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SMARTer Marketing 
Building Better Businesses 

Marketing is one of the top challenges for the small business owner-operator. How do you create enough 
leads and feed a sales funnel that will help your business succeed and flourish? Many small businesses 
have fantastic products and services but fail because they cannot solve this problem. 
 
SMARTer Marketing offers an affordable, practical solution to this problem. It's a marketing program com-
prising several individually selectable modules addressing key business issues. Each module is designed 
for self, guided or group development. Content covers skillsets, processes, business principles, mindset 
and other crucial business elements. They are designed especially for the busy entrepreneur and make 
techniques, approaches and abilities developed over a career in marketing instantly useable in your busi-
ness. 
 
Building solid foundations helps understand the business environment. We use an enhanced form of re-
search and analysis to understand your business, its customers, products and competitors. Putting your 
customers at the heart of your business will keep you ahead of the competition. If you are the business 
that provides what they want better than anyone else, you are the business that wins. Just think about Am-
azon, Apple and Netflix. It's worked for them. 
 
Business DNA is everything that makes you the business person you are. Most people have gaps that can 
limit their ability to grow the business. Each module will add to your business DNA and, given some time,  
you will become even more successful as a SMARTer Entrepreneur. Enhancing your skillset is never a 
bad thing. The author has spent a lifetime both receiving and giving training and mentoring. On almost 
every occasion, he learned something new that made him a better marketeer. 
 
Working SMARTer, not harder, helps you get more success from the same or less effort. It is crazy, I 
know, but it is not just possible; with the right approach and some practice, you will form habits that make it 
inevitable. 
 
The result of all this is a better business. It's the business that you wake up every morning dreaming about. 
You may well become one of the small group of people who enjoy work and find it fulfilling and worthwhile. 
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At a glance 



 

 
This program is structured from the modules listed below. 
 
Each module is designed for self, guided or group development. Content covers skillsets, processes, busi-
ness principles, mindset and other crucial business elements. They are designed especially for the busy 
entrepreneur and make techniques, approaches and abilities developed over a career in marketing instant-
ly useable in your business. 

We see our customers as invited guests to a party, and we are 
the hosts. It's our job every day to make every important as-

pect of the customer experience a little bit better 

SMARTer Marketing 
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At a glance 

SMARTer Marketing 
QuickStart 

Most company owners want to build a better business, but it can be challenging to know where to start. Do 

you keep on doing what you have been doing all along? Do you try to make improvements in one or two 

areas or across the business? Do you do something completely different? QuickStart helps you assess 

your options and make a better, data-based decision. 

 

Clear business objectives focus resources where they are needed. Sometimes we think we know what we 

want to achieve, but it's in our head and not that clear. QuickStart allows you to consider your business 

goals, assess them, and perhaps clarify and write them down. 

 

Knowing where your business is in relation to its marketplace helps you make practical plans to achieve 

business objectives. What are you good at? What are your strengths and weaknesses? What opportunities 

and threats are out there in the marketplace? Can you spot new trends before your competitors and get 

the advantage of being the first to market? 

 

Often we have lots of choices in approach and strategy. Before making expensive commitments, it makes 

sense to look at the options, evaluate them and test the most promising on a small scale to see what 

works best.  

 

Keeping track of strategies and campaigns needs a good, solid review process. You don't want to wait till 

the last moment to measure success. Most plans need to change as soon as they face challenges in the 

marketplace. We suggest you work out your review timing and measures before you start to nip failure in 

the bud. 

 

Getting this as right as possible is an excellent start to building a better business. By the end of this mod-

ule, you will have made discoveries. You will have better knowledge of your business and its marketplace 

and have some action points to take forward and develop. 
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The hardest thing about getting started is getting started 

 

Business principles 

 

What are your objectives? 

 

What is your current situation? 

 

What choices do you have to achieve your  

objectives? 

 

What actions must you take to move your  

choices forward? 

 

How will you review progress towards your  

objectives? 

This module is structured from the "Key SMARTer Marketing elements" listed below. 
 
