales team only covers certain areas –
because the strength of one is diminished
by the weakness of the other.
Ideally, all of these different strands work
together - Sales and Marketing don’t exist
in isolation - they should support each
other to maximise potential.
In summary, marketing involves any and
all activities which involve research,
products and customers - sales is
specifically one of these activities which
focuses solely on the actual transaction
between a business and its customers.

Which is the best drivers’ car – probably a BMW, probably. Again, they have made us all believe that
they are the best drivers’ cars.
Another example is Marlborough cigarettes – great branding – smoke our cigarettes and be a cowboy,
amazing marketing, but the product is pretty much the same as any other cigarette on the market.
Somehow they have created an outdoor feel, an amazing brand, which has extended into clothing,
based around a product which we all know kills us.
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Bottled water is another example, after all, chemically it is just water, so why buy it?
Snapple – a carbonated apple drink that contains (so I believe) no apples.
Special K Strawberry cereal bars that contain no strawberries.
Make someone believe it is true and it becomes true.
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The 4 P’s of Marketing
Product
A product can be tangible (goods) or intangible (services) which are manufactured or produced to
satisfy the needs or wants of a group of people.
In traditional marketing, having
identified a niche, you must get
the product right. This means
that during the development
phase you do extensive
research on the lifecycle of your
product.
The lifecycle includes the
growth phase, the maturity
phase, and the sales decline
phase. Once it reaches the sale
decline phase marketeers reinvent the product, or expand
the offering, to stimulate more
demand.
So, to develop the right product, you
have to answer the following questions:
•
•
•
•

•

•
•
•
•
•
•

What does the customer or client want from the service or product?
How will they use it?
Where will they use it?
What features must the
product have to meet their
needs?
Are there any necessary
features that I’ve missed
out?
Am I creating features not
needed by the client?
What’s the name of the
product?
Is it catchy?
What variations are
available?
How does it differ from my competitors?
What does it look like?

Product lifecycle and lifecycle management
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Price
The price of the product is the amount that a customer pays to enjoy it – obviously it’s important as it
determines your business’s profit and survival while also affecting demand and sales. Tricky for a new
business when consumers are unlikely to be willing to pay a lot for an unknown product, while at the
same time they see a low price as a sign of inferiority in the market.
When setting the product price, marketers should consider the perceived value that the product offers
and ask the following questions:
•
•
•
•

How much did it cost you to produce the product?
How do customers perceive the product’s value?
Could a slight price decrease increase your market share?
Can the current price of the product keep up with competitors’ pricing?

There are a huge number of pricing strategies you can adopt;
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Absorption Pricing
Margin Based Pricing
Cost Plus Pricing
Contribution To Plan Pricing
Creaming (overpricing)
Decoy Pricing
Halo Pricing
High Pricing with Promotions
Loss leading
Odd number or just below pricing
Psychological pricing
Pay what it’s worth
Penetration pricing
Premium pricing
timed pricing
Value based pricing
Value analysis
Competitor Analysis
Value Proposition
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Place
Placement or distribution is a very important part of the product mix definition. You have to position
and distribute the product in a place that is accessible to potential buyers.
This comes with a deep understanding of your target market. Understand them inside out and you will
discover the most efficient positioning and distribution channels that directly speak with your market.
There are many distribution strategies, including:
•
•
•
•

Intensive distribution
Exclusive distribution
Selective distribution
Franchising

Here are some of the questions that you should answer in developing your distribution strategy:
•
•
•
•
•
•
•

Where do your clients look for your service or product?
What kind of stores do potential clients go to? Do they shop in a mall, in a regular brick and
mortar store, in the supermarket, or online?
How do you access the different distribution channels?
How is your distribution strategy different from your competitors?
Do you need a strong sales force?
Do you need to attend trade fairs?
Do you need to sell in an online store?
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Promotion
Promotion is a very important component of marketing as it can
boost brand recognition and sales. Promotion is comprised of various
elements such as:
•
•
•
•

Sales Organization
Public Relations
Advertising
Sales Promotion

Advertising typically covers communication methods that are paid
for like television advertisements, radio commercials, print media,
and internet advertisements. In contemporary times, there seems to
be a shift in focus offline to the online world.
Public relations, on the other hand, are communications that are
typically not paid for. This includes press releases, exhibitions,
sponsorship deals, seminars, conferences, and events.
Word of mouth is also a type of product promotion. Word of mouth
is an informal communication about the benefits of the product by
satisfied customers and ordinary individuals. The sales staff plays a
very important role in public relations and word of mouth.
It is important to not take this literally. Word of mouth can also
circulate on the internet. Harnessed effectively and it has the
potential to be one of the most valuable assets you have in boosting
your profits online. An extremely good example of this is online social
media and managing a firm’s online social media presence.

There’s an irresistible pressure to
extend the equity of a brand –
which doesn’t always work.
•
•
•
•
•

Cosmopolitan yoghurt
Colgate meals
Harley Davidson Cake
decorating
Virgin brides
Easy Jet – easy cinema

Know what you are, what you are
good at, and at least for the first
few years, stick to it. Just because
you make bird food, does not
mean you should make chicken
coops. Just because you make
milkshakes does not mean you can
make yoghurts. Become famous
for something, then when you are,
dabble. The brands listed are big
brands, they can afford a few
mistakes, and they can afford to
spend millions developing a failed
category extension. You need to
be true to yourself, at least at
first!

In creating an effective product promotion strategy, you need to answer the following questions:
•
•
•
•
•

How can you send marketing messages to your potential buyers?
When is the best time to promote your product?
Will you reach your potential audience and buyers through television ads?
Is it best to use the social media in promoting the product?
What is the promotion strategy of your competitors?

Your combination of promotional strategies and how you go about promotion will depend on your
budget, the message you want to communicate, and the target market you have defined already in
previous steps.
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Then we have added in a few extra p’s
People
Of both target market and people directly related to the
business.
Thorough research is important to discover whether there are
enough people in your target market that is in demand for
certain types of products and services.
The company’s employees are important in marketing because
they are the ones who deliver the service. It is important to hire
and train the right people to deliver superior service to the
clients, whether they run a support desk, customer service,
copywriters, programmers…etc.
When a business finds people who genuinely believe in the
products or services that the particular business creates, it’s is
highly likely that the employees will perform the best they can.
Additionally, they’ll be more open to honest feedback about
the business and input their own thoughts and passions which
can scale and grow the business.
This is a secret, “internal” competitive advantage a business
can have over other competitors which can inherently affect a
business’s position in the marketplace.

Your brand really exists in the mind of the
customer –
you can manipulate and develop it, but in
the end, it exists in the mind of the
customer, not in the mission statement,
brand statement or brand guidelines. So, it’s
all about their perception of your brand –
and your ability to influence the perception
of your brand positively.
As such, you need to develop a brand
strategy that builds the identity you want
and curate its content to maximise its effect.
This should result in making sure that you
are perceived by your customers as you
want to be perceived – otherwise you have
very limited control over how well your
brand represents you and your company.
After all, it is yours and you want it to be
great, so you need to care.
This should lead to some ruthless selfappraisal. Look at your strengths and
weaknesses honestly. What can you build
on and improve, and what really isn’t doing
you any favours? What do your competitors
do badly – and how can you do it better
than them?
So, you develop your brand identity as you
want it, then you spread it about. You post
content, you provide consistent customer
service, you keep quality high, you are
persistent and consistent, and eventually,
your brand starts to be recognised.
Remember, you’re operating in a crowded
and competitive market, so you’ve got to
make some noise, be heard, and be
remembered. Building your brand is a longterm strategy for success.

Page | 29 Martin Corlett-Moss | 07765 406530 | Martin@mcm2.co.uk | www.mcm2.co.uk

Process
The systems and processes of the organization affect the execution of the service.
So, you have to make sure that you have a well-tailored process in place to minimize costs.
It could be your entire sales funnel, a pay system, distribution system and other systematic procedures
and steps to ensure a working business that is running effectively.
Tweaking and enhancements can come later to “tighten up” a business to minimize costs and
maximise profits.
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Physical Evidence
In the service industries, there should be physical evidence that the service was delivered. Additionally,
physical evidence pertains also to how a business and its products are perceived in the marketplace.
It is the physical evidence of a business’ presence and establishment. A concept of this is branding. For
example, when you think of “fast food”, you think of McDonalds.
When you think of sports, the names Nike and Adidas come to mind.
You immediately know exactly what their presence is in the marketplace, as they are generally market
leaders and have established a physical evidence as well as psychological evidence in their marketing.
They have manipulated their consumer perception so well to the point where their brands appear first
in line when an individual is asked to broadly “name a brand” in their niche or industry.
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Marketing is like going on a date
In order to explain marketing to a range of people, for whom it is not in their comfort zone, farmers,
product developers, one woman bands, then we needed to come up with a model that everyone
understands. After years of presenting it, we developed what we call the DATING model of marketing.
Everyone has gone on a date (well almost everyone) so it is something that everyone can understand.
Everyone has had a relationship, of some form, be it with a partner, parent or family member and so it
is something that everyone can understand, everyone can understand what you need to do to create
and maintain a healthy relationship.
So, we developed this model because it breaks marketing down into simple, manageable chunks,
stages which are familiar to us all.
It is this model we will use and follow, slotting in the tactics and strategies at the right stages, so that if
you follow it, and work through each stage, you will develop a quality marketing strategy, with tactics
that support your business objectives.
In order to simplify marketing, it’s best to think about it as going on a date.
At ever training session we ask the following question - Imagine that you have to go out tonight, pick
someone up, and score (whatever you mean by score, in the game we play, we mean go to bed with
them – I know, sleeping with someone on the first date is not to everyone’s taste, but it is a
metaphor!) So you have to pick someone up (who you don’t know) and get them to go to bed with
you.
Depending on your circumstances as it may have been a long time since you went on a date (over 28
years for me, actually well over 28 years since I am now 52 and have known my wife since I was 17),
but still, try to imagine what you would do in this situation.
I ask this question at every course and get some very interesting answers, answers which invariable
apply to the issues the business faces, to marketing – these are answers I’ve genuinely received.

Before the date

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Arriving – first
impressions

• Scan the room
• Try to walk in confidently, so I look good

Have a shower
Dress smartly
Comb my hair
Dress in the right way, depending on where I am going
Put on some perfume
Clean your teeth
Work out some chat up lines so think about what to say first
Look at the news, see what is going on in the world
Decide where you are going
Pick a friend to go with who can by my ‘wingman’
Arrange a call from a mate for a set time, as a way to escape
Have a couple of beers to loosen up
Do some research on where you’re going
Put on a short skirt and high heels (this answer almost always comes up)
“Nothing really - I just turn up and men flock to me”
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•
•
•
•
•
•

Go straight to the bar, and lean on it
Buy a drink
Look for a likely target
Find my prey
Pretend to be on the phone so I don’t look sad on my own
“I just stand there and men come to me”

Attract
someone

•
•
•
•
•
•

Smile at someone who I fancy
Make eye contact with someone who looks nice
Go over and say hello
Just go over to the first good looking guy and say hello
Play with my hair
Sit on a stool and make it obvious I am on the pull for a while first

Talk to them

•
•
•
•
•
•
•
•
•
•

Talk to them about them
Be interesting
Ask questions
Keep eye contact
Listen to what they say
Show that I am listening to what they say
Talk to their friends, include people they are with so I am not being too much
Offer to buy them a drink
Play with my hair
Plenty of casual touching to show I am interested

Ask them

•
•
•
•

Ask them if they’re interested
Offer them coffee
Ask to see them again
Ask if they want to go somewhere quieter

Do the deed

• Deliver the product! – we tend not to dwell on this aspect much when giving a
course, but, doing a good job, delivering an exceptional experience is key to
your success.

The Morning
After

•
•
•
•
•
•

Do the walk of shame (explain to my wife where I have been all night)
Think about if you want to see them again
Think about if they want to see me again
Sneak out before they wake up
Leave them my number
Get their number

You can break up the date into a few fairly obvious stages – and you will see bear similarity to AIDA the
standard model of marketing
Before the date
Arriving – first impressions
Attract someone
Talk to them

Before - Hygiene
First Contact
Attract
Engage

Attention

Interest
Desire
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Ask them
Do the deed
The Morning After
Ongoing

Close
Deliver
Assess
Recontact
Relationship

Action
Re-action

It is these stages we are going to use to break down marketing into manageable chunks.
•

•

•

•

•
•
•

Before the date - Hygiene Factors - you must do your hygiene factors: make sure you are
presentable, have things to say and do, decide on where you want to go. It’s important to
remember a few things - firstly, where you go depends on the likelihood of success. As a 52year old man I would have a very low chance of success in a nightclub frequented by 18 to 25year olds. I would be unlikely to pick up a woman in a night clubs bar in the gay quarter in
Manchester (I think anyway, as I say I’ve been married for 28 years). So, I have to go where I
have a chance of success, where at least there are a few women who might appreciate my
somewhat dubious charms. And, of course, what I wear, how I look, and how I present myself
will change depending on where I am going. I would dress differently for a speed dating event,
than if I was going to a bar.
Arrive – First Contact – this is the first time people see me and I see them, so I need to make a
good impression. I then need to find the right person to talk to. During the arrival stage,
people are checking me out as much, or more than I am checking them out. I need to be
confident, walk in like I own the place. One of the best marketing people I ever met told me to
‘never let them see your sweaty palms’ - so no matter how desperate you are, how much want
to score, you must act confidently. Nobody wants to smell the desperation on you.
Attract – I need to smile, to glance, to make some form of contact with my ‘target’, and see if
they smile back so that I can gauge my chances of success. That initial opening is vital and
some contact has to be made, but if it is clumsy, and inappropriate, you will not get your date.
A nice smile, combined with looking good, being at the right place at the right time can get you
a long way. You can just walk up to someone and start talking to them, but most people try to
gain some opening before they do.
Engage – then I need to talk to them. The trick at this stage is to be interesting, to ask
questions, to be interested in them. If all you do is stand there talking about yourself and how
great you are, then you are unlikely to get them to the ‘close’. Any course on social interaction
will tell you that the trick is to ask questions, to pretend to be interested in the other person
(and at least at first it is a pretence, you don’t know them, you know nothing about them, so at
this point you are trying to find areas of common ground, so it is a so it is a pretence). You
must talk to them about them, about things they are interested in, ask questions, and listen to
what they say. You also have to slowly build the connection, make them know you are
interested, and try to work out if they are likely to be responsive to your ‘close’
Close – you have to do something: for example, to ask them for coffee and gauge their
response… not asking for it means you have wasted your time.
Deliver – without going into any detail, you have to deliver – your performance has to be
exceptional, memorable, earth-shaking!
Assess – at this stage, you have to decide whether you want to see them again. Do they want
to see you again, and if so what are you going to do about it?

There is a huge similarity between this scenario and marketing, in fact, this is marketing, this is how it
works and by breaking it down, you are unlikely to miss any stage in the process.
In life, we tend to find one person and hope to build a lasting relationship. At least, most people do -
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having been married for 28 years that seems to have been my objective.
In marketing it’s far less monogamous, you pick one person up, close, deliver, assess and then try to
build a lasting relationship, while you look for the next one and the next one. So, to carry on the
metaphor, you end up as a multiple bigamist, with hundreds of partners, with all the issues that
presents. Each one requiring a certain amount of love and attention to maintain the relationship. Each
one at a different stage in the relationship and needing different things from it. Each one with different
expectations.
But that’s the job, pick someone up, encourage them to go to bed with you, and form a lasting
relationship, while you find the next person, and the next, and the next.
Which sounds complicated, and a bit scary, but it is what you have to do.
So, if you’re stuck, think about what you would do if you were going on a date.
How do you get someone to go out with you? What do you do?
How do you then maintain a strong and long-lasting relationship?
How do you create love – what’s needed to keep it going?
How do you create lust?

Engage

Attract

First
Contact

Before - Hygiene

It is this model we will develop through the book, to give you a structure to develop your marketing
upon. A simple, practical model of marketing that any business can apply, and allows you to measure
and monitor your performance.

All the things you need to do before you go out and communicate
with customers. Is your website ready (or good enough)? Do you
have business cards, comp slips, headed paper or a brochure? Are
the processes in place to support the sale? Do you have an email
footer set up, a database? Is your product, and your product
experience, right? The list is long, but you would not go out on a date
smelling of cheese wearing the worst clothes in your wardrobe. Don’t
spend money on marketing unless you have your hygiene factors in
place.
The first time a customer or prospect interacts with your brand. It
could be an advert, your website, your Google listing. Or it could be a
phone call, the first meeting, the first time they see you walk into the
office, or drive into the car park. In this new marketing world, if could
be them checking you out on LinkedIn or Facebook.
The smile, the glance, the thing that peaks their interest. ‘Attract’ is
the point where you first get them interested. They have noticed
you, you now have to make them want to talk to you.
This is when you build your relationship, across multiple marketing
channels. It is the time when you develop your customer, get them
interested in you, and make it likely that, when you ask for the
business, you will get a yes.
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Close

Segmentation and review of your customers and your performance.

Your process of re-contacting them after the first purchase. What is
the first contact post-purchase, the thing they get just after the
experience that can create a lasting impression?

Relationship

Assess

Product delivery, from point of purchase to the end of the first
purchase. Are you delivering an exceptional experience or a
mediocre one?

Recontact

Deliver

Asking for the business. This is the point of purchase. If you are an
ecommerce site, then it is all the points around the purchase, the
measuring, and the analysing to make sure that your product can be
bought, easily and quickly.

This is the key to long term success, developing a relationship with
your customer, so that they buy again and again, and tell their friends
about you, so that they buy. All the things that you have to do in a
relationship to maintain and develop it, all the little contacts, treats,
surprises, and understanding, those are the things you have to do to
develop a customer relationship.

You need to make an emotional link to the customer;
you will get a far better response if you can make them feel something. So, think about what you can make your
audience feel.
If first impressions form in less than a second, you need to create some sort of emotional connection between your
company and your audience quickly, that separates you from the rest, and eventually earns you brand loyalty.
So how do you create this connection? Well, an emotional response to an ad will influence someone’s intention to
buy a product, more than the actual ad itself. So, a brand with a story taps into people’s desires, or view of
themselves, and creates an emotional bond. Think of any advert that tugs at your heart strings – you connected
emotionally with the subject. Think about how you imagine you’d feel if you actually owned the car/house/bespoke
suit that you aspire to. Think about how a genuine positive review affects your trust in a product – we are all more
likely to trust an independent review than the company’s own description.
Likewise, don’t underestimate the effect of colour as different colours can cause a different response: red is seen as
stimulating, blue as comfortable while black and purple are seen as powerful and strong. Worth considering when
you know your target audience, you want to invoke a particular response, and you are considering your brand
identity.
The more emotional intelligence your brand has, the more you will convert, and you’ll see a better return on
investment – so it’s worth doing your research.
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Blank Planning Sheet

Before the date– Your Hygiene Factors
These are all of the things you do before you go out on a date, we call them hygiene factors. So:
•
•
•
•
•
•
•
•

Clean your teeth
Dig out some decent clothes
Have a shower
Prepare some things to say
Get a friend to come with me
Make sure the house is tidy
Work out who do you have the most chance to score with
Decide where you are going to go where can you find these people

Which translates to (but not in the right order)
•
•
•
•
•
•
•
•

Make sure your marketing collateral – website, cards, presentations, brochures, complement
slips, social pages – and so on – are all in place.
Have your pricing strategy worked out (PRICE)
Have developed your product so it is saleable (PRODUCT)
Have worked out where you are going to sell your product, how are you going to get it to
market (PLACE)
Have a business objective – so where are you trying to get to, what do. You want to achieve
Have any support networks in place, your follow up strategy, what are you going to do if you
close the sale.
Understand your brand, what makes you special, what makes you worth talking to.
Maximise what you have, maximise your advantages and minimize your disadvantages.

We can break the hygiene factors into a simple, five step process.
•
•
•
•
•

Step one - define your objective
Step two – who are your customers?
Step three - what is your brand?
Step four - Your product, price and place
Step five – develop all the collateral that you need to have in place
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Step one
Your business objective
The first step in any business is to set your objective. To decide where you want to be, what you want
to achieve. There are lots of different ways to do this, but we break it down into a relatively simple
structure. Where we break down the year into quarters. For the purposes of the exercise we assume a
January 1st start, which is never going to be true. We plan the next 4 quarters ahead, so if you start
mid-year, that will take you through to mid the next year.

