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Marketing inspiration for SMEs

Nifty, nimble & 
not expensive
Bright ideas for brand 
awareness and sales – 
without breaking the bank



Who is this guide for?

If you’re a big business with a big budget and a big 
marketing department, this guide is not for you. 

This guide is for SMEs who want to grow their business but 
don’t have deep pockets or endless resource to throw at 
things. We created it for who anyone interested in clever, 
creative, low-cost ideas for building brand awareness and 
increasing sales. 

Who is this guide from?

Be the Business is a small, not-for-profit organisation 
dedicated to boosting productivity among UK businesses. 

We’re doing it by helping leaders in small and medium-sized 
firms do what you do best: improve, innovate and inspire. 

We aren’t selling you anything. 

Our content doesn’t carry ads or sponsors and most of our 
programmes are completely free.

There’s no catch.

Enjoy the guide.

What’s in  
this guide?

Let’s dive in: Why is small business marketing

Part 1  
Why size is on your side

Part 2 
Your marketing as a pizza   

Part 3 
Bright ideas in practice: 7 mini-marketing  
case studies

Part 4 
A month of marketing mods: 28 things to try

Part 5 
Where to start?
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SMEs run a tight ship. Your budgets have to 
earn their keep. And if you can’t see exactly 
how marketing activity contributes to 
cashflow, sales and profit, you might see it 
as non-essential spend. 

And we wouldn’t blame you. 
You don’t have the buying power and specialist skillsets that corporates 
can call on. But when it comes to marketing, your size is actually on 
your side. Big budgets often lead to lazy marketing. There is something 
about being thrifty that kick starts the cleverest ideas. 

Nifty and nimble

Of course, money can get you in front of millions of eyeballs. But that 
doesn’t make it smart. Being a small or medium-sized business allows 
you to take a creative, crafty approach and explore new tactics that 
yield more bang for less buck. Your size also means you can be nimble. 
If something isn’t working or if a message is not resonating with 
customers, you can quickly reposition it and retry. 

Personality built in

Big brands need to work really hard to get personality into their 
communications. And even then, it’s difficult to make it authentic. As a 
small business you’ve got personality built in: you’re closer to customers, 
you talk to them directly, you listen to them more and you understand 
them better. That connection makes your marketing mightier than all 
the media spend in the world. 

So how does this guide help?

This isn’t about starting your marketing again. It’s not about back-to-
bascis strategy, planning and target-setting (let’s presume you’ve done 
all that). This guide is about examples to inspire you, things to throw in, 
tactics to sprinkle over – and perhaps spice up – the marketing mix you 
already have.

By talking to small and mid-sized businesses who’ve tackled marketing 
challenges on a shoestring, we’ve found a range of ideas you can try. 
We’ve also asked three marketing professionals to help us look at why 
different tactics work or fail – and how they translate across sectors, 
sizes and geographies. 

But before we get to ideas and inspo, 
let’s look at ingredients. 

SME marketing: 
Why your size is on your side

Part 1: 

There is 
something 
about being 
thrifty that 
kick-starts the 
cleverest ideas.

“

The essential ingredients of marketing
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Build your base: 
Your marketing is a pizza

Part 2: 

Think of the ideas and 
inspiration in this guide 
as your tactical toppings. 
Be adventurous, playful, 
creative. Go heavy on the 
jalapeños, go big on black 
olives, even pineapple’s  
worth a punt. 
But first you need to make sure you’re 
working with a good base. The elements 
here are the important ingredients you’ll 
need. Without these, it’ll be hard to  
enjoy long-term benefits from any  
marketing tactic.

As with any recipe, the order is important. 
If you are just starting out with marketing, 
start at the beginning and add one 
ingredient at a time. If you are already up 
and running with most of these building 
blocks, you’re ready to add flavour with some 
of the ideas in this guide. 

Buon appetito!

Get your dough right Build a tasty base Spread your sauce Choose your toppings

Strategy

The why of your business: 
your vision, mission, values 
and long-term goals. How 
you will use your strengths 
to beat competitors and win 
customers.

