


For many small businesses, the thought of formalising their marketing gives them a 

shiver - be that because they’re just not that sales -y, or because they don’t know 

where to start. But with the right approach, your marketing plan can become a friend, 

not foe - something that gives you confidence, empowers you and helps you to truly 

grow your business.

At it’s essence, your marketing plan is simply a place to record your sales goals, and 

how you’re going to achieve them. That’s it. Think of yours as a place to explore your 

objectives and create a path to reach them rather than a binding document.



You need to cover five points: Your goals, research, your plan of action, messaging and 

progress. Add more if it’s helpful for you, but these headings ought to cover the 

fundamentals. You can write your plan to cover the whole year if you’d like, but most 

people find it helpful to break theirs down quarter by quarter. It’s a smaller amount of 

time, and makes it easier to review and adjust the sails as you go.

If you’re writing your marketing plan as part of a wider business plan to apply for 

funding, you’d likely need a more formal approach – but for day to day marketing, this 

will do you perfectly.





Start by thinking about what you’d love to achieve over the coming period. Maybe 

you’ve set a goal to break a certain turnover record? Or win a specific number of new 

projects? Maybe you’ve got new products or services to launch? Or do you want to 

attract a certain type of client to your business? Is this the quarter that you’re going to 

commit to that new brand/ new website/ photoshoot? 

My goals:



Next, do your research. What’s going on in the industry? If someone was looking for 

what you do, who else might they consider? What are your competitors saying, and 

how will you differentiate? This is important, but don’t get bogged down in it. Spending 

too much time looking at the competition can distract you from what you’re up to.. 

My three main competitors are:

Their messages are:

How my business is different:



This, really, is your marketing plan: the path you’re going to take to find your people and 

reach your goals. Now that you know who your people are and where they hang out, 

you can be really specific: collaborate with that brand, exhibit at that event, explore 

that social media channel.  Don’t forget the conventional tools at your disposal: your 

website, email marketing, brochures and so on. This section is all about listing the ways 

you’re going to reach your people and planning how you’ll do it. Be brave enough to 

think differently!

My plan:



Next, do your research. What needs to happen in order to make those things happen? 

This is the time to shortlist photographers/ branding/ web agencies/ events to attend/ 

hashtags to get involved with/ books to read. 

What I need to do:



“



Look back to the excellent work we did together in week one. What’s your message? 

How do you want to make people feel? This will shape each and every strand of 

marketing you create. (We’ll be looking at this in more detail in week four) 

How are you being perceived right now - and how does that fit with where you need to 

be? How can you adjust your messaging to help you reach your goals? What additional 

pieces do you need in order to achieve everything you’ve set out? For example - if 

you’re planning on hosting an event, what might be your key message, and how will you 

convey that message to your guests?

My message:



Go for a walk. Allow your mind to roam.

How many ways can you think of to spread your message? Maybe you’ll host an event? 

Collaborate with another brand?

Maybe you’ll start smaller, and begin to use Instagram intentionally? 

Perhaps you’ll start to use content marketing? 



Content marketing is all about creating content that’s of some value to your client. 

Typically this is articles, how-to’s, free resources and guides – things that help your 

clients to solve a problem whilst providing a flavour of what you do and how you do it. It 

has two key benefits:

1/ It helps you to position your business as an expert – a thought leader

2/ It builds a connection between you and your audience, as they come to think of you 

as being someone knowledgeable and trustworthy



You can create content on a grand or humble scale.

From Instagram posts and stories to blog posts, email newsletters, free downloads and 

even free workshops, there are so many ways you can bring your message to life.

Remember it should always offer some perceived value to your client, and should be 

carefully positioned so as not to give away too much for nothing. 



It’s easy to feel overwhelmed by the sea of voices out there. There are so many 

bloggers, speakers, coaches, experts… how do you get people to listen to you?

The thing to remember is that everyone out there has their own story. Their own 

mission. Their own message. You’ve defined yours now; you know what you stand for 

and what you’re here to do. And no-one else works in the same way that you do.

That means that your voice is unique. Your perspective is yours. Your philosophy is 

different from your competitors’.

That’s why people will listen. Don’t waste time trying to be like everyone else. Find your 

voice, and use it. 



We’ve successfully built a loyal audience, primarily through our blog and newsletters.

Whenever I write a new piece, I think about the problem this might solve for our 

audience – what tips and tricks can I share? Typically, I’ll share insights and write 

articles which I hope offer a different perspective on their brand which they may not 

have thought of.

It’s never a direct sell, but the implication is always ‘we’re here when you need us’.

And it works. Often people have been following us or have been subscribed to our 

newsletter for several months by the time they actually get in touch. 

Yes, it’s a slow burn – but it’s so, so effective. It keeps you in peoples’ minds, influences 

how they feel about you and builds a connection so strong that by the time they get in 

touch, they’re sold.  



“



Marketing is a never ending cycle of testing, measuring and refining. Some things will 

work beautifully straight away, others will need tweaking as you go. The important thing 

is to keep your ears open and pay attention to what’s being said.

As small businesses, we can be brilliantly nimble and react very quickly to making 

changes, so keep your eye on the ball. Habit is the death of invention, and that couldn’t 

be more true in marketing. Complacency is a dirty word! 

We’ll be looking more at how you can track your progress in week four.



“



I’m going to leave that last thought with you. Who says that you have to play it small? 

What would happen if you adopted a different mindset – if you just thought about what 

you’d love to do rather than immediately limiting your actions by constraints such as 

time, money or bravery?

Could you do one really amazing marketing exercise rather than lots of little ones? How 

can you use your resources really wisely to make greater impact?

Allow yourself the freedom to dream and to think big. You’ll be amazed by what’s 

possible when you do.




