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Outline to execute a marketing objective Marketing Management Key concepts Account-based marketing - Activation - Annoyance factor - Attribution - Distribution - Brand licensing - Brand management - Cannibalization - Co-creation - Communications - Consumer behaviour - Consumer culture - Digital marketing - Dominance - Effectiveness - Ethics -
Horizontal integration - Influencer marketing - Mix - Pricing - Product marketing - Promotion - Retail - Segmentation - Service - Social marketing - Strategy - Vertical integration Promotional content Advertising - Ambush marketing - Branding - Corporate anniversary - Direct marketing - Franchising - Gender in advertising - Label - Loyalty marketing -
Mobile marketing - On-hold messaging - Personal selling - Premiums - Prizes - Product placement - Propaganda - Publicity - Sales promotion - Sex in advertising - Underwriting spot Promotional media Behavioral targeting - Brand ambassador - Counter display unit - Display advertising - Display stand - Drip marketing - Endcap - Gondola - In-game
advertising - Mobile advertising - Native advertising - New media - Online advertising - Out-of-home advertising - Point of sale - Product demonstration - Promotional merchandise (merchandising) - Promotional representative - Visual merchandising - Web banner - Word-of-mouth Research Market research - Marketing research - Mystery shopping -
Consumer research vteThis article needs additional citations for verification. Please help improve this article by adding citations to reliable sources. Unsourced material may be challenged and removed.Find sources: "Marketing plan" - news - newspapers - books - scholar - JSTOR (January 2019) (Learn how and when to remove this message) A
marketing plan is a plan created to accomplish specific marketing objectives, outlining a company's advertising and marketing efforts for a given period, describing the current marketing position of a business, and discussing the target market and marketing mix to be used to achieve marketing goals. It is often created together by marketing
managers, product marketing managers, product managers, and sales teams.[1] A marketing plan comprises part of an overall business plan.[2] A comprehensive marketing plan may contains historical data, future predictions, methods or strategies to achieve marketing objectives, and analyses of the strengths and weaknesses of a company, its
organization and its products.[3] Acquiring marketing share, increasing customer awareness, and building a favorable business image are some of the objectives that can be related to marketing planning. The marketing plan also helps layout the necessary budget and resources needed to achieve the goals stated in the marketing plan. It is able to
show what the company is intended to accomplish within the budget and also makes it possible for company executives to assess potential return on the investment of marketing dollars.[4] The marketing plan offers an opportunity for a productive discussion between employees and leaders of an organisation. The marketing plan also allows the
marketing team to examine their past decisions and understand their results in order to better prepare for the future. It also lets the marketing team to observe and study the environment that they are operating in.[5] Marketing plans start with the identification of customer needs through a market research and how the business can satisfy these
needs while generating an acceptable return. This includes processes such as market mix, research, situation analysis, segmentation, strategies, budgets, financial forecasts, competitive strategies, objective setting, and results monitoring.[3][6] The marketing plan also shows the actions that will be taken, and the resources to be applied, in order to
achieve planned goals.[3][6] Marketing planning can also be used to prepare a detailed case for introducing a new product or revamping current marketing strategies for existing products.[3] A complete marketing plan may include:[7] Executive summary Market research Market environment (e.g. economic, legal, governmental, technological,
ecological, sociocultural, supply chain) Market analysis (e.g. market size, segmentation, industry structure, competitive analysis) Consumer analysis (e.g. participants, demographics, psychographics) Internal analysis (e.g. company finances, people, time, skills; objectives, mission statement, vision statement; organizational culture) Situation analysis
(e.g. external threats and opportunities, internal strengths and weaknesses, critical success factors, sustainable competitive advantage) Objective setting Marketing Strategy Product management (e.g. unique selling proposition, product mix, perceptual mapping, product life cycle management and new product development, branding; product
portfolio analysis: BCG analysis,contribution margin analysis, GE multifactorial analysis, quality function deployment) Segmented marketing actions and market share objectives Pricing (e.g. objectives, strategy, discounts and allowances, price elasticity, price zoning, break-even analysis) Promotion (e.g. promotional mix, advertising, sales promotion,
publicity, public relations, word-of-mouth marketing, viral marketing) Distribution Implementation (e.g. personnel, financial, management information systems, results monitoring, contingencies, project management) Financial Summary (e.g. pro-forma monthly income statement) Scenarios Controls (e.g. performance indicators, feedback mechanisms)
Marketing research can be either internal or external. Internal research refers to creating better experiences and products for existing customers, while external research involves looking to gain new customers.[8] James Quinn defined objectives as "stat[ing] what is to be achieved and when results are to be accomplished", but not "how the results
are to be achieved".[9] Marketing objectives typically relate to what products will be where in what markets, based on customer behavior in those markets. Other objectives in a marketing plan include those for pricing, distribution, and advertising. Quinn describes marketing plans as generally concerned with "8 Ps": Price, Product, Promotion, Place,
People, Physical environment, Process, and Packaging. It is important to put both quantities and timescales into the marketing objectives. Marketing plans typically use budgets, schedules and marketing metrics for monitoring and evaluating results. With budget, they can compare planned expenditures with actual expenditures for given period.
Schedules allow management to see when tasks were supposed to be completed and when they actually were. Marketing metrics tracks actual outcomes of marketing programs to see whether the company is moving forward towards its objectives.[10] Apart from metrics, a specific action plan allows a marketing plan to better measure results and that
criteria are met. Elements of marketing performance that may be tracked include sales analysis, market share analysis, expense analysis,[11] and financial analysis (including figures such as profit, return on investment and contribution). Business plan Marketing Marketing management Strategic management Product differentiation ~ Lehmann,
Donald R.; Winer, Russell S. Analysis for Marketing Planning. © Chernev, Alexander (January 2020). The Marketing Plan Handbook. Cerebellum Press, USA. ~ a b ¢ d Westwood, John (2002). The Marketing Plan: A Step-by-step Guide (3rd ed.). London: Kogan Page. ISBN 9780749437480. OCLC 924803173. Archived from the original on 2016-12-25.
Retrieved 2016-04-01. ™ Kokemuller, Neil (February 2013). "Purposes of a Marketing Plan". Houston Chronicle. Archived from the original on January 15, 2021. Retrieved May 7, 2021. ©~ "Purpose of the Marketing Plan". Boundless Marketing (PDF). Boundless (company). pp. 166-168. Retrieved May 7, 2021. ~ a b "What is a Marketing Plan? -
Definition & Sample". Study.com. October 22, 2015. Archived from the original on October 30, 2020. Retrieved May 7, 2021. ©~ Baker, Michael (2008). The Strategic Marketing Plan Audit (2nd ed.). Axminster: Cambridge Strategy Publications Limited. ISBN 9781902433998. OCLC 816777034. Archived from the original on May 6, 2021. Retrieved May
7, 2021. ~ Spear, Carl H. (March 22, 2018). "Why it's important to have a marketing plan". Optometry Times Journal. 10 (4). Archived from the original on April 12, 2021. Retrieved April 12, 2021. ~ Quinn, James Brian (1980). Strategies for Change: Logical Incrementalism (6th ed.). Homewood, Illinois: R.D. Irwin. ISBN 9780870942204.

OCLC 924995711. Archived from the original on 2021-05-07. Retrieved 2021-05-07. ~ (P. Kotler, K.L. Keller) © Jensen, Katie (July 6, 2012). "How to Conduct a Revenue & Expense Account Analysis". Small Business - Chron.com. Houston Chronicle. Archived from the original on January 17, 2021. Retrieved May 7, 2021. H. A. Simon, "Rational decision
making in business organisations," American Economic Review ]J. Pfeffer and G. R. Salancik, The External Control of Organizations K. Paolo Sumagaysay, "The oversaturated world" Retrieved from " Marketing encompasses a wide range of strategies and tools, some of which may fall well outside the budget of a typical small business. However, not all
small-business marketing tactics break the bank. If your budget is slim, here are some free — or nearly free — marketing ideas that can help you promote your products and attract new customers.Your business starter kitThe tools and tips you need to start your business.Financial planning for your business$700+ in product discountsYour starter
checklistNew business trainingCreating and sharing content on your business website and social media platforms is a top free marketing idea for small businesses. A company blog filled with useful posts for your industry and customer base is a great way to connect with current customers as well as generate new ones. Newsletters, e-books, case
studies, white papers, videos and podcasts are other content ideas to help bring visitors to your website and they can be shared through email, text messages and social media posts.Including data and infographics in your content can make it easier for people to understand and share with their network, increasing the reach of your brand.Your
business starter kitThe tools and tips you need to start your business.Financial planning for your business$700+ in product discountsYour starterchecklistNew business trainingIn addition to producing content for your readers, there are certain things you can do with search engine optimization to help maximize the visibility of your website and
content without shelling out a lot of money. Google Analytics and Yoast SEO are free tools you can use to optimize the content on your website and improve your search engine rankings. Using free keyword tools offered by WordStream, Ahrefs and others can help you better understand what people are searching for, and how you can incorporate
these words in your content to make it easier for potential customers to find you on the web.Setting up social media profiles on Facebook, Twitter, Instagram, TikTok, LinkedIn and other platforms is another free marketing idea for reaching customers. Joining professional groups, participating in industry conversations, sharing content and interacting
with customers who comment on your posts can help you build a following.Partnering with influencers on social media can also help elevate your social media presence. A low-cost option is to send them a free product to review, or you can take it a step further and pay the influencer to advertise your product or services. While not a free marketing
idea, it can be worth the investment if you find an influencer whose audience base overlaps with your own.Review websites such as Yelp and the Better Business Bureau offer free business profiles. After you register or claim your business, you can provide its location, hours and website information and also post pictures of products and staff.