Plan

The how of your business: how 
you will move towards your 
longer-term strategic goals. 
Includes objectives, tactics, 
timings, budgets and KPIs for 
your marketing.

Identity

A collection of assets such as 
company name, logo, colours, 
typeface and tone of voice 
that communicate your brand 
to your marketplace.

Website

The destination for all your 
marketing channels, a place 
to store all your content, as 
well as the engine where you 
capture and collect email 
addresses.

Content

Good content like articles, 
videos, guides and blogs 
give you credibility and add 
value to potential customers, 
leading them to your website. 

Your list

The core of digital marketing 
is the list of people who 
have expressed an interest 
in you and opted into your 
communications. These are 
potential customers. 

SEO

Optimising your website 
and content brings free 
search engine traffic. 
Focus on keywords, links, 
responsiveness, security and 
user experience. 

Social

Facebook, Twitter, Instagram 
and LinkedIn posts are a free 
source of traffic and exposure 
for your business. 

Paid

Once you have a solid website 
and social profile, you can add 
paid advertising. Your content 
or ad is served up to your 
target audience.

Time to look at the ideas in the 
mini cases – in the next chapter

1 2 3 4



Fresh food 
delivery

Engineering

BrewingFood production Hospitality

Construction Financial services

Bright ideas in practice – 
7 mini marketing case studies

Part 3: 
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The adviser: 
Helen Bailey
Helen is an experienced marketing 
professional with a post-graduate 
diploma from the Institute of Direct and 
Digital Marketing. She has worked with 
all kinds of small businesses, helping 
them apply tried-and-tested marketing 
techniques that make the most of limited 
budgets. Helen’s mission is to help business 
owners avoid costly mistakes and make 
their marketing simple and effective.

Jane has created winning campaigns 
on a shoestring budget for dozens of 
small businesses in Australia and has 
won the Small Budget Marketing Award 
three years in a row at the Australian 
Marketing Institute. She regularly 
publishes on the subject of smart strategy 
and creative thinking to help businesses 
get a healthy return on their marketing 
investment. Jane believes effective 
marketing doesn’t have to come with a 
hefty price tag.

Kate is an experienced marketer with 
expertise in developing the right 
marketing mix across digital and non-
digital channels. She’s driven exceptional 
growth for e-commerce and subscription 
businesses in B2C and B2B. She recently 
joined Moneypenny as chief marketing 
officer, where she focuses on the needs of 
growing buinesses. Kate’s also worked at 
GoDaddy and Host Europe Group where 
she also focused on start-ups and SMEs.

The author:
Jane Hillsdon

The practitioner:
Kate Cox

In this guide, we’ll be exploring 
the subject of marketing 
through a menu of mini case 
studies. We’ll go through them 
alongside three marketing 
professionals who will pull out 
key themes, tips and principles 
as well as practical steps you 
can use to translate these 
ideas and tackle marketing 
challenges in your own business.

Let’s look at the first case study

We take our hats off to you
We know how tough it can be running a business. No one on the outside can know what 

it’s really like. The last thing you need it criticism. Our contributors offer their advice 
and comments in this guide in the knowledge that these case studies show only a small 

part of a bigger picture. We have every respect and admiration for the businesses 
involved and thank them for sharing their story with us as a talking point. 
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Dispensed with the marketing 
consultancy and took on a full-time, 
in-house marketing manager.

Set a long-term marketing strategy 
focused on sharing the brand story and 
being responsive to topical issues and 
new food trends.

Daily and weekly updates with the 
marketing manager to review what’s 
working well and what isn’t.

Invested in trade and consumer shows 
to get buyers and end consumers to  
try products. 

Sector 
Food production 

Produce a range of additive-free, 
nutritious, low-calorie fruit and veg 
crisps, teas, snacks and selection 
boxes, for adults and children; 
developed a proprietary air-drying 
process

People 
12

Location 
Newport

Challenge 
After handing over marketing strategy 
to an external agency, the firm 
enjoyed only sporadic success. Do you 
need to keep marketing DIY if you 
want it to be truly authentic?

