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Introduction

In my 15+ professional years with roles like Marketing 
Director, President of the local American Marketing Association 
chapter, and partner of a marketing firm, I’ve run across 
many people who do marketing, not because it was in their 
job description or they have a marketing degree, but because 
marketing is tossed into the pile of their other responsibilities. 
These people usually work for small businesses, where 
spinning several plates is mandatory.

I refer to these people as “Accidental Marketers.” Why 
“accidental”? They weren’t prepped or warned they’d need to 
know the ins-and-outs of marketing, social media, and 
integrated campaigns. Rather, promoting their organization’s 
services simply had to get done, and someone had to do it. So 
they stepped up. (Or perhaps were assigned. No shame there!) 
Usually, these Accidental Marketers are the most qualified in 
the company, despite their relative lack of experience, 
compared to full-time marketers.

Does this sound like you? If so, I’ve had you in mind. This 
Accidental Marketers’ Handbook was written to be your  trusty 
step-by-step resource as you journey through the world of small 
business marketing.



It is divided into two sections: Strategy and Tactics.

The strategy section is intended to improve the way you think 
about and approach marketing. The tactical section gives you 
tips, tricks, and marketing lessons you’ll need to know for your 
organization. 

Enjoy!
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Strategy

Strategy is all about knowing what, when, and how to do 
marketing right. This is incredibly intimidating for many and to 
be honest, frequently beyond the grasp of most organizations. 
Those who are impatient and want immediate results typically 
skip putting together a strategy and play Russian roulette with 
one marketing tactic at a time. 

I often hear, “Oh, I’ve tried that - it doesn’t work!” What they 
really should be saying is, “Oh, I failed to put together a 
strategy, talk to my customers, do my research and put in the 
effort to understand how my customers use <insert name of 
tactic here>, so I blew a ton of money not knowing what I was 
really doing.”

If you start with a strategy first, you’ll be a lot less frustrated. 



The aim of 
marketing is 
to know and 
understand the 
customer so well 
the product or 
service fits him 
and sells itself.

- Peter Drucker



The Buyer  First

The key to successful marketing lies in finding the answer to 
this one essential question: What do your prospects need to see, 
hear, feel, know, and experience to take the next best step? 

As a business owner or marketer, isn’t that what you’re really 
after?

All innovative ideas, calls to action, content, marketing 
platforms, and every advertising purchase can be decided when 
you know how to help your prospects make their decision. 
There is nothing sexy, cutting-edge, or brilliant about it.

Despite the simplicity of the essential question, marketers the 
world over work tirelessly to impress with glamour, glitz, and 
savvy wordsmithing.

This essential question is the basis for creating the ultimate 
marketing strategy. The answer gives you intimate knowledge 
of the buyer’s natural pathway to purchase and beyond. When 
business owners and marketers can honestly and sincerely 
reflect the buyer in such a way that he or she feels understood 
in a connecting way, trust is established. Then they buy. (Cue 
the fireworks!)



The Buyer’s Timeline
The buyer’s timeline charts out the steps every buyer takes 
when searching, buying and evaluating their decision. Refer to 
the timeline at the end of this chapter. 

The buyer’s timeline has four core zones.

Opportunity Zone 1: The buyer feels pain or need, but has 
not yet determined what solution type is best for them.

Competitive Zone: The buyer has determined what solution 
type is best for them, and is actively searching for and 
vetting out solution providers. 

Jury’s-Out Zone: This is a post-purchase zone where the 
buyer is judging expectations vs. deliverables.

Opportunity Zone 2: This is the zone where the buyer comes 
back for repeat purchases and refers friends to the business.

In each of these zones, marketers should ask themselves a 
unique set of questions that help them connect to prospects, and 
move prospects along the buying process.

Review the timeline at the end of this chapter and ask yourself 
what your prospects need to see, hear, feel, know, and 
experience to take the next best step.
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To Be Successful And
Grow Your Business And 
Revenues, You Must Match 
The Way You Market Your 
Products With The Way 
Your Prospects Learn 
About And Shop For Your 
Products

- Brian Halligan



Marketing Strategy

The ultimate strategy lies in this one question: 

“What does your prospect need to see, hear, feel, know, and 
experience to take the next best step?” 

This question can be asked at every phase of the buyer’s 
timeline, with every product, and in every scenario.

Asking the question is easy. Getting the answer is not always 
easy. It takes research, talking to your customers and investing 
in the testing of ads, email and other marketing tactics. 
Not diluting the answer with your own point of view is the 
challenge. Translating the unfiltered answer into actionable and 
tactical marketing can also be a challenge.

Regardless of whether or not you’re designing a campaign or an 
annual comprehensive marketing strategy, finding the answer 
to that question should be the compass for your efforts, heading 
you in the right direction.

Often someone in the organization says, “Hey, I’ve got a great 
idea, let’s do [insert idea of the month here].” This may be a 
social media campaign or a holiday-themed initiative. But that 
is where it stops. There is no comprehensive thought given to 
the buyer’s natural decision process.  



Seven Questions to Jumpstart Your Strategy Session
1. What do you do with customers after they have made a 

purchase?

