
For any business, marketing plays a key role in business growth and development.  

For SME’s in particular, effective, efficient, and economical marketing can prove a huge 
challenge. Many small business owners and entrepreneurs don’t have expertise in the field, 
budgets are often limited, especially in comparison to big brands, and it can be difficult to 
identify and reach new customers. 

By identifying these challenges and 
barriers, however, it is possible to develop 
a comprehensive and realistic marketing 
strategy that will be beneficial to your 
small or medium size business, whatever 
your budget. 

Whilst challenges will undoubtedly vary 
from business to business, and sector to 
sector, there are a number of common 
factors that affect the majority of SME’s.

TIGHT BUDGETS CAN BE RESTRICTIVE
Having enough money to allocate a sufficient marketing budget is a problem for businesses of all 
shapes and sizes. For SME’s, however, it can be particularly difficult to effectively market their 
business on a relatively small budget. 

When times get tough, the marketing budget is often the first thing to go. Although this may seem 
like the best short-term solution, it can have a hugely detrimental effect on long-term business 
growth. 

No matter how much you’ve got to spend, 
with careful planning and research, it is 
possible to develop a marketing strategy 
that optimises your opportunities and 
maximises your budget. 

RESOURCES ARE OFTEN LIMITED
By their very nature, SME’s don’t have access to the same resources as big brands. And it’s not 
just money. Although financial limitations are a big factor, operational, staff, and knowledge 
limitations also have a major impact on a business’ ability to undertake successful marketing 
activities. 

This is why many SME’s choose to outsource their marketing activities, or at least aspects of 
them, to external agencies and consultants – allowing them to access the skills, knowledge and 
resources they need, without having to invest large sums of money to bring them in-house. 

AVAILABLE TIME CAN BE INADEQUATE 
Marketing doesn’t just require money and 
resources, it also requires time and it can 
be difficult for SME’s to budget this time 
into their working day. This is amplified by 
the fact that a large percentage of SME’s 
have their marketing functions facilitated 
by a member of staff, for whom marketing 
is not their primary role, but rather is just 
one duty within a much wider remit. This 
means that marketing activities are often 
side lined when other duties become more 
pressing. 

Added to this, many of today’s relevant 
marketing channels, such as social media, 
digital marketing and even newsletters, are time-intensive and, in many cases, time-sensitive. To 
use these platforms effectively, you ideally need someone to respond to comments, queries, and 
events as they happen. 

MARKETING JUST ISN’T A PRIORITY  
For many smaller businesses, marketing just isn’t a priority. When budgets and resources are 
tight, it’s easy to see why a lot of business owners don’t view marketing as a priority and aren’t 
willing to invest the necessary money in it. 

The problem is that marketing is important and getting it right can mean make or break for any 
small or medium sized business. After all, it’s marketing that will bring you new customers, help 
you to retain existing ones, and ultimately increase profits. 

DIFFICULTIES MEASURING AND ANALYSING
RESULTS
The importance of measuring the results 
and return of your marketing campaign 
should not be underestimated. It’s 
absolutely vital, whatever the size or 
nature of your business. The process can 
prove challenging, however, especially for 
SME’s.

If the results of a campaign are not thoroughly and accurately measured and analysed, then 
companies can waste large amounts of money on marketing that is ineffective and provides little 
return. 

It is often the case that SME’s just don’t have the time or resources to measure their campaigns 
themselves, or the knowledge and experience to know how to do so. However, there are a 
number of free or cost effective marketing tools available, which are simple to use and will help 
small and medium size businesses measure and analyse the results of their marketing efforts. 
Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
Sociable. With a little research, it is possible to find many more simple to use software solutions 
which will help measure and analyse a whole host of different marketing channels.

PLANNING MAY SEEM DAUNTING 
For many smaller businesses, when it comes to marketing, they simply don’t know where to start. 

Planning and implementing an effective marketing campaign tends to be the biggest challenge 
for businesses, especially SME’s who may not have the experience or knowledge of how to go 
about it.

But even a simple, one page marketing 
plan outlining the essentials such as target 
market and how you will reach them will 
be of benefit as it ensures you have a 
clear, concise, and consistent approach 
from the outset, which can be measured 
and analysed against to determine the 
success of the campaign.

Although it may seem time consuming, in 
the long run, planning your marketing will 
actually save you time and money, 
ensuring that your tactics are very much 
focussed on achieving your explicit 
marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.

DIFFICULTIES REACHING THE TARGET
AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
specialists with the skills and technologies to penetrate the specific audience demographic, plus 
the experience to truly understand the findings.
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Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
Sociable. With a little research, it is possible to find many more simple to use software solutions 
which will help measure and analyse a whole host of different marketing channels.

Chapter 1
IDENTIFYING THE

CHALLENGE

3FRESH IMPETUS . SME Guide: How to make the most of a small marketing budget

STAT
71% of SME’s are optimistic for growth and 
confident of improving trading conditions over 
the next 3 years
Source: Chartered Institute of Marketing; Think Big, Act Small SME 
Research Paper

STAT
An average SME’s marketing budget equates to 
8.32% of turnover
Source: The CMO Survey 
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STAT
SME’s spend on average 20 hrs a week on 
Marketing
Source: Constant Contact

Consider carefully who is implementing your 
marketing activities (e.g. internal team member 
alongside other duties) and whether the time 
spent is sufficient to achieve your business 
objectives.

OUR ADVICE
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marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.
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AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
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The average SME
spends £23,810 on
marketing per annum.
Source: Centre for Economics
and Business Research

Efficiency and creativity are key. SME’s must make their comparatively small marketing budgets 
work hard and work smart. Think carefully about where you spend your marketing budget and 
be creative with how you use it.

STAT AVERAGE PROMOTIONAL BUDGET BY NO. EMPLOYEES

OUR ADVICE

Source: B2B International
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events as they happen. 
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For many smaller businesses, marketing just isn’t a priority. When budgets and resources are 
tight, it’s easy to see why a lot of business owners don’t view marketing as a priority and aren’t 
willing to invest the necessary money in it. 

The problem is that marketing is important and getting it right can mean make or break for any 
small or medium sized business. After all, it’s marketing that will bring you new customers, help 
you to retain existing ones, and ultimately increase profits. 

DIFFICULTIES MEASURING AND ANALYSING
RESULTS
The importance of measuring the results 
and return of your marketing campaign 
should not be underestimated. It’s 
absolutely vital, whatever the size or 
nature of your business. The process can 
prove challenging, however, especially for 
SME’s.

If the results of a campaign are not thoroughly and accurately measured and analysed, then 
companies can waste large amounts of money on marketing that is ineffective and provides little 
return. 

It is often the case that SME’s just don’t have the time or resources to measure their campaigns 
themselves, or the knowledge and experience to know how to do so. However, there are a 
number of free or cost effective marketing tools available, which are simple to use and will help 
small and medium size businesses measure and analyse the results of their marketing efforts. 
Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
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which will help measure and analyse a whole host of different marketing channels.

Big brands attribute, on average, 8% of their marketing budget on analytics. They expect to 
increase this level over the next three years. 
Source: CMO Survey

Don’t overlook the importance of measurement and analysis of your marketing activities. A similar 
percentage of the budget may be unachievable for an SME, but always ensure there is a form of 
performance measurement in place for all marketing activities, otherwise it is very likely some of 
your budget will be wasted.

STAT

OUR ADVICE

STAT
It is estimated that £1billion+ is wasted on 
Social Media Marketing by SME’s each year.
Source: Finance for Business
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marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.

DIFFICULTIES REACHING THE TARGET
AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
specialists with the skills and technologies to penetrate the specific audience demographic, plus 
the experience to truly understand the findings.



For any business, marketing plays a key role in business growth and development.  

For SME’s in particular, effective, efficient, and economical marketing can prove a huge 
challenge. Many small business owners and entrepreneurs don’t have expertise in the field, 
budgets are often limited, especially in comparison to big brands, and it can be difficult to 
identify and reach new customers. 

By identifying these challenges and 
barriers, however, it is possible to develop 
a comprehensive and realistic marketing 
strategy that will be beneficial to your 
small or medium size business, whatever 
your budget. 

Whilst challenges will undoubtedly vary 
from business to business, and sector to 
sector, there are a number of common 
factors that affect the majority of SME’s.

TIGHT BUDGETS CAN BE RESTRICTIVE
Having enough money to allocate a sufficient marketing budget is a problem for businesses of all 
shapes and sizes. For SME’s, however, it can be particularly difficult to effectively market their 
business on a relatively small budget. 

When times get tough, the marketing budget is often the first thing to go. Although this may seem 
like the best short-term solution, it can have a hugely detrimental effect on long-term business 
growth. 

