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Introduction 
Marketing is about People. 

Marketing helps people to:- 

1. Find you 
2. Feel comfortable with your values 
3. Relate to your vision 
4. Want to be associated with your vision and values 

 
So that, when they come to engage with your business, they are:- 

1. Ready to make a purchase 
2. Relaxed about paying a small premium 

 
In effect you make a promise to your customers through your External Communications.    
The objective being to create an Emotional Connection with your customer that makes them feel 
that they can Trust you. 

This in turn creates a Customer Expectation. 

This Emotional Customer Expectation is your Brand Promise which is how your customers feel 
about you in their hearts. Their “Belief” that you are “A Force for Good” 

This belief helps your brand to stay Front of Mind, so when the customer chooses to engage with 
your business, he will be full of Raised Expectations, against which you must deliver.  

This physical engagement, the Customer Experience is the Rational Interaction with your brand that 
either reinforces the Trust, or pretty much destroys it.   

So you need to get both your promise and your delivery right. Using customer feedback to change 
your staff’s behaviour is called Internal Communications. 

This eBook will help you to unravel the basics of marketing, by explaining what is going on in simple, 
understandable language, and then through a worked example introduce the marketing terms that 
can confound and confuse. 

As such this eBook will be of value business owners, marketers and non-marketers across your 
organisation, because it will help you all communicate with each other.  

As we will see it is important for you to:-  

Align the Values of your Brand, your Staff and your Customers. 

“May the Force for Good be with you” 

So let’s start asking some important questions:- 

WHY are you in business? WHAT do you do today? and HOW do you do it tomorrow? 

(Skip the bit about me and Read On) 
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About the author 

 

Nick has over 30 years’ experience in Business Management and Communications. From work with 
clients such as Army Recruiting Group, BSkyB, Abbey National, Avis Fleet, Securicor, Eastern 
Electricity, BAA Gatwick, Polygram, Oxfam Publishing, Government Computing and West Midlands 
Police, Nick has a broad understanding of business growth strategies. 

Nick is particularly pleased with the work undertaken to:- 

 Brand Gatwick as London Gatwick - Building International relationships 
 Build the B2B database for AVIS Fleet - Identifying Growth businesses 
 Build the MIS System for Army Recruiting Group – Running Government Business 
 Develop the engagement strategy for West Midlands Police – Community Engagement 
 Promote the Small Business Rate Relief Campaign – Roll out a National Campaign  
 Combat Churn for BSkyB – Targeted mapping Campaign – Geo Demographics 

 

Prior to founding the Agency in 1988 Nick was group accountant for Collett Dickenson Pearce’s 
below the line Agency RSVP Group.  Nick also helped build a public house group from 3 to 15 pubs in 
3 years and worked in financial services for Flemings Bank. 

Nick is an experienced trainer, facilitator and workshop leader. He has participated in Executive 
Education programmes as a student and as a tutor. He holds a degree in Pure Physics from London 
University, worked with Gary Hamel at London Business School on Change Management and 
Strategy Implementation on the 1996 Exec MBA course and has been facilitating change ever since. 

His specialities include:- Customer Understanding, Customer Engagement, Internal and External 
Change Management, Customer led incremental Innovation, Brand led Fundamental Innovation, 
Building Inspiration through Belief and Trust, Empowerment whilst keeping track of activities and 
ROI. 

Nick is currently Chair of Welwyn Hatfield Chamber of Commerce, and is a non-exec member of the 
Hertfordshire LEP Enterprise and Innovation Board.  

What Nick’s friends and colleagues said 
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Reader Guidance 

When should you use this book? 

This eBook is designed to be kept by your bedside and on your mobile phone, so you can refer to it 
when you want a quick refresher on Marketing. 

