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Introduction


Welcome to your new marketing handbook, a space for you to get the education, support and inspiration you need to grow online. I am VERY excited you’re reading this, not only because I love seeing businesses grow, but also because I absolutely love marketing. And I have done since the day I stepped into the world of business.


I first came across marketing when I was seventeen years old, fresh out of school and beginning my very first freelance role. Despite having no experience, I was hired by a charity to manage their social media (probably because I was young and young people like social media… right?) and was thrown in at the deep end. I was Googling what terms like ‘SEO’ meant under the table at meetings and constantly realizing I was the youngest in the room, but I was undeterred as I was driven by my growing obsession.


Some may have seen my work as just writing tweets or scheduling blogs, but I could sense the vehicle for change that I had at my fingertips. I had the power to tell stories, build real community, change lives and, ultimately, reach a business’s goals. It was a rollercoaster of learning underpinned by a growing curiosity for the new marketing world I was in.


Since then, that learning and obsession has only continued.


When I began building my own community and connecting with more businesses, I saw how overcomplicated marketing often felt to them. They were overwhelmed, scared, lacking time, unsure where to begin and struggling to achieve the results they desired and deserved.
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I totally got it. You started a business because you love your thing – the product you create; the service you provide; the mission you’re on. You didn’t start out to become a copywriter, social media manager and marketing strategist all wrapped up into one, but that’s the reality of growing a business in this modern age.


The growth of your business is significantly tied to your ability to market it. And this book is here to help you do just that.


Here’s what to expect:


• Proven and practical expertise


• Clear definitions (no jargon!)


• Quick tips


• Examples and case studies


• Insights from trusted experts


• Chapter summaries for easy reminders


• Action steps for every topic




No icky or fluffy tips in here, I promise!





You’re going to read the word ‘action’ a LOT throughout this book, but I’m not sorry about it. Because in helping more than 10,000 students and clients with their marketing, action is the only secret to success I’ve ever come across. So my intention isn’t for you to read this book, it’s for you to use it.


Whether you’re reading this book front to back for the full impact or picking out the chapters to spot-check your marketing, I hope you approach it with an open and action-oriented mindset.


I truly believe you are capable of being a great marketer.


Ready for me to show you how?
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Part I: Get clarity


Clarity


When we approach our strategy with a clear foundation of clarity we have increased confidence, can narrow our focus and feel certain that what we’re doing is the right fit for us.


Let’s nail the why, what, who and how of our marketing strategy.













1.
Why marketing?


Marketing is a word that gets thrown around so much that I often wonder if it’s lost its meaning. I’m a big believer in the power of bringing things back to basics so, before we proceed, let’s clarify what marketing actually is.


Alice Benham Dictionary
Marketing: Using the voice of your business to reach new people, connect them to your work and nurture a community through the buyers’ journey and towards the point of action.


To give some sub-definitions:


Voice of your business = any content or touch-points.
New people = your ideal client or customer or whoever is relevant to your mission.
Nurture a community = build their relationship with you and your offerings.
Towards the point of action = buy, book, email (whatever your end goal is).


When we strip away all the fluff and the fancy words, marketing is simply a conversation. A chat. The opportunity to connect.


Too often, I think we dehumanize marketing. We focus on analytics, and the fact that it’s often accessed through a screen can suck the life out of it. But that’s detrimental to marketing success. The more human we make it, the more we’ll create conversations that actually connect with people and the better it will feel on both sides.



Why utilize marketing?



I’m confident that whoever you are, wherever you’re at, you and/or your business could benefit from marketing in some way.


I could write this whole book about the benefits of intentional marketing, but to keep it brief, here are my top selling points for marketing:


1. Make more money by selling more.


2. Encourage repeat sales and generate a community that does the work for you.


3. Stand out from competitors.


4. Generate exposure with those who matter.


5. Get external opportunities – press, speaking, book deal (hint, hint…).


6. Build a network and connect with great people.


Throughout this book, you’ll see case studies with real-life examples of businesses and lives that have been transformed through the correct utilization of marketing. So trust me when I say that this list is just the tip of the iceberg.


