Ten steps to creating

high impact marketing
on a

small budget

How to create high impact marketing on a

small budget

1.

Be brave. Back yourself.

2.

Lead with passion.

3.

Commit to consistency.

4.

Define your brand.

5.

Know your customer.

6.

Develop your strategy.

7.

Plan your marketing ecosystem.

8.

Be remarkable.

9.

Leverage existing communities.

10.

Measure and optimise.
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Be brave.

Back yourself

If you really want to create high impact marketing that gets the right message, to the
right customer, at the right time, then it is imperative that you are willing to be brave
and back yourself. There are two reasons for this:
1.Marketing is an investment.
It's important not to get the term 'small budget marketing' confused with the word
free. The best marketing happens as a result of planning and consideration. Even if it
does not involve a huge financial commitment, it still takes time to plan, implement,
measure and optimise.
2. You'll need to make some big decisions
If you only have limited funds, then it's important to have a laser focus on exactly
what you want to achieve and then prioritise the best marketing actions that will help
you achieve that. For example; you may love hanging out on Instagram, but if your
customers don't, then it doesn't make sense to devote precious time and resources
to this platform.
One of the biggest decisions that a lot of small business owners struggle to come to
terms with is exactly who to target with their marketing. And more importantly, the
decision of who NOT to target with their marketing.
Everyone is not your target audience. And if you try and appeal to every possible
person that could technically purchase from you, you'll end up appealing to no-one.
Do your research, understand where the opportunity lies with a group of customers
that are perfect for your business. And then show up for this group with content that
they can relate to and resonate with.
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Lead with

passion

Passion is infectious. It can inject an energy like no other into your marketing. If you
are passionate about your business, then show it! Let your passion come through in
your words, your videos and your images.
People love it when they can see how passionate that the people behind a business
are about their business. Don’t be afraid to show this.
Leading with passion also means leaning right into this whole marketing thing. The
businesses that I have worked with that have achieved the best marketing results are
the businesses who just go all in on their marketing.
If the business leader can demonstrate a commitment to their marketing, they then
in turn encourage and excite their whole team to get behind it.
Your marketing will not reach it’s potential if there is just one champion of this in your
business. It's so important for all of your team to be on the same page with your
marketing. For marketing to work best, all of your team need to believe in and be
informed about your marketing activity
After all, it's likely that it will be your team that will need to back up the promises that
your marketing is out there making.

3

Commit to

consistency

Marketing works best when you can show up with a consistent and persistent
presence to your target audience. Marketing DOESN'T work best when you only work
on it when you ‘have the time’, or when sales are slow.
It takes time to take your target audience on the journey from becoming aware of
your business, to getting to like and consider your business to then finally being
convinced to buying from your business.
So what does consistency look like? Well, that’s going to differ depending on what
you sell and who your target audience is. However, there are multiple research
reports that tell us that it can take a person having any where between 6 and 30
touch points with your brand or your business, before they are ready to buy from
you.
Also, when you are out of sight, you will be out of mind.
When your marketing only turns up for two months of the year and then you drop
out of sight for the remaining 10 months of the year – the two months of marketing
ends up largely being a complete waste of time and money. You will be forgotten
about the day that you fail to show up. Your target audience have way too much
information flowing through their feeds to remember businesses that are not front
of mind and ever present.
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Define your

brand

Your brand is more than a logo and the colours that you use in your marketing
collateral. Your brand is the place that you hold in a persons mind. The perception
that someone has about your brand is made up from all of the experiences that they
have with you and then how they compare these experiences to the other choices
that are available to them, including your direct competition.
These experiences will include sighting your logo and your marketing material. It will
include the customer service they receive from your team. It includes the feeling they
get when they cross the threshold of your business. It may also include the
frustration they feel when your website doesn’t load.
So what do you want your customers to think about you? How would you like to be
positioned to them?
Here are three important considerations when it comes to defining your brand:
1.What makes you different?
Why should prospective customers buy from you as opposed to your competitors?
2. Are your marketing and business touch points consistent?
Does your logo and design across all of your touch points look the same? Does your
external signage talk to your website? Does your Facebook content look consistent
to your LinkedIn content?
3. Are you delivering on your brand promise?
If your brand and marketing are setting an expectation of what someone might
expect to experience from your business, are you delivering on this promise?
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Know your

