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Listen to Ben Franklin…



Which one is your current marketing plan?



This is how
many companies do 
marketing..do you??



Is this your marketing plan?!







SET S.M.A.R.T. GOALS
Clearly articulate what you want to achieve, how and when. How
much of a commitment it will take-time, money and people?

BUYER PERSONAS

S.W.O.T. AND U.S.P.

Focus on who matters to you? Is it more than one
type of buyer? Can you look at past customers to
find buyer personas? Who are they? Where are
they? What do they need? What do they want?

Analyze your Strengths, Weaknesses,
Opportunities and Threats to improve your
business and better compete in your space. What
is your Unique Selling Proposition?

YOUR STORY
Your story is your messaging, visuals, people. What
is your brand story saying about you to your ideal
customers?

CHANNELS
Focus on the most effective channels to
engage, educate and entertain your customers
based on your SWOT, GOALS and Buyer
Personas.

TACTICAL PLAN
Develop a tactical implementation plan to
guide who does what, when and how, as
well as tools processes, budgets and best
practices.

MEASURE/OPTIMIZE
Measure how marketing is performing against KPI's
and benchmarks. Then, optimize to improve results
and performance.

MARK
ET
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G STRATEGY
CIRCLE







Business goals – sales growth, market share, 
# of deals, deal size, geographical reach, 
employee growth, assets obtained, etc
Marketing goals – leads, prospects engaged, 
media coverage, new channels, sales conversion





#1
Specific: Obtain 2,000 new email newsletter sign-ups.
Measurable: Track the number of new sign-ups via the email marketing platform.
Achievable: Offer incentives for signing up to the newsletter, such as discounts or early 
access to new collections.
Relevant: Email marketing is a proven method to acquire new customers.
Time-bound: Reach this goal within the next 5 months.

#2
Specific: Expand customer base by 15% through targeted social media advertising.
Measurable: Monitor ad analytics to measure the increase in new customers.
Achievable: Create engaging, targeted ads for various social media platforms.
Relevant: Social media advertising is effective for reaching potential new customers.
Time-bound: Achieve this within the next 3 months.

SMART GOAL EXAMPLES FOR E-COMMERCE WEBSITE





Who is Your Customer?





Are You “Fishing In The Ocean?”



Or “Fishing In A Pond?”



Brand Archetypes vs Buyer Personas

A Buyer Persona is a semi-fictional representation of your ideal 
customer based on market research and real data about your 
existing customers. Buyer Personas have a human face, with a name 
and biographical information to show the user as a real person. 

Brand archetypes are human character traits that most accurately 
reflect a brand. There are twelve brand archetypes: The Outlaw, 
Creator, Magician, Hero, Lover, Jester, Everyman, Caregiver, 
Ruler, Sage, and Explorer.



Brand Archetypes
What are Brand Archetypes?

1. Imagine archetypes as distinct personalities, like characters in a story. There are 12 common archetypes, each 
representing a set of values, attitudes, and behaviors. Each archetype appeals to a different aspect of human 
experience.

1.Why Use Them?
1. Using an archetype helps a brand connect emotionally with its audience. For example, a brand that adopts the 

'Caregiver' archetype might focus on nurturing and protection, appealing to consumers who value support and 
compassion.

2.How Businesses Use Them:
1. Identification: A business first identifies which archetype aligns closely with its values, mission, and the interests 

of its target audience.
2. Consistency: The chosen archetype guides the tone of voice, visual style, and overall communication strategy. This 

consistency helps in building a strong, recognizable brand.
3. Differentiation: By embodying a particular archetype, a brand can differentiate itself from competitors. For 

instance, a 'Rebel' brand can stand out in a conservative market.
4. Emotional Connection: Brands use their archetype to tell stories and create messages that resonate emotionally 

with their audience, fostering loyalty and engagement.
3.Example in Action:

1. A company like Nike, embodying the 'Hero' archetype, inspires and motivates through its messaging, appealing to 
individuals who value triumph and perseverance. Or Harley-Davidson embodies the ’Outlaw’ archetype appealing 
the rebellious freedom lovers.



