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About the course 

Course Description 

This course provides small business owners and entrepreneurs with practical strategies and tools 

to leverage innovative marketing techniques tailored to the unique needs and resources of small 
businesses. Focusing on creative, cost-effective, and impactful marketing strategies, students will 

gain hands-on experience in applying modern marketing practices that drive business growth, 
build brand awareness, and attract loyal customers.  

Learning outcomes of the course 

The participant will be able to: 

• Understand the core principles of small business marketing.  

• Implement innovative digital marketing strategies with limited budgets.  

• Develop creative content and campaigns that engage target audiences.  

• Use social media and other online tools for effective promotion.  

• Create and manage email marketing campaigns.  

• Leverage customer data for targeted marketing and decision-making. 

• Measure the success of marketing strategies through key performance indicators (KPIs)  

Implementation description 

• Contact lessons 4 hours per week: 2 hours for lessons on Tuesdays and 2 hours for revision on 

Thursdays in the afternoons at 14:00 hours 

• Mandatory individual assignments per week 

• Group assignments 

• In class Hands on Activities per week 

Learning material 

• Learning material 

• Participant’s handbook 

• Course slides in Moodle 

• Exercises 

• Case studies/project work 

• Additional reading materials i.e., Text books and Journal articles.  

Assessment methods and criteria 

• Weekly hands-on activities and assignments (50%) 

• Class participation and group discussions (10%)  

• Final project (Marketing Plan and Presentation) (40%)  

Assessment criteria 

A participant must achieve an aggregate score of at least 50% to qualify for a Certificate of 
Participation in the course. 

Lectures 
The sessions will be held on Tuesdays and Thursdays from 14:00 to 16:00 hours, conducted 

virtually on Tuesdays and in person on Thursdays.  



Examination 

Group tasks will be conducted on Tuesdays, and final training presentations will be delivered 
virtually. 
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UNIT 1 

INTRODUCTION TO SMALL BUSINESS MARKETING 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Understand the unique challenges and advantages of small business marketing.  

• Draft a basic marketing plan. 

• Define their business's target market and brand identity.  

• Prioritize marketing activities based on budget constraints.  

1.1 What Makes Marketing for Small Businesses Different? 

Small businesses rely on direct customer relationships and often serve niche or local markets. In 

agriculture, a small farm might sell seasonal produce at farmers' markets rather than nationwide 
distribution. 

Example 1: 

A vegetable farmer uses WhatsApp to update loyal local customers on harvest days, creating a 
personal and timely connection. 

Example 2: 

A freelance graphic designer markets services via Instagram DMs and word-of-mouth, unlike 
large agencies that run paid ad campaigns. 

1.2 Importance of Marketing Strategy and Planning 

A plan helps focus time and money on the right activities. Even small efforts need direction to 
avoid wasting resources. 

Example: 

An organic honey producer sets a goal: gain 30 new customers in 3 months via free tasting 
events and referral cards. 

1.3 Identifying Target Audience and Defining Brand 

Targeting helps you speak to the right people. A brand should reflect what the business stands 
for. 

Example: 

A hydroponic farm targets eco-conscious urban dwellers who value pesticide-free produce. 
Their brand emphasizes sustainability and innovation. 

1.4 Marketing on a Budget 

Small businesses must be creative. Free tools like Canva, Google My Business, and local 
community pages can be powerful. 

Example: 

A home baker uses Instagram Reels to showcase cake designs, getting orders through DMs 
without spending on ads. 

Hands-On Activity 

Task: Create a basic marketing plan for your farm stand, tailoring content and channels to 
local customers. 

Tools: Use a Word doc or Google Doc marketing plan template.  



Assignment 

Perform a SWOT analysis for your agricultural or chosen business.  

Readings and References 

Kotler, P., Keller, K.L., 2016. Marketing Management. 15th ed. Pearson.  

Stutely, R., 2012. The Definitive Business Plan: The Fast-track to Intelligent Planning for 
Executives and Entrepreneurs. 3rd ed. FT Publishing.  