Managing your account on an ongoing basis, keeping your business details up to date and responding to customer reviews — both positive and negative — can help you make the most of this free marketing tactic. Also, some review websites will give you the option to run ads on them, for an additional fee.A company newsletter, sent out by email, is a
great way to bring visitors to your website and keep them engaged with your business, as well as maintain relationships with your existing customers. There are email marketing platforms such as Mailchimp and MailerLite that offer free plans for a limited number of contacts.You can promote your digital newsletter on your website with opt-in forms
for new subscribers to provide their email addresses. Offering a sign-up form at your brick-and-mortar location can also help you build your emailing list. To drive sign-ups, you may consider offering a small incentive such as a product discount or access to a webinar in return for a visitor’s contact information.» MORE: Best email marketing software
for small businessesHosting a webinar or collaborating on one with another business can help you engage potential customers and share information about your business. This can be as simple as going live on Facebook or Instagram and taking questions from participants or interviewing one of your top employees. However you decide to format it,
this small-business marketing idea will likely give some new customers insight into your business, while establishing yourself as a resource in your industry.YouTube, TikTok and Instagram can be cost-effective platforms to host short videos that explain what your business does, demonstrate a product and provide how-to content to your target
audience. With the ability to shoot videos on any smartphone, this free marketing idea can make a big impact, giving you the opportunity to catch the attention of potential customers who are searching for informational videos. If you're willing to invest your time in videos as a marketing tactic for your small business, be sure to read up on SEO
strategies for each platform so the work you’'re doing pays off.One way to boost your word-of-mouth marketing is by introducing a customer referral program. Try offering your existing customers something — a free sample product, complimentary service, discounts or some other low-cost reward — for referring new customers. Plus, a customer
referral reward can help you show some appreciation to existing customers as well.Many businesses have loyalty programs that allow customers to accrue points or benefits with each purchase. Points can typically be redeemed for something of value such as a free product or a discount. Loyalty programs encourage repeat purchases and brand
loyalty, and they can also be fairly inexpensive with the business owner controlling the rewards and points needed to qualify for them.A customer satisfaction survey, delivered by email, is another way to learn about your customer base and also remind customers you exist. Customers will appreciate that you asked for their opinion and they’ll feel
invested in the results of the survey, which will translate into better loyalty over time. You might also learn a thing or two about how your business could improve and better serve your customers.This customer relationship strategy is aimed at boosting personalized interactions with customers to foster greater loyalty and a better return on your
marketing investment. Examples of one-to-one marketing include sending handwritten postcards to valued customers, thank you cards and personalized birthday emails. This can be a free marketing idea if you use email to deliver your message instead of direct mail. And marketing software can help you automate the process.» MORE: Best marketing
software and services for small businessesOnline contests are a great way to gather potential customer data, such as phone numbers and email addresses, while also getting participants to spread the word about your business to even more potential customers. A drawing where visitors to your store put their contact information into a bowl for a
chance to win something is another alternative. Prizes don’t need to be extravagant — a free product or complimentary service can be enough to get potential customers to invest a few seconds of their time in applying to win.Developing a partnership with a business that complements yours — one that isn’t a direct competitor — for a joint project can
cost little to nothing. You can do this by hosting a joint special event or online giveaway. The partnership can be for a short period of time or extended for as long as you want. Either way, teaming up with another business will give you access to a larger customer base, something that would typically cost you time and money if done on your own.Plan
an event or a class that will attract new customers to your business while educating them about your industry. Post digital flyers on your social platforms and print some flyers to post on community bulletin boards at the library, coffee shops or other local establishments. Most community bulletin boards are generally receptive to flyers promoting
educational events and classes.» MORE: Local marketing strategies and tipsA chamber of commerce or other business-to-business organization can be a great way to build the reputation of your small business. Connecting through professional organizations can help raise the visibility of your business in your community, as well as provide
opportunities to network with other business professionals in your area.Although not a totally free marketing idea — you may have to donate some time and possibly some product — participating in local fundraisers or contributing to local charities is a great way to show public support for the organizations you care about. And depending on your
sponsorship level, you might be able to get some visibility with local customers or receive recognition for donating branded prizes.If you run a business that involves significant driving, then a nearly free marketing idea for your small business is to brand your car. Having a vehicle with your logo on it helps boost name recognition in your area, and
after the initial investment, it’s like free advertising. Have a fleet of vehicles? You could order car magnets in bulk and put them on all of your vehicles.Depending on what product or service you sell, a free sample or a discount could be exactly what your business needs to gain new customers. If potential customers are hesitant to buy your product or
service, consider offering them the chance to try it out for free. This is a generally inexpensive marketing idea for small businesses to get their products or services on people’s radar.Conferences typically aren’t free to attend. However, some smaller conferences can be pretty inexpensive, especially if you can avoid traveling. Conferences offer the
opportunity to network with other small-business owners and leaders in the industry, gain new customers, and get your brand in front of a large crowd of people. And as you build your business and become a leader in your industry, you’ll likely be invited to speak at such conferences, which is another great free marketing idea.There are certain
business awards that can help you get your business’s name out in the community, such as awards for the top places to work in your area or industry. Local magazines will sometimes rate businesses or produce a roundup of popular businesses — offering another opportunity for your business to shine.» MORE: How to market a productA version of
this article originally appeared on Fundera, a subsidiary of NerdWallet. There are many different types of small business marketing and all the options can feel overwhelming quickly. Before you decide on a marketing plan, it’s helpful to conduct some research about the different possibilities, which choices are recommended for your business
category and how much each one costs. Websites, social media, email, blogs and print are some of the available options and making strategic choices helps lead to the best outcomes. Email Marketing Yes, email has been around for a long time. But it’s still one of the most effective forms of marketing available and it comes with a low price tag. This
marketing strategy usually consists of sending out mass emails to prospective, current and former customers, with content that may include business updates, promotions and special product information. Email marketing is a flexible solution since every part of the message can be customized to fit your business and what you want to share.
Personalized emails can be sent to specific groups of customers, with targeted information that has been created to appeal to their exact needs. There are several ways to collect email addresses, including website sign-ups, running a contest or offering incentives and discounts. Check out our email marketing examples page to learn more. Social
Media Marketing Social media marketing is all the rage and for good reason. Utilizing platforms like Instagram, TikTok, Twitter (X) and Facebook (Meta) allows businesses to reach potential customers across the globe, collecting new followers and buyers constantly. This style of marketing isn’t going away anytime soon, so pay attention to what is
trending, even when it feels overwhelming. If you're just getting started with social media marketing, choose one outlet to begin with and do some research into how to best harness its power. This may include posting daily, creating reels, investing in paid ads, partnering with an influencer or building up the number of followers. No matter what you
decide to do, engagement will be key. Customers want to know that the businesses they buy from care about their needs, want to hear their opinions and will respond to questions or concerns quickly. Content Marketing Content marketing is a strategy that small businesses can employ to create and nurture customer relationships. Its purpose is to
provide relevant, informational, educational and entertaining content that will draw people in and make them want to learn more about your brand. The key to successful content marketing is to use it strategically and make it beneficial to your target audience. It should never be heavy-handed or forceful but, instead, helpful and interesting. The
ultimate goal of content marketing is to establish your presence as an authority about whatever product or service you provide. This is done by capturing and retaining customer’s attention, which is incredibly difficult to do in our fast-paced world. When done correctly, content marketing can capture every point of the buyer’s journey, from the
moment they start browsing casually until they make the decision to purchase from your business. Search Engine Optimization (SEO) Marketing This marketing strategy uses the process of SEO to help your business website or shared content rank higher on search engines like Google. When performing a keyword search for a product or service,
users tend to focus on only the first several results that pop up. So, if your business sells high-quality kites, you will get the most traffic if your website is one of the top results that people see when they search for “best kites.” SEO marketing comes into play when a small business opts to implement calculated methods that will help maximize its
search engine rankings. This is done by including several different tactics simultaneously to gain the most momentum possible. The fundamental SEO marketing strategy uses keywords, internal links, image optimization and competitive analysis. Mobile Marketing It goes without saying that everyone has their eyes on their phone almost constantly.