Year 3

Year 2

Quarter 4

Quarter 3

Quarter 2

Quarter 1

Year 1

Theme
Key things that are happening in your market
Key product developments
Key competitor actions
Traditional Marketing Shows attending
Press advertising
Direct Mail Campaign
Promotional Plan
PR Activity
ETC
Digital Marketing
PPC Campaign
SEO Campaign
Content Marketing Campaign
Paid for online media
Email Marketing
ETC
A simple way to plan your marketing activity is to divide it up and come up with a theme for each
quarter, linked to events you have planned, seasons, new product launches or whatever suits your
needs. Then slot in your marketing activity around each quarter, supporting the activity.
This should take about 30 minutes, you do not have to be 100% accurate, you are not going to invest
millions of pounds in the plan, and so you can change it as you go along.
As you move forward in it, you would break the next two quarters down into months, or weeks. So
that you end up with something that looks like the example below.
We have done an outline plans for a number of companies – you will see that they are very broad to
start with, obviously as you move forwards you get more specific, more detail and more ‘marketing’ in
it.
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The plan took about 20 minutes to complete, it’s not brilliant, or the best constructed plan in the
world, but it does not have to be, you are setting your route, your key priorities, which can and will
change as you move forwards.
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Content marketing and then data

Theme
Key things that are happening in your market

Data

Mothers day

Key competitor actions
Traditional
Shows attending
Marketing
Press advertising
Direct Mail Campaign

IDM Data Event

Digital
Marketing

SEO Campaign
Content Marketing Campaign
Paid for online media
Email Marketing

Christma
s

Chamber of
commerce

Meet the buyers

Nantwich
Show

Campaign to male
customers – re
flowers for
mothers day

Invites to
stand at
show
Office discount
last minute (late)
GDPR Compliance

Ongoing – focus Ongoing – focus general
general
Update and tweak site

Ongoing – focus GDPR

Ongoing – focus GDPR

Ongoing – focus GDPR

Ongoing – focus GDPR

General

Content tips

Data base

GDPR

Database uses

Newsletter GDPR

Newsletter GDPR

Newsletter Data

Newsletter
General Content

Content tip

Newsletter
Content Case
Study

Ad on the
chamber site
Newsletter
General

ETC
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Ongoing
tba

Ongoing
tba

Year 3

Year 2

Quarter 3
(JAS)

Quarter 4
(OND)
Design

New email system

Promotional Plan
PR Activity
ETC
PPC Campaign

Email

GDPR

GDPR Compliance
Program

Key product developments

Jun

Apr

Feb

Jan

May

Year 1

Mar

Marketing Company Example

Local music
festival

Key things that are happening in your market

Huge car event

Digital
Marketing

Summer
ball

New campsite
opening

Key competitor actions
Shows attending
Press advertising

Direct Mail Campaign
Promotional Plan

County magazine
- weekly

County magazine
- weekly

To existing customers

County magazine
County magazine
– weekly
- weekly
Plus feature in car
event brochure
Pre summer direct mail to customers

Customer
discount

Discount
vouchers

PR Activity
ETC
PPC Campaign

Ongoing

Ongoing easter

Ongoing easter

Ongoing

SEO Campaign
Content Marketing Campaign

Romance

Romance

Things to do

Things to do

Summer prep

Summer prep

Paid for online media
Email Marketing

Customer email

Customer email

Customer email

Customer email

Customer email

Customer email

Ongoing

Ongoing last
minute

Ongoing
last
minute

Ongoing

Ongoing

ETC
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Christma
s hints
Customer
email

Customer
email

Year 3

Winter
warm
Christma
s markets

New PODs and
tents

Key product developments

Traditional
Marketing

Summer

Year 2

Cars and Motors

Quarter 4
(OND)

Easter

Quarter 3
(JAS)

May

Pre Holiday break

Jun

Apr

Jan
Romantic Getaway

Theme

Mar

Year 1

Feb

Glamping Company Example

Blank

Theme
Key things that are happening in your market
Key product developments
Key competitor actions
Traditional
Marketing

Digital
Marketing
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Then start to set yourself objectives, what do you want your marketing
to achieve? An increase in sales, a certain cost per click, a number of
visitors to your website? Write down some simple SMART objectives –
(specific, measurable, actionable, realistic and timely).
Now, go back and review your plan, will it work, will it deliver what
you need.
The reason we do the planning this way around, rough it out, decide
your objectives, and then review is that most people who run small
businesses are:
1)

2)

Practical people – most people hate planning, they hate
figures, and setting objectives. It's not a natural process. So
by leaping in with activity, we can slip in the figures after
Very well aware of what they want to achieve, and so the
initial plan usually quite accurately reflects their objectives
anyway.

Marketing is a game of consistency and
persistence, you have to get going and
keep going.
Consistency is defined as ‘the quality of
achieving a level of performance which
does not vary greatly in quality over
time’. Think about it. You could
probably see an advert for Stella Artois,
or BMW, or Tesco, and know what it’s
for without actually seeing the name of
the product. Why? Because a brand has
used the same advertising idea
consistently, over a long period of time.
Yes, they may tweak it here and there,
and you might like some of the adverts
more than others, but fundamentally
the same message, or ‘look and feel’, is
used for so long that it becomes utterly
familiar to the consumer – it develops
its own identity and represents the
brand – without even having to show its
name.
Likewise, persistence is defined as ‘the
continuing or prolonged existence of
something’. It’s no coincidence that you
will see the same advert on TV for a
product over and over again during the
break. Basically, we’re swamped by
repetition of the advert because
fundamentally, we’re not really
interested – watch it once and we
immediately forget. So, advertisers
repeat it to get it into our heads
whether we like it or not. Companies
bombard us with the same look and feel
for their brand persistently and
consistently until, they hope, when we
do finally want that product or service,
we think of them. And as a small
company you can do exactly the same
with your brand ‘look and feel’, your
PPC, or your press advert – much better
to have 12 smaller adverts in the local
paper every month for a year, than one
big one once. The trick is, decide what
you want to be, stick to it in general,
and do it over and over and over again.
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Step two
Your customers
You need to understand your customers who they are, what they do, and why they should buy from
you. If you don’t then you will waste a huge amount of time and money chasing things that don’t exist.
Now in reality we all have a number of clients, people who buy from us at different times of the year,
people who buy different products. And for the purpose of this we will consider that.
But what we start with is a bullseye target customer, who is the ideal customer?
By aiming at the core customer, you will like a drunk man throwing darts at the bullseye of a
dartboard, hit all over the place. But by aiming, you will have a more consistent approach, you will
spend less money and be more successful.
Then you start to build up other groups of customers, who differ from the core, so that you end up
with a kind of map.
We talk about who, where, what and what.
So;
•
•
•
•

Who are they – what sort of people are they, are there any defining characteristics, market,
age, demographic, gender?
Where are they – are there any geographical limitations or specifics that will be useful in
targeting them.
What makes them happy – what do they like, what are they looking for.
What makes them unhappy – what would they rather avoid, what do you need to avoid, what
annoys them.

We have done an example, based on our
business, - just because it is easier to do for the
purposes of this document.
From this target customer we can develop our
pricing strategy, our product offering, how our
website looks, even down to how we talk to
our customers starts to be determined by our
understanding of our target audience.

Who are they?
Small to medium sized
business owners and
start-ups. They don’t
have a large marketing
department (or any at
all)

Within 50 miles of our
office

What make them
happy?

What makes them
unhappy?

They have limited
budgets and so want to
feel they are getting
good value for money.

A lot have been ripped
off, and have spent
money on things they did
not need to, so they
don’t want to again.

They want to talk to one
person, they don’t have

Where are they?

They don’t like wasting
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Who are they?

Where are they?

What make them
happy?

What makes them
unhappy?

Who are
they?

Where are
they?

What make
them
happy?

What
makes them
unhappy?

Who are
they?

Where are
they?

Who are
they?

Where are
they?

Who are
they?

Where are
they?

What make
them
happy?

What
makes them
unhappy?

What make
them
happy?

What
makes them
unhappy?

What make
them
happy?

What
makes them
unhappy?

Who are
they?

Where are
they?

What make
them
happy?

What
makes them
unhappy?

Using that information, with our core customer in mind we can start to build a map of our customers,
so for example, we may have a group of clients in London, far more than 50 miles away from our
business. We might want to do some specific work on start-ups, and so create a target customer group
which looks at their specific needs.
We recommend that you start with your bullseye group, the main target, the low hanging fruit, and
the people who you are most likely to get business off. As we say, by aiming at them you will pick off
other people. For example when I started this company we were going to focus on small to medium
sized businesses within 50 miles of here. We aimed specifically at them, so our PPC activity was set to
this radius, we attended events within this radius.
But, we still picked up clients in London, Middlesbrough and Gloucester, all a lot more than 50 miles
away.
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But we still picked up two huge companies, who were well out of our target size.
But at least by having a target we had a focus for our activity, something to aim for, which directed out
spend and activity.
We do this before we do our brand, because it informs some elements of your brand work. Remember
your brand is a construct, it is something you are making up, and your customers are not they are real
people. And so while you can tailor your brand to meet your customers you can’t tailor your customers
to match your brand.
An example of our customer map – as you can see it builds up, with a core audience, then variations,
of more specific targets being attached.

Local
colleges to
deliver
training

Local Start
Ups

Core Target
Group Local

Large
Organisatio
ns - local

Non local
small
businesses

Non local
Large
businesses
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Who are they?

Where are they?

What make them
happy?

What makes them
unhappy?
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Step three
Your brand
There are a thousand ways to define your brand. Days and weeks are
spend going through complex brand DNA’s, working out, in fine detail
the exact words that match. Arguing for hours over the difference
between the words ‘happy’ and ‘cheerful’.
Most of it is a waste of time. Now, if you are to invest 20 million in a
brand building campaign, then yes, it’s important to get it right. But
you are not likely to do that, or if you are, then I suggest you don’t
need to read this handout. You just need something that can guide
you, something that you can use to direct your marketing, to get
going.
If it’s not 100% right, then you can change it. But it is better to have
something 80% right, than not have anything at all.
So, for ten minutes, put yourself through this exercise;
•
•
•
•

Try to come up with 4 words or short phrases that describe
your brand.
Write them down.
Do they feel right?
Then that will do.

When we do this exercise on the course we try to avoid words such as
quality and value as everyone uses them, they are boring. In reality,
they may be the best words to describe you, and if so, that’s okay.
Now
•

•
•
•

Write down one customer group: medium sized wholesalers
who buy your product, customers who come into your coffee
shop on their way to work, husbands looking for a last minute
gift.
Write down 4 features and benefits of your products that they
appreciate, that they rely on.
Now, can you connect those features and benefits to your
brand words?
Look at the way you communicate with that audience… does it
reinforce your brand words?

A word on USP’s – for the purposes of the course I try to avoid USP’s –
unique selling points.

80% of success is just turning up, so
you need to turn up, every day.
But this doesn’t simply mean physically,
in person.
It means intellectually.
It means listening to the needs of your
current customers and solving their
problems, rather than having your
ready-made answer and trying to
convince both of you that it’s the best
solution.
It means following up on potential new
customers’ expressions of interest
quickly, before they either go elsewhere
or decide that they didn’t really want it
anyway.
It means being organised and having
the will-power to see things through
and get tasks done – even if they’re
quick, even if they’re small, even if
they’re tedious.
Yes, you must prioritise, but don’t
forget the little jobs because they all
add up to opportunities – and you
might just get the deal that was too
quick, too small or too tedious for
somebody else – simply by turning up
when they didn’t.
So, find your list of jobs and get on with
them: don’t prevaricate, do show
discipline. You might be surprised at just
how much you achieve and how
successful and satisfied you feel.
Commitment is key. You build your
business brick by brick, day by day, and
you keep on building. Take
responsibility and take action. Nothing
will happen unless you make it happen.
You always turn up.

Even if you are one of those brands that is lucky enough to have a real
genuine USP, then since marketing is a battle of perceptions, not reality, it is important to be aware
that if other people can say they have your USP, then it can stop being a USP. I have yet to find
someone with a USP that their competitors could not claim they have as well.
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If you have one, great, but don’t sweat it.
It is important to work out how you want people to feel and then measure yourself against it.
So, once you have your four phrases/words, use them to assess your activity.
Now
•
•

Write down one thing that makes you different, not a USP, just something you think makes
you different.
Write down three or four things you want your customers to feel.

Example – my business
4 words
Experience
Hard working
Rapid Response
Generalist

Selling
All elements of
marketing – from
digital to traditional

Difference
I sell myself as being the
right for people who
want someone who has
done everything, who
can do most things, but
does not charge a lot.

Feel
In safe hands
Respected
Committed to
Invested in

You can then take these words, this idea of difference and how you want to make people feel, and
then start to review your activity.
•
•
•
•

Does your website reflect your 4 words?
Does your brochure generate that feeling you want to generate?
When you turn up to a meeting do you support the point of difference?
Are you using this model at every point in the contact process?

As in all relationships, you need to create an emotional response in your targets. This is true in
marketing as well. Make your customers feel something and you have a far better chance of selling,
and then building an ongoing relationship.
The more you can create an emotional response the better. Think about all the advertising you have
seen; the best advertising and marketing creates and emotional response. Advertising works well
when it creates some sort of emotional response. So, think about your brand and what emotion you
want your customers to feel.
Brand Guidelines
Once you have your brand, then you need to move on to the next step, some form of simple brand
guidelines. In large companies there are pages long documents that are jealously guarded, that hold
the secrets to the brand. And managers whose job it is to police the brand, to ensure that everything
that the company outputs is on brand, all the time.
You don’t need all this, but you do need to have as simple document. The trick is, in your case, this
document can change, you don’t need everything in place, and you don’t need to stick to it religiously.
But you do need one.
1. Write down your four words.
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2. Pick 5 images that reflect your brand, images that you like and you think reflect what
you are about.
3. As you move forwards, pick a font, a single font, just one, write
Keep asking yourself – so what?
it down and use it for everything. Sure you can change it, you
can add in a font for headers, or one for testimonials, but start
Whenever you think you have a great
with a font. The one thing to do is make sure that it is
product, a piece of copy, an ad, do the
generally available, so just write your company name into
so what test? Ask yourself, what does
word, and run through the font lists. It has to be readable,
that actually mean to the customer?
simple and clear. Choose clarity over creativity.
What outcome do you want it to
4. Pick 4 primary colours and record the # number and the RGB.
produce?
(Every colour has a #number, so for example white is #ffffff Yes, you know that in every element
black is #000000 and so on. they also have an RGB, the
of your marketing campaign, you have
amount of red, green and blue that makes them up). You need
to answer the following questions to
to write them down, and as you grow the business and add in
some degree: who, what, when,
other colours, write them down to. If you don’t you will spend
where, how and most importantly,
lots of time looking for them, and end up with a mix of colours
why.
that does not work. Pick colours that reflect your brand, your
But add the question so what?
image, your company. A good place to start is the colours in
Because if you can’t utterly justify
your logo.
your actions and explain their
5. Write one paragraph in the style you want to present yourself
benefits, then you might just be
and give the style a name. In most cases, most companies use
wasting your time.
a style we would call business casual.
Don’t get carried away with your plans
6. Write down a list of 5 words you would not use, and five
– ask yourself so what with each new
words you would.
idea or intention.

And that will do for a start.

Have an emotional link with your
audience - so what?
How do competitors present their
brand - so what?
What do they lack - so what?
When you are writing copy or
explaining something, ask yourself, all
the time, what do the words actually
mean to your audience and why
should they care - so what?
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Step 4
Your product, price and place
We have discussed product, price and place earlier so we assume you have all this sorted, but at this
stage, just check that you;
•
•

•

Have you firmed up the details of your products – features and benefits, technical
specifications, descriptions, weights, photographs, terms and conditions, and so on?
Have you decided on a price strategy – try to be a little creative, price according to what you
want to sell, don’t just apply a % margin and round up or down. Think about products you
want people to buy the most, what upsells do you have? Do you have a hero product you want
to push harder? For example, years ago I worked for a major car manufacturer. We had two
products, one was a highly specified, ‘special edition’ which we hero priced, setting the cost
low to increase volumes. We knew full well that it would steal sales from other models, some
of which were more profitable, but as a short term, limited volume edition to the range it was
priced to generate noise in the market, and in some cases pull people into the brand who
wouldn’t normally consisted it. It also gave us a point to advertise and promote. We had a 2nd
car, which had a far better engine, in fact it was the best engine in the range, and so was in
huge demand. However due to production constraints we could only produce 5% of the total
range in this engine. We overpriced this car, better to sell 5% at the biggest profit than price it
to sell. The price did not look logical, it was at least 10% over what you could argue, but it still
sold.
Have you decided how you will distribute – sell direct through a shop, sell through distributors,
sell through wholesalers, and sell online. They all require slightly different strategies and
approaches.
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Step 5
All the collateral that you need to have in place
There are potentially hundreds of things that you might need from a marketing perspective before you
can start to present your wares to the market – or nothing at all – you might just want to go out there
on a wing and a prayer, relying on your own charisma and hutzpah to get you the work.
Most of us are not so amazingly charismatic that we can just wing it, so we do need some things in
place before we start. The list below is not 100% comprehensive, and you may only need a few of the
things listed, but it is a good start. Put a tick in each box you think you will need.
(It is not in any particular order either – so you have to go down all the list to check)
A website (see primary hygiene factor – you do need this!)
A business email address
A database (see primary hygiene factor – you do need this!)
A data@email address to help you deal with GDPR contacts and information
Business cards
A basic set of corporate/brand guidelines
Header paper
Compliment slips
The your order has been despatched/taken/received emails set up on your ecommerce
platform
A credentials presentation you can use to present to customers to explain your
business
a newsletter email template for sending out emails
A video that you can run at shows and events to attract attention
Some amazing product packaging
A promotional leaflet to put in the package for each person who buys
A Google business account, with your business registered so that you can get reviews
and people can find you
A normal company email address
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Now let’s get started and look in detail at your two primary hygiene factors;

Hygiene Factor -Your Database
A database, one that you can use is one of the first things you need to have in place. Data is the key to
long term success for any business. So the first thing to remember is that you need a database, and
you need a number of cells, fields, columns, whatever in the database
•
•

•
•
•
•
•
•
•
•
•
•
•
•
•
•

Name
Address
o Add1
o Add2
o Add3
Town/city
Postcode
Job Title
Email Address
Email Status
Business or Personal
Opt-in status
Opt-in date
Reason for contact
Source of enquiry
Company Type – Company Sole
Trader Partnership
Date of last purchase
Annual Value
Purchase frequency

There is an element of teaching people to suck eggs with this list, but, if you want to start to use your
database for marketing purposes, then it is better to get it set up right at the start.
I have frequently been asked to target people in a specific area, to hit customers in London with a
message because the client is going to a show in London. When only 5% of the database have the town
filled in, and when even then the town is mixed in with the post code, this becomes a difficult process.

GDPR
GDPR is basically about who you hold data on where you hold it, what you do with it and why you do
it. You need to ensure that you collect, store and process personal data in line with GDPR, the best
thing to do to start with is to look at the ICO (information commissioner’s) website.
Everyone who runs a business has data, be it a customer email on your phone, a delivery address, a
name, a photo…. You will have data.
Everyone who runs a business processes data – if you don’t think you process data, you’re wrong.
Think about where you keep your data and why you have it; anything you do with this data is called
processing.
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Remember personal data is any data you hold which can be directly or indirectly used to
identify people. Use Google Analytics? You have data. Have a photo of an event? You have data.
Employ anyone? You have data.
The 5 key principles are;
•
•
•
•
•

Who do you hold data on?
Where do you keep it?
What do you do with it?
Why do you do it?
And so – what does that mean you have to do?