2. What do you do with prospects who reached out, but did not 
buy? 

3. How can you upsell after the purchase?

4. How do you leverage your product or services with other 
products, services, promotions, or joint ventures? 

5. Is the purpose to be fun, drive leads, or drive immediate sales? 

6. How do you qualify participants? 

7. How do you turn one-hit prospects into lifetime customers? 

Three Critical Elements to Every Strategy
Element 1: Before: What can you do to help your prospects 
feel confident enough to move on to the buying phase or take 
the next step in the buying process?

Element 2: During: What can you do to help the customer 
decide to buy from you?

Element 3: After: What can you do after they buy that 
validates their decision, and turns them into repeat customers 



No matter what stage your prospect is at when you market to 
them, most marketing can be summed up into four different 
categories. Often, marketing tactics are meant to achieve similar 
results such as sales, lead generation, positive reputation, etc. 
Yes, this teaches us there are oftentimes many paths to the 
desired outcome. These four marketing categories are: branding, 
inbound, outbound, and customer retention.

Branding
When we talk about branding activities, we often think of flashy 
logos, typeface, and brand colors.  However, design is only part 
of branding.  When it comes to marketing activities, we are 
talking about the things you do and say that reflect the core of 
your brand. 

When Red Bull releases cool cliff-jumping videos on Youtube, 
they are sending the message they are the heart and soul of 
adventure. Their website could say that, but when they actually 
do adventure sponsorships, the brand comes alive and becomes 
believable. 

What is your brand about? Why do you exist? Once you find 
the core of your existence, the why to your product or service, 
then it’s time to start acting in a way that promotes that core 
internally with your employees and externally with key 
stakeholders. Then bring your customers and prospects along 
for the ride.

Four Types of Marketing



One such example is a local candy maker. Their brand statement 
is that they are the lovers, artisans, and makers of candy and 
chocolate. To prove their passion, they regularly allow the public 
to come tour their factory as is, or for special events. 

This interaction helps buyers of gift baskets, those in the 
hospitality industry, and others feel what it means to be an 
artisan, maker and lover of chocolate. Once they feel it, they 
become loyal.

Pros: This type of marketing is very attractive to those in the 
opportunity zones and when done right, creates customers for 
life.

Inbound Marketing
Inbound marketing involves strategies and activities that will be 
found by your targeted demographics. The goal is to entice them 
down a path of becoming a lead and then a converting to be a 
customer. Examples of inbound marketing are blogs, email, web 
content like infographics, and earned media via public relations. 

Most inbound marketing is done at no cost, with the exception of 
the cost of creating the content. Inbound marketing has a much 
higher conversion rate than other marketing forms, but it’s the 
most difficult way to gain an audience. 



To learn more about inbound marketing and how it works, visit 
the blog of any major marketing CRM provider.

Pros: Inbound is most effective when targeting the first 
opportunity zone and the Jury’s Out Zone in the buyer’s 
timeline. Marketers love it because of the low cost, long-term 
perpetual value and high conversion rates!

Outbound Marketing
Outbound marketing is when you pay to be in front of someone, 
like an ad in the paper or online. Unlike inbound marketing, 
outbound methods are very easy to get an audience, the reason 
you pay a premium for it. 

Like you, many other organizations are also paying to be in 
front of those people. This means advertisers need to bring 
their “A” game when it comes to creativity, copywriting and 
attention grabbing. Conversions of outbound marketing tend to 
be low as an overall percentage of exposure. 

In case you are wondering, this type of marketing activity falls 
under the competitive zone in the buyer’s timeline.

Pros: Marketers and advertisers alike love how easy it is to 
reach the desired audience.



Customer Retention and Loyalty
This is marketing to existing clients or customers. This can be 
in the form of annual sales, upselling, asking for referrals, and 
more.

It also comes in the form of delivering on your promise. So 
many companies forget that the customer experience itself is 
probably one of the most ROI-rich marketing investments that 
can be made!

Nearly every business owner will admit that word of mouth is 
a big source of their leads. If that is the case, it’s because the 
customer experience was good. If you are not investing in the 
customer experience, this just may be your low hanging fruit.

Pros: Marketing to these people is clearly in the last 
opportunity zone. It’s low hanging fruit and a low-cost activity 
that provides steady growth.



Website Strategy

There are two core purposes of a website: generate leads or 
generate sales. It is really that simple. Even if your site is a 
“brochure site,” it still serves to achieve one of the functions 
named. The biggest challenge you will find is making your 
website appealing to any prospect, regardless of the stage they 
are in.

Websites can cost anywhere from $45 or less a month via 
subscription fees and up to tens of thousands of dollars for 
customized sites. Regardless of what your budget is, what your 
primary objective is, and what platform your site is built on, 
you need a website strategy.

Three Questions to Jumpstart Your Website Strategy 
Discussion

These three questions will help guide you when creating an 
experience that matches the buyer expectaions.

1. Do you know how website visitors naturally flow through 
information on the web as it relates to your product or 
service? 

2. What are your prospects’ expected outcomes from visiting 
your site?



3. What are your prospects hoping to do as a result of finding 
the information they are looking for? What will they do if 
they don’t find what they are looking for? What will they 
do once they do find the information?

Four Bits of Tactical Advice

1. Always make sure your hosting is transferrable. There 
are many sites out there that offer really cheap sites, but 
you are locked into their hosting. Don’t do that. It is quite 
possible you will be creating a lot more work and spending 
a lot more money when you want to upgrade your website.

