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Marketing first,
promotion second

• A process of identifying, anticipating and satisfying user and 

customer needs within the context of your mission and values

• Keeping focus on responding to your customers’ needs and avoid 

the risk of 'losing our way' by starting to offer things that people don't 

need/want



Marketing tools

• SWOT

• ‘Marketing Mix’ (Product, Price, Promotion, Place)

• (...and lots of other impressive sounding theories and charts)



Digital

• Search Engine Optimisation – but remember search engine 
algorithms keep changing…

• Email marketing – but don’t forget about data protection rules…

• Online advertising - but remember how it feels when you get pop-
ups ads on sites you’re visiting…

• Social media…



TOO EXPENSIVE 

AND NOT 

RELEVANT







Using social media as a 
start-up

• Get noticed

- Comment, profile, interrupt, offer, referrals ...

• Build network connections

- You’ll need them later!

• Test market assumptions

- Don’t believe everything you read on the internet

• ‘Gatecrash’!



Tools and resources

• Video

• Other people’s forums

• Virtual gifts

• Ads?

• Outsourcing to an agency



‘on balance…’

- Customers expect to 
see you in these spaces

- Free!

- Manage reputational 
risk

- Easier to target key 
decision makers

- Peer networking

- Reputational risk

- needs ongoing attention

- needs valuable content

- Wasted time?















Not everything has to (or 
should) be digital 

⚫ Partnering with others' events and programmes

⚫ Public Relationship (includes stunts and celebrity endorsements)

⚫ customer surveys (with incentives)

⚫ Leafleting

⚫ Phone calls (inclusive minutes?)

⚫ Sponsorship by other organisations (they'll want to capitalise on opportunity to promote themselves)

⚫ Supplier support



…but it should all be 
consistent with your ‘brand’ 

Workbooks to be shared as files in zoom chat 

for people to download to access

(*WILL NEED TO BE IN WORD OR 
PERMISSIONED PDF TO ALLOW LEARNERS TO 
ADD NOTES FOR THEIR OWN REFERENCE)

Workbooks to be shared as files in zoom chat 

for people to download to access

(*WILL NEED TO BE IN WORD OR 
PERMISSIONED PDF TO ALLOW LEARNERS TO 
ADD NOTES FOR THEIR OWN REFERENCE)



Why brand

- Impact of promotion diluted if brand mis-understood

- Need for alignment of messages to multiple audiences

- Multiple stakeholders with an interest in your enterprise: all of whom will be talking 
about it with each other and other people..

- Purpose of brand is to influence behaviours to build customer loyalty





But is it all worth the 
effort..?

• Everything takes time (especially if its free/cheap)

• Need for analytics to understand what’s working and what isn’t

• Don’t be afraid to experiment (but carefully…)

• If your customers and others respond differently to what you’d anticipated –
how do you best respond to that..?



…and making lots of noise 
isn’t always the point

• Not everyone is your customer

• Not everyone cares

• Who are your target audience?

• What do they care about?

• Who else is trying to get their attention?

• How might you best “push their buttons…”?