Expanded the product range and won 
a string of awards for innovation

Now stocked in Tesco,  
Co-op and Ocado

Exporting to 15 countries

Results:

Steps taken:

1

2

3

4

Keeping your marketing  
authentic and responsive

Aligning your marketing with a charity

Case study 1

SME owners don’t need to become marketing 
specialists themselves but they may need to 
bring specialists on board. That can be in-
house or freelance. 

Whatever kind of team you have, the most 
important thing is to tell them the “why” 
behind everything you want them to do. If you 
do that, your marketing will naturally stay 
authentic as you grow.

For this you need to document your brand 
guidelines, tone of voice, mission, values, 
ways of working in detailed briefs, policies, 
processes and role descriptions. It can be time-
consuming, but it’s worth investing the time if 
you want to scale.

While “authenticity” is a buzz word for brands 
at the moment, it is a solid position for any 
business to take. Who doesn’t like honesty and 
transparency? 
The power in this marketing strategy comes 
from the focus on building a brand with the 
use of storytelling. Sometimes it’s easy for 

businesses to get caught up with creating 
marketing campaigns that focus on driving 
short-term volume but don’t do anything to 
build the brand. Brand building will help future 
proof your business by differentiating you from 
your competitors, allowing for price elasticity 
and inspiring customer loyalty.

Yes it can be hard to get an outside agency to 
articulate what you want to say authentically. 
In-house teams are always more immersed in the 
brand and better at getting messages out.
It can also be hard to keep up-to-date across all 
the social channels if you’ve outsourced social 
media management. Marketing teams who are 
closely ingrained in the business can make faster 
decisions. 

So I can see why they brought things back 
in-house. But as they get bigger they may 
want to look at the skills of the team and flex 
between in-house and outsourced; bringing in 
freelance specialist skills like pay-per-click (PPC) 
marketing for example.

“Helen says...

Jane says...

Kate says...
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Invested in charity work as a way to 
stand out to their target audience; 
giving discounts to customers who were 
actively involved in helping.

Chose charities supporting families in 
the local community to highlight their 
long-standing heritage in the area.

Installed mini campaigns in each venue 
with collection boxes on the counter 
and charity posters on the walls.

Encouraged staff to participate in 
charity events and launched a local 
media campaign to gain PR coverage.

Sector 
Hospitality 

A third-generation family-owned 
regional chain of fish and chips 
restaurants; four large eat-in venues 
and three takeaway venues

People 
72

Location 
Lincolnshire

Challenge 
The usual local advertising methods 
such as newspaper, radio and flyers, 
were having less impact year on year. 
How do you find new and interesting 
ways of engaging with the local 
community when competition in your 
area is increasing?

Won coverage through local 
media competitions and  
business awards

Boosted reputation in target 
communities 

A Christmas Wish campaign 
has been particularly successful 
in increasing eat-in and 
takeaway traffic

Results:

Steps taken:

1

2

3

4

Re-engaging a local community 
with something fresh

Brand awareness through PR

Case study 2

As a local business they’ve done well to align 
with a local charity. It’ll raise their profile in a 
nice way – people really warm to businesses 
that are trying to make a difference. 

These  kinds of marketing efforts are not short-
term though, you have to commit for the long 
haul and make sure you’re getting the ongoing 
PR coverage you deserve. 

It’s also quite hard to attribute these efforts to 
profitability. I wonder if they’ve found a way 
to measure return on this – or if they’re happy 
with a more of anecdotal sense of success.

Aligning with local charities is an absolute 
winner when it comes to re-energising the local 
community.

Focusing on something that is much 
bigger than them gives a great point of 
differentiation, particularly if this restaurant 
chain was facing increasing competition from 

national brands. National chains won’t  
be able to replicate a local affinity.

To amplify their efforts, they could think about 
ways to extend this marketing effort online 
– perhaps using this campaign to collect 
customer email addresses to communicate  
the results of their fundraising efforts. Or  
with some storytelling on social media.

This is a lovely idea. Charity aligned 
marketing can work for  any business,  
even fish and chip shops. 

