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A. MARKETING AND BRANDING  
    OVERVIEW 
 
 
Discovering what marketing and  
branding are and how they work  
together to make your business successful 
 
BRANDING The vibe, personality, or experience your customers 
get from every part of your business.  

MARKETING Whatever you do to get out the word about your 
business and convince people to buy its products or services. 
 

Sunny’s Bookkeeping brand is “super cheerful”, so her logo has a 
smiley face, her social media posts often include upbeat quotes, and 
she always has a big smile on her face when she talks to clients. 
Every part of her business looks, sounds, and feels “super cheerful”.  

Hercules Handyman Services’ brand is “powerful and reliable”, so 
their logo features a muscle-bound hero with a hard hat and they 
have a 24-hour-a-day service line. Every part of their business looks, 
sounds, and feels “powerful and reliable”.   
 

Sunny gets most of her customers from her Facebook page and a 
referral program she set up. Posting on social media and encouraging 
referrals is how she actively gets new customers and sales. 
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As you can see from these definitions and examples, branding and 
marketing are different things, but they are meant to work 
together. Think of your brand as the paint — the special “colour” of 
your business — and your marketing as the brush that spreads it 
around, helping your customers to see it and get excited.  

With this guide and the template that’s attached to it, we’re going 
to help you create an action plan that will help you to put these two 
pieces — branding and marketing — together for your business. 
Why? So that you can:  

1. Let your future customers know your business exists.  
2. Get them excited about it. 
3. Convince them to buy your products or services.  

We’ll start with defining your brand, then explore ways to spread 
the word through marketing. Then we’ll show you how to create 
and use the Marketing Action Plan that will lead you, step by step, 
towards getting and keeping the customers you need to succeed.  
 

B. DEFINING YOUR BRAND  
 

Figuring out what your “brand personality” is, based on 
what you do, and who you do it for 

When people talk about “a brand”, they use all sorts of words: 
identity, personality, vibe, message, positioning… it can get 
confusing. But basically, as we discussed, your brand is a special 

Harold, Hercules Handyman Services’ owner, gets most of the 
company’s customers by delivering flyers that offer 25% off a first visit. 
Flyers are a great way to connect with new customers and start 
making sales. 
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kind of experience your customers have with every part of your 
business. That experience should feel the same, whether it’s 
expressed through your logo, your store, how you talk about your 
business, or when you meet people.  

Businesses, just like people, have personalities, and almost as many 
ways to express them. For example, let’s look at Sunny’s 
Bookkeeping again. Sunny’s customers bring boring and stressful 
work to her, but they always experience a “super cheerful” vibe 
with her that makes the whole process more fun. That “super 
cheerful” brand is expressed through all of the business’ 
“touchpoints”. 

To define your brand—the personality or experience you will 
express through all touchpoints—you have to figure out:  

1. Who your customer is? 
2. What your brand personality is? 
3. Where are the touchpoints (places/ways) you will express it? 

 

STEP ONE: Who Is Your Customer?  
Maybe lots of different kinds of people will buy your products or 
services. But there’s one type of person who will end up being your 
best kind of customer—the type that buys the most and loves what 
you do. This is your ideal customer or “target demographic”. 

 
 

 

TOUCHPOINTS 
Ways a customer (or a future customer) can interact with a business 
(e.g., at a store, on its website, through its customer service line). 

TARGET DEMOGRAPHIC 
The people who are most likely to buy your products and services and 
help your business to succeed. 
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There are three ways to describe your target demographic:  
 
Demographics: their age, gender, income level, profession, etc.  

Psychographics: their hobbies, dreams, values, beliefs, etc.  

Geographics: what city/region they live in 

Based on these three kinds of information, write a short description 
of your ideal customer.  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 

 

Yes, it’s hard to define your ideal customer before you’ve connected with 
lots of them. Sometimes when you start out, you have to make guesses 
based on the research you did to plan and launch your business. But as 
you go, you’ll get a much better idea of who your best customers 

Sunny’s target demographic is middle aged male business owners 
who earn about $200,000-$500,000 from their businesses 
(demographics). They dream of making their businesses less 
stressful and more supportive of their ideal lifestyle, which includes 
lots of outdoor recreation (psychographics). They tend to live in 
Chilliwack, BC, or the surrounding Fraser Valley (geographics). 
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STEP TWO: What Is Your Brand Personality?  
To help you define your brand personality, we’re going to use the 
Brand Pyramid. It shows the connections between what your 
business does, why that matters to your customers, and how your 
customers will end up feeling about your business.  