Acknowledgements 

 

I’d like to express my thanks to my wife Lynn my daughter Melanie and all my friends and colleagues 
that I have learned with along the way, in particular all the staff I have grown with, the customers we 
have shared success with, Gary Hamel Prof Strategy London Business School, the Welwyn Hatfield 
Chamber of Commerce and the Hertfordshire Local Enterprise Partnership (LEP) 
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Chapter 1 – WHY are you in business? 
This is an important question because it determines:- 

1. What you really want, and  
2. How you will get the support from your staff and customers, without which you do not have 

a business.  
So you must be able to answer this question.  

From here on in we will be considering the big questions from three perspectives, those of:- 
1. The business owners and his family 
2. The customers and  
3. The staff. 

The Business Owner and his Family 

You need to be clear about WHY you are doing this. Here are some examples for you.  

Please, consider these then, provide your own answers. 

I am in business because:- 

1. I want to be my own boss 
2. I want to provide for my family today 
3. I would like to build a legacy for future generations 
4. I would like a local business 
5. I would like a national business 
6. I would like an international business 
7. I am at good at what I do 
8. I am better than the rubbish service I received last week 
9. I have found a gap in the market 
10. I believe in what I am doing because it matters – I am “A Force for Good” 

 
At this point you may be asking yourself,  

“Yes I would like an international business, but is this a possibility?” 

Well the good news is that it probably does not matter. You should plan to be a big business from 
the outset anyway, because:- 

1. It will make your life easier 
2. It won’t cost you anything apart from thinking time 
3. It will help you sell your business for a profit when you retire.  

 
No-one will buy a one man business because, without the one man, it is worthless.  

It is important to understand that businesses don’t stand still, because if you are not growing your 
business your competitors will be growing theirs, and they will take your customers. So you must 
plan to grow your business. It is a bit like a race, you need to know how to win. 

You may not want to take it all the way, but you should certainly ensure that your business is 
“Scalable”, so that if you choose to get out, someone else can take it over. 

 

 

You next need to think about how to quantify success. This will be a combination of three factors:- 
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1. Cash now for you and your family 
2. Cash to reinvest to grow the business 
3. The capital value of the business should you choose to sell it. 

 
So let us suppose you want to build a business that pays you £100,000 to live, that your rule of 
thumb is to reinvest 50% of the profits, your overhead is £100,000, and your gross profit is 50%. 

You will need to generate sales of £600,000 which is £50,000 a month to generate £300,000 gross 
profit, less the overhead of £100,000 leaves a pre-tax profit of £200,000.  £100,000 to reinvest and 
£100,000 for you and your family. Which with a pre-tax profit multiplier of 5 will value the business 
at £1million. (Another reason to build a scalable business, not everyone has £1million in change) 

See How to Value and Sell your business 

More realistically you might start on your own with sales of £5,000 a month, a GP of 80% because 
you have no staff costs, and an overhead of £10,000 because you have no premises. This will deliver 
a GP of 48,000, less overhead of £10,000 leaving £38,000 a year to live on. Will this mean that your 
business is worth 5* 48,000,  = £240,000 probably not as at this stage as it is overly dependent upon 
you. 

See eBook “How to Understand and use Accounts” 

So we are planning to build a “Scalable” business. 

This means that your staff and customers must believe in you and your vision from day one. So the 
next step is to decide WHY you and your business are going to make the world a better place.       
WHY you are A Force for Good.  

So now you need to answer Question 10 above. 

Which takes us into Your Initial Promise to the outside world 

I want to be in business because ………. 

 I want to train skilled people 
 I want to make the motor cars that are fast and help the environment 
 I want to build a team of excellent people who can make a better world (Google) 
 I want to improve the world for our Children, Cats, Dogs, Trees, Wildlife, Oceans etc 
 I want to address the Clean Energy issues 

 
Think through WHY you want to be in business, and answer the question  

I want to be in business because ……….                         What do you believe in?  

WHY should your staff and customers support you? WHY are you a Force for Good? 

Remember this is your Emotional Promise to your staff and Customers, it wants to relate to people 
feelings and aspirations. So you are not selling plumbing services, you are selling Beautiful 
Bathrooms and Warm Fluffy Towels – A Happy Home. Who does not want that? 