Apart from a warm, fuzzy feeling, the value 
you get is free media coverage. You’re not 
actually talking about your business but 
you get exposure. Employees love charity 
involvements too and it can make your 
employee culture nice and sticky. 

We started the Moneypenny Foundation 
to provide support and training to 
disadvantaged young women in our local 
area. Community support is a huge part of our 
culture and staff motivation.

Helen says...

Jane says...

Kate says...

“
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Customised old vintage cars to carry 
six casks of ale in the back – the world’s 
first “racing car bars”.

Use the “racing car bars” for all beer 
deliveries and as a pop-up bars at all 
motoring festivals and events.

Sector 
Brewing

Traditional real ales and low alcohol 
brews inspired by vintage cars; sold 
online and via pop-up shops at 
vintage car motoring events and 
festivals.

People 
11

Location 
Oxfordshire

Challenge 
Driving to motoring events across the 
UK, company founders had no time 
and little budget for marketing – and 
online sales were sluggish. How can 
you serve beer and market your brand 
at the same time?

Great press coverage around 
the “racing car bar” 

Booked for all the major UK 
motoring events as well as 
some European ones

Extended the season beyond 
summer events into autumn

Results:

Steps taken:

1

2

Driving sales and doing your 
marketing at the same time

Make some brand noise with novelties

Case study 3

I like the exposure they’re getting and I’d advise 
them to use it wisely. PR can be a bit nebulous 
and short-term. If they have a large enough 
social media following, they can publicise their 
“story” on their own channels. Otherwise, it’ll 
take more imagination to stay in the news. They 
can build on any press coverage using social 
media, making sure all roads lead back to their 
own website, for bookings or online sales.

They have a good understanding of their target 
audience and they could use that for a more 
media-led approach to lead generation – e.g. 
find out what media those vintage car fans 
are consuming and advertise there or target 
PR in those places. They might find surprising 
correlations with golfing magazines or triathlon 
for example. This might help them expand into 
new markets.

I love this marketing idea. Branded vehicles 
are a simple and effective way to create a buzz 

and increase the visibility of your brand  
with a small budget. These mobile  
billboards have huge “talkability” and are 
impossible to ignore. 
To perk up sluggish online sales I would be 
looking at things like signing customers up 
to a “Race Car Brew Club” where they pay an 
annual membership fee and receive a certain 
number of brews per year. 

At the very least they could get customer email 
addresses and send promotional offers to even 
out the seasonality of their cash flow.

They could also use their presence at motoring 
events to encourage people to follow their 
social media channels.

I love it. It’s so hard to stand out sometimes and 
this is a great way to get deep engagement 
from a tight target audience and to drive direct 
sales.
I’m not surprised they got press coverage and 
extended their season. Nice creative touch.

Helen says...

Jane says...

Kate says...

“
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Brought all marketing in-house, CEO and 
production manager sharing responsibility 
for marketing.

Focused on proactive social media 
marketing as well as email marketing  
with MailChimp.

Secured grant funding to bring in an 
outside expert to tutor them on social 
media and email marketing.

Decided to focus on sharing stories/
images of top products and services.

Sector 
Engineering 

Design, build and repair metal-
working and metal-cutting tools 
for large engineering clients 
in automotive, energy, rail and 
aerospace sectors 

People 
77

Location 
Sheffield

Challenge 
When sales from oil and gas 
customers started to dry up they 
needed to target new growth sectors. 
Despite buying in data, launching 
a telemarketing campaign, and 
employing a marketing agency, results 
were frustrating. 

New customers in automotive, 
rail and aerospace, as well as 
new oil and gas customers

£250,000 uplift on our turnover  
in the next 18 months

Exports up from 18 per cent to 
50 per cent of revenue

Headcount up from 15 to 25

Results:

Steps taken:

1

2

3

4

Finding a new market for  
niche products and services 

When to make marketing warm and funny

Case study 4

I love the fact they’ve gone for a product-
led marketing focus with customer stories 
at the heart. This gives potential buyers 
powerful evidence, which is key if most of your 
marketing is distributed by your own digital 
channels.