Each "Key SMARTer Marketing element" has its own Key Page. Each page provides more information, 
some business coaching points, examples from other businesses and a space to jot down your discoveries 
and thoughts. Using the Key Pages is not vital, but it keeps everything in one place, which is handy as you 
progress through the modules. 
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QuickStart 

Guy Kawasaki  
Author & Marketing Expert 



 

Tips & Hacks 

QuickStart 
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Ockham’s razor 

Ockham's razor is also known as the principle of parsimony; it's a problem-solving 
principle. According to Oxford Languages and Google, parsimony is "the quality of 
being careful with money or resources". In this case, it focuses more on simplicity 
where, if two or more solutions to your problem are being considered and each 
offers an equal outcome; you choose the simplest one. It is also the basis of the 
KISS principle (Keep It Small and Simple)  
Here are some examples 

• You need to create a customer segmentation that describes your super valuable 
customers. Several datasets are available, from very complex to really simple. It 
looks as though they will all describe the customers equally well. 

• You need to design a new production plan, and you are looking at several ways 
to forecast product demand. Several forecast methods are available, from very complex to really simple. 
It looks as though they will all forecast demand equally well. 

• You want to design a bonus scheme to reward your most productive employees. Someone with a mas-
ter's in complexity has clearly created some; others are simpler to explain and run. 

Simplicity in business is a good thing. There are fewer moving parts and less to go wrong. Unsurprisingly, 
because all the examples above offer the same or very similar outcome, we recommend you choose the 
simplest 

The Pareto principle 

The Pareto principle is also called the 80:20 principle. It tells us that we do not 
get the same value or outcome from everything we do. In almost every case, we 
get more bang for our buck from a few things we do and not so much from the 
rest. In other words, benefits are not evenly distributed in most things in life. 
Here are some examples 

• 20% of customers create 80% of the revenue 

• 20% of the things you do produces 80% of your objectives 

• 20% of your employees produce 80% of the profit 

• 20% of software bugs cause 80% of the crashes 

Suppose you accept this principle, and it does make sense to accept it. In that 
case, It's worthwhile to identify your highly valuable 20%s and work on them before the less valuable 80%
s. For example 

• Identify the 20% of customers that create 80% of the revenue 

• Work out which 20% of activities produce 80% of your objectives 

• Get to know the 20% of your employees that produce 80% of the profit 

• Track down the 20% of software bugs causing 80% of the crashes 

Useful business principles and the help section at the  back 

• Hi, I’m Sam and I am here to help 

• Here are a couple of business principles that might help as you journey 
through this module. 

• The Pareto Principle is all about making a big difference in little time 

• Ockhams razor is about keeping things simple 

• … .and there is a help section at the back of the module. 



 

QuickStart 

Use this space to jot down a few ways you think you can benefit from Pareto’s principle and Ockham’s Razor if 
it helps you.  

Business coaching 

Think of these two principles when you are completing Key pages “What choices do you have to achieve your 
objectives?” & “What actions must you take to move your choices forward?” 
Ask yourself; How do I get the biggest bang for my buck? & What’s the simplest way to do this? 
 
If you find it difficult to answer right now come back to it later 

Useful business principles 
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What are your objectives? 

People start and run businesses for lots of reasons. 
Following a passion, being their own boss, doing 
their own thing and reaping the rewards for the risk 
they are taking to name a few. 
Vividly describing your objectives in written form is 
strongly associated with goal success. People who 
do this are anywhere from 1.2 to 1.4 times more like-
ly to achieve their objectives than people who don’t. 
Objectives vary in size and importance. For exam-
ple, affording the dream house or car is likely a sig-
nificant undertaking; Making your next sale will take 
less effort. 

Business coaching 

Think about yourself and your business. Do you 
know what you want to get out of it and have clear 
objectives? Have you written them down? If you do, 
great; if you don’t, take a few minutes and think 
about  

• What do you want right now? 

• Where do you want to be in one year? 

• Where do you want to be in five years? 

• What objectives will help you get there? 

• Can you make the objective SMART later, just get 
the basics down now. 