Since the legislation is changing, you do need to keep on top of it.
In broad terms, respect your customers and prospects data, as you want yours to be respected, keep it
secure, get rid of it if you don’t need it, and only do what you are allowed to do with it.
Data is probably the single most valuable thing you can collect – it is crucial from a marketing
perspective.
Think about Netflix as a good example of how to use data
•
•
•
•
•
•
•
•

It knows what you watch
What you watch next (so what films prompt you to
watch other films)
What TV you binge on
When you watch
When you watch what
What films and programmes you stop watching
When you stop watching them
So… want to produce a cop buddy film, about an orc and a human, with elves, wands and
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minimal plot development – how big is the market and who can you target?
A database will allow you to target the right people, at the right time with the right messages.
•
•
•
•
•
•
•

If you know who opens your emails – then you can contact them and try to engage with them
If you know where people go on your websites, you can change your site to improve it
If you know when someone last bought from you – you can remind them to buy again
If you know they like golf – you can invite them to your next event
If you know they have a 7-year-old child – you can mention something in the meeting to make
they know you have remembered it.
If you know their birthday, you can (at least) say happy birthday
If you know what they last bought, you can sell them something similar.

And so on!
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Website
Your primary hygiene factor
Before we start here are some facts and figures (accurate around 2018)
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

There are around 500 websites created every minute
51% of websites are accessed from mobile devices
There are over 1.3 billion websites on the net
On average users spend about 2 hours and 59 minutes per day on the internet
The UK has at least 60 million users (at least 92% of the population)
63% of mobile sites are abandoned if they take more than 3 seconds to load
About 76% of the population have a smartphone
15-16 year olds spend about 4.8 hours a day online
Google processes at least 6,500,000,000 queries a day
15% of these queries are new, they have never been searched for before
56% of all internet traffic is from automated sources, hackers, spammers etc
There are at least 332 million domain names registered
6.7 million people (approx). publish blog posts regularly
30% of all websites are powered by WordPress
A 1 second delay in page loading speed can cost you 7% in ecommerce conversions
47% of all online orders include free shipping – which seems to make people spend 30% more
on their order
4,000 ransomware attacks happen every day
1 in every 131 emails contain malware
Over 40% of cybercrime attacks target small businesses

(https://www.websitehostingrating.com/internet-statistics-facts-2018/)
The best way to think about yor website is to think of it like a shop. So, setting up your website is like
opening a shop on a back street in Chester. It’s a great shop, but no one knows that it is there. So you
set up your shop, and no one knows it is there, no one walks past - the only people who do know
about it are your friends.
Not only that, but you’ve set up shop on a back street that happens to also have thousands of other
shops, selling everything imaginable. It is next to a shop selling pornography, a very noisy pub, a
supermarket and a small specialist cinema.
No one will ever find it, unless your help them to. Except of course your friends, who will call in when
you first open, buy from you and pop in occasionally to make sure you are still alive.
There are more websites out there than you can imagine. More people clamouring for attention, so in
a way it has never been easier, and harder to set up and start a business. If I wanted to, I could set up a
business next week selling bird seed. I can contact a wholesaler today, set up the website tomorrow
and be selling in three days. If I know what I am doing, then it would probably cost me a few hundred
to get to this stage. With a bit of simple marketing, I can be selling bird seed next week, and make a
small profit from it.
Whatever market you are in, within reason, this is true, it’s not always that easy, and a small profit
might be a very small profit, but still due to the internet you can be up and running very quickly.
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Attract

First Contact

Before - Hygiene

Remember that at all times your website has to stand out, and it has to be attractive to your
audience.

This is your key hygiene factor… make sure that everything looks
great, good images, well written text, and ensure that it supports
your brand and appeals to your customer base. Make sure you are
confident enough to encourage people to visit your site. With small
businesses, the number of times I hear the phrase “I’ve got a site yes
– it’s not very good’ or ‘I don’t really like it, but the developer told me
to do it that way’ is amazing. You also need to be able to scale your
site, to add things, change things, take things away, when you want
to.

Your website is very unlikely to be the first point of contact with your
brand, because if it was, then how did they find it?

Websites are very poor at attracting on their own.

Assess

Deliver

Close

Engage

What is the first page people land on, and what is the experience like?
How long does it take to load, what is above the fold? Do you clearly
state what you do, and more importantly why it matters?
Is there content I am going to be interested it?
Does it have some depth, so I have the opportunity to find out more?

Do you get people to the close? To the product? To the contact me
page? To the blog? To the information?

In many cases your website is not your product. But in some it is, in
which case assess each stage of the delivery.

Your site, particularly if you are an ecommerce site, will provide you
with information that allows you to assess some elements of your
customers.
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Relationship

Recontact

Your recontact efforts will, in most cases, drive people back to your
site. It is nice if they see something new and different, new images,
some new information, you have to keep it up to date and interesting

You want to be adding in new content, bringing your audience back
to your site, and building a relationship with them.

Own your site – remember it’s your property
You wouldn’t set up a shop, where the only way you could gain access to it, was if someone else let
you in. Where to change the window display you had to pay someone. So, don’t do that with your
website. Make sure you own the site;
•

•

•

Make sure thata you have access to the back end, that you have full admin access to your own
site. I quick way to check is to go into the back end, and see if you can add and remove users. If
you can’t you do not have full admin access. Agencies will sometimes say they don’t want you
to have admin access in case you break something, but, its your site, not theirs. I have clients
who have fallen out with the previous agency and it has taken them months to get access to
their own site. So have access, and keep the password safe.
That you have a direct relationship with your hosting (which means you select your host, pay
them and own the account, don’t let the ‘agency sort it out’. Set up your host and give the
agency access to it). No agency or web developer really hosts your site. They don’t have a
computer sitting in their office on which your site sits. They all use a proper company. Again,
fall out with them, and try to get access to your own site. It will cost you more to go through
your agency, and give you less control, so don’t do it.
and you have the url registered in your name

Websites Do’s and Don’ts
Do’s
•
•

•

Own it your own website
Know how long it takes to do things. One of
our clients was quoted £500 to put Google
analytics on their site and change a menu
item. A job that would take 10 minutes if
you were going slow. It is too easy to spend
too much if you have no idea how long
things take.
Make sure it is mobile responsive – from
the start it needs to be responsive. Do not
accept any arguments on this. It takes a
little bit more time to play with the mobile
layout, but any proper business will have
included it in the quote.

Don’ts
•

•

•

Over pay for your site or ongoing activity
– it is still the area where money is
wasted most frequently. People who
don’t understand how long things take
to do are the easiest to get money out
of.
Assume your site is done and dusted. A
site needs to be constantly changing and
developing.
Never use images that you think are
free, ever. Always pay for images and
videos. For example, if you go to Google,
and look for Google images there are
thousands of images available. They are
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•

•

•
•
•

•

•

•

•
•
•

•

Make sure it is on a CMS – a content
management system – and make sure it’s
the right one, one you can grow with.
Have analytics set up – Google is the
simplest to set up, and has the most
information available.
Monitor your analytics weekly
Have security plugins set up – you need to
protect your site from hackers.
Have a backup plugin – set your site up to
back up – the database at least daily, the
files, at least weekly. The backup has to be
somewhere you can get to. We tend to use
Dropbox, or something similar.
Learn how to use your site – know how to
add pages, add posts, and change the menu
items. It is very important that you are able
to add in pages, without incurring any
additional cost.
Keep your site fresh. You wouldn’t have a
shop with the same window display month
after month. So why is it we build a site and
leave it for weeks?
Break your copy up into manageable
chunks. Forget the rules of paragraphs, you
break the copy up on a website so that it
looks nice, not because it’s in different
paragraphs.
Use lots of headers and Sub headers
Use bulleted lists in the text where you can
Ideally have a site with bit of depth, a long
parallax site is nice, and can look great, it
can make it harder to use analytics.
Analytics can usually only record events, so
you need a site with more than one page,
where people have to find some of the
information to start to get useful data.
Use decent images of people whenever
possible. Adobe Stock images are cheap,
and there is no excuse for not having
decent imagery on your site. People
respond to pictures of people, and faces
are very important. So whenever possible,
use pictures of people on your site.

•

•

•

all owned by someone. Even the ones
that Google says are ‘available for use’
frequently have licensing stipulations.
Most free images require you to put in a
credit to the photographer if you are
going to use it. There is a company that
checks sites on behalf of photographers
and will fine you if you use their images.
DON’T do it.
Never have a video start with sound on
your site – but do use a video wherever
possible.
Let your creativity get in the way of
usability, the last thing people want to
do is to learn how to use your site. Try to
remove any barriers, anything that gets
in the way of your customers accessing
the information on your site. Generally
simple, straightforward designs are
more confident than complex designs.
Ever forget, your site is a shop in a back
street, the only people who will visit it at
first are your friends. You need to get
people to visit your site, you need to
promote it

1 Month 3 Month 6 Month Plan
1 month

3 months

6 months
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• Gain access to anything you
don’t have access to and
keep that information
secure
• Review mobile
responsiveness
• Review alt tags
• Ensure it’s backed up
• Ensure you have access to
the back up
• Ensure it has security
settings (plugins)
• Review your analytics
• If you are an ecommerce
site, set up a conversion
funnel.
Check every week
• Your bounce rate
• Number of visits
• Number of people who visit
• Their average time on site
• How many pages they view

Check every week
• Your bounce rate
• Number of visits
• Number of people who visit
• Their average time on site
• How many pages they view
Check Monthly

Check every week
• Your bounce rate
• Number of visits
• Number of people who visit
• Their average time on site
• How many pages they view
• Visitor flow
• Leaving pages

• Start to look at the visitor
flow – where people go, how • Refresh the page content,
change the slider images,
long they spend on site
and make sure your site
• Look at the leaving pages –
looks good.
the last page people look at
before they leave your site
• Source – look for sources
that are not true and exclude
from your stats (filter) – you
will find that you get traffic
from some odd sources, porn sites and games often
crop up and can distort your
figures
• Sources – where are people
coming from – what
marketing is having an effect
• Put actions in place to fix any
issues – landing pages; front
page bounce rate
• Even if you are not an
ecommerce site, set up a
conversion funnel

7 day report.
Every week run a 7 day report – so go into analytics and record the following information for the last 7
days. If you miss a day, fine, still look at the last 7 days. If you go in a day or two early, fine still look at
the last 7 days. You will then be able to start to look at trends, and spot issues, but also, you will also
become more familiar with Analytics, and the more familiar you are the more likely you are to start to
ask yourself questions, and then find out the answers.
Here is an example report from an actual client
Last 7 days as at:
11th Mar

Sessions (visits)

1,412

18th Mar

1,497

25th Mar

1,566

31st Mar

1,362

8th April

15th April

1,322
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1,371

From this many users
(visitors)

1,231

1,349

1,308

1,354

1,232

1,273

Bounce Rate

54%

52%

52%

53%

51%

51%

Avg Duration

01:36

02:14

2.04

1.56

02:01

02:14

Pages per Session

2.59

2.68

2.64

2.61

2.69

2.79

Impressions
Clicks
Cost Per Click

So you can see that in an average week they get around 1,350 visits from around 1,250 visitors, who
spend about 2 minutes on the site and look at about 2.7 pages. We can also see their bounce rate is
about 50% (roughly the bounce rate should be between 40-60% but it does depend on the type of site,
and what you are doing to promote it.
By doing this we can start to see trends, what the number of visits increase, what caused it? What if
the bounce rate increases? What can we do to stop it?
Then you can start to ask yourself
1)
2)
3)
4)
5)
6)
7)

How many visitors come to our site from Facebook?
How many from LinkedIn?
Is there any difference between new visitors and returning visitors
How many come from mobile devices
Is there any difference between the behaviour of those who come from mobile and those
who come from desktop
What hours of the day do they visit?
What days of the week?

And so on….
A note on conversion funnels
A conversion funnel is something that you set up in analytics so that you can accurately measure your
site performance. Imagine you have an ecommerce site, and you want to see what happens to people
at every stage in the sales process. You can set up a conversion funnel, to track people from the home
page through to sale. You set the goal in analytics, and set each of the steps along the way, so for
example;
How many people
How many people
How many people
How many people
How many people
How many people

Visit the home page
Viewed the category pages
Viewed a product
Added a product to basket
Reached the checkout page
Checked out

1,000
800
400
20
18
5
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So in the example above, 1000 people start the process on the home page, but only 5 check
out. Is this good or bad, it depends on the market. But we can also see that 20 people added a
product to their basket, 18 reached the checkout page, and only 5 actually bought. So, there might be
something wrong with the checkout process, do we need to check and ensure everything works? Also
a small change in the number who move from viewing a product to adding to basket could make a
huge change to the business profit, so what can we do to maximise our opportunity?
If you are a B2B brand where you want people to fill in a contact form, or ring you, then it might look
like this.
How many people
How many people
How many people

Visit the home page
Viewed the contact us page
Filled in the form (reached the ‘thank you page
that pops up when they have filled in the form)
How many phone calls did we get that day?

320
18
2
?

So again we would have to ask the question is the form too long, or, if we got 10 calls that day, then
perhaps 12 out of 18 is good enough.

Your website sits on top of your traditional hygiene factors, your product, price, place and promotion,
your sales strategy, look and feel, logo and brand development. It sits over your brand and
understanding of your customers and is the hub around which all your activity is built. Without a good
quality, well-structured website, it is difficult to operate in the digital environment.
You can build a company just selling through eBay or Amazon, but in the end this will become limiting;
it’s hard to build a brand and engage with the audience when the only expression of your brand and
organisation is restricted through someone else’s platform.

Page | 64 Martin Corlett-Moss | 07765 406530 | Martin@mcm2.co.uk | www.mcm2.co.uk

Page | 65 Martin Corlett-Moss | 07765 406530 | Martin@mcm2.co.uk | www.mcm2.co.uk

First Contact
This is the first touch, the first sight, the first contact you have with
your audience. It is the first time they see you. So:
•
•

•
•
•
•

Go to the right place
Make sure you look right, and the earliest point that they can
see you – so if you are going to meet in a bar in town, from
the moment you park, you are on display
Walk in with confidence
Smile
Go over to the bar so that you look like you am here for a
reason
Make sure you look good

It is true that first impressions count – in an interview it is widely
reported that you have about 7 seconds to make a good impression.
Which translates to (but not in the right order and not necessarily a
complete list)
•

•

•
•
•
•

•

•

Having great, clear advertising – buy media space where your
audience will see your ad, with a clear message, great images
and that supports your brand
Have some good quality content, so that people asking
questions, searching for information will see your search
results, and can click through
Have a simple Pay Per Click campaign set up, so that you are
appearing in searches
Do some social media advertising, to present your brand in a
clear and consistent way to your audience
Making sure your exhibition stand looks good, from all visible
angles
Having a video running at the farmers market you are selling
at, so that people can see it from across the hall and are
drawn to you
Having decent tags in place for your SEO, so that you do well
on Google search, with a meaningful, well written search
result
Have some decent, interesting content that people will
share, and so reaches new people

Marketing is about Attention,
Interest, Design, Action and Reaction.
Or…AIDAR…and no, it’s not some
strange version of a Verdi opera. It
means:
• Attention - we need to gain
attention and be noticed
• Interest - we need to provoke
interest
• Desire - we need to create desire
for our product
• Action - we need to get them to
act on that desire
• Reaction - we need to get them to
do it again.
It means that every element of your
marketing is designed to work within
this structure: you put things in place
to generate attention, you make
people interested, you build some
desire and then you ask for the
business. And after you’ve got it, you
try and get them to repeat it.
Don’t be nervous, as many people are,
about the close – the part when you
actually ask for the business.
Remember that if you don’t go for it
you haven’t got it anyway – they need
to be asked before they can say no!
(And if it goes to plan, they’ll say yes).
However quick your sales process and
however quickly you can get
customers to go from never even
thinking of buying your product to
having bought (think about Amazon),
you still have to go though the process
and gain their attention, make them
interested, make them desire it and
make them act on that desire.
Every, single time.
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SEO
Before we start here are some facts and figures (accurate around 2018)
•
•
•
•
•
•
•
•
•

Google processes at least 6,500,000,000 queries a day
Google accounts for about 79% of all global desktop search
Google has over 63,000 searches every second
50% of searches are of 4 words or longer
Google ‘near me’ searches are on the increase
70& of consumers who did a local search, visited a shop within five miles
81% of people do online research before making a large purchase
75% of people never scroll to page 2, they just refine their search
Voice search is on the increase, accounting for at least 10% of searches

(https://www.websitehostingrating.com/internet-statistics-facts-2018/)
(https://www.impactbnd.com/blog/SEO-statistics)
(https://junto.digital/blog/SEO-stats-2017/)
Every time you type in a search on Google the system runs through a calculation made up of a range of
factors – called an algorithm. Each time Google compares a range of factors to arrive at the decision as
to which website comes first, which second, and so on.
Very few people will go past position 10, go past the first page. What people tend to do is type in a
search, see if the ‘right’ results pop up, then they refine the search. So, unless you are on page 1, you
are unlikely to get a huge amount of traffic.
Traffic by position on Google

Page | 67 Martin Corlett-Moss | 07765 406530 | Martin@mcm2.co.uk | www.mcm2.co.uk

This table shows, roughly, the amount of traffic you can expect from each search, depending on your
position on Google. So if you are in position 1, you will get about 28% of the traffic, position 5 about
9% and so on. Search engine optimisation is a game, and its one that every business has to play.

Key point – Google does not tell us what makes up the calculation – it hints at some things, confirms
others, but in reality no one really knows. What we do is based on experience, and testing. No one
can guarantee anything. So any agency that promises to get you to the top of Google has to be lying.

Those of you who have children will know exactly what a spoiled child is like, they want what they
want, now, and have not time for consideration. If something does not work, they put it in the bin, if
they don’t want to eat something they spit it out. If they don’t like something they don’t play with it.
Every few weeks or months, your site will be crawled by the Google bot. It works its way through your
site, reading, checking, analysing, and takes that information and adds it all to the huge Google
database.
•
•
•
•
•

If it comes across a broken link, it marks you down
If your site does not load quickly enough – it gives up
If you don’t tell it what you are, (a dog grooming business in London) it won’t try to find out
If your site is not secure – it marks you down
If you haven’t visited your own site, and made a change, then you are not as good as me, who
has visited his site last week, and changed something
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If you think about it logically, then it has to be this way, with so many sites to crawl, and so much
information, no matter how clever and sophisticated the team at Google are, they can’t do much more
than scrape the surface of your site. You have to make it easy for them.
Some of the factors that make up the algorithm and what you can do about them.
1.

2.

3.

4.

Tagging – on each site there are meta tags which sit
You need to look at every touch point you
behind the site and are readable by the search engines.
have with your audience and maximise
Make sure every post, every page has one. I tend to use
every opportunity to get your message
the same format to make it easier, which is:
across.
Business Name | Phrase including some keywords |
Basically, touch points are the places where
what the page is about.
your customers engage with your brand in
For example:
a way that strengthens and supports their
Dave’s Dog Grooming | Professional Dog Grooming in
customer experience. So, this may include
Cheshire | Get in touch.
social media, email marketing, apps,
This way every tag is different.
printed mail, ads, website, staff, fulfilment,
Titles - on each site there are page descriptions and
delivery, customer service and even how
titles which sit behind the site and are readable by the
you invoice or bill them etc. You need to
search engines. Make sure every post, every page has
think in terms of how your touchpoints
one. I tend to use the same format to make it easier,
improve the customer experience. So, do
they address customers’ needs? Are they
which is:
consistent? Do they help retain customers?
Business Name | Phrase including some keywords |
Are your processes as good as they could
What the page is about.
be? Do you try to pre-empt problems?
For example:
Answering these questions honestly, and
Dave’s Dog Grooming | Professional Dog Grooming in
acting on them to the customer’s
Cheshire | Get in touch. This way every tag is different.
satisfaction, hopefully builds loyalty
We have been trying an alternative recently, changing it
between your customer, and you and your
so that the keyword is first, so for example Professional
brand.
Dog Grooming in Cheshire | Dave’s Dog Grooming | Get
To put it bluntly, you want people to buy
in touch. It may make a difference to the rankings, and is
from you, not your competitors. To
certainly worth a go.
capitalise on this, think about how you can
Descriptions - on each site there are page descriptions
use touch points to your advantage - don’t
which sit behind the site and are readable by the search
just let them happen or take them for
engines. Make sure every post, every page has one. I
granted. If you can look at these
tend to use the same format to make it easier, which is:
touchpoints from your customer’s
Some engaging and well written line to encourage
perspective - and remember that you are a
customer too, so it shouldn’t be difficult people to visit the site | Business Name | What the page
you should be able to get a really useful
is about.
perspective on how you can do things to
For example:
improve your offering and develop your
Providing a range of calibration and inspection services
business.
for onsite tools and equipment for over 3,000 customers
in the UK | Talech Calibration Services | Accessibility –
we usually don’t put the last section on the home page. Descriptions are not really, apparently,
important for SEO, but we have found if we include them it does help with the rankings.
Alt tags - on each site there are alt tags which sit behind each image and are readable by the
search engines. Make sure every post, every page has one. I tend to use the same format to
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5.