This is why, should your staff turn up and leave dirty footprints on the White Fluffy Rug, you can 
expect a very angry phone call. The Lady of the house trusted you with everything she holds dear, 
her happiness and that of her family. In return your staff trashed that vision of happiness. You just 
made an enemy. 
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Your Staff and your Customers 

It is important that your staff all pull in the same direction, and that what they produce is of use to 
your customers. It is the belief in the Force for Good of the business that aligns to needs of the 
customers with the skills of the staff so it is a vision that both your staff and customers should be 
able to share. 

They have to be able to answer the question “I Believe in the business because it ……., and I am 
proud to support that” 

There is a lovely story about President Kennedy visiting the Kennedy Space Centre and meeting a 
man with a mop cleaning the floor. The President asked him “What do you do here?” the man 
replied “I am helping to put a man on the moon” 

Shared visions really matter  

He believed in the WHY 

So the reason WHY your staff and customers support you is because they believe in:- 

a. A Better World – The Brand Values 
b. Being part of a Trusted Team – The Common Belief in those values 
c. Themselves and their families – Their part in the Force for Good 

 
These are powerful motivators, remember that it is your promise so you take responsibility for 
delivering it. 
 

What can you do today? 
This is an important question because it determines what you do to generate cash today to pay for 
things. No cash coming in – No business. 

These are the things you are selling today to make money, make a list of them, and draw up two 
lists, who you sell them to, the customer type, and how profitable they are to you. This way you can 
start to think about where you should be spending your time and who you should be talking to 

What you are selling to customers today? 

1. By type of product  -  What you do, The Proof that you believe 
2. By profitability  - How relevant is the product group to your Customer Needs today 
3. To which Customers – Who is Buying? What are the Target Markets 
4. In which Markets – What are the dynamics of the market, competition etc 
5. What is the Cash Flow – How are today’s activities funding tomorrow’s growth? 
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How will you do it tomorrow? 
This is an important question because it determines how you are going to grow your business 
tomorrow, so it survives in an ever faster changing world. 

How they will build their business in the following areas? 

1. Building trust with customers via the brand values – We promise this … 
2. To understand the emerging customer needs – We Listen and Understand 
3. To Developing skills relevant to those needs – We act and learn 
4. To build a Learning Organisation – We Share that Learning 
5. That builds relationships between staff and customers - With Staff and Customers 
6. Using those skills and customer insights to innovate – To do New things Together 
7. To become a thought leader in your sector - So together we can make a better world 
8. So that your customers and staff will trust with their future 
9. Generate high margin cash to build more trust – To pay for more innovation 
10. Repeat 
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Putting it all into practice 
OK so having asked the basic questions, so you can see how it all fits together in common sense land, 
I will know work through a real example for you to follow. 

My self and Jonathan Harradine ex Marketing Director Zurich Group Worldwide, are launching a 
business to help our client businesses grow. What follows is the thought process behind that. 

A Worked example 

Green Triangle 

 
Green Triangle is a marketing communications agency that seeks to find the right small to medium 
sized firms and help them minimise risks and maximise returns for their Customers, Staff and Family. 

Customers because that is how your stay in business 

Staff because that is how you grow your business 

Family because that is your support and ultimate motivator. 

It seems to me that if we want to work together we should start by explaining 

1. WHY we are in business - Our Values and Beliefs 
2. WHAT we do – The Outputs we will deliver 
3. HOW we do it – How we would work together  

 

WHY are we in business? 

We are in business because:- 

1. The Country is badly in debt, the solution is successful businesses and exports 
2. Growth will come from Scalable businesses with 

a. Sales in excess of  £1million and employing over 5 people 
b. Owners that want to grow safely and responsibly 
c. Owners that want a long term relationship 

3. We want to give business owners the confidence to build their businesses 
4. We want to help businesses grow in a manner that minimises risk and maximises the upside  
5. We want to avoid leaving this debt to our children and their children 
6. We think this is a moral imperative 
7. We understand what makes businesses tick and want to give something back 
8. We care about businesses 
9. Businesses are all of our futures – They are Important - They Matter 
10. We don’t want our collective futures ruined by people that have never run a business. 
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What do we do today? 