Examples 

Here is an example from Marketing Crew 

“To increase the number of larger, more valuable 

clients” 

Here is an example from Absolute Accounting 

“To develop the higher value services side of the 

business” 

Here is an example from The Artists Studio 

“To move the business from on-line only to face to 

face” 
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What is your current situation? 

There are many ways to understand your current 
situation, but we use one of the best known and 
most straightforward to get you started. 

SWOT analysis is an acronym for Strengths, Weak-
nesses, Opportunities and Threats analysis. It helps 
you look at internal and external factors in a simple 
graphic format to help you understand their relation-
ship to your business. 

Business coaching 

Start by jotting down the first things that come to 
mind in the SWOT matrix. Think about internal fac-
tors like  

• Your skills 

• People 

• Products 

• Finances  

then external factors like  

• Customers 

• Competitors 

• Economic environment.  

Try to think objectively and answer these questions; 

• What are your strengths? 

• What are your weaknesses? 

• What opportunities can you see? 

• What threats can you see? 

Examples 

Here is an example of STRENGTHS from Marketing 
Crew 

“Loads of marketing and sales expertise” 

“Experience of start-ups, SME and large busi-

nesses” 

Here is an example from Absolute Accounting 

“Experience working as an FD in an SME” 

“Research skillset” 

Here is an example from The Artists Studio 

“Superb Art, Social and Sales Skills” 
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QuickStart 

STRENGTHS WEAKNESSES 

OPPORTUNITIES THREATS 



 

What choices do you have to achieve your objectives? 

Your current situation page should help narrow your 
choices; one of the most straightforward approaches 
is to match strengths to opportunities and consider 
the alternatives available to execute a strategy. 

Most business functions can be performed in-house 
or outsourced in part or whole.  

Business coaching 

Look at your situation page and think about the 
choices you can make.  

• Can you pair a STRENGTH to an 
OPPORTUNITY ? 

• What strategies will help you execute these 
pairings ? 

• What choices do you have to realise these 
strategies? 

• What are the consequences of each choice? 

• Which choices have the best consequences? 

Areas to consider 

• Sales and Marketing 

• Human resources 

• Financial 

• Operational 

Examples 

Here is an example from the marketing crew of pair-
ing STRENGTH-OPPORTUNITY (SO) 

“Use Marketing and sales experience to help ser-

vices businesses lacking it to improve their capa-

bilities” 

Here is an example from Absolute Accounting 

STRENGTH-OPPORTUNITY (SO) 

“Use the experience of working as an FD in SMEs 

to provide a virtual FD service to IT business-

es”  
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QuickStart 



 

Action 
Target 
Date 

Review 
Date 

Completed 
Date 

# 
Order 

QuickStart 

What actions must you take to move your choices forward? 

Actions speak louder than words, so the saying 
goes. This is especially true here because the proper 
actions will help you make the best choice and 
achieve your objective.  

This step in your success process is here to get you 
started in your planning process. It's here to get a 
few ideas on paper, not to produce the detailed, ac-
tionable plan you may need. 

Business coaching 

Look at the choices you have identified on the previ-
ous page. Is one better than the others? Are some 
worse than the rest?  

• Can you pick the best choice right now? 

• Can you eliminate some less good choices now? 

If the answer to either is yes, do it right now and 
move on to developing the your choice. Get yourself 
started by answering these questions. 

• What actions will you take? 

• When will you take those actions? 

• When is your target date? 

• When will you review progress? (see the next Key 
page)  

Areas to consider 

• Personal actions 

• In-house actions 

• Outsourced actions 

Examples 

Here is an example from the Marketing crew 

“Develop the strategy based on helping services 

businesses lacking it to improve their marketing 

capabilities” 

Here is an example from Absolute Accounting 

“Choose a partner to help develop the marketing 

strategy to provide a virtual FD service to IT 

businesses”  



 

How will you review progress towards your objectives? 

Reviewing progress is crucial to the achievement of 
your objectives. Pick the proper performance indica-
tors and review the process, and you can measure 
progress and fine-tune your action plan. 

