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01 How to define your marketing strategy

CHAPTER 1 

How to define your  
marketing strategy
Before you start promoting your business, you need a plan. Without 
a clear roadmap towards your goal, you won’t know which marketing 
approaches and activities to use.

Which is why you must set clear goals first.

What are you hoping to achieve over the next 3, 6 and 12 months? 
What are your quarterly and yearly goals?

Short-term goals often have specific numbers attached to them, 
such as number of new customers, deal size, revenue etc.

Long-term goals include these sales and revenue numbers, but 
they’re also impact-driven. In other words, how much of the total 
addressable market are you hoping to penetrate? 

What do you want your brand to be known for?
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Figure out what these goals are. Work backwards from there.  
For example, within the next year, you may want to:

1. Generate £1 million in annual recurring revenue (ARR)

2. Generate 100,000 readers to your blog a month

3. Become a world-class brand in your industry

With those goals defined, you can start putting together your plan. 

Creating buyer personas

If you haven’t documented a clear definition of who your best 
customers are, now is the time to do so.

Buyer personas is a visual representation of your customers and 
audience. They include insights on demographic profile, interests, 
challenges and goals.

For example, footwear brand Munro Shoes have created personas for 
each segment of their target audience. As you can see below, this 
includes a snapshot of key information that matters most to their brand:

https://www.munroshoes.com/
https://blog.alexa.com/10-buyer-persona-examples-help-create/
http://www.munroshoes.com
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These insights are important for several reasons:

1. Demographic data provides better targeting, especially when 
advertising on platforms such as Google Ads and Facebook.

2. Understanding customer motivations and goals allows you to 
align your offering with where they’re going and desires to achieve.

3. Other qualitative insights, especially testimonials, provide you 
with the exact language that your customer is using. This means 
creating content and creative that show you “get them”.

• Location

• Age

• Gender

• Education

• Job role

• Income level

• Relationship status

• Language

• Publications  
they read

• Influencers  
they follow

• Motivations

• Concerns

When putting together your buyer personas, look to gather as much 
of the following data as possible:

Don’t guess or assume the facts behind this data. Instead, talk to 
your customers. Get on the phone, or talk to them face-to-face.

Conducting customer interviews is one of the fastest ways to 
generate insights “straight from the horse’s mouth”. You might be 
surprised by what you find.
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Competitor research

With your customers clearly defined, it’s time to see what your 
competitors are doing to attract them.

Even if you believe you’re the only brand offering what you do, you’re 
going to get competitors eventually.

Running effective competitor research will help you look for untapped 
opportunities and find ways to do things better than them.

There are several ways you can generate competitive data:

1. Use Mention to listen to what they’re talking about (and what 
people are saying about them) on social media:

https://mention.com/en/
https://mention.com/en/
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2. Use an SEO platform, such as SEMrush or Moz, to uncover 
which keywords they’re targeting on Google:

3. Sign up for their email newsletters to see how they’re nurturing 
their existing customers and leads:

https://www.semrush.com/
https://moz.com/
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4. Explore their website, blog and social media profiles. Look at what 
kind of content they’re putting out, the language behind it and 
the offers they use on their website.

Don’t be afraid to buy their products or services. For example, if you’re a 
SaaS platform you could sign up for a demo or trial of your competitor’s 
platform. This will show you what their sales process is like, as well as the 
USPs behind their platform.

Finding the right channels

With key insights on both your customers and competitors, you can 
begin choosing the right marketing channels to attract new customers.

Thanks to the internet, there are dozens of potential approaches to 
choose from. 

The big question is, which do you focus on in the early days - 
especially when you’re on a tight budget?

The first mistake to avoid is investing in a channel because you feel 
you should be there. Many business owners, for example, believe they 
should be on every social media platform. The problem is, they don’t 
have the resources to invest in them. In turn, this leads to ineffective 
activity and poor results.
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First, let’s segment each channel into the following buckets:

1. Owned Media

2. Paid Media

3. Earned Media

Owned media includes the channels and assets you control. This 
means your website, social media profiles and email list.

Paid media is comprised of advertising channels where you must pay  
for results. For example, Google Ads works on a pay-per-click (PPC) basis. 
While Facebook Ads can charge you based on impressions or conversions.

https://www.titangrowth.com/what-is-earned-owned-paid-media-the-difference-explained/
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Finally, earned media includes press coverage, social mentions and 
shares, as well as reviews on third party websites. Influencer marketing 
also fits under this umbrella.