6.

7.

8.

9.

10.
11.

12.
13.

make it easier, which is:
Business Name | Phrase including some keywords | What the page is about.
For example:
Dave’s Dog Grooming | Professional Dog Grooming in Cheshire | Get in touch.
All alt tags do not have to be different.
URL – the ideal URL is one which has your keywords in it and not necessarily your brand name.
For example the best URL for a dog grooming site would be www.Doggroomercheshire.co.uk
not www.prettypaws.co.uk . What some people do is register both URLs, build their site on the
www.Doggroomercheshire.co.uk site and set up the www.prettypaws.co.uk to redirect to the
www.Doggroomercheshire.co.uk site.
Content – this is extremely important, you need lots of fresh and interesting content on the
site. This could be putting in blog posts every other week, but basically just keep building the
site so it is useful and interesting.
HTTPS – or SSL – you need to have an SSL certificate on your site, you will be actively penalised
if you don’t. Some people say it is a requirement for GDPR, but that is not entirely true, unless
you are selling something, but as with many things on GDPR it’s better safe than sorry. This is
an area it is easy to get ripped off on. Many hosts offer a basic SSL for free, the rest, usually
you can get one for about 50. Many hosts will install and set it up for you, the last time we got
a quote it was about 70 to buy and install.
Keywords – if you want Google to know you are a dog groomer, you have to tell it. Make sure,
therefore, that you put your main keywords into the text. Not everywhere, not too much, but
you do need to put them in. It also helps if some of the keywords are in bold.
Headers – a website has different levels of headers (H1, H2 and H3 etc). In simple terms H1’s
are big and bold, H2’s slightly smaller, and so on. If you have important keywords, put them in
your headers, and make sure they are H1’s.
Social Activity – we have found that having an active social feed has a significant impact on our
Google rankings.
Site Errors – you have to imagine the Google robot (the bot that crawls through your site,
records what’s there and adds the information to the Google algorithm) as if it was a spoiled
child. If it finds broken links, pages that don’t load, slow pages, code errors, too much code,
then it gets fed up and gives you a lower score.
Site structure – try to make sure that the most important page has the most internal links to it.
If you have an important product, link to it from any pages that make sense.
Links – if someone is willing to give a link to your site from theirs, then Google will usually
increase your ranking. But there is a difference between a good link and a bad link. A link from
a .gov site, or from a school, college is good. Links from seedy Russian porn sites are bad. Bad
links lower your score, and good links increase it. Try to get links from customers, suppliers,
contacts. Then start to build your content, and use that to gain more links.

Before Hygiene

Having all the key elements in place, tagging, titles and
descriptions is a key hygiene factor. Ensuring that there is
nothing to prevent the search engine crawling your site is
crucial. There is no point starting to spend money promoting
your site, writing content developing structures, if the site is
not set up right from day 1.
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First
Contact

In some cases, the listing you get on organic search, the links
to pages, and what description comes up when people see
your site will be the first contact they have.

Attract

Make sure it is clear what you do, and don’t try to be clever or
creative. Just say what you do.

Do’s and Don’ts
Do
•

•

•

•

•

•
•

Start off monitoring it yourself. So sit
down, write down the ten keywords you
want to do well with, and see where you
are. The advantage of doing it yourself is
you will see who is ahead of you, and can
see what they are doing. So if one of your
competitors is in position 5 and you are in
6, have a look at their site and see why it
is scoring higher (is the content better?
Are they doing more?).
Use a crawl system to monitor and
measure your site. SEO Moz have a good
one, it will pull out any initial issues you
have.
Start simple – if you have 1000 products,
1,000 pages start with 10 a week. Don’t
try to do everything at once - you do not
have time.
Write for people, not search engines – so
make your content read nicely for your
audience – don’t stuff keywords in for the
sake of it.
Keep an eye out for bad links –
unfortunately, games and porn sites will
frequently put links to random sites.
Competitors may try to mess you up, so
look at who links to you, and if you find
something, disavow it to Google.
Get the basics done first (alt tags, page
descriptions, titles and so on).
Always put alt tags on - it’s a pain, and
people hate doing it so they upload 20
pictures and they forget to add the tags. It
is important however, so every month just
check and spend 10 minutes adding in
what you can.

•

•

•
•

•

•

•

Don’t
Stuff keywords in everywhere so
your site reads like someone who is
trying too hard.
Expect the moon on a stick, SEO, is
a long term game, you have to play
it for a while to see any results
(usually – you can get results in a
few days, if you are very very li.
Trust people – this is the area most
full of snake oil salesmen.
Believe the ‘I can get you to the top
of Google’ lie. It is a lie, not one can
promise this and if they do, don’t
use them
Don’t game the system – it causes
more problems than it helps. Do
your site correctly, do the basics
and work on it. Do not play games.
Don’t stuff keywords, overdo
anything. If you do, then you have
to worry about what every change
to the Google algorithm will do. So,
we recommend you do the basics,
do good content and just get on
with it.
Forget to tell Google what you want
it to know. Remember Google is a
spoiled child, if you don’t tell it
what it wants to know, it won’t
know it.
Buy bad links. People will sell you
hundreds of links, and while they
may have an impact on your
ranking, in the end you will get
caught out.
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1 Month 3 Month 6 Month Plan
1 Month
• Assess your ranking position –
MANUALLY
• Where are you?
• Where are your competitors?
• Set up a site crawl on
something like SEO Moz
• Review your keywords – what
are the main ones you want to
score for?
• Review the home page content
and rewrite as necessary
• Check your page titles and
descriptions
• Set up social channels if you
don’t already have them
• Set up a PPC campaign for 1
month to see what people are
really searching for
• Review URL – can you do an
exact match, would it improve
your rankings?
• Make sure you have h1’s as
your headers
• Ask suppliers, partners and
friends for links to your site,
and put links to theirs in return

3 Month
• Every week look at one
page and alter the content
slightly. Put in keywords
which are important and
build the content
• Check the crawl every
month; see any new issues
and fix them
• At the end of 3 months, the
on-page factors should be
in place and complete
• Make sure its HTTPS – so
get an SSL certificate
installed
• Write two blog posts per
month – so after three
months that is 6, keyword
rich, interesting blog posts
• Implement an active social
media strategy

6 Month
• Start to look for new links –
talk to suppliers and related
organisations
• Review paid-for directories
and ensure you are on the
best sometimes this can pay
dividends
• Start a link building PR
campaign
• Look at helicopter sites with
specific URLs that can feed
traffic to your site
• Look for influencer links
• Look for links – using your
blog posts as leverage - can I
get a link from your site – can
I write a blog post for your
site, and you can write one for
me?

SEO Checklist

Make sure Google
Tag Manager is set
up. Or,
alternatively, use a
system such as SEO
Moz to check and
track.

By setting up Google Tag Manager, you can add
Setup
and change tags as needed, and it allows for
seamless interaction between Google and or third
party tags. As well as this, you needn’t edit any
code.

Make sure Google
Analytics is set up.

Being able to use Google Analytics set up is
absolutely vital. You can track search engine
traffic, which of your webpages is getting the

Setup
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biggest number of organic viewers, as well as
numerous other important pieces of info.

Make sure Google
Search Console is
set up. This used to
be called
webmasters.
Install Yoast SEO if
you use WordPress.

This is a free tool which allows you to get
feedback on your sites traffic and quickly fix bugs
and issues.

Setup

This allows you to create SEO-friendly content on
WordPress, and is vital if you use WordPress

Setup

Perform keyword
research.

Picking keywords that reflect what people search
for is absolutely key. For example, if you were
looking for a gym, you might search for “local
strength and conditioning,” but are unlikely to
look for “local strength” or “local conditioning.”

Setup

Try to get your
keywords into the
URL without
stuffing it.

Shorter URL’s rank better than long ones
generally, so you should fill your URL with
keywords. That being said, you are more likely to
get ranked if you do get some keywords in the
URL, so finding that balance is key.

Setup

Add your keyword
to your title tag and
make it compelling,
but keep it short.

Even though including keywords in the title tag is Setup
still important, it is not enough to get you to rank
high. Search engines now weigh in the click
through rate on the results as well when
determining rankings, so an attractive and
compelling title will help you get more people to
click on your page. Keep your titles between10-60
characters

Add your keyword
to your H1 tag,
remember that
there is only one.

Make sure to include your primary keyword in
your H1 tag, this will allows crawlers to try to
understand the context of the page, which can
aid ranking.

Setup

Use synonyms in
your copy, and
repeat the
keywords.

Search engines are getting smarter, and can
recognise variety in your keywords. So use
synonyms when you can in your copy. As well as
these, you should use the keyword, exactly as

Setup
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they are written, 3 times. It’s also worth making
sure you have enough high-quality copy to write a
page. If you don’t have enough, it may not be
worth writing a whole new page, instead, think
about adding it to an already existing page.
Use Latent Semantic LSI keywords are very simply, thematically related Setup
Indexing (LSI) in
keywords. So for example, if you were advertising
your copy.
a web series in your copy, synonyms for web
series might be “web show,” “online show.” The
LSI keywords might be “entertainment,”
“cinema,” “YouTube” or something like that.
These words are not directly related, but are
thematically related, and their inclusion also and
search engines crawling you copy to link to it
when those things are searched.

Make your site
mobile friendly.

Seems obvious, but you need to make your
website mobile friendly, because more and more
people access the internet on the phone.

Setup

Check that all titles
are in place.
Add your keyword
to your metadescription and
make it compelling,
but keep it short.

Having missing titles is bad form an SEO point of
Monthly
view, so check every moth they are all still there.
Meta Descriptions, according to Google, aren’t
Monthly
directly linked to a page’s ability to rank. They can
however, improve click through rate, which in
turn, can aid a page when it comes to ranking. Try
to keep it short, preferably below 300 characters,
and whilst you want to add a couple of keywords,
don’t cram your description full of them.

Add descriptive ALT
tags and filenames
to your pages.

Putting descriptive ALT tags on images allows
anything crawling your site to understand the
context of the images better. It offers you an
opportunity to add a keyword, and improve
images SEO.

Monthly

Evaluate your
competitor’s link
profiles.

There are a number of tools you can use to track
you competitors. Find out how they are ranking
so well, and what you can do to rank higher. This
isn’t strictly necessary if you are already ranking
well, but if you aren’t where you’d like to be, it
can be helpful.

Monthly
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Make sure that 302
re-directs are 301s.

301 re-directs are permanent, and pass practically Monthly
all SEO value from the old page to wherever it is
linked to. A 302 redirect is temporary. Often they
are used in the short terms for things like site
maintenance, and with a 302, none of the SEO
value is passed along. So make sure that 302 redirects are 301s.

Make your website
fast.

Search engines value a fast website. A slow
website provides a bad user experience, and
people get frustrated and leave. Make it fast,
make it user friendly. You can check this using GT
Metrix.

Monthly

Make an XML
sitemap and give it
to Google Search
Console.

XML sitemaps list your websites important pages.
With the Yoast SEO plugin on WordPress the
option is available by default. It aids SEO, and
allows search engines to find your site, even if
your web linking isn’t great.

Monthly

Check duplicate
titles and content.
Check for broken
links.
Check for crawl
errors.

You need to check for duplicate titles and
content.

Monthly
Monthly
Monthly
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Your search engine optimisation works in partnership with your content strategy and social strategy,
they go hand in hand, and over a period of time, move you up the rankings. In the end, if you are on
page 1 of Google for all of your keywords, then you will naturally gain traffic, you will naturally get
people to visit your site. As a result, your marketing spend on all the other areas will decrease.
Start with the on page factors, and some social media and you should start to move up the rankings.
However, there will be a limit, a glass ceiling you will struggle to break through. Then you can start to
develop links, and, provided you have been doing your content strategy, you should be able to
approach other businesses, other bloggers and share content.
Look for links wherever you can, clients, suppliers, training courses you go on, even friends with
websites.
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PPC
Before we start, here are some facts and figures (accurate around
2018)
•
•
•
•
•
•
•
•
•
•
•

Key point – to paraphrase Mitch Joel
(well worth a listen to his podcast) –

People say that they hate
advertising. They don’t - they
hate ‘crappy’ advertising.

PPC traffic converts 50% higher than organic traffic
36% of searches are looking for something local
53% of paid-for clicks are on mobile devices
PPC can be used to boost brand awareness by 80%
On average, businesses make $2 for every $1 they spend on Google
There are 160 billion monthly searches on Google
The average click-through rate on Google PPC is 0.06% (on display ads)
About 50% of clicks on mobile devices are accidental
54% of people won’t click on a banner ad, because they don’t trust it
33% of internet users say they find display ads intolerable
46% of people can’t identify the paid ads on the search results

(https://cleverclicks.com.au/blog/best-PPC-stats-trends-2018/)
(https://www.bluecorona.com/blog/pay-per-click-statistics)
Pay Per Click is a form of marketing which is available on many platforms including Google. We will
refer to Google to start with as for a small business, Google is the best starting point. Also, if you can
do Google PPC, it makes it easier to do the others. The other main advantage is the thousands of
tutorials that are available to help you get started on Google PPC. If you are not sure of anything, just
type into Google ‘how do I…” and within ten minutes you will know.
(This principle applies to websites as well. Often, I do not know how to fix an issue with a site and find
the answer on Google, so don’t be afraid to try).
In simple terms, when someone types in a keyword for something they are looking for on Google, it
runs a huge calculation to work out the organic results. So, every time it lists out the best results and
puts in them in order, it is the SEO activity that hopefully gets someone higher up on the organic
search. Just above these it lists three adverts: Pay Per Click. Roughly 60% of people will click on the
organic results, and 40% on the paid ones - the ads.
The way it works is that every time someone clicks, on your ad, you pay Google.
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PPC - Paid for search

SEO – Organic search

So, you can get people who are searching for your product to click on your ad and visit your website
quite cheaply, if you set it up right.
Setting up a PPC campaign is easy, but the steps you go through after that can change as Google
develops, so here are the key points;
1)

2)
3)

Set up a Gmail account, or any email which you attach to Google. We usually set up
marketing@... or something like that. The easiest way is if it’s same account you use for your
Google analytics.
Go to Google
Type in ‘set up Google AdWords’
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4)
5)

Follow the instructions
You will need to put in your billing details, so have a credit card ready.

Then you are ready to go. We will talk about the structure of how you set up your PPC campaign in a
minute, but firstly we should cover the key measures (there are hundreds of things you can measure
on PPC, but you don’t have lots of time, so initially focus on 4).
Google measures and reports on a lot of information but the key things to monitor are:
•

•
•
•

Impressions – this is the number of times people have searched for your product (via the
keywords you have put in to Google) and had your advert shown to them. It is not the total
number of actual searches for your product because remember, once you have used up your
daily budget, your ad will no longer be shown. It doesn’t mean that people have stopped
looking – it just means that your advert will no longer be shown to them.
Clicks – the number of times they have seen your ad and then clicked through to your site.
Cost per click – how much each click cost you – Google wants this to be as high as possible, you
want it to be as low as possible.
Position – whether you are in position 1, 2 or 3. It generally costs more to be in position 1 than
it does to be in position 3 – so for most people we aim to be in position 3 because it costs less
and your ad will still be seen.

Your PPC account is split up into
•

•

•

•

Campaigns – this is where
you set your budget, the
location of where your ad
will be seen, the days of the
week on which it will be
shown, and so on. For
example, I can set up a
campaign to run Monday to
Friday 9 am to 2 pm, in
Chester for £2 per day.
Ad groups – these sit within
your campaign and can be
thought of as products or
departments. So, if you are a
clothes shop, you could start with
one ad group on T-shirts, one on ties, one on jeans and so on.
Adverts – we always put in at least two ads. These are the adverts that will appear if someone
searches for your keywords up to the amount your budget will allow. The trick is not to be
clever. The best PPC ad is one which says what you are, what you do, what you sell and why
they should visit your site.
Keywords – these are the things that people search for; the words which – when they type
them in – will prompt your ad to be seen. So, for example, if someone types in ‘T Shirt Shop
Chester’, then an ad from our ‘T-shirt shop’ ad group would show up. Each keyword costs a
different amount to click on it. This is determined by the competition, and how well you have
set up your campaign.
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One – Two – Ten
We usually recommend that someone starts with one campaign, with one ad group in it which has
two ads and ten keywords. That way you can get going, learn how to do AdWords (which is just the
name of the PPC process by Google), get used to it, and slowly add more in, a step at a time.
One key point to remember is that to get the best value for money you have to match things up, so
your keyword, advert and landing page, should all link together. For example, if your keyword is ‘IT
provider Cheshire’ then ideally your ad should say ‘we are an IT provider in Cheshire’, and your
landing page should say something like, ‘welcome to Dave’s IT, exceptional IT provider in
Cheshire’.
This is why we say do one ad group with 10 keywords, because the more keywords you have the
harder it is to match everything up.
So, while you may start with an ad group for ‘T -shirts’, after a few months you may have created
ad groups for ‘T -shirts’, ‘Black T -shirts’, ‘XXL T-shirts’, ‘Big Bang Theory T -shirts’, ‘Designer Tshirts, ‘Vintage T- shirts’ and so on, all with matching keywords and adverts. This means that
people see your adverts because of the specific terms you’re using so you’ll spend less money, and
what you do spend will hopefully give you better results.

Things to watch for or do when setting up the campaign
1.

2.

3.

4.
5.
6.

7.

Make sure you pick a manual cost-per-click. Cost-per-click is the amount you are willing to
pay for each click on each keyword (a keyword can be a phrase – it’s not necessarily just one
word). So, if someone types the keyword in, your ad shows, and you pay if they click.
Generally, it is better to set the amount yourself. If you let Google do it for you, then you will
usually be paying too much for it. You can set the amount by keyword.
You can set up the ads so that they compete - with the one that gets the most clicks being
shown more often - or so that they rotate, evenly. We usually set them to rotate evenly, so
we can see what results each gets. Usually this seems to give better results in the long term.
It’s a personal thing, but I prefer to make the decisions. When I set them up to compete, I
have not seen great results.
Pick ‘Search’ – and untick ‘Display’ and ‘Google Search Partners’, at least to start with. Display
is harder to get right and can be annoying as it can result in clicks by mistake which you don’t
want. If 50% of ads on mobile are by mistake, then since a lot of these are on the display
network, we assume that a proportion are by mistake.
It might be worth changing the bids on mobile -to reduce it so you get fewer clicks. If 50% are
by mistake that is a lot of your budget spent by mistake.
Set up callout extensions, call extensions, and sitelink extensions (just type into Google, ‘how
to set up callout extensions on AdWords’ and there are thousands of step by step guides).
Remember, if someone types in the right keyword, and reads your ad, and they click to your
site, but don’t ‘close’, it’s your fault, not theirs. So, if you are not closing, address what is
wrong with your site/product before you question the validity of the click. They are looking
for your product (if it’s set up right).
Always set an ad schedule on your campaign – you don’t want the ads showing 24 hours a
day, 7 days a week. Narrow it down, so you are as focussed as you can be.
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Adapt your 7-day report.
Every week you should be running a 7-day report, which looks at the previous 7 days’ activity, on your
website. Now that you have got your PPC activity up and running, you can adapt your 7-day report to
show key information relating to your Pay Per Click.
Last 7 days as at:
11th Mar

18th Mar

25th Mar

31st Mar

8th April

15th April

Analytics
Sessions (visits)

1,412

1,497

1,566

1,362

1,322

1,371

From this many users
(visitors)

1,231

1,349

1,308

1,354

1,232

1,273

Bounce Rate

54%

52%

52%

53%

51%

51%

Avg Duration

01:36

02:14

2.04

1.56

02:01

02:14

Pages per Session

2.59

2.68

2.64

2.61

2.69

2.79

Pay Per Click Activity
Impressions

1,232

1,198

1,200

1,539

1,180

1,276

Clicks

22

23

21

43

24

32

Cost Per Click

10p

12p

10p

11p

12p

10p

Average position

2.2

2.3

2.8

2.3

2

2.2

So now we can see that the PPC is delivering about 22 clicks a week (with a blip week ending 31st
March), we are being show at between position 2 and 3, and it’s costing us between 10 and 12p per
click.
We then add in
PPC Bounce Rate

62%

53%

60%

51%

50%

52%

Average Duration

2.12

1.34

1.23

2.01

2.34

2.20

Pages per Session

2.5

2.6

2.8

2.6

2.6

2.5

So now we can see that the PPC is generating clicks, which have about the same level of bounce, and
people who spend roughly the same amount of time on the site. So, at a glance you can get a feel for
how the activity is working week by week.
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Key touchpoints

First
Contact

Your PPC advert may well be the first thing that people have
ever seen of your business, so make it simple, clear and
professional. It has to tell them what you do, and why they
should contact you.