Business coaching 

Look at your objective and the degree to which you 
can turn it into a SMARTer objective. If you have 
succeeded, you likely have some measurable, at-
tainable, relevant and time-bound specifics. Now 
move it further forward, asking yourself: 

• What sort of things do you need to measure? 

• What KPIs are best for you? (Marketing, Sales, 
Financial etc.) 

• What is the best process for you? 

• Who needs to be involved? 

• What steps will you take to review your progress? 

• How often do you need to review progress? 

If you are unsure of the answers to these questions, 
it's worth googling the subject and delving a bit deep-

er into the detail. Alternatively, book a 30 Minute 
online session, and we will try to help you 

Example 

Here is an example from the Marketing crew 

“Set milestones for the development of the 

strategy” 

“Check progress against the milestones at the 

group meeting each monday 

Here is an example from Absolute Accounting 

“Set milestones for the selection of a partner to 

help develop the strategy for the virtual FD 

Service” 

“Check progress against the milestones once a 

week in the departmental Zoom session” 
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SMARTer Marketing 
Help 

Space to capture 

your thoughts 

A few words to 

position the “Key” 

A bit of  

business coaching 

to help you 

Some examples to 

give you the idea 

“Key” to SMARTer 

Marketing 

Key Page 

The program comprises several modules. Each module is packed with articles, help on skillsets, mindsets, 
building SMARTer business DNA, tips and hacks from Samantha,  quotes, and most importantly Key Pag-
es. 
 
The program comprises a wide range of modules. Each module contains content positioning it, tips and 
hacks from our in-house expert Samantha, inspiring and sometimes illuminating quotes and, most im-
portantly Key Pages. 
 
Key Pages provide you with more information on each “Key to SMARTer Marketing” in the form of position-
ing content, business coaching and examples from our three selected services businesses. They are all 
real businesses, but we have changed their identity to protect the innocent. Key Pages can be used in a 
browser, PDF app or printed out and filled in by hand. 
 
If you have a better way of managing your thoughts, discoveries and developments as you progress 
through the modules, please feel free. In fact, there comes the point where some organizational software 
is most certainly needed. 
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Business name The Marketing Crew 

Description The company offers business advice and consultancy services especially in the market-
ing area 

 

Business name Absolute Accounting LLP 

Business type An accountancy business 

 

Business name The Artists Studio 

Business type A business offering art classes 

Tips & Hacks 

Help 

From the lovely Samantha 

• Here is some of the content you will encounter as you journey through 
your SMARTer Marketing Program. 

• We put it there to make your voyage easier for busy SMARTer 
Entrepreneurs. 

• Not all items appear in all modules 

• If you need help,  contact us at simon@smarterentrepreneurs.co.uk 
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Quotes Mindsets 

SMARTer Marketing “Mindset” pro-
vides content pointing the way to 
attitudes and approaches that will 
help you complete the module suc-
cessfully. 

Quotations from the great and the 
good to light your way 

These are the businesses we use to provide examples on the Key Pages. They are real companies but 
their identify has been concealed to protect the innocent 

Those very special things that make 
you the business person you want 
to be 

SMARTer DNA 

Business principles to guide your 
way to success 

Principles 

Skillsets 

SMARTer Marketing “Skillsets” pro-
vides content pointing the way to 
skills that will help you complete the 
module successfully. 

At a glance 



 

Need  help? 

We offer support and development sessions for entrepreneurs who want to build a better business 

and have chosen us to help them. It's a 30 Minute Zoom session designed to help get the best out 

of SMARTer Marketing 

 

 Use the session to 

Get answers to questions on items you want to clarify 

Delve a bit deeper into issues you need to understand better 

Get additional templates to broaden your approach. 

Get some coaching and advice in any area of SMARTer marketing 

In fact, do almost anything that helps build a better business! 

 
https://www.smarterentrepreneurs.co.uk/book-online 

simon@smarterentrepreneurs.co.uk      www.smarterentrepreneurs.co.uk 

https://www.smarterentrepreneurs.co.uk/book-online
mailto:simon@smarterentrepreneurs.co.uk
http://www.smarterentrepreneurs.co.uk
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