2. Don’t ever, and I mean ever, buy a website from 
someone who specializes in your industry. For example, 
photographer gallery websites. Too often you will have 
overlapping content, color, style, pictures, video...(the list 
goes on and on) as your competitors. I have seen it time 
and time again. Be different.

3. Ask your web developer to use a platform that is easy 
for you to learn and edit. Odds are you are not spending 
as much as your developer would like. Oftentimes that 
translates into bad customer service after your site is built. 
If you don’t know how to make edits easily, you could 
be stuck for days, weeks or even longer with outstanding 
changes and updates you need made to your site.



4. Pay extra for secure hosting. The extra $40 - $100 may 
not seem worth it now, but if you ever get hacked you will 
wish you had invested in more security. You may think 
you are a small business with nothing to offer hackers. 
Sometimes hackers just want to hack, and sometimes they 
have hacking programs that search for sites that can be 
cracked and disabled. You won’t necessarily be the target; 
your lack of security could be though.



It’s much easier 
to double your 
business by 
doubling your 
conversion rate 
than by doubling 
your traffic.

-Jeff Eisenberg



Employing Creativity

Once proven marketing principles have been applied to your 
marketing strategies and campaigns, you can begin to think 
outside of the box when it comes to flare, glamour, fun, and 
artistic design. All too often people start with the creative spin 
first. 

The consequence of starting outside of the box first is that 
it’s easy to lose sight of marketing principles that will enable 
the success of the campaign. So before you get started on 
out-of-the-box thinking, make sure the in-the-box thinking is 
complete.

Ideas to Jumpstart Out-of-the-Box Thinking
• Participate in creative activities that are not work related 

such as baking, art, hiking, and music.
• Read case studies of other effective marketing campaigns.
• Establish a rule that everyone submits five bad ideas 

during brainstorming activities.
• Create a list of contemporary entertainment trends and 

topics (i.e “movie name,” Olympics, Emmy Awards, 
Summer / Fall / Winter / Spring theme)

• Ask questions like, “What would make doing business 
with us easier or more fun”?



Employing Creativity

Bad Design Is 
Smoke, While 
Good Design Is 
A Mirror

- Juan-Carlos Fernandez



What Content is Right for You?
That is a great question. So glad you asked. The answer is, I 
have no idea. So how do you find out?  Ask. Remember the 
questions in the buyer’s timeline? Yeah those. They provide a 
great start.

Where are your future customers? By knowing where they are, 
you can determine the kind of content they like to consume.

What causes the pain or need? The answer is good at least for a 
few topics that would be relevant to your prospects.

What happens if something goes wrong for them? This answer 
provides even more topics for you to choose from.

There are six things to consider when creating content:
• Goals
• Substance
• Format and Medium
• Promotion
• Conversion Funnel
• Share-ability

Creating Content



Goals
Who do you want to reach, what do you want them to do 
once they engage with you? Is this for sales, leads, or just 
information? Are you targeting the opportunity zones or the 
jury’s out zone?

Determine the criteria for success ahead of time.

Substance
Simple. What is your message? Here is a great formula for 
creating any content for any format or medium, especially for 
ads you may be using to capture those in the competitive zone 
and social media content.

Get in the Way. Your headline or intro needs to be compelling 
enough to get their attention and break them away from their 
current activity. Be careful; if what you do here is not related 
to what you are pitching, you’ll make enemies, not friends.

Validate. Quickly let them know the topic you used to lure 
them will be addressed.  Nobody likes a bait and switch.

Explain. Teach them everything they need in order to take the 
next step. Nothing more. Nothing less.

Entice. Give them a call to action. If you don’t ask them to do 
something, they won’t.



Format and Medium
The medium is your chosen delivery mechanism like email, 
website, social media, newspaper, public speaking, etc. The 
format is how it is presented: video, text, imagery / infographic, 
slide deck, billboard, and more.

If you have done your homework and asked the right questions 
ahead of time, you will know how and where your audience 
likes to digest information at every stage of the buying process. 

Promotion
How will you get people to notice the content?

Conversion Funnel
Once people come and engage with you, what’s next? Suppose 
they take you up on the offer, what is the next activity they do, 
and how does that happen? What are the chain of events you 
ideally want them to take, that would be natural to their buying 
process?

Share-ability
If the engaged person enjoys the content, how easy is it for 
them to share?   



Last, but Not Least
Create a calendar. Content is one of those items that ebbs and 
flows ...often ebbing more often than  flowing. If you can pace 
out the publication and promotion of your content, you won’t 
feel overwhelmed. Neither will your recipients. (Don’t forget 
...it’s all about them!)

Also, by seeing which holidays and big events are already 
happening, you don’t awkwardly send out content that is 
irrelevant for what is current that day.

For example, you would not want a blog post titled, “Man 
Caves for the Small Budget DIYer” on Valentine’s Day. You are 
more inclined to get a response from something titled, “Nine 
Ways To Wow Your Lover!”

Use a calendar. Be relevant. Space out your publications evenly 
based on your bandwidth to create content.



What the Data Says
• A 5% increase in customer retention can increase profits 

by 25% to 125%. – Bain & Company
• A 2% increase in customer retention has the same effect as 

decreasing costs by 10%. – Leading on the Edge of Chaos, 
Emmet Murphy & Mark Murphy

• It costs 6 – 7 times more to acquire a new customer than 
retain an existing one. – Bain & Company

• 68% of customers leave because they think that you do not 
care about them. – Rockefeller Corporation

We spend so much money on acquiring new customers, but we 
shouldn’t miss investing in keeping them. A customer retention 
marketing program should be one of your highest priorities. 
When putting together this plan, reference opportunity zone 2 
frequently.