No matter how much you’ve got to spend, 
with careful planning and research, it is 
possible to develop a marketing strategy 
that optimises your opportunities and 
maximises your budget. 

RESOURCES ARE OFTEN LIMITED
By their very nature, SME’s don’t have access to the same resources as big brands. And it’s not 
just money. Although financial limitations are a big factor, operational, staff, and knowledge 
limitations also have a major impact on a business’ ability to undertake successful marketing 
activities. 

This is why many SME’s choose to outsource their marketing activities, or at least aspects of 
them, to external agencies and consultants – allowing them to access the skills, knowledge and 
resources they need, without having to invest large sums of money to bring them in-house. 

AVAILABLE TIME CAN BE INADEQUATE 
Marketing doesn’t just require money and 
resources, it also requires time and it can 
be difficult for SME’s to budget this time 
into their working day. This is amplified by 
the fact that a large percentage of SME’s 
have their marketing functions facilitated 
by a member of staff, for whom marketing 
is not their primary role, but rather is just 
one duty within a much wider remit. This 
means that marketing activities are often 
side lined when other duties become more 
pressing. 

Added to this, many of today’s relevant 
marketing channels, such as social media, 
digital marketing and even newsletters, are time-intensive and, in many cases, time-sensitive. To 
use these platforms effectively, you ideally need someone to respond to comments, queries, and 
events as they happen. 

MARKETING JUST ISN’T A PRIORITY  
For many smaller businesses, marketing just isn’t a priority. When budgets and resources are 
tight, it’s easy to see why a lot of business owners don’t view marketing as a priority and aren’t 
willing to invest the necessary money in it. 

The problem is that marketing is important and getting it right can mean make or break for any 
small or medium sized business. After all, it’s marketing that will bring you new customers, help 
you to retain existing ones, and ultimately increase profits. 

DIFFICULTIES MEASURING AND ANALYSING
RESULTS
The importance of measuring the results 
and return of your marketing campaign 
should not be underestimated. It’s 
absolutely vital, whatever the size or 
nature of your business. The process can 
prove challenging, however, especially for 
SME’s.

If the results of a campaign are not thoroughly and accurately measured and analysed, then 
companies can waste large amounts of money on marketing that is ineffective and provides little 
return. 

It is often the case that SME’s just don’t have the time or resources to measure their campaigns 
themselves, or the knowledge and experience to know how to do so. However, there are a 
number of free or cost effective marketing tools available, which are simple to use and will help 
small and medium size businesses measure and analyse the results of their marketing efforts. 
Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
Sociable. With a little research, it is possible to find many more simple to use software solutions 
which will help measure and analyse a whole host of different marketing channels.
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PLANNING MAY SEEM DAUNTING 
For many smaller businesses, when it comes to marketing, they simply don’t know where to start. 

Planning and implementing an effective marketing campaign tends to be the biggest challenge 
for businesses, especially SME’s who may not have the experience or knowledge of how to go 
about it.

But even a simple, one page marketing 
plan outlining the essentials such as target 
market and how you will reach them will 
be of benefit as it ensures you have a 
clear, concise, and consistent approach 
from the outset, which can be measured 
and analysed against to determine the 
success of the campaign.

Although it may seem time consuming, in 
the long run, planning your marketing will 
actually save you time and money, 
ensuring that your tactics are very much 
focussed on achieving your explicit 
marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.

DIFFICULTIES REACHING THE TARGET
AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
specialists with the skills and technologies to penetrate the specific audience demographic, plus 
the experience to truly understand the findings.

STAT
64.4% of small businesses do not have a 
(documented) marketing plan therefore do all of 
their marketing ad hoc.
Source: The Digital Marketing Show

Improve performance and beat your competitors 
by creating a marketing plan that your business 
can manage effectively and will ensure all 
activites are implemented for best effect.

OUR ADVICE Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.



For any business, marketing plays a key role in business growth and development.  

For SME’s in particular, effective, efficient, and economical marketing can prove a huge 
challenge. Many small business owners and entrepreneurs don’t have expertise in the field, 
budgets are often limited, especially in comparison to big brands, and it can be difficult to 
identify and reach new customers. 

By identifying these challenges and 
barriers, however, it is possible to develop 
a comprehensive and realistic marketing 
strategy that will be beneficial to your 
small or medium size business, whatever 
your budget. 

Whilst challenges will undoubtedly vary 
from business to business, and sector to 
sector, there are a number of common 
factors that affect the majority of SME’s.

TIGHT BUDGETS CAN BE RESTRICTIVE
Having enough money to allocate a sufficient marketing budget is a problem for businesses of all 
shapes and sizes. For SME’s, however, it can be particularly difficult to effectively market their 
business on a relatively small budget. 

When times get tough, the marketing budget is often the first thing to go. Although this may seem 
like the best short-term solution, it can have a hugely detrimental effect on long-term business 
growth. 

No matter how much you’ve got to spend, 
with careful planning and research, it is 
possible to develop a marketing strategy 
that optimises your opportunities and 
maximises your budget. 

RESOURCES ARE OFTEN LIMITED
By their very nature, SME’s don’t have access to the same resources as big brands. And it’s not 
just money. Although financial limitations are a big factor, operational, staff, and knowledge 
limitations also have a major impact on a business’ ability to undertake successful marketing 
activities. 

This is why many SME’s choose to outsource their marketing activities, or at least aspects of 
them, to external agencies and consultants – allowing them to access the skills, knowledge and 
resources they need, without having to invest large sums of money to bring them in-house. 

AVAILABLE TIME CAN BE INADEQUATE 
Marketing doesn’t just require money and 
resources, it also requires time and it can 
be difficult for SME’s to budget this time 
into their working day. This is amplified by 
the fact that a large percentage of SME’s 
have their marketing functions facilitated 
by a member of staff, for whom marketing 
is not their primary role, but rather is just 
one duty within a much wider remit. This 
means that marketing activities are often 
side lined when other duties become more 
pressing. 

Added to this, many of today’s relevant 
marketing channels, such as social media, 
digital marketing and even newsletters, are time-intensive and, in many cases, time-sensitive. To 
use these platforms effectively, you ideally need someone to respond to comments, queries, and 
events as they happen. 

MARKETING JUST ISN’T A PRIORITY  
For many smaller businesses, marketing just isn’t a priority. When budgets and resources are 
tight, it’s easy to see why a lot of business owners don’t view marketing as a priority and aren’t 
willing to invest the necessary money in it. 

The problem is that marketing is important and getting it right can mean make or break for any 
small or medium sized business. After all, it’s marketing that will bring you new customers, help 
you to retain existing ones, and ultimately increase profits. 

DIFFICULTIES MEASURING AND ANALYSING
RESULTS
The importance of measuring the results 
and return of your marketing campaign 
should not be underestimated. It’s 
absolutely vital, whatever the size or 
nature of your business. The process can 
prove challenging, however, especially for 
SME’s.

If the results of a campaign are not thoroughly and accurately measured and analysed, then 
companies can waste large amounts of money on marketing that is ineffective and provides little 
return. 

It is often the case that SME’s just don’t have the time or resources to measure their campaigns 
themselves, or the knowledge and experience to know how to do so. However, there are a 
number of free or cost effective marketing tools available, which are simple to use and will help 
small and medium size businesses measure and analyse the results of their marketing efforts. 
Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
Sociable. With a little research, it is possible to find many more simple to use software solutions 
which will help measure and analyse a whole host of different marketing channels.

PLANNING MAY SEEM DAUNTING 
For many smaller businesses, when it comes to marketing, they simply don’t know where to start. 

Planning and implementing an effective marketing campaign tends to be the biggest challenge 
for businesses, especially SME’s who may not have the experience or knowledge of how to go 
about it.

But even a simple, one page marketing 
plan outlining the essentials such as target 
market and how you will reach them will 
be of benefit as it ensures you have a 
clear, concise, and consistent approach 
from the outset, which can be measured 
and analysed against to determine the 
success of the campaign.

Although it may seem time consuming, in 
the long run, planning your marketing will 
actually save you time and money, 
ensuring that your tactics are very much 
focussed on achieving your explicit 
marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.

DIFFICULTIES REACHING THE TARGET
AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
specialists with the skills and technologies to penetrate the specific audience demographic, plus 
the experience to truly understand the findings.

To overcome the challenges identified above and succeed in effectively marketing an SME on a 
budget, market intelligence is vital. You need to know everything there is to know about the 
market, your customers, competitors, and any other factors that have an impact upon your 
business. 

Although many companies possess a level of intelligence on their business environment, too 
many SME’s fall into the trap of basing their entire marketing strategy on guestimates – what they 
think their target audience wants and needs – rather than proven facts and intelligence. 

This is where market research can help. 
Providing a detailed insight into your 
target market, market research is often 
crucial to provide the necessary 
intelligence for the long-term success and 
profitability of your brand, and can assist 
with more or less every decision faced by 
your company. 

