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1. Build target personas 

Before you do anything: know who your clients are.

Building an accurate picture of your target clients is essential before you embark on any marketing.

Your website is in effect your ‘digital shop front’ and as such it needs to connect with your future 

customers and audience.

Who are the typical people that are interested in working with or buying from you, and what are these 

challenges and problems that they face? Imagine you are scripting a movie or writing a novel: you would 

flesh out characters that feature in your narrative so that you might be able to weave together a 

realistic and believable story. 

Similarly, think of the typical client that you wish to sell to or currently sell to and flesh out the 

character of your stereotypical customer.  This will become your target persona. 

Don’t delay, define your personas today

The single most helpful thing that you can do before you plan any changes to your website or indeed 

begin any marketing campaign is to create the most detailed persona that you can.  And then give him or 

her a name.  The name will help you and your team identify this type persona in the future.  You’ll be 

able to refer to “Joan” or “Philip” and know exactly what their characteristics are.

Sometimes one persona will suffice, but you may have 3 or 4 different types of people that typically 

contact you to enquire about your products or services.  Map them out.  I was once working with a 

user experience consultancy, and they had 3 different personas to whom they had typically sold their 

services: 

1.  A junior digital designer who had heard about their user experience excellence.
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2.  A digital design team leader who had attended one of their conferences.

3.  A senior level manager or director who typically needed a new digital product created. 

They had each persona typed up and fleshed out as individual characters - each ran to a couple of 

paragraphs of information.  They had names (Simon, Vanessa and Sarah respectively), ages and notes on 

the pressures or challenges that they would each be facing.

If you have already generated personas, it won’t hurt to run the exercise again, and really dig deep into 

who you are targeting. Try and create the most comprehensive picture that you can. How old are they? 

Where do they live? What is their daily timetable or routine? Are they likely to work out? Do they have 

children? What role do they have at work? 

Where might they go to socialise? Are they under pressure from their company to achieve certain 

goals? Are they facing a challenge and they need a solution? What are their needs? Some people even 

design a timetable or daily routine for their personas: 7am - wake up, 8am swimming at local gym etc. 

Basically: the more detail, the better.

Hopes and dreams

Some clients have told me that their customers are ‘far too varied’ to generate personas. If you feel that 

this is you, focus more on what you believe that the external pressures that your target persona may be 

facing from their employers, families, partners, peer groups or themselves; note their own aspirations 

and challenges and how they will hope to feel as a result of buying your product or working with you.

Don’t be afraid to draw on the information available from your existing customer base. There may be 

current clients who will happily offer this information.  Ask them what their barriers to working with 

you were when they were first considering you as a service or product supplier.  Giving them a call and 

asking if they could help with your market research - as you are performing a review - may also serve as 

a great excuse to get back in touch. 

You are welcome to download my persona creation worksheets here to get you started on your 

persona characters.  If you can, you should go granular and get in to real detail, but to kick off, I would 

recommend you focus on your clients hopes and dreams, pains and fears and barriers and uncertainties 

about working with you.

Once you are armed with your personas, you can tailor your website copy and your offering to suit. You 

can speak to your target clients directly with all of your marketing copy. It is considerably easier to 

http://bit.ly/s4tm_personas
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come up with the words to help sell, once you know who you are addressing, what they worry about 

and what they hope to achieve.

Furthermore, this persona exercise will inform your decision making as you explore the rest of this PDF 

and decide whether to implement the suggestions ahead.
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2. Make your value clear

Can your customers see - at a glance - how their lives will be improved by working with or buying from you?

One of the things I am most passionate about in business is helping my clients to emphasise the value of 

their products or services to their customers.  Clients and customers have needs and if you can clearly 

show that you meet their needs then you have demonstrated a value to them.

At the same time, if people associate value with your products or services, then they are more likely to 

feel that they need them.  If your customers believe that their need will be met, then they will think that 

they can justify the purchase - and in turn they will be more likely to part with their money.