Ultimately, your customers will have a relationship with your 
business. And you need to have a personality in order to have a 
relationship with someone, don’t you? Just ask yourself: If my 
business was a real person walking around in the world and having 
relationships with people, what would that real person be like?  
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When you fill out the Brand Pyramid, you start at the bottom, 
where the answers are very simple. As you move up, you must dig 
deeper for the answers.  
 
LAYER 1  
Write down what your business does in the simplest terms. What 
are your business’ products or services?  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________  

LAYER 2  

Write down the special features, details, or bonuses attached to 
your services or products that make yours better than your 
competitors’.  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________

Sunny wrote down: “bank reconciliations, expense reports, accounts 
payable/receivable”. 

Sunny wrote down: “unlimited, friendly, happy video chat sessions 
when clients need extra support”. 
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____________________________________________________________________
____________________________________________________________________  
____________________________________________________________________ 
____________________________________________________________________ 
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 

LAYER 3  

Write down the functional benefits that come from these products 
or services and their special features. Functional benefits can be 
measured (e.g. dollars saved, pounds lost). See the sidebar on Page 
9 if you need an explanation of what benefits are.  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________ 
____________________________________________________________________ 
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________  

Sunny wrote down: “Businesses who use my bookkeeping could see 
an extra 15% in profits.” 
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LAYER 4  

Write down the emotional payoff that comes from getting these 
functional benefits.  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________  

LAYER 5  

Write down the name of a character from a movie or tv show who 
makes people feel the things you wrote down in Layer 4.  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________  

Sunny wrote down: “When clients earn more money, they feel 
greater peace and security. They have reasons to feel upbeat and 
optimistic about their businesses and their lives.”  
 

Sunny wrote down: “Bert the Chimney-Sweep from Mary Poppins”. 
That’s because Bert is often cheerful, humorous, and light-hearted, 
but always extremely caring. Bert makes the children in Mary 
Poppins feel the same way that Sunny makes her business owner 
clients feel!  
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PRODUCT DETAILS BENEFIT 

“I can do bank 
reconciliations.” 

“I can give you accurate 
bookkeeping info so you can 
make better business plans 
& earn more money.” 

“I sell diet soda.” 

“You can have a tasty 
beverage that will help you to 
lose weight by cutting your 
calories.” 

“I cut hair.” 
“My customers leave my salon 
feeling more stylish and 
attractive.” 

A benefit is “what’s in it” for your customer. It’s the 
value they get from your product or service, which 
is different from its product or service details. It’s 
so important to remember that your business is 
not about you—it’s about your customer. A 
customer doesn’t care about what you do, but 
only the benefit they’ll get out of it. That’s why we 
must always talk about “what’s in it for the 
customer”, rather than just describe what our 
products and services are.  

For example, Hercules’ Handyman Services sells 
services like raking, fixing appliances, and 
painting. But their marketing talks about offering 
clients peace of mind (because they can call on 
Hercules 24 hours a day) and pride of place 
(because their homes stay functional and 
beautiful). Those are the benefits, not the actual 
handyman services.  

Here are a few more examples to show you the 
difference:   
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Now it’s your turn. Do your best to fill out the Brand Pyramid, 
remembering to start with the bottom layer and work your way up.  
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STEP THREE: Where Are Your Touchpoints?  
Every customer who forms a relationship with your business goes 
on a journey. It starts when they become aware of your business. 
Then it reaches a point when that person decides to become a 
customer and make a purchase. And after they make that 
purchase, the relationship continues.  

That’s why this Touchpoints Map exercise, which will help you to 
figure out all of your business’ touchpoints, is divided up into three 
sections: pre-purchase, purchase, and post-purchase.  

A brand personality is only powerful when it remains the same 
during all of these stages. After all, if Sunny’s Bookkeeping had a 
grumpy way of dealing with customer problems, wouldn’t it make 
the super-cheerfulness of the other stages seem fake? That’s why 
she maps out her touchpoints, so she can make sure she’s putting 
that same personality into all of them.  

 
To make your own Touchpoints Map, write down different 
touchpoints where your customer might experience or encounter 
your business during the different stages of their journey.  
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STEP FOUR: Bringing It All Together  
To create a short, punchy paragraph that sums up all that you’ve 
learned about your brand, fill out this:  
 
My business provides ____________________________ (Service/Product) 

in a ____________________________________________ (Brand Personality) 

way to _____________________________________  (Target Demographic) 

across the following touchpoints:  

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 

• ___________________________________________________________ 
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C. CREATING YOUR BRAND ASSETS 

 
Making the media that will express your brand personality 

Your brand assets are the documents you’ll use to express your 
business’ brand personality. Unlike marketing materials, which can 
change based on what your business is focused on selling (e.g., a 
flyer for a sale), brand assets (e.g., a logo) always remain the same. 
(Unless a business decides to “re-brand”.) 