Real-life Examples of Marketing to Customers
• Annual customer appreciation month
• Consistent and ongoing customer support improvement 

with marketing campaigns displaying the improvements
• Consistent and ongoing product innovation with marketing 

campaigns displaying the upgrades
• Coupons for existing customers only
• Formalized affinity / loyalty programs

Customer Retention



Warning
Once you start marketing and offering perks to existing 
customers, you must keep it for life or replace them with 
something better. Reducing or eliminating such programs spells 
disaster. That being said, experience says the benefits far 
outweigh the risks. 

Tips on getting started:
1. Start small. Simple thank you cards may be just want 

your customers need. This is not hard to do or glamorous, 
just a simple thank you card in the mail (take it a step 
beyond humdrum email).

2. Be genuine in providing customer value / appreciation.

3. Be public about it. Tell the world how you treat your 
customers.

4. Let your customers have input on how they feel 
appreciated and what makes them want to stick around 
and buy more. Share those answers and how you are 
responding to them.

5. KISS - Keep It Simple Silly. The more complicated it 
gets, the less traction it will have. 

6. Give it real value. Your customers will sniff out artificial 
value.

7. Make it fun. 



Referral Marketing

Ask most small- and medium-sized business owners about 
their top source of new business.  Odds are they will say word 
of mouth. This is another marketing activity that fits inside the 
second opportunity zone.

Unfortunately, most companies do not leverage this amazing 
resource: an army of willing customers who will open their 
mouths. They are missing opportunities to facilitate additional 
referrals through rewards, or thank you notes for referrals.

It is also amazing how many businesses shudder at the thought 
of even investing money into formalized referral programs.

Three Reasons Every Business Needs a Proactive 
Marketing System to Seek Referrals

1. People buy from those whom they trust. If your 
customer trusts you, and refers you to their friends, that 
trust is transferred and all you have to do is be there to 
accept payment. (Cha-ching!)

2. It is cost-effective. It drives down your new customer 
acquisition costs and increases retention.

3. It is copy-proof. Competitors can’t duplicate, copy, steal 
or compete against you, unless of course they are your 
customers. 



Five Tips to Creating a Successful Referral 
Program

1. Personalize the message.

2. Thank them. Give a gift thanking them for being a loyal 
customer, something you give that is not conditional on 
receiving referrals.

3. Control the sales process with referred persons. Ask 
for contact information. By asking them for contact 
information, you maintain control of the new relationship.

4. Be transparent. Show or give them a sample of what you 
are going to say or give to the person whom they referred 
to you. This builds additional trust and gives your existing 
customer confidence you’re not going to be overbearing 
with their family and friends.

5. Reward good referrals. Give an additional gifts or 
rewards when those who are referred buy. This ensures 
that you reward quality contacts and referrals, not just 
names.



Brand Reputation

Our reputations are everything. Unfortunately, the Internet has 
made it easy to lose control of your brand reputation if you do 
not pay close attention to it on a regular basis. Especially for 
those in a service industry like plumbers and restaurants.

Nowadays sites like Facebook, Yellow Pages, Yelp and others 
encourage your customers to leave reviews. This is both 
good and bad. If you are an excellent business with amazing 
employees, products/ services, and you always do right by the 
customer - then you probably have a slew of positive reviews.

If you are a small business and you wear a lot of hats, you 
probably aren’t perfect and made a few mistakes. Murphy’s 
law says you made that mistake with a pretty bold and loud 
mouthed Internet troll.

Then there are those industries like insurance and banking, 
where nobody remembers to say something nice, but when 
something goes wrong, they are not happy until they something 
mean.

Regardless of the kind of business you are, you should always 
be taking proactive actions to bolster your brand in the brightest 
light possible.



Five Essential Elements To A Great Brand 
Reputation Plan

1. Ask your best customers for positive reviews. Software 
tools like SocialClime help automate this process.

2. Invest in SEO.  A great SEO plan will get you amazing 
backlinks that rank higher than social media postings. 

3. Keep a blog. Your blog, when done consistently, and 
aligned to your SEO plan, will help your rank above the 
naysayers when it comes to brand name search.

4. Invest in Public Relations. Winning some local awards, 
getting news articles written about you, become the local 
expert will go a long way in establishing great positive 
reputation that will be hard to undo by a few negative 
comments made online.

5. Commitment to excellence. If every function of your 
business, especially sales, customer service and product/
service delivery, is committed to being amazing, then any-
thing negative said about your company will be overshad-
owed by ten times the amount of great things.



As you read about these various tactics ask yourself, where 
do these most appropriately fit into MY customers buyers 
timeline? Do they fit in each zone, just one or maybe all but 
one zone? Make sure that the messaging across each tactic is 
consistent with the messaging in other tactics. If you will be 
in front of the same audience, multiple times, with different 
messages, all you create is confusion.  

Choose only the tactics that make sense on the buyers timeline 
at only the appropriate time and place.    

Marketing Tactics



The Best 
Marketing 
Doesn’t Feel 
Like Marketing

- Tom Fisburne



Keeping Consistent

Consistency is one of the biggest challenges for accidental 
marketers. There are a variety of tasks calling for your attention, 
so the non-urgent nature of marketing frequently is put on the 
back burner due to time-sensitive  and urgent business needs.