Mobile marketing is an excellent way to capture this attentive audience, often without them realizing that they are being marketed to. By using available tools like location tracking and search history, businesses are able to customize their marketing campaigns to mobile users. Placing ads on social media or embedding them in websites means
reaching more potential buyers every day, no matter where they are. As a general rule, mobile marketing is much cheaper than traditional advertising and isn’t overly complicated to set up. You'll need to start by making sure that every aspect of your own small business website is completely mobile-friendly, from browsing to purchasing. Once that is
set, you can begin experimenting with other options, such as location-based ads, sending customers short message service (SMS) messages and in-app promotions. Traditional Marketing While it’s nowhere near as popular as it once was, traditional marketing can still be a crucial part of your small business marketing strategy. Traditional marketing
encompasses any marketing efforts that aren’t online and, depending on what you are selling and who your target audience is, it can be a solid option. Traditional marketing can include magazine or newspaper advertisements, billboards, direct mail and radio or television ads. Even in our electronic world, these marketing avenues are still relevant
and effective. The biggest downside, however, typically is the cost since traditional marketing almost always comes with a higher price tag than digital efforts. Page 2 Understanding the four Ps is the first step in creating a strong marketing mix. Knowing how to execute the four Ps correctly is key to achieving success. Let’s look at examples of how
different organizations use the four Ps in different ways. Examples of Product The music industry offers many examples of how related products are sold in different formats--from physical products to digital downloads to digital streaming to live events. While compact discs—a physical product—are no longer the norm, they are still available in some
brick-and-mortar locations as well as in online marketplaces. Vinyl albums are making a comeback among certain audiophiles, which is a reminder to consider your audience’s specific interests when designing your product. The popularity of various product formats can change as new technologies emerge. There was a time when you needed an Apple
iPod or similar device (i.e., “product”) to listen to music online. Now you can use just about any internet-enabled device to purchase music via digital downloads, or you can subscribe to popular subscription-based audio streaming sites such as Spotify, Pandora and Apple Music, which grant you access to millions of songs. Live performances are
another popular music product—just ask any Taylor Swift mega-fan about the magic of scoring a ticket to one of her sold-out concerts. Of course, when you attend a live event, you will find there is plenty of physical music merchandise to purchase—from T-shirts to pins to caps and hats to collectible programs. Examples of Price You can buy a watch
for under $100 or spend $100,000 or more; both watches will tell you the time. The price a person is willing to pay for a watch says a lot about their means, interests, style and quality preferences and what they value in a timepiece. Chanel, Dolce & Gabbana, Versace and Armani all sell high-priced clothes, jewelry and accessories. Yet, what these
brands are actually selling is a luxurious lifestyle. The premium prices these luxury brands charge reflect quality and exclusivity; their target audience has the means to purchase the products and the desire to live a rich life. Old Navy, meanwhile, targets budget-conscious shoppers with its everyday modest prices and regular promotional discounts.
Dollar Tree is an example of a brand that appeals to lower-income consumers and those seeking extreme values. Dollar Tree, which has had to raise average product prices up from $1.00 to $1.25, has seen profits surge in recent years. No one magic price range will produce exceptional results for all product lines. When pricing your product, you must
consider not only the cost to produce the item but who your ideal buyer is and what they’re currently spending on the products they purchase. Examples of Place Today’s businesses have more options and flexibility in places to sell their goods and services. The best point-of-sale (POS) systems and credit card readers let you accept payments from
nearly anywhere. You used to need a brick-and-mortar building to open a restaurant, and now budding restaurateurs and bakers can sell their edible creations via food trucks, pop-up events or shared kitchens. Artists and crafters can sell their goods via their own galleries or display their works at others’ galleries. Artists also sell art online via their
own websites or popular online marketplaces such as Creative Market, Etsy, Amazon Handmade and Fine Art America. Art and craft fairs are growing more popular, as are festivals and pop-up markets that invite artisans to showcase their work. Many businesses start by selling their products online or via a retail location and then expand to other
outlets once sales grow. A multi-location strategy is often the best way to boost your product sales. Examples of Promotion If you want your business to be successful, you must find ways to promote your business effectively. Some promotional efforts—such as national paid advertising—require a relatively large promotional budget, which is feasible
for mega-brands like McDonald’s, Amazon and Toyota, but can be difficult for smaller businesses. Examples of promotions that work for small businesses include creating a business website where you offer discount coupons and promote current sales. You can also ask customers for their email addresses and use email marketing software for ongoing
business promotion. If you have a brick-and-mortar business, consider placing attention-grabbing banners, flags or a blow-up character in front of your business to draw the attention of those passing by. Other types of promotions can work for a wide array of businesses, such as customer loyalty programs. Kohl’s loyalty program, called Kohl’s
Rewards, gives members cash back each month based on their spending. Since Kohl’s requires you to submit your contact information to join the program, the company can use that information to regularly email you to tell you about current sales and new products. Throughout my marketing career, I've worked with a handful of small businesses and
startups — each one scrappy, fast-moving, and trying to do more with less. I've seen firsthand how hard it can be to get the word out when you’re short on time, budget, or a full-time marketing team. But I've also seen how much impact the right strategy can make. When small business marketing clicks, it’s like turning on a light. Suddenly, you're not
just reaching people — you're connecting with the right ones. In this guide, I'll share the tips, tools, and lessons that have helped small businesses grow without burning out. Whether you’re just getting started or looking to refresh your marketing strategy, these ideas are built to help you stand out and scale up using an inbound marketing approach
that attracts customers by being helpful, not pushy. Table of Contents What is small business marketing? Let’s take a step back for a second and talk about what small business marketing really is. At its core, small business marketing is the process of promoting your products or services to attract, engage, and retain customers. It's about making sure
the right people know who you are, what you offer, and why they should care. Whether you’re promoting a product, service, or your own expertise, your job is to reach the right people and give them a reason to trust you. In every small business I've worked with, the approach looked a little different. Some focused on email, others relied on events or
word of mouth. The point is: there's no one-size-fits-all playbook. The key is figuring out what works for you — and doubling down. A recent study by SimpleTexting found that 75% of small businesses have a marketing plan, and those with a structured plan are 6.7 times more likely to report success than those without one. So yeah, having a plan
matters. The tips below come from real-world experience — things I've seen work across lean startups, solo teams, and growing companies. Think of them as your starting point. When the basics are in place, every strategy you layer on top will work harder for you. Before you dive into marketing, it’s worth slowing down to set yourself up right. I've
seen so many small businesses burn time and money trying to promote a product or service without a clear plan — and end up frustrated when nothing sticks. The truth is, your marketing won’t work if your foundation is shaky. This section covers the steps I've found most helpful to get in place before you start promoting — so that when you do, your
message lands and your time pays off. 1. Define your target audience. One of the biggest mistakes I’ve seen small businesses make is trying to market to everyone. It spreads your message thin — and rarely connects. Instead, narrow your focus. Who’s the best-fit customer? What are they struggling with? Where do they spend time online? When I
started working with my first fintech startup, they described their target audience as “people who need help with HR stuff.” Not only was that way too broad, but it didn’t reflect who was actually buying. So we looked at who had converted recently and dug into what their day-to-day looked like. Turns out, most of them were overworked finance
managers at healthcare companies — not HR leads. They were the ones feeling the pain of messy payroll systems and were actively looking for a fix. That small shift in perspective helped us change our messaging, rework the website, and even adjust which channels we were showing up on. The more specific you can get, the easier everything else
becomes — ads perform better, content gets more engagement, and your leads are actually qualified. It doesn’t have to be complicated: start with your current customers. Who do you love working with? Who seems to “get it” fastest? That’s a great place to begin. Try jotting down a few details about your ideal customer: What job title or industry are
they in? What'’s stressing them out at work? What’s happening right before they find you? Once you’ve got that, give them a name. Not a real one — just a persona you can picture when you’re writing or building campaigns. It sounds simple, but it works. If you want help building out a full persona, HubSpot’s free persona generator is a great tool for
organizing your thoughts. Download Free Buyer Persona Templates 2. Clarify your value proposition. This is one of those things that feels obvious — but often gets missed. If someone lands on your homepage or social profile, would they immediately know who you help, what you help them do, and why they should care? One company I worked with
had an entire paragraph on the homepage describing “a better way to manage internal processes.” It sounded fancy, but it didn’t really mean anything. So we rewrote it to say: “Spot payroll errors before they cost you. Automate your internal audit process with Al.” Suddenly, it clicked. Demo requests went up. Prospects finally got what we did.