In this section, you’ll create your business’ Brand Guidelines. These 
will be a set of instructions for any designers who end up helping 
you create the brand assets. Guidelines ensure that the personality 
of these assets will be “on brand”. That means they’ll consistently 
express the brand personality that meets your target 
demographics’ needs.  

Before you create your own, here’s an explanation of the different 
sections in the Brand Guidelines template:  
 
i. My Brand Name 

This is the name of your business. So, how do you name a business?  

First, you must accept that it is very difficult to find a totally original 
name. Be prepared to spend some time on this!  

Oftentimes, there are two parts in a name: 1. The part that talks 
about what type of business you run; and 2. The part that’s 
distinctive or descriptive.  

“Bookkeeping” is the type of service Sunny provides, and “Sunny’s” 
is the distinctive name part. 
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Second, remember that your business is not about you, it’s about 
your customer. Picking a name that only has significance for you 
isn’t a great idea. Instead, is there a name that makes people think 
about the benefits you’re providing? Is there a name that expresses 
your brand personality?  

ii. My Brand Purpose 

This section is all about the WHY of your business. It’s what you 
want to accomplish beyond just making money. Often, you can use 
this section of your Brand Guidelines when you need to express 
yourself to customers in a more meaningful way. There’s your 
mission, or what you intend to do. And then there’s your vision, 
which is what the world will look like if you achieve your mission.  

iii. Brand Personality 

Here, you’ll write down words that describe the personality you 
discovered for your business in Part B when you did the Brand 
Pyramid exercise.   

“Handyman Services” is what Harold and his staff members offer, 
but “Hercules” is the distinctive part that expresses their brand 
personality. 

Sunny’s Bookkeeping mission is: “To support business-owners in 
making better business plans and earning more money through 
accurate and tax-compliant bookkeeping, delivered with a smile.” 
Her vision is: “To see the small and medium-sized businesses in the 
Fraser Valley thrive, making our region a place for entrepreneurial 
talent to grow.” 
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iv. Logos: Logotypes & Logomarks 

Your logo is the trademark symbol or design that goes on all the 
materials you’ll create to spread the word about your business—
from your website to your flyers. 

Logotypes are when you just take the name of a business and write 
it in a distinctive way, like with a particular font and in a particular 
colour.  

Here are some examples: 

 
Logomarks are pictures or symbols that represent a company.  

Here are some examples:   

Hercules Handyman Services has a brand personality like Hercules, 
the hero they are named after, so their guidelines have describing 
words like reliable, energetic, capable, and tough. 
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Some companies use a logotype and a logomark. Some only use a 
logotype as their logo.  
 

 
To create a logo (with help from a designer perhaps), do some 
brainstorming first. What kinds of images, fonts, and colours do you 
think of when you read your list of brand personality adjectives?  
 
v. Colours 

Most businesses use only one or two main colours (sometimes in 
different shades) in all their branded materials. So…what colours 
should you pick? Hint: they should be the ones that best express 
your brand personality, not the ones you personally prefer.  

To help you make smarter choices, here’s a list of colours and what 
people tend to feel when they see them. Remember, it’s all about 
how you want your brand to make people feel.  
 
RED: power, energy, strength  

ORANGE: courage, warmth, friendliness 

YELLOW: optimism, warmth, creativity 

Sunny’s Bookkeeping uses a smiley face (logomark) and a logotype 
as a logo. 
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GREEN: health, nature, prosperity 

BLUE: Trust, loyalty, dependability  

PURPLE: wisdom, luxury, spirituality 

BROWN: earthiness, reliability, authenticity 

BLACK: power, sophistication, security  

GREY: neutrality, intelligence, balance 

WHITE: cleanness, freshness, clarity  

 

One more thing: every colour has Pantone, CMYK and RGB 
numbers, which helps designers pick the exact right shade. Once 
you’ve picked colours, the designer who helps you create assets 
like your logo can tell you which Pantone, CMYK and RGB coded 
colours they used. That way, you can keep using the exact right 
colours in all your other assets.  

vi. Fonts 

Again, it’s typical for businesses to use only one or two fonts for 
their brand assets (and marketing materials). And once again, it’s 
important to pick the fonts that reflect the right brand personality.  