Four Tips for Keeping Marketing a Priority

Schedule recurring tasks as appointments. When you 
put something down on your calendar, you get a consistent 
reminder. Examples of items you can easily schedule are:

• Blog postings
• Social media activity
• Creating emails
• Reviewing web analytics
• PPC Ad creation, evaluation and analysis

Create a scoreboard for your goals and share that with 
others. Once you make the idea or goal public, you put peer 
pressure on yourself to accomplish the goal.



Learn something new each month. Apply what you learn 
immediately. If you are always learning and applying, it won’t 
take long for you to become a marketing guru yourself. Set 
aside time each month to attend a webinar or workshop, read a 
booklet, or spend time with a coach.

Invite others to be creative with you. Marketing by nature is 
best done in a collaborative environment. When you can bring 
others into the mix, you can feed off their ideas, and they off 
yours. When others know what you are trying to accomplish for 
marketing, and they are involved, it will get talked about more. 
Topics of discussion get more attention during work time as 
well.



A brand is not your chosen fonts, colors, or even your logo. 
Your brand is the consistent experience your customers have 
when doing business with you. Creating a great brand starts 
with creating great customer and employment experiences.

The client experience could be summed with words like:
• Fun
• Easy
• Customer-focused
• Friendly
• Quality and affordable
• Trustworthy

It could also be summed up with these words:
• Poor quality
• Cheap
• Over-priced, under-valued
• Dishonest
• Poor customer service

Earlier we said the image of your business was not your 
brand. Even though that is the case, the consistent use of your 
company’s logo, fonts, and colors can help you magnify your 
brand image and increase your brand recall.  

For that reason, it is important you have a branding guide to 
help you maintain consistent use of your your braned assets.

Your Branding Guide



Create Your Own One-Page Branding Guide
A branding guide is a document that outlines the official fonts, 
colors, logos of your company, and the proper way to use them.

1. Identify your primary colors. Take your current logo and 
find the RGB, CMYK, and Hex color codes. Use those 
colors and black in all your marketing and advertising. 
Don’t ever use another color, ever.

2. Choose your fonts. Pick a font, preferably a sans-serif 
font as your primary font, and another san-serif as a 
secondary font. Perhaps you identify one as main text and 
the other as a headline font.

3. Establish treatment for your logo. Treatment means 
color variations, locations, added text and dimensions. A 
best practice is to have one full color logo and a black and 
white version of it. Don’t have one in red, one in blue, etc. 
As far as location goes, be consistent. Does it always go 
on the top right, bottom left, centered? I advise leaving the 
logo alone and not adding extra text to conform to unique 
scenarios. As far as dimensions go, just don’t distort it. 
Don’t ever change the dimension ratio. So an original logo 
of 100 x 50 could adjust to 50 x 25 or 60 x 30, but not 100 
x 75 or 60 x 45.

Your Branding Guide



4. What is your brand messaging? In your branding guide 
it is nice to have your elevator pitch, value prop, and key 
verbiage handy so you are sure to say those key messages 
the same every time. The customer experience always 
trumps fonts and colors.

Once you have all this established, print it out, tape it to the 
wall by your desk and commit to never deviate from it again.

If you do that, you will be well on your way to establishing a 
great visual brand for your company. But if your products or 
services, customer service and employment practices are less 
than acceptable, don’t expect a nice “image” to band-aid your 
brand reputation. The customer experience always trumps fonts 
and colors.



Your Culture Is 
Your Brand

- Tony Hseih



Big Marketing Buys

As a business owner, do you like when people call and all they 
ask about is price? Those who shop on price are really saying, 
“I don’t know how to find the best value for this item, so I have 
to judge you on price.”

Do you ever feel that way? It can be frustrating to buy pay-per-
click advertising, printing, graphic design services, a website, 
SEO services, mobile and web applications, consultants, or 
even hire a marketing employee.

While we cannot give specific tips on every type of marketing 
purchase, here are three tips that have proven successful.

Tip 1: Turn potential vendors into thinking partners. Be 
transparent about what you are trying to accomplish and ask 
them how they would go about doing it. If they don’t kick into 
partner mode at that point, chances are they are going to be 
a robotic vendor as well.  The last thing you need is an order 
taker. 

During this process, ask a lot of questions. Ask the question 
“Why?” a lot. Don’t do it in an annoying way, but in a way that 
is genuinely inquisitive. If they start avoiding your questions 
or get irritated, you might want to move on. You want to do 
business with people who are willing to share the principles of 
success behind their marketing tactic.



Tip 2: Take it slow. Taking an extra week or two is not going 
to make your business flop. Being in a hurry and avoiding the 
details can make you regret your purchase in a big way. This is 
how people get involved with incompetent vendors.

Tip 3: Hire a guide. Yes, hire a marketing consultant, or 
seasoned expert to guide you through the purchasing process. 
By having an expert on your side, you will be able to have their 
experience work in your behalf. 

Tip 4: They need to always earn your business. The best way 
to help them do this is to do your homework on their industry. 
Talk to others, read an article here or there, and then challenge 
their assumptions. Vendors who are not challenged become 
complacent. Keep them on their toes.