For example, at Tide, we use our blog and website to educate potential 
customers on all various small business topics. We’ve also built our 
home page to convert those visitors into new members:

Sign up with Tide in minutes.  
Click here to open your business account today.

https://www.tide.co/blog/
https://www.tide.co
http://www.tide.co/
https://www.tide.co/?utm_source=e-book&utm_medium=pdf&utm_campaign=e-book2&utm_content=10
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Here’s an example of what paid media looks like on Facebook. This 
ad from Monday.com is designed to convert you from an observer 
into a customer:

https://blog.hubspot.com/blog/tabid/6307/bid/33319/10-examples-of-facebook-ads-that-actually-work-and-why.aspx
https://blog.hubspot.com/blog/tabid/6307/bid/33319/10-examples-of-facebook-ads-that-actually-work-and-why.aspx
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The rest of this guide will cover each area in greater depth. For now, 
consider using a 2:1:1 ratio when selecting your channels. That is: two 
owned channels, one earned and one paid.

Then there’s earned media. Here, adventure thought leader Alastair 
Humphreys worked with Land Rover to promote the concept of 
“microadventures” alongside their cars:
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CHAPTER 2

Creating a website & 
content that converts
Now you know who you’re targeting, who you’re up against and 
where you can find the best customers.

Before you start investing in external channels, you must first create a 
hub for your marketing efforts. 

This comes in the form of your website and the content you create on it.
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Many business owners make the mistake of focusing on making their 
websites look good. Design is the main focus, when actually it should 
be on conversions and generating customers.

Don’t get me wrong: good design is still important. But it must serve 
the function of your website, that is to generate new customers.

First, you need to understand the nature of the marketing funnel. 
Here’s what the traditional marketing funnel looks like:

https://blog.aweber.com/email-marketing/understanding-the-marketing-funnel-5-strategies-to-improve-your-email-marketing.htm
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Let’s break down each stage and explain what they stand for:

1. Awareness: Your potential customer is aware of the problem 
you solve. At this stage, they’re doing their research and looking 
for more information about how to solve that problem. This is 
where your content strategy comes in, which we’ll get to later.

2. Consideration: After doing their research, they’re now evaluating 
all their options. At this stage, they’ll be looking at your pricing, 
features and offers to determine the right fit for them.

3. Conversion: This is where a lead turns into a customer. This is 
done by using sales processes (with the aid of a strong sales 
team) or self-service checkout experiences.

4. Loyalty: Once you’ve acquired a customer, you must do your 
best to keep them. Retention is key for sustainable business 
growth, and this can be done through personalised customer 
service and over delivering on value.

5. Advocacy: When customers turn into raving fans, they’ll spread 
the word for you. Most often this will happen organically, 
especially if your brand has gone above-and-beyond to delight 
your customers. But you can incentivise them with advocacy 
programs and referral marketing systems.

In this chapter, we’ll explore what a high-performing website looks like 
and how it covers each step of the marketing funnel above. You’ll also 
learn how to create content that guides customers through each step.

02 Creating a website & content that converts
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The psychology behind high-performing 
websites

It doesn’t matter if you’re starting from scratch or already have a 
website. You can still use these principles to generate great results.

Use the principles covered in this section to test new copy and elements 
on your website. Use Google Analytics and tools like Optimizely to 
track conversions and how well the changes are performing.

1. Make your value proposition clear

As soon as a visitor lands on your home page, they must know exactly 
what value you can provide them with.

In other words, you must make your unique value proposition the first 
thing visitors see. Here’s how Tide member Twigdoo put this in action:

The headline and subheading are made instantly clear. By skimming 
the 24 words above the fold (the area you see without having to scroll), 
you understand:

1. The reason they exist (they’re “reason why”)

2. What they do and how they do it

3. The benefits you’ll get as a customer

Even if you’ve never used a platform like theirs before, it’s clear to see 
why you’d want to check it out.

02 Creating a website & content that converts

https://www.optimizely.com/
https://www.twigdoo.com/
https://www.twigdoo.com/
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2. Specific calls-to-action

Another thing that Twigdoo do well is including a single call-to-action 
below their value proposition.

Even if someone is ready to buy right away, they still need to request a 
demo. Most SaaS platforms do this when they understand the importance 
of strong onboarding, and aligning their features with the specific needs 
of the customer.

At Tide, we do this a little differently. Because our goal is to simplify 
the business banking world, we’ve built our entire process around 
simplicity. Which is why all calls-to-action lead to opening a business 
account with us:

You’ll also notice how the colour of the call-to-action contrasts against 
our brand colours. This is because we want to draw the eye towards the 
next step of the relationship with us. If people are viewing our home, 
product or pricing pages, it’s likely they’re interested in taking that 
next step.