There are about 6 categories of fonts—each category has many, 
many fonts, so there’s a lot to choose from. But in general, this is 
how each category is going to make people feel:  

Sunny’s Bookkeeping’s branding is all in orange and green. Orange 
because the brand is so friendly and upbeat. Green because she 
gives her clients greater prosperity. Of course, the colours also look 
great together! 
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SERIF: trust, comforted by tradition 
Example fonts:   Times New Roman, Garamond, Georgia 
 
SANS-SERIF: peaceful, excited by modern things 
Example fonts:   Helvetica, Futura, Geometria 
 
SLAB SERIF: impressed and amused 
Example fonts:  Arvo, Quadon, SquareSlab 
 
SCRIPT: impressed and intrigued 

Example fonts:  Annabelle,  Bernadette, Edwardian 
 
HANDWRITTEN: relaxed and intrigued 
Example fonts:  CC Astro City, Forever Grateful,  Mr Sandsfort 
 
DECORATIVE: Inspired, awestruck 

Example Fonts:  Burnstown Dam,  Abilene, Kon Tiki Aloha  

vii. Graphics/Photography 

When you post on social media or put pictures on your website or 
flyers, what do they look like? What images best express your 
brand personality? 

Here’s a list of options and why you might choose them:  
 

Hercules Handyman Services uses a Decorative font called Jungle 
Law, because their brand is tough and capable, and this font 
expresses those qualities. 
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IMAGE TYPE EXAMPLES/ EXTRA 
DETAILS REASONS TO USE THEM 

Photography Black and white; colour; 
all with a special kind of 
filter; all a certain kind of 
subject (e.g., outdoor 
adventures)  

You can share pictures of 
real people that remind 
your target demographic 
of themselves or who they 
wish they could be.  

Cartoons  Use cartoons to explain 
complicated ideas (e.g., 
Sunny uses them to 
illustrate bookkeeping 
practices).  

Branded Graphics 
(special images with 
your logo attached 
to them) 

Infographics, 
inspirational quotes, 
industry tips 

Create these graphics to 
give your target 
demographic useful or 
enjoyable content.  

 

viii. Tone of Voice 

When you put words on your website, or on social media, or on any 
other marketing materials, how does your business sound when it 
“speaks”? Remember your brand personality adjectives!  

Based on all that you know about Hercules’ Handyman Services, 
which of the following short paragraphs sounds like it uses the 
correct tone of voice? Which paragraph sounds more “reliable, 
energetic, capable, and tough”?  
 

A. At Hercules Handyman Services, we don’t get scared off easily, no 
matter what your needs are. Got a plugged-up drainpipe? A broken 
step? A busted fridge? Just call on us and we’ll be there with our 
best cape on! 
 

B. Hercules Handyman Services exists in the space where 
homeowners make essential choices and meet with timely 
solutions. With tireless dedication, Hercules’ qualified professionals 
leverage their skillsets to create functional environments for their 
clients. 
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ix. Key Messages 

When your business “speaks” it should be repeating the same 
messages often. One way to deliver a message is through a 
tagline/slogan, a short, catchy statement that tells people what 
your business is all about.  

Here are some examples:  

Nike- Just do it 

Apple- Think different 

McDonalds- I’m loving it 

Disney- The happiest place on earth 

So, how can you create your own tagline? First, think about the 
benefit you offer that is most exciting or important to your target 
demographic. What words or phrases connect with that benefit, as 
well as with your brand personality?  
 

Sunny is helping her small business clients to be tax compliant even 
as they grow their profits. And her brand personality is upbeat and 
cheerful. That’s why “Smile all through tax season” is her tagline 
and the core message she wants to spread about her business. 
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Now it’s your turn! Fill out this blank Brand Guidelines template 
and you’ll have a great start in creating your brand assets. 
Remember: get help from a designer if you need it. Most people 
starting businesses will need this professional support to get the 
best results. Also, if you get confused, refer back to pages 14-23 to 
remind yourself of what these Guidelines are asking for.   

 
 

Hercules’ Handyman Services gives their customers, many of whom 
are older people with large homes, peace of mind that someone will 
help them out—any time! That’s why “Heroes never take a day off” 
is their tagline, and the core message they want to spread about their 
business. 
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MY BRAND GUIDELINES 
 
i. My Brand Name 

____________________________________________________________________ 
 

ii. My Brand Purpose 

Our Mission: What I want my business to do and for whom 

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 
Our Vision: What the world will look like when I fulfill my mission 

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 
iii. Brand Personality 

Describing words for my brand   

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 
iv. Logo   

Info about my logo and instructions on how to use it (colours, size 
restrictions, etc.)  
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____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 
v. Colours 

The Pantone numbers for my official colours and instructions on 
how to use them (e.g., “Red is our main colour and used most 
often”)  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 
vi. Fonts 

The fonts I use and instructions on how to use them (e.g., “Use Bold 
Helvetica for titles and Regular Times New Roman for body copy)  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 
vii. Graphics/Photography 