Writing a strong value prop isn’t about sounding smart — it’s about being clear. Don’t hide behind buzzwords. Lead with outcomes. Use the language your best customers already use when they describe why they chose you. If you're feeling stuck, try answering these questions: Who's this for? What problem are you solving? Why are you different or
better? Still not sure? Try filling in this prompt:: “We help [target audience] achieve [value] without [pain point].” For example, when filled in, it should sound something like: “We help busy HR teams automate payroll audits without manual spreadsheets.” Whether it's your pricing, your process, your values, or your customer service, that difference
should be easy to spot across your homepage, email campaigns, and social content. Pro tip: If you’'re still not sure where to start, try answering this: What would your happiest customer say about working with you? 3. Determine your brand identity and visuals. You don’t need a fancy visual identity to get started — but you do need to show up
consistently. When your Instagram looks nothing like your website, and your emails feel like they were written by a totally different person, it creates friction. And friction costs trust. I recently helped an early-stage SaaS client settle on a simple color palette, two clean fonts, and a brand voice that matched how their sales team talked. Nothing
groundbreaking — but it made everything feel way more polished. And will save them hours of decision-making down the line. Just keep it simple: Choose 2 colors you’ll use across your site and social channels. Pick 1-2 fonts (you can find tons of free Google Fonts). Decide how you want to sound: Friendly? Witty? Reassuring? Pro tip: Make a one-page
“brand cheat sheet” and share it with anyone writing or designing for your business. It’ll keep things consistent without needing a 30-slide brand book. 4. Map your customer journey. Before you spend money on ads or start writing blog posts, take a minute to zoom out. How does someone go from not knowing you exist... to becoming a loyal
customer? Think about what your customer needs to see, hear, or feel at each stage — from awareness to decision. What’s missing? What’s working? At a company I recently worked with, we realized our content was driving solid traffic, but leads weren’t converting. People were reading blog posts and even signing up for our newsletter, but they
weren’t taking the next step. So we walked through the journey from their perspective. Unsurprisingly, we found a gap. We hadn’t clearly explained what would happen next. There were no nudges, no case studies, no middle-of-funnel content. We were assuming people were ready to buy — when in reality, they still had questions. So we created a
short email sequence that followed up with educational content, added a “Who It’s For” section to our homepage, and made our CTA buttons more specific. Those small changes helped fill the gaps and move people closer to converting. To get started, try sketching out a simple version of your current customer journey: How they find you (search,
referrals, social, etc.). What convinces them to trust you. What triggers them to convert (book, buy, subscribe). What happens after they do. Even the act of writing it out can help you spot small moments where people are falling through the cracks — and give you ideas to fix them and effectively plan your go-to-market (GTM) strategy. 5. Choose your
core marketing channels. When you’re a small team, trying to show up everywhere is a fast track to burnout. You don’t need to be on every social platform or chase every trend — you just need to be in the right places for your audience. At a startup I worked with, we initially tried it all: Instagram, LinkedIn, Twitter, newsletters, blog posts... even a
podcast idea got thrown around. But once we looked at where actual leads were coming from, it was clear that 90% of our best-fit customers were engaging through LinkedIn and email. So we cut the rest and focused on doing those two things really well. Engagement went up. So did sanity. Start with what you know: Where does your audience spend
time online? Where do you already have some traction? What can you realistically maintain with your current bandwidth? For example, if you're a visual brand (like beauty or lifestyle), Instagram or Pinterest might make sense. If you're selling to other businesses, LinkedIn and email might work better. If you're trying to rank for long-tail keywords,
SEO and blogging should be your focus. Once you know your top 1-2 channels, build a simple rhythm — then commit to it for a few months. Test, tweak, and then consider layering on more. 6. Build a functional, mobile-friendly website. Your website doesn’t need to be fancy. But it does need to be clear, fast, and easy to navigate — especially on
mobile. Most of your visitors are going to land on your site, scroll for a few seconds, and decide whether to keep going. You want that moment to work in your favor. I recently helped launch a new site for a customer loyalty company who didn’t have the budget for a full design team. We used a clean, mobile-friendly template, added clear messaging to
the homepage, and made sure the most important buttons were easy to find. It wasn’t flashy — but it was professional and it converted. The best way to start is to start simple. At a minimum, make sure your website: Loads fast (especially on mobile). Explains what you do in the first few seconds. Has a clear next step (like a contact form or sign-up
button). Includes basic pages: Home, About, Services or Product, and Contact. If you're short on time or budget, HubSpot’s starter bundle lets you build a clean, mobile-friendly site using drag-and-drop templates with zero coding required. Pro tip: After you publish, view your site on your phone. If you have to pinch, scroll sideways, or dig to find info,
it’s time to clean things up. 7. Set up basic lead capture on your site. Getting people to your website is a big win. But if they leave without a trace, you’'re missing out on future customers. That’s why you need a simple way to capture leads — before you start pouring time and money into promotion. At one startup I worked with, we were running a
solid SEO strategy. Blog traffic was climbing, but conversions were flat. So we added a short lead magnet content offer to the most popular posts: a downloadable checklist that matched the topic. Visitors could enter their email to get it, and boom — we started collecting warm leads without changing much else. Lead capture doesn’t have to be
complicated. You just need: A short form (name + email is often enough). A clear reason to sign up (newsletter, discount, guide, early access). A simple way to deliver the follow-up (email tool or automation). If you’re not sure what to offer, think about what would be genuinely helpful for someone visiting your site. A guide, a calculator, a checklist —
anything that makes their life easier. If you’re looking for tools to help, HubSpot’s free form builder is a great place to start. And if you're keeping things simple, even just embedding a basic form at the bottom of your homepage, blog posts, or landing pages can be surprisingly effective. Pro tip: Place your lead capture form where people are already
engaging — like at the bottom of blog posts or on your “About” page. These visitors are more likely to convert than someone landing on your homepage cold. 8. Set up a CRM to manage contacts and leads. If you're still tracking leads in a spreadsheet, I get it — I've done it too. But it gets messy fast. Once people start signing up, emailing you, or
showing interest, it's way too easy to lose track of who’s who, what stage they’re in, or when you last followed up. That’s where a CRM system comes in. It helps you stay organized, see your pipeline at a glance, and keep track of every customer interaction in one place. Even if you're a team of one, having a CRM early makes it way easier to scale
later. At one company I worked with, we didn’t implement a CRM until we already had a few dozen warm leads — and we regretted waiting. Once we switched to HubSpot’s CRM, we could actually track which leads were converting, which emails were working, and who needed a follow-up. Our team felt more focused, and nothing slipped through the
cracks. There are tons of options out there, but HubSpot’s CRM is an easy (and free) one to start with. It’s built for small businesses and integrates seamlessly with tools like email marketing, forms, and lead scoring — so you're not scraping everything together later. The earlier you get this in place, the easier it’ll be to stay on top of your growth ...