02 Creating a website & content that converts

Sign up with Tide in minutes.  
Click here to open your business account today.

https://www.tide.co/
https://www.tide.co/?utm_source=e-book&utm_medium=pdf&utm_campaign=e-book2&utm_content=17
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Testing new calls-to-action can be incredibly effective. In fact, HubSpot 
featured a company who increased their conversion rates by 105.9% 
simply by testing a new call-to-action on their homepage:

Experiment with new calls-to-action to see how it improves conversion 
rates. Don’t be afraid to test new offers. For example, if people aren’t 
buying right away, consider offering a free trial, demo or consultation.

02 Creating a website & content that converts

https://blog.hubspot.com/blog/tabid/6307/bid/31104/Extreme-Homepage-Makeover-How-to-Increase-Your-Conversion-Rate-106.aspx?__hstc=240018588.d400af3683303ad76ae32501b5d08122.1547567418761.1549890357387.1549958716277.7&__hssc=240018588.1.1549958716277&__hsfp=514524382
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You can take a more traditional approach and use your headlines to outline your 
benefits or core value proposition. For example, landing page platform Unbounce uses 
a headline that directly communicates the benefits you get from using their platform:

Use your headline to quickly grab the attention of your visitors. Write copy that outlines 
why they should continue to investigate what you have to offer.

3. Benefit-driven headlines

Your headline is the first thing your visitors will see when they land on 
any page. This is especially important if you’re running paid media 
campaigns that lead to dedicated landing pages.

Tide members Provius take a unique approach to this. They use the 
headline above the fold to provide as much information as possible 
about what they do, who they help and what you should do next:

02 Creating a website & content that converts

https://www.provius.co.uk/
https://unbounce.com/
https://unbounce.com/
https://www.provius.co.uk/
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4. Reducing friction to take action

It’s likely you’ve come across a landing page that looks like this:

The amount of fields to fill can be overwhelming. Sure, you can 
generate a lot of information about your leads. But this is usually at 
the cost of conversions.

02 Creating a website & content that converts

https://buffer.com/
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Instead, top performing landing pages and websites use forms with 
fewer fields:

Consider using forms with several fields only when someone is making 
a purchase or requesting a consultation. When offering content, such 
as an eBook, use one or two fields max: email and name.

5. Social proof

People want to know what others are saying about your product or 
service. According to Nielsen, 92% of consumers believe suggestions 
from friends and family more than advertising.

Social proof can come in many forms. The three most common are:

1. Testimonials

2. Case studies

3. Third-party reviews

02 Creating a website & content that converts

https://instapage.com/blog/landing-page-contact-forms
https://www.nielsen.com/us/en/insights/reports/2012/global-trust-in-advertising-and-brand-messages.html
https://instapage.com/blog/landing-page-contact-forms
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For example, Tide members Bounce use testimonials from various 
personas on their front page to show what people love about their service:

Then there’s Pottery & Pints, another Tide member, who relies on the 
reviews from their Facebook page to build their social proof:

When it comes to generating and optimising conversions, these five 
areas are fundamental. Of course, there are other approaches you can 
test over time, including:

• Including discount information e.g. “25% off for the next 2 days”

• Testing different call-to-action colours

• Improving the website experience for mobile users

• Including logos such as security seals to boost trust

No matter what you test, you must continuously strive for better results. 
Make experimentation a regular practice.

02 Creating a website & content that converts

https://bouncebot.io/
https://www.potteryandpints.co.uk/
https://bouncebot.io/
https://www.potteryandpints.co.uk/
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Creating value-driven content

Your audience isn’t always going to be ready to buy right away. And 
depending on how well they know your brand, you’ll need to build trust 
and deliver value up front.

The question is, how do you do this in a way that doesn’t break the bank?

The answer: value-driven content.

Value-driven content comes in the from of blog posts, eBooks, 
infographics, videos and other formats. Their goal is to educate and 
entertain your audience in a way that builds trust and nurtures them 
down your marketing funnel.

Earlier, we covered what the traditional marketing funnel looks like. 
When it comes to attributing content, it looks a little different:

02 Creating a website & content that converts

https://www.uscreen.tv/video-business-school/marketing-funnel-vod-sell-videos/
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Let’s break down each stage of this content marketing model

1. TOFU (top-of-funnel): Topics tend to cover non-product related 
pain points. For example, a CRM platform might create content 
that teaches sales reps how to be more effective at their job. Or 
a clothing brand can create content around style guides and 
customer stories.

2. MOFU (middle-of-funnel): Topics at this stage will be more 
product-focused. For example, the same sales brand above could 
create an eBook about the importance of a CRM-driven sales 
process. They’ll talk about their product, but do so in a way that 
truly adds value.