Now to make it more specific: why do you want to use marketing?


‘Because I want to grow!’


Yeah, that answer isn’t quite what I’m looking for, I’m afraid. I want you to get specific on your marketing goals.


Why? Because action needs direction.


One of the biggest reasons I see people struggling to show up and succeed with their marketing is because they have no direction. Marketing is full of opportunities and possibilities – almost too full. So full that without clear direction you’ll struggle to navigate any of the following chapters. Marketing goals will help you to:


• Know which strategy is right for you.


• Ignore shiny-object syndrome and minimize comparisons.


• Measure results more effectively.


• Feel more motivated to show up.


Put simply, we need to know why before we look at what, how and where.


Having clear goals won’t only help you know what to do, but will also stop you from being overwhelmed or distracted by what not to do – which can happen easily with marketing when there are so many options out there.


Business strategist and founder of the Owusu Collective Josephine Owusu says: ‘Each piece of action you take should work towards your goals – anything that doesn’t align with this is a distraction and should be put on hold.’


The purpose of a marketing goal is to outline what we want our marketing to achieve, specific to our business or situation. A great goal outlines both result and action, so let me walk you through how to do this effectively:


1. Result: Clarify your business vision and wider goals. Marketing is a tool to help you achieve your definition of success, so first we need to know what that tool is being used for. Check in on your big picture: what do you want to achieve? It doesn’t need to be crystal clear; just jotting down a list of what feels important to you is enough. Grow your income? Increase conversion rates? Get more external opportunities? Be more visible? Introduce your new business? Pivot your offering? Secure your long-term growth? You may find it helpful to talk this through with a friend or use sticky notes and put a timer on to help yourself brainstorm. (Prompt to help with this: if you met the you of six months’ time and deemed their marketing a success, what would be true?)


Reminder: Give yourself permission to connect to your vision – other people’s definition of success isn’t relevant here.


2. Action: Consider what you need to do with your marketing to achieve that result. This book will help you understand in detail how to achieve that result, but I want you to clarify an initial plan for how you’ll make it happen. Do you want to be more consistent? Bring more personal content into the mix? Introduce platforms that aren’t social media?




TIP


Set goals that stretch, but don’t stress. I don’t want you setting a goal so big that it feels intimidating and out of reach. I want your goal to stretch you to put in the work you otherwise wouldn’t.









Summary / Action


Key learnings:


1. Marketing is simply a conversation where we use the buyer’s journey to nurture a relevant community towards a sale.


2. Action needs direction, so having clear marketing goals will help you to take the right action with more ease.


Action steps:


• Explore your long-term vision and clarify one to three key marketing goals that feel important to you.


• Put your goal(s) somewhere visible. Whether it’s as your laptop background or on your office wall, it’s important to keep your vision front and centre.










2.
What is a marketing strategy?


I remember the first day I was asked about marketing strategy. I was seventeen years old, sitting in a meeting room in central London. I was asked if I could create a marketing strategy and, despite being wildly out of my depth and unsure what that really meant, I said yes. The eight-letter S-word instantly instilled fear in me. A strategy sounded complex, fancy and beyond anything I would be capable of creating.


Unsure of what to do, I made the obvious first step: Google. I typed in the phrase ‘what is a strategy’ and, bracing myself for a definition that just added to my overwhelm and fear, I was shocked at what a simple concept it turned out to be.


Alice Benham Dictionary
Strategy: an action plan with an end goal in mind.


Now, if we combine that with marketing, a marketing strategy is simply an action plan that helps you achieve your marketing goals.


It’s not a complex spreadsheet.


Or a 48-page PDF.


It’s simply a plan of action.


It’s a plan that can look a million different ways and still be deemed successful.


You don’t need a strategy, you use a strategy


I probably get one email a week including the phrase ‘we need a marketing strategy’ and it often makes me wonder – why?


