
 
The Marketing Compass - Navigator Guide 

Marketing strategy 
By Nigel Temple, Founder of The Marketing Compass 

 

 
 
Introduction 
There are three levels of strategy: 
1.  Business 
2.  Marketing 
3.  Internet marketing 
 
Your business plan should describe what you want your business to deliver, both for the 
customer and for you. Step back and think about why you have a business: what do you 
want it to do for you? 
 
If you have an established business, your business plan should include all the other (non-
marketing) elements such as IT, Human Resources, Finance etc.   
 
As a Navigator member of The Marketing Compass, you have access to your online 
marketing plan. We recommend that you revisit this, at least once a month. This includes 
all of the key marketing and internet marketing elements. 
 
Internet marketing is becoming increasingly important. As well as websites, other key 
elements include Search Engine Optimisation (SEO), Search Engine Marketing (i.e. 
Google AdWords), blogging, e-newsletters, online videos, and article marketing.  
 
Vision 
Have a clear vision of what your business will look like, three years from now. As you look 
further into the future, more possibilities unfold. Right now, you are probably constrained 
by lack of time and money. Years from now, these constraints fall away. 
 
Over the next three weeks, twice each day, preferably early in the morning and before you 
go to sleep, re-visualise this vision of your future business. Richard Branson visualises a 
successful business. Then he makes it happen. If you can describe your vision for your 
business, in a precise way, it is much more likely to become real. 
 
Objectives 
Next, you need to think about objectives. Your objectives should include your projected 
turnover and profitability.  
 
 



Research 
If you are starting out or if you are re-thinking your strategy for the year ahead, do some 
research. This divides into two strands: customer research and competitive research. You 
probably think that you know your customers well. I wonder how true this really is? It's 
what customers don't say, that we must listen for. 
 
A little bit of research can be revealing. Take a look at www.surveymonkey.com.  This is a 
great resource for conducting inexpensive research.  With surveymonkey, you send out 
emails to customers who then go to a web page, where they fill out a simple questionnaire. 
The system analyses the responses for you. 
 
Competitors 
With regards to competitors, keep up-to-date with the key ones. Keep a file within your 
email system for emails from your competitors (such as their newsletters). It's also a good 
idea to keep a physical file for items like adverts, brochures, leaflets or any other form of 
physical marketing collateral that you can find from your competitors. From time to time, 
review this file, to see what they are up to.  
 
You might go as far as looking at the information available at Companies House, to see 
what your competitors' accounts are like (if they are available). I know it is difficult to get 
information about your competitors. However, it is a good idea, because otherwise you are 
operating in the dark. Business owners sometimes think that they are great and that they 
are delivering a fantastic service and so on. Then some competitor swims past them. (Hint: 
you can include competitive information within your online marketing plan). 
 
Products 
With regards to products, if you are marketing a service, 'productise' it. Give the service a 
brand identity, a brand name and its own look and feel. Create a web page, if not a whole 
website. By 'productising', you will make it easier to position your services, you'll get less 
resistance when it comes to price and you will sell more. 
 
If you sell physical products, you need to understand New Product Development (NPD) 
and product life cycles, because physical products have a natural life. They don't last 
forever. Very seldom do I find products that remain unchanged, year in, year out.  The 
game Monopoly is currently publishing some new rules for their game. Did you know that? 
They haven't changed their rules for decades, but they have got to keep up with the times. 
If Monopoly can change their product, so can you.   
 
You need to have benefits that you associate with your products. Take a sheet of paper.  
At the top, write the name of a product (or productised service). Draw a line down the 
middle of the page. On the left, list the product's features. On the right, list the associated 
benefits for each of the features.  
 
For example, a feature of a coffee cup is that it has a handle. One of the benefits is that it 
is easier to pick up. A secondary benefit is that the handle means that you won't scald your 
hand if there is hot coffee inside the cup.  
 
These are the sorts of marketing issues that I urge you to think about and to spend some 
time considering. The challenge is that you don't have enough time! The answer is to put 
marketing first - not a distant last in the game. What I do is to start my day with marketing. 
I look at my plan, I do some writing and I do some promotion. At the moment I am doing 
some research on Twitter. So I'm Twittering, finding out how it works and reading about it. 
Having done a little bit of marketing early on in the day, I then crack on with my business: 
but the marketing comes first. The business is doing well, because my focus is really on 
the marketing. I know that that this will deliver long term growth. 
 