customer

Everyone is NOT your target audience.
Your business sells a product or service that is best suited to a certain group of
people. It may be more suited to people who are at a certain stage of life, or people
who are based in a certain location. It could be most relevant to a particular person
within a business or it could be relevant to people from a broad range of
demographics, but who all share a particular mindset.
When we have to be nimble with our marketing spend, it pays to ensure that you are
getting the right message in front of the right people. When your marketing gets in
front of the wrong type of people, you end up wasting your money communicating
with people who are not interested in what you have to sell.
If you don't have a solid understanding of who you are best suited to, you also risk
attracting non-profitable customers to buy from you. These customers are draining
on the business and your resources.
The best way to profile the right type of customer is to think about an awesome
existing customer. Who are you currently selling to that represents the perfect
customer? When you have this person in mind, write down everything you know
about them. How old are they? Where do they live? What are their frustrations? What
are their aspirations? Who influences them? What media do they consume? Why do
they buy from you?
If you don't know the answers to these questions, pick up the phone and ask this
customer or send out a customer survey to find out the answers. You may be
surprised with what you learn.
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Develop your

strategy

When you don’t have much money to spend on marketing tactics – you need to have
a laser focus on what marketing activity that you invest in, which channels you invest
with and exactly which people you choose to invest in communicating to.
Your marketing strategy does not need to be complicated. But it does have to be
considered.
A solid strategy provides clarity for creative. It outlines the problem of which you can
then create your solution.
The key points to cover in your marketing strategy are:
1.Goals & Objectives
In order for your marketing to provide a return on investment, you need to define
what your business priority is and then wrap your marketing goals and objectives
around how they will help you achieve this.
2. Target Audience
With a small budget, you certainly can’t afford to make the mistake of trying to
appeal to everyone. Small budgets require you to be very picky with which customer
you choose to serve. We can’t afford to talk to people who are never going to be
interested or who we risk being indifferent to our brand.
3. The Market
What other choices does your customer have when it comes to solving the problem
that you solve? What opportunity exists for your business? What threats could your
business face?
4. Your Unique Selling Point
Why should your customers buy your product over your competitors? Why should
they part with their hard-earned money to buy from you? What value will they get in
return?
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Plan your

marketing eco system

The marketing ecosystem is a vital tool that we use to help plot out the marketing
activity that is needed to achieve your specific marketing objectives. It considers the
key objectives and measurements for each marketing activity at the different stages
of the marketing journey. The marketing journey of a potential client starts at the top
of the funnel and ideally ends at the bottom.
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Be

remarkable

Word of mouth marketing is one of the most powerful forms of free marketing that
you can get!
For this to happen a lot, your business and what you sell, and even your marketing,
must be remarkable.
Not satisfactory.
Remarkable.
Because when something is worth remarking about, it will inspire your customers to
talk about you. This might be your incredible customer service, or something
unexpected that you do to surprise and delight your customer.
In order for your marketing to be remarkable, it must be:
> Creative, clever and innovative
> Relevant to your target audience and;
> Consistent in its delivery
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Leverage existing

communities

When it comes to spreading the word about your business, so many businesses miss
one of the most valuable resources that they have right at their fingertips. Their
team! Their existing customers. Even other stakeholders such as suppliers and
partners.
These people stand to be some of your most powerful brand ambassadors if you can
inspire them to be so.
One of the best ways to excite your team about spreading your message is to make
them feel part of your marketing efforts. You can do this by featuring them in your
social media marketing, introducing them to your customers via email or including
them within your website pages.
Ask your team to engage with your content on social media, or even better to share
your content with their networks
Another way to help them feel engaged with your marketing efforts is to
communicate regularly with them about what you are doing on the marketing front.
Perhaps you could involve them in some of the marketing decision making? Sharing
the great results that your marketing is generating with your team is always
energising as well!
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Measure &

optimise

One of the most important things to understand about marketing for your small
business is that it’s an investment.
Not a cost.
Ill-considered marketing that is not lead by a sound strategy may be a cost.
However, well-directed and carefully executed marketing, is an investment into the
growth and sustainability of your business and your brand.
When our marketing is driven by business objectives and marketing goals set out in a
simple marketing strategy then we can very easily place a measurement framework
in place to ascertain if your marketing is achieving these outcomes.
Every small business is unique and will have different goals and objectives, however
there are some key measurement and metrics that you can measure to ensure that
your business is helping you achieve results. Please refer to the marketing eco
system diagram in point seven for some suggested measurements that align with
specific marketing objectives.
The most important thing to realise about your individual measurements is that you
are measuring the right outcomes. We don’t just want to take notice of the numbers
that tell us a good story. We want to measure the numbers that help us make better
decisions and ultimately achieve better outcomes.
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More helpful

Resources
The How to do Marketing Show is a nononsense marketing podcast for small
business owners.
It is perfect for curious, ambitious and
motivated small business owners who really
want to know more about how to best make
marketing work for their business.
Subscribe in your favourite podcast App.

How To Do Marketing - A Comprehensive Guide
For Small Businesses is a book that will help you
to effectively plan, implement and measure your
marketing.
This book has been written especially for small
businesses and it galvanises twenty years of
marketing training and experience into one
essential and easy-to-follow guide.
Reading this book will give you a deeper level of
understanding about how marketing can plug
into your business and help you drive big results
on a small budget.