You should most definitely stress your value on your landing page.  Having defined your target personas, 

you will be able to begin to map out what your customers are looking for, and how your offering will 

meet their needs. 

Understand your value

People associate value with different things - here are some of them: 

Trust: People form a bond with a product or service if they trust it.  Are you explaining what is behind 

your product - the effort that goes into making your blend of coffee; the experience that you are 

drawing on to provide your excellent advice - have you worked in and/or around your industry for 

years?

Do you have clients or customers that your website visitors will have heard of?  Are your terms and 

conditions transparent?  Does your website show personality qualities that will chime with your future 
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clients?  Do you appear upbeat and approachable, an expert, highly academic, affordable, hard working, 

perfectionist? Bare in mind that different audiences may like different things. 

Emotional connection: people like to buy stuff that makes them feel something.  Perhaps your 

product or service makes people feel nice, better about themselves; fashionable, stylish, safe, warm.

Improve or maximise: If you can improve or make something better for your customers then you 

will satisfy a need.  What are the gains people will get from your products or working with you.  Will 

working with you get them more time to do other things, a better travel experience, clarity on a 

project, beautiful eyelashes, more muscles, longer lasting effects.

Remove or minimise: Are there things that you can help people avoid?  What are the pain points 

you can help people swerve by working with or buying from you.  Can you remove or minimise danger, 

lack of money, overweight, stress, tiredness.

How many of these needs are addressed with your website’s landing page copy?  This is by no means an 

exhaustive or definitive list.  Your website must show your customers how you or your products will 

improve an aspect of  their lives in order for them to really engage with your value.

I worked with my own business coach to establish what exactly was the value that I provide.  I knew 

what I did, and what I could offer, but I was struggling to extrapolate my value.  What did my clients 

need that I could provide for?  After a brainstorming session I came up with the copy that is now on my 

landing page. 

Results: To run a successful business, increase your net income, deliver exceptional marketing and 

grow your customer base, you need ambition, clarity, courage, creativity, drive, precision planning 

and stamina.

Collaborate: If you're looking for a dynamic collaborator, an upbeat sparring partner who's 'got 

your back', an ally to support and advise you on any aspect of your business: we should have a chat.

Experience: I have launched and sold successful businesses, partnered up with Google Creative 

Labs, run think tanks for YouTube and dispatched communications for a slew of international brands 

and global ad agencies.
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Expertise: I provide business development and marketing expertise - from strategy to 

implementation - for SMEs, startups and entrepreneurs.  I draw on my experience and my passion 

for new business processes and technology to help my clients achieve their goals.

These four paragraphs encapsulate the value I offer.  I recognised what my clients need, how they can 

associate trust with my offering (based on my experience), and how I can maximise their efforts in 

transforming their business by helping them reach their goals.  The copy above continues to serve me 

well.

A great resource when working out your customers needs is the Value Proposition Canvas. I’ve used 

this canvas with many clients, and you may find it useful too.

Make a note of the value that you think you bring to your customers. Go back to your persona(s). How 

do you improve their lives? I suggest to my clients that they should identify 4 different reasons why a 

customer will value their product or service.  Alternatively find 4 needs that you provide for.  Or a 

mixture of the two.  Make sure you get theses across in your website wording.  Do this and you will 

make a stronger connection with your future clients and customers.

 

https://www.strategyzer.com/canvas/value-proposition-canvas
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3. Give your customers something of huge value - for free 

No, really, give them something that they will find hugely helpful - so helpful they will share it with their friends.

How people perceive of you, your business or your services is super-important.  Some people refer to 

this as ‘positioning’ - it’s something close to my heart as I believe that if you position yourself correctly,   

you can leverage your value, and connect with great customers and clients.

Offering hugely valuable advice to your potential future customers on subjects related to the business 

or products that you sell has been proven to help build trust.  You are providing a short-cut to a load of 

information that they will find useful.  To get this information via another route, they might have to trawl 

the internet for hours, attended a costly conference or course - or order a book.