1.The Outlaw Archetype
2.The Creator Archetype
3.The Magician Archetype
4.The Hero Archetype
5.The Lover Archetype
6.The Jester Archetype
7.The Everyman Archetype
8.The Caregiver Archetype
9.The Ruler Archetype
10.The Innocent Archetype
11.The Sage Archetype
12.The Explorer Archetype

BRAND ARCHETYPES
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The Outlaw Archetype

The Outlaw is the harbinger of change. They are your rebels with a cause.
That cause is to challenge the status quo.
Outlaws disdain rules, conformity, and a disregard for authority or anything 
that threatens their (or anyone else’s) freedom to choose.
While Outlaws are good at their core, they are motivated mainly by anger 
and might resort to more disruptive or destructive ways of achieving their 
goals.
•Desire: Liberation
•Branding style: Criticize or denounce the status quo; disrupt and 
shock
•Ideal industries: Body art, automobile, alternative clothing
•Examples of Brands with the Outlaw Archetype: Virgin, Harley-
Davidson, DocMartens, MTV

How to apply the Outlaw brand strategy

To appeal to customers with Outlaw archetypes, brands must first prove 
that they see the world as the Outlaw does: authority, conformity, and 
the mainstream are common enemies.
Outlaw brands must challenge societal norms and everyday habits in 
their marketing campaigns to connect with like-minded customers.
Avoid formality in the language and tone when communicating with 
them. Grit, attitude, and a devil-may-care approach to your marketing 
strategy – and in your visual designs like your company logo – will 
resonate best with this audience.

https://www.crowdspring.com/logo-design/


The Creator Archetype

The Creator is the champion of imagination and self-expression. They 
are driven by their need to build exceptional and enduring creations.
This archetype values design and aesthetics.
They must express themselves with their talent and strive to bring their 
vision to life through that expression. Creators believe that if you 
imagine it, you can create it.
•Desire: Innovation, self-expression
•Branding style: Unlocking one’s imagination, the pursuit of 
originality
•Ideal industries: Arts and design, information technology, 
marketing
•Examples of brands with the Creative Archetype: Adobe, 
LEGO, Pinterest

How to apply the Creator brand strategy

The Creator type of audience is not a big fan of traditional advertising, 
mediocre products, and existing features.
These people are willing to pay a premium for products that inspire creativity 
and help them express themselves best.
To appeal to a creator, you must celebrate the creative process and inspire 
self-expression.
Brand messaging should stir the desire for the creative process and inspire 
customers to express their nature to the best of their ability.
Brands must constantly experiment with new solutions, products, and 
designs and focus on delivering extraordinary experiences.
Creator brands tend to have loyal followers because they often inspire their 
customers to be better creatives.

https://www.crowdspring.com/blog/brand-pillars/
https://www.crowdspring.com/product-design/
https://www.crowdspring.com/product-design/
https://www.crowdspring.com/blog/brand-experience/


The Magician Archetype

The Magician is charismatic, clever, and dynamic.
The Magician is driven to make dreams come true through mystical 
ways. They can take people on a journey of transformation through the 
experience of a magical moment.
They are deep thinkers and are regarded as trusted advisors.
•Desire: Power
•Branding style: Wonder and mysticism; transformation
•Ideal industries: Beauty, entertainment, relaxation, health, 
and wellness
•Examples of Brands with the Magician 
archetype: Walt Disney, Polaroid, MAC Cosmetics, Dyson

How to apply the Magician brand strategy

The Magician archetype doesn’t settle on a singular buyer persona. 
However, it appeals to other personas because of its ability to transform.
Brands that provide a product or service that takes their customers on a 
transformational journey (worn out to new; lost to found) could 
reasonably consider the Magician archetype as the personality to 
connect with their audience.
For example, resorts, theme parks, or spa retreats can use this archetype 
to attract customers seeking an escape from stress or the mundane by 
promising a magical, transformative time.