It’s right they’ve chosen a social media 
outreach because their target market is global. 

I can see why they brought marketing skills 
in-house but I’d encourage them to keep their 
ideas fresh by bringing in outside perspectives, 
with a freelance copywriter for example. In a 
niche sector it can be easy to start looking and 
sounding the same as your competitors.

I think it’s awesome that the CEO and 
production manager increased their 
engagement in the marketing function. 
Because social media marketing is a two-way 
channel, they’ll get to know more about their 
customers and see how people are reacting to 
their messages and products.

However, I wouldn’t recommend this as a 
long-term approach. There will be a point 
where these leaders need to focus on other 
areas of the business, and when this happens, 
they might drop the ball on their marketing.
Without an agency or an in-house marketing 
manager as steward, it could fall by the 
wayside.

Half the battle with social media marketing is 
knowing who to reach out to in the first place, 
so it’s often something you have to do yourself, 
especially in a niche sector like this one. You can 
milk your own network for other people who 
love metal-cutting tools as much as you do! 

And there’s never any harm in learning on the 
job so I think these guys have done well to get 
themselves some training and crack on with it. 

I’d advise them to pick one or two social 
channels. You can’t get them all working for 
you, just find out where your customers are  
and commit.

Helen says...

Jane says...

Kate says...

“
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Focused all social media efforts on 
Instagram with funny, personality-filled 
posts featuring misshapen fruit  
and veggies.

Thought of smart ways to target: people 
interested in reducing food waste are also 
into things like composting.

Started a blog providing helpful content 
that teaches people how to cook with 
many of the vegetables they offer.

Sector 
Fresh food delivery 

Fights food waste by selling produce 
that’s too “ugly” to be sold in 
supermarkets. Sourcing “ugly” fruit 
and veg directly from farms and 
delivering it to customers for 30-50 
per cent less than shop prices.

People 
44

Location 
London

Challenge 
With a strong threefold marketing 
message (price, convenience and 
environmental) this business was 
at risk of over-complicating their 
marketing. How do you keep it simple 
to generate awareness?

Instagram engagement rate 
regularly above 7 per cent 

Over 30,000 Instagram 
followers

Now supply 25,000 veg boxes 
across London

Generated traffic, word of 
mouth and referrals

Results:

Steps taken:

1

2

3

Getting your business stand  
out by making marketing fun

Content marketing ideas

Case study 5

The Insta-effect! This is creative and they clearly 
know their audience. I’m interested to know how 
they’re converting followers to buyers though. 

If it fits with your product or brand, fun and 
humour can be great attention-grabbers. This 
brand has a deeper message too – zero-waste 
– which stops the marketing being superficial. 
People feel better about themselves by buying 
this produce. 

There’s also a nice price proposition; instead of 
just sending it to a farm shop, they’re carving 
a low-cost delivery niche. They’re really ticking 
all the boxes and their Instagram strategy is 
a great way to raise awareness among non-
customers.

What a great example of how to engage 
your customers with entertaining content. By 
creating content that evokes shareability and 
conversation, this business has managed to 
increase the number of people in their social 
communities as well as increasing sales.

Helpful recipes are an excellent way to  
increase relevance and deepen engagement 
with target customers.

They have over 30,000 Instagram followers 
which is fantastic, but even more remarkable 
is the high level of engagement they are 
consistently receiving on their posts. It’s 
important that they leverage their followers 
otherwise these numbers are just “vanity 
metrics”.

Their personality-filled posts have not only 
managed to evoke social media engagement (a 
vital ingredient to ensure your ongoing success 
on social media) they have also achieved the 
additional results of increased website traffic 
referrals. Plus, they have inspired word-of-mouth 
and customer referrals. Tick, tick and tick!

This goes back to what the importance of 
choosing the right channel for you and going 
for it 100 per cent.

Helen says...

Jane says... Kate says...

“
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Owner started blogging around his 
experience installing summer houses  
and garden sheds.

Used free keyword research tools like 
Buzzsumo, Ubersuggest or Answer 
the Public to find out what questions 
customers might be searching for  
on Google.

