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Listen to Ben Franklin…



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.
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Business goals – sales growth, market share,
# of deals, deal size, geographical reach.
Marketing goals – leads, demos, prospects 
engaged, media coverage, new channels
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Without defining exactly what you're trying to improve, 
it's difficult to outline the steps you need to take to make 
progress. A specific goal is one that you could share with 
your team in 10 seconds that would clearly explain what 
you're trying to improve.

Not Specific: 
I want to generate more leads.

Specific:
I want to generate a greater number of 
qualified leads from our blog for our sales 
team.



It's crucial that your goal is trackable and numeric. Many 
businesses simply say that they want to grow their social 
media following, for example, but they don't specify by how 
much they'd like to grow it. As soon as you attach a number to 
your goal, you'll be able to track exactly how far you've come 
since you set the goal and how far you have left until you 
reach it.

Measurable: I want to grow the number of leads 
generated per month from our blog by 20%.



While aiming to break records can be beneficial , it's important to 
keep these goals realistic. If your company has historically gained 10 
social media followers per month, aiming to grow your social 
following by 1,000 followers next month would be drastic. Don’t get 
so discouraged by a huge goal that you lose motivation. Instead, set 
yourself up to succeed by creating goals that are realistic. 

Attainable Goal:
Since we generate around 100 leads per month from our blog right 
now, I want to grow the number of leads generated per month 
from our blog to 120 per month.



Ask yourself why you're setting the goal that you are. How is it going to 
contribute to the company's bottom line? Ultimately, the marketing 
goal you set should be tied back to business impact. If it's not, consider 
how you can change or adjust your initial goal.

I want to grow the number of leads generated per month from our 
blog to 120 per month because our sales team finds that blog leads 
convert to customers at 3X the rate of leads from PPC advertising.



I want to grow the number of leads generated per month 
from our blog to 120 per month because we find that blog 
leads convert to customers at 3X the rate of leads from PPC 
advertising. 

The final aspect of the SMART framework is one of the most important: 
setting a timeline for meeting your goal. Without a timeline, you won't 
be able to determine whether the smaller changes you're making are 
keeping you on track toward achieving your ultimate goal. Setting a 
timeline is also key for internal alignment. When you're generating 
significantly more leads, for example, you'll need to make sure your 
sales team has the bandwidth to reach out to all of them.





Who is Your Customer?





Are You “Fishing In The Ocean?”



Or “Fishing In A Pond?”



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.









WINE BUYER PERSONAS









Restaurant Example

• COVID!!





DO IT YOURSELF!



UNIQUE SELLING PROPOSITION









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?

















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?



word stories
(A mini-company description)



Run your business anywhere.



It’s how people meet.



What’s Your 4 Word Story?
Exercise:

What’s Your 10 Word Story?
What’s Your 25 Word Story?



CALENDAR
Add all holidays-traditional and non traditional (nationaldaycalendar.com)
Add all seasonal promotional opportunities (ie. Black Friday, tax season, etc)

Add any hashtag days that may apply (#winewednesday,#fitnessfriday)
Add all events onsite, offsite, virtual
Sync e-mail campaigns and social media posts on calendar 



Hashtag Days



Content ideas



National “Holidays”





Coordinate Social Media and E-Mail Campaigns



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
�Direct selling costs
�Advertising
�Sales promotion (print, direct mail,
electronic) PR

Marketing administration/staffing
Indirect costs (training, subscriptions)





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 need to create a marketing plan? Can you do it yourself or do you need
help?

• Imagine what it would mean for your business if a plan was in place?
• Are you budgeting for marketing or waiting to make money to have marketing 

budget?

NEXT STEPS



Go to callwithpatty.com and schedule 
your complimentary 30 minute Strategy 
Call. 

Do you want the 2022 calendar? 
Put your email address in chat (or send me 
email at patty@goldenstatemarketing.net to 
get on the calendar list!

Let’s Talk!