Register to download

There is of course another fantastic reason to give away something of great value: you can ask people to 

register and give you their email if they want to download your gift.  Immediately you begin to collect 

emails of individuals genuinely interested in your products or services.

This is a supremely valuable email list - unlike bought email address lists (to be avoided) and email lists 

that you have assembled of your nearest and dearest, people that have requested to download or gain 

access to your valuable information are genuinely interested in you and your offering.

How can you be supremely helpful?

Give some thought to this: what information can you give away to your clients that will leave them 

thinking: “Wow that is supremely helpful.  This PDF that I just downloaded has enabled me to re-frame 

the way I see the challenges that I am facing in an easy to read guide”.
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What can you offer? If you provide branding and marketing services, they might read your free 

document and think: “I now have a workbook that will allow me to explore and map out my companies’ 

mission and vision”.  Perhaps it is guide to “planning and making your own online content”.  Perhaps it is 

a guide to becoming financially independent, a film-editing software shoot-out or information on house-

training a puppy.

Remember: it needs to be valuable and also hugely relevant to your target persona.  What will they find 

really useful?

Can you lift the lid on your area of expertise?  What can you provide that will genuinely help others, but 

that crucially, simultaneously, unquestionably shows that you know what you are talking about.?  Can 

you jargon-bust your industry?  Are you able to breakdown a challenge faced by one of your defined 

personas and show the solution?

If you are struggling to work out what will be of use to your future customers, never fear.   The fantastic 

website (which is still free at time of typing) answerthepublic.com will help you quickly establish the 

most popular questions being asked on the internet around your business or industry.  Type in ‘yarn’ and 

instantly see all the questions being asked about yarn. Have a go, and then choose your subject and 

begin your report.

Your free give-away can be super-practical too - like  a spreadsheet that will help assemble costs for a 

wedding, complete with formula to instantly add up all of the costs.  Maybe it’s a ‘how to' guide.  Perhaps 

its a list of the 5 best books you recommend to anyone wanting to learn more about your industry - 

but with helpful pithy reviews as to why you have found them interesting.

Your attention grabbing title

When choosing the title of your report: choose it carefully.  You need your report to sound like 

something of huge importance to your customers. Numbered lists are popular - if you are an estate 

Agent you might try: “5 things no estate agent will tell you about selling your house - # 3 will surprise 

you”.  Punchy titles will urge more people to download your free item.  Don’t miss an opportunity here 

to pique your customers interest. 

Beyond a punchy title for your free report, you’ll need equally interesting paragraph headlines.  Your 

narrative should also be delivered at a pace and be as engaging as possible.

http://answerthepublic.com
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Am I giving away the secrets of my trade?

In short. No. Some people worry that sharing information ‘gives away your techniques’, or ‘shares your 

secrets’.  Let’s be clear: it is not the information that you can share but what you do with the 

information that is of real value.  Therefore sharing almost any of your tips and techniques doesn’t 

diminish your ability to do a good job for a customer.  In fact - quite the opposite - sharing your insight 

into how to get great results positions you as a learned expert - someone willing to share their 

knowledge when they collaborate with their customers or clients. 

Furthermore, in my experience, clients can read all about something, and even feel informed - but they 

will often simply not have the time to act on or implement what they have learned. In these cases they 

will need assistance.  And that is where you will come in.

Offering to help and building trust

With this free report you are beginning to build a relationship based on trust, and respect.  If your 

content is genuinely of great value, your future customer will be interested in learning more about you 

and how you work.  They will start to form the opinion that you are someone that they should be 

listening to, and working with.

Example:  Right now your are reading this document:  I am giving you premium advice on the content 

you need to have on your website landing page to make more sales.  I genuinely want you to read this 

and go: “These are great tips, I need to put them into action.” I enjoy the process of working with clients 

to help them remove their blocks to success. I love helping people overcome business challenges. 

Hopefully this downloaded document confirms my intentions. Creating and offering this report to 

potential customers shares some of my learnings from my experience in several different industries and 

hopefully it will help you achieve your goals.