Attract

Your ad has to get people to visit your site, it has to be
engaging - ideally giving them a reason to visit.

Dos and Don’ts

•

•

•

•

Do
In the end you want to break up your account
into as many campaigns and groups as you can
bear. At first do one campaign, one ad group,
two ads and ten keywords. But as you move
forward, and get to understand what is
happening, add in more groups. Put in a different
campaign at weekends, test out specific
locations. It can be excruciatingly boring setting
up AdWords, and you will get frustrated, so it’s
best to set up a campaign, test it, measure, and
see what happens, then add in something new
(try a different ad, and/or add in extensions).
Do ‘search’ first. Once that is set up, then you can
review ‘display’. There are two basic types of
campaign: ‘search’, where you appear in the
search results, and ‘display’, where you can
appear on other people’s sites. Display is fine,
and it can work well, but it is harder for a
beginner to set up and manage, so learn the
system on search, then try a simple display
campaign. To start with, avoid ticking on ‘Google
search partners’, and just keep it to ‘search’.
Review daily when you start. Go into the account
every morning and see what is happening. You
need to get familiar with PPC, the way it works,
and how to develop it. The only way to do that is
to go in, check, check and check again. After a
while, review it on a 7-day basis.
Link to your analytics account – go to the admin
section on your analytics and link your AdWords
account. Then, under ‘acquisition’ (on analytics)
you will start to see statistics, bounce rates, and

•

•

•

•

•

Don’t
Try to avoid bidding on your
competitors or brand names. It swaps
from being legal to illegal fairly
regularly, at the moment it is just not
advisable, and a number of people have
been sued for doing it, so it is best
avoided. One of our clients got a ‘cease
and desist’ order within ten minutes of
an account going live.
Get Google to do it for you – or if you
do, let them set it up, but then take
over straight away. Their account teams
are ok, and will set it up ok, but they
really do not have your best interests at
heart. When we have taken over
accounts set up by Google, the
customer is generally paying twice as
much per click as they need to.
Use an agency where you do not have
full access to the account – the PPC
account must be yours (you can give
your agency access, but the account
itself must be yours).
Worry too much at first, about the ads.
You can’t be too creative really: keep it
simple – you don’t have a lot of space,
so just tell people what you do.
When you set it up, Google will try to
get you to use ‘AdWords express’.
Don’t. It is limited, so use normal full
AdWords. Express does not give you
the depth or breadth to really work on
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•
•

•
•

•

•

•

•

•

so on, per keyword. It’s by doing this you can
track says per keyword.
Keep the keywords broad for the first few weeks
then start to get more specific as you move on.
Use ad extensions. There is a button for ads and
extensions – have a look at putting in sitelink
extensions and callout extensions first. Site links
are what they sound like, additional links to your
site. Call outs are little phrases or words that site
beneath your ad. Add them in at a campaign level
to start with, then if you want to start adapting
for each ad group.
Keep it simple. Do text ads first, then move on to
display ads.
Check on the actions every couple of weeks – if
someone is managing it for you, go into the
account every couple of weeks and have a look,
see what is going on.
Use rules to reduce your CPC – if you click on
rules, you can set things up to reduce your cost
per click – we tend to have two rules, one which
reduced our CPC if we are higher than position 2,
and one which increases our CPC to put us on
page 1. Both have limits, so a maximum and a
minimum we are willing to spend, and then they
start to compete with each other. One is trying to
reduce your CPC, the other increases it. If you
pause one your cost will go up or down
accordingly.
Check the spelling of everything at least twice - a
spelling mistake will show up for weeks before
you notice it if you are not careful
Use the keyword in one ad variation – you can
insert the keyword into the ad. So, if they are
searching for ‘Dog Groomer Cheshire’ you can set
your ad up so that it puts ‘Dog Groomer
Cheshire’ as the headline. Or, if they searched for
‘Poodle Groomer Cheshire’ it would use that – it
makes the ads more effective. If you are setting
up two ads, do one using ‘keyword insertion’
Start to set up landing pages for each campaign –
where possible, it’s not always possible, but if
you have time, and your site supports it, give it a
go.
Set up remarketing campaigns – remarketing
campaigns are the ones we all see that follow us
around the internet. So, look at a car on eBay,
and ads for that car pop up on every site you
visit. We tend to set up remarketing for people
who have visited our site in the last 90 days. It
can be a bit annoying, but it does add

•

the account.
Let Google decide how much to pay for
each click – use manual cost per click as
an option, and go in and keep on top of
it, keep changing what you are willing
to spend. You will be asked what
strategy you want to use, we always go
for MANUAL.
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•

background noise into your campaign, and can
deliver some low-cost clicks.
Use negative keywords, go into the system and
put in keywords which you DON’T want to
prompt your ads. For example, if you are a dog
walker, you may be using ‘dog walking crewe’ as
a keyword – if you set this as broad match – you
may find your ads are being shown when
someone types in ‘dogging crewe’ which is clearly
not what you want!. So in that case you would
put ‘dogging’ in as a negative keyword.

1 Month 3 Month 6 Month Plan
1 Month
• Make sure you have control
and access if you already
have an account
• Set up a test ‘Search Only’
campaign – set a monthly
budget £50-£100 at most.
Most of my clients start with
£30 (£1 per day) which is
perhaps a little small
• One campaign per product,
segment or service
• At least one ad group per
campaign
• At least two ads per group
• Make sure that your PPC is
linked to your analytics
account
• Check the account each day
for the first two weeks, then
every three days
subsequently

3 Month
• Month 2 – cull poor
performing keywords
• Month 2 – set up a
remarketing campaign on at
least one ad group
• Add in a one new ad group
per week and write one new
ad per week. Cull keywords
at the end of each week
• Month 3 – set up a display
campaign and measure and
monitor it

6 Month
• Test another PPC channel –
Bing, LinkedIn, YouTube –
test and compare to your
Google account, does it
deliver better or worse
results?
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Pay Per Click is the only marketing you will ever do where you spend a certain amount of money, and
you know pretty much exactly what you get for it.
Once you have your website set up, the first thing to implement is a small scale Pay Per Click
campaign, once you start to drive traffic to your site, you can start to see where they go, what they do,
what works and what doesn’t.
Your Pay Per Click also informs your SEO activity, telling you not only which keywords are searched on,
but more importantly which ones get people to visit your site, and what they do when they get there.
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Social paid
Before we start here are some facts and figures (accurate around 2018)
•
•
•
•
•

PPC traffic converts 50% higher than organic traffic
96% of people who discuss brands online do not follow those brands pages.
Facebook influences at least 30% of online purchases
The 8th most quoted reason people use social media – to research things to buy
35% of woman and 22% of men identify social media as the most relevant channel for
advertising

(https://www.dreamgrow.com/21-social-media-marketing-statistics/)
(https://blog.hootsuite.com/social-media-advertising-stats/)
Paid marketing on social media is a
very useful way to get to a wide
audience, it is however one of those
areas where we can only very much
dip our toe in the water. Facebook
alone has a wide range of incredible
and complex ways to reach an
audience, and you could go on a
three day course which deals with
only that.
For the purposes of this handout we
only really talk about the main routes
you can use. Due to the ever
changing nature of the set up, you
will need to Google – ‘how do I’ for
the really in depth explanations.
In simple terms:
•

•

•

On Facebook, you can target a range of people by what they are interested in, and what they
do, and where they live. So, want to target members of the RSPB who live within 50 miles of
Chester, then you can pretty much do this in Facebook. It’s dead easy to do, and can be very
cost effective - a great way to spread your message to a wider audience.
Twitter is similar; you can get to people who demonstrate specific Twitter activity, and key
demographics. The main problem with Twitter is the inherent lifespan of a tweet. It’s relative
cost and short life has meant that for most customers, it’s a route for another day.
LinkedIn is great for businesses who want to get their message across to and audience who
work in a list of specific companies, who are marketing directors, who work in personnel, and
or who work in a specific area. Its main problem is that it is costly - at the time of writing it
costs about 1.50 a click and so you have to set a budget of 8 pounds per day.

What we tend to do with most small businesses is look at Facebook and LinkedIn.
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•

•

Facebook – you can either do boosted posts, or Pay Per Click (as I say, we are very much
dipping our toe in the water and these are the two approaches that I have found work best,
consistently). Boosted posts are when you have written a post, there is a button to press to
‘boost’ it, you can select your audience, and the amount you want to spend and off you go – it
takes a minute or less and is very easy. Pay Per Click is similar to Google Pay Per Click. You set
up your adverts, say who your audience is and how much you are willing to spend. This takes
about 30 minutes to set up and then you monitor and measure it. The trick is to start by
selecting decent, narrow, audiences for your advertising to go to. For example, you can:
o Aim at people who have visited your website in the last 60 days (for example) serving
them a specific message
o Aim at people who have watched a video you have uploaded (you can even aim at
people who only watched 30 seconds of a video you uploaded)
o Aim at people who like your page, or people who like your page and their friends
o Create a lookalike audience – so aim at people who are the same (in Facebook’s terms)
as the people who currently like your page
o Upload your customer list and aim at them, or a lookalike audience who look like them
o Aim at people who like cats, dogs, chickens, Staffordshire pottery… practically any
interest you can think off
o Aim at people who are within 10 miles of your shop, in the UK, in France.
o And pretty much any combination of the above - it can get very, very complicated
LinkedIn – the simplest way to start is to set up a PPC campaign, again very similar to Google,
and Facebook. You can do boosted/sponsored content, so put up a post, and ‘sponsor‘ it, but
to be honest we have never got a huge amount out to it. One thing we have found is that
LinkedIn PPC is great for spreading your brand. Because it is PPC, you only pay when people
click, so if no one clicks it does not cost. We have had a campaign that has been seen by
100,000’s of our clients target audience over the last 12 months, that has cost them practically
nothing ($4.50). Just because only 3 people clicked doesn’t mean that over 100,000 people
didn’t see it. It’s a great way to create noise in the market place.

First
Contact

You’re PPC, boosted content or sponsored post could be the
first thing that people see of your business, so make sure that
it is on brand and worth reading.

Attract

So, boost the best content, make your PPC message engaging
and interesting. Mix your advertising up, some will be to
attract attention, and some will be to engage. Don’t be the
person smiling at everyone all the time. Mix what you do.

Engage

Your objective is to drag them into engaging with you. On your
site or social media, to get them more involved.

Recontact

If you have lost touch with customers, regular messages can
keep you in their heads and reminding them that you exist.
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You could be very smart, and by boosting to your own
audiences (e.g. people who have bought off you) you could
send out highly targeted messages and support the ongoing
relationship. Treats and offers to very tight audiences work
well.

Relationship

Do
• Narrow your audience as much as possible, to
start with. Then as you move forwards you
can experiment. Increasing and adapting who
you are targeting, but as with most things, at
the start, keep your budgets tight to start
with.
• Do it in one place, measure then test. Don’t
try all of the channels at once. Start with one,
get it working, see the results and then test
another.
• Keep it simple to start with.
• Keep the budgets small.
• Use your email addresses to develop initial
audiences.
• If you are boosting a post on Facebook, put it
up, leave it for a day, and then boost it.
• Apply a small amount of budget to each post
you want to reach your audience – a few $’s.
• Be very careful over LinkedIn, depending on
your audience it can be a quick way to spend
lots of money. LinkedIn has some fairly high
budget restrictions (you have to agree to
spending $8 per day, and $1.50 per click)
which can result in you spending a lot of
money very quickly

Don’t
• Delude yourself as to the value of it – be
rational. It is all too easy to get over excited by
the opportunities presented by social
advertising, but you need to test and learn. Set
up small campaigns and measure the results
• Jump on the latest bandwagon – half the battle
is knowing what not to do! Everyone wanted to
do Pinterest, now everyone wants to do
Instagram. Be wary before you start jumping in
with both feet.

1 Month 3 Month 6 Month Plan
1 Month

3 Month

6 Month

•

•

•

•

Do two boosted posts
to your audience and
measure the response
Apply a small amount of
budget ($1-$2) on each
of your own content
posts

•
•

•

Set up a Facebook PPC
advertising campaign
for your audience
Do one boosted post
every other week
Upload customers and
prospects to create a
custom audience
Do a sponsored tweet

•

Continue and measure
results
Test out another
channel if applicable
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Once you have implemented
a social engagement
strategy, you can give people
great content, showing you
are interested in your
marketplace and talking to
customers on their terms.
You are not the annoying
person in the pub shouting
look at me, look at me - you
have opened the door to
reaching a wide audience
through social media. But,
you have to have
implemented the engagement
strategy first, otherwise you begin to look desperate for attention (which you may be, but you don’t
want to show it).
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Attract
This is the point at which you have to attract attention. So you look good,
you have gone to the right place and are standing by the bar. If you just
stand by the bar on your own, you are relying on people coming up to
you, which can happen of course. But you can’t rely on it (unless you are
a ‘hot company’). So this is the point you look around the room and
attract attention to yourself:
•
•
•
•
•
•

Sit at the bar and smile at people
Make eye contact with someone who looks interesting
Play with my hair and smile at anyone who notices me
Walk over and say hello
Offer to buy them a drink
Talk to my wingman, and laugh a lot, so that I look interesting

Which translates to (but not in the right order and not necessarily a
complete list)
•
•

•
•

•
•

Making an offer, a discount or a buy one get one free so that
people will look at my website.
Looking at the design of my emails to ensure that they deserve
opening, so working on the subject lines, who it has come from,
and how it looks at first glance
Putting in interesting and engaging headlines on some of my
social posts, so that people are more likely to click on them
Being consistent in my PPC, so that people see me over and over
again with a good, consistent message, so that they start to feel
that they know my company
The handshake and ‘hello’ at the first meeting
Making sure I stand up in reception when I am waiting, so that I
am not sitting down when they come to pick me up

Hot companies
Now, some people say when we run the course that they just turn up and
potential dates flock to them. Although they’re usually joking, there is
some truth in it.
We’ve all seen it in bars - attractive men or women who don’t really have
to make much effort. People are automatically attracted to them.
In marketing terms there are occasionally brands and companies that we
would think of as hot.
They just turn up and people are attracted to them.

Doing something 90% well is
sometimes good enough.
Do not strive for perfection - strive
for communicating, communicating
again, and then communicating
again.
If you aim to get something 90%
right, then you will have planned,
acted, done it, learned, and moved
on to the next thing while your
competitor is still aiming for 100%.
The key to marketing is to make a
decision, implement it, and learn,
so that the next decision is better.
You’re not pursuing perfection,
you’re pursuing progress.
Remember that perfection suggests
that you have done something so
well that its level of excellence
can’t be bettered - and that’s both
unrealistic and unreachable.
Pursuing perfection enables you to
avoid taking decisive action and
facing the consequences of not
being quite right. Getting things
done is what matters - and being
willing to try again if you make
mistakes. That is how your ability
will develop, but don’t be surprised
if it feels uncomfortable.
Remember, success doesn’t just
come to those who do things
perfectly – because there is no such
thing. Yes, you need to be
competent, but after a certain
point, focus on the big picture so
that you don’t become so wrapped
up in the detail that you become
paralysed by it and don’t do
anything at all.

They’ve worked so hard, at every little detail at building their brand, their
hygiene factors, that they just draw in customers.
Apple are one hot company (at least at the moment) – have a look at the queues for the new iPhone
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or the iPad. Now, we can all complain about certain Apple business practices, but we can’t deny the
attractiveness of their products. You only have to watch someone opening up the box of their iPad and
you will understand the concept of creating Lust, of hot companies.
I recently heard someone comment on the fact that Apple has managed to make people with iPhones
seem more attractive than people without iPhones. As surprising as it sounds, it’s true – their product
is so sleek and inviting, and their brand is so finely polished, that it raises the attractiveness of its
consumers themselves.
Apple had a principle of ‘lickiness’ - they wanted people to want to caress, grasp and lick their
products. I’ll never forget one of my designers being so excited to get her new iPad (the first version)
that she rang me up when it arrived, saying she had almost ‘sh@99ed’ the delivery man she was so
happy! As with Apple, your company and brand, may be the best in the world, and you may be so
damn attractive that customers flock to you. But most of us have to work at it!
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Video
Before we start here are some facts and figures (accurate around 2018)
•
•
•
•
•
•
•
•
•

78% of people watch online videos every week, and 55% view online videos every day.
Users view more than 500 million hours of video each day on YouTube
In the past 30 days, more online video content has been uploaded to the web than the past 30
years of TV content
45% of people watch more than an hour of Facebook or YouTube videos a week
Facebook videos receive 135% more organic reach on average than a Facebook photo
Periscope users have created more than 200 million broadcasts
Nearly 50% of internet users look for videos related to a product or service before visiting a
store.
Including video on landing pages can increase conversion rates by 80%
On average, people spend 2.6x more time on pages with video than without

(https://biteable.com/blog/tips/video-marketing-statistics/)
Video marketing is the creation of high quality video content which you can then use to market your
products across a range of media.
So much social media is now video based, with even the simplest of images being animated.
•

•
•
•
•

It slows people down – If you’re at a show, a video slows them down and makes them pause
when they are passing your stand by giving them something to look at which explains your
ranges, your brand. Similarly, on a website it slows people down so that they spend more time
on your site.
It attracts attention - something engaging and attractive will make people look at it.
It explains – you can say more in a 30 second video than in a 10 minute presentation.
It emotes - if you want to get emotion, make your audience feel something, then this can be
done easily in a well-crafted video.
It gets over some of your personality – even in the digital marketplace, people still buy from
people and so if you appear in a video, talking about what you do, you are more likely to make
a connection with the audience.
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•

•

It is relatively easy – these days you can do a reasonable quality video on your phone, edited
on the standard software on a pc. It won’t be as slick as something professionally produced,
but in many cases, that’s okay.
It can be live – there are so
many benefits or tactics of live
streaming that we can’t cover.

However, it is a very crowded market.
One of the most watched videos on
YouTube was ‘Charlie bit my finger’
followed on by videos of dancing
stormtroopers. You only have to look
at what is trending, what is popular to
realise that you have almost no control
over the spread, the success of any
video material you produce. We were
always being asked whether we can
produce a video that will spread to
millions of people virally, which we can’t control. What we can do is make sure it isn’t rude, sexual,
inappropriate, horrific or funny, and is on brand.
No marketing person would have created Charlie bit my finger, and no one would have predicted that
it would spread. In which case, how can you predict anything?
Saying that, here are some examples and ideas which are worth considering:
1.

Stand in front of a whiteboard and explain your most important product, why it works, what
makes it brilliant?
Demonstrate you more exciting product - if you haven’t seen it, have a look at ‘will it blend’
for a great example of a simple product demonstration. What’s my key product feature and
how can I show it?
Do a head and shoulders video of you talking through what makes you get up in the morning,
what makes your company special?
Do a video testimonial with three key customers.
A walkthrough of your office or factory.
Animate some images from your brochure and put captions on it.

2.

3.
4.
5.
6.

Key touchpoints
First
Contact

It may be that your video is the first thing they see of your
brand, a post on Facebook, a search on YouTube, or a view of
a live show on twitch or Facebook. Production values do not
have to be exceptional but you do have to support your brand.

Attract

Clearly a well-constructed video can attract attention, draw
the eye at a show, and bring people to your stall at a farmers
market.
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Engage

You can use video to engage, to talk to the audience, to
further explain your story.

Relationship

You can use video to engage, to talk to the audience, to
further explain your story and so use it to build relationships.
User generated content can create a feeling of involvement
with the audience.