How to apply the Hero brand strategy

A Hero brand’s most important asset is inspiring messaging and content 
that taps into their customers’ ambitions and helps them take action.
Hero brands benefit significantly from using high-achievers that 
customers can relate to as the face of their brand.
This is what sports brands like Nike and Adidas do when they use 
athletes such as LeBron James and David Beckham in their advertising 
campaigns.

The Hero Archetype

The Hero is society’s savior and redeemer. Characterized by courage, self-sacrifice, 
and achievement, the Hero seeks personal transformation in their quest to 
triumph over adversity.
The Hero’s primary motivation is to prove their worth through courage and 
determination.
They work hard to have the required skills and take pride that their work rate 
setting them apart from the rest.
They must meet challenges head-on and carry out defeats or failures until 
corrected.
The Hero wants to save the day to prove their worth to themselves so the world 
knows of their ability.
•Desire: Mastery
•Branding style: Be stronger and better
•Ideal industries: Sports apparel, sports equipment, trade services
•Examples of Brands with the Hero archetype: Nike, Under Armour, 
Gatorade, FedEx



The Lover Archetype
The Lover has an affection for the beautiful and a penchant 
for blissful experiences, both sensual and nurturing.
The Lover desires to be desired. They are motivated to 
become more physically and emotionally appealing to 
increase their capacity to attract others.
•Desire: Intimacy
•Branding style: Affirmation of beauty or value; VIP 
treatment
•Ideal industries: Fragrance, cosmetics, wine, 
luxury food, and travel
•Examples of Brands with the Lover 
archetype: Chanel, Hallmark Godiva, Tiffany, and Co.

How to apply the Lover brand strategy
Meaningful, intimate relationships—whether between partners, family 
members, or friends—is central to the Lover archetype.
Brands wishing to appeal to a Lover type of audience segment should 
create messaging that makes customers feel loved by not only the others 
around them but also by themselves.
To appeal to a Lover, you must make them feel attractive or stir their 
passionate desires for connection and intimacy. You can see this, among 
other places, in the website design of the brands that reflect this 
archetype.
Because of their attraction to sensory pleasure, communication and 
messaging should use sensual (not sexual) language and tone. Brands 
can leverage their audience’s desire for sensual pleasure through sight, 
sound, smell, or touch.

https://www.crowdspring.com/website-design/


The Jester Archetype

The Jester is all about having fun and living in the moment. They not 
only love having fun themselves, they see it as their duty to be a ray 
of sunshine in everyone’s life around them.
The Jester can sometimes be a trickster who mocks convention 
using wit and humor. Most of the time, the humor can be self-
effacing and satiric.
•Desire: Enjoyment, fun
•Branding style: Humor, promoting the “good times”
•Ideal industries: Kids’ entertainment, beer brands, 
confectionery
•Examples of Brands with the Jester 
archetype: Nickelodeon, Dollar Shave Club, M&Ms, Geico

How to apply the Jester brand strategy

Like Magicians, Jesters are rarely a buyer persona but can be a perfect 
archetype for brands in entertaining or wanting to associate themselves 
with good times.
Regardless of archetype and personality, everyone likes to laugh. 
Provided the context and the timing is correct, the Jester personality can 
be a unique and loving point of differentiation.
As the Jester Archetype, your brand should highlight life’s light-hearted 
and positive side with a playful and entertaining spirit. Brands that can 
connect with their audience through happiness and laughter can become 
much-loved brands.



The Everyman Archetype

The Everyman, above all, wants to belong.
They tend to blend into society as ‘everybody” and don’t like to stand 
out in the crowd. They’re friendly and easy to talk to without being 
overly funny, rude, or excessively loud.
They lend their trust easily though they fear being rejected.
They are relatively positive and strive to fit into the group.
•Desire: Belonging
•Branding style: Create an inclusive and welcoming 
community, align with core values
•Ideal industries: Home/family life, comfort foods, daily 
apparel
•Examples of Brands with the Everyman archetype: Target, 
Gap, eBay, Walmart, Ikea