3. BOFU (bottom-of-funnel): Content at this stage will help move 
leads from “Consideration” to “Convert”. Here, the goal is to build 
trust and give everything a lead needs in order to make the right 
decision for them.

Here, we’ll break down each stage of the funnel, as well as the content 
that you should be creating.

02 Creating a website & content that converts
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1. Top-of-funnel content

TOFU content tends to be incredibly value-driven and accessible in 
nature. Formats include:

1. Blog posts

2. Infographics

3. Video

4. Social media content

5. Audio (e.g. Podcasts)

The purpose is to help build awareness and trust by leading your best 
foot forward. That is, your expertise, knowledge and stories that add 
value to your audience.

For example, at Tide, we do this by creating content that feature our 
members as well as how-to guides on specific business topics:

02 Creating a website & content that converts
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Tide member Eximo Marketing uses their blog to cover topics on 
marketing and thought leadership on running a business:

Investing platform Wealthsimple do a great job on their blog. Not 
only do they provide how-to content, they also tell stories from their 
customers and thought leaders within the finance space:

02 Creating a website & content that converts

https://eximomarketingstrategy.com/
https://eximomarketingstrategy.com/
https://www.wealthsimple.com/en-gb/
https://www.wealthsimple.com/en-gb/
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Blog content isn’t the only format you can use to add value. Video is 
also important for small business marketing.

The great news? It’s no longer expensive to produce. In fact, depending 
on the platform, all you need is an iPhone and a good story to tell.

For example, CSO at Skyword and author of The Creative Curve, 
Allen Gannett, uses LinkedIn video to share quick one-to-two minute 
videos of other thoughts leaders he’s met with, providing short but 
valuable “knowledge bombs” for his audience:

02 Creating a website & content that converts

https://www.skyword.com/
https://www.thecreativecurve.com/
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If you want to get fancy, you can create high-quality videos for YouTube. 
Not only can you embed these on your site, but use the second-largest 
search engine in the world to tap into a wider audience.

For example, Brian Dean uses YouTube to repurpose his blog content 
into engaging, fun and educational videos around various SEO topics:

Alternatively, you can create documentary-style videos to tell stories 
and capture an audience who believe in what you believe. Which is 
exactly what Wealthsimple have done:

With over 3 million views, this is testament to the power of storytelling 
on a platform like YouTube.

02 Creating a website & content that converts

https://www.youtube.com/
https://www.mushroomnetworks.com/infographics/youtube---the-2nd-largest-search-engine-infographic/
https://www.mushroomnetworks.com/infographics/youtube---the-2nd-largest-search-engine-infographic/
https://www.youtube.com/watch?v=dw0lMSaWbgw
https://www.youtube.com/watch?v=dw0lMSaWbgw
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You’re not limited to just blog posts or video content. Here are a few 
other ideas for top-of-funnel content to get you started:

• Podcasts: Tell audio-driven stories with your team, or interview other 
experts and thought leaders in your space about their experiences.

• Instagram: You don’t need a visual product to create visual content. 
Use Instagram to feature your products, tell stories or show off your 
culture (which is exactly what B2B brand Ontraport do:)

02 Creating a website & content that converts
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• Infographics: Collect data and tell engaging and visually 
beautiful stories around them:

02 Creating a website & content that converts

https://searchengineland.com/infographic-11-amazing-hacks-will-boost-organic-click-rates-259311
https://searchengineland.com/infographic-11-amazing-hacks-will-boost-organic-click-rates-259311
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2. Middle-of-funnel content

Once you’ve attracted your audience, it’s time to capture their details 
with MOFU content.

MOFU content usually comes in the following formats:

1. eBooks

2. Email courses

3. Worksheets

4. Quizzes

5. Giveaways

6. Templates

Because they’re designed to capture lead information, they tend to 
have a high perceived value. But you must make sure you deliver actual 
value in the content you create. If it’s not useful or entertaining, your 
results will suffer.

For example, this very eBook you’re reading now has everything you 
need to start marketing your business on a budget. All we ask is for 
you to enter a few details in order to download it.

The small 
business guide 
to marketing 
on a budget

02 Creating a website & content that converts
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Another great example comes from Derek Halpern, who offers an 
eBook on how to get your first 5,000 subscribers. All you need to do is 
enter your name and email address and it’s yours:

Middle-of-funnel content is key to nurturing your audience into 
customers. Depending on your business, this might take a few days 
or even months.

Which is where marketing automation comes in. Once someone enters 
their details, you can keep in touch with other useful information until 
they’re ready to buy.

