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What is 
marketing?



We’re sure you’ve heard of it: Marketing. It’s a mysterious 
force that you must awaken in order to have your business 
thrive and gain momentum. 

Marketing might not always be what you think it is. You 
may picture a billboard ad, or think about posting to social 
media, but marketing can go far beyond just these classic 
channels and initiatives!

The best results come from creative strategies that are 
tailored to your unique business model and needs. There 
is lots of marketing advice out there, so you must know 
what advice to take (and what to ignore!) considering 
your special  situation. Not everything will get results, 
especially if it’s poorly planned, or just not a good fit for 
your business! Always remember: proper marketing solves 
a core problem, it doesn’t just address a symptom.

http://
https://digital.com/small-business-statistics/


Case Study #1
Mayonnaise’s Daily Bread by Mayonnaise

Mayonnaise loves to spend time 
in the kitchen, and most of all 
loves to eat and share food with 
his dog friends. There are a few 
simple yet nutritious recipes he 
has perfected, so he had decided 
to bring his creations to the local 
Calgary dog food market. He 
started his business making unique 
dog treats and tasty meals at his 
single storefront location.

Case Study #2
Mutt Masterpieces by Millie

Millie is a dog who loved to make DIY toys for her and her 
friends! Humans have so many fun things lying around they 
just throw out that could be repurposed, so she decided to 

Let’s explore what we mean by 
“Marketing”...

Marketing is the action of 
promoting your goods or services. 
It is a core business process, all 
about building relationships and 
loyalty.

You might be marketing without 
even knowing it!

Some marketing activities come 
naturally to some business 
owners, others don’t. Some work 
for a business owner’s specific 
business and industry, others 
don’t. Knowing where and when 
are important steps, and this is 
why you should have a marketing 
strategy!

make a business out of it. Millie 
creates engaging dog toys from socks, 
water bottles, and other dog-safe 
items she finds that humans don’t 

Mutt Masterpieces:
When Millie goes to the 
dog park, and meets new 
friends, she often gets into 
conversations about the 
toys they have at home. In 
these conversations, she 
likes to mention the waste 
created by toys, and how 
she is trying to lower waste 
created by dogs and their 
humans with innovative 
toys! She has a business 
card with her website and 
contact information that 
she hands out to dogs 
who are interested in 
looking at her toys. This is 
networking, and by building 
these relationships with 
potential customers, she is 
marketing her business!

want anymore. 
She sells her 
products directly 
to customers and 
wholesale to pet 
stores through an 
online store.



Mayonnaise’s Daily 
Bread:  
As a very creative dog, 
Mayonnaise loves to 
take pictures of his 
products and post 
them on social media 
and his website. He 
has a specific aesthetic 
and way of editing his 
photos that he uses, 
and likes to remain 
consistent in how his 
content appears across 
platforms. This is not 
only a social media 
strategy, but also brand 
design strategy.

Parts of a 
Marketing Strategy

Marketing strategies are the actionable 
plans designed for a business to follow in 
order to grow and reach customers.

You may not even know that you have a 
marketing strategy going already.

Some strategies are more complex than 
others, and may require a written plan to 
follow. Depending how many employees 
and owners are involved, business 
owners may want to have a documents 
to guide their marketing strategy, or use 
an online project management platform 
to design and outline their strategy.

So... How do you create your small 
business marketing strategy?

1. Research 

2. Positioning 

3. Create 
Awareness 

4. Communication
 

5. Activities

6. Analyze and 
Optimize

https://www.advertisingweek360.com/20-facts-to-guide-your-small-business-marketing-strategy/
https://www.advertisingweek360.com/20-facts-to-guide-your-small-business-marketing-strategy/
http://


1. Research
You need to know what you’re getting into! Many business 
owners overlook this part. You may technically know how 
to do what you want to do for you business, but a skilled 
technician doesn’t always make for a skilled entrepreneur.

You need to know your target audience as well, because 
you can’t market your product if you don’t know who you’re 
trying to sell it to!

Millie gets email newsletters from all her favourite pet stores 
to see what toys and treats are trending, and what current 
customers are looking for. Mayonnaise always attends the 
local Pet-A-Palooza festival to see what other doggy-preneurs 
are cooking up.

Exercise #1: Research your industry  

1. Describe your ideal customer. 
(Where do they live? What do they do for fun? What businesses 
do they frequent already? What are their values? Are there 
things they avoid, or do they have strong dislikes?)

2. Who are you competitors? 
(Where are they located? What kind of customers do they have? 
What makes them stand out? How are they marketing their 
business? Where could they improve?)

3. What is the industry looking like at the moment? 
(How are sales? How big is the industry? Who are the big players 
or stakeholders? Where is there a need that is not being met? 
What are common complaints about the industry?)

4. What technology, apps, and software should you learn 
about and consider in your industry? 
(What will you use for your point of sale system? Will you have 
an online store, if so then how will you build it? How will you keep 
track of your expenses and incomes? How will you keep track 
of employee time sheets? What apps are your customers using? 
Would your business benefit from it's own app?)

Tip: Learn about your 
industry by signing 

up for industry 
newsletters, social 

media groups, webinars, and events. 