How to apply the Everyman brand strategy

To appeal to an Everyman, you must make them feel a sense of belonging. 
Brands that revolve around everyday activities might use this archetype to 
message that it’s ok to be normal.
Home or family life brands fit this archetype perfectly, while 
elitist positioning or “we’re better” messaging would be a turn-off.
Everyman brands must be friendly and down-to-earth to appeal to the 
typical person. Their target audience fears rejection or being singled out 
from the rest.
For these brands, adopting a cost leadership strategy can be highly 
rewarding. While it can be hard to differentiate an Everyman brand from 
the competition, it’s not a big deal if you continuously produce high-quality, 
affordable products that customers find value in.

https://www.crowdspring.com/blog/brand-positioning/


The Caregiver Archetype

The Caregiver is a selfless personality driven by the desire to protect and 
care for others, especially those in need.
They are often maternity figures and take those who need care under their 
wing until they are stronger to take care of themselves.
Caregivers are not just reactive; they are also preventative and tend to be 
in and around an event of harm, before or after.

•Desire: Service
•Branding style: Others before self; for the greater good
•Ideal industries: Healthcare, education, hospitals, non-profits
•Examples of Brands with the Caregiver archetype: World 
Wildlife Foundation, Unicef, Pampers

How to apply the Caregiver brand strategy

The Caregiver archetype perfectly fits brands that help those in need. The 
people such brands help are often vulnerable and sensitive and require a soft 
touch. A warm, thoughtful, generous, and motherly approach offers a feeling 
of safety that will appeal to their needs.
Caregiver brands always put their customers first, and this needs to be 
reflected in everything — from their products and packaging to 
advertisements and overall brand voice.
The Caregiver’s target audience relies on them for compassion and support. 
This is why they will likely respond to marketing campaigns 
incorporating emotional elements or showing empathy toward their lifestyle.

https://www.crowdspring.com/marketing-psychology/emotional-marketing/


The Ruler Archetype

The Ruler desires control above all else and is a dominant personality.
They are authoritative in their communication and actions and possess a 
sense of intimidation.
Their goal is for prosperity and success, trickling down to those loyal to his 
rule.
They are confident, responsible, and in control of their lives and expect the 
same from others.
Rulers see themselves at the top of the food chain and aggressively defend 
that position.

•Desire: Freedom, liberation
•Branding style: Demonstrate dominance and leadership
•Ideal industries: Finance, luxury/high-end products and services, 
hotels, formal wear
•Examples of Brands with the Ruler archetype: Rolex, Rolls-
Royce, Mercedes Benz, American Express

How to apply the Ruler brand strategy

To appeal to a Ruler, you must reaffirm their sense of power, control, 
and respect. Rulers want to feel a sense of superiority and be part of 
an exclusive club.
Appealing to the masses will not get the Ruler’s attention and would 
likely turn them off. Ruler brands must reaffirm to their customers that 
they are at the top of the ladder of success and are part of an exclusive 
club.



The Innocent Archetype
The innocent is an upbeat personality with an optimistic outlook on 
life.
They crave safety but ultimately want themselves and everyone else to 
be happy.
They are honest and pure and have no ill will towards anybody. They 
don’t hold grudges and believe everyone has the divine right to be who 
they are.
They see beauty in everyone and have a knack for seeing inner beauty 
that others don’t.
•Desire: Safety
•Branding style: Positivity, feel-good messaging, promote 
wholesome values
•Ideal industries: Skincare/beauty, natural/organic products
•Examples of Brands with the Innocent archetype: Ivory, 
Dove, Whole Foods, Biossance

How to apply the Innocent brand strategy
To appeal to an innocent, you must earn their trust with 
straightforward, honest, and, most importantly, positive 
communication. Negative or guilt-based communication is a complete 
turnoff.
They need to associate your brand with safety and will feel a 
connection when their inner beauty is recognized.
Innocent brands embrace an all-natural approach in their messaging — 
no pretension.
Innocent archetype customers value simple solutions, so avoid 
confusing jargon or discussing complicated ingredients and features.
Honesty and transparency are essential to Innocent customers. Brands 
targeting this type of audience should let these values influence their 
vision, mission, products, services, and messaging.