Of course, many companies already have an intrinsic knowledge of their business environment 
with years of experience and an understanding of trends within the marketplace, so building 
upon this with additional intelligence will only further extend the effectiveness of their marketing 
efforts.

Market research and intelligence should, therefore, be considered an important part of a 
business’ marketing function and in an ever-changing business environment, many SME’s find it 
beneficial to conduct market research in an on-going cycle, ensuring that they are constantly up 
to date with trends, changes, and developments.

“50% of all small businesses fail in the first couple of years. It's a damning statistic but it's true... the reason 
people fail is because they don't do their homework. A business is no different. It's about knowing more than the 
next guy or girl and performing better, and the only way you can do that is through knowledge”
Theo Paphitis | Celebrity Entrepreneur & Investor
Source: The Guardian Newspaper

Chapter 2
FIRST STEP... 

INTELLIGENCE
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STAT
£4.8billion spent on market research in the UK 
in 2016 (and rising)
Source: The Market Research Society

KNOW YOUR MARKET, YOUR CUSTOMERS
AND YOUR COMPETITORS
Market intelligence will help you to understand how your business fits into the market and how 
you can grow, develop and evolve within it. Is there a demand for your product or service? 
Who are your potential customers? 

Knowing your market will also help you to identify opportunities that may be worth exploring, as 
well as any potential risks to avoid. This, in turn, ensures that you don’t waste time, money and 
resources pursuing projects and marketing campaigns that are unlikely to be successful. 

Furthermore, knowing your customers intrinsically is imperative for the success of your marketing 
activities, as well as your business as a whole – allowing you to build positive customer 
relationships, create a loyal customer base, and generate leads.  

To ensure that you can effectively reach and communicate with your customers, you need to 
build a detailed picture of their demographics, trends, behaviours, and habits. This will allow 
you to develop an understanding of the channels, platforms, and tactics that they will be most 
responsive to. 

And it’s not just your customers that you need to get familiar with. Whatever the size, structure or 
sector of your business, understanding your competitors is key when it comes to establishing and 
securing your position within the marketplace. 

Obtaining a clear understanding of your competitor’s products and services as well as their 
promotional strategies, is a proven technique to help optimise the structure of your own marketing 
campaigns and efforts. If your company has the available resources to conduct this sort of 
research internally, there is a numerous amount of software which can help including Marketing 
Grader, SEMRush and Social Mention to name but a few.

The information obtained also allows you to measure yourself against your competitors, giving 
you an insight into where you sit within the market. Establishing market benchmarks will facilitate 
effective monitoring and allow you to evaluate progress and the impact of your marketing 
campaigns. 

An additional benefit of sound market intelligence is that your business will have a greater 
understanding of the key developments and trends within the industry so you can identify the 
areas in which you should focus your innovation and growth. What are the motivational factors 
within the industry? How does, or can, your business cater to them? Who are the industry experts 
and influencers, and how can they be harnessed for the benefit of your marketing campaigns 
and business?

Despite the limitations that many SME’s face when conducting market research, there is a wide 
range of easily accessible tools that can be used in order to obtain market intelligence. Tools 
such as Survey Monkey Audience and Google Consumer Surveys is a great place to start when 
conducting market research surveys as they provide direct access to millions of people prepared 
to answer your questions. Another helpful service is Proved, which helps companies validate an 

idea, new product or business. There are also plenty of other tools including Google Trends, 
Google Keyword Planner, Simply Measured and Buzz Sumo that will help compile the market 
intelligence necessary to succeed within your marketplace.

Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.
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For SME’s in particular, effective, efficient, and economical marketing can prove a huge 
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limitations also have a major impact on a business’ ability to undertake successful marketing 
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by a member of staff, for whom marketing 
is not their primary role, but rather is just 
one duty within a much wider remit. This 
means that marketing activities are often 
side lined when other duties become more 
pressing. 

Added to this, many of today’s relevant 
marketing channels, such as social media, 
digital marketing and even newsletters, are time-intensive and, in many cases, time-sensitive. To 
use these platforms effectively, you ideally need someone to respond to comments, queries, and 
events as they happen. 

MARKETING JUST ISN’T A PRIORITY  
For many smaller businesses, marketing just isn’t a priority. When budgets and resources are 
tight, it’s easy to see why a lot of business owners don’t view marketing as a priority and aren’t 
willing to invest the necessary money in it. 

The problem is that marketing is important and getting it right can mean make or break for any 
small or medium sized business. After all, it’s marketing that will bring you new customers, help 
you to retain existing ones, and ultimately increase profits. 

DIFFICULTIES MEASURING AND ANALYSING
RESULTS
The importance of measuring the results 
and return of your marketing campaign 
should not be underestimated. It’s 
absolutely vital, whatever the size or 
nature of your business. The process can 
prove challenging, however, especially for 
SME’s.

If the results of a campaign are not thoroughly and accurately measured and analysed, then 
companies can waste large amounts of money on marketing that is ineffective and provides little 
return. 

It is often the case that SME’s just don’t have the time or resources to measure their campaigns 
themselves, or the knowledge and experience to know how to do so. However, there are a 
number of free or cost effective marketing tools available, which are simple to use and will help 
small and medium size businesses measure and analyse the results of their marketing efforts. 
Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
Sociable. With a little research, it is possible to find many more simple to use software solutions 
which will help measure and analyse a whole host of different marketing channels.

PLANNING MAY SEEM DAUNTING 
For many smaller businesses, when it comes to marketing, they simply don’t know where to start. 

Planning and implementing an effective marketing campaign tends to be the biggest challenge 
for businesses, especially SME’s who may not have the experience or knowledge of how to go 
about it.

But even a simple, one page marketing 
plan outlining the essentials such as target 
market and how you will reach them will 
be of benefit as it ensures you have a 
clear, concise, and consistent approach 
from the outset, which can be measured 
and analysed against to determine the 
success of the campaign.

Although it may seem time consuming, in 
the long run, planning your marketing will 
actually save you time and money, 
ensuring that your tactics are very much 
focussed on achieving your explicit 
marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.

DIFFICULTIES REACHING THE TARGET
AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
specialists with the skills and technologies to penetrate the specific audience demographic, plus 
the experience to truly understand the findings.

To overcome the challenges identified above and succeed in effectively marketing an SME on a 
budget, market intelligence is vital. You need to know everything there is to know about the 
market, your customers, competitors, and any other factors that have an impact upon your 
business. 

Although many companies possess a level of intelligence on their business environment, too 
many SME’s fall into the trap of basing their entire marketing strategy on guestimates – what they 
think their target audience wants and needs – rather than proven facts and intelligence. 

This is where market research can help. 
Providing a detailed insight into your 
target market, market research is often 
crucial to provide the necessary 
intelligence for the long-term success and 
profitability of your brand, and can assist 
with more or less every decision faced by 
your company. 

Of course, many companies already have an intrinsic knowledge of their business environment 
with years of experience and an understanding of trends within the marketplace, so building 
upon this with additional intelligence will only further extend the effectiveness of their marketing 
efforts.

Market research and intelligence should, therefore, be considered an important part of a 
business’ marketing function and in an ever-changing business environment, many SME’s find it 
beneficial to conduct market research in an on-going cycle, ensuring that they are constantly up 
to date with trends, changes, and developments.

“50% of all small businesses fail in the first couple of years. It's a damning statistic but it's true... the reason 
people fail is because they don't do their homework. A business is no different. It's about knowing more than the 
next guy or girl and performing better, and the only way you can do that is through knowledge”
Theo Paphitis | Celebrity Entrepreneur & Investor
Source: The Guardian Newspaper
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KNOW YOUR MARKET, YOUR CUSTOMERS
AND YOUR COMPETITORS
Market intelligence will help you to understand how your business fits into the market and how 
you can grow, develop and evolve within it. Is there a demand for your product or service? 
Who are your potential customers? 

Knowing your market will also help you to identify opportunities that may be worth exploring, as 
well as any potential risks to avoid. This, in turn, ensures that you don’t waste time, money and 
resources pursuing projects and marketing campaigns that are unlikely to be successful. 

Furthermore, knowing your customers intrinsically is imperative for the success of your marketing 
activities, as well as your business as a whole – allowing you to build positive customer 
relationships, create a loyal customer base, and generate leads.  

To ensure that you can effectively reach and communicate with your customers, you need to 
build a detailed picture of their demographics, trends, behaviours, and habits. This will allow 
you to develop an understanding of the channels, platforms, and tactics that they will be most 
responsive to. 

And it’s not just your customers that you need to get familiar with. Whatever the size, structure or 
sector of your business, understanding your competitors is key when it comes to establishing and 
securing your position within the marketplace. 