02 Creating a website & content that converts

https://socialtriggers.com/
https://socialtriggers.com/
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Here’s what an example marketing automation workflow might look like:

1. A visitor finds your blog post from a Google search

2. They read the blog post and see a call-to-action for a relevant 
eBook download:

3. The call-to-action takes the visitor to a dedicated landing page:

02 Creating a website & content that converts
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5. The user is then automatically sent emails over time for other 
relevant, value-driven content

With a simple content funnel like the one above, you’ll start generating 
leads and subscribers to nurture into customers.

3. Bottom-of-funnel content

Eventually, your audience will be ready to make a purchase. If you’re 
in the retail, ecommerce or other B2C space, you might find this 
happens quickly.

For low-ticket items, or products with very little risk, the time it takes to 
get from awareness to conversion can be short. Therefore, BOFU content 
will usually come in the form of product pages or sales letters.

Tide members Bounce offer a free service. Which is why all they need 
is a simple, one-page website to convert visitors into customers:

4. The user fills out a short form to access the content:

02 Creating a website & content that converts

https://bouncebot.io/
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In the ecommerce space, your product pages are going to do most of 
the talking. Include the elements we talked about in chapter 1, as well 
as social proof and attractive images.

Topman do a great job of this. They spark urgency using social proof 
triggers that shows how many people have recently purchased an item:

02 Creating a website & content that converts

https://bouncebot.io/
http://www.topman.com/
http://www.topman.com/
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For more complex offerings, you’ll need to get more sophisticated. BOFU 
content that helps prospects make a decision include:

1. Competitor comparisons

2. Pricing sheets

3. Technical specifications

4. Onboarding

5. Demos, trials and consultations

Again, it all depends on your offering. For a SaaS company, offering a free 
trial might make sense. However, if you’re offering a service that requires 
a large time and/or budget investment, you’ll want several conversations 
(and consultations) to demonstrate value and prove the value you’ll deliver.

By tackling all stages of the funnel with effective content, you’ll create 
an engine that educates, converts and builds your brand over time. The 
key is to do it in an entertaining or value-driven way, tell stories and 
capture lead information.

A quick note on distribution & SEO

Over time, your website will start ranking for specific keywords on 
Google. By creating the best content on a topic, you’re more likely to 
rank for those target keywords.

To cover SEO would take an eBook in itself. To get you started in the 
right direction, here’s the workflow and topics you should be focusing on:

1. Keyword Research: Find the right target keywords and the search 
volume behind them. Understand the intent behind each keyword. 
In other words, is someone searching to learn about something or 
buy something? Tools such as Ahrefs and Ubersuggest can help 
with this.

2. Competitor Research: Who is ranking for those keywords? How 
competitive are those terms? Will you need hundreds of backlinks 
to rank or just a few dozen?

3. Technical SEO: Make sure your website is mobile responsive and 
loads quickly.

4. On-page SEO: Include relevant keywords within your content. Use 
proper formatting, including title tags and meta data.

5. Link Building: Backlinks to your website are one of the biggest 
ranking factors. Having a link building approach that generates 
over time will help you rank.

To learn more about SEO, check out this guide from Moz.

02 Creating a website & content that converts

https://ahrefs.com/
https://ubersuggest.io/
https://moz.com/beginners-guide-to-seo
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Chapter 3: A Quick Guide to Earned & Paid 
Media

So far, we’ve tackled ways you can use your 
owned assets to drive awareness and capture 
new customers.

In the next chapter, we’ll cover some free and 
actionable tactics to distribute that content 
and capture an audience quickly.

CHAPTER 3

A quick guide to  
earned & paid media
So far, we’ve tackled ways you can use your owned assets to drive 
awareness and capture new customers.

In the next chapter, we’ll cover some free and actionable tactics to 
distribute that content and capture an audience quickly.
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03 A quick guide to earned & paid media

For now, let’s take a quick look into the world of earned and paid 
media. To recap, here’s a definition of the two:

1. Earned Media: PR, influencer marketing and reviews. These are 
things that are often outside your control, but can be influenced.

2. Paid Media: Marketing channels that require an investment to 
get started. The best digital paid platforms provide flexibility to 
get started with a small budget.

Let’s get stuck in.

Generating buzz & advocacy with  
earned media

The term “earned media” can be a misleading one. It implies  
other people have control over these channels and happens only if 
you’re lucky.

This is simply not true, as there are several ways you can take things 
into your own hands. In this section, we’re going to focus on three of 
the most affordable earned media approaches:

1. Digital PR

2. Influencer marketing

3. Guest blogging
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1. Digital PR

Traditional PR used to mean writing a press release and sending it to 
journalists for them to “pick up”.