But I also hope that you are thinking: “Tim Healey knows what he is doing, if I need business 

development and marketing expertise, I will seek him out and work with him”.  Hopefully reading this 

report means that should we speak, you’ll feel comfortable telling me about your challenges, and equally 

you will be interested in the advice I may have to offer.  You may like the tone and clarity of my writing 

or you may not.  But if you do, you’ll be interested in finding out more.  More about how I can help you.

You’re downloading of this report means that we have now begun our journey together and should you 

find that you need any more support, I remain here eager to see if I can assist.  This report is part of the 

path I have built to engage more fully with my clients. 
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And you can do exactly the same thing.

In the world of non-violent marketing - where aggressive sales is no longer really a thing, positioning is 

key.  How people perceive of you, your business and your services is super-important.

Be aware of the short term value and fleeting life-span of social media posts and even YouTube videos.  

In contrast, consider the longevity of a great guide, worksheet or downloadable canvas that people can 

use, refer to and even better - they may then share your free report with their peers.

Imagine that: your valued report is now being circulated by others - each time it arrives in the hands of 

someone new, it has the potential to generate a warm business lead and possible new customer 

relationship for you - especially as it is branded with your company name and contact details.

If you enjoy the process of assembling this free item, then try to assemble a number of things that can 

be given away.  Once you have 4 such downloadable documents or films, you can roll these out 

strategically as part of a Customer Relationship Management (CRM) system or sales funnel to urge 

customers closer to taking the decision to work with or buy from you.

Remember making a report or document, film, worksheet or canvas that unlocks part of your industry 

is something that you can send people too.  Next time you get a new business enquiry, as part of your 

response maybe offer them a link to download your report as part of response.  See how they respond:

“I have attached my recent report on the 5 things everyone should know about choosing a yoga teacher 

training course which I hope that you will find useful”.

You have positioned yourself as an expert advisor. 
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4. Make them an offer they cannot refuse 

When you have a visitor on your page - what’s the most amazing offer that you can make them?

When people land on your page, you need to make them an offer. An offer that sounds so good that 

anyone who sees it will think: “I should buy this item now” or “I think I need to start using this service 

today”.  It is argued that this offer should be so good, so irresistible to your clients that the offer will 

keep the business owner awake at night.  That may be going a bit far - but you can still create a really 

good offer for your landing page.

My favourite 4 types of offer

1. Promise to get results - but with an enforced penalty if you fail

Can you promise to deliver results within a certain time?  Presuming that you are most likely to get 

those results - what can you offer your customers if you don’t achieve these goals.  How about: “if we 

don’t double your sales in 3 months, we’ll work for you for free for a month”.   This was used recently 

by a Search Engine Optimisation agency in Australia to huge effect.  Their service was so good that no-

one requested the free month.  But even if they had, it wouldn’t have mattered as their customer base 

had grown exponentially.

What can you promise to do for your clients as a result of them committing to working with you?  

How can you show such confidence in your own offering that what you offer sounds just short of 

preposterous.  Offering to achieve one of your customers goals for them - or you’ll do ‘something extra 

for free’ instills confidence. 

2. Time-sensitive discount
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Clients and customers can be persuaded by a time-limited price reduction.  Can you offer a discount if 

for a limited period of time?  I was introducing a client to the wonders of web design platform wix.com 

to give them control of their website design. 

When we came to publish try client’s site, we saw that there was a time-limited offer on Wix - they 

were offering 50% off the first year if my client signed up to their web design and hosting services 

before Sunday.  He got very animated and purchased subscription immediately.  I went home and did the 

same for my new website.  Time sensitive offers clearly work.

Make your offer time-sensitive so that your customer or client will feel that by buying from, subscribing 

to or engaging with your service in the next few days / by the end of the month makes more sense than 

waiting until next year.