A description of the style of graphics and photography my brand 
uses (e.g., “We use only black and white photography, mainly of 
people experiencing the following emotions…”)  

____________________________________________________________________
____________________________________________________________________
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____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________ 
 
viii. Tone of Voice 

The style of language my brand uses in its written content (e.g., 
formal, instructive, fatherly) and a short example  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 
ix. Key Messages 

The messages, slogans, or taglines our brand “speaks” (e.g., “Save 
money, live better”)  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
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D. THE MANY WAYS TO MARKET A SMALL BUSINESS 
 

Exploring the options for spreading the word 

When your brand assets are developed, you can start to spread the 
“colour” of your business around with that “paintbrush” of 
marketing. In this guide, we’ll ultimately help you to create a 
marketing strategy as well as a step-by-step Marketing Action 
Plan. But first, it makes sense to explore the many ways you can 
choose to market your small business.  

Read through this list and put a check beside the methods that you 
feel might be a good fit for your business.  
 

  Network at Events Like Business Meet-Ups 

  Develop a Referral Program 

When people (for example, customers) refer your business, you give 
them a reward.  

Networking sounds more complicated than it is. It’s just a matter of being 
willing to strike up friendly conversations with strangers. Remember that 
asking questions and listening carefully is the best way to do this. 

Sunny gives her clients 15% off when they refer her services to other 
businesses. 
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  Develop Complementary Services Partnerships 

Sometimes two different businesses will tend to serve the same 
target demographics (e.g., wedding planners and wedding 
photographers). These two businesses can set up a deal where they 
refer their clients to one another.  

Write down some types of businesses that you think might be 
complementary to yours: 

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________ 
 

  Connect with Competitors 

You can ask them for work that they don’t have time to do or 
brainstorm ideas that will help both of your businesses.  

Sunny has a complementary services partnership with Vicky’s 
Virtual Assistance. They both serve the same type of clients: 
business-owners. Sometimes when Sunny has a client who needs 
admin support, she’ll recommend Vicky, and Vicky will do the same 
for Sunny when her clients need bookkeeping.  

 

Hercules has a complementary services partnership with Larry the 
Landscaper. Again, they both serve homeowners, so they can make 
helpful recommendations for each other.  
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  Attend Industry Events 

Go online and search for trade fairs, conventions, or other events 
that may be related to your business. You can meet future 
customers, complementary business, or even helpful competitors 
at these events.  

  Sponsor a Community Event 

List the types of events where your target demographic is sure to 
show up in large numbers: 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________ 
 

  Do Content/Social Media Marketing 

Content Marketing means creating pieces of “content” (e.g., 
pictures on Instagram, posts on Facebook, tweets on Twitter, 
videos on YouTube) that your target demographic will enjoy. The 
idea is that your future customer will see your content online and 
either share it or follow a prompt leading to your website or your 
mailing list sign up page. 

You can create a mailing list for free with services like MailChimp. Once 
people sign up, you can send them all email newsletters with more 
content that they want. Occasionally, you can also include a prompt to 
buy one of your products or services in a newsletter.   
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If your target demographic is online (and they probably are), what 
social media websites do they like, and what sort of content do 
they look for on these sites? 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
 

  Create Advertisements 

There are a lot of options. Here are some that make sense for lots of 
small businesses:  

• Magazines that your target demographic would read 
• Busses and bus benches 
• Your own vehicle 
• Directories (e.g., your local Chamber of Commerce)  
• Flyers (that you hand out yourself)  

  Create Online Advertisements 

Again, there are many options:  

Paid Search Advertising 

Harold and his staff make videos for Hercules Handyman Services 
where they demonstrate home maintenance techniques and share 
them on Facebook. These are the sort of videos that homeowners 
will get value from.  
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This places a link to your website at the top of Google searches for 
searchwords related to your business, along with a little label that 
says “Ad”. 

Paid Social Advertising 

This is when you pay a social media company like Facebook to send 
your post to the feeds of people in your target demographic.  

Google Reviews 

Get a Google My Business page and ask your customers (as well as 
your friends and family) to write positive reviews for you. When 
people search for a business like yours in your area, you will pop up. 
The higher your Google review score (e.g., Sunny’s is 4.7), the more 
likely they will be to contact you. (While you’re at it, set up a Yelp 
listing to get even more online reviews.)  

  Become a Thought Leader 

Thought leaders are people who are recognized as having special 
lessons to share in their industry. By publishing articles and giving 

SEARCHWORD/KEYWORD 
What you type into a search engine like Google to find what you’re 
looking for. When your website is full of these keywords, you’re more 
likely to be suggested by Google. 