This is about what we do to generate cash today to pay for our services, and build your business. 

We understand where our clients business fits within their market, identify the opportunities and 
manage the communications between the brand, the customers and the staff to deliver sustainable 
high margin sales, and a business that has real value should you choose to exit, and sell the business. 

Specifically we will:- 

1. Understand what you are selling to whom at which margins 
2. Define Product Groups, Target Markets and Margins 
3. Understand the market, the competition, and why customers buy from you 
4. Define your Differentiators and Customer Needs 
5. Understand the opportunities within the market, current and future customer needs 
6. Define your competitive niches (Where you choose to build your reputation) 
7. Understand what you need to say to whom to bring in sales 
8. Define your messages and distribution channels into the target markets 
9. Implement the above 
10. To drive ever higher margin sales To Deliver Revenue Leadership in your sector 

How will we do it tomorrow? 

This is about how we work with you to ensure your business thrives in an ever faster changing world. 
The process looks like this 

 

So we will 

1. Evolve What we do in a changing world 
2. What we do is the Proof that we believe today 
3. Communicate messages with staff and customers 
4. Ensure Customer Experience matches Customer Expectation 
5. Build Trust with our customers 
6. To deliver a dialogue and a growing relationship 
7. Understand and Co Create changing customer needs 
8. Deliver Customer focussed Innovation 
9. Build delivery and communications systems around customer needs 
10. Deliver a Learning organisation 
11. Become the Guardians of future opportunities for our customers 
12. Deliver Brand Leadership 
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At this point we return to WHY we are in business. 

Here are the test of sustainable competitive advantage:- 

Do you staff and customer now believe in the things that you believe in? 

Have they taken those beliefs and made them their own? 

Have we turned the Emotional beliefs, The Force for Good, The Core Brand Values into, a set 
of rational activities and behaviours that support those beliefs? 

If so, you have achieved Thought Leadership 

“Ultimately the value of a brand resides in the mind of the customer” David Ogilvy 

 

 

Linking this all together 
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The WHY - Your values and beliefs are your demonstration that you have something that matters to 
offer the world. It is Your Initial Promise to be A Force for Good. It is your initial plea for support 
from staff and customers alike. You are appealing to the fundamental human needs of humanity 
which are the emotional needs which remain the same over time. 

The WHAT -  What you do today. This is the initial proof that you understand what your staff and 
customers want today. This is how you generate the cash to survive. The objective is to deliver 
better products and services that are more convenient and relevant to your customers’ needs so you 
can command a higher price in the market. You will then achieve Revenue Leadership. 

The HOW you do it, moves from you and your immediate team into the evolving relationship 
between your staff and your customers. The Shared Values of HOW you implement the vision of the 
WHY in a changing world. It is these Shared Values that create the Learning Organisation that will 
deliver the Skills to build the products. Once customers and staff believe in each other and the 
products you will have achieved Brand Leadership 

And now we return to The WHY, but now the original WHY your Initial Promise has grown, it has 
evolved into a WHY that belongs to your staff and customers alike. Together you have built a 
Learning Organisation that can change the world for the better. The staff and customers now own 
the original promise and believe in the values. The Learning Organisation is delivering the proof that 
your brand is trusted to deliver against the current and future needs of your customers, because 
your staff are suggesting what those concepts might be, and the customers are waiting to purchase 
your products. At this stage you will have achieved Thought Leadership. 

So in summary, we have fundamental human needs, warmth, love, food shelter, status – (see 
Maslow ) The Emotional Differentiators, that you have promised to understand and protect. Sounds 
Great 

You then have a Rational Interaction with your customers. Does the product deliver against the 
promise? 

We the have to build a relationship between staff and customers, so that under the WHY - The 
Emotional Promise Umbrella, the WHAT we do evolves in line with changing fashions.  We need to 
develop the skills to ensure that our products continuously evolve to continuously demonstrate that 
we deserve to be the guardians of our customers’ future status and aspirations. 