2. Positioning
Now you should nail down your “why”! The reason you’re 
in your business will probably be the reason why your 
customers become or remain loyal. You want to use your 
“why” as your guide when creating your marketing strategy.

You’ll also need to define what makes you unique in your 
industry. Your business must have a unique proposition for 
it’s customers in order to get their attention!

Your brand visuals should align with your positioning. You’ll 
want to create a logo and branding to present your business 
to the world. A consistent brand image is important to 
maintain across all your marketing and business platforms.

Millie is not much of 
a visual creative, so 
she hired the Bread & 
Butter Club to creat 
her branding package 
and logo based off her 
decisions about her 
branding. 

Mayonnaise on the 
other hand is an art 
school graduate with a 
background in graphic 
design, so he created 
all his own branding. He 
did consult the Bread & 
Butter Club about his 
non-visual elements to 
make sure it was a fit for 
his target audience.

Tip: 

You may want 

to hire a design 

or marketing 

firm to help you 

with this part.



A great way to investigate and do 
a deep dive into what your brand 
positioning is, and who you are as a 
business, is through defining your 
brand archetype. This is a model used 
often in marketing, based off the 
theory of psychologist Carl Jung. 

Brand archetypes can be divided into these 12 
groups to reflect the brand personality, and in 

turn, what customer personas they align with.

Exercise #2: Find 
your position in the 
industry

1. What are your 5 core 
values?

2. What are 3 words 
that describe your 
brand?

3. What are 2 ways your 
product or service is 
different and unique?

What section does your brand voice and identity lie in? 
What customer personas do you align with?



3. Brand 
Awareness
A great way to start creating brand 
awareness is through building social 

4. Communication
Once you’ve made contact, you want to keep it! You’ll want 
to establish and solidify what the best ways to communicate 
with your audience are.

Communication isn’t a one way street. You’ll want to use 
your various platforms and apps to send messages out to 
your target audience and current customers, as well as be 
responsive to feedback as it comes in. You will probably 
have to initiate a lot of the conversation, especially in the 
beginning if you are a newer brand.

A lot of Millie's orders 
happen online, so she makes 
sure she stays on top of all 
questions and comments 
on her social media profiles, 
as well as her email. This 
is how her audience finds 
it easiest to contact her. 
Mayonnaise's Daily Bread 
has a physical space that 
many of his customers 
come into in order to ask 
questions. They also like 
to use the phone instead 
of email to find out daily 
specials and store hours.

Tip: You may want to 
launch your new 

brand, or relaunch 
your existing one, 

with a fun party or event! 

media profiles, as well as a website. You may also want to go 
a more traditional route such as a press release, depending 
on your industry and target market. You should have all of 
your content align with your brand image and voice.

You’ll want to make sure you maintain the trust of your current 
customers if you have them while you execute your new 
marketing strategy. You may also realize that some of them 
don’t align with your new positioning, and that you won’t be 
able to please everyone all the time. Remember to keep your 
eye on your target market and never forget your position. 



5. Activities
This is the part where you will really see your return on 
investment and results. That doesn’t mean you should skip 
straight over to this step! Everything that comes before 
is building up to define the marketing activities you will 
engage in.

Be sure not to overwhelm yourself here! You still have a 
business to run, and especially if you’re a one-dog-show, you 
only have so many hours in a week. Day-to-day business 
activities need to be tended to, or you may lose current or 
potential customers from dropping the ball.

If you’re growing and expanding, this is definitely where 
you want to invest in some outside help. There are plenty 
of consultants, as well as those who can design and execute 
your marketing activities (like the Bread & Butter Club!) to 
make your life easier.

Investing money into your marketing will produce results. 
There are many free and less expensive ways to market, but 
you will get out what you put in.

Exercise #3: Open your lines of communication

1. What are 5 questions that get will asked regularly about 
your services or products, and how will you respond to these 
questions when they are asked? 
(Is there a place where you can answer these questions online or 
in your space as well?)

2. Where will you direct questions on your social media and 
website? 
(A contact form, a phone number, in-person visits, or maybe to 
your social media DMs.)

3. What will be your brand voice? Describe it in three words. 
(Go back to your previous worksheets and review who your 
audience is, and what your brand and values are.)

Consider your Worksheet 
#1 answers when deciding 
on this. You want to make 
it easy for your customers 
to contact you, and easy 
for you to communicate 
what you need to back to 
them!



Some activities to consider:
Social media:
Paid social media 
advertisements

Social media giveaways
Influencer posts

Videos

Digital:
Paid search engine 

placement
Website SEO

Blog
Educational content

Email list

Printed:
Postcards 

Direct mail
Print ads

Brochures
Business cards

Stickers
Merchandise

Events:
Sales

Parties
Workshops

Partnerships
Pop-ups
Markets

Trade fairs and 
conferences

Tip: To start, pick 1-2 short term activities per month, & 1-2 long term per 6 months. If you want to go bigger and have hired help, go for it!

