
OnWeGo on Marketing – The Essential 8 Steps

Having worked with some very accomplished marketers over the years I
learned from them two especially useful lessons:-

1. Your can have a brilliant idea but to make it a market success you 
have to convince people they need it and should get it from you and 
nobody else. 

2. Marketing is mostly about common sense and following a series of 
steps that are basically the same, whether you’re starting up as a 
sole trader or taking on global super brands,

1) Research the Opportunity

When you have a great idea you’re going to be enthusiastic and impatient 
to get it to market, but you must question it.
You must be certain there is a need in the market as well as a gap. You 
want to know exactly how prospective customers express that need, who
they are, where they are, and how they go about buying what you’re 
offering.

The answers can be found through trade publications and bodies, on-line, 
and by talking to prospective customers. Quite simply, the more you learn 
at this stage and use what you learn the more likely you are to succeed.

2) Refine your Proposition

When you know your idea has a market you then must decide exactly how 
you will compete. What really excites the market? What are you especially 
good at, and do the two align? Where will you price yourself? Maybe you 
see a market niche as your best chance of success. 
From this analysis you’ll end up with your differentiating proposition that 
you will communicate to the market.



3) Develop your Sales Message

Now you’re clear on your proposition your next step is to explain it within 
a sales message. This message will feature constantly and consistently in 
all your market-facing media, be that digital, audio, print or verbal.
The basic job of the message is to:

1. Get Attention for the opportunity that’s available.
2. Create Interest by explaining the needs you satisfy. 
3. Inject Must Have through the difference of your offering.
4. Prompt Action in a decision to buy.

4) Define your Customer

From Steps 1 and 2 you should now decide which market type, industry 
user, socio-economic, even age and gender profiled customer is the 
perfect target for your proposition. 
You’ll not have the time, marketing budget, span of attention, or service 
delivery capacity to take on the world. Focus is best.

5) Create your Marketing Plan

Having defined your target customer and learned from your Research how 
they buy, you can plan to communicate with them via your marketing 
campaign. 
Conventionally this is at two levels:
“Above the line” through advertising, PR, directories, on-line search, 
social media, articles, exhibitions, mailers, telephone marketing - all 
designed to create awareness of your business.
“Below the Line” through introductory offers, discount coupons, 
sampler sessions, free trials, open days, referrals and recommendations, 
social media, telephone-marketing – all designed at encouraging an aware 
market to buy your service.



Unless you’re in a specialist market with high levels of media coverage 
“ATL” can be speculative and wasteful for the small business start up, 
particularly when done without supporting “BTL” activity.
But the principle of “awareness” first immediately followed by “incentive to 
buy” remains. The web and social media have made this essential feature 
of marketing campaigns much more viable for SME’s.  

6) Create your Sales Pipeline

From an amalgamation of personal contacts, directories, networking 
contacts, social media contacts such as Linkedin, and leads qualified 
through telephone marketing you can now create a database of prospect 
customers.
These should be integrated into a contact management system which you 
or an outsourced agency will manage. Your aim must be to have an active 
base of qualified prospects, with a scheduled pipeline of possible enquiries 
to follow up and firm invitations to pitch. 
You may start off with work from existing contacts and friends, but that 
won’t last for ever.

7) Sell your Idea

Now you’re in front of a new prospect. Maybe it’s to introduce your business with 
a general capabilities presentation, to take a brief for a job, or to pitch for that 
job.
Quite frankly there are two many scenarios and selling skills to be able to do this 
topic justice in this “Key Steps” summary. So we’ll be covering it properly in other 
OnWeGo guides.
For now we’ll settle for the 4 skills that really matter:

 Listen more than you speak.
 Speak with your face and body.
 Talk about the benefits they’ll enjoy
 Ask how they feel about it, nod and smile as they answer.



8) Retain your Customers

My favourite phrase in Sales and Marketing is “Customer Lifetime Value” and it’s 
a sum total of:

 A customer’s purchases with you if you retain them.
 Revenue from clients they happily refer to you.
 Cost of replacing them with new clients.

Yes, their lifetime value is immense!  And retaining them for life comes by doing a 
few simple things:

 Exceed their expectations on the work you do for them.
 Go the extra mile for them, often.
 Keep in touch with them, regularly.

So there you have it then.
OnWeGo’s Guide on the Essential 8 Steps of Marketing.

It’s a topic we love to chat about as well as formerly coach and mentor so 
please get in touch at anytime.

You can find out more about our coaching programmes at 
www.onwego.co.uk and there will be lots more free articles continually 
posted on the Marketing page of the website. 

www.onwego.co.uk