The Sage Archetype

The Sage is a seeker of truth, knowledge, and wisdom. Their drive 
comes from the desire to understand the world and to share that 
understanding with others.
They are lifelong learners and enjoy expressing their knowledge 
through philosophical conversations. They are more likely to pass on 
their wisdom to someone who can use it to change the world rather 
than change it themselves.

•Desire: Freedom, liberation
•Branding style: Celebrate life-long learning,
•Ideal industries: Media/news networks, universities, 
research foundations
•Examples of Brands with the Sage archetype: Harvard, 
The Mayo Clinic, The Smithsonian

How to apply the Sage brand strategy

To appeal to a sage, you must pay homage to their intelligence as you 
communicate.
Higher-level vocabulary with layered or philosophical meaning will be 
acknowledged and appreciated, while oversimplified or dumbed-down 
messages will not.
They expect factual and well-researched information, which should be 
watertight to avoid challenges.



The Explorer Archetype

The explorer has a palpable inner drive to push themselves outside 
their comfort and conformity of everyday life into the rugged 
environment.
They are brave, adventurous, and love a challenge. The challenges 
are more about understanding themselves than proving 
themselves to others.

Explorers are on an endless journey of discovery.
•Desire: Freedom
•Branding style: Celebrating exploration and adventure
•Ideal industries: Automobiles (SUV), adventure travel, 
outdoor apparel, and equipment
•Examples of Brands with the Explorer 
archetype: NatGeo, Patagonia, Jeep, Subaru, NASA

How to apply the Explorer brand strategy

To appeal to an explorer, you need to challenge them.
Challenging modern life’s confines will allow you to resonate with 
them quickly.
You should promote the outdoors and the unknown as the land of 
the free and challenge them to explore it, with your brand, of 
course.
Modern society is the common enemy in which many explorers live. 
A stand against society can go a long way to resonating with the 
explorer and evoking their desires.



Same Product- Different Archetypes

Brand Archetype: The Jester
•Key Characteristics: Fun, humorous, light-hearted.
•Message: Geico uses humor and light-heartedness to engage customers, making the insurance 
process seem less daunting and more approachable. Their slogan, "15 minutes could save you 
15% or more on car insurance," is straightforward and memorable.
•Marketing Focus: Geico’s marketing is known for its humorous commercials and memorable 
mascots like the Geico Gecko and the Caveman. They aim to entertain while delivering a simple 
message about savings and convenience.

Brand Archetype: The Everyman
•Key Characteristics: Down-to-earth, relatable, approachable.
•Message: Progressive aims to be the relatable and approachable option in the 
insurance market. Their character "Flo" embodies this archetype, presenting the 
brand as friendly and helpful.
•Marketing Focus: Progressive’s marketing often focuses on making insurance 
straightforward and accessible. They highlight comparison tools, bundling options, 
and other customer-centric features, reinforcing their image as the insurance 
company for the average person.



Same Product- Different Archetypes
Brand Archetype: The Caregiver
•Key Characteristics: Compassionate, protective, nurturing.
•Message: Allstate positions itself as a protector, offering security and peace of 
mind to its customers. Their slogan, "You're in good hands," emphasizes their 
commitment to caring for their clients in times of need.
•Marketing Focus: Allstate’s marketing often highlights scenarios where they 
help their customers recover from accidents or disasters, reinforcing their role as 
a dependable and caring presence.

Secondary Brand Archetype: The Jester
•Key Characteristics: Humorous, mischievous, unpredictable.
•Message: The Mayhem character humorously demonstrates the various 
unpredictable and chaotic events that can occur in everyday life, emphasizing 
the importance of having insurance coverage to protect against such incidents.
•Marketing Focus: Mayhem brings an element of entertainment and 
relatability to Allstate's marketing, showing how unexpected and sometimes 
amusing situations can lead to serious consequences. This approach makes the 
concept of insurance more engaging and memorable for consumers.



Same Product- Different Archetypes

Brand Archetype: The Everyman
•Key Characteristics: Relatable, approachable, dependable.
•Message: State Farm positions itself as the friendly, reliable 
insurance provider that's always there for you, much like a helpful 
neighbor. Their slogan, "Like a good neighbor, State Farm is there," 
emphasizes their commitment to being accessible and supportive.
•Marketing Focus: Jake’s character makes the brand more 
engaging and memorable. He adds a personable and friendly face 
to the company, making it easier for consumers to connect with 
the brand on a personal level.