trust me. Small Business Marketing Strategies With your foundation in place, now it’s time to put your message into the world. This is where you’ll start creating content, building relationships, and finding new ways to reach the right people. The strategies below are the ones I've seen work best across early-stage startups and small teams. Some help
you lay the groundwork. Others are about showing up consistently or expanding your reach. You don’t need to tackle all of them — just pick a few that feel doable, test what works, and build from there. Get set up. These are the basics — the things that help you build a marketing engine that won't fall apart under pressure. This is about creating
content that earns trust, setting up tools that track your impact, and laying the groundwork for more consistent growth. 1. Create foundational content for your website. If your website is the digital front door of your business, your content is what gets people to step inside — and stick around. I'’ve seen so many small teams launch a site that’s
technically live ... but missing the pieces that actually build trust. Foundational content is the stuff people look for when they’re trying to decide if you're legit. Be honest, how many times have you googled, “Is [company] a scam”? In order to make sure no one’s doing that when they land on your website, try to include: A clear explanation of what you
do and who it’s for. An FAQ that handles common objections. A pricing or “How It Works” page (even a simple one). A story about why you started the business or what makes you different. One small business I worked with didn’t have a pricing page for months because they were still “figuring things out.” But prospects kept bouncing because they
couldn’t tell if it was even worth booking a call. Once we added a “Pricing starting at...” section and a visual breakdown of the plan tiers, conversions nearly doubled. Don’t wait for it to be perfect. Start with the basics. Then update as you go. Take it from me, a perfectionist. Source 2. Start a blog and optimize posts for search engines. I'll be honest:
blogging takes time. But when it’s done well, it becomes one of the most sustainable ways to bring in new traffic over the long term — without paying for every click. Remember that fintech startup I worked with? Well, we launched a blog with just two goals: answer real customer questions and rank for high-intent keywords. We didn’t post weekly or
follow a strict calendar in the beginning. Instead, we focused on a few solid pieces that hit the mark. Those posts consistently brought in qualified leads, months after publishing. The key? Think about what your ideal customer is googling right before they need you. Start there. You don’t need dozens of posts — just a few that are relevant, helpful, and
optimized. Pro tip: Use resources like Ahrefs, Semrush or HubSpot’s free SEO tools to find keywords your audience is searching for. Then build your posts around those topics, using clear headlines, simple structure, and real examples whenever you can. Download Free Blog Post Templates 3. Track performance with website analytics. If you're not
tracking what’s working, you're basically marketing in the dark. And I've seen it happen — teams spend hours on blog posts or landing pages without ever checking whether anyone’s actually reading, clicking, or converting. Website analytics help you understand what’s landing with your audience and where people are dropping off. You don’t need to
be a data wizard — just look for simple signals: Which pages are getting the most traffic? Where are visitors coming from? What’s converting ... and what’s not? At one company I worked with, we discovered that our “About” page was one of the most visited — but it didn’t have a single CTA. We added a short sentence and a button to download a free
report, and just like that, it became a top-performing lead source. Pro tip: Set a reminder once a month to check your top 5 pages. See what’s performing—and build on it. With HubSpot, you can track traffic, leads, and even which CTAs are converting—right from your dashboard. Source 4. Build and segment your email list. Your email list might just
be your most valuable marketing asset — but only if you build it right from the start. I've worked with small teams who skipped this step and ended up with a messy spreadsheet of contacts, no clear opt-ins, and no idea who wanted what. It’s fixable, but trust me, it’s much easier to do it right the first time. The good news? You don’t need thousands of
subscribers. You just need the right people — and a system to keep them organized. That’s where segmentation comes into your email marketing strategy. Start with the basics: One list for leads who downloaded a resource or signed up on your site. One for existing customers. One for anyone who’s requested a demo or contacted sales. Even simple
tags like “lead,” “customer,” or “inactive” can help you personalize messages and track performance later on. At one early-stage company, we used these basic tags to trigger tailored emails—like onboarding tips for new customers, blog content for leads, and re-engagement emails for people who hadn’t opened in a while. Click-through rates jumped,
and sales started asking for more campaigns because they could see the lift. Pro tip: Most CRMs will let you segment your list automatically based on actions—like downloads, page views, or email engagement. Set those rules early, and you’ll thank yourself later. Connect with customers. Once your systems are in place, it’s time to put them to work.
This next batch of strategies is all about showing up for your audience in ways that build trust and keep your business top of mind. Whether someone’s just discovered you or already joined your list, these tips will help you stay connected—and turn interest into action. 5. Set up automated email campaigns. You don’t need to manually follow up with
every new lead. In fact, one of the biggest time-savers I've used at small businesses is simple email marketing automation. A few well-timed emails can do a lot of heavy lifting — nurturing new contacts, sharing helpful info, and guiding them toward a decision. At one startup I worked with, we created a three-part welcome sequence that went out
automatically when someone downloaded a guide. The first email said thanks and linked to the content. The second introduced a customer story. The third offered a soft call to book a demo. It took an afternoon to set up — and brought in dozens of qualified leads every month. You don’t need a huge workflow to get started. Just think about what
someone needs to know after they sign up: Do they need a nudge to take the next step? Would a testimonial or resource help build trust? Can you answer a question before they ask it? Pro tip: Tools like HubSpot’s email automation make it easy to build these sequences with drag-and-drop workflows without coding or stress. Source 6. Use
personalized emails to nurture leads. Automation is great for saving time — but it’s even more powerful when it feels personal. Just because an email is triggered automatically doesn’t mean it has to sound like a robot wrote it. That’s why segmenting your email list early (like we talked about above) is such a smart move. It gives you a head start on
sending the right message to the right people without starting from scratch every time. Once someone joins your list, the goal isn’t just to stay in touch — it’s to stay relevant. Generic emails get ignored. But personalized ones? They can make someone feel like you get them. I'’ve seen small teams double their email click-through rates just by
segmenting leads based on where they signed up or what content they downloaded. It doesn’t require fancy tools — just a little forethought. For example, if someone downloads a guide on payroll compliance, don’t immediately send them your latest product announcement. Instead, follow up with a helpful blog post or short checklist on that same
topic. Keep the thread going. Here’s what’s worked well for me: Use their name (but sparingly — once or twice max). Reference the action they took . Offer something that matches their interests. Keep it short and human like something you’d actually send. Pro tip: Even a good free CRM lets you trigger personalized emails based on behaviors, like
which page someone visited or what they clicked. You don’t need a giant list to make it feel personal. 7. Offer discounts or exclusive content in exchange for sign-ups. Sometimes, people need a little extra motivation to join your list — and that’s where a good lead magnet comes in. Whether it’s a one-time discount, a downloadable resource, or early
access to something new, giving your audience a clear reason to subscribe can make a big difference. I've seen this work especially well for early-stage startups. One client offered a “10% off your first plan” discount for users who signed up through a specific landing page. Another gave away a free onboarding checklist that aligned with their product.