Do’s and Don’ts

•
•
•
•
•
•
•
•
•

Do
Think about what you have the right to
talk about
Start with practical applications – show
your product
Start using it on Social and experiment
with live
Integrate it into your site
Use the collateral across channel – email,
social etc
Upload to video or YouTube, then
potentially run a PPC campaign on it
Disable ads
Disable recommendations
Try simple animations, simple ‘videos’

•
•
•
•
•
•
•

Don’t
Try to create a viral video
Try to be funny (unless you really, really
are)
Go off brand
Be offensive
Be sexual
Be inappropriate
Worry – you really can’t predict what will
take off and what won’t

Video provides a great
mechanism to get your
message across. On its own it
does little, but used in
conjunction with the other
digital media, or traditional
media in the case of an
exhibition, it drives
engagement, creates emotion
and supports the attraction of
your business to your
audience.
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Engage
This is the point at which you have start to build a relationship with your
prospect/date. So, unless you are in a James Bond film, (and indeed are
James Bond) then it is highly unlikely that you can just walk up to
someone, smile, and they will want to go to bed with you.

Test and learn. Whatever you do,
try to learn from it.

Now I am sure that there are a few real people for whom this is possible,
but they are few and far between. Hot companies have to do very little to
engage with some members of their audience. But even hot companies
are having to do more and more.

If you’re doing well, it’s easy to fall
into the trap of becoming a bit
arrogant – you think that what
you’re doing has to be right
because at the moment, it’s
working.

So this is

But what about the future?

•
•
•
•
•
•
•
•
•

Talking about them
Asking them questions
Pretending to be interested
Flatter
Maintain eye contact and keep smiling
Some casual touching, just small touches to break down the
barrier between them and me
Listening to the answers and then reflecting back to them –
proving that you have listened in the first place
Emphasising your positives, but not in such a way so that is all you
say, sprinkle them into conversation
Meeting them a number of times, and building a relationship so
that moving on to the next stage is more natural

Which translates to (but not in the right order and not necessarily a
complete list)
•

•
•

•
•

•
•

Instead of guessing at your next
step, or just letting it happen, it can
pay to be a bit more clinical. So
why not embrace a ‘test and learn’
approach?
Put simply, this means being willing
to try new approaches, being
willing for them to fail, and then
being willing to learn from them,
tweaking what does work so that it
continues to do so. At that point,
you’re making changes based on at
least some form of data.
It’s never been easier to test and
learn - even on your website you
can test different forms and
content to, for example, optimise
click through and conversion rates,
and quickly and easily make
changes. Testing different ways to
do things can enable you to do
what you were doing better or
come up with new solutions
altogether. You’re solving problems
and making decisions with data as
opposed to guesses.

Making sure that every point in the process is right. So that if they
talk to the sales team, the customer service team that the service
is seamless, everyone keeps smiling
Putting in place lots of small touches, lots of contacts, so that you
can start to make a connection
Pretending to be interested in them (in a sales meeting, picking up
on clues and using them to make a connection, - it is, at this stage
a pretence, but it has to be with the right motives)
Providing useful, quality content that is interesting to the
One thing to beware of though –
audience
data from testing is your servant,
Not just talking about ourselves, so having a decent balanced
not your master, so don’t use it as a
substitute for thinking. It’s a tool,
social media presence that shares other people’s stories and
not an end in itself.
provides useful contact
Talking about them, this can’t be stressed enough, talk about
them, match their tone and create genuine connections
Having a website that is designed to draw people in, that talks to them and takes them on a
journey so that they become increasingly committed to your brand
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•

Ensuring that your social presence reinforces what you want people to feel about you, that it
supports the fact that you are interested in your marketplace and not just shouting about
yourself.

The engagement phase can last for any length of time that you want it to. On the dating side, most
people would be very uncomfortable with ‘scoring’ on the first date. Most people would like to build
some connection, some relationship, before that happens. That is fine from a marketing perspective.
There are products which are ‘long sells’ and those which are ‘short sells’. Most of the time you have
to work on your prospects for quite a while before they will buy from you.
In the business to business arena this is even more prominent. It can take an agency many contacts
before there is any purchase.
In any situation where the purchaser needs to have an element of trust then you have to build that
trust.
So, the engagement phase can be short, or it can be long, it is largely dependent upon the product, the
market and any existing relationships.
Some online purchases can be very short.
For example, I have just bought two tickets for the Nantwich Show, a large and brilliant agricultural
show. Lots of my customers have stands there. I typed Nantwich show into Google, clicked on the link
and bought the tickets.
In one way, the engagement phase was minutes. I did not need the website to tell me anything about
the show, I just wanted the tickets.
But this ignores the fact that they engagement phase has been going on for the last two months. I
have driven past countless posters advertising the event, spoken to customers who say they will be
there, seen social media posts about it. So it has been in my mind for months, and only when I decided
I could spare the time, did that engagement phase end, and I bought.
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Content marketing
Before we start here are some facts and figures (accurate around 2018)
•
•
•
•
•
•
•
•
•
•

71 percent of readers say they were turned off by content that seems like a sales pitch.
84 percent of millennials don’t trust traditional ads.
84 percent of people expect brands to create content.
The average person consumes 11.4 pieces of content before making a purchasing decision.
Long-form blog posts generate 9x more leads than short-form blog posts.
The average blog post is now 1,142 words.
The average reader only spends 37 seconds reading an article or blog post.
Infographics are liked and shared on social media 3X more than other any other type of
content.
57% of B2B buyers have already made their purchase decision before ever speaking to a sales
person.
70 percent of internet users want to learn about products through content versus traditional
advertisements.

(https://insights.newscred.com/content-marketing-statistics/)
(https://www.cision.com/us/resources/tip-sheets/2018-the-ultimate-list-of-content-marketingstatistics/)
In simple terms, content marketing is the delivery of high quality, valuable content for free to your
audience. It is where you give them something useful, relying on them to join the dots back to your
organisation. Its purpose is:
•

•

•

•

It provides great content that is
good from a search engine
perspective. So, it gives you
keyword rich, well-structured
pages, which are fresh and new,
to add to your search engine
rankings
It gives you something valuable
and useful to put on social media,
and in your email marketing.
It delivers leads. Any piece of
content will stay on your site for
ever, so write a good piece, and
in 12 months’ time, people will
still be finding it.
It gives you the opportunity to get links from other people’s sites. Write a great blog, design a
great info graphic and you can then talk to related businesses, can you write a blog post for
them?
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Here are some examples of what you can do
•

Find a regular blog and look for interesting stories, interesting information and share it,
rewrite it. Aim for two posts per month. If you are stuck for ideas, write down a list of the last
10 questions a customer asked you, and answer them. Type your products or market into
Google news and see what other people are talking about and copy it (altering it to have your
style, your own spin).
A ‘white board Friday’ video, of you standing in front of a white board talking about your
products, what is going on, why you get out of bed to do this every day
A video of your site, your recipe, how you make your products
This handout – this is my version of content marketing. I hope it will be kept, and in the end,
referred to over a long period. So that if you wake up in 6 months’ time and think you want to
do something, but don’t have the time or the inclination, you will give me a call, or maybe
recommend me to your friends. This is a good example of content marketing as I have received
lots of business from the course, and from this. At the time I am typing this, it is 91 pages of
hopefully useful information. One key point is that I am not hiding things, I am giving away as
much as I can by telling people how to do things, so that in the end they might remember me.
If they don’t, however, the information in the booklet is no less valuable or useful to them.

•
•
•

One key principle of content marketing – it has to be good, it has to be valuable. The ideal is that you
give away something that people will pay for.
Another key principle – it can be reflective of you. Your website pages have to be good, on brand,
consistent and nicely written (with your brand and personality sure, but still much more careful). In a
blog you can be freer because no one cares if it’s not perfect, not beautiful English, not well
structured… they are that it is you. This handout is written in my style, in the same style I deliver the
course. Not always the best English, but hopefully good enough, here to provide a reminder of the
course.
One brilliant piece of content marketing from the last few years was the Ellen DeGeneres Oscar Selfie.
Most people (including most of those involved) will never realise that it was, at worst, set up, and at
best ‘encouraged’. It dragged the camera phone into the main news, featured on Pointless, and
generally spread far and wide.
Key Touchpoints

First
Contact

Through search engines it may be that some of your content is
the first contact that people have with you.

Engage

Your content is a great way to engage with your audience, to
talk about things that they are interested in, to show them
that you are interested in them and to tell them the story of
your business.

Close

Look from opportunities to cross sell. If someone has read a
blog post of yours, there is nothing wrong with haven’t a sales
link, a contact us link on the page.
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By delivering great content which people want to read, to
come back to your site over and over again you can start to
build a relationship.

Relationship

Do’s and Don’ts
Do
• Put keywords in the content – we tend to put
a small phrase at the bottom of the content.
So something like ‘MCM2 – local business
digital marketing in Cheshire and the North
West.’ It’s in italics, with the odd bold word,
and at the bottom of the blog post.
• Make the headline and first paragraph the
best, put most of your effort into this area, it
will pay off.
• Do it regularly – every two weeks, and keep
going, do not stop after a few weeks, you
need to keep going
• Use it for numerous channels so it spreads –
take each piece of content and use it on
social, email, website, presentations,
anywhere and everywhere you can.
• BE USEFUL – always be useful, always be
valuable. If you remember one thing,
remember you have to be Useful!
• Read other people’s content – if you are stuck
for ideas then seen what your competitors
are doing, get a flavour of what they write,
and how they do it
• Talk to the people who deal with customers –
what are the most common questions and
issues?

Don’t
• Be boring if you can avoid it – but remember
– it does not matter if you find it boring, all
that matters is that it is useful to the
audience. You are not your audience.
• Think people are naturally interested in you –
you have to make them interested in you,
they are not waiting doing nothing for your
content to come along
• Do it for two weeks then stop – keep going,
keep going and then keep going some more
• Just leave it at blogs – after a while branch
out, try a podcast, a presentation, a speech,
and training session, try anything!
• Think you can’t write the content - better to
give it a go than not do it – this is very much
one of the times when it is better to do 4
things all 80% correct than spend hours
making it 100%. Just get on with it and do
something

1 Month 3 Month 6 Month Plan

•

•

•

1 Month
Review with sales
team and customer
service team what are
the most common
questions they get
Draw up a list of the
key areas where you
have the right to have
an opinion
Draw up a list of the

•
•

•

3 Month
Do two blog posts
every week
Review each post on
the analytics and also
on Facebook, which
get the most likes, the
most reads, and the
most visits
Keep a rolling 2 month
post plan

•

•

6 Month
Continue with a
minimum of two posts
per month
Do a single long form
piece of content every
quarter in line with
your sales product
strategy
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•

•

•

products that are
interesting and there is
something to talk
about
Subscribe to industry
news sources and read
competitors blogs
Plan out the first 2
months’ blog posts –
what content are you
going to use?
Write your first blog
post

•

After 2 months, test a
new content form video, audio, slide
show

Content marketing is the base for a lot of
your activity. It gives you things to talk
about on social media, gives you content for
your email newsletters, as well as
supporting your SEO objectives by providing
fresh, keyword rich, great quality content.
A well-crafted post will stay on your site for
years, and drive traffic to your business
while you are asleep.
A mediocre post will probably do pretty
much the same, so the trick is not to worry
if your post isn’t perfect.
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Social media marketing
Before we start here are some facts and figures (accurate around 2018)
•
•
•
•
•
•
•
•

Online adults aged 18-34 are most likely follow a brand via social networking (95%)
Facebook influences around 52 per cent of consumers’ online and offline purchases
25% of people who see a social ad, will then respond by visiting the store or website
Social media marketing statistics show that only 2% of website visitors make a purchase on
their first visit
Only 15% of people watch Facebook videos with the sound on
93% of Pinterest users use the platform to make purchases or plan future purchases
Pinterest drives an astounding 25% of all retail website referral traffic!
46% of social media users will unfollow a brand for posting too many promotional messages

(https://www.dreamgrow.com/21-social-media-marketing-statistics/)
(https://www.streamcreative.com/blog/10social-media-advertising-stats-marketingprofessionals-cant-ignore)
Talking to your audience on social media can
be a great way to deliver engagement. It will
support both your search engine rankings, and
your customers checking you out.
Customers want to see that you are genuinely
interested in your own market, so you can
show that on social media.
Social media is a good place to get people to feel
something about your brand, your business and you.
This is one place, where the engage – the talking to someone on a date – really comes to play. You
cannot, cannot, just talk about yourself, you have to be interested in them, interested in the market.
Don’t use social media to just talk about how good you are, or your latest business win.
It won’t work. You will be the bore in the
pub who gets nowhere because they just
talk about themselves.
But, remember, when you talk on
Facebook and Twitter, not many people
are listening.
Have 1,000 followers and only, roughly, 18
will see your post, and even then it does
not last very long – so it will be on their
channel, stream, but they may not see it.
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The most engaging brands in the world
achieve a 0.07% engagement rate on
Twitter (and probably not much higher on
Facebook). So if they can only achieve
0.07% then what can you really achieve.
So there are very good reasons for doing
social media, and done right it can support
the engagement stage quite effectively.
It worth considering as well that the
average lifespan of a tweet is 18-20
minutes and a post about 2 and a half
hours.
Clearly every business is different, and
every business can use different social
media to different effects. For the majority
of people we recommend you start with
Facebook, Twitter and LinkedIn. These
provide a useful base layer a useful level of
contact. Get them right, test them, be
comfortable with them, and then try
something else, like Pinterest or Instagram.
To help you get going this is an example of a
plan we have implemented successfully for
the last few years with clients is;
•

Every month, start with
Google News and aim to get
30 stories, articles, and news
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•

items about your market. They have to be things that are interesting or useful to your
audience, but obviously does not sell your competitors. If you aim for 30, you may end
up with 10 -25 depending on your market, but that is a good start. You then schedule
them out, using a system like Hoote Suite or Sprout Social. You spread the posts evenly
over the next month. Some posts you just share, some you will add in a little bit of
text, along the lines of ‘here is a really interesting thing about X we found’.
Now, go into Facebook every day, and follow anyone who is useful/interesting to your
audience. If you see a particularly interesting post, just put that on your feeds.
Now you have a very active social feed, full of information that is useful and
interesting to your audience. It will help with your SEO, as well as support the
engagement of your customers and prospects with your brand.

•

•

Then take the blog posts you are writing as part of your content strategy and post one
of them every other week.
Then – once a week add in a post about your products, new products, and information
from your website.
Then – add in and shows, exhibitions, business events that you are involved in.

•

Then – if you can – add in offers, so for example, do an offer Friday.

•

Now you have a very active set of feeds, across Facebook, Twitter, Instagram and
LinkedIn. Sharing lots of interesting information about your market, and your brand.
Groups or tribes
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Whenever possible
you need to join the
conversation, with
people who are
interested in your
products. So if there
isn’t a group to join,
start one. Start one
and get talking to the
people who join it.
Remember the
following key
principles:
•

Don’t just talk
about
yourself – join
in the
conversations
and help people.
Don’t post over and over again about your products with offers – people rapidly get sick of
those people on LinkedIn who, for example, just ask questions which are so obviously selfcentred. The financial advisors who just ask ‘Does anyone know anyone who is an expert in
taxation?’
Be genuine – you have to be authentic in your interactions, you can afford to be chatty in
groups, not everything has to be perfectly crafted.
Take your time, this is a long game, don’t expect results quickly.
Don’t supply all the answers – don’t be the person in the pub who knows everything. You
have to allow other people talk, other people supply the answers and in reality, other people
to sell. Join the group, provide useful information, but don’t be a know it all.

•

•
•
•

Key Touchpoints

First
Contact

Through search engines it may be that some of your content is
the first contact that people have with you. So if you are
successful you will be on page 1 and so it will be the first time
people see your brand. So create well structured, clear and
interesting titles and descriptions.

Engage

Your content is a great way to engage with your audience, to
talk about things that they are interested in, to show them
that you are interested in them and to tell them the story of
your business.

Close

Look from opportunities to cross sell. If someone has read a
blog post of yours, there is nothing wrong with haven’t a sales
link, a contact us link on the page.
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Relationship

By delivering great content which people want to read, to
come back to your site over and over again you can start to
build a relationship.

Do’s and Don’ts

•

•

•

•
•

•

•

•

•

•

•

Do
Do regular posts – aim for 1 per day if
possible. You can always cut back, but
to start with it’s better to be more
active than less active.
Share other people’s posts – be as
generous as possible with useful
information. You need to show you are
interesting, and interested.
Repost useful information – don’t
forget your older posts – if they are not
time specific. So once you have 12 blog
posts on your site, you can start to post
them weekly, and reuse the older
material.
Be useful, be useful, be useful.
Respond to people’s questions quickly,
they expect you to be interested in
them and to get involved.
Start slow and do it right – we always
start with Facebook and Twitter, get
them working smoothly, and then add
in LinkedIn or Instagram or Pinterest.
Set up a formal social media policy to
ensure long term compliance – you
don’t want your staff talking about your
brand on social media negatively.
Assign key roles and channels so
everyone knows what they are doing. If
you are going to let your staff post, they
have to feel confident.
Remember it is not a free media
anymore – your information will not
spread naturally, unless you are lucky.
Put your feeds on your website – it
helps keep the site fresh, with new
information on it every time people
visit.
Remember that on average with stories
that are shared, 57% of people do not
read any more than the headline, they
do not read the story, they do not read
what you put, they share it by just

•
•

•

•

•

•

•

Don’t
Allow everyone to post on your site –
keep control.
Just talk about yourself – don’t be the
boring person in the pub who just talks
about how great they are.
Forget it’s not you – it’s your company.
Whilst it is ok to blur the line
occasionally, particularly as a smaller
company, you need to avoid anything
too personal. Your audience is not
interested in what you had for lunch.
Stray off message – remember why you
are doing it – remember you are mainly
doing it to engage with your audience,
and support your SEO, not necessarily
drive direct traffic to your site.
Start it then stop – remember that
marketing is about persistence and
consistency, start, keep going, and then
keep going some more.
Be afraid of customers – once you have
started on social media, you are
opening yourself up to be contacted.
Don’t worry about it, just get on with it.
Be afraid to respond to reviews.
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reading the headline, so, let’s make the
headlines interesting.

1 Month 3 Month 6 Month Plan
1 Month
• Get Facebook right.
• Check your image and logo
are correct and current.
• Connect Facebook to
Twitter.
• Share or forward other
people’s content at least
every other day.
• Once a week, do a post
about your product or
service.
• Once a month, do a piece
of business news – for
example, a new business
win. CSR.
• Invite sharers to like the
page.
• Review other formats
and agree a purpose
for each.
• Link your channels to
your site.

•
•
•

•

•

3 Month
Continue to develop
the Facebook content.
Do a weekly offer if
appropriate.
Add in one piece of
longer form content –
a competition, survey,
selling a product.
Agree and test one
other channel:
• Twitter
• Pinterest
• LinkedIn
• Instagram
Run both and monitor
the relevance and
success through
analytics.

•
•

•

6 Month
Continue with the core
channels.
Add in one channel
every three months (to
a maximum of 3
probably).
Do one piece of longer
form content every
quarter, ideally to tie
in with sales objectives
and content.

Your social strategy, starting with Facebook, Twitter
and LinkedIn, provides the opportunity to make people
understand you and your business a bit more. It
supports your SEO activity, and if put as a stream on
your home page, provides a difference to the audience
when they visit your site. Every time they go in there is
something different.
Your audience will check you out, will try to engage
with you. In a world where it is easier to find the
smaller niche audience you want to communicate with,
an authentic, well thought through social media strategy can be invaluable.
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Close
This is the point at which you have pop the question, to take the relationship to the next stage. In this
analogy the objective is to ‘score’, which I know is not the way most people function in the real world.
But for the purposes of the analogy, you have to ask the person, confirm that they are interested. In
the real world, most of us build a relationship first, so the engagement phase can last for quite a while.
In most cases there is not a question, more a tacit, unspoken agreement, and this happens all the time,
in the world of B2B marketing. But still at some point you still have to, in some way, show that is what
you want, and get some form of confirmation that that is what they want. In the real world we work
on loads of none verbal clues.
So this is
•
•
•
•
•
•

Asking them if they want to go somewhere quieter
Inviting them for a coffee
Asking to walk them home
Being very direct (in ways we don’t feel comfortable typing for a book for general
consumption)
Asking to see them again (ok, not exactly on brief, but this is what most people do in reality)
Ask for their number

Which translates to (but not in the right order and not necessarily a complete list)
•

•
•

Making sure that you are clear what the objectives of your website actually are. So if you want
people to hit the contact us button, then make sure it works, and is easy to see, and is
promoted. If you are an ecommerce site, have you set up sales funnels on analytics, so that
you can see what is going on, and have ironed out any places where the process breaks down.
Asking for the business – the ‘what are the next stage’ the ‘when are you making your mind
up,’ the ‘is there anything else you want to know’ questions.
Having enough reviews on Google and Facebook, or Amazon, or eBay, or endorsements on
LinkedIn, so that you support their purchase decision.