Those days are over, as this tends to add very little value to everyone 
involved. For the publications and journalists, they add little value to 
their readers. And you don’t generate the results you deserve.

Instead, take the value-driven approach we covered earlier. Put 
yourself in a journalist’s shoes and figure out what they care about.

Luckily, you don’t have to guess what this is. Thanks to platforms like 
“Help a Reporter Out” (HARO), you can browse media opportunities 
with a daily email from journalists looking for relevant sources.

If you have a unique story or angle to provide, then you have the option 
to reach out and offer it to them.

For example, if you provide products or services related to nutrition or 
self development, the following request might suit you:

Simply reach out to the email provided and share your stories, data 
and experiences. No more spray-and-pray PR approach needed.

Best of all? The service is free. While there are paid plans, you don’t 
need to spend a penny to get started.

03 A quick guide to earned & paid media

https://www.helpareporter.com/
https://fitsmallbusiness.com/help-a-reporter-out-haro/
https://fitsmallbusiness.com/help-a-reporter-out-haro/
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2. Influencer marketing

The term “influencer” has become a buzzword in recent years. But it’s 
effective, and for good reason.

The concept is simple. On social media, there are several prominent 
influencers who have a large and engaged audience. It’s likely that 
several of these influencers create content relevant to what you have 
to offer.

There are several ways you can approach influencer marketing:

1. Establish relationships yourself

2. Use a network or marketplace

For the former, this requires searching for keywords, hashtags and 
locations relevant to what you offer. For example, if you’re a burger 
restaurant in Shoreditch, you could head to Instagram and search for 
the “Shoreditch” location tag:
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Go through the top posts and identify the individuals behind them.  
If they’re local, create relevant content and have a loyal, engaged 
audience, they’re likely to make great potential partners.

You can build relationships by using the following activities:

1. Engage by liking, sharing and commenting on their content

2. Get them involved with the content you’re creating

3. Invite them to try out your product or service for free

4. Reach out with a paid opportunity to sponsor your brand

Alternatively, there are platforms that connect influencers with brands 
like yours. For example, TRIBE provides a self-service platform where you 
can identify the right influencers and collaborate on content with them:

The best part is, if you don’t like the content they create, you don’t pay 
for the campaign. This reduces the risk of investing in the platform 
while ensuring you’re getting a service that’s right for you.

The approach you choose will depend on your budget. When starting 
out, we recommend manually building a handful of strong relationships 
before scaling up.
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3. Guest blogging

Guest blogging is where you truly take earned media into your own 
hands. Here’s how it works:

1. Reach out to editors at target publications

2. Pitch topics

3. Create content

4. Get published

This means spending time to create your own content, but it’s well 
worth it. To find the right publications, search Google for terms like 
“your industry + contribute” or “your industry + guest post”.

Then, look at their about page or LinkedIn company page to find the 
right editor. Use a service such as Hunter.io to find their email address.

When reaching out, it’s important to have some of your own content 
ready first. This will show them the quality of your writing before 
commiting. Once they’ve responded, then it’s time to pitch your topics.

When pitching topics, focus on those that align with what the 
publication wants as well as your value proposition. Look at the 
most recent posts to get a feel for what these are.

Once you have a topic secured, it’s just a matter of writing an article 
like you would for your own blog. Submit it and voila -- you’ve taken 
digital PR into your own hands!
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Starting paid media on a budget

Google and Facebook Ads can provide a flood of traffic to your brand 
at a positive ROI. But when you’re starting on a small budget, it’s 
important to start on a small scale.

In this section, we’re going to cover the following areas:

1. Google Ads

2. Facebook Ads

3. Emerging channels

You’ll learn what makes effective advertising on the two biggest ad 
platforms online today. Furthermore, you’ll learn how to test on other, 
smaller platforms to tap into an audience with little saturation.
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1. Google ads

The process behind Google Ads is simple:

1. Someone searches for a relevant keyword

2. The user is served relevant ads

3. Brands pay whenever someone clicks their ad

But there are several mechanics in play that make it slightly more 
complex for advertisers. For example, Quality Score is a factor that 
affects your cost-per-click (CPC).

The best way to get a high Quality Score? Make your target keyword, 
ad copy and landing pages as relevant as possible.

For example, someone searching for “nike mens running shoes” is very 
clear on what they’re searching for. Therefore, you should make sure 
you’re sending them to a landing page that gives them just that:

Start by testing several broad keyword terms. Then, to reduce your CPC, 
move your highest performing keywords into their own ad groups. This 
will improve the Quality Score of your ads while dramatically improving 
your ROI.

Ready to become a Google Ads wizard? Check out this guide from 
AdEspresso to learn more.
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2. Facebook Ads

Facebook Ads work a little differently than Google Ads. For a start, 
they’re incredibly visual in nature.