Brand Archetype: The Sage
•Key Characteristics: Wise, knowledgeable, trustworthy.
•Message: Farmers emphasizes expertise and experience in the 
insurance industry. Their slogan, "We know a thing or two because 
we’ve seen a thing or two," underscores their deep understanding and 
wisdom in handling various insurance situations.
•Marketing Focus: Farmers' marketing campaigns often focus on their 
knowledge and ability to handle unusual or complex claims, presenting 
themselves as the experts who can manage any situation.



Buyer Personas





Why are creating Buyer Personas Important for Business?

1.Enhanced Customer Understanding: Buyer personas allow businesses to understand 
customer needs, motivations, and behaviors more deeply.
2.Tailored Marketing Strategies: Businesses can tailor marketing strategies to specific 
personas, improving effectiveness and ROI.
3.Improved Product Development: Understanding your personas helps guide product 
development to create offerings that solve their unique challenges.
4.Increased Sales Efficiency: Sales teams can communicate more effectively when 
they understand who their buyers are.
5.Customer Satisfaction and Retention: By meeting the specific needs and wants of 
your customer personas, satisfaction and retention rates improve.



How to Find Data to Create a Buyer Persona
Taking data from existing customers
• Carry out customer interviews or surveys (incent them)
• Get insights from the sales team
• Gather insights from business/digital data
• Gathering buyer persona data from market research
• Explore the audiences of the biggest industry players
• Social Media-Facebook insights give some demographic info. Interests 

etc
• Ask the robots! Ask ChatGPT (PAID VERSION ONLY) to evaluate your 

website and see what it comes up with:
Based solely on the content on the website https://www.goldenstatemarketing.net, who is the 
ideal client for this business based on what you read on the website?
-Follow up with “Now build me five buyer personas based on the above info
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WINE BUYER PERSONAS

B2C







Buyer’s Journey







Restaurant Example

• COVID!!





Identify Your Competitors

•Direct competitors: These are the businesses that offer similar products and services and target the same 
customers in the geographic area that your business serves.

•Secondary/indirect competitors: These are the businesses that offer different products and services and 
target a different clientele, but are in your same general category (e.g., a winery and a brewery are secondary 
competitors because they both sell alcohol).

•Substitute competitors: These are businesses that offer different products and services but target the same 
customers in your geographic area.

“For an in-person business like a nail salon, home nail kits are an example of substitute competition,” Kazim 
explains. “During the pandemic, people got used to doing their nails at home. That likely encroached on a lot 
of salons’ business.”





UNIQUE SELLING PROPOSITION
A good USP streamlines your strategy by allowing you to communicate how 
you want your market to perceive your product and brand, and focus on its 
particular benefits.









“They’ll fight over it when you’re dead.”

“all natural,” “whole grain,” and “small batches''



“world's strongest coffee.”



“Fake tattoos by real artists.”

"Empowering the world to design"



• Avis: "We're number two. We try harder."
• FedEx Corporation: "When it absolutely, positively has to be there 
overnight."
• Domino's Pizza: "Fresh hot pizza, delivered in 30 minutes or less or 
it's free."
• Target: "Expect More. Pay Less.”
• Canva: "Empowering the world to design”
• Shopify: "The platform commerce is built on.”
• M&M: "Melts in your mouth, not in your hand.”
• HelloFresh: “America’s Most Popular Meal Kit”
• Postmates: “Anything, anytime, anywhere.”
• Starbucks:Expect more than coffee.

UNIQUE SELLING PROPOSITION EXAMPLES



Your Distinctives Compared with Other Providers
1. How are you different from your closest competition?
2. What additional services do you provide that others don’t?
3. What services are better than your competition?
4. What services are more effective than your competition?
5. How do you offer a competitive price/value for your 
services?
6. How do you excel in quality?