Asked his sales team for main customer 
questions and objections.

Put together a long-form buyers’ guide  
on how to buy a summer house.

Approached all recent customers to  
get testimonials.

Sector 
Construction

Design, supply and build premium 
sheds, summer houses, log stores and 
other garden buildings 

People 
33

Location 
Harrogate

Challenge 
Hit hard by the recession in 2008, 
their customer base fell away; people 
weren’t investing in premium garden 
buildings. How do you generate traffic 
from people at the pre-purchase stage? Quickly expanded their website 

with content that answered 
every possible question a 
customer might be searching for

Traffic picked up steadily as 
readers shared articles and 
referred others to the website 

Results:

Steps taken:

1

2

3

4

5

Solving customer problems with content

External validation from awards and customers

Case study 6

Blogging can certainly bring you traffic by 
getting you up the Google search rankings. But 
is it good traffic? This company needs local 
traffic, so they’d need to be sure their blogs are 
optimised for localised search terms to capture 
audiences nearby. This takes a particular SEO 
skillset. 

Regular blogging is time-consuming and it 
won’t be cost-effective for every business – it is 
very long-term undertaking. 

While this strategy has been successful at 
generating additional traffic to the website, 
it’s important to remember to measure the 
effectiveness of these efforts is to encourage 
more sales. 

It takes a lot of time and effort to create this 
kind of valuable content, so it is important 
that there is a good return. Website traffic is 
definitely valuable but it won’t pay the bills if it 
doesn’t convert to sales.

I hope they’ve optimised their website so that 
it not only helps the customer find out more 

about garden buildings, but that it also  
moves them closer to purchasing products  
with them.

They could do this by tracking the traffic to 
their website and then retargeting with online 
ads for their product.

I would also ensure that there is a strong call 
to action for customers to provide their email 
address to the business so that they can stay in 
touch after they leave the website. They could 
offer their most valuable piece of content, such 
as the long-form buyers guide, in exchange for 
an email address.

This is a nice practical case study and shows 
that content doesn’t need to be expensive 
to be effective. Customers are definitely 
researching before they buy and blogs are 
a good way of making sure you’re the brand 
giving people the most helpful answer 
first. Content marketing works well for lead 
generation with most products and services, 
particularly complex ones. 

Helen says...

Jane says...
Kate says...

“
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Focused marketing efforts on entering 
industry awards in specific categories: 
customer service and innovation.

Focused on gathering customer review 
scores, feedback and testimonials to use 
on own website and external review sites.

Sector 
Financial services

A disruptive new model for pet 
insurance made simple and 
transparent. Based on a trusted 
network of accredited vets across the 
country; with a core USP of standout 
customer service and claims handling.

People 
28

Location 
Hafield

Challenge 
Small challenger brand in a sector 
dominated by corporate giants 
needed to raise their profile and 
credibility in the pet owner target 
market. Also need to become known 
for exceptional customer service as an 
important USP. 

Won several national and 
local industry awards for both 
customer service and innovation, 
beating industry giants

Invite staff to glitzy awards 
ceremonies as a reward and  
team-building boost

5-star Trustpilot rating and 
hundreds of customer verbatims, 
written and video

Results:

Steps taken:

1

2

Making the most of awards  
entries and customer reviews

Referral marketing for word of mouth

Case study 7

This is a really clever approach to brand 
recognition for this business. Collecting awards 
gives them a presence and an authority 
that their more established competitors 
will automatically have. The third party 
endorsement factor will help them build trust, 
which is important as they are a new company.

And they’re entering exactly the right 
categories in those awards – innovation and 
customer service are the best ways to stand out 
in a price-driven sector like insurance. 

Customer testimonials take a bit of effort to 
collect but are worth it especially if you’ve got a 
problem with abandoned carts on your website. 
Put testimonials right there.

Don’t be afraid to toot your own horn! This is 
a smart and cost-effective strategy. While the 
awards help increase customer consideration, 
customer reviews help drive purchase. 