Sunny paid $20 for Facebook to send a post featuring a video she 
made about legal compliance to an audience of middle-aged small 
business owners in her town. She was excited to get 2,000 views on 
her video and one viewer reached out and asked for a consultation. 
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speeches and workshops, they let their target demographic know 
they are trustworthy and valuable.  

  Give Customer Service That Drives Word-Of-Mouth 

They say “word of mouth” is the most powerful kind of 
advertising—and you can make more of it happen by giving 
outstanding customer service. Here are a few ideas:  

• Be prompt—Respond to customers ASAP when they reach 
out to you.  

• Be an active listener—Never interrupt customers and listen 
with all your focus when they are speaking to you.  

• Go the extra mile—Look for ways to give your customers 
more than what they are asking for.  

• Always follow through—Never break a promise, and always 
do exactly what you say you’re going to do.  

• Do more than problem-solve—If anything goes wrong, don’t 
just solve the problem; give your customer something special 
to show you want to make it up to them.  

• Say thank you—Say it whenever possible, and don’t just do it 
verbally.   

The truth is, this is only the tip of the iceberg when it comes to 
marketing small businesses! Go online and search for ways to market 
your small business and you’ll find many great ideas. 

Sunny teaches a Bookkeeping for Small Business workshop. It’s not 
uncommon for her to meet new clients at these workshops. 
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E. DEVELOPING A MARKETING STRATEGY 
 
Defining the targets and tactics of your marketing efforts 

Now that you’ve defined your brand personality and explored the 
many ways you can market a small business, it’s time to strategize. 
Before you create marketing materials or a step by step plan for 
using them, you need to figure out your approach. That’s where a 
marketing strategy comes in.  

Your marketing strategy answers these questions:  

1. Who are you trying to reach (i.e., your target demographic)?  
2. What do you want them to do?  
3. How will you encourage them to do it?  
4. How will you measure your marketing’s ability to make your 

target demographic take the actions you want them to take?  

 

STEP ONE: Who Are You Trying to Reach?  
You’ve already done quite a bit of work figuring out who your 
target demographic is. Re-read your description from Step One of 
Part B. But now think, “What kind of problem does my product or 
service solve for this type of person?”  

You see, you’re not selling a product or a service. You’re selling a 
solution. If you can talk about how your product or service solves a 
big, urgent problem, you’re going to have an easier time selling it. 
People want their problems to go away!  
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My target demographic’s big, urgent problem(s): 

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 

How my product or service is a solution: 

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 

 

STEP TWO: What Do You Want Them to Do?  
So, imagine a person with a problem that your business can solve 
sees some of your marketing materials, say a flyer or a social media 
post. What would you want them to do in order to start the journey 
of becoming your customer? What particular action do you want 
them to take?  

Here are some examples:  

• Join your mailing list so they can get the occasional email 
announcing sales 

• Come to your store and browse your products 
• Send you an email to book a consultation  
 

When Sunny’s Bookkeeping clients’ business books get out of 
order, they risk getting in trouble with the government. They also 
create worse business plans and make less money. That’s why 
Sunny’s Bookkeeping is a compliance, planning, and profit solution. 
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Marketing Funnels are the steps someone takes to 
go from being a stranger to becoming your 
customer.  

and here’s a marketing funnel for Hercules: 
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I want my future customers to kickstart their relationship with my 
business by: 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________ 

This action will lead them into my marketing funnel, which has the 
following steps: 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________ 
 

STEP THREE: How Will You Encourage Them to Do It?  
So, how are you going to encourage your “prospects” (potential 
customers) to take that all-important first step? Here’s where you 
figure out your “tactics”, the actions you will take to be found by 
your target demographic.  

It’s like going fishing. You must pick your bait and choose a place 
with lots of fish that like that bait. Ask yourself, “Where in real life 
(and also online) do my prospects hang out? How am I going to 
connect with them in those places?”  

Does your target demographic read newspapers? Follow certain 
kinds of social media accounts? Go to networking events? Buy 
products or services from other local small businesses? Participate 
in community events like festivals or marathons? Shop at the mall? 
These are all examples of “marketing channels”: real and online 
places where you can connect with prospects.  
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List some places (both real and online) where you could connect 
with prospects from your target demographic: 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________ 
 
Now…here’s the tricky part. How are you going to connect with 
prospects in these places and convince them to take the first step 
into your marketing funnel?  

Here are some examples:  

 

“PLACE” TO CONNECT 
WITH PROSPECTS WAY TO CONNECT WITH PROSPECTS 

Bus Bench Advertisement  Advertisement announcing a sale and your 
website address and/or store location 

Social Media A post with a helpful tip that links to your 
website 

Networking Event Attending with an “on brand” attitude and 
exchanging business cards with prospects 

Other Small Businesses Setting up a deal with other businesses 
your target demographic likes. When you 
get clients, you’ll tell them about this other 
business. When they get clients, they’ll tell 
them about your business.   

