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The business 
insights you 
need to know 

Before you begin 
any marketing...



Every business needs a marketing 
plan and someone to execute 
it. Most business find it hard to 
create a cohesive strategy and 
coordinate all elements together 
with an understanding of the cost 
effectiveness and return 
on investment.
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Introduction

Know Your Customer

How Do You Get This Information?

How Do You Turn Your Customer Pains 
Into Gains?

Brand Positioning In Relation To Your 
Customers’ Needs

But When Do You Bring This Brand Story 
Into The Customer Conversation?

Know Yourself

How To Describe Your Business Offer To 
Excite And Engage Your Customers

1

2

3

3

4

5

6

6

You may have the greatest business proposition but 

in a digital age how are your clients going to find 

you? What makes your offer unique and what are 

your ideal customers searching for? Knowing what 

content to create that will meaningfully engage and 

inspire your potential customers to turn into raving 

fans is what creative content is all about.

To do this you need to understand your sales funnels 

and where your existing sales leads come from. 

You also need to know about your existing or ideal 

customers, what their top pain points are and how 

your product or service resolves them. You need 

to be able to identify what your unique selling 

proposition and offer really is.

Creating a brand is not as simple as picking a name 

and a logo. Your brand is the essence of the customer 

experience of your service or product. It is what 

creates loyalty in your customers and becomes your 

reputation in your marketplace. Crafting brand 

messages and identifying your USP and value 

proposition is key to any marketing success.

I wrote this guide to assist 

you to make good decisions 

about marketing your 

product or service.

Getting the right advice 

will save you both time and 

money, and knowing what 

your customer needs and 

how to offer them 

the easiest path to get 

there is the goal of any 

marketing plan.

Theresa

Introduction

Hi,



THE GOLDEN RULE FOR 
EVERY BUSINESS: 
PUT YOURSELF IN YOUR 
CUSTOMER’S PLACE

— Orison Marden

— Seth Godin
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Know your customer

The key to unlock the best marketing 

strategy for your business is to understand 

the process a customer goes through to 

make a decision about your business offer.

It is essential for you to know what your 

customers’ “struggle” moments are in 

relation to your product or service. What 

message does it take to motivate them into 

action?  Your business marketing message 

should be based on your customers’ 

perception of their needs. It’s not about

your service benefits as you see them; it’s 

about creating a context for those benefits 

that is catered for optimal customer 

engagement. In my experience, most 

business owners struggle to make their 

marketing specific or descriptive. They 

might say “we offer quality service, expert 

advice and affordable prices”. But this is 

what customers expect from 

every business.

It is not a compelling message.  

Listing these as your key features and 

benefits has a low impact on your reader.

You need a meaningful and engaging 

description of your business services that 

is unique and specific. To do so you need to 

discover what your customers want from 

you, and how they experience your service.

You can then use their descriptive language 

to create copy that describes your service 

back to them. Find out the problems your 

customers deal with and let them know 

your company can provide a solution. This 

is critical to create engagement with your 

product or service.

Demonstrate to your customers that you 

perceive their needs. Then show them that 

you are here to solve their problems and 

help them get where they want to go.

What are your customers struggling with? And how do you 
help them?

REMARKABLE MARKETING IS THE ART 
OF BUILDING THINGS WORTH NOTICING 
RIGHT INTO YOUR PRODUCT OR SERVICE.
NOT SLAPPING ON MARKETING AS A 
LAST-MINUTE ADD-ON, BUT 
UNDERSTANDING THAT IF YOUR 
OFFERING ITSELF ISN’T REMARKABLE,
IT’S INVISIBLE.



So how do you get 

this information?
You may already know many of your customer pain points-
if you listen to customers they probably tell you them all the 
time! Use the exercise below to document what you already 
know about your customers’ struggles.

How to turn your customer pains 

into gains?

Thinking about your business from your clients’ perspective, 
complete the following exercise.

1.  List the top 20 questions or problems 

that your clients share with you. Be sure 

to use the exact words and phrases that 

prospects and clients use.

3.  Read through any customer reviews or 

testimonials you have.

2.  Write down your answers to 

these questions..

4.  Now go through this content and 

highlight any compelling problems and 

pain points. These will form the basis

of your communication in marketing

your service.

You may be thinking “but I haven’t asked 

my customers for testimonials” or “I have 

only just started in business and I don’t 

know how to get this information”.

Real-life feedback is the key to creating 

relevant and specific descriptive service 

benefits. If you don’t have any testimonials, 

start asking for them!  Pick three of your 

best customers and ask them for 15 minutes 

to share their feedback.  

 

Find out how they experience your 

service, what benefits it brings to them, 

and why they picked you. If you can, use 

an independent third party for this, as 

anonymity will bring more useful and 

honest feedback.

These insights will form the beginning of 

the tangible and specific benefits you offer 

your customers. They are what you call on 

to create your copy.

20?
Answers
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Brand positioning in relation to

your customers’ needs
If you don’t have a brand story, you are at risk of being perceived as 

just another commodity supplier. You are presenting yourself as a 

replaceable cog in a sea of sameness. You have no way to differentiate 

your brand or your business except on price and functional attributes. 