The glorification and over-complication of the concept of strategy can lead us to want a strategy because… Because we should? Because it makes us feel good? Because that’s what successful businesses do, right?


Wrong. Kind of.


You see, the goal isn’t to create a strategy, it’s to use one.


The purpose of a strategy is to help you take action. Not to make you feel good. Or take up space on your hard drive. Or impress your peers. It’s to help you take action.


So, how about we simplify our definition of strategy and consider how we make them actionable, not fancy?


This whole book will revolve around that concept and unpack how we do it, but I quickly want to share what makes a strategy actionable so you can keep this in mind throughout:


• Make it actionable.


• Make it simple.


• Make it work for you.


The components of a marketing strategy


True to the mission of keeping strategy simple and actually useful, I want to introduce you to my three-step approach to marketing strategy. This is a framework I’ve developed over the last decade, used to help 10,000-plus business owners grow, and implemented within my own businesses. So I know it works.


Clarity + Plan + Action


These are three simple categories that make up an effective marketing strategy. Let’s look at each of them in more detail.


Clarity


Before getting to the practical, we want to lay a foundation of clarity. It’s very hard to create a plan if we don’t know why it exists or who we’re trying to reach, so this step is vital, yet often ignored. To create a marketing strategy, we want to get clarity on our goals, mission, messaging, target audience and brand. Once those are clear enough, it’s onto the plan!


Plan


This is likely what you’ll associate most with a marketing strategy, because it’s where we get practical. Here we’re defining our platforms and content; that is, where we are showing up and what we are showing up with. This step is all about getting specific with the ‘how’. Rather than just doing stuff for the sake of it, here we are ensuring we make plans that are best suited to our goals.


Action


Last but definitely not least, we need to think about implementation. So often I see people create a shiny plan and completely ignore the question of how they will implement it. Many things can get in the way of us taking action, including lack of time or fear, so it’s vital we put in the processes, habits and mindsets to help us take consistent action.


The whole of this book will follow this framework. By doing the same, you’ll ensure you avoid the common mistakes I see people making and end up with a marketing strategy that actually works.


Strategies won’t last forever


One of the biggest misconceptions many people have is that a strategy should be rigid and set. While we don’t want to be changing our marketing strategy daily and giving our community whiplash, we do want it to evolve.


Your marketing is a direct reflection of your business, it’s the voice of your business… and I bet your business changes over time, right? Whether you’re changing your target audience by introducing new offerings or just seeing shifts in your industry or with people’s buying behaviour, your marketing needs to evolve too.


The best marketing strategies are a constant work in progress. They’re living, breathing things that we adjust over time.


I mean, can you imagine if no companies had evolved their marketing strategies to include the internet and now didn’t have a website or social media?


Instead of aiming to create a marketing strategy that will last forever, aim to let it improve over time. Action breeds clarity, and the more you implement and show up, the more you’ll learn. The more you learn, the more improvements you can make to your strategy.






Summary / Action


Key learnings:


1. A marketing strategy is simply a plan that helps you take action towards your business goals.


2. The three components to an effective strategy are: clarity, plan + action.


3. A strategy won’t last forever. Let it evolve, and be open to learning from action.




TIP


To keep your strategy updated: have a ‘CEO’ day once a quarter where you check in with your goals, review previous progress and make any necessary changes to your marketing strategy.













3.
Don’t sell to an audience, nurture a community


If there’s one reframe I would like to get every business to understand about marketing it would be this: nurture a community, don’t just sell to an audience.


So often when people’s goal is to make sales, they assume the key is gathering the largest audience possible and delivering a sales pitch repeatedly until someone buys. That may work in the short term, but it isn’t necessarily the most sustainable or effective approach.


In the past, the general approach to marketing has been this: stand on stage, shout a sales pitch to a crowd of people and hope somebody will take action. Think flyers, TV ads, cold calling… what I call megaphone marketing. I’m not saying that approach doesn’t work, but we’re already seeing that it won’t cut it in years to come.