Community Events Providing sponsorship so that your logo 
and website address are displayed 
throughout the event. 
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Use this table to write down the places (real and online) that you 
listed, above, and some ideas for connecting with your prospects in 
those places.  

 

 

“PLACE” TO CONNECT 
WITH PROSPECTS WAY TO CONNECT WITH PROSPECTS 
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Finally, when you do reach your prospects in these real and online 
places, how can you make sure that your “solution” is the one they 
choose, and not your competitors’?  

There are a few things to keep in mind: 

Price 

Charging less for your product or service is one way to be 
“competitive”, but don’t set your prices too low. You won’t make 
enough, and you also might make your customers think that you 
are a “low quality” choice. To set the right prices, analyze what your 
competitors are charging and why they might be charging them. 
Then think about all the costs you’ll have running your business 
and what you’ll need to charge to make a profit that supports you. 
Don’t charge more than your competitor unless you’re genuinely 
offering more. And don’t charge less than what you need to keep 
running your business and supporting your lifestyle.  

Benefits 

Sometimes a benefit is so attention-getting or positive that we call 
it a “competitive advantage”. It makes sense to create marketing 
collateral (which you’ll start doing soon enough) that highlights 
whatever competitive advantages you have.  

 

There are many handymen in Harold’s community, but Hercules 
Handyman Services attracts more business because of their 
extraordinary “24 hours a day, 7 days a week” service promise. Even 
if something goes wrong in the middle of the night, their clients will 
get prompt help. The “peace of mind” that this business provides is 
a competitive advantage. 
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STEP FOUR: How Will You Know Your Marketing Succeeded?  
How will you know you picked the right tactics to reach your target 
demographic? By setting goals that you can measure, like a certain 
number of new customers, or a certain percentage of sales growth. 
Of course, your goals also need to have a deadline.  

Above all, you need to know how your customers are coming to 
you. So, get in the habit of simply asking them, “How did you hear 
about me/us?”  

My measurable marketing goal is ________________________________  
____________________________________________________________________
_______________________________________________________ by this time: 
_____________________________________. 

 

If you don’t end up reaching your goal, you know it’s time to adjust 
your strategy. You may need to do more research to find the best 
tactics. Here are a few ideas:  

• Ask your best customers how they discovered you. 
• Try to have conversations with your competitors’ customers 

about how they discovered your competitor and decided to 
buy. 

• Create a survey asking people in your target demographic 
questions about why they would or wouldn’t want your 
products or services. 

• Interview similar businesses in different regions (i.e., non-
competitors) about how they reached their customers. 
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F. DEVELOPING MARKETING COLLATERAL  
 
Creating the materials you’ll need to carry out your 
marketing strategy 

Marketing collateral is any media used to spread the word about 
your business and/or sell your products or services. Mark the types 
of collateral you’ll need to create to carry out your marketing 
strategy.  
 

TYPE OF 
COLLATERAL REASON TO USE IT 

ESSENTIAL 
FOR ALMOST 

ANY 
BUSINESS 

ESSENTIAL 
FOR YOUR 
BUSINESS 

Blog posts 

When you can help your 
prospects/ customers by 
teaching them things & 
helping them trust you 

  

Social media posts 
To share content your 
prospects/customers would 
find valuable 

x  

Website 
To share the essential info 
about your business and its 
products or services 

x  

Case Studies 

When you’ve done 
impressive things for a 
customer and have a great 
success story to share 

  

Webinars When you want to be seen 
as a thought leader   

Press Releases 
When you have exciting 
news to share (e.g., you 
have won an award)  
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Business Cards When you network  x  

Brochures 
When you have a way to 
hand out info to prospects 
(e.g., a trade fair) 

  

Guidebooks (related 
to your industry) 

When you want to be seen 
as a thought leader   

Bio 
When your experiences and 
achievements will be 
important to customers 

x  

Email signature (a 
graphic at the end of 
your emails with your 
logo, contact info, and 
website link) 

When you’re emailing 
prospects/customers and 
you want to appear 
professional  

x  

Videos 

When you can help your 
prospects/customers by 
teaching them things and 
helping them to trust you  

  

Landing pages 
When you’re focused on 
selling something for a 
specific period of time 

  

Newsletters 

To share content your 
prospects/customers would 
find valuable, as well as 
occasional links to products 
or services 

  

Portfolio 

When you have work to 
share that’s especially visual 
(e.g., you build beautiful 
homes)  
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Catalogue When you have several 
products to explain and sell    