Your Niche
7. What physical needs do you meet?
8. What emotional and spiritual needs do you meet?
9. How do you meet those needs in a special way?
10. What specific/timely event(s) do you address?

Your Demographic Distinctives
11. What product or service do you offer to a certain 
geographical radius?
12. What particular age group, gender ,or income level do 
you serve?
13. What secondary demographic group do you serve?

Your Service Distinctives
14. In what ways are you known for their personal, 
courteous, go-the-extra mile service?
15. What kinds of contact methods do you offer (website, 
24/7 hotline, toll-free number, e-mail, social media)?
16. What advice and technical support do you offer?
17. What confidentiality services do you offer?
18. How fast can you deliver information or answer an 
inquiry?
19. What range of services do you offer?
20. In what other ways do you excel in customer service?

Your Offers and Deals
21. What special incentives do you offer?
22. What unique, special premiums or information 
products do you offer?
23. What different seasonal specials do you offer?
24. What value-added incentives do you offer? (free 
information, newsletters, complimentary services)

Your USP Checklist



Your Personal Distinctives
25. How do your special skills make you more attractive?
26. How do your unique training, experience, or story enhance your services?
27. How does your passion or excitement impact your product and services?
Your Track Record
28. How long have you successfully been in operation?
29. If you are new, how do you explain your success in such a short time?
30. What are your outcome statistics?
31. What are your client satisfaction statistics?
32. What do others say about your organization?
33. What endorsements can you share?
Your Vision
34. Is your product/service visionary in any way?
35. What trend are you leading?
36. How are your services unique or singular – or only duplicated in a cursory way 
elsewhere?
37. What drives your philosophy to repeatedly develop new approaches and services 
and stay on the cutting edge?
38. Why is your mission a calling?











Brand Visuals









Hair & Skin Specialist

Selling Professional... 

and Playful...



East Wellbeing & Tea

Selling Calm..



Real Estate Broker

Not just selling a home...
selling a lifestyle...



















What Do These Brands Convey To The World?



GET TO THE HAND RAISE!GET TO THE HAND RAISE!





Goals

Sales

TACTICS
How will your strategy be implemented?
Can YOU do it all? Do you need a team? Do you hire outside agency?
What tools will you need?







Marketing Expenses

�Advertising
�Sales promotion (print, direct mail, electronic), PR
�Marketing administration/staffing
�Indirect costs (training, subscriptions)



CRM

Social Media

E-Mail Marketing

SEO

Graphic Design

Calendar/Scheduling

Sales

Tools Client Organization- 
SalesForce, HubSpot, ZoHo, etc

Create e-mail campaigns-
MailChimp, ConstantContact,

SendGrid, etc

Publishing Tools-
Later.com, SproutSocial, etc.

Scheduling Tools-
Calendly, Acuity, etc

Productivity/Tasks

Canva, Photoshop, Ilustrator, etc

Moz, SEMRush, Yeost, SpyFu,
etc

Lead Funnels, LinkedIn Sales
Navigator, SalesForce, etc

Content Calendar, ToDo

ChatGPT

ChatGPT
ChatGPT

ChatGPT

ChatGPT

Metricool.com







Key Metrics

Content marketing: downloads/views, # of prospects, # of 
opportunities, # of deals
Website: conversion rates, leads generated, content
influence, visitors, sales
SEM/PPC: # of leads, cost/lead, cost/click, sale
Social media: leads, followers growth, engagement rate, 
referrals
Email marketing: # of subscribers, open rate, click- through 
rate, # of clicks, conversion rates





If you don’t look at your 
accounting books, how 
do you know what 
you’ve spent, if you are 
spending in the right 
places or if you are 
losing money?

If you don’t look at your 
analytics, how do you 
know if you’re wasting 
time and/or money?



THERE ARE MANY HOODS TO LOOK UNDER!



Do You Know Who Your Customers Are?

Do You Know How To Tell Them How YOU Can Help Them?
Do You Know Where To Find Them?



Tap Into My Expertise!
Scan or go to callwithpatty.com

Join The Marketing
Lab LinkedIn Group

Schedule a Strategy Session Today!