It is a little like being a fashion advisor  - “You are going to look great in this”  

All the time they do look great, they trust you and their peers know that they are ahead of the 
fashion curve, all is happy. But you cannot, by definition, be fashionable forever.  

So you need to reinvent yourself, to remain fashionable. 

This is why the brands survive but the businesses often don’t. 

We will look at this further in “Reinventing Yourself – The Change Management Game” 
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Green Triangle Marketing Plan 

Why are we in Business? 

For me and my family 

Personally I want to raise my salary to £100,000 per annum, and sell the business for £10 million in 
three years’ time. 

To Achieve this I will need to raise turnover from £5,000 a month to £50,000 a month by the end of 
year one. At a GP of 50% that will be £300,000 pa by keeping overheads to a minimum that will 
mean a £250,000, which at a multiplier of 10 will be worth £2.5 million. 

So by the end of year three, I will need to be doing 4 times that amount = £200k per month = 10k per 
month * 20 clients or 1 k a month times 200 clients.  Or some judicious mix in between. 

For my Staff and Customers 

When you drive a car or ride a motorcycle around a bend, you break into the corner and accelerate 
out. If you give it to much throttle, too soon, the back drifts out and you steer into the skid. It is 
possible to balance the vehicle between the throttle and the steering as you go round the bend. Be it 
Tokyo Drift or Speedway, the system is in balance and you are racing. There is a line to follow, a 
curve, more power pushes you to the outside of the bend, less and drift in towards the centre. 

Business is like this, there is a balance between the cash your business is generating, the available 
power, and how you use the throttle. Too little and the business stops, too much are the vehicle 
spins out of control. We want to keep you on the curve that will help you win the race. 

So Cash is the Power and Marketing is the Throttle, the better you focus your power on getting you 
round the corner, the more likely you are to win the race. Similarly the more focussed your 
marketing is on acquiring more customers, the more likely you are to win the race. 

1. We believe in the UK values of Freedom of speech and expression 
2. We believe these are the ingredients of freedom of thought and innovation 
3. We believe in working with staff and customers who share those values 
4. We believe that business is the right vehicle to deliver a better world 
5. We want to find businesses that we can safely grow by a factor of 10 
6. We want to de-risk and map out that path, by working with the right teams 
7. We want to put the UK back on the World Map as a Thought Leader 
8. We want to clear down UK Debt to pre-1980 Levels 
9. We will achieve this through UK Businesses 
10. We will build the right skills, with the right people 
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What will we do today? 

We will 

1. We will find a data partner – Probably a bank 
2. We will identify our target markets, T/o £1 Million to 100 Million, 5 to 500 staff 
3. We will compare their GP growth on a sector by sector basis and identify the right teams 
4. We will engage with those teams and make the following offer 
5. Would you like to scale your business by a factor of Ten over the next three years? 
6. We would then work with the client to:- 

a. Identify what they are selling to whom for how much –   
b. Look at the market, opportunities and competition - Research 
c. Define 

i. The Emotional Brand Positioning – The Force for Good 
ii. The Product Groups, Target Markets and Gross Profits 

iii. The Emotional and Rational Differentiators 
iv. The Messages and media channels to the target markets 
v. Market research 

vi. Niche  and new market opportunities 
d. We will then start the brand building process with the target markets via Hubspot  
e. Engage and measure response 
f. Build the reputation of the client, with current and future customers 

7. Review activity Monthly, Quarterly and Annually 
8. Work with the sales team to build margins and commissions. The importance of Gross Profit. 
9. Understand the GP and maturity of each product group 
10. Deliver Revenue Leadership in the Sector and Market 
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How will we do it tomorrow? 

Having built revenue leadership in our sector we will reinvest those monies in scaling the business 
whilst maintaining margins. So the trick is to build the reputation of your staff in such a manner that 
you can charge them out at the right rate, but simultaneously ensuring the consistency of the plan 
followed and the quality of advice. 