Consumers are changing.


They no longer want to just buy something; they want to feel a part of something. They want to love the brands and businesses they buy from. As competition grows, so does consumer choice, and the bar continues to be raised.


It’s almost assumed now that you’ll have a great product or service, so what else are you doing to stand out?


Consumers crave trust. They crave connection. They crave clarity on who they’re buying from. They want to know your why, not just your what.


Put simply: they want community.


The sooner you listen to that, the sooner you’ll begin to access this:




SELLING TO AN AUDIENCE


Anyone and everyone


Buy once


Look for the next cheapest competitor


Just about selling and converting


Short-term strategy







NURTURING A COMMUNITY


Like-minded, relevant people


Loyalty and repeat purchases


Advocate for you


Contribute ideas and suggestions


Long-term strategy





Fish prefer nets to rods


This is my favourite analogy for a community-first approach to marketing:


The traditional approach = cast your fishing rod into the big wide sea, hoping someone will bite but not giving any fish a reason to trust you.


A community-led approach = gather a small group of fish in a pond, nurture them with conversations (or fish food) that build their trust and relationship with you, and, when they’re ready, simply pop in your net, inviting them to take action.


I don’t know about you, but I prefer the net to the rod any day, both as a consumer and as a marketer. It just feels better.


Nurturing a community isn’t just the most effective route to sales, it’s the most value-driven approach too. If you ever find yourself feeling icky or uncomfortable around selling, it’s likely because you were trying that old approach of shouting a sales pitch from a stage… so what if instead we sat you around a table to have a conversation with your people?


I bet that would feel more like the conversation that marketing really is.


I want you to hold that fish analogy in your mind whenever you approach your marketing. Who do I want in my pond? How am I bringing new fish in? What am I doing to nurture them? When and how do I pop the net in and invite them to buy?






Summary / Action


Key learnings:


1. Consumers are changing. They want to feel a part of something and know more than just your product or service.


2. Building trust is key to securing repeat and long-term sales.


3. Nurturing a community is the modern approach to marketing that will stand the test of time.


4. Discomfort around sales or marketing often comes from seeing it as a sales pitch rather than a community.


Action steps:


• Reflect on the brands you buy from. What do you like about them as businesses? How do they build community?


• Consider the ways you’re following the traditional approach of shouting a sales pitch from a stage. How can you focus more on building a community?







CASE STUDY


Molly Masters of Aphra


I spoke with two entrepreneurs about how they’ve fostered a community-first approach and what tangible impact this has had on their business. Here’s what Molly Masters, founder of literary brand Aphra, says about her experience and insights.


Was community building a focus you had from the start?


With a passion-led business, or really any business at all, the story and the community go hand in hand at the centre of your mission. In the early days, I posted what people wanted to see: book recommendations, reviews, competitions, quotes. I did everything I could to show up (despite feeling nervous on camera at first), and my community got to know my face. I felt incredibly proud that this year of just posting and growing really paid off. Just as authors love to share stories, bookworms inherently want to share the stories they have read and enjoyed, and Aphra gave them a space to do that as a community. I maintained this focus and the brand grew to the following of more than 200K it now has, while maintaining the feel of a small, intimate community.


What impact do you feel a community-first approach has had? Tangible results or examples are great.


The impact of a community-first approach has been nothing short of remarkable for Aphra. By prioritizing our subscribers and involving them in every step of our journey, we have fostered a deep sense of connection to our mission and products. It is incredible to witness how this approach has not only brought people together but also facilitated the formation of friendships and the birth of home book clubs. Moreover, our commitment to building a strong community has yielded significant tangible results for us. It has become a driving force behind our ability to secure partnerships and sponsored opportunities with larger businesses who recognize the immense value we have cultivated over the years. This recognition has positioned us exceptionally well for future growth.


What practical steps have you taken to build a community?