Obtaining a clear understanding of your competitor’s products and services as well as their 
promotional strategies, is a proven technique to help optimise the structure of your own marketing 
campaigns and efforts. If your company has the available resources to conduct this sort of 
research internally, there is a numerous amount of software which can help including Marketing 
Grader, SEMRush and Social Mention to name but a few.

The information obtained also allows you to measure yourself against your competitors, giving 
you an insight into where you sit within the market. Establishing market benchmarks will facilitate 
effective monitoring and allow you to evaluate progress and the impact of your marketing 
campaigns. 

An additional benefit of sound market intelligence is that your business will have a greater 
understanding of the key developments and trends within the industry so you can identify the 
areas in which you should focus your innovation and growth. What are the motivational factors 
within the industry? How does, or can, your business cater to them? Who are the industry experts 
and influencers, and how can they be harnessed for the benefit of your marketing campaigns 
and business?

Despite the limitations that many SME’s face when conducting market research, there is a wide 
range of easily accessible tools that can be used in order to obtain market intelligence. Tools 
such as Survey Monkey Audience and Google Consumer Surveys is a great place to start when 
conducting market research surveys as they provide direct access to millions of people prepared 
to answer your questions. Another helpful service is Proved, which helps companies validate an 

idea, new product or business. There are also plenty of other tools including Google Trends, 
Google Keyword Planner, Simply Measured and Buzz Sumo that will help compile the market 
intelligence necessary to succeed within your marketplace.

Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.



For any business, marketing plays a key role in business growth and development.  

For SME’s in particular, effective, efficient, and economical marketing can prove a huge 
challenge. Many small business owners and entrepreneurs don’t have expertise in the field, 
budgets are often limited, especially in comparison to big brands, and it can be difficult to 
identify and reach new customers. 

By identifying these challenges and 
barriers, however, it is possible to develop 
a comprehensive and realistic marketing 
strategy that will be beneficial to your 
small or medium size business, whatever 
your budget. 

Whilst challenges will undoubtedly vary 
from business to business, and sector to 
sector, there are a number of common 
factors that affect the majority of SME’s.

TIGHT BUDGETS CAN BE RESTRICTIVE
Having enough money to allocate a sufficient marketing budget is a problem for businesses of all 
shapes and sizes. For SME’s, however, it can be particularly difficult to effectively market their 
business on a relatively small budget. 

When times get tough, the marketing budget is often the first thing to go. Although this may seem 
like the best short-term solution, it can have a hugely detrimental effect on long-term business 
growth. 

No matter how much you’ve got to spend, 
with careful planning and research, it is 
possible to develop a marketing strategy 
that optimises your opportunities and 
maximises your budget. 

RESOURCES ARE OFTEN LIMITED
By their very nature, SME’s don’t have access to the same resources as big brands. And it’s not 
just money. Although financial limitations are a big factor, operational, staff, and knowledge 
limitations also have a major impact on a business’ ability to undertake successful marketing 
activities. 

This is why many SME’s choose to outsource their marketing activities, or at least aspects of 
them, to external agencies and consultants – allowing them to access the skills, knowledge and 
resources they need, without having to invest large sums of money to bring them in-house. 

AVAILABLE TIME CAN BE INADEQUATE 
Marketing doesn’t just require money and 
resources, it also requires time and it can 
be difficult for SME’s to budget this time 
into their working day. This is amplified by 
the fact that a large percentage of SME’s 
have their marketing functions facilitated 
by a member of staff, for whom marketing 
is not their primary role, but rather is just 
one duty within a much wider remit. This 
means that marketing activities are often 
side lined when other duties become more 
pressing. 

Added to this, many of today’s relevant 
marketing channels, such as social media, 
digital marketing and even newsletters, are time-intensive and, in many cases, time-sensitive. To 
use these platforms effectively, you ideally need someone to respond to comments, queries, and 
events as they happen. 

MARKETING JUST ISN’T A PRIORITY  
For many smaller businesses, marketing just isn’t a priority. When budgets and resources are 
tight, it’s easy to see why a lot of business owners don’t view marketing as a priority and aren’t 
willing to invest the necessary money in it. 

The problem is that marketing is important and getting it right can mean make or break for any 
small or medium sized business. After all, it’s marketing that will bring you new customers, help 
you to retain existing ones, and ultimately increase profits. 

DIFFICULTIES MEASURING AND ANALYSING
RESULTS
The importance of measuring the results 
and return of your marketing campaign 
should not be underestimated. It’s 
absolutely vital, whatever the size or 
nature of your business. The process can 
prove challenging, however, especially for 
SME’s.

If the results of a campaign are not thoroughly and accurately measured and analysed, then 
companies can waste large amounts of money on marketing that is ineffective and provides little 
return. 

It is often the case that SME’s just don’t have the time or resources to measure their campaigns 
themselves, or the knowledge and experience to know how to do so. However, there are a 
number of free or cost effective marketing tools available, which are simple to use and will help 
small and medium size businesses measure and analyse the results of their marketing efforts. 
Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
Sociable. With a little research, it is possible to find many more simple to use software solutions 
which will help measure and analyse a whole host of different marketing channels.

PLANNING MAY SEEM DAUNTING 
For many smaller businesses, when it comes to marketing, they simply don’t know where to start. 

Planning and implementing an effective marketing campaign tends to be the biggest challenge 
for businesses, especially SME’s who may not have the experience or knowledge of how to go 
about it.

But even a simple, one page marketing 
plan outlining the essentials such as target 
market and how you will reach them will 
be of benefit as it ensures you have a 
clear, concise, and consistent approach 
from the outset, which can be measured 
and analysed against to determine the 
success of the campaign.

Although it may seem time consuming, in 
the long run, planning your marketing will 
actually save you time and money, 
ensuring that your tactics are very much 
focussed on achieving your explicit 
marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.

DIFFICULTIES REACHING THE TARGET
AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
specialists with the skills and technologies to penetrate the specific audience demographic, plus 
the experience to truly understand the findings.

To overcome the challenges identified above and succeed in effectively marketing an SME on a 
budget, market intelligence is vital. You need to know everything there is to know about the 
market, your customers, competitors, and any other factors that have an impact upon your 
business. 

Although many companies possess a level of intelligence on their business environment, too 
many SME’s fall into the trap of basing their entire marketing strategy on guestimates – what they 
think their target audience wants and needs – rather than proven facts and intelligence. 

This is where market research can help. 
Providing a detailed insight into your 
target market, market research is often 
crucial to provide the necessary 
intelligence for the long-term success and 
profitability of your brand, and can assist 
with more or less every decision faced by 
your company. 

Of course, many companies already have an intrinsic knowledge of their business environment 
with years of experience and an understanding of trends within the marketplace, so building 
upon this with additional intelligence will only further extend the effectiveness of their marketing 
efforts.

Market research and intelligence should, therefore, be considered an important part of a 
business’ marketing function and in an ever-changing business environment, many SME’s find it 
beneficial to conduct market research in an on-going cycle, ensuring that they are constantly up 
to date with trends, changes, and developments.

“50% of all small businesses fail in the first couple of years. It's a damning statistic but it's true... the reason 
people fail is because they don't do their homework. A business is no different. It's about knowing more than the 
next guy or girl and performing better, and the only way you can do that is through knowledge”
Theo Paphitis | Celebrity Entrepreneur & Investor
Source: The Guardian Newspaper
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KNOW YOUR MARKET, YOUR CUSTOMERS
AND YOUR COMPETITORS
Market intelligence will help you to understand how your business fits into the market and how 
you can grow, develop and evolve within it. Is there a demand for your product or service? 
Who are your potential customers? 

Knowing your market will also help you to identify opportunities that may be worth exploring, as 
well as any potential risks to avoid. This, in turn, ensures that you don’t waste time, money and 
resources pursuing projects and marketing campaigns that are unlikely to be successful. 

Furthermore, knowing your customers intrinsically is imperative for the success of your marketing 
activities, as well as your business as a whole – allowing you to build positive customer 
relationships, create a loyal customer base, and generate leads.  

To ensure that you can effectively reach and communicate with your customers, you need to 
build a detailed picture of their demographics, trends, behaviours, and habits. This will allow 
you to develop an understanding of the channels, platforms, and tactics that they will be most 
responsive to. 

And it’s not just your customers that you need to get familiar with. Whatever the size, structure or 
sector of your business, understanding your competitors is key when it comes to establishing and 
securing your position within the marketplace. 

Obtaining a clear understanding of your competitor’s products and services as well as their 
promotional strategies, is a proven technique to help optimise the structure of your own marketing 
campaigns and efforts. If your company has the available resources to conduct this sort of 
research internally, there is a numerous amount of software which can help including Marketing 
Grader, SEMRush and Social Mention to name but a few.