I have spent some time training sales people, in the car industry, who are brilliant at the engagement.
They will talk for hours, find out lots of information, find you the perfect product, and then watch you
walk out of the door. They don’t like to ask the question.
For those of us over the age of 40, we have probably seen the film ‘Glengarry Glen Ross’ and so will
have come across the phrase ‘Always Be Closing’. Now ABC is a good, simple mnemonic and worth
remembering, but it is a bit harsh. While we are not saying we should always be closing we do have to
remember that we are not doing marketing for the sake of it.
Marketing is a means to an end, not and end in itself.
It has to serve a purpose, and so you have to know what that purpose is, and that you are in effect
supporting that purpose.
In the end the only real purpose of marketing is to help you sell stuff. Even if you are a charity or social
enterprise, you are still selling.
So ask for the business. At the end of the meeting ask them when they are going to be making a
decision.
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A note on sweaty palms.
No matter how desperate you are, not matter how much you want the business you can’t appear
desperate. People like to buy from successful companies, they want to go out with confident,
successful people, so you have to appear to be these things.
While there is some attraction in the underdog, and we all like to cheer for people overcoming
hardships, in business you never want to appear to be desperate.
So – review what you do, and check for sweaty palms.
Some signs you are, or at least seem, desperate.
1.

2.

3.

4.
5.

Constant, incessant hash tagging. If every social post has a # or a series of #’s you start to
look desperate. So people who put up a post and put in #Tuesday #sports #happy, for
example definitely have sweaty palms.
Your sales pitch. There is a tendency for you to react to your business stresses, particularly in
the first few years when you are working hard for what may be limited returns. Review what
you say, have someone else review what you say, listen to yourself, are you appearing
desperate? No matter how much you need the work, you don’t appear to need the work.
You want the work! You don’t need the work, but you do want the work. So this is a delicate
balance. We want to sell you our product, work with the company, because they are great
and you would love to work with them, but you don’t need it.
Offer, offer, and then another offer. Don’t make constant money off offers, have a structured
plan. Make sensible and strategic offers, regularly.
Over write the copy. White space is confident, clean lines, and open plan leaflets. Many
people try to put everything they can into a leaflet, and email a website. They write essays,
they put in every detail, every feature that they can think of, cramming the page with
information. Don’t, under write rather than over write.

A note on post purchase dissonance.
Pretty much everyone has suffered from post purchase dissonance, which is defined as;
When the customer may be unsatisfied, or unsure of their purchasing decision, they may rethink their
decision in the post purchase stage. This is due to a discrepancy between what the customer initially
thought of their purchase versus what they have experienced.
So in simple terms, they bought something and for some reason it wasn’t what they expected. Or they
regret buying it in some way. So they have bought a car, and for the next couple of days they worry
about the weekly payments, they buy a freezer, and then read an online review which makes them
think they have made the wrong decision, the product arrives, and it’s smaller or lower quality.
There is a scene in Mad Men, where the team are celebrating a big win, and one of the partners is not
joining in. When asked why he says it’s because the day you win a client is the time you start to lose a
client.
The client is not celebrating that they have appointed you. They should be very happy with the
decision to work with you, but they are still not celebrating that they are working with you!
You need to have processes in place to mitigate this.
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So, there are a lot of things you can do, in the relationship section we talk about the first 30, 60 and
100 days of a relationship. Which can go a long way to securing long term business, but we are talking
about the morning after the time between order and receipt. The couple of days after the order has
been received.
So what can you do?
1.

2.
3.

4.

5.

Make sure that the ‘order has been received’ and ‘order has been despatched’ emails all look
good. We all receive emails that look spammy, often from banks, where the fonts and the
wording makes us suspicious that they are spam. Make sure yours look right, make sure they
ooze confidence, and make sure they support your brand.
Ask them are they happy? A couple of days after they have received the product, send them
an email asking for feedback, are they happy, anything we need to do better?
Make sure you have good quality reviews on your website and on Google. People will still
check you out after they have ordered, so make sure what they see supports your
proposition. Ten people saying how good you are, will reinforce that they have made the
right decision.
If there is a long gap between order and delivery (as there is in the case of a new car for
example) then keep in touch, send them something in the post, keep them informed. There is
a danger of customers sitting and thinking that nothing is happening, that their order has
been forgotten. How many of us have sat in a restaurant, waiting for food, convinced that
our order has been missed. It’s frustrating and can spoil the meal, no matter how good the
food is. Keep your customers informed of progress.
In the B to B field, set the date of your first meeting, keep in regular contact, tell them what
you are doing, and add them to the email newsletter. This is important in areas, like ours,
where there can be a week or two going by, without the client seeing progress. They are not
looking over your shoulder every day, so you perhaps need to tell them what is going on.
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Reviews
If you want to understand why reviews are important, just think about the last time you bought
anything on Amazon.
Has anyone bought anything on Amazon without looking at the reviews? Without at least glancing at
the star rating?
Would you buy the blender with 300 1 star reviews or the one with 150 4 star reviews (even if the
second one was £10 more expensive)?
Have you ever watched a film, read a book and then logged on to see what other people say about it?
Or looked at trip advisor to see which restaurant to go to?
The trouble with it is, it’s a game. A lot of the reviews are fake, or misplaced, or just wrong.
It used to be that you were served average food from a disinterested waiter, and you still said ‘yes its
fine thank you’ when they asked if everything was
ok.
It used to be that you just voted with your feet
and told a few of your friends.
Now people tell everyone, and a single bad review
can cost a business dearly.
We tend to suggest that you adopt a simple
strategy:
• Ask your customers for reviews (not the
customer who hates you
obviously, but all the rest).
Aim to get at least 15 reviews
from customers. That way if
you get a bad one, it is diluted
by the other 14.
• Get 10 your friends to log in
and give you a review, ideally
a good one!
• Have a few ‘fake’ Gmail
accounts and be prepared to
give yourself a few good
reviews – sounds underhand
but remember: it’s a game,
and you have to play. The best
way is to have 5 or 6 accounts
and review a range of
different things, a few products,
and to give them good reviews. If you went to a good pub, use one of your fake accounts to give
them a nice review. Then when you need to (if you get a stinker that you think is unfair) you can
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give yourself a good review (4 stars).
• If you get a bad review, respond, politely and professionally and publicly – ‘I’m sorry you feel
that way, please do me a favour and give me a ring, so we can talk it through and we can resolve
it’, or ‘I’m sorry you feel that way, I wish you had raised the issue with me when you were in the
shop, please get in touch and we can sort it out’.

Attract

If they see or hear about your product, then they are likely to
check you out on Google, and a good set of reviews will
encourage them to contact you.

Close

If they see or hear about your product, then they are likely to
check you out on Google, and a good set of reviews will
encourage them to close, - you are more likely to sell if you
have good reviews.

Relationship

People like to have their opinions reinforced, so if, every time
they search for you on Google, they see an increase in stream
of good reviews, then they will feel predisposed towards you.

Do’s and Don’ts
Do’s
• Recognise that it is a game that other people
are playing as well
• Monitor your reviews on a weekly or monthly
basis
• Respond to any issues
• Encourage your customers to review you
• In most cases, answer the review
• Calmly, checked, professionally
• Respond publicly – not personally
• Swamp bad reviews with good ones – but don’t
do them all at the same time or from the same
computer

Don’ts
• Remove reviews just because you have a bad
one
• Get your staff to review you on their accounts
• Pay for fake reviews
• Trust the review sites
• Get too worried about bad reviews
• Write your own reviews that can be easily
spotted
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Walt Disney on Reviews
I suspect that the staff at Disney have to deal with more complaints and issues
than most businesses. Not because they are not brilliant, but when you get
millions of people through the doors of your shops and theme parks, with their
kids, there are bound to be issues no matter what you do.
We found this and thought it was useful advice on how to deal with
complaints.
Hear: let the customer tell their entire story without interruption. Sometimes,
they just want someone to listen.
Empathize: Convey that you deeply understand how the customer feels. Use
phrases like “I’d be frustrated, too.”
Apologize: As long as it’s sincere, you can’t apologize enough. Even if you didn’t do
whatever made them upset, you can still genuinely be apologetic for the way your customer feels (e.g.,
I’m always sorry that a customer feels upset).
Resolve: Resolve the issue quickly, or make sure that your employees are empowered to do so. Don’t
be afraid to ask the customer: “what can I do to make this right?”
Diagnose: Get to the bottom of why the mistake occurred, without blaming anyone; focus on fixing the
process so that it doesn’t happen again.

1 Month 3 Month 6 Month Plan
1 Month
• Check the reviews you
currently have. What do
they say? What is the state
of play at the moment?
• Use your site, email and
content to request that
customers give you a review
• Ask your regular customers
if they will give you a review
on Facebook and Google –
there is nothing wrong with
a friendly incentive, but only
with your regular, known
customers

3 Month
• Monitor for bad reviews and
if you get one, implement a
swamping plan
• Continue and measure
results

6 Month
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You cannot afford to be caught out by a bad
review or to underestimate the value of a
good review. A strategy for gaining more
customer reviews in effect costs you
nothing, and can pay dividends in customer
sales. Customers like to buy into success,
they like to have their prejudices and
opinions confirmed by others. 25 reviews
saying how good you are will confirm in
their heads they made the right purchase
decision.
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Deliver
This is where you have to ‘score’ to deliver the product, to in the terms of the analogy, get them to
bed.
Quite clearly, this is a marketing text, and we are not going to go into detail over this part of the
analogy. If you want to, there are plenty of texts that will cover it, and you may find some tips that
help with your marketing.
But in broad terms this is
•

Making it excellent, delivering an excellent ‘product’ that is memorable and leave them
wanting more from.

Which translates to (but not in the right order and not necessarily a complete list)
•

•

Making sure that you are clear what your audience have consented to and sticking to it. This
relates back to GDPR, and so, if, as a customer, you have offered them the opportunity to opt
out, you respect if they have. That if they have opted in to email newsletters, you don’t ring
them up
Delivering your product to the customer, exceptionally. You want people to want to buy from
you again and again, so assess each and every point in the process, and ensure you deliver an
exceptional product experience.

As a small to medium sized business the one thing you should be able to do is deliver an exceptional
product. It should matter to you much more than it does for a large company, you can react quicker,
love your customers more, provide a more personal service, over and above what the larger, slower to
react companies should be able to do.
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Assess
So, you wake up in the morning, feel horrible? What do you do now? Well the first thing is to assess
you, and them. Do you want to get back in touch, was it worth it, did you do a good job?
So this is
•
•
•
•
•
•
•

Did I actually like them, in the end was there any connection?
Do I think they liked me?
How was I?
What can I learn about them to make next time better?
Do I want to get back in touch (yes)?
Do they want me to get back in touch?
How do they want me to get back in touch?

Which translates to (but not in the right order and not necessarily a complete list)
•

Making sure you have a clear and consistent contact plan in place, which respects the wishes
of the audience and abides.
Segmenting your audience up, in terms of their frequency, recency and value, and delivering a
contact plan that works within this structure
Looking at your product delivery, are all the process right? Is the product good enough? What
can you do to make it better?

•
•

•

Asking for reviews (not something you do on a date) but vital in marketing – get your audience
to review you, and manage any bad reviews.

Customer segmentation – some
ways to do it
By recency, frequency and value
The best example of this is to think about a
hairdresser;
I get my hair cut at a Turkish barber in Chester – I
have it cut every 6 weeks and it costs me £11. I
last had it cut 5 weeks ago
•
•
•

Recency – 5 weeks ago
Frequency – every 6 weeks
Value - £11

My wife has her hair cut in Nantwich, she has
been going to the same place for the last 16 years. It
costs her (she tells me) £50, she has it cut every 5 weeks and she was in there last week.
•

Recency – 1 week ago
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•
•

Frequency – every 5 weeks
Value - £50

So, to her hairdresser she is an A, high value and high frequency. He needs to love her to death. To give
her coffee when she arrives, make sure he has the magazine she likes to read, make sure his staff
deliver an exceptional experience. If she has not been in for 5 weeks, then he needs to be in touch. If
he has special offers, he needs to tell her about them.
To my hairdresser I am an A as well, the nature of his business is he can churn over 3 to 4 people in an
hour, with a low cost base. But he still needs to deliver an exceptional experience. In his case this is the
last things he does, when he use a flame to singe the hairs off my ears, and puts a very distinctive
Turkish smelling scent on my neck. As I leave the barber, not only to I have great hair, my senses are
tickled by the conflicting scents and the memory of the warmth on my ears.
If you divide your customers up into ABCE.
A – High value – high frequency – these you need to love to death, you will walk over hot coals, they
get the best experience, the most personal relationship, the best offers.
B – High value – lower frequency – these you need to love to death. Your objective is to increase their
frequency slightly, drop a week and you will make 2 or 3 more sales a year. So you create a sense of
scarcity at the 5 week mark, you make them specific offers, you communicate with them when you
have a space. You want to turn them into A’s.
C – High frequency and low value – these you need to love to death – they are in some ways you
bread and butter, they pay the bills, coming in regularly, and buying something. Your objective is to
increase their value, slightly. To make them offers, give them samples, upsell, politely, but still upsell.
You want to turn them into A’s
D – Low frequency and low value – these you also need to love to death, but in a different way. They
come in occasionally, and spend a little, so they need a different experience. Your objective is to turn
them to B’s or C’s, to develop the relationship, to sell them more, or sell it more frequently.
Segment by what they love and what they hate
There are people who love the
burgers; they will travel for miles
for the best burgers in town, they
will always order it from the menu,
and it defines the restaurant for
them. It’s the quality of the burger
that tells them it is a great place to
eat. But… they hate queues, so no
matter how good the burger they
won’t queue for it. What,
therefore, can the restaurant do to
get their business? Pre-order?
Offer a booked only evening? If you
think creatively about what your
customers love and hate, you can give them a more enjoyable experience and turn them into higher
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value and/or higher frequency customers.
I have clients who love to chat, and clients who hate to chat. Clients who want me to get on with the
work and need the absolute minimum of contact from me. They see contact as being, while not exactly
a waste of time, but something that takes them away from the work they need to do, so I tailor the
relationship, the product based on this.
I have clients who expect me to wear a suit, others who prefer a more casual approach, because that is
how they feel more comfortable.
Netflix knows what you love and hate, they know what films and programmes you watch and what you
don’t, and they segment you up accordingly.
By the stage in the process
Customer funnel
A customer goes
through a ‘sales
funnel’, we start with
a lot of people, then
narrow it down again
and again so that in
the end we have less
people who buy than
we started with.
The trick is to change
their experience as
they move down the
funnel.
The number of
people who drop out
of the process, who
abandon the sales
process is huge.
Every person who
drops out of the
funnel could have
been a sale.
In particular you
need to analyse the
sales process, each
stage in it and alter
your messages, your
structure accordingly.
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Recontact
This is the point of follow up, you have decided you want to get back in touch with your date.
This is
•
•
•
•
•

Ringing them up
Meeting at a prearranged time for coffee
Going to the same place and keep going until I see them again and smile again.
Sending them a gift, something personal to remind them of me
Been seen with someone else - make they jealous.

Which translates to (but not in the right order and not necessarily a complete list)
•
•
•
•

•
•
•
•

Being consistent, so that they can always find you in the same place
Being consistent, so that you are looking in the same places, so that your messages re hitting
the same audiences
Review the emails that automatically go out from your website (particularly on an ecommerce
site)
Sending out regular, consistent email marketing newsletters, so that when your customer
wakes up one morning and wants to purchase something again, then you are high on the list of
people they want to talk to
Providing great, top quality content, so that the audience can find you when they are looking
for your ranges again
Regular calls and visits from the sales team
Letters and direct mail to the audience
Invites to events

Recontact is absolutely vital to any business. It has always been true that it is harder to get a new
customer than it is to retain an existing one. You have put in all the effort to get the customer, now
you need to put in all the effort to retain them.

A note on monogamy
For most of us monogamy is the way to go. We find a partner, invest a lot of time, effort and emotion
into the relationship, and generally, stick to them. That’s the idea anyway. While divorce rates are high
(in the UK at least) most people don’t go out with a different person every night and juggle multiple
relationships at once.
Most of us don’t
But that’s not marketing. For your marketing to work, you have to pick up a customer, invest a lot of
time, effort and emotion into the relationship at the same time as you are picking up 100 other
customers, then 1000, then 10,000.
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Relationship
This is probably the most important are, you have made contact, delivered your product and now want
to build up a meaningful, long lasting relationship. Obviously in the real world, most people like to
build up a relationship before delivering the product, this is fine, but we split this up into two phases,
engagement and relationship – for the purposes of the analogy, the relationship is the point after the
product delivery)
In life we have all had relationships, and we know that it requires work and effort to maintain it.
This is;
•
•
•
•
•
•

Listening to your partner
Supporting them to achieve their goals
Having small contacts, small points of meaning, sending them gifts, and showing you are
interested
Remembering anniversaries and important dates
Being nice to their friends and work colleagues (and family of course)
Making them feel special

Which translates to (but not in the right order and not necessarily a complete list)
•
•
•
•

•
•
•
•
•

Being consistent, so that they can always find you in the same place
Being consistent, so that you are looking in the same places, so that your messages re hitting
the same audiences
Review the emails that automatically go out from your website (particularly on an ecommerce
site)
Sending out regular, consistent email marketing newsletters, so that when your customer
wakes up one morning and wants to purchase something again, then you are high on the list of
people they want to talk to
Providing great, top quality content, so that the audience can find you when they are looking
for your ranges again
Regular calls and visits from the sales team
Letters and direct mail to the audience
Invites to events
Remembering their family and friends and making offers to them

Building a relationship is absolutely vital to any business, making an emotional connection, living up to
your promises, and building rapport are all crucial to developing a great business relationship.

Generating Love
You want to try and get your customers to love you, your brand, and to love dealing with you. If you
can generate love, as with any relationship, it will last longer. If they love you, then they will buy from
you, keep buying from you, and get their friends to buy from you. If they love you then there is more
chance of them being loyal to you.
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Obviously, it’s not love in the true sense of the word but it’s a useful analogy. Think about all the things
you do in a relationship to gain, and maintain, a feeling of love:
1)
2)
3)
4)
5)
6)
7)
8)

Meaningful contacts
Occasional surprises and treats
Listening to what they say
Being interested and appearing to be interested
Giving in
Putting them first
Not taking them for granted
Finding out what makes them happy, and giving it to them

Many of these can be applied to a business-to-business or business-to-consumer marketing
relationship. How many times have we fallen out of love with a brand because they have not
contacted us for a while, because they took us for granted, because they stopped making the effort?
How many relationships end because someone else comes along, who makes us feel special, wanted,
and attractive? Brands that make the effort, that try to attract us can lure us away from existing
relationships.
Generating lust
Lust: the moment when you can’t keep your hands of each other - the clothes-tearing moment - is vital
in marketing. How can you make your product so incredibly desirable that your customers can’t keep
their hands off it, that they order it and wait for it to be delivered, that they listen out for the post?
Think about products that generate lust - things you can’t wait to see or can’t wait to get.
Films are a good example. Take the fever pitch that surrounds the latest Star Wars film or the build-up
of excitement around Marvel’s Infinity War. Think about the teaser campaigns, the way they built up
tension, the way they drip feed information to make you more and more excited so that when the film
comes out it gets the biggest opening weekend in history.
Lust, however, is temporary and fleeting. What you need to develop is love, with regular moments of
lust sprinkled in for good measure. You need to build in moments which are specifically designed to
make your audience lust after you, after your products. Be it the special offer, tailored just to them,
the chance to see the new product, or better yet, to get involved in its development, the chance to
peak behind the curtains.
Another thing about lust is that it’s time specific. It’s accompanied by the feeling that if you don’t act
on it now, you won’t get the chance again. Lust is urgent and so, by creating a perception of scarcity
you will help generate it.
The retailer TK Maxx has thousands of products in stock. So why, when you go in, does it look like they
only have two or three bottles of that brand of shampoo? It’s creating scarcity, desire, and urgency - a
feeling that you will miss out. They are brilliant at generating a feeling of lust, and through their
consistent delivery on their product promise, consistent range and price points, consistent marketing
and brand development, building love and loyalty.
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Email Marketing
Email marketing is
the delivery of
good quality,
regular
information to
your audience
through emails.
This can be
monthly
newsletters, the
order received or
dispatched and
the “are you
happy” emails of
an ecommerce
site.