Tip 5: Be loyal. This may seem contradictory to the last tip 
(and it kind of is) but not on intent. The last tip is just to keep 
them thinking. The value in being loyal to vendors is down 
the line you will make great and lasting relationships built 
on trust, they will be further invested in your business with 
greater desires to help you be successful, and they will have 
institutional knowledge of your business that you will never be 
able to replace with a new vendor.



DIY SEO

Search engine optimization is a big deal. Nobody wants to build 
a website, only to have it show up on page 20 of the search 
listings. All small business owners want their sites to be found 
and be a great source of leads and revenue.

The first step in helping your site actually do this is to have it 
actually be found. Unfortunately, for many small businesses, 
hiring an SEO expert is out of the budget. 

Tip 1: Don’t rely solely on a “Free SEO Analysis.” Every 
SEO expert can give you one.  Many will be pointed toward 
a sales pitch with very little actionable advice you can use 
without their help. Find an SEO expert that is trustworthy, 
and pay for an in-depth analysis and consultation. A great 
SEO expert will also give you actionable items you can do to 
improve your search results.

Tip 2: Give your site consistent, fresh content. Search 
engines love nothing more than fresh content. This normally 
comes in the form of blog posts and reader comments. Set aside 
an appointment in your calendar each week to author at least 
one blog per week.



Tip 3: Invite people who like to write to be contributing 
authors on your blog. The win for them is they get additional 
exposure via your website and backlinks to their site. The win 
for you is that now you have even more fresh content coming 
from your site. They may have more followers than you, lead-
ing to more comments.

Tip 4: Extend your reach. Establish a presence as far-reaching 
and diverse as possible. Sites you need to strongly consider are:

• Google Business Pages
• Yelp
• Slideshare
• LinkedIn
• Facebook pages
• Instagram
• Pinterest
• Online Yellow Pages
• Youtube

On some of these you do not need to be an active participant, 
but you do need to consistently maintain your account. For 
example, maintaining a Youtube account can serve the purpose 
of hosting your videos on the number one video search engine 
instead of increasing the number of followers.



Tip 5: Use Google’s Keyword Planner. This tool helps you 
find keywords people use to find the services provided by your 
industry. You will want to use those keywords appropriately 
and as often as possible. These keywords need to reflect how 
people search and talk about your industry.

Tip 6: Go for legitimate back links. Back links are when 
other sites have hyperlinks pointing to a page on your website. 
There are a lot of companies that offer to write hundreds of 
generic blogs that nobody reads and nobody sees, but exist 
solely to provide backlinks to your website. When they pitch 
you, just say no. Google and Bing don’t like those who try to 
game the system.  They are always improving their algorithms 
to prevent false rankings.

Legitimate back links can come from joint ventures, guest 
blogging, press releases, online directories, and participating in 
online forums.

Tip 7: Use pictures and video. Search engines like visual 
marketing. Video and pictures pull well and if relevant to your 
site, can magnify your search appeal.



Tip 8: Get on review sites. Make sure your site and company 
are listed on review sites where customers can leave reviews. 
Every time someone leaves a positive review about your com-
pany, your reputation builds. Even if they leave a negative 
review, you at least become more relevant and subsequently 
easier to find.

Conclusion: Help search engines do their jobs. Their job is 
to help people find what they are searching for. These search 
engines do not care about your business. If you can help the 
search engines do their job by providing accurate, timely and 
relevant information, and keep it updated, you will always be in 
line with updated search algorithms. 



Online Ads

There are three types of online ads any beginner marketer needs 
to know about:

1. Paid Search Ads
2. Display Ads
3. Retargeting Ads

These are often referred to as PPC ads, SEM, Internet ads, and 
more. These types of ads, in all of their varieties, are available 
with most social media platforms through advertising network 
platforms like Google, Bing, etc.

Paid Search Ads
These are advertisements that pop up in internet searches. They 
appear because the searcher is using keywords that prompt 
the ads to show up. This is the most expensive form of online 
advertising. 

Search ads show up when the keywords associated with your 
ad are used by an internet user. This is not the time to deploy 
creativity. Your ads need to reflect the keywords that are 
actually used.



Display Ads
Companies pay for display ads on specific websites because  
visitors to those websites match the demographic criteria of the 
advertising company.

Display ads are shown to people who should be interested 
in your product because they share same characteristics of 
your best customers. Do your best to create great headlines 
that capture their attention, with the right images and text to 
motivate a click.

Retargeting Ads
Sometimes these are referred to as remarketing ads. These 
are ads that appear in front of your past website visitors when 
they are visitors on sites that display ads. This gives you an 
opportunity to stay in front of people who already have shown 
interest in your company. This is the cheapest form of online 
advertising. 

Retargeting ads should be more of a nurture campaign than 
an advertisement prospects see for the first time. Remember, 
these people already know you and what you do. Build the case 
to come back. It’s been said it takes six times for a marketing 
message to sink in. That’s why it’s so important for them to see 
your company’s solution to their problems, several times.



Three Tips for Making Internet Ads Work:

1. Search, display, and remarketing are all different. Go 
through the creative process differently for each.

2. A/B test constantly.

3. Make sure the landing pages linked to your ads continue 
the message, have A/B compatibility, and a strong call-to-
action.