Brand 
* A brand = a promise. 
* All of your marketing activities affect your brand.  
* Branding includes your visual identity, i.e. logo, colours and typeface.  
* On a deeper level, your brand = your beliefs and values.  
 
I had a meeting with a business owner recently. She is about to receive a large investment 
into her business. She asked me what she should be thinking about. I advised her that one 
of the key issues is brand identity and brand positioning. She asked me how that worked 
and I replied that it was based on her values. Your beliefs will manifest in your brand.  
 
If you haven't done so, add your values to your online plan. Search for 'values' in the Wiki 
and you will find a long list, sorted alphabetically. Thinking about your values will help with 
your marketing and much else besides. 
 
There are numerous values. An example is integrity. If a customer has a problem, I know 
that you will sort it out, because you have integrity.  This will manifest itself in your brand. 
 
Branding also includes visual brand identity. This includes your logo, colours and a  
consistent font. With regards to the latter, if you use Arial on your website, use Arial within 
all of your documents. It's only a little thing, but the human brain, particularly the right side, 
which is the part that processes the visual world, notices these little details. Branding is a 
big subject.  There is a Wiki article about it and there are books written about branding. It 
is an important subject. It also connects with positioning. 
 
Price 
One of the things I often talk about during my events is whether a company is 'cheap as 
chips' in terms of price (i.e. Asda), somewhere in the middle (i.e. Marks and Spencer) or 
'reassuringly expensive' (i.e. Harrods).  
 
Where are you on the scale, price-wise? By the way, there's nothing wrong with being 
cheap, as long as you can create the volume to go with it. If you have a low pricing point, 
all it means is that you will have to shift a lot of stuff.  
 
Many of you only want to sell a small number of items in a year.  For example, say twenty 
client engagements, which would generate a nice lifestyle for you. You need to be clear 
about what your positioning is. In general, my advice is to swim upmarket, because that's 
where the bright sunlight is. You need to be clear about this, because it will manifest itself 
in all sorts of things, from the feel of your business card to the look of your website 
homepage to the way in which you dress. It all depends on where you want to position 
your business.   
 
If you are selling a service, in general, try increasing your price. If you are going to do this, 
test some different price points. For each proposal you do, test a different price. You will 
probably be surprised with the results. Quite often, members report back to us that they 
have put their pricing up by 10% or 15% with the result that the price is accepted without 
resistance. 
 
Competition 
You also need to think about your competitors: how are you positioned, in relation to your 
closest competitors?  How are going to differentiate yourself from them? There is a section 
within your online marketing plan, where you can list who they are. 
 
Add value 
All of these issues connect up with each other. Differentiation is largely about adding 
value. Keep adding value to whatever you are selling. Add value before the sale, during 



the sale and after the sale.   
 
Ask yourself where you are adding value before the sale. For example, within your 
website, or via customer service or perhaps by offering training? This is all about your 
knowledge and the different ways in which you can package it up, in order to add more 
value to the customer experience.  
 
When customers interact with you, how fast are you at responding? Answering emails and 
phone calls, getting back to people and responding quickly is vital. You are probably pretty 
good, but from time-to-time, even with the best intentions, we all slip up.   
 
Who answers your telephone? (Please don't tell me it's an answering machine or 
voicemail).  At The Marketing Compass, we use Verbatim to answer our calls.    
www.thephoneansweringservice.co.uk / 0800 0787 300. 
 
Data 
Another key element of your marketing strategy is data. If you are starting out, you may 
simply be using an email system to hold all of your contact information. However, the 
professional answer is to have all of your contacts in a CRM (Customer Relationship 
Management) system, such as ACT! or Critical Mass (www.cmass.co.uk).  
 
I am used to people saying, “I don't need one of those!”  I ask them whether their email 
system prompts them to do critical marketing tasks? Can you select people who belong to 
a target market segment? A CRM can do this and a great deal more besides. 
 
Your skills 
Your skills are a key element of your marketing strategy. For example, do you love working 
with software and computers? Another area would be writing – in terms of articles, web 
pages, newsletters, blogs etc.  A third would be selling skills.  If you have never had any 
sales training, this may be a weakness in your strategy. The answer may be to go on 
some courses, read some books and learn more. 
 
Conclusion 
Take some time out of your busy schedule and think about your marketing strategy.  Work 
on your online marketing plan and review the plan, at least once a month.  We wish you all 
the best with your marketing and your business! 
 
Contact 
Email: ben@marketingcompass.co.uk 
Web: www.marketingcompass.co.uk 
Tel: 01628 773128  