The information obtained also allows you to measure yourself against your competitors, giving 
you an insight into where you sit within the market. Establishing market benchmarks will facilitate 
effective monitoring and allow you to evaluate progress and the impact of your marketing 
campaigns. 

An additional benefit of sound market intelligence is that your business will have a greater 
understanding of the key developments and trends within the industry so you can identify the 
areas in which you should focus your innovation and growth. What are the motivational factors 
within the industry? How does, or can, your business cater to them? Who are the industry experts 
and influencers, and how can they be harnessed for the benefit of your marketing campaigns 
and business?

Despite the limitations that many SME’s face when conducting market research, there is a wide 
range of easily accessible tools that can be used in order to obtain market intelligence. Tools 
such as Survey Monkey Audience and Google Consumer Surveys is a great place to start when 
conducting market research surveys as they provide direct access to millions of people prepared 
to answer your questions. Another helpful service is Proved, which helps companies validate an 

idea, new product or business. There are also plenty of other tools including Google Trends, 
Google Keyword Planner, Simply Measured and Buzz Sumo that will help compile the market 
intelligence necessary to succeed within your marketplace.

Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.

Exploring businesses views surrounding the effectiveness of 4 commonly used digital marketing 
channels. Each respondent was asked which channels they felt provided good ROI.
Source: Conductor

SURVEY

Whilst conducting research it is worth exploring what marketing channels are commonly used 
within the industry and what tactics your competitors are utilising. Establishing what marketing 
channels are successful for communicating with your customer demographic and in turn provide 
good ROI is an important step to building an effective marketing strategy, saving both time and 
resources in the long run.

OUR ADVICE

PROVIDES GOOD RETURN ON INVESTMENT

Search Engine Optimisation
8/10

Email Marketing
7/10

Paid Search (PPC)
6/10

Social Media Marketing
4/10



For any business, marketing plays a key role in business growth and development.  

For SME’s in particular, effective, efficient, and economical marketing can prove a huge 
challenge. Many small business owners and entrepreneurs don’t have expertise in the field, 
budgets are often limited, especially in comparison to big brands, and it can be difficult to 
identify and reach new customers. 

By identifying these challenges and 
barriers, however, it is possible to develop 
a comprehensive and realistic marketing 
strategy that will be beneficial to your 
small or medium size business, whatever 
your budget. 

Whilst challenges will undoubtedly vary 
from business to business, and sector to 
sector, there are a number of common 
factors that affect the majority of SME’s.

TIGHT BUDGETS CAN BE RESTRICTIVE
Having enough money to allocate a sufficient marketing budget is a problem for businesses of all 
shapes and sizes. For SME’s, however, it can be particularly difficult to effectively market their 
business on a relatively small budget. 

When times get tough, the marketing budget is often the first thing to go. Although this may seem 
like the best short-term solution, it can have a hugely detrimental effect on long-term business 
growth. 

No matter how much you’ve got to spend, 
with careful planning and research, it is 
possible to develop a marketing strategy 
that optimises your opportunities and 
maximises your budget. 

RESOURCES ARE OFTEN LIMITED
By their very nature, SME’s don’t have access to the same resources as big brands. And it’s not 
just money. Although financial limitations are a big factor, operational, staff, and knowledge 
limitations also have a major impact on a business’ ability to undertake successful marketing 
activities. 

This is why many SME’s choose to outsource their marketing activities, or at least aspects of 
them, to external agencies and consultants – allowing them to access the skills, knowledge and 
resources they need, without having to invest large sums of money to bring them in-house. 

AVAILABLE TIME CAN BE INADEQUATE 
Marketing doesn’t just require money and 
resources, it also requires time and it can 
be difficult for SME’s to budget this time 
into their working day. This is amplified by 
the fact that a large percentage of SME’s 
have their marketing functions facilitated 
by a member of staff, for whom marketing 
is not their primary role, but rather is just 
one duty within a much wider remit. This 
means that marketing activities are often 
side lined when other duties become more 
pressing. 

Added to this, many of today’s relevant 
marketing channels, such as social media, 
digital marketing and even newsletters, are time-intensive and, in many cases, time-sensitive. To 
use these platforms effectively, you ideally need someone to respond to comments, queries, and 
events as they happen. 

MARKETING JUST ISN’T A PRIORITY  
For many smaller businesses, marketing just isn’t a priority. When budgets and resources are 
tight, it’s easy to see why a lot of business owners don’t view marketing as a priority and aren’t 
willing to invest the necessary money in it. 

The problem is that marketing is important and getting it right can mean make or break for any 
small or medium sized business. After all, it’s marketing that will bring you new customers, help 
you to retain existing ones, and ultimately increase profits. 

DIFFICULTIES MEASURING AND ANALYSING
RESULTS
The importance of measuring the results 
and return of your marketing campaign 
should not be underestimated. It’s 
absolutely vital, whatever the size or 
nature of your business. The process can 
prove challenging, however, especially for 
SME’s.

If the results of a campaign are not thoroughly and accurately measured and analysed, then 
companies can waste large amounts of money on marketing that is ineffective and provides little 
return. 

It is often the case that SME’s just don’t have the time or resources to measure their campaigns 
themselves, or the knowledge and experience to know how to do so. However, there are a 
number of free or cost effective marketing tools available, which are simple to use and will help 
small and medium size businesses measure and analyse the results of their marketing efforts. 
Website traffic, for example, can be measured using Google Analytics, whilst a business’ Social 
Media can be easily monitored with software such as SUMALL, Klout, Social Bro or How 
Sociable. With a little research, it is possible to find many more simple to use software solutions 
which will help measure and analyse a whole host of different marketing channels.

PLANNING MAY SEEM DAUNTING 
For many smaller businesses, when it comes to marketing, they simply don’t know where to start. 

Planning and implementing an effective marketing campaign tends to be the biggest challenge 
for businesses, especially SME’s who may not have the experience or knowledge of how to go 
about it.

But even a simple, one page marketing 
plan outlining the essentials such as target 
market and how you will reach them will 
be of benefit as it ensures you have a 
clear, concise, and consistent approach 
from the outset, which can be measured 
and analysed against to determine the 
success of the campaign.

Although it may seem time consuming, in 
the long run, planning your marketing will 
actually save you time and money, 
ensuring that your tactics are very much 
focussed on achieving your explicit 
marketing goals. No matter how small your budget is, if you develop and follow a plan, your 
marketing is far more likely to be effective and in turn successful.

DIFFICULTIES REACHING THE TARGET
AUDIENCE
A frequent challenge for SME’s is identifying who the target audience is, and how they are 
going to reach them. 

The key is identifying which marketing channels and platforms your audience responds best to, 
and focussing on how you can integrate these into your marketing plan.  One way of doing this 
is to conduct research, which will allow you to understand where your audience are and how 
you can reach them with your messages. Although this research can be conducted in-house, it’s 
worth bearing in mind that it can be time consuming and you may occasionally need to employ 
specialists with the skills and technologies to penetrate the specific audience demographic, plus 
the experience to truly understand the findings.

Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

Chapter 3
THE IMPORTANCE OF

PLANNING
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STAT
Coke's 2016 global advertising budget was 
£4billion
Source: www.statista.com

You don’t have to have a huge budget to 
succeed in marketing. Be creative and learn 
from the big brands by implementing creative 
marketing strategies that are appropriate for 
your business and customers. For instance create 
a very personalised campaign for your 
audience like the “Share a coke” campaign.

OUR ADVICE

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.



Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.
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A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

Exploring the effectiveness of different marketing channels in generating leads for business to 
business companies. The survey illustrates both the quanitity and quality of leads generated.
Source: Software Advice - B2B Demand Generation Benchmark Industry View

SURVEY

QUALITY OF LEADS PER CHANNEL

Trade Shows / Events

Referral Marketing

Inhouse Email Marketing

Retargeting

Telemarketing

PPC Advertising

Organic Search

3rd Party Webinars

Social Media Advertising

3rd Party Email Marketing

3rd Party Lead Generators

Mass Media Advertising

Social Media Marketing

Direct Mail

Display Advertising

50% 100%0%

Excellent Good Fair Poor

QUANTITY OF LEADS PER CHANNEL

Trade Shows / Events

Referral Marketing

Inhouse Email Marketing

Retargeting

Telemarketing

PPC Advertising

Organic Search

3rd Party Webinars

Social Media Advertising

3rd Party Email Marketing

3rd Party Lead Generators

Mass Media Advertising

Social Media Marketing

Direct Mail

Display Advertising

50% 100%0%

Very High High Low Very Low

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.

Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 

including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 



Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 
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PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.