Make sure your business has a well-kept 
presence on independent review platforms.
Or add reviews to your website and collect 
testimonials yourself by sending post-purchase 
surveys to customers.

It’s good to see staff included; your people are 
your biggest brand advocates. Their excitement 
around winning an award may be just the thing 
to get them talking and posting about the win 
to friends and family on social media.

Customer reviews are often overlooked but they 
are really reassuring for new leads. You do need 
to actively pursue positive testimonials from 
happy customers. You can be sure the few angry 
ones will leave a review. Unless you’ve got all 
your positive reviews on there too, the negative 
ones can seem to dominate.

Awards are a great trust generator. The badge 
of glory you get from winning an award can be 
crucial for conversion. If a new lead comes to 
your website and is wavering, the “Best Provider 
or Top Supplier of XYZ” can swing the sale. 

Helen says...

Jane says...

Kate says...

“



A month of marketing mods:
28 marketing ideas to try out

Part 4:

Week 1

SundaySaturdayFridayThursdayWednesdayTuesday

Revisit your  
vision

Narrow your 
audience

Trim your 
portfolio

Call a 
customer

Observe 
customers

Organise a 
focus group

Kill some 
projects

Make sure it’s specific 
enough to know when 
you’ve achieved it,  
and ambitious enough 
to be motivating.

Most marketing is too 
broad. Focusing on one 
or two target segments 
forces you to sharpen 
your messages and 
offering.

Look at each of your 
products or services 
and identify the 
customer need it meets. 
If it’s not meeting a 
need, get rid.

Ask them about their 
experience of buying 
from you, good and 
bad, ask about their 
problems and goals.

If you have a physical 
store or venue, get out 
there and watch out for 
insights you’d never get 
from data.

Invite a handful of 
customers to a research 
session where you 
can gather in-depth 
feedback and test out 
new ideas.

If a marketing activity 
doesn’t directly support 
your objectives (or 
remove a roadblock to 
your goals) put a stop 
to it.

Monday

1 2 3 4 5 6 7
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Week 2

SundaySaturdayFridayThursdayWednesdayTuesday

List your 
competitors’ 
weaknesses

Clarify 
marketing 
roles

A/B test 
your emails

Make your 
website 
local

Optimise 
content for 
local

Look at your 
last post  
or ad

Update your 
assets

Exploit their major 
weaknesses in your 
marketing or develop  
a new product to 
exploit them.

Most marketing is too 
broad. Focusing on one 
or two target segments 
forces you to sharpen 
your messages and 
offering.

Next e-shot or 
newsletter you send, 
try something new on 
half your list: an offer, 
headline or format. 
Repeat the winner.

If you get most of your 
business from local 
traffic, make sure your 
page titles and meta 
descriptions mention 
your location.

A location-specific 
blog can be keyword 
optimised for your 
town or postcode.

Ask two questions: Is 
it on strategy? Is it 
effective? If you can’t 
answer clearly or if 
it’s not ‘yes’ and ‘yes’, 
change it.

Refresh your business 
cards and brochures, 
create a digital version 
of your brochure for 
your website.

Monday

8 9 10 11 12 13 14
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Week 3

SundaySaturdayFridayThursdayWednesdayTuesday

Read 
something 
new

Learn 
something 
new

Dig up some 
data

Automate 
emails

Look 
beyond 
digital

Try a new 
content 
format

Make a new 
friend each 
week

To keep your ideas 
fresh, subscribe to a 
new marketing blog  
or publication. Follow  
a new influencer  
or expert.

Sign up for online 
training to refresh and 
expand your marketing 
skills. Maybe on a new 
technology or social 
channel.

Stuck in a rut with 
your media? Take 
a fresh look at 
the publications, 
channels or networks 
your customers are 
consuming.

Programmes like 
MailChimp allow you 
to fire out a series of 
emails, triggered and 
segmented according 
to subscriber behaviour.

If you’re using digital 
as your only method 
of connecting with 
potential customers, 
try out a new print/
offline channel. 

If you only blog, try a 
vlog. If you only use 
ads, try an infographic 
to make your content 
more engaging.