At the core of a meaningful community is value and connection. What a lot of people sadly get wrong at first on socials is going straight for the hard sell. I’ve done it; we all have! But you have to build a conversation and a connection with your people, get them to trust you, understand why they should listen to what you have to say and take action from it. For me, it was getting underneath the questions of:
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Value-led content creates credibility and connection for a brand. ‘The Chapters’ is an entertaining podcast in which book lovers write in with dilemmas, and Aphra offers advice and the perfect book recommendations to see them through that chapter in their life.
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Sharing value-led content around the topics that relate to your business attracts and nurtures a community that is relevant to your product or service. Aphra consistently talks about the latest books in an engaging way to keep readers interested in its content.








Why would people buy the books I recommend?


What is the problem they’re facing and how can I show them I have the expertise and passion to solve it?


Who else are they listening to, and how can I be different, and better?


Starting the community with value-led content like book recommendations, reading tips and author bios was how we gained credibility with our book-loving followers. We turned them into a community by offering up more on other platforms, like a value-led podcast that is purely about answering our community’s dilemmas and giving book recs, and having a weekly newsletter that goes out telling them all about the book world and releases they’ll love. We also set ourselves apart by pairing with collaborators and brands they already love.


Any final tips for those looking to do the same?


To truly stand out from your competitors, it’s essential to go beyond surface- level observations and dive deep into the customer experience they offer. Take the initiative to order their products, step into their shoes and conduct thorough analysis. But remember, the goal is not simply to copy what they’re doing. Instead, leverage this knowledge to level up and provide something unique that sets you apart. By carefully studying your competitors and then surpassing their offerings, you can create a customer experience that is truly exceptional and positions your business as a leader in its own right.













4.
Knowing who you are and owning your greatness


If we’re seeing marketing as a conversation, the first place we need to get clarity is in who we are. It’s pretty tricky to have a conversation if you don’t know who you’re speaking as: kind of like if an actor were given a script but no direction on the character themselves.


As we touched on in the last chapter, nurturing a community is key. A huge part of that is connecting people to who we are, as businesses, as entrepreneurs and as organizations.


While it is tempting to hide behind your product or service, that approach won’t cut it these days. Consumers are flooded with options, so why should they choose you over a competitor?


Put simply, your biggest USP is you: your mission, values, personality, impact, approach and story. This is why people choose your business. The clearer you get on that, the more you’ll be able to bring it into your content and communicate it to others.


Say hello to your inner compass, the three components that make up who we are as businesses.
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I call it your inner compass because it should act like an internal north star: a central clarity that guides every decision you make – not just in a marketing sense, but in your business as a whole.


These three elements will be constantly evolving and clarifying, so whether you’re filling in the blanks for the first time or revisiting this work, let’s get into it.




TIP


The clearer you are on who you are and why people choose you, the more confident you’ll feel when showing up in your marketing.





PURPOSE: why do you exist?


‘People don’t buy WHAT you do, they buy WHY you do it.’ Simon Sinek (Start with Why: How Great Leaders Inspire Everyone to Take Action)


A central part of building community is inspiring people with your vision. Connecting them to your why. Encouraging them to adopt your purpose as their own. That is why we need to know our why.


In business strategy we have two whys: an internal why and an external why.


Our internal why is why we run our businesses for us – the ways we want our business to complement and serve our lives. Although that part of why is very valid and key in business strategy, when it comes to marketing it’s the external why that really matters.


Your community want to understand your why for them:


• Why do you do what you do?


• What is the purpose your business is led by?


• What’s the story that led to where you are? What’s your origin?


• What legacy are you aiming to leave?


MISSION: what do you do?


‘So what does your business do?’


‘Uh, so I kind of sell this thing that helps people who are a bit like this and yeah so… how about you?’


Feel familiar?


Whether the question is being asked by a distant relative at a family gathering, a panel host or a new face at a networking event, I often dread being asked what I do. Not because I don’t like talking about business (far from that!), but because I struggle to explain what I do. Based on the conversations I’ve had with my community, I don’t think I’m alone in that.