Email is made up
of a number of
elements;
•
•

•
•

•

Data – who the email is going to, as drawn from your database.
Landing pages – these are the pages that your email is linked to. So if your customer receives
the email and clicks on a link, where does it take them? It might be to a blog post, it might be
to a specific landing page, designed and developed to go with that email. Ideally, it won’t be
the home page of your website.
The email itself – carefully designed and written to maximise your opportunity to engage with
your audience.
Sending – the system you use to send the email – so this could be smtp to go, group mail, mail
chimp, whatever you feel most comfortable with. But is has to be a proper, managed system,
never outlook.
Measurement – you need to measure your email, to know what happens when it is sent out,
what people do with it. There are some key measures you use:
o Bounce rate – bounces are where the email is not delivered – it bounces – and you
need to know what % bounce. You always get some, either the email address is wrong,
or their inbox is down, or full, or whatever. Best practice is to remove bounces from
your list.
o Unsubscribe – you need to know who unsubscribes, when they do. Again you always
get some, and in reality, you don’t want to be sending emails to people who are not
interested in receiving them.
o Spam – how many people report you as spam? This needs to be as low as possible, get
too many and you will be banned from whatever email system you are using.
o Open rate – how many people open the email you send.
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o

Click through rate – of the people who open, how many actually click through to your
site.

Structure
Email is carefully structured so that it delivers the message and encourages people to click through.
The email shown is the most successful email we send out, getting a 25% open rate and an average of
65% click through.

Some points to note
•

•
•
•
•

Images are placed carefully so that they usually cross over the bottom of the average
computer screen. This isn’t always possible with mobile but it’s a good thing to aim for. People
tend to over scroll, and they tend to scroll down images to see what they are. By positioning
them carefully you can encourage people to get more involved with your content.
The subject line says exactly who we are and what we are talking about, no tricks no gimmicks.
We try for a single column structure as it tends to work better on mobile, it’s not always
possible but again it’s a good thing to aim for.
We give people plenty of opportunities to opt out, I don’t want to be sending emails to people
who do not want to receive them.
The email is focussed on information that they will find useful or interesting. That is its
objective. It does not matter if I find it interesting, or even if the client finds it interesting, the
only thing that matters is that the audience does.
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Before Hygiene

----------

First
Contact

If you are a business to consumer brand then email is unlikely
to be your first contact with them (unless they forward it to a
friend). If it’s business to business then it can be the first time
they hear from you.

Attract

From the subject line through the text version without images,
to the first image they see, this has to attract their attention. It
has to deserve reading.

Engage

Your objective is to get them to engage with you on your
website, call you or talk to you on social media. So make sure
what you put is interesting, useful and informative, and above
all relevant to them.
If someone opens your email or better yet clicks, then don’t
they deserve slightly different treatment than those who
don’t?

Assess

Recontact

Your email will in all likelihood be the main point of recontact
with people, keeping you in their mind, reinforcing their
purchase decision

Relationship

Through regular, valuable content that over time perhaps
becomes more personalised and more relevant, and though
limited special offers and individual messages, you can use
email to build a relationship with your audience.

Do’s and Don’ts

•

•
•
•

Do’s
Link to content on your site - but do so
consistently. Don’t add random links on
to an email, there is no point getting
people clicking onto your website by
accident - you only want the people
who actively want to visit your site.
Link every image – make every image a
link to your site.
Link every header – make every header
a link to your site.
Use a system where you can measure
(at least) open and click through rates –

•
•
•
•
•
•

•

Don’t
Just talk about yourself – same principle
as always.
Send from your own IP – use a proper
email sending system.
Use outlook – never ever send a
marketing email from outlook.
Try to put everything in the email.
Set up your own email system.
Buy data – except business to business.
Never buy customer data - it does not
work.
Scrape data from LinkedIn or the
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there is no point doing email marketing
if you can’t measure the results.
Have a proper html coded email – this is
going to be made up of text, images
and links. Never just do one big image.
An image is easier to control, but all the
individual will see when they open it is
a big.
Use bigger fonts than you would usually
– this is a balance between style and
readability – we find that 12pts looks
too big on a desktop – but for mobile
you need a 14pt font, ideally.
Keep the structure simple – so don’t try
to be too clever. Go for a single column
layout if possible, it’s easier to read on
email
Structure it so that it draws the eye
down the page – so place images so
they cross the bottom of the screen
Make it ‘easy’ to unsubscribe – we are
not interested in emailing to people
who don’t want to receive the email.
Start simple with the segment –
customers and prospects. Do one
simple and straightforward email and
build from there.
Offer emails alongside newsletters.
Have a rigid, fixed checklist before you
send and use it every single time.

•

•

•

•

•

•

•
•

•

•

Internet and use it all in one go – if you
get too many people reporting you as
spam, you will be thrown off the
system. So drip feed any ‘suspect’ data
in bit by bit.
Send from your own email – we always
set up a separate email, which can be
monitored, but which is not in day to
day use. If you don’t do this then you’ll
get hundreds of out of office replies to
your business email and you’ll wish you
had set up a separate email to send
from. People prefer to get an email
from a person, so don’t use
‘marketing@’ - pick a name and use
that to make it look real.
Narrow your data down - don’t second
guess your audience.

Email Checklist
It is important to have a checklist before you send out any email marketing campaign, one which you
physically tick off, every time. It’s a pain in the neck, but every single thing on the list is something I
have done wrong at some point.
•
•
•
•
•
•
•
•
•
•

Have I got permission to send in writing?
Have I got the right day to send?
Have I downloaded the data and removed all unsubs, spams and bounces?
Have I checked it on preview mode – do all the links work, does all the formatting looks
good?
Have I copied it into Word and checked the spelling?
Have I written and checked the subject line?
Have I copied the subject line into Word and corrected it?
Have I set up the tracking, so I can measure the results?
Is it coming from the right sender?
Is it going to the right list?
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•
•
•
•
•
•

Is the rich text version, right?
Have I checked the landing page is really live again?
Have I uploaded and checked the online version, checked the link and the formatting – are
all the characters correct?
Have I set it for at least an hour from now?
Have I checked the subject line and sender on the email schedule system?
Have I sent the internal list first – an hour ahead if applicable?

1 Month 3 Month 6 Month Plan
1 Month
3 Month
• Sort out available data
• Send a monthly newsletter
• Cleanse it, review it, make
to all your data
sure as far as possible that
• Send a monthly offer email if
it’s right – the ideal is to put
appropriate
it through a paid-for
checking system – review it
re. GDPR
• Source system for sending:
• Groupmail
• Campaign monitor
• Mailchimp
• Develop a newsletter
template and a one-off offer
template
• Set up a landing page for the
first email
• Send a newsletter at the end
of month 1

6 Month
• Continue with the monthly
emails
• Segment the data into
customers and prospects and
segment the content
• Start to segment the
customers into groups so you
can send them different
content.

Your email sits on top of your content strategy and your social strategy. The objective is simple; on the
morning when the customer wakes up and needs a product or services you can provide, you want to
be in their heads. On the day the business is pulling together a list of companies to pitch for a piece of
work, you want to be there.
You want to be in touch with your customers regularly.
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You want to find and communicate with businesses that you want to do business with.
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Points of Interest
How to set up a Facebook Shop
Over the course of the next 3 pages, we go over the technical process of setting up a
Facebook store, and linking it to a Shopify account, step-by-step. We then cover a few tips and
tricks to make sure that you are running your Facebook shop as effectively and profitably as
possible.
How to make the shop
•
•
•
•

Navigate to your Facebook Business page. You need to be logged into the business page and
you need to be an admin.
Most Facebook Business pages already have the Shop page shown when you're logged into the
Admin. Only you see this, not your customers.
Click the shops tab on the left of the page.
If you can’t find the Shop tab, you probably don't have the right template activated. If you
can’t find it, then go to Settings, then select Templates and Tabs. Find the Current Template
area and click on the Edit button. Then apply the Shopping template. After you get that Shop
tab on your store, click on it.

How to set up your shop details
•
•
•
•
•

Clicking the Shop tab reveals a popup explaining what your about to do. Read through it, and
then click on the Get Started button.
You are then asked for some preliminary details about your business type, and business
address. Then, click Next.
Then there is a step where you enter some tax information, which can be skipped, but must be
done at some point.
You need to specify currency type and address to get paid, often Facebook locks in your
currency based on location.
After that, click on the Finish button.

How to Configure Your Payments
•
•
•

Click on the Set Up Payment button to proceed.
The first popup asks for your tax details, which is necessary, and cannot be edited, so make
sure you have all the accurate information available. Click on the Save button.
Then type in your bank details and save.

How to add products
•
•
•
•

Find the gear icon and select Manage Shop.
Go to the Add Product button in the upper right-hand corner.
Then, click on the Add Photos button to add product images.
A Product Details area shows up after you've included the photos. This is an opportunity to
add a description of your item. You could copy the product description you use on your
ecommerce shop.
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Complete Settings and Configure Shipping
There are some extra settings to configure, like shipping options, and these all depend on what type of
shop you're running. You can find these settings by going to the Manage Shop tab towards the top of
your Facebook Shop page.

To link your Shopify account to the Facebook store
Make sure that your store meets the requirements for selling on Facebook. These are, your store
needs to list products for sale in a currency that's supported by Facebook, you need a Facebook page
for your business and your Customer email (set in General settings) needs to be a valid email.

Add the Facebook sales channel
Once the requirements have been met, you can add the Facebook sales channel and connect your
Facebook account. Facebook will review your store, then you can start selling through the Facebook
sales channel.
•
•
•
•
•
•

From your Shopify admin, click the + button beside the Sales channels heading.
On the Add sales channel dialog, click Facebook.
Click Add channel.
Connect the Facebook account you want associated with your products.
Go to Facebook > Account.
Click the Connect account button.

If you are already logged in to Facebook, then confirm that you're using the correct Facebook account.
If you are not logged in, then you will have to enter your Facebook login information.
Follow the prompts given. This lets Shopify to connect with your business's Facebook page. If you want
to, then you can change which Facebook account is connected to Shopify via the Facebook sales
channel's Account page in your Shopify admin.
How to run a Facebook Shop effectively
So we’ve covered the technical, step by step process behind setting up a Facebook store, and linking it
with your Shopify account. Now we are going to go over how to effectively and profitably run one.
Share your products on your page timeline regularly, rather than just adding them. This way, your
customers are more likely to know about it.

As well as sharing the products, make sure you add content as well. Remember to include any
sale information, or anything that might add a bit of context to the product.
Create a Community
Make sure you provide a sense of community. Post local news items, relevant to you, to
create a sense of community, and hopefully get on the path to creating a brand following.
Offer Special Deals
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If you offer specials, you are more likely to get not only sales, but likes as well. In fact, the
main reason people like products on Facebook is to receive information about these deals.
Offering one-time incentives is also a great way of attracting new customers.
Post relevant content – but not about your product
Post other content that doesn’t directly relate to your product. As long as it is interesting and
entertaining, your brand will stay with them more effectively, and will be recalled more easily.
This can translate to more sales. And it will also translate to more likes, which is important to
again, grow the fan base.
Increase the number of email subscribers you have.
Increasing the size of your email database allows you to directly interact with customers,
informing them about your product or sales, without relying on the Facebook algorithm to
determine which articles appear in a user’s news feed.
Attract new customers with deals and incentives
Maintaining relationships with existing Facebook fans is important, but bringing more on
board is how you’ll grow. Give a one-time promo code, coupon or something like discounted
shipping to anyone who likes your page. You’ll be pleasantly surprised at how quickly word of
such specials spreads to others and then make it easy and obvious for them to ‘like’ your
Facebook page.
Get Feedback
Facebook is perhaps unique in its ability to generate feedback, so use it to your advantage,
and ask customers directly what they like and what could be improved. Offer full
transparency, and fix any problems there and then. This builds trust with customers, which is
key for any successful business.
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Before Hygiene

Tactics to have a go at
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First
Contact
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Attract

Target Account programme
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Engage
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Close
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Deliver
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Assess
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Recontact
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Relationship
Tickling
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Appendices
How the brain works – and what it means for marketing
Before you can really get into digital marketing,
a short understanding of how the brain works is
important.

Our Brains work in patterns
Can you read the colours of the following words
quickly and out loud … not the written words
themselves, but the colours in which they’re
shown?

It’s really hard. You can concentrate and focus as hard as you like but you’ll find that it’s
almost impossible to read the colours aloud without becoming confused. This is because,
whether you want them to be or not, the word patterns have become so embedded in your
brain that they are activated automatically.
Now read the following paragraph.
“Aoccdrnig to rscheearch at Cmabridge Uinvervtisy, it deosn’t mttaer in waht oredr the
litteers in a wrod are, the olny iprmoetnt tihng is taht the frist and lsat ltteer be at the rghit
pclae. The rset can be a ttoal mses and you can sitll raed it wouthit a porbelm. Tihs is
besauae ocne we laren how to raed we bgien to aargnre the lteerts in our mnid to see waht
we epxcet to see. The huamn mnid deos not raed ervey lteter by istlef, but preecsievs the
wrod as a wlohe. We do tihs ucnsoniuscoly wuithot tuhoght.”
It’s amazing - just a group of jumbled letters separated into words, but you can still read it.
Ask a child who’s learning to read, and they would think that it was nonsense. This is because
the word patterns have not yet become embedded in their brain.
To cope with and simplify a very complex world, our minds build up patterns based on our
previous experiences in life, education, and work that have already been successful. We see
‘5x5=’ and automatically think 25. We get dressed, eat breakfast, brush our teeth, and drive to
work - all without conscious thought because our thinking patterns enable us to perform
these routine tasks rapidly and accurately.
However, it is exactly these rigid thinking patterns that create difficulties when we want to
come up with new ideas and creative solutions to problems, especially when we’re
confronted with unusual data. Thinking about the ‘nonsense’ paragraph above; as adults our
ability to recognise word patterns is so embedded that only that small bit of information (the
first and last letter of the word) activates the pattern for the entire word. So, we see what our
brains expect to see instead of what is there.
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In schools we learn formulae, systems, facts and methods that others have used successfully
in the past, reproducing them on demand to create strong thinking patterns. So, when we are
confronted with a problem, even small pieces of information activate these thinking patterns
and channel our thoughts in a direction toward something that has worked before, so we
don’t try other, more original approaches.
If we think of our minds as a dish of jelly with a flat surface that we pour warm water on to,
then tip it so that the water runs off, eventually, the surface of the jelly would form grooves.
Any new water (information) would automatically flow into these grooves and it would only
need a drop to follow the route. This is how the brain recognises and completes a pattern –
the mind automatically corrects and completes the information to select and activate an
embedded pattern – like the drop of water running down the pre-formed grooves in the jelly.
This explains why we find it so hard to come up with new ideas or solutions to problems. We
are conditioned to follow the same embedded mental processes and connections that we
always have – therefore reproducing variations of the same old ideas.
Creativity occurs when we metaphorically tilt the jelly dish differently and force the water
(information) to flow into new channels and make new connections. We can focus our
attention differently, interpret problems differently and from this different perspective,
enhance our creativity and find original solutions.
To illustrate this, look at the two rows of parallel dots which are equal in
length. No matter how hard you concentrate and how long you look at
the dots, the two rows remain equal and you cannot will yourself to see
them otherwise.
However, if you change the way you look at them by adding two
convergent straight lines, your perception of the dots changes and
the top row appears longer than the bottom one.
The rows are still equal yet your perception of them is different. By
combining the dots with straight lines, your attention is focused in a
different way and your brain’s processing routines have been
caught out. This sparked a different thought process that changed
your perception of the illustration allowing you to see something
that you could not otherwise.
There is one specific thinking strategy that stands out for historical creative geniuses, which
is the ability to provoke different patterns of thought by using creative thinking techniques.
These techniques let them perceive conceptual (theoretical), analogical (using analogies)
and metaphorical (symbolic) juxtapositions, between seemingly unrelated subjects and
information. This gives rise to original ideas and solutions.
The crux of creative thinking is a complex blending of elements of two or more different
subjects which involve more guesswork than certainty. Instead of recognising components of
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already-established categories, it involves the spontaneous construction of new ones.
So, the next time you try to think of a new idea or a new way of doing business and your brain
resists, you’ll know it’s because it’s trying to get you to think in the same old patterns and
structures.

Creative Techniques
Marketing does rely on being able to come up with ideas. Lots of people think they are not creative,
but this is obviously rubbish. Humans are by their very nature creative creatures. We would have died
out thousands of years ago if we were not able to develop solutions to problems, if we weren’t able to
think creatively.
Now clearly some people are better at it than others and, like in every field, there are always people
who stand out – geniuses. But in reality, most creativity is a learned technique, and like everything, the
more you practice the better you get at it.
Creativity is in essence about forcing your brain to break out of its patterns. About breaking away from
your own expectations, and really, making new patters, which you will then have to break away from.
Creativity – brainstorming
Creativity is about breaking yourself away from patterns, from the standard patterns you have become
enmeshed in.
Your brain works like a road system, cars are directed down certain paths, it gets you from A to B,
safely and reliably, but it’s not always exciting. Think about how often you drive to the supermarket;
most times you go the same route, even if it’s not the quickest. For an unknown reason I always drive
one way to the train station, a different way back, one way to the pub in town, and another way back.
Being creative is going off road, it is forcing yourself to think in a different way.
Everyone has done brainstorming, but here is my way:
•
•
•
•
•
•
•
•
•
•
•

Take a large piece of paper and stick it to the wall.
Write in the middle the subject the thing you want answering (e.g. ideas for email).
Then write down absolutely everything that comes to your head, every idea.
There are no bad ideas, write them all down.
Do it for no longer than 5 minutes.
Then stick another piece of paper up next to the first.
Take any idea from the first page you like, and write it up in the middle of the new paper.
Then write down absolutely everything that comes to your head, every idea.
There are no bad ideas, write them all down.
Do it for 5 minutes. No longer.
Now, look at every idea and see if there are any good ones

Reversal
As a technique this is quite challenging, but does work. The idea is that you look at the problem in
reverse, and write up what you would do to solve it.
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So, instead of ideas to improve customer service, write up 50 things you would do to make your
customer service worse. The trick is to set yourself a target, a large target, and write up 50. This really
forces you to really drag the bottom of the barrel. Then you can look at your list, and ask yourself:
“which do you do, so which should you stop?”
Random
Put up a piece of paper. Pick up a book and pick a random page, and then a random word. Write that
up and brainstorm any ideas that come to mind, anything connecting that idea to your issue. Sounds a
bit weird, but it does work.
Insight idea mechanics
Many people start out with what they want to do and what they want to achieve.
For example, they say they want to do an ad, an email, a piece of direct mail. They then focus on the
final technique, the final message, without really considering the idea first. The final technique, the
mechanic, it is what you do to communicate your idea and is the last thing you deal with.
You start with this process;
•
•
•

Insight – What is the fundamental insight? What are your customers after? What is the single
thing about your product that is amazing? What is at the core of your business?
Idea – based on that insight, what do you want to communicate?
Mechanics – based on that idea, what is the best mechanic to deliver on it?

Useful resources
•

•

Wordpress plugins:
•

Backwpup – backs site up to email or cloud

•

Better wp security – helps protect site

•

Wordfence – better helps protect site

Online databases
•

•

Image manipulation
•

•

https://www.picmonkey.com/ - ok image sizing

Stock
•

•

Podio.com

Adobe stock – reasonable prices and decent choice

Email Sending
•

Campaign monitor

•

Mailchimp

•

Groupmail – need system link smtp2go to send
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•

•

Information:
•

Social Media Examiner – good social blog – very American, but useful

•

Marketing Profs

Seo analysis and monitoring
•

•

Social scheduling
•

•

•

Seo Moz - https://moz.com

Sprout Social

Hootesuite
•

Making simple animated gifs and videos

•

Giphy.com

•

Spark post and spark video

Sending txts
•

Textmarketer.co.uk
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