The thing to remember here, when running your business, is that any discount offer you make on your 

website landing page mustn’t leave you out of pocket.  If you’re a massive corporation, you may be able 

to run a loss-leader on a product, but typically most of us can’t do that.  My suggestion would be that 

making a 10% price increase in advance of advertising the discount to your services of products would 

then allow you to give a 10% discount at no cost to yourself on your website. 

3. The money back guarantee

My favourite offer is the money back guarantee.  It is so simple: if I don’t do what I said that I would do, 

you get your money back. 

The mattress company Simba makes the offer: “We’re confident it’ll be love at first night - but we give 

you 100 to be sure.  If you decide to return your Simba, we’ll collect it for free (and don’t worry, we 

wouldn’t dream of asking you to get it back in the box).”  How cool is that? I have never bought a Simba 

mattress, but next time I’m in the market for one, I just might.

Simba have worked out that with a reasonable high ticket item, dropping £599 on a mattress is a 

commitment.  But they’ve also done their research. Statistically, people are way more likely to invest in 

one of their mattresses, safe in the knowledge of their money back guarantee - and they even offer free 

collection.  Also statistically, as their product is sound, the odds on people wanting to return their 

mattress after 100 days is slim.  If this works for them, it can work for you.

A classic offer is the “money back guarantee”.  I offer all my clients a money back guarantee. If you are 

concerned that a money back guarantee is too risky, please consider the following:

http://wix.com
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In most countries you are legally required to return a customers money if they do not believe that they 

were supplied with the goods or services that they were promised.  In other words - technically, 

everyone is entitled to a money-back guarantee.  Given that this is the case, you may as well offer a 

money-back guarantee as part of your service.

Can you offer a money back guarantee if the promised goals aren’t met.  I say to my clients that if they 

genuinely get nothing of value from one of our consultation or coaching sessions, then they are entitled 

to their money back. No one has asked yet. 

Properly applied, a guarantee instils trust and differentiates you from the competition.

4. A free no obligation consultation

If you already have a visitor on your page, and you are selling services or a high cost product, offering 

some of your time is a great way to connect with your customers.  Especially if - like your free 

downloadable report that we covered earlier - you offer to unpack some information of great value.

If you offer a recording studio design and building service, you could offer a ‘free 20 minute online 

consultation on designing a studio’.  If you offer financial advice, perhaps you could say: ’free 30 minute 

online one-to-one pension assessment’. 

You could also attach a value to your session: if you were an architect you could propose: “free no 

obligation 30 minute online architectural design consultation - worth £149”.

However you choose to present it, offering to speak in person to your customer is a great idea.  

Building in a booking system to your websites - most web design platform offer them these days.  So as 

not to have your week mothballed by client conversations, only offer 30 minute sessions between 4 and 

6pm - or at the most suitable time and dates for you. 
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5. Use your Google Business Listing

The free way to make sure your listing says what you need it to say

When you search for a product or service on Google, a load of search results appear in front of you at 

lightning speed.  Some are marked as paid adverts (with ‘AD’) in a green box in the top left corner of 

their listing and the others are organic listings.  You can decide how Google lists your business. 

It’s a simple, quick way of helping people understand more about your business when they do a Google 

search.  This can lead to your page being found more quickly by Google and featured more frequently in 

searches and ultimately to more people clicking through to your business homepage.

Third party widget

One of the easiest ways to be in control of how Google lists your business is to use a third party piece 

of Search Engine Optimisation (SEO) software like Yoast (for Word Press), or the dedicated search 

engine wizard that is provided by Wix - the website building and hosting platform.

Using one of these widgets, you are able to enter your own text for your listing.  You can also edit and 

preview how it will look as a search result.  Basically you can tinker until you are happy. 

Google is then notified of your changes and your search listing is changed to your chosen description.  

This facility ensures that only the copy that you want your customers to see will be written under your 

website name when people search for your company or service on Google. 