Millie has invested in Google Ads to appear high in search 
results when dogs are looking for environmentally friendly dog 
toys. She also uses paid Instagram stories and posts to reach 
new customers and send them directly to her website. She 
hired the Bread & Butter Club to set up her ads so they reached 
her target audience and use her competitors to get more clicks. 
Mayonnaise invested in plenty of print materials for his shop. 
He has lots of information about his process and ingredients 
for those who pass by to look at (he also made sure this is all 
available online for those browsing). He also leaves postcards 
with a 10% off coupon around the neighborhood and at the dog 
park to get new customers to try his products.

6. Analyze & 
Optimize
Once you’ve put your message and promotions out 
into the world, you don’t just want to sit by and expect 
perfect results.

You’ll want to be keeping 
track of metrics to see 
how your various efforts 
are doing. How many 
people are actually 
clicking on your ad? 
If you made various 
creatives and captions 
for ads, which ones 
are performing best? 
How many people are 
redeeming coupons or 
discount codes? How 
is your social media 
engagement doing?

Be sure to always go 
back to your positioning 
and brand to keep you 
on track. A big mistake 
small businesses make 
is to try to be too many 
things at once. We see 
other businesses doing 
something, and we want 
to jump on board even if 
it doesn’t fully align with 
our position. Go back to 
your values, pillars, and 
brandto make sure your 
decisions align with them.



Taking time to keep track of your efforts will allow you to 
grow and improve. You need to know what is working, and 
what isn’t. This way you can redirect your money and time 
into marketing efforts that are showing your results.

Exercise #4: Analyze and optimize your marketing

1. Pick 3 different metrics you are going to track.
(Monthly revenue, new client requests or leads, positive vs 
negative reviews, unique website visitors etc)

2. What tool will be used to measure each of the 3 metrics?
(POS system, number of emails through form submission,  
Facebook reviews, Google Analytics etc)

3. What percent difference are you aiming for with these 
metrics in the next 3 months? 6 month? 1 year?

4. Think about ways you can gather information about what 
marketing activity affected that number! This will let you 
know what’s working best.

Mayonnaise has become a hit on social media, and is 
now the go-to in town for buying doggy gifts. Through 
his beautiful branding, as well as his eye-catching design, 
Mayonnaise has reached his ideal customers. They love 
to post photos of his shop and products, as they are 
designed to be social media worthy. Mayonnaise is now 
expanding to the e-commerce world, as he has gained 
attention beyond the local market.

As he is very busy, and also not the most online savvy, he 
has hired the Bread & Butter Club to adapt his business 
and marketing plan to sell his non-perishable products 
online both retail and wholesale to store across Canada.

How did Mayonnaise’s marketing 
stragety work out for him?



Millie gets weekly and monthly reports about her 
businesses digital advertising strategy, showing what is 
working best. Ads are tweaked and optimized to what's 
working best, getting her better and better results 
as customer behavior, needs, and wants are better 
understood. 

She has now moved out of her basement workspace, 
and into a new commercial warehouse to keep up 
with inventory needs! Because of her online store’s 
populatrity, she has now partnered with a major retailer 
in Canada, and soon will be launching an exclusive line 
of toys with them.

And what about Millie’s new 
marketing strategy?

Remember that some efforts will take 
time, and may not show results for a 
while. Building brand recognition and 
developing customer loyalty takes time. 
Be patient with yourself and others!

Be sure to set aside time for marketing, 
as it is a crucial business process, and 
customers notice when there is a lack of 
consistency! 

Know when you need help with your 
business and marketing strategy. Asking 
for help strengthens our communities. 

Also remember to take time to breath, 
sleep, and nourish yourself. Being an 
entrepreneur takes a toll on our body. We 
always perform better when we have the 
energy to do so!

What we’ll leave you with...



If you’re looking for assistance in 
developing your marketing strategy - 
whether you’re just starting a business, 
or you’re looking for a reboot - you can 
always contact the Bread & Butter Club. 
We love small businesses, and we are total 
nerds about design and marketing.

We offer a 30 minute chat free of charge 
to get to know your business, pain-points, 

and needs. 
If you’re ready to start, give us a shout!

Written and designed by
Molly & Shanley

Co-club Leaders at the Bread & Butter Club.

The Bread & Butter Club is a team of creative problem 
solvers providing unique and creative marketing 

solutions for small businesses. 

Get in touch:
hello@breadandbutterclub.ca

www.breadandbutterclub.ca

Follow the club:

http://breadandbutterclub.ca/contact
mailto:hello@breadandbutterclub.ca
http://www.breadandbutterclub.ca
http://instagram.com/thebreadandbutterclub
http://twitter.com/bandbclubyyc
http://facebook.com/breadandbutterclub
http://linkedin.com/comapny/breadandbutterclub
https://www.linkedin.com/company/breadandbutterclub
https://www.linkedin.com/company/breadandbutterclub
http://
http://
http://
http://
https://twitter.com/bandbclubyyc
http://




© 2020 The Bread & Butter Club. All rights reserved.


	Button 12: 
	Button 11: 
	Button 10: 
	Button 9: 
	Button 3: 
	Button 8: 
	Button 4: 
	Button 5: 
	Button 6: 
	Button 7: 
	Button 1: 
	Button 2: 