Both doubled their conversion rates almost overnight — just by giving people something valuable up front. Think about what would feel like a win for your ideal customer, is it: A helpful checklist or resource that solves a quick pain point? A discount code or first-purchase incentive? Exclusive access to new features or content? Pro tip: Keep it simple
and relevant. A small, useful freebie often works better than a big, vague promise. And make sure the follow-up email delivers right away. Nobody wants to dig around their inbox to find what they signed up for. 8. Establish a consistent social media presence. Speaking of offering a discount, freebie, or lead magnet to grow your email list, social media
is one of the best places to share it. But for those promos to work, your audience actually needs to see them — and that’s where consistency comes in. Regular posting can significantly boost your brand's visibility, especially when you consistently post at the right times. In fact, businesses that post consistently on social media see a 50% increase in
visibility and a 30% boost in organic reach. I've worked with plenty of small teams who post when they remember, then feel frustrated when it doesn’t drive results. The truth is, consistency matters more than frequency or follower count. When I helped one B2B SaaS startup streamline their social strategy, we set a cadence of three posts per week
on LinkedIn — much easier than posting every day, but still consistent. And instead of diluting content to spread it thinner, we focused on making each post count. That rhythm was manageable, and it worked. Here are some tips if you're just getting started: Choose 1-2 platforms where your audience already spends time. Commit to a schedule you
can actually maintain. Focus on quality, not quantity. And don’t overthink it. A quick product feature, a customer win, or even a trending meme can go a long way if your audience can relate. Pro tip: HubSpot’s social media tools can help you plan and schedule posts in advance, so you can show up consistently without babysitting every platform. Our
free social media content calendar can also help you get organized and started quickly. Source 9. Use social platforms for service and customer interaction. Posting regularly builds visibility — but what really earns trust is how you show up when people reach out. Social media isn’t just a content channel; it’s a two-way street. I've seen small
businesses turn a single DM or comment into a long-term customer — just by replying quickly and helpfully. At one company, we set a simple rule: respond to every comment, mention, and direct message within 24 hours. It wasn’t always easy, but it paid off. Prospects felt seen, and existing customers knew we had their back. If someone tags your
brand, asks a question, or shares a piece of feedback, that’s not a distraction — it’s an opportunity. A few simple habits go a long way: Like or reply to every customer comment or shout-out. Answer questions publicly when possible (others are watching, too). Use replies as a source of content inspiration — your audience is telling you what they care
about. Pro tip: HubSpot’s Social Inbox tool can centralize all your social DMs, mentions, and interactions so you’re not toggling between apps. And the faster you reply, the more the algorithm tends to reward you—another reason to stay active. Source Grow your reach. Once you’ve built a solid foundation and started engaging with your audience, it’s
time to think a little bigger. The strategies I'm about to share are all about expanding your visibility — reaching new people who haven’t heard of you yet, but should. You don’t need a huge budget or a viral moment to grow your reach. What you do need is a little creativity and a willingness to test what works. 10. Work with influencers or micro-



creators in your niche. You don’t need to collaborate with celebrities to see results from influencer marketing. In fact, I've seen micro-influencers — creators with 1,000 to 50,000 followers — drive better outcomes for small businesses than big-name partnerships. Their audiences are more engaged, and their recommendations feel more genuine. And
the numbers back that up. According to a recent report, micro-influencers on Instagram see an average engagement rate of 3.86% — compared to just 1.21% for mega-influencers. That kind of connection makes a real impact, especially when you're trying to grow on a budget. One client I worked with partnered with a few niche creators in the HR
and operations space. Instead of a huge campaign, we sent each one a sneak peek of our tool, let them test it, and asked them to share their honest take. A handful of Instagram stories and LinkedIn shout-outs later, we saw a steady uptick in demos booked—and even better, we built relationships we could tap into again later. Here’s what I've found
works well: Find creators who already speak to your target audience Focus on relevance and authenticity, not follower count Let them tell your story in their voice—it comes across more naturally Micro-influencers are often more open to creative or non-cash partnerships, like offering free access to your product, an affiliate link, or co-branded
content. It doesn’t have to be a massive spend to be effective. You never know until you ask! Pro tip: Download HubSpot's free Influencer Marketing Guide to get started with your partnerships. Source 11. Encourage user-generated content and customer shout-outs. There’s nothing quite as powerful — or budget-friendly — as having your customers
talk about you. Whether it’s a tagged Instagram post, a product review, or a casual shout-out in a LinkedIn comment, user-generated content (UGC) builds trust in a way no paid ad ever could. That said, I know not every business has a lineup of customers ready to post. Especially in the early days, you might need to get a little creative. I've worked
with startups who hired UGC creators — freelancers who record short, natural-feeling videos that look just like a real customer review. These aren’t high-production ads — they’re simple, relatable clips that work great for paid social, landing pages, and organic posts. For one B2B SaaS client, we hired a UGC creator to simulate a first-time user
experience with our platform. The video was short, honest, and shot on an iPhone — and it outperformed our polished explainer video 3 to 1 on click-throughs. Whether you’re working with real customers or hired creators, the goal is the same: help people see themselves in the story you're telling. Try this: Ask happy customers to tag you or share a
quick video. Offer a small incentive (gift card, feature, shout-out). Hire a UGC creator to model the customer journey if you're just getting started. Pro tip: Even a handful of videos or testimonials can be repurposed across social, landing pages, and ads. And if you’re not sure where to find UGC creators, platforms like Upwork or Fiverr are great
starting points. 12. Collaborate with other businesses for co-marketing opportunities. One of the fastest (and most underrated) ways to expand your reach is to partner with another business that shares your audience — but doesn’t compete with you. I've seen this work incredibly well for small teams, especially when budgets are tight. One salestech
platform I worked with partnered with a CRM company to co-host a webinar on streamlining sales processes. They promoted it to both of their email lists, shared the content across social media, and followed up with a joint blog recap. The result? Double the visibility, double the leads, and half the work. You don’t have to do anything elaborate. Some
ideas I've seen work: Run a co-hosted event or webinar. Create a bundled offer or promo code swap. Write a guest post or feature each other in newsletters. Do a simple Instagram or LinkedIn Live together. Pro tip: Pick a strategic partner whose audience overlaps with yours but solves a different problem. That way, you're adding value without
stepping on toes, and your content feels like a win for everyone involved. 13. Incorporate short-form video into your content mix. Short-form video is another one of the fastest ways to get discovered — and the good news is, you don’t need a studio setup or a big production budget to get started. Platforms like TikTok, Instagram Reels, and YouTube
Shorts reward content that’s real, relatable, and quick to consume. Whether it’s hopping on a trending audio clip or sharing a behind-the-scenes moment, short videos can punch way above their weight. One early-stage SaaS company [ worked with posted a quick video using a trending sound to show a “before and after” of their product in action. It
was shot on an iPhone in under 10 minutes and ended up driving more traffic than a full week of paid ads. You don’t have to be a creator to try this. Some of the best-performing videos are simple, helpful, or funny takes that speak directly to your audience. Just stay authentic, and don’t be afraid to experiment. A few simple video ideas to try: Use
trending audio to highlight a relatable customer pain point. Share a quick product tip or FAQ using green screen mode. Record a founder reaction to a recent stat or headline. Show the transformation your product delivers. Pro tip: Repurpose what you already have. Take a blog post, FAQ, or stat you’'ve shared elsewhere and turn it into a 15-second
script. Tools like HubSpot’s free Clip Creator make it even easier to get started. 14. Experiment with webinars, ebooks, or downloadable content. Long-form content might not be the flashiest tactic, but when it’s done right, it can generate leads for months. Webinars, guides, checklists, and reports give you a way to go deeper on topics your audience
cares about — and collect email addresses while you’'re at it. At one company I worked with, we ran a survey to gather fresh data on B2B sales teams. Once we had the results, we turned them into a gated report, a blog post highlighting the key takeaways, and a series of quick-hit tips based on the insights. We also repurposed stats and quotes into
social posts, and hosted a follow-up webinar to walk through the findings live. That single project gave us a full month of content — and filled our pipeline with leads who were already engaged. And you don’t need a research budget to get started. You can get scrappy: Ask your audience 3-5 questions with a free tool like Typeform. Host a casual, no-
fluff webinar with a customer or partner. Package up your top blog posts into a downloadable PDF. Turn internal templates or checklists into lead magnets. Pro tip: Evergreen content like webinars and guides can keep generating leads long after launch — if you make it easy to find. Add it to your homepage, link to it in blog posts, and promote it on
social regularly (not just once). On that note... 15. Repurpose your best-performing content across channels. If you've already put in the work to create a webinar, guide, or tip-packed blog post, don’t let it be a one-and-done. Some of the most effective content strategies I've seen aren’t about producing more — they’re about squeezing every last drop
of value out of what you already have, especially when resources are scarce. That Al sales survey I mentioned? Like I said before, we spun it into a full campaign. The gated report turned into a blog post, which turned into a carousel for LinkedIn, which turned into a short video script. We even used snippets for an email nurture sequence. Same story,
five formats. Here are a few ideas to get more mileage from what you’'ve already made: Turn blog posts into short-form videos or carousel posts. Break up long webinars into 15-30 second video clips. Pull key stats or quotes into graphics or caption-style images. Convert your most popular email into a blog or LinkedIn post. Pro tip: Not sure what to
repurpose first? Start with your top-performing blog post or most-clicked email. Then use a tool like HubSpot’s free Campaign Assistant and Content Remix to quickly spin it into social posts, ad copy, and more, so your best ideas keep working behind the scenes. Source So far, we've walked through what to do before marketing your business, how to