Measuring ROI for certain marketing channels can be a challenge. Each channel has different 
metrics to consider and you first you need to determine what you consider a success. Common 
metrics to consider can include; No. enquiries, no. sales, no. subscriptions, website traffic, 
website bounce rates, website conversions, brand mentions and likes, positive sentiment 
received, emails opened, press coverage, customer lifetime value, customer acquisition cost to 
name but a few.

B2B COMPANIES ABILITY TO MEASURE ROI FROM DIGITAL CHANNELS

Paid Search (PPC)

Email Marketing

Search Engine Optimisation

Affiliate Marketing

Display Advertising

Webinars / Virtual Events

Social Media

Mobile Marketing

Content Marketing

Video Advertising

50% 100%0%

Good Okay Poor

Source: Econsultancy

OUR ADVICE

Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 

including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 



Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 
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HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.

STAT
79% of SME’s develop business / marketing 
plans internally, that set a clear direction for a 
defined period of time (e.g. 6-12 months)
Source: Chartered Institute of Marketing; Think Big, Act Small SME 
Research Paper

Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 

including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 



Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.

Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

Chapter 4
MARKETING

KNOW-HOW

14FRESH IMPETUS . SME Guide: How to make the most of a small marketing budget

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 

including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 

MOST POPULAR LEAD GENERATION CHANNELS USED BY B2B COMPANIES

Inhouse Email Marketing

Search Engine Optimisation

Social Media Marketing

Trade Shows / Events

Paid Search (PPC)

Referral Marketing

3rd Party Email Marketing

Display Advertising

Direct Mail

Telemarketing

75% 100%50%

Percentage of sample that used each channel

Source: Software Advice - B2B Demand Generation Benchmark Industry View
CONT...



Whilst marketing is crucial for the success of any organisation, it is unlikely that consistent growth 
and success will be achieved when undertaking ad hoc marketing activities without a clear 
strategy and vision, based upon real world intelligence. 

Great marketing doesn’t just happen – fact! It is carefully planned, researched and implemented, 
which is why a clear strategy and plan are unavoidable. Coca Cola, for example, are 
renowned for their successful marketing campaigns, but behind each and every campaign, there 
is a great deal of hard work and meticulous planning, as there is with any successful brand.

It’s important to note that your strategy and 
ultimately your marketing communications 
should be firmly based around your 
business’ own aims and objectives. It’s not 
a case of one-size fits all, and you can’t 
necessarily take another company’s 
strategy and just apply it to your own 
businesses. Each and every business is 
unique, and it is likely that so too are their 
marketing communications. Keep this is 
mind when developing your business’ 
marketing plan, or when entrusting an 
agency or consultant to develop it for you - 
as it is all too easy to just adopt the same 
communication channels and tactics as 
everyone else, before truly understanding 
whether they are right for your specific 
business in achieving your objectives.

A well informed, realistic, and practical marketing strategy brings a number of benefits for your 
business, including:

ENSURES THAT YOUR MARKETING ACTIVITIES
ARE INLINE WITH YOUR WIDER OBJECTIVES
A marketing strategy and plan will help to keep your marketing activities on track, ensuring that 
they are contributing to your overarching business aims and objectives. 

PROVIDES DIRECTION FOR ALL YOUR 
MARKETING ACTIONS
By laying out exactly what you want to achieve, it makes it much easier to ensure that all market-
ing activities are helping you to move in the right direction. Any tactics or communications that 
are not conducive with your end goal will be a waste of both time and money. 

ALLOWS YOU TO MEASURE SUCCESS
One of the challenges faced by SME’s is being able to measure the success and impact of their 
marketing efforts. Having a structured marketing plan or roadmap gives you a readymade 
framework to evaluate your campaigns against and a benchmark to analyse your results against. 

HELPS KEEP BUDGETS UNDER CONTROL
Having a marketing roadmap or detailed plan will allow you to keep a close eye on your 
budget and clearly see the return you’re getting on each investment. Outlining your costs and 
expenditure will also help you to identify ways in which you can maximise your budget and 
deploy it more effectively to the communication channels that perform best for your business.

ENSURES YOU ARE PROACTIVE RATHER
THAN REACTIVE
Your marketing plan will ensure that your business is proactive within the market, rather than 
reactive to it. If you plan and prepare, you will be able to anticipate market change and act 
accordingly. If you don’t plan, you will be left behind, following your competitors lead. 

WHAT ARE YOUR OPTIONS?
When it comes to formulating a marketing plan for your business, there are a couple of 
approaches that you can take. 

Firstly, you can develop the marketing 
strategy and plan yourself or with the help 
of colleagues. This approach requires a 
degree of understanding about the 
marketing landscape and opportunities 
within it, but is frequently achieved by 
SME’s and can sometimes benefit from the 
in-depth knowledge of the business itself. If 
the development of your business’ marketing plan is to be handled internally, it is worth while 
making it as comprehensive as possible and including as a minimum:
 1.   An accurate picture of your market, customer demographic and competitor landscape
 2.   Your objectives and what you want to accomplish
 3.   How you can communicate and reach your audience
 4.   How you are going to measure and analyse success
 5.   Complete details of the tactics and communication channels you will employ
 6.   A calendar of events
 7.   Your budget and a plan for how it will be spent

Alternatively, many SME’s choose to engage with a marketing consultant or agency that has the 
experience and knowledge to be able to advise on what communication channels will work best 
and what tactics should be employed. In addition they often have the skills and technologies to 
conduct the necessary research which will help design the plan. Many SME’s find this helpful as 
it saves their already limited time and resources.

Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 
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including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 

CONT...

STAT

Retargeting

Social Media Advertising

3rd Party Lead Generators

Mass Media Advertising

3rd Party Webinars

75% 100%50%

Percentage of sample that used each channel

Source: Software Advice - B2B Demand Generation Benchmark Industry View

Source: Chartered Institute of Marketing; Think Big, Act Small SME Research Paper

With many businesses using a large variety of marketing channels to generate leads and sales, it 
is clear that skills and expertise can be difficult to obtain for each individual channel within an 
internal team as the breadth of knowledge required is so wide. Identifying which channels are 
the most appropriate and effective for your business, then identifying where there is a skills gap is 
critical. Furthermore, research indicates that SME internal marketing teams do not possess the 
high level of marketing skills necessary to successfully implement multi-channel campaigns, with 
only 13% considering themselves a marketing specialist, which will be a significant contributing 
factor to successful marketing campaigns.

To address these issues, a full service marketing agency has the ability to provide a blended 
approach to your communications, whereby they have the skills and resources to fulfil the 
requirement of each individual channel, ensuring all communications are working in harmony 
and towards fulfilling the business’s objectives. If on the other hand, some skills exist internally, it 
may be effective to seek a specialist partner to provide assistance with just one of the channels.

OUR ADVICE

41%
of SME personnel 

responsible for 
marketing have 

“general marketing 
experience”

24%
of SME personnel 

responsible for 
marketing have a 
formal marketing 

qualification

13%
of SME personnel 

responsible for 
marketing consider 

themselves a 
specialist



Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

INFO
Marketing partners come in all shapes and 
sizes. From full service agencies who can offer 
your business a complete outsourced marketing 
function, providing everything from strategy all 
the way through to directly communicating with 
your audience, to specialist consultancies who 
offer fixed service delivery in one particular 
discipline such as email marketing.Typical 
services available would include:

. Marketing Strategy & Planning

. Market Research

. Digital & Inbound Marketing 
   Communications, including SEO, Content 
   Marketing, Email, Social Media, PPC, 
   Affiliate Marketing, Retargeting etc
. Offline Communications, including PR, Direct 
   Mail, Advertising, Exhibitions & Events, 
   Sponsorship, Telemarketing etc
. Graphic Design & Branding
. Website Development
. Lead Generation

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 
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including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 



Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 
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including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 

STAT
Average UK salaries of full time internal 
marketing team members:

. Marketing Executive = £23,138

. Marketing Manager = £32,816

. Marketing Director = £64,247

. Graphic / Web Designer = £21,824

. Developer / Programmer = £24,915

. Copywriter = £23,356

. Social Media Marketer = £25,070

. SEO Marketer = £23,371

. PPC Marketer = £25,329
Source: Payscale.com

Accessing both fundamental and specialist 
marketing skills can be considerably more 
affordable when outsourced. When outsourcing 
the marketing function, key benefits include the 
ability to pick and choose what skills are 
required plus a more flexible framework, in 
comparison to hiring staff, that would allow your 
business to scale up or down activity when 
necessary which really helps a small marketing 
budget go further and achieve greater ROI.

OUR ADVICE



Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 

including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 

Many SME’s choose to outsource their marketing activities to an external agency or partner. This 
can prove extremely cost effective compared to hiring a permanent member of internal staff. 

Like all businesses, marketing consultants 
and agencies come in all shapes and 
sizes. When making a decision about the 
partner or agency you want to use, it is 
important that you consider their ethos, 
approach, and style, as well as their 
experience, portfolio, and reputation. 