We would build expertise in the following areas:- 

1. Following  
a. Start Where you are - Understand the client 
b. Use what you have - Manage existing resource 
c. Do what you can - Make swans out of ugly ducklings 

2. Understand the clients in terms of the cash generated by each product group into each 
target market, timescales and gross profit 

3. Defining a creative brief 
4. Building a communications campaign, 12 months of what to say to whom via which media 
5. Building websites emulate the brand positioning and manage the engagement process 
6. Learning to pick winners, locally nationally and internationally 
7. Working out how to join up skills and distribution to access new markets 
8. Industry sector specialist. Or more precisely, skills specialists with a background and contacts 

in certain sectors. 
9. We will build a database of the right skills for every eventuality 
10. We will build loyalty by building the right teams to help clients, we would build teams with 

the following skills:- 
a. Financial -   We can add it up 
b. Systems -     We can all see what is going on. Cloud based, real time  job costing 

  and scheduling 
c. Marketing - External Communications and Customer feedback 
d. Sales  -   Training and support 
e. Coaching - Internal change management 

11. We will build shared values around these teams and keep them loyal to GT because  
a. They are doing an important job 
b. With the best people 
c. With the best clients 
d. With regular work at the right price, no need to chase work, minimal admin   
e. They are assured reputation and Quality via our e-Publishing group. 

12. Delivering Brand Leadership. - We believe 
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The Shared Values WHY 

This is where we scale Green Triangle. We have Revenue and Brand leadership, we have the teams 
and the skills to start to innovate. 
 
This is where we start to take out clients into new markets. Our people are trusted by our clients, 
and we can start to scale their businesses. 
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We then roll this out, from local to national, to International 
 
Thereby proving that we can deliver against those objectives stated in our initial promise 

1. To scale the right businesses by factors of ten 
2. To ensure they are survivors 
3. To reduce the deficit, by increasing tax revenues at home and having a positive balance of 

payments from abroad 
4. To Deliver thought leadership into new markets. 
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Appendix 

Green Triangle 

WHY are we in business? 

We are in business because:- 

1. The Country is badly in debt, the solution is successful businesses and exports 
2. We want to give business owners the confidence to build their businesses 
3. We want to help businesses grow in a manner that minimises risk and maximises the upside  
4. We want to avoid leaving this debt to our children and their children 
5. We think this is a moral imperative 
6. We understand what makes businesses tick 
7. We care about businesses 
8. Businesses are all of our futures – They are Important - They Matter 

 

What will we do? 

We will help businesses to understand 

1. Why they are in business 
a. For a Better World – The Brand Values 
b. For their staff and customers – The Belief in those values 
c. For themselves and their families – The Driving Force for Good 

2. What they are selling to customers today 
a. By type of product  -  What you do, The Proof that you believe 
b. By profitability  - How relevant is the product group to your Customers Needs today 
c. To which Customers – Who is Buying? What are the Target Markets 
d. Into which Markets – What are the dynamics of the market, competition etc 
e. What is the Cash Flow – How are today’s activities funding tomorrow’s growth? 

3. How they will build their business in the following areas 
a. Building trust with customers via the brand values – We promise this … 
b. To understand the emerging customer needs – We Listen and Understand 
c. To Developing skills relevant to those needs – We act and learn 
d. To build a Learning Organisation – We Share that Learning 
e. That builds relationships between staff and customers - With Staff and Customers 
f. Using those skills and customer insights to innovate – To do New things Together 
g. To become a thought leader in your sector - So together we can make a better world 
h. So that your customers and staff will trust with their future 
i. Generate high margin cash to build more trust – To pay for more innovation 
j. Repeat 

 

How will we do it? 

 

We will communicate our thoughts and ideas by 

1. Identifying the people we want to talk to through database marketing 
2. Thinking about how our services might help which subsets of those groups 
3. Thinking about which messages might be relevant to each subset 
4. Sending out those messages and measuring which ones work 

 