Explaining what we do should be simple, but because we’re often so close to our own businesses, it can feel almost impossible to sum up. And when it comes to marketing, that’s a big problem.


Put simply, if you’re not clear on what you do, there’s no way anyone else will be.


And if people don’t know what you do, they can’t buy. Confused people don’t buy.


Clear external messaging begins with internal clarity. So often I hear businesses complaining that their messaging or content doesn’t feel clear or compelling to others, it’s confusing or overwhelming, and the source of that problem lies within.


Clarifying your mission is about more than just summing up the actual thing you do – photography, candles, brand design, life coaching – it’s about going deeper than that.


You’re not selling a thing; you’re selling a transformation. The clearer you can get on that transformation, the more compelling your messaging will become. Here’s an easy structure for us to follow to better understand our transformation:
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Every product or service takes people on a journey, and understanding yours is key. So here are the three areas we want to get clarity in:


A: Problem or desire


Where are your clients or customers at the start of working with you or buying your thing? What are their questions? What are they feeling? What are their pain points and challenges? What are their desires?


When we understand this, we’ll find it easier to create content that connects to these people and in turn begin to attract a relevant community. Effective marketing speaks to people before they’re even ready to buy and helps them to identify their need for your offer. When we know what people are feeling or thinking at this stage, we can begin to do that.


B: Your offering and approach


The arrow between point A and C is your offering – the thing you sell or do that takes people on that transformation. It is a vehicle for change, in a way.


Being able to describe your product or service in a way that will make sense to everyday people may sound simple, but is often a skill we ignore as marketers. We jump straight to the strategic details without ensuring we can even describe what we sell.


This arrow isn’t just about getting clarity on your ‘thing’ but also about what it actually does. This is especially true for service-based businesses, who I often find will overly focus on the title of their work. Here’s what I mean:


• A brand designer doesn’t just deliver brand assets and guidelines; they deliver a cohesive and strategic visual identity and insights around how it can be used.


• A life coach doesn’t just deliver six hours of Zoom calls; they deliver the clarity, self-awareness and space people need to move forwards.


• A personal trainer doesn’t just deliver weekly gym sessions; they deliver a personalized plan, specific feedback and accountability to stay on track.


So I want you to get clear on what you sell and what that actually involves. What do you offer that takes people on a journey?


C: Impact


This is the part of mission that many businesses get wrong: they don’t define a compelling impact.


You see, people don’t buy your thing because of what it is: they buy it because of what it means for them and the impact it’ll have.


So often I see marketing that overly focuses on the format, when in fact it’s the impact that will really draw people in.


Let’s imagine I’m selling this book to you. I could use a couple of approaches:


1. Format-led approach: this book will be X pages and X words, walking you through the clarity plan and action phases of a marketing strategy. You’ll learn expertise, be given action steps and read case studies and tips from other businesses.


2. Makes sense, but hardly speaks to you, does it? Now let’s try an impact-led approach: this book will break down marketing strategy in a way that helps you take confident action towards your business goals. You’ll be empowered with the simple expertise needed to stop guessing and start getting the visibility and sales you deserve. You’ll leave feeling clear on your next steps, with a resource to come back to any time you need it.


I know which book I want to buy!


People buy impact, not format.


Of course, format is important. People need to know what it is they’re actually buying, but let’s ensure we know the impact too.


Impact can look a lot of different ways depending on what you sell:


• How do they feel?


• What do they know?


• What are they able to do?


Knowing the impact that matters to your people is fundamental to writing copy and showing up in a way that converts.


Values: what do you stand for?


As consumers increasingly become conscious about the investments they’re making, it’s more important than ever to know and own our values.


Your values are the ‘how’ of your business. They’re what you stand for. They’re how you want to be perceived. They should sit at the core of everything you do.


A fun activity to try here is thinking about your business as a living, breathing person. What would they be like? How would people describe them? What kind of person would they be at a party?
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