lay a strong foundation, and the strategies that help you connect with your audience and start building momentum. Now it’s time to take things further with digital marketing tactics that help you scale that momentum. These aren’t massive campaigns or big-budget bets. They're small, proven moves you can layer into your routine to stay visible, build
trust, and convert more of the traffic and attention you’re already earning. Whether you’re just getting started or looking to sharpen your day-to-day execution, these tips are designed to help you get the most out of your efforts — without getting overwhelmed. 1. Request and showcase customer testimonials or reviews. When people are on the fence
about trying something new, a good review can tip the scale. And for small businesses, social proof is one of the most powerful trust signals you can have. I've worked with small businesses where one strong testimonial on the homepage or a LinkedIn shout-out from a happy customer made more impact than weeks of ad spend. People want to hear
from real people — not just brands. If you don’t have many reviews yet, that’s totally normal. You can start by reaching out to happy customers directly. A quick email with a specific ask — like a Google review, LinkedIn blurb, or quote for your site — can go a long way. Just make it easy for them to say yes. Places to showcase testimonials: Your
homepage or pricing page. A dedicated reviews or testimonial page. Social media posts or Stories. Case studies or customer spotlight emails. Pro tip: If you already have great feedback buried in emails or support chats, ask permission to repurpose it. And if you want to automate requests, tools like HubSpot’s Service Hub can help you send follow-ups
at just the right time. 2. Set up and optimize your Google Business Profile (and other business pages). When someone searches for your business — or even just what you offer — your business profiles across platforms like Google, Yelp, and Facebook are often the first thing they’ll see. These listings act as digital storefronts, especially for local
businesses. And they’re powerful. A well-optimized Google Business Profile can boost your local SEO, make your business easier to find on Maps, and help build trust through reviews and photos. Yelp and Facebook offer similar benefits, especially when people are comparing options in your area. At a previous company, we helped a client claim and
optimize all three profiles. Once they added real photos, consistent hours, a strong description, and started requesting reviews, they saw an increase in website clicks and direct messages almost immediately. Here’s what to include across platforms: Your business name, address, and phone number (NAP) — make sure it’s consistent everywhere. A
short description that includes relevant keywords. High-quality photos of your space, team, or product. Updated hours, services, and links to your site. Customer reviews — and replies! You can get started here: Google Business Profile Facebook Business Page Claim your Yelp listing Pro tip: Once you’ve set these up, share the links with happy
customers and ask them to leave a quick review like we talked about above. These platforms can also be great sources of discovery, especially when paired with active social media accounts like Instagram or Pinterest. 3. Develop a referral program or loyalty incentive. Word of mouth is great, but when you give happy customers a reason to spread the
word, that’s when things really start to scale. A referral or loyalty program turns your best customers into your best marketers. I've seen this work especially well for service-based businesses and subscription products. One SaaS company I worked with offered a $100 Amazon gift card for every successful referral, and it led to dozens of warm leads
from people who already trusted the brand. And not only have I seen it work, but I've done it myself! Just a few weeks ago I referred a friend to my favorite food delivery app and we both got $25 in credits for our next order. If that’s not a win-win-win, I don’t know what is! Not sure where to start? Try one of these: Offer a discount or credit for every
referred customer. Create a simple form where people can submit referrals. Send loyal customers a thank you gift (even something small can spark goodwill). Promote the program in your email footer, checkout page, or post-purchase flow. Pro tip: The best referral programs should feel like everyone’s a winner. Keep the ask simple, the reward clear,
and the follow-through fast. You can build one right inside HubSpot’s Marketing Hub, too. 4. Lean into word of mouth by delighting your customers. A formal referral program can definitely spark action — but organic word of mouth is just as powerful, and often even more credible. The best part? You don’t always have to ask. When people genuinely
love what you do, they’ll tell others all on their own. I'’ve seen this firsthand. At one company, we were still in the early stages of building a referral engine, but because our onboarding and customer support were so strong, users were already sharing us in Slack groups and tagging us on LinkedIn. It wasn’t fancy — it was just thoughtful, responsive
service that made people feel taken care of. You don’t need to roll out a massive retention campaign. Sometimes, the smallest details leave the biggest impression. Here are a few simple ways to encourage word of mouth: Surprise customers with a small thank you or extra value. Give them a shout-out on social or in your newsletter. Make post-
purchase check-ins part of your flow. Ask for feedback and show how you're using it. Pro tip: Pay attention to the moments that often get skipped — onboarding, support emails, post-purchase follow-ups. That’s where delight lives. And when people feel delighted, they talk. 5. Bring in freelancers to help you scale. If you're feeling stretched thin or
you're stuck on a project that’s outside your wheelhouse, bringing in a freelancer can make all the difference. Whether it’s content writing, design, SEO, or web development, hiring a specialist for a project (or even just a few hours) can help you move faster without hiring a full team. As a freelance writer myself, I've supported dozens of small
businesses that didn’t have the time or bandwidth to create content in-house. Sometimes that meant ghostwriting blog posts, and other times it was helping launch a new email campaign or tightening up web copy. I've also been on the other side, working with freelance designers and SEO specialists to fill in skill gaps and move things forward faster
for my own projects. You don’t need to do it all yourself. Some things freelancers can help with: Website design or updates. Blog content and SEO optimization. Email campaigns and automation. Paid ad copy and creative assets. Pro tip: Don’t wait until you're overwhelmed to bring in help. Start by identifying one area that’s slowing you down or
keeping you stuck, and then hire a freelancer to help you move it forward. Even a small win (like getting your blog backlog cleared or landing page refreshed) can create momentum and free up your time to focus on what you do best. Should you outsource marketing for your small business? If bringing in a freelancer for a single project can help you
gain momentum, you might be wondering: Should I outsource more? Maybe even all of it? It’s a question I've seen a lot of small business owners ask — especially once marketing starts pulling you away from the work you actually want to be doing. And honestly, it makes sense. According to a recent report, 37% of small businesses are outsourcing at
least one business process, and digital marketing is one of the most common areas they hand off. I've worked with scrappy teams who outsourced everything from blog writing to paid ad management so they could stay focused on product and customers. I've also seen founders keep things in-house until they nailed their messaging — then brought in
experts to help scale. There’s no one-size-fits-all approach. It really comes down to your goals, your bandwidth, and your budget. If any of these sound like you, it might be time to outsource: You're spending way too much time on marketing tasks you don’t love (or fully understand). You have great ideas, but no time to execute them. You've hit a
plateau and need a fresh outside perspective. You're ready to grow, but not quite ready to hire a full team. The good news is: Outsourcing doesn’t mean giving up control. It means adding capacity. The same study found that 59% of businesses outsource to reduce costs, and 57% say it helps increase focus and productivity. In other words, outsourcing
isn’t a shortcut — it’s actually a growth hack. Pro tip: Start small. Pick one area that’s slowing you down and test the waters. Whether it’s SEO, content, or ads, the right partner can help you get results faster and give you room to breathe. Advertising can feel like a big leap — especially when you’re working with a tight budget. But you don’t need a
massive ad spend to make an impact. Some of the most effective small business ads I've seen were simple, low-cost experiments that helped validate messaging, reach new audiences, or give a nudge to content that was already working. This section is all about lightweight, modern ways to promote your business — without burning through your
budget or your energy. These ideas are built to help you test, learn, and build confidence in what works before you scale anything up. 1. Try PPC ads on Google and Bing. If your customers are already searching for what you offer, pay-per-click (PPC) ads can be one of the fastest ways to get in front of them. These ads show up at the top of search
results — and when done right, they can bring in high-quality leads who are ready to take action. I've seen small businesses test search ads with just $10 or $20 a day — starting with branded keywords or super-specific phrases — and end up finding a repeatable, profitable growth channel. Once those early conversions came in, it became a lot easier
to justify scaling up. And the channel’s still going strong. According to a recent Statista report, paid search in the United States alone will amount to an estimated 455.9 billion U.S. dollars this year. Why? Because it works. Especially when you start small and optimize along the way. A few smart ways to start: Target long-tail keywords to keep costs
low. Write ad copy that matches the language people are already using to find you. Create a dedicated landing page instead of sending traffic to your homepage. I'd recommend reading through this Ultimate Guide to PPC. Then, use the PPC planning template in this kit to create an optimized campaign. Pro tip: Use UTM parameters or free PPC tools
like HubSpot Ads Software to track which campaigns are actually converting. Don’t just look at clicks — optimize for what drives real results. Source 2. Run targeted social media ads. If search ads help you capture demand, social ads are all about creating it. They’'re a great way to reach people who may not be actively looking for your product, but
who are the right fit once it’s on their radar. I’ve seen small businesses run incredibly effective campaigns on low budgets, especially when they used content that had already performed well organically. Think: a how-to video, a product demo, or a customer quote that got traction on Instagram or LinkedIn. Starting with content that’s already working
and boosting it means you’re not guessing what will land — you’re just amplifying it. Social ad spend is projected to hit $219.8 billion globally this year, and small businesses make up a big part of that. Why? Because social ads are flexible, easy to test, and can be highly targeted. To make the most of your budget: Focus on one platform where your
audience is active. Test one variable at a time (headline, image, CTA). Use retargeting to stay in front of people who’ve already interacted with your brand. Pro tip: Pull your best-performing organic posts and turn them into ad tests. If it worked once, it’s likely to work again — with a bigger audience behind it. 3. Offer discounts, coupons, or
incentives. Earlier, we talked about offering a freebie or discount to encourage email sign-ups. This takes that idea a step further, using strategic incentives to turn interest into actual purchases. Whether it’s a limited-time promo, a seasonal coupon, or a simple “10% off your first order,” incentives give people a reason to act now instead of waiting.