Last but not least, hire a pro. This cannot be overstated. This is 
not one of those marketing tactics that can be done by a DIY 
marketer and be competitive. The technical know-how is as 
important as the marketing know-how. When you do hire them, 
don’t let them get away with putting together substandard ads 
that took little or no thought, and landing pages with poor user 
design, copywriting and reasons to submit contact forms.



Instead of one-way 
communication, web 
marketing is about 
delivering useful 
content at just the 
precise moment that a 
buyer needs it.

- David Meerman Scott



Social Media Basics

Social media transcends all zones of the buyer’s timeline. 
Challenges that come along with social media are taking the 
time to be a part of it, monetizing it, and not getting so wrapped 
up in it that it sucks all of your marketing time. (Did you see the 
latest hilarious tweet by Steve Martin? Or the Instagram post by 
Saturday Night Live? #sofunny Ok, stop right there! That was a 
test. See ... it’s easy to get sucked in.)

Instead of addressing specific social platforms that come and go 
with trends, let’s  address the marketing principles behind social 
media.

Two Questions About Social Media

Question 1: How do I measure ROI?

Answer: There are many ways. I’m not going to teach you how 
to do that just yet.

In the late 1990s, before everyone adopted websites, ROI was 
a big question in choosing whether or not to have a website.  
Nobody questions having a website today. Having an online 
presence is a basic requirement of running a business. The only 
question is how much to invest in the website.



Social Media Basics

The same should be true of social media. It should not be a 
question of whether or not you are participating in social media. 
It should be a question of how much you are investing in it.

Question 2: Do I really need to be on every platform?

Answer: Yes and no. How is that for a confusing answer? There 
are two reasons to be on every platform and one reason not to 
be. 

From an SEO perspective, the more diverse you are on the web, 
the more relevant you seem. From a customer service/repeat 
business perspective, if you can be in more than one place, you 
can serve more than one kind of customer.

The reason not to be on all social media platforms are time 
constraints and lack of disciplined habits. Organizations who 
cannot afford dedicated social media people, at least part-time, 
find it overwhelming. These people typically give up on it. If 
that is you or your organization, you might want to consider the 
following seven rules to social media.



Seven Rules to Social Media for SMBs

Rule 1: Pick one platform and get really good at it. This is 
where you want to be proactive. Once you get good at this one, 
begin being proactive on another.

Rule 2: Set up a presence on the other platforms. Establish 
alerts to be notified when people mention, tag, or otherwise talk 
about or to you. You will want to tell people in the description 
that you do not actively participate there, but that you will be 
notified automatically if they want to send you a message. Also 
tell them where you are active. Chances are they have a profile 
on that platform as well.

Rule 3: Be relationship-focused. Social media is more about 
individuals than about the masses. By paying attention to the 
individual, you will gain access to the masses they influence. 
This is the best way to multiply your online social media 
efforts. This means you should probably have more posts and 
comments about what other people are doing than what you are 
selling.

Rule 4: Look for ways to go offline. The point of social media 
online is to facilitate offline relationships faster. Help people do 
that.



Rule 5: Be a visual marketer. People think in pictures. 
Pictures and video communicate faster than plain text.

Rule 6: Schedule and plan out your time on social media. 
Social media can be a time sucker. If you schedule it out, set up 
auto notifications, and be systematic about it, you can be quite 
active with little time invested. Tools like Hootsuite can help.

Rule 7: Respect the purpose of the platform. To be effective 
you must understand why people interact with others on a 
specific platform. The purposes of SnapChat are different than 
Facebook. Blogging serves a different purpose than review 
sites. Treating your social media platforms like a website is a 
sure-fire way to fail fast. Know why people are on the platform, 
and behave accordingly.



Email Marketing

Six Quick Email Tips

Email Tip 1: Your subject line is the headline. If it does not 
break through the clutter, you lose. So yes, pay attention to 
email open rates. Pay even more attention to the kinds of 
subject lines that work best with your audience. Spending 90% 
of your email time on the subject line is not a bad investment.

Email Tip 2: The headline in your email needs to fulfill the 
promise of your subject line. There is nothing worse than 
opening an email and feeling deceived. 

Email Tip 3: When possible, personalize. Marketing 
automation platforms like Hubspot, Ontraport, and 
InfustionSoft allow email drip to be conditional, based on 
individual behavior.

Email Tip 4: Provide a compelling call-to-action. If the next 
step is not clear, nobody will take the next step. It’s that simple.

Email Tip 5: Getting double opt-in emails is worth it. 
Especially if you want your emails to convert to sales.

Email Tip 6: Giving your subscribers multiple ways to get to 
the same landing page – links, images, buttons, and so on – 
gives you a better chance of them acting (clicking)!



Choosing the Right Email Tool
There are a lot of email tools out there today. Outlook, Gmail, 
Yahoo, and other personal email solutions are not meant for 
lead nurturing or email marketing. 

Every business has different needs, and not every email tool is 
for everyone. 

If all you need is a transactional email for newsletters and 
promotional items, very little automation, and no integration 
with sales, I suggest one of the following transactional 
solutions.

If you will be implementing lead nurturing, sales tracking, and 
integrating with sales, we recommend a marketing automation 
platform (also listed on the next page).

Transactional Email Tools

Constant Contact 
Pros: It is incredibly easy to use, has great deliverability 
rates and social media integration. They are always making 
improvements to make the user experience better.
Cons: Weak on third-party API.



Mail Chimp
Pros: Completely free trial as long as you have less than 2,000 
accounts. They also have a lot of third-party API partners.
Cons: Limited templates.