The agency or individual you choose to 
work with will play a considerable role in 
the development and growth of your 
business, so it’s important that you find a 
partner that fits with you.

When selecting a marketing agency or consultant to work with your business, there are a number 
of points to consider to ensure that you choose the right one. 

WHAT ARE YOU LOOKING FOR?
When you’re looking for the right marketing agency or consultant, the first thing to consider is 
what you’re actually looking for. After all, how can you be sure that they are the right agency for 
the role if you’re not entirely sure what the role is? 

Are you looking for an agency experienced in SME marketing? Do you want a consultant 
specialises in digital, PR or branding? Do you need help defining your strategy or simply 
executing your communication tactics? These are all questions that would benefit from being 
answered beforehand, although through discussion with a reputable marketing agency it should 
become evident of the type of help you require and whether their skill set matches your 
requirement.

Chapter 5
CHOOSING THE RIGHT 

PARTNER(S)
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DO THEY SHARE YOUR CORE VALUES?
As well as being a good fit for the requirement, it’s also crucial that the agency or consultant you 
select is a good fit for your business. You wouldn’t take on an employee who didn’t embody the 
values of the company or work in alignment with the business, so why would you employ an 
agency that didn’t support your values or share your business ethics?

CAN YOU WORK TOGETHER?
When you’re hiring an agency, it’s easy 
to forget that you are hiring the people 
rather than the brand. If you employ a 
good and proactive agency, these people 
will, in essence, be working alongside 
you as an extension of your own internal 
team. Therefore, it’s crucial that you are 
able to work closely with them and can 
foresee a healthy and efficient working 
relationship is maintainable. 

Can you see the people within the agency 
building a strong working relationship with 
your existing team? Or is there a risk of 
conflict? 

It’s all too easy to be blinded by jargon 
and industry talk – make sure the 
consultant or agency you select is p
ersonable, direct, and straight talking. 
After all, before you invest any money, it’s 
vital that you understand what they will do 
for your business and what they hope to 
achieve by doing it. 

HAVE THEY GOT 
THE SKILLS YOU 
ARE LOOKING 
FOR?
It is important that the selected partner is 
skilled, qualified and a specialist in their 
field. Look out for recognised qualifications 
and certifications, such as those from the 
Chartered Institute of Marketing and other 
regulatory bodies. In addition to marketing 
skills, it is also important to consider whether they have experience in your sector. 

Of course, this doesn’t necessarily mean 
that you need to opt for a large, interna-
tional marketing agency. Small firms and 
consultants can offer all of the skills of a 
larger company and will often integrate far 
greater into your organisation - allowing 
you to harness the experience of a highly 
skilled professional for a fraction of the 
price of hiring one in-house. 

CAN THEY WORK 
TO YOUR BUDGET?
As a small business, it’s important that your 
chosen marketing partner is able to 
understand and work to tight budgets and, 
more importantly, knows how to maximise 
them. 

For SME’s, every penny counts so it’s vital that you get the best possible results from your 
investment – choose someone who knows what will work and what won’t work for your budget 
and your industry.  Don’t be blinded by attention grabbing creative tactics if they can’t be 
executed within your budget. Equally, don’t assume that you can’t afford an effective and high 
impact strategy if your budget is limited. 

It’s a good idea to invest your money in an agency or partner who can deliver an integrated 
marketing function, spreading your budget across the most appropriate and effective channels to 
provide optimum results. 

WHAT IS YOUR INSTINCT TELLING YOU?
Once you’ve taken their competencies, reputation, and values into account, it often comes down 
to a question of who you want to work with. Have you got a gut feeling about one agency? 
Does one particular consultant stand out as someone who would work well with your business? Is 
there a partner on the short list that you would be proud to have working on your marketing 
campaigns?

STAT
UK marketing industry statistics:

. No. Marketing Agencies = 14,327

. No. Employed In The Industry = 98,383

. Annual Revenue = £19billion
Source: Ibis World

Pick wisely!
OUR ADVICE



Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 

including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 

Many SME’s choose to outsource their marketing activities to an external agency or partner. This 
can prove extremely cost effective compared to hiring a permanent member of internal staff. 

Like all businesses, marketing consultants 
and agencies come in all shapes and 
sizes. When making a decision about the 
partner or agency you want to use, it is 
important that you consider their ethos, 
approach, and style, as well as their 
experience, portfolio, and reputation. 

The agency or individual you choose to 
work with will play a considerable role in 
the development and growth of your 
business, so it’s important that you find a 
partner that fits with you.

When selecting a marketing agency or consultant to work with your business, there are a number 
of points to consider to ensure that you choose the right one. 

WHAT ARE YOU LOOKING FOR?
When you’re looking for the right marketing agency or consultant, the first thing to consider is 
what you’re actually looking for. After all, how can you be sure that they are the right agency for 
the role if you’re not entirely sure what the role is? 

Are you looking for an agency experienced in SME marketing? Do you want a consultant 
specialises in digital, PR or branding? Do you need help defining your strategy or simply 
executing your communication tactics? These are all questions that would benefit from being 
answered beforehand, although through discussion with a reputable marketing agency it should 
become evident of the type of help you require and whether their skill set matches your 
requirement.

DO THEY SHARE YOUR CORE VALUES?
As well as being a good fit for the requirement, it’s also crucial that the agency or consultant you 
select is a good fit for your business. You wouldn’t take on an employee who didn’t embody the 
values of the company or work in alignment with the business, so why would you employ an 
agency that didn’t support your values or share your business ethics?

CAN YOU WORK TOGETHER?
When you’re hiring an agency, it’s easy 
to forget that you are hiring the people 
rather than the brand. If you employ a 
good and proactive agency, these people 
will, in essence, be working alongside 
you as an extension of your own internal 
team. Therefore, it’s crucial that you are 
able to work closely with them and can 
foresee a healthy and efficient working 
relationship is maintainable. 

Can you see the people within the agency 
building a strong working relationship with 
your existing team? Or is there a risk of 
conflict? 

It’s all too easy to be blinded by jargon 
and industry talk – make sure the 
consultant or agency you select is p
ersonable, direct, and straight talking. 
After all, before you invest any money, it’s 
vital that you understand what they will do 
for your business and what they hope to 
achieve by doing it. 

HAVE THEY GOT 
THE SKILLS YOU 
ARE LOOKING 
FOR?
It is important that the selected partner is 
skilled, qualified and a specialist in their 
field. Look out for recognised qualifications 
and certifications, such as those from the 
Chartered Institute of Marketing and other 
regulatory bodies. In addition to marketing 
skills, it is also important to consider whether they have experience in your sector. 
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Of course, this doesn’t necessarily mean 
that you need to opt for a large, interna-
tional marketing agency. Small firms and 
consultants can offer all of the skills of a 
larger company and will often integrate far 
greater into your organisation - allowing 
you to harness the experience of a highly 
skilled professional for a fraction of the 
price of hiring one in-house. 

CAN THEY WORK 
TO YOUR BUDGET?
As a small business, it’s important that your 
chosen marketing partner is able to 
understand and work to tight budgets and, 
more importantly, knows how to maximise 
them. 

For SME’s, every penny counts so it’s vital that you get the best possible results from your 
investment – choose someone who knows what will work and what won’t work for your budget 
and your industry.  Don’t be blinded by attention grabbing creative tactics if they can’t be 
executed within your budget. Equally, don’t assume that you can’t afford an effective and high 
impact strategy if your budget is limited. 

It’s a good idea to invest your money in an agency or partner who can deliver an integrated 
marketing function, spreading your budget across the most appropriate and effective channels to 
provide optimum results. 

WHAT IS YOUR INSTINCT TELLING YOU?
Once you’ve taken their competencies, reputation, and values into account, it often comes down 
to a question of who you want to work with. Have you got a gut feeling about one agency? 
Does one particular consultant stand out as someone who would work well with your business? Is 
there a partner on the short list that you would be proud to have working on your marketing 
campaigns?

STAT

OUR ADVICE

Top 5 contributing factors that make SME’s 
select a marketing partner to work with:
 1.   Competitively priced
 2.   Ability to understand the requirements of the 
      brief
 3.   Industry experience
 4.   Relevant experience
 5.   Strategic fit with the organisation

In addition, key comments from SME’s on the 
subject of why they would select a particular 
marketing agency include:
“Ability to articulate ideas and plans in plain English 
without using buzzwords.”

“Easy to get on with, not trendy annoying types.”

“Able to listen.”
Source: Chartered Institute of Marketing; Think Big, Act Small SME 
Research Paper

There are lots of things to consider when decid-
ing who to work with, just don’t get bamboo-
zled by buzz words and big promises. Make 
sure you understand everything, which is only 
possible when working with a straight talking, 
open and transparent agency (funnily enough... 
just like Fresh Impetus!).