As a result, you can get far more creative. And thanks to the powerful 
targeting features, you can focus each offer to specific buyer personas.

The key to effective Facebook Ads is to use creative that stops people 
from scrolling and grabs their attention. The best way to do this is 
with strong imagery.

For example, this ad from WebSummit uses vibrant colours and flat 
design to stop users in their tracks:
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Once you have their attention, you’ll need to keep it using effective 
copy. Do this the same way you would with your website. Use your 
headline to outline benefits and why people should continue reading. 
Include a clear call-to-action to show what users must do next.

Neil Patel uses social proof in his copy by listing his achievements 
and who he’s worked with:

He then highlights the offer he’s giving away: a free framework with 
lot’s of value. Use these principles to drive affordable, targeted traffic 
to your website, content and product pages.

Want to learn all you need to know about Facebook Ads? Check out 
this guide from Oberlo.
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3. Emerging platforms

Finally, there are several emerging ad services available on prominent 
platforms. The three to pay attention to are:

1. Twitter

2. Quora

3. Reddit

For example, Twitter is perfect for offering eBooks and other content 
to attract top-of-funnel traffic at affordable prices:

You can target people based on the hashtags or accounts they follow, 
providing you with specific targeting to those who are most interested 
in your content.
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On Quora, ads come in the form of a simple text-only format:

Finally, you can use Reddit Ads to attract users interested in specific 
topics and subreddits:

Both Quora and Reddit work much like Twitter. Targeting is based on 
interest and demographic data, ensuring you’re attracting people who 
are most interested in what you have to offer.

Whichever channel you use, be sure to test on a small scale first. 
Spend £100 to £250 and measure results before scaling up. Get your 
targeting right to maximise results.
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01 How to define your marketing strategy

CHAPTER 4

Six marketing tactics 
to test today
You’ve learned all about the three core marketing categories, and how 
to use them when running your small business on a budget.

But you might be hungry for more approaches, tactics and 
techniques.

Here, we’ll share six actionable tactics you can try out today, without 
the need to break the bank or spend huge amounts of money.

You can set these up in a day, measure results over time and decide 
whether to double-down later on.



50

04 Six marketing tactics to test today

1. High-impact networking

When most people think of networking, they picture roundtable 
breakfasts or events where people swap business cards, never to be 
heard from again.

Networking the right way involves doing your homework first. 
Before you even attend an event, you must evaluate it against the 
following criteria:

1. Is it truly relevant to my business?

2. Are there interesting companies that can help me reach my goals?

3. Is a large amount of attendees within my audience?

4. Can I access them before the event happens?

The last one is key. Not only will it help you to justify your attendance, 
but you can build relationships before the event happens.

To do this, you could ask the organisers for a list. But chances are you’ll 
need to pay for access. If this is the case, there are several other ways 
to uncover this information:

1. Head to Twitter and search for the event hashtag

2. Look on any relevant communities owned by the event organisers

3. Check out the sponsors and exhibitor list to find potential 
business customers

Once you’ve found them, use platforms like LinkedIn, Twitter and email 
to reach out. See if they’d be willing to grab a quick coffee with you 
during the event.

Do this consistently and you’ll have dozens of appointments set up 
without the need for a spray-and-pray approach.
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2. Build a referral program

Your existing customers are one of the best sources of new customers.

Not only have you already built trust with them, but their friends and 
family are highly likely to fit your buyer personas.

Incentivise them to spread the word with referral programs. These 
incentives can include:

1. Discounts on products and services

2. Free product

3. Money off for both you and those they refer

We’ll cover tools to help you build systems to make this easy in the 
next chapter. For now, be sure to include information on your website, 
or tell customers about your referral program face-to-face.

3. Run competitions

Competitions have huge potential to go viral.

By giving away your products or services in exchange for email 
addresses and social shares, you tap into the wider network of your 
audience while giving them the chance to get something for nothing.

For example, Little Secrets used contests (powered by KingSumo) to 
give away 60 bags of their product for free:
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When someone enters, they’re given the option to secure more entries 
by sharing on Facebook or email:

This generated an estimated annual return of 27x their original 
investment. Not only that, but they grew their list of email subscribers 
by 56% in 7 days.
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4. Collect user-generated content

People are already talking about your business on social media. Why 
not use that content for your own marketing?

This is exactly what user-generated content is. For example, search 
for your business on Instagram to find users who have shared content 
of your products, service, event or offering:

Reach out to these users and ask them for permission to use their posts. 
Feature them on your website, product pages and share them on your 
own social platform.
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Click here to open your business account today.
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5. Engage in online communities

There’s a community on any topic you can think of. Thanks to platforms 
like Reddit and Facebook Groups, your audience are having engaging 
conversations on relevant topics around your industry.