I've worked with businesses that saw real results by pairing a small discount with a clear next step — like redeeming it in a follow-up email or applying it on a landing page. In fact, 62% of U.S. consumers say they actively search for promo codes or coupons when shopping online, according to a recent eMarketer report. I mean, I know I do. A few
ways to test this: Add a “new subscriber” promo code to your email welcome series. Promote a weekend flash sale on social to drive urgency. Create a custom landing page tied to a specific campaign or audience segment. Pro tip: Your incentive doesn’t always have to be a discount. Early access, free shipping, or even a bonus download can be just as
effective when aligned with your brand and audience. 4. Sponsor your products on marketplaces like Amazon and Etsy. If you're selling a physical product, marketplaces like Amazon’s sponsored products, Etsy Ads, and even eBay can be a great way to reach people who are already in buying mode. And while simply listing your products is a good
start, sponsoring them gives you a serious visibility boost — especially in crowded categories. I've seen a lot of small businesses test this approach by putting a small daily budget behind one or two of their best-selling products. It’s a lightweight way to increase visibility and drive conversions on platforms where people are actively searching. And
because these ads run inside the marketplace, they often feel more native and less disruptive to shoppers. Sponsoring your products on these platforms puts you in front of customers who are already searching for something like what you offer. It’s a way to compete without needing to drive all the traffic yourself. Here are a few tips to get started:
Start by promoting your best-selling or most-reviewed product. Use keywords customers are already searching for. Monitor your return on ad spend (ROAS) and adjust your bids accordingly. Pro tip: Marketplace ads can also be a helpful testing ground. If a product performs well there, it might be a sign to feature it more prominently on your website
or in your email campaigns. 5. Advertise with local organizations or community partners. If your business serves a specific city or region, don’t overlook the value of local advertising. Whether it’s your neighborhood chamber of commerce, a community newsletter, or a local events page, there are plenty of low-cost ways to show up in the places your
customers already trust. I've seen small businesses partner with local coworking spaces, sponsor niche meetups, or run simple shoutouts in community-driven newsletters — all for far less than a big digital ad campaign. And because these placements are hyper-targeted, they often lead to stronger relationships and better word of mouth. Here are a
few ideas to try: Reach out to your chamber of commerce about advertising or listing opportunities. Sponsor a small local event or community meetup related to your niche. Partner with another business to promote each other in email newsletters or on social. Pro tip: Local doesn’t have to mean offline. Many community-based publications and groups
now have email lists, social channels, or Slack groups where your audience is already hanging out. Meet them where they are — and keep it personal! 6. Test and experiment to see what works. No matter how many best practices you follow, the truth is: every business is different. What works for one company might totally flop for another — and
that’s okay. The key is to treat your marketing like a series of small, low-risk experiments. I’ve seen small businesses unlock major growth by simply trying something new — a new channel, a different CTA, a reworked headline. Sometimes it fails. But sometimes it’s the thing that changes everything. The point isn’t to get it perfect. It’s to learn what
works for your audience, your offer, and your brand. Don’t be afraid to make mistakes, as long as you learn from them. A few ways to start small: Test two different headlines in a social ad. Try a limited-time offer and track response. Swap out the CTA on your homepage and watch what happens. Pro tip: Keep a simple spreadsheet or dashboard where
you track what you tested, what changed, and what you learned. Over time, those small learnings add up and help you build a strategy rooted in what actually works for your business. Download the Free Advertising Planning Kit Small Business Marketing Tools & Resources You've got the ideas — now it’s time to bring them to life. Whether you're
planning content, sending emails, or building your first website, the right marketing tools can make it a whole lot easier to stay consistent and get things done. I've tested dozens of tools across startups and small teams, and these are the ones I keep coming back to. They're simple, budget-friendly, and powerful enough to help you build real
momentum — without adding complexity or cost. 1. Canva Source Canva is hands-down one of my favorite small business marketing tools. I've been using Canva for years and I still recommend it to almost every small business I work with. It’s one of the easiest ways to create polished, professional-looking content without needing a designer (or any
real design skills at all). Whether I'm putting together a blog header, a social post, or a slide deck, Canva is my go-to. The drag-and-drop interface is super intuitive, and the templates make it easy to stay on-brand without starting from scratch every time. I've even used it to build mockups for landing pages and marketing emails. It’s especially great
for small teams or solo founders who want their brand to look put-together without blowing the budget — or spending hours in Photoshop. If you’'re just getting started, it’s one of the most beginner-friendly tools out there. Plus, their free version is great too! 2. Wix Source I've used Wix a few times over the years to help small businesses get a website
up and running — and it’s one of the easiest ways to launch something that looks clean and professional without hiring a developer. There’s a bit of a learning curve if you’ve never built a site before, but it’s pretty quick to pick up. The drag-and-drop editor gives you a lot of flexibility, and there are tons of templates you can customize for different
industries and use cases. I've used it to help teams launch everything from one-page lead capture sites to more detailed product pages. One thing I appreciate is that Wix also offers the option to get direct support or design help from their team. That’s a nice safety net if you run into something tricky or want a bit more polish. If you're looking for a
solid “set it and forget it” website option, this is a great place to start. 3. Hubspot Marketing Hub Source I personally believe that if you're looking for an all-in-one platform to manage email, automation, forms, and more, HubSpot’s Marketing Hub is the best. I've used it with small teams that needed to get serious about marketing without stitching
together a bunch of tools, and it made a huge difference. And that’s my honest opinion! The email editor is easy to use, and like I said earlier, you can segment your list, build workflows, and track results without needing a developer or a full-time ops person. I especially love the way it integrates with HubSpot CRM so you’re not just sending emails
into the void — you’re actually tracking what happens after someone clicks. One team I worked with used HubSpot to launch their first email newsletter and lead nurture flow. It was intuitive enough for them to set up quickly, but powerful enough to scale as they grew. If you're planning to grow your list and need more than the basics, this is
definitely something worth exploring. 4. Later Source If you're trying to stay consistent on social media — and not just post when you remember to — Later is one of the most approachable scheduling tools I've used. It’s especially great for visual planning, which makes it a nice fit for platforms like Instagram and Pinterest. I've used Later to plan and
schedule content across multiple channels, and it’s helped me (and clients) stay organized without needing to log in and post manually every day. The drag-and-drop calendar makes it easy to see how your content is spaced out, and I like that it includes link-in-bio functionality and basic analytics in the free plan. If you're building your presence on
social media and want a low-lift way to stay consistent, Later is a great starting point. You can plan ahead, track what’s working, and keep your content on brand — even if it’s just you running the show. 5. Google Analytics & Search Console Source Technically two tools, but these are some of the first things I set up anytime I launch a new website.
They're free, surprisingly powerful, and give you a clearer picture of what’s actually happening when people visit your site. Google Analytics (GA4) helps you understand how people are engaging with your content — what pages they’re visiting, how long they stay, where they drop off, and what’s driving conversions. If you’ve ever wondered “Is
anyone actually reading this?” or “Which blog post is bringing in traffic?” GA4 has your answers. Search Console, on the other hand, gives you insight into how your site appears in Google search results. I use it to see what keywords I'm ranking for, what pages are getting impressions, and where there are opportunities to improve SEO. It’s also great
for spotting technical issues that could affect your visibility. If you’re investing time into content or SEO, these tools are essential. They help you stop guessing and start optimizing. Start Marketing Your Business Today If you’ve made it this far, take that as your cue to get started (or keep going). I've worked with a lot of small businesses and startups
over the years, and I've seen how much impact even the smallest marketing effort can make. Sometimes it’s one blog post that starts bringing in search traffic. Or a one-page site that helps convert that first customer. Or a welcome email that turns into a real relationship. You don’t need a perfect strategy to start — you just need a place to begin.
Whether it’s publishing your first post, testing a new tool, or finally organizing your contacts, each small move helps build momentum. And that momentum matters. The effort you put in today will keep paying off long after the post goes live. Good luck — you’ve got this! Editor’s note: This post was originally published in February 2017 and has been
updated for comprehensiveness. Share — copy and redistribute the material in any medium or format for any purpose, even commercially. Adapt — remix, transform, and build upon the material for any purpose, even commercially. The licensor cannot revoke these freedoms as long as you follow the license terms. Attribution — You must give
appropriate credit , provide a link to the license, and indicate if changes were made . You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use. ShareAlike — If you remix, transform, or build upon the material, you must distribute your contributions under the same license as the original. No
additional restrictions — You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits. You do not have to comply with the license for elements of the material in the public domain or where your use is permitted by an applicable exception or limitation . No warranties are given. The
license may not give you all of the permissions necessary for your intended use. For example, other rights such as publicity, privacy, or moral rights may limit how you use the material.