Due to time, resource, and budget restraints, many smaller businesses tend to split marketing 
duties amongst their staff, or incorporate them into the role of one team member. However, with 
those responsible for marketing spending only a proportion of their time focusing on the 
marketing side of their role, and not necessarily being qualified or highly experienced in 
marketing, can add to the challenges these businesses face.  

It’s a dilemma that many start-ups and SME’s face – although they know that they need a strong 
marketing function to meet their business objectives, their budget simply doesn’t allow them to 
take on a full and experienced team. This is why many SME’s choose to outsource their market-
ing to an agency or consultant who has the knowledge and experience to plan and implement 
their campaigns and communications effectively whilst making the most of their budget. 

THE BENEFITS OF OUTSOURCING YOUR 
MARKETING
Outsourcing some or all of your marketing activity can bring with it a whole host of benefits, and 
have a huge impact on your SME’s bottom line – as you can continue to concentrate on other 
important business duties whilst maintaining overall strategic control. 

Firstly, a good marketing agency or consultant can offer an extremely flexible service. Whether 
you need someone to handle your entire marketing function from strategy and planning all the 
way through to campaign delivery, or simply want support with specific marketing 
communications, a marketing partner should have the flexibility to work around your specific 
requirement. Often they are happy to take as much or as little control as you need them to. 
What’s more, a good partner will allow you to scale-up or scale-back their work when 
necessary. 

In addition to service flexibility, 
outsourcing will also give you access to 
the most current and relevant marketing 
knowledge and skills. Regardless of 
whether they’re internal or external, your 
marketing team need to have an in-depth 
knowledge of the platforms and channels 
available which are relevant to your 
business, plus an understanding of how 
they can be used within your marketing 
strategy to best effect. This is often more 
likely to be realised when working with an 
external agency or consultant who 
specialises within the field.

Marketing within SME’s is often handled 
by a member of staff who is not 
necessarily trained, knowledgeable, or 
highly experienced in this role. Whilst they 
may have experienced relative success in 
the role, they are unlikely to have a true 
global view of the marketing industry and 
the relevant emerging technologies which 
could benefit the company, where as an 
external or internal marketing specialist is 
likely to. This means that the SME may not 
have access to or be aware of all the available new marketing opportunities and communication 
techniques and, consequently, may find itself left behind its competitors. 

By employing the services of an external agency or consultant, a business will have direct access 
to highly skilled professionals who know the trade explicitly. Furthermore, accessing the 
experience and knowledge of industry leaders and individuals at the height of the profession, 

including Chartered Marketers, is also achievable without the need to hire them as a full time 
member of staff.

A conscientious agency will also help you 
to optimise your budget, whatever its size. 
When it comes to marketing tactics such 
as SEO and content marketing, many 
SME’s worry that they are not accessible 
within their tight budgets. This doesn’t 
necessarily have to be the case. Providing 
that the solution is tailored to your needs, 
resources and specific budget, outsourcing 
your marketing to an agency or consultant 
can be a lot more affordable than you 
might imagine, particularly when you take 
into account the time and effort you would 
otherwise be spending on each task. 

In the context of a small business, every 
penny counts. So focussing your efforts on 
what you do best will allow you to better 
manage your business and generate more 
revenue. This concept applies equally to 
outsourcing your marketing – by 
employing an expert, the work will be 
completed quickly and easily, and will 
have a much more positive impact upon 
your business, whilst freeing up your 
existing staff and resources. 

As well as being more affordable than you 
might think, outsourcing can also be 
extremely cost effective. Full service 
marketing agencies give you access to 
specialists and experts as and when you need them, rather than employing each individual 
specialist on a full time basis which, in itself, brings a whole range of additional responsibilities. 
When it comes to hiring suitable staff, and managing holidays, sick leave, employee benefits, 
and national insurance, it can be a lot simpler and more cost effective to outsource. 

Many SME’s choose to outsource their marketing activities to an external agency or partner. This 
can prove extremely cost effective compared to hiring a permanent member of internal staff. 

Like all businesses, marketing consultants 
and agencies come in all shapes and 
sizes. When making a decision about the 
partner or agency you want to use, it is 
important that you consider their ethos, 
approach, and style, as well as their 
experience, portfolio, and reputation. 

The agency or individual you choose to 
work with will play a considerable role in 
the development and growth of your 
business, so it’s important that you find a 
partner that fits with you.

When selecting a marketing agency or consultant to work with your business, there are a number 
of points to consider to ensure that you choose the right one. 

WHAT ARE YOU LOOKING FOR?
When you’re looking for the right marketing agency or consultant, the first thing to consider is 
what you’re actually looking for. After all, how can you be sure that they are the right agency for 
the role if you’re not entirely sure what the role is? 

Are you looking for an agency experienced in SME marketing? Do you want a consultant 
specialises in digital, PR or branding? Do you need help defining your strategy or simply 
executing your communication tactics? These are all questions that would benefit from being 
answered beforehand, although through discussion with a reputable marketing agency it should 
become evident of the type of help you require and whether their skill set matches your 
requirement.

DO THEY SHARE YOUR CORE VALUES?
As well as being a good fit for the requirement, it’s also crucial that the agency or consultant you 
select is a good fit for your business. You wouldn’t take on an employee who didn’t embody the 
values of the company or work in alignment with the business, so why would you employ an 
agency that didn’t support your values or share your business ethics?

CAN YOU WORK TOGETHER?
When you’re hiring an agency, it’s easy 
to forget that you are hiring the people 
rather than the brand. If you employ a 
good and proactive agency, these people 
will, in essence, be working alongside 
you as an extension of your own internal 
team. Therefore, it’s crucial that you are 
able to work closely with them and can 
foresee a healthy and efficient working 
relationship is maintainable. 

Can you see the people within the agency 
building a strong working relationship with 
your existing team? Or is there a risk of 
conflict? 

It’s all too easy to be blinded by jargon 
and industry talk – make sure the 
consultant or agency you select is p
ersonable, direct, and straight talking. 
After all, before you invest any money, it’s 
vital that you understand what they will do 
for your business and what they hope to 
achieve by doing it. 

HAVE THEY GOT 
THE SKILLS YOU 
ARE LOOKING 
FOR?
It is important that the selected partner is 
skilled, qualified and a specialist in their 
field. Look out for recognised qualifications 
and certifications, such as those from the 
Chartered Institute of Marketing and other 
regulatory bodies. In addition to marketing 
skills, it is also important to consider whether they have experience in your sector. 

Of course, this doesn’t necessarily mean 
that you need to opt for a large, interna-
tional marketing agency. Small firms and 
consultants can offer all of the skills of a 
larger company and will often integrate far 
greater into your organisation - allowing 
you to harness the experience of a highly 
skilled professional for a fraction of the 
price of hiring one in-house. 

CAN THEY WORK 
TO YOUR BUDGET?
As a small business, it’s important that your 
chosen marketing partner is able to 
understand and work to tight budgets and, 
more importantly, knows how to maximise 
them. 

For SME’s, every penny counts so it’s vital that you get the best possible results from your 
investment – choose someone who knows what will work and what won’t work for your budget 
and your industry.  Don’t be blinded by attention grabbing creative tactics if they can’t be 
executed within your budget. Equally, don’t assume that you can’t afford an effective and high 
impact strategy if your budget is limited. 

It’s a good idea to invest your money in an agency or partner who can deliver an integrated 
marketing function, spreading your budget across the most appropriate and effective channels to 
provide optimum results. 

WHAT IS YOUR INSTINCT TELLING YOU?
Once you’ve taken their competencies, reputation, and values into account, it often comes down 
to a question of who you want to work with. Have you got a gut feeling about one agency? 
Does one particular consultant stand out as someone who would work well with your business? Is 
there a partner on the short list that you would be proud to have working on your marketing 
campaigns?
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INFO
Key marketing industry bodies / memberships, 
accreditations and awards:

. Chartered Institute of Marketing (CIM)

. CAM Foundation Accreditations

. IDM Accreditations

. RAR (Recommended Agencies Register)

. The Drum Awards

. Google Certifications

. Business Growth Service

. B2B Marketing Awards & League Table 

. Direct Marketing Association (DMA)



COST EFFECTIVE

STRAIGHT TALKING

HIGHLY EXPERIENCED

COMPLETELY FLEXIBLE

FRIENDLY & PERSONABLE

Thanks for reading!
WE

,
RE A SPECIALIST SME

MARKETING AGENCY,

SO GET IN TOUCH.

We’re...

Plus we’re always available and happy to 
have a chat.

Telephone: +44 (0) 1227 915005
Email: hello@freshimpetus.co.uk   Website: www.freshimpetus.co.uk