To find these communities, head to the sites mentioned above and 
search for a relevant keyword. For example, here’s a list of Facebook 
Groups for small business owners in the UK:

Identify the groups with a large number of members and regular, daily 
discussion. The top result from our list above fits the bill.
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Now you’ve found the right communities, how do you drive new 
customers? The best way is to engage in discussion over time and 
share your content to add value.

For example, the top performing content on this Facebook Group 
provide specific, actionable advice to their core audience of marketers:

The key is to repurpose your content within the context of the group. 
If they encourage how-to content, create a condensed version of 
your blog post. If Q&A posts perform best, ask questions relevant to 
the community.

Before promoting anything, spend plenty of time contributing to the 
conversation and becoming a “known name” in the group.
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6. Expert positioning

We talked about how to network at events. What if you were to shift 
the dynamic and became an expert in your industry that people came 
to see?

Building your personal brand is an effective, long-term way to build 
trust with your audience. People connect with other people. Putting 
your face out there will help your customers build  that personal 
connection with you.

Beyond creating value-driven content (see chapter 2), there are several 
ways you can do this:

1. Become a speaker and give keynotes at events

2. Create video content with you as the main subject

3. Host podcasts where you interview other thought leaders

4. Collaborate with other experts

5. Become a guest on other people’s podcast and YouTube shows

No matter which channel or approach you choose, be sure to always 
build value. Use the principles we covered in chapter 2 to create value-
driven content with you as the expert behind it.
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01 How to define your marketing strategy

CHAPTER 5

Affordable  
marketing tools
The approaches, strategies and tactics shared in this book may seem 
overwhelming. Especially when you’re doing it all yourself.

Luckily, there are several tools and platforms that can help you take 
care of everything at scale.

To wrap up this guide, we’ll share the most affordable tools to help get 
you started and generate new customers at scale.
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05 Affordable marketing tools

1. Mailchimp

Your email list is one of your most valuable assets. Create attractive 
and engaging emails for them with ease using Mailchimp.

Out of the box, Mailchimp provides drag-and-drop email creation 
features, as well as workflows for email automation.

Pricing: Starts at $10 /MO (Free plan available)

https://mailchimp.com/
https://mailchimp.com/
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2. BuzzSumo

With BuzzSumo, you can search for relevant keywords related to your 
business and find new topics for your content. Not only that, but it 
provides data on social shares and influencers around those topics.

Pricing: Starts at $99 /MO (Free features available)
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3. Buffer

Automate your social media scheduling using Buffer. Simply connect 
your social profiles, create your tweets and set a posting schedule. No 
need to manually post several times throughout the day.

Pricing: Plans start at $15 /MO (Free plan available)
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4. Canva

Design can be expensive, especially when you’re creating visual content 
on a daily or weekly basis. Canva makes it affordable, providing a 
platform that even non-designers can get their heads around.

Pricing: Plans start at $12.25 /MO (Free plan available)

05 Affordable marketing tools

https://www.canva.com/
https://www.canva.com/
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5. SurveyMonkey

Getting data on your customers will help you create better products 
and marketing to attract them. SurveyMonkey allows you to build 
surveys and collect that data at scale. Use their drag-and-drop builder 
to create a fluid survey experience.

Pricing: Plans start at $37 /MO (Free plan available)
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6. HotJar

To get the most out of your website, you must first understand how 
users interact with it. Which is where HotJar comes in, providing 
features that provide you with heatmaps, visitor recordings and 
conversion analytics.

Pricing: Plans start at $29 /MO (Free plan available)
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7. Ubersuggest

Good SEO starts with great data. Ubersuggest is a free tool from Neil 
Patel that provides you with all the keyword data you need, from 
monthly search volume to the level of competition you’re up against.

Pricing: Free!
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Conclusion

In this guide, you’ve learned how to put together a marketing strategy 
that you can test on a small scale without having to break the bank.

The first, and most important step, is to fully understand your 
customers. By understanding their motivations, language and where 
they go for information, you can better attract them.

Once you have your buyer personas, it’s just a matter of attracting 
them on the channels where they’re found. Get your owned, earned 
and paid house in order to attract new customers at an affordable ROI.
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OPEN A BUSINESS 
ACCOUNT IN MINUTES

Powerful, simple and helpful. Tide gives 
business owners their time back.

Open an account

https://www.tide.co/?utm_source=e-book&utm_medium=pdf&utm_campaign=e-book2&utm_content=66
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