Inspirational words

It follows that when you come to write your business description, you need to deliver a punchy, 

arresting run of words that stop people in their tracks as they skim through the search results.  You 
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have an opportunity here, when people read your listing, to make people think: “Now that sounds like 

the team of experts that I need to speak to” or “that’s the hardware store where I need to buy my new 

telescopic mop from”. 

Remember your listing will be alongside many others.  Many of which will say obvious or uninspiring 

things - sometimes the words used in the Google listing will be automatically lifted from their landing 

pages.  Sometimes they have been chosen by the business, but even so, sadly, they just don’t inspire or 

excite.

Life in an advertising agency

In my time working as a creative at advertising agencies like McCann, London, it was brutal: every idea 

you came up with to help sell a global brand had to be: inspired, utterly original and the best you could 

offer.  Whether hard-hitting, tugging on heart strings, humorous or super smart - your ideas had to be 

‘stop-dead-in-your-tracks’ excellent. 

Not only that, but whatever idea you came up with - you were made to constantly ask yourself - ‘but 

will anyone really care?’  As in: it’s all very well creating a campaign for BMW, but will the world stop and 

pay attention to your new augmented reality app promoting the new 7 series, and actually step up and 

buy one?  Will your creative campaign cut through the noise in a world of millions of physical and digital 

adverts, smart device social media platforms and streaming box sets. 

Typically we worked in pairs to craft around 10 crazy new ideas to help sell a product or service. For 

Russian computer security firm: Kaspersky, one of the creative teams came up with the concept that the 

boffins designing Kaspersky’s encryption software all had 12 fingers which enabled super-fast typing and 

therefore bionic speeds when coding, keeping them at the top of their game.  We thought this was 

inspired.  The client didn’t buy it.  They were probably right in their assumption that this campaign would 

not help with sales.

Hundreds of these crazy ideas were dismissed well before being presented to clients.  We would 

present them to Creative Directors in a creative review meetinng.  They would typically say “no”, “seen 

it before” or “not really feeling it” and you would go back to the drawing board to craft news ideas in 

tie for the next review in the hope that one would get made.  This process could go on for weeks and 

even months. 

The day that my colleague had his idea to help sell the new SONY 4K TV accepted and signed off by the 

client, he was over the moon - not just because one of his ideas had finally been accepted after 6 
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months of creative ideas - but because his idea involved going to Costa Rica to film millions of 

multicoloured tissue rose petals being fired out of a dormant volcano and whooshing around a village 

on the side of the volcano.  The company sent 15 people on a massive company jolly to ensure 

everything was done properly.  (They really did make that ad). 

I’ve shared these anecdotes because this drive to make the unforgettable, the arresting - it’s an aesthetic 

that I have tried to keep close to my heart when helping businesses with creative solutions and it 

applies here too.  

Whether writing your free report or carefully choosing your business description, asking: 'but will 

anyone really care?’ is really important.  You want your future customers and clients to care. You want 

them to care so much that they will contact you or buy from you.  

People will ‘care’ or more specifically pay attention because you are either disrupting what they thought 

was normal, or because you are supplying exactly what they need - or think they need.

Never underestimate the power of well-crafted words to capture people’s attention.  This is one way 

you can really tip the scales in your favour.  Let’s say you are on Google searching for a plumber: which 

plumber would you reach out to - the one that says: “Plumbing and heating installations”, or one that 

uses the available character space to champion their service: “Quality work or your money back. 

Professional, efficient, honest. 9.85 rating on Checkatrade”.

Writing your description

You don’t have to come up with a ‘volcano in Costa Rica’ concept, but you can make your words trigger 

an emotion in your potential customer.  The second listing has several items listed that trigger - a money 

back guarantee, promise of high standard and validation through checkatrade.com

Your one-and-a-half line listing may be the first place anyone reads about you or your business, so make 

it count.  What do you have that no one else has?  What customer need can you satisfy?  What 

challenge are you solving?  What worry can you you reassure?  What experience can you provide?

Then look at your rivals - your competitors in your industry - how do they describe themselves? 