To get engagement 
on social you first have 
to give it; spend time 
commenting, liking  
and sharing other 
people’s content.

Monday

15 16 17 18 19 20 21
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Week 4

SundaySaturdayFridayThursdayWednesdayTuesday

Try a 
scheduling 
tool

Reactivate 
past 
customers 

Find a 
marketing 
mentor

Get 
marketing 
help

Look for a 
marketing 
intern

Help a 
charity

Choose a  
social channel 
to focus on

Software like Hootsuite 
or Buffer allow you to 
create posts ahead of 
time and set them to 
post to a schedule. 

Send them a free 
sample, email offer 
or other incentives to 
encourage them to 
repurchase.

Join a professional 
body or get yourself a 
mentor with marketing 
experience.

Think about hiring a 
marketing consultant, 
public relations 
professional, SEO firm 
or freelance copywriter.

Someone to help with 
day-to-day marketing 
tasks can lighten your 
load and leave you to 
focus on strategy.

Volunteer your time, 
sponsor a local sports 
team or donate prizes 
for local fundraisers.

Using one channel 
effectively is much 
better than using 
multiple channels 
ineffectively. 

Monday

22 23 24 25 26 27 28
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Where to start?
Part 5: 

And finally, if you love this guide you might love us

There are so many ways to 
“do” marketing these days, 
it’s no wonder busy SMEs 
struggle to know where  
to start. 
But the good news is once you’ve got 
the important building blocks  
in place, as in Part 2, the world is 
your oyster. Then you can try out any 
of the ideas in our case studies from 
Part 3 or use these ideas to inspire 
your own brainwaves and build a 
month of marketing mods like ours  
in Part 4. 

Creative marketing 
doesn’t need to be epic 
and sweeping, just one 
or two small things can 
make a big difference.

“  Creative marketing doesn’t need to be epic and 
sweeping, just one or two small things can make a big 
difference. If you find just one spark of an idea that  
brings new sales or brand awareness that’s great.

Marketing budgets are never as big as you want them to 
be and, when you’re short on time, it’s wise to focus on one 
or two marketing tactics at a time.

There is no “one size fits all” approach: an Instagram 
campaign might be perfect for a fun, young and visual 
business whereas a more traditional firm may be better 
off focusing on local Google and listings.

Don’t spread yourself thin on social media, pick a channel. 
Find where your customers are and go there. It’s better to  
be brilliant at the one thing that really drives the business.

As with all experiments, make sure you’re measuring the 
results. That way you can repeat the winners and ditch 
the damp squibs.

And remember 

Good luck!
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Businesses like yours don’t have deep pockets or layers of 
management to throw at productivity. And quite frankly you’re 
doing a superb job all on your own. Be the Business is just here 
to support you with relevant programmes and useful content 
that might help you nudge productivity in the right direction. 

We believe that inside every business there’s at least one 
Change Maker who’s looking for tips and tools they can use. You 
might be the owner, you might be leading a marketing, HR or 
ops team – or you might be doing it all at the same time. Either 
way, you’re pretty amazing at many things, but you could be 
facing challenges in areas like scaling up, efficiency, tech, staff 
retention, customer service, innovation or strategic planning. 

Our content aims to support you on all these topics, helping you 
develop your ability to run your business, lead your team, make 
decisions, and get the best out of the resources you have. 

Subscribe to our monthly newsletter 
five small things and you’ll be sure to 
get all our content first, including more 
guides like this one. 

www.bethebusiness.com/five-small-things

Be the Business is a small, 
not-for-profit organisation 
dedicated to boosting 
productivity among UK 
businesses. 
We’re doing it by helping leaders of 
small to mid-sized firms do what you 
do best: improve, innovate  
& inspire. 

Follow us

https://www.bethebusiness.com/2019/10/five-small-things-drive-business-improvement-efforts/
http://www.bethebusiness.com/five-small-things
http://www.bethebusiness.com/five-small-things
https://twitter.com/bethebusiness
https://www.linkedin.com/company/bethebusiness/?feedView=documents

