
Ruby Riesinger, MBA,   Business Consultant 
The University of Georgia 

Small Business Development Center - DeKalb

Marketing Strategy Workbook 

Compliments of 

 UGA SBDC - DeKalb

2296 Henderson Mill Road, Atlanta, GA  30345

770-414-3110



Step 1: Complete a SWOT Analysis 

Strengths: 

List the strengths of 

your company        

(and yourself). 

Weaknesses: 

List the weaknesses of 

your company        

(and yourself). 

Opportuni es: 

List the opportuni es 

in the marketplace that 

your company could 

take advantage of. 

Threats: 

List the external forces 

that could threaten 

your company. 

Step 2: Analyze your SWOT 

Use your strengths to 

maximize opportuni es? 

How can you: 

Overcome or neutralize 

your weaknesses? 

Use your strengths 

to mi gate threats? 
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What do you hope to accomplish with this marke ng strategy (be specific)?  In other words, if this were a 

game and you won, what exactly would you win?   

Step 3: Define Your Objectives 

Step 4: Define your Target Market(s) 
Who are they? (consider your Opportuni es list on Page 2) 

Customer 1:  Customer 2:  Customer 3: 

Demographics: 

Facts like age, income 

level, type of company 

Geographics: 

Loca on‐related           

informa on 

Psychographics: 

Lifestyle or cultural      

informa on 



 

Step 5: Analyze your Target Market(s) 

Wants: 

What exactly do these 

customers want from 

your industry       

(and you)? 

Needs: 

What exactly does the 

customer really need? 

Fears: 

What fears or appre‐

hensions might the 

customer have about 

buying the product/

service in general, and 

from you par cularly? 

Ac ons: 

As a result of this    

strategy, what ac on  

do you want these    

customers to take?  

(Buy, place an order, 

connect with you, etc.) 

Customer 1:  Customer 2:  Customer 3: 

Answer these ques ons as they pertain to the products/services you sell. 

Solu ons: 

How can your product/

service help these cus‐

tomers solve the prob‐

lems above? 
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Why will your target customers buy from you and not your compe tor?  What value do you bring to them 

that no one else can bring?  How are you special? 

Step 6: Define Your Competitive Advantage 

Step 7: Define Your Brand 

What proof do you have to back up your compe ve advantage?   

For example, if customer service is your compe ve advantage, can you say that 95% of your new 

customers come from referrals, or that you have a 98% customer reten on rate? 

How do you want your customers to see you? 

What words 

describe your 

company? 

(Quirky, fun, dedicat‐

ed, caring, etc.) 

How do you want 

your media to look? 

(both printed and 

online media; think 

of colors, shapes, 

images, too) 

What tone do you 

want your media to 

take (how do you 

want your customers 

to feel when they 

experience it)? 



Step 8: Think Like Your Customer 

Tradi onal

Tradi onal       

or Online 

What channels might be good places to reach your customer? 

Customer 1  Customer 2  Customer 3 

Word of mouth referrals 

Affiliate marke ng 

Trade shows/personal networking 

Promo onal materials (flyers, business cards) 

Point of purchase adver sing 

Yellow pages/directories 

Direct marke ng (personal sales, handouts) 

Telemarke ng 

Television (ads, product placement) 

Radio (ads, product placement, sponsorships) 

Direct Mail 

Magazine/Trade publica ons/Newspaper Ads 

Billboards/Other signage 

Event par cipa on & sponsorships 

Content promo on (videos, ar cles, etc.) 

Public rela ons campaign 

Online marketplaces (eBay, Amazon, etc.) 

Blogs 

Paid online search engine marke ng 

Social networking sites (Facebook, etc.) 

Email 

Website (search engine op miza on) 

Mobile (apps, mobile ads, etc.) 

Online display (banner ads, video ads, etc.) 

Online  



Page 7 

What words and phrases are poten al customers likely to type into search engines like Google or Bing 

when they’re looking for your product/service? 

Step 9: Choose Your Words 

Step 10: Consider Your Budget 

How much did you budget for marke ng?  How will you know which channels bring the highest return on 

your marke ng dollar investment?  Fill in the chart and then use these formulas to compare op ons: 

Campaign_______________________________________________________________________________ 

# of Contacts made in this campaign (emails sent, calls made, circula on of newspaper, etc.) 

Response Rate: % of responses expected from contacts made 

Conversion Rate: % of responders expected to make a purchase 

Average Profit per sale 

Total Cost of campaign 

Cost per Responder 

Cost per Buyer 

= 

= 

Cost 

Response Rate 

Conversion Rate 

Contacts 

Response Rate 

× 

× × 
Cost 

Contacts 

How many buyers will you need before this campaign breaks even? 

Breakeven Number of Buyers  = 
Cost 

Average Profit 
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Step 12: Measure the Impact of Your Campaign 
Keep track of the results of each campaign so that you can plan future spending accordingly.  Plan to           

re‐evaluate on a regular basis.  Measure leads and contacts generated as well as sales. 

ROI   = 
                         Profit Earned from Campaign   —   Spending on Campaign 

               Spending on Campaign 

(Return on Investment)



University of Georgia
Small Business Development Center at 
DeKalb 

2296 Henderson Mill Road, Suite 404B 
Atlanta, GA  30345 

Phone: 770-414-3110
Fax: 770-414-3109
E‐mail: dekalb@georgiasbdc.org  

Our Mission 
To enhance the economic  

well-being of Georgians by 
providing a wide range of 

educational services for small 
business owners and aspiring 

entrepreneurs. 

SBDC Georgia offers no‐direct cost, confiden al consul ng services to 

small business owners.  Our consultants provide assistance in many 

areas of business, including marke ng, management, strategic 

planning, and financial analysis.  Please contact us if you need 

assistance for your small business. 

Funded in part through a coopera ve agreement  

with the U.S. Small Business Administra on.  All 

opinions, conclusions, or recommenda ons expressed 

are those of the author(s) and do not necessarily 

reflect the views of the SBA. 

Funded in part through a cooperative agreement with 
the U.S. Small Business Administration and the 

University of Georgia.  Reasonable accommodations 
for persons with disabilities will be made if requested 

at least two weeks in advance.
Contact the SBDC at (770) 414-3110 or email: 

dekalb@georgiasbdc.org


	Marketing Strategy Workbook
	Step 1: Complete a SWOT Analysis
	Step 2: Analyze your SWOT
	Page #
	Step 3: Define Your Objectives
	Step 4: Define your Target Market(s)
	Step 5: Analyze your Target Market(s)
	Page #
	Step 6: Define Your Competitive Advantage
	Step 7: Define Your Brand
	Step 8: Think Like Your Customer
	Page #
	Step 9: Choose Your Words
	Step 10: Consider Your Budget
	Step 11: Put It Together
	Step 12: Measure the Impact of Your Campaign
	Clayton State University
	Small Business Development Center


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