Grab a pen and paper, and start writing some one sentence summaries of your business, your service or 

your products.  What is going to really make them stand out when you are listed.  Remember you are 

limited by character numbers - its around 20-30 words.  There’s a famous example of an Australian 

https://www.youtube.com/watch?v=awOg8P4MlEc
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divorce law firm who’s successful Google listing offered the words: “Download our free guide: how to 

tell whether he is having an affair.” 

Look at what you have written, and then try again - this time push a bit harder.  Think ‘clickbait’.  Think 

headlines.  These words grab your attention because they trigger a response, they get your attention. 

What can you say that will really make people see your listing as the one they need to click on?

Good luck.

Do really think about the description of your services.  Look at your competitors and tweak yours to 

try and out-do rival offerings.  Really think about the best and most engaging way that you can engage 

with your customers and offer help to improve their lives with this short listing.  Think about a unique 

angle that you might have within your industry.  Mention it here.

Don’t ever promise something that you cannot deliver.  All the strategies in this report are based on  

helping your customers to build confidence in you as a supplier who is honest and does the job to the 

best of your abilities.  If your listing is inaccurate or worse just an outright lie, then it follows that a 

factually incorrect listing will undermine any work you do to drive customers towards you.
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6. (Bonus tip) Ask your friends to sense-check your website

If they cannot understand it, the chances are that no one else will.

Can your friends tell what your company does from your website?  Can they easily work out how to 

engage with you for a sale or consultation?  What are the barriers that they might have between landing 

on your webpage and buying from or working with you immediately? 

This may sound howlingly obvious, but sometimes we - and our whole company team - are all too close 

to our own products or services to make an objective assessment.  

Sometimes we are so busy with new and existing business that we forget to attend to the obvious stuff 

that will guarantee more business in the future - like the wording on our website landing page. 

Other times - as I used to - we tweak our website landing pages daily, making incremental changes, and 

by the time we think we are done, the original messaging of the website has been lost.

How they can help

This is where your friends come in.  Ask 2 or 3 friends if they can look at your website: ask them 

specifically:

A. Do they understand what you are selling?

B. Can they work out how to engage with you if they wanted to buy or work with you? 

C. Is there anything about your business that could be made more clear, or made a bigger deal of?

Make a note of what they say and give it careful consideration.  I just did this exercise within a peer-to-

peer business group and the results were most insightful.  On looking at my website a friend said: “You 

talk a lot about strategy - and maybe that’s a normal thing to discuss in the corporate world - but for 

me as a small business owner, my strategy is immediate, decided on ‘as and when’ - typically on the day - 
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so for me all your talk of strategy is just jargon - and I have a real problem with jargon - can you break 

it down for me?”

I was immediately frustrated with myself: I had done an MA in Journalism, and my tutor,  (the highly 

respected journalist, broad sheet feature writer, and expert on left wing feminist politics), Angela Phillips, 

had told me very early on in the course, and in no uncertain words that I should never assume that 

anyone knows what I mean when I am writing.  In other words: I need to explain clearly what everything 

means as I write.  She was, of course, correct. 

I had forgotten this in my attempt to sell my services.  My website featured jargon that not everyone 

would be able to understand. 

In response to my colleague’s observation about my website, I explained that strategy is basically 

planning, and strategy is what should underpin all business development.  By working closely with 

business owners, typically in a one-to-one session or workshop environment, one can get a deeper 

understanding of a business owner or team’s challenges and goals.  One can then map out a strategy - 

or plan - as to how one might remove the blocks to getting there. 

All subsequent planning and activities would then be branches off this route map.  Strategy can be both 

short and long term, but typically informs the processes and activities that follow this planning period 

and help a business to succeed.

After my explanation, my friend said: “well, why don’t you tell people that on your website”.  So I did.

Think of two friends and ask them for their advice today.  The chances are that their insights will be 

invaluable.

Tim Healey

Shoot 4 The Moon

tim@shoot4themoon.co.uk

http://shoot4themoon.co.uk