Marketing Automation for Small Biz

InfusionSoft
Pros: Has the best campaign builder of all marketing CRMs.
Cons: Reporting is clunky and unreliable. 

OntraPort
Pros: Easy to learn, largest selection of third party integrations.
Cons: Small development community.



Either Write Something 
Worth Reading Or 
Do Something Worth 
Writing About

- Benjamin Franklin



Contact Management

If you don’t have a good contact management system in place, 
you are also most likely not leveraging your current and past 
clients and turning them into recurring customers. Having a 
solid customer management system is essential to staying top of 
mind, gaining repeat business, and making sure you never lose 
a lead or contact.

Your marketing efforts are only as good as your leads and 
contacts. Having good information and having it organized is 
critical. Spreadsheets do not count.

Five Best Practices When Choosing Your CRM

1. Choose a CRM that is scalable for the future. The last 
thing you want to do five years from now is spend tens of 
thousands of dollars on CRM consultants to move all your 
data to another platform.

2. Define everything. Nothing will ruin your database faster 
than having employees enter different kinds of data into 
the same data fields. Another frequent mistake is when one 
employee will treat a set of data differently than everyone 
else in your company.

3. Give purpose to every piece of data. If it does not have 
purpose, it does not belong in your CRM.



4. Choose a CRM that matches how you think. There are lot 
of CRMs out there. Each is built by different programmers 
and follow different kinds of logic. Find that one that is most 
logical to how you and your company operate. You may not 
choose the most popular CRM, but the one that works best 
for you.

5. Choose a CRM with flexible technology. Web services 
change. Social media changes. Email changes. Your CRM 
needs to be able to change with it.

Three CRMs Worth Checking Out

1. ProsperWorks. ProsperWorks is a Google created sales 
CRM software. It integrates with Mailchimp and Gmail. It 
has open email tracking, open API and a very easy to use 
pipeline.

2. Salesforce.com.  Salesforce.com is one of the more popular 
CRMs available. It has incredible pricing, great features, and 
a ton of flexibility. Both Salesforce and InfusionSoft may 
require third-party help with training and implementation.

3. Hubspot CRM.  When most think of Hubspot, they think 
of marketing. Well, Hubspot has a customer CRM now 
too. Best of all, it’s free. It’s one of their hooks to get you 
into the marketing CRM, but this is a great stand-alone tool 
option as well.



Tools & Resources

Maximizing your time as a marketer is key. Those who do it 
well make great use of free and affordable tools available for 
small- and medium-sized businesses.

Below is a tiny list of some of my favorite tools and resources. 

• Google Analytics. Free tool from Google that will help 
you evaluate web traffic, traffic sources, and visitor 
behavior.

• Hootsuite. A social media dashboard to manage all of your 
social platforms.

• Google Alerts. A great resource for listening to the 
marketplace and paying attention to your competitors.

• Google Webmaster. Another free tool from Google to help 
you make sure your website is getting basic SEO visibility.

• Canva. Graphic design made easy. Especially for email 
headers, social media posts, flyers, and posters.

• BuzzSumo. Helps you know what content you should be 
creating.

• Jon Loomer. Learn everything you need to know about 
Facebook advertising.

• Neil Patel. This guy gets SEO and marketing 
fundamentals.

• Adroll. For those who must do PPC, this gets you doing 



• Fivrr. Find great outsourced talent without a lot of risk. 
Nice for quick voice-over talent and designing custom 
emails.

• IFTTT. Connect online software solutions together to save 
time and automate processes.

• Zapier. Just like IFTTT. 
• Contently. Find people to write content for you.
• Grammarly. Spell check and grammar check on steroids.
• Pexels. Awesome free stock photography.                                                                                                          
• Survey Monkey. An affordable and and easy to use survey 

tool that is great for basic research.
• Website Plugins such as Yoast SEO Plug-in for Wordpress. 

Website plugins help make your site more functional 
without having to pay for costly programming.

• Eventbrite. Eventbrite is an ever-evolving and extremely 
popular tool for event marketing. They only make money 
when you make money.

Honestly, there are so many amazing tools and resources out 
there. We could go on and on for pages. Next time you need 
something, just Google it and you’ll find a great resource. Or 
call us. We will point you in the right direction.



Conclusion

You Can Do It!
Anything new or unfamiliar can be intimidating and daunting. 
That is especially true for marketing. Marketing is an ever-
changing landscape that constantly jumps back and forth 
between analytic decision-making and creative processes. Even 
the most seasoned marketers find themselves overwhelmed.

But they don’t need to … and neither do you!

The real challenge is believing you can be great at this, and then 
taking the first step and actually doing something.

So that is your first challenge: Do something. Do it right now. 
Subscribe to a blog, open your Mailchimp account, send thank 
you cards to customers, call an SEO or PPC specialist. It does 
not matter what it is; just start doing something.

Most of all though, get good at the fundamentals. When you 
have the fundamentals down, you can easily navigate the 
changing waters of marketing technology, tactics, and trends.

The fundamentals of marketing are simply this: What do your 
prospects and customers need to see, hear, feel, know and 
experience to take the next best step? 

If you can nail down that, you will be just fine.
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James Keddington



What do your prospects 
and customers need to 
see, hear, feel, know 
and experience to take 
the next best step?

-James Keddington