Testimonials/Reviews 
When your customers have 
great things to say about 
you 

x  

White Papers (essays 
about topics related 
to your industry) 

When you want to be seen 
as a thought leader   

Sales Presentations 

When you have big sales to 
make (e.g., get a contract to 
be a company’s supplier) 
and you need to convince 
your prospects in person 

  

Flyers (single page 
versions of brochures) 

When you have a way of 
handing out info to 
prospects (e.g., a trade fair)  

  

Point of Sale Displays When you sell your 
products in stores   

Branded Gifts (e.g., 
mugs with your logo) 

When you have a way of 
giving physical gifts to 
prospects/customers 
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Look at the marketing collateral you marked as essential for 
carrying out your business strategy. Now, think about how you’re 
going to create these pieces. Do some research online or consult 
with other business owners who work in your industry if you’re not 
sure what is involved.  

List the collateral you think you can create on your own:  
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 

List the collateral you’re going to need help with and write down 
the names of people or other businesses that can help you create 
these pieces: 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
____________________________________________________________________
____________________________________________________________________ 
 
Finally, when you start making these pieces of marketing collateral 
(on your own or with professional support), you’ll want to follow a 
few key guidelines. Remember to:  

Remember marketing funnels? Often, these different types of collateral 
are designed to work together. For example, a social media post is 
designed to get people to visit your website and/or sign up for your 
mailing list to get newsletters. 
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Use Headlines 

From flyers to social media posts, headlines are an essential way to 
attract attention. How do you do that? Talk about benefits or other 
things that interest your prospects.  

Focus on Benefits 

Talking about benefits, especially the benefits that give you a 
competitive advantage, is your best bet. Remember: it’s all about 
your prospects and what they truly want and need.  

Keep it Short 

Don’t ever be too wordy. Say only what you need to say. Keep your 
sentences and paragraphs short and use bullet lists to break it up.  

Mention Yourself or Your Solution Briefly at the End 

Make sure you use most of the piece to talk about things that 
matter to your prospect, and then at the end, quickly but 
persuasively mention what you have to offer. Also, at the end, you 
can include your contact info, or if it’s for something online, a link to 
the place on your website where the prospect can take action. 
Don’t hesitate to tell your prospects exactly what to do with your 
contact information or link; this is your “call to action”. After all, you 
want to lead them into your marketing funnel!  

Make it Readable 

You want to make sure that everybody can easily read your 
materials. Use high contrast colours (e.g., yellow and black) and 
choose font sizes between 12 and 18 points.  

For example, here’s a flyer that Hercules’ Handyman Services 
uses to attract new clients. This gets dropped off at 
homeowners’ doors. 
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HELPFUL RESOURCES 
When you start creating your marketing collateral, you will probably 
have many questions and need extra guidance. Here are a few great 
free resources that can teach you more.  

For Social Media 

Go to YouTube and search for the channel “Five Minute Social Media- 
Jerry Potter” 

For Content Marketing 

Go to Hubspot.com and read articles like “The Ultimate Guide to 
Content Marketing in 2020”  

For Websites 

Go to dummies.com and look up “Web Design and Development” 
under Browse Topics.  

For Newsletters 

Go to YouTube and look up “MailChimp Tutorial 2019”   

 

G. DEVELOPING A MARKETING ACTION PLAN AND 
BUDGET 

 
Making a step-by-step plan for success 

Throughout this guide, you’ve been working hard to prepare for 
this: creating a Marketing Action Plan. Here is where it all comes 
together.  
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A Marketing Action Plan is exactly what it sounds like. It’s a plan for 
a specific period of time that lays out what you want to accomplish 
and how you’ll try to do it.  

When you look through the Marketing Action Plan template, you’ll 
realize that you’ve already gathered most of the information you 
need to fill it out. The biggest exception to this is the Budget, which 
asks you to estimate and eventually track how much money you’ll 
spend on carrying out each part of your plan.  

So, how much should you be spending? Keep in mind that every 
business is different. But as a rule of thumb, in early days, you could 
spend up to 20% of your projected revenue (i.e., how much you 
expect to make from sales). But once you’re more established, 
between 5-8% of your revenue is about right.  
 

 

Ready to create your plan? Open up your Marketing Action Plan 
and Budget template and follow its instructions to create a 
step-by-step plan for success!  
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Don’t just set your marketing budget without really thinking about it. It’s 
not a cost—it’s an investment. Eventually, you want to know that if you 
spend X amount of dollars on a particular marketing tactic, you can 
expect to make X amount of revenue. Tactics and their costs should be 
tied to results. 


