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Meet Nat

* Set up Sharp Thinking 6+ years ago

* Provide sales and marketing consultancy to small
businesses across Kent including marketing reviews,
marketing and sales strategy and plans

* Over 25 years' experience marketing experience gained
at British Airways, Vodafone as well as worked at major
advertising agencies in London as well as start up's

* Had dozens of marketing articles published

° Award winner for best marketing & PR organisation at
The Local Awards, finalist at the Times of Tunbridge Wells
2022 Business Awards, British Business Awards
& 2024 Small Awards

° A business mentor for the last 4 years to the
Kent Foundation and now Small Business Britain
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Warm up

What has been your most

successful marketing move in
your business to date?







7 mandatories




1.
Marketing

alignment with
business strategy
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Your marketing activities
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your business strategy

This ensures that every
marketing eftfort contributes
to your business goals




1b.

Communicate your vision

* Make sure your marketing team
understands your vision and the
direction your business is heading

* This clarity will ensure campaigns are
aligned with your long-term objectives
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Every mar

Keting act

a compell

INg reason

ivity should have

behind it

A score card can help to assess
opportunities or even a ROI calculator

If there isn't a solid business case,
it's time to reevaluate and STOP that

activity
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A focused
target audience







Focused target audience

* Narrow down your target audience by
looking at the market size & value

* Target those where there is most
growth potential & customers who
deliver a high protit margin

* Take a deep dive into your audience
and ensure you know their purchase
motivations and barriers

* Engage with your customers on
the platforms they use




3.
Product
excellence




3.
Brilliant product

* Ensure you have a product or service
that consistently delivers and meets
a strong market need

* Stay relevant and ask for
customer feedback

* Be ready to evolve and pivot in
response to customer needs
and market trends

* Flexibility is key to staying relevant




4.

Long term

investment and
brand building




Marketing is a long-term investment —
at least six months

Instant results are rare,
so patience is key

Successtul marketing requires
consistent effort over time

Brand awareness activity shoulo
be a constant




Striking brand

* Your brand should resonate with
your target audience

* It should be professional, striking,
memorable and consistent

* People pay 14% more for brands they
find to be meaningtully different (Kantor)

°* Be memorable via:

- Brand identity

- Your USP and your product & services
- Your marketing




Your most important asset

46% of people judge a business's
credibility by their website (NewsCred)

People will only spend 10 seconds
on your website before leaving if
they don’t connect to your
marketing message

Ensure you regularly run
a performance audit

Update your website once a month




budget



Why bother
budgeting?

Up to 60% of

marketing budgets
are wasted
(Proxima)



Strategic spending

* Allocate an annual budget to ensure
you're thinking about things more
strategically and being less impulsive

* Achieve economies of scale

* Budget 5-10% of projected turnover
— more for startup businesses

* This will ensure you're allocating
the right level of spend to give your
business the best chance of success




6.
Be efficient




Repurpose your assets and

content across different channels

This saves time and budget while
maintaining consistent messaging

Reuse content



Get repurposing

small busine

SocialiMedia Champion .HéU Helehi\mmoniéj.
Interview with Vernini from The Social Champion | : Social Media Tips with I-!elen Williams | Instagram
Top LinkedIn Tips for Small Businesses Marketing for Small Businesses

Top tips from
Hey Helen Williams on
Instagram marketing

e

1.Define your purpose

Your content shouldn't be all about you. Think about your Top tips for sma I I bUSineSSeS
audience - what will inspire them? on 'everoging Linked|n from
i gl R The Social Champion

3. Develop a clear strategy

Decide what you want to be known for. Identify your conte
pillars and be consistent

4. From followers to customers

Grow your followers with a strong strategy, and then conve
them into sales with a valuable freebie. Identify an entry-le
product that can lead to higher-tier sales




Use tools and automation

* Leverage tools and technology to
automate processes, warm up leads,
and convert them quicker

* This efficiency saves time and money
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‘,,.""’Marketmg automation is the technology that propels

you‘r business into'a new era of relationship based
/i, marketing with quantifiable results.®
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MWhen powerful technology.meets effective
implementation and internal process management,
» your business will ' soon find itself on a journey that
““leads'to new heights of business success”

Jon Miller



Effortless efficiency

/6% see RO
within one year

You could save
26 hours a year by |
automating one task VY ElgGlilgle
that takes you automation drives The most

30 minutes a week a 12% reduction automated channel
in marketing is email marketing
overhead



Leverage everything

* Be smart

* Never miss an opportunity

* Think PR, social media,
your marketing funnel & social proof

°* How can | make the most of it?

* Always think about the follow up




7/

D‘ata should be
your best friend




Measure

* Track the performance of your marketing efforts

® Your most important metrics: CAC, LTV, ROI, NPS,
Conversion rate, AOV & MQL

® Stop reporting on vanity metrics

® Continuously check what is working and what isn’t

® Track conversions — sales are more important than leads
* Track the source of the lead and sale

® Drill down on a granular level ensuring
consistent terminology

® Use campaign URLs & QR codes

* Use this data to evolve your plan,
improve results & make key business decisions




And to summarise...




Going back to the warm up...

What would you say is

missing from your marketing?




Marketing alignment with business strategy
A focused target audience

Product excellence

Long-term investment and brand building
Have a budget

Be efficient

Data should be your best friend



What 3 learnings

will you take away
from today?




Your path to
marketing success

* Ensure marketing activities are in sync with business goals
and have a strong business case

* Narrow down and define your target audience — know their motivations
and barriers to purchase

« Offer a product or service that consistently meets market needs

* Think long term; marketing is a continuous effort

* Allocate an annual budget strategically

* Repurpose content and streamline processes to save time and money

* Use data insights to make informed decisions and optimise marketing
efforts
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For more help | 3




Questions?





mailto:natsharp@sharpthinkingmarketing.co.uk?subject=