Your potential customers won’t have any meaningful reason to choose 

your product or service. 

The elements of your brand that ARE in your 

control:

Your good name (in every sense) – it’s the thing 

people know you by. It’s how you manage customer 

solutions, complaints and problems.

Your purpose – the way you intend to change the 

world and your “why”. Only you can name this 

attribute and it is the core of building a brand 

relationship with your customers.

Your values – how you choose to go about business. 

Your promises – trust is the basis for any brand’s 

success. Without that, you’re nothing.

Creating a brand story builds value from engagement 

and relationships beyond the transaction of 

commerce. It’s about building something that people 

care about and want to buy into. 

If you want to appear authentic to your customers, 

shared values have to be the principal driver 

in relationship-building with your brand – not 

promotion. At the heart of your brand, storytelling 

should reinforce shared values and not just your 

product’s functional benefits.

It is important to define 

what your brand values are 

versus what your brand 

reputation is.

Your brand values are 

internal and defined by you. 

They are core to the “how” 

and “why” you do business. 

Brand values are the key 

motivator and connector to 

create workplace culture. 

They also create resonance 

with customers who are 

attracted to how you do 

business.

In contrast, your brand reputation 
doesn’t belong to you. You can 
establish your brand values and define 
your mission statement, but how 
your brand is actually perceived and 
experienced is out of your control. It is 
defined by your customers’ perception 
and engagement with you. 

Most 
Companies 

are here

Company  Vision

View on the world

Personality

Positioning

Recognition

Unbranded
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But when do you bring 

this brand story into the 

customer conversation?

Understand 
your customer 

needs

Build
Trust

Offer
Solutions

You need to understand
that your brand values

are not always as important to 
your customers as they

are to you—at least not in 
your first conversation with 
them, whether this be online 

or in person.

The key to successful sales
is to build trust and rapport 

with your customers. 
When you market your 

services it is your number 
one task to make your 

customer conversations
ALL ABOUT THEM.

This means you need to be 
able to offer the solution to 
their problem in your first 

paragraph of copy. This text 
has to be specific and relevant, 
and lead them to the next step 

wanting to know more.
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It is up to your customers to 

define the benefit they get 

from you, in the order of 

value it brings to them. You 

need to be able to map your 

customer journey from how 

they find you, what stage of 

awareness they have about 

your product or service, and 

what information they need 

to get them on board as a 

customer that then becomes 

a raving fan.

Tip



Know yourself

Before you start marketing your business 

you need to define and articulate your 

offer clearly to your target customers. This 

is intrinsically linked to knowing your 

customers and their needs.

If you spend your budget promoting your 

business with an undefined business offer 

without a clear strategy targeting your ideal 

customer, you will likely be wasting your 

time and your money.

Your first task before you begin marketing 

is to define your value proposition. Know 

where your product or service sits in the 

market and know what differentiates from 

the competition. 

What is your value proposition?

How to describe your 

business offer to excite and 

engage your customers...
If you were asked to describe how your business gives great 
results and greater advantage to your customers than your 
competitors, what would you say?

IF YOU CAN’T EXPLAIN
IT SIMPLY,
YOU DON’T UNDERSTAND 
IT WELL ENOUGH.

— Albert Einstein
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Imagine writing a press release about your service or product 
that defines your benefit from a customer-centered point 
of view. This will help you clarify your offer with tangible, 
specific benefits that will become your key selling points in 
your company marketing.

Define why your customers choose you… or How to define your value proposition 

Here’s an example outlining how to write your new value proposition:

Name the product in a way the reader (i.e., your target customers) 

will understand.

Describe in one sentence who the market for the product is and what 

benefit they get. Put this sentence underneath the title.

Give a summary of the product and the benefit. You can assume the 

reader will not read anything else, so make this paragraph great!

Describe the problem your product solves.

 Describe how your product elegantly solves the problem.

 A quote from a key person in your company.

Describe how easy it is to get started.

Provide a quote from a hypothetical customer that describes how 

they experienced the benefit.

 Wrap it up and give pointers where the reader should go next.

Heading

Sub-Heading 

 

Summary

Problem 

Solution

A Quote from You 

How to Get Started

Customer Quote

Closing and Call to 

Action 

For more advice on your business marketing and other tips and useful information contact_
 Theresa Brady at Creative Content.

 It’s my business to take care of your business.
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Tip
Keep it simple 

Write only 3-4 sentences for 

most paragraphs

Don’t make it into a 

technical spec

No “geek-speak”. Imagine 

you’re sitting on Oprah’s 

couch and have just 

explained the product to her, 

and then you listen as she 

explains it to her audience. 

That’s “Oprah-speak”, not 

“geek-speak”.

Once you have created 

this document describing 

your product or service, 

you will have clarity on 

which features are worth 

highlighting in your 

marketing.



P.  021 527 010 

E. theresa@creativecontent.co.nz

w. creativecontent.co.nz