McDonald, M. and Wilson, H., 2016. Marketing Plans: How to Prepare Them, How to Use Them. 
8th ed. Wiley. 

  



UNIT 2 

UNDERSTANDING THE CUSTOMER AND MARKET RESEARCH 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Conduct basic primary and secondary market research.  

• Identify customer needs and segment the market effectively.  

• Build customer personas to guide messaging.  

• Perform competitive analysis to locate market gaps.  

2.1 Budget-Friendly Market Research 

Research doesn’t have to be expensive.  

Example 1: 

A poultry farmer interviews 10 regular buyers at a local market about what sizes or packaging 
they prefer. 

Example 2: 

A soap maker posts polls on Instagram asking followers what scents they’d like next.  

2.2 Creating Personas and Buyer Behaviors 

Build profiles for ideal customers. 

Example: 

Persona: “Organic Olivia” – a 35-year-old mother who shops at eco-markets, avoids chemicals, 

and loves family farm stories. 

2.3 Competitive Analysis and Market Gaps 

Identify what others do well or poorly, and find what’s missing.  

Example: 

You notice competing produce stands don’t offer home delivery. You could add a WhatsApp 
order option for weekly veggie boxes. 

Hands-On Activity 

Task: Design a customer feedback survey for your farm’s customers.  

Assignment 

Task: Build a customer persona for one target group in your business.  

Readings and References 

Burns, P., 2016. Entrepreneurship and Small Business. 4th ed. Palgrave Macmillan.  

McQuarrie, E.F., 2015. The Market Research Toolbox: A Concise Guide for Beginners. 4th ed. 

Sage. 

Cooper, D.R. and Schindler, P.S., 2014. Business Research Methods. 12th ed. McGraw-Hill. 

  



UNIT 3 

BRANDING AND POSITIONING FOR SMALL BUSINESSES 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Understand brand development and its importance.  

• Define clear brand values and craft a compelling brand story.  

• Apply positioning strategies to differentiate their brand.  

3.1 Brand Story & Visual Identity 

Tell the story of your business in a way people care about.  

Example: 

Your brand story: “We’re third-generation farmers bringing pesticide-free produce to your table, 
handpicked with care.” 

3.2 Values, Mission, Vision 

These guide your messaging. 

Example: 

Mission: Provide affordable organic produce to local families.  

Vision: A healthier community fed by local farms. 

Values: Sustainability, integrity, and transparency. 

3.3 Positioning in the Market 

Define how you stand out. 

Example: 

You are “the only farm in the district that offers farm-to-door egg delivery.” 

Hands-On Activity 

Task: Use Canva to create a logo and choose 2 brand colors that reflect your business.  

Assignment 

Task: Write your business’s positioning statement.  

Readings and References 

Wheeler, A., 2017. Designing Brand Identity: An Essential Guide for the Whole Branding Team. 

5th ed. Wiley. 

Aaker, D.A., 2010. Building Strong Brands. Free Press.  

Keller, K.L., 2012. Strategic Brand Management: Building, Measuring, and Managing Brand 
Equity. 4th ed. Pearson. 

  



UNIT 4 

CREATIVE CONTENT MARKETING STRATEGIES 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Use storytelling as a key marketing strategy.  

• Plan and create high-quality content (text, visual, video). 

• Encourage and leverage user-generated content to build community trust 

4.1 Storytelling in Marketing 

Connect emotionally. 

Example (Agriculture): 

Create a video: “Meet the Farmer” – introduce yourself, your farm, and how you harvest your 
veggies. 

4.2 Creating Content: Blogs, Videos, Infographics 

Use free tools. 

Example 1: 

A beekeeping business shares “3 Surprising Health Benefits of Raw Honey” as a blog post or 

infographic. 

Example 2: 

A tailoring shop posts a TikTok showing how a custom dress is made.  

4.3 User-Generated Content 

Let customers market for you. 

Example: 

Ask customers to post photos with your produce and tag you, using a unique hashtag like 
#FreshFromSarahsFarm. 

Hands-On Activity 

Task: Write a blog or create a short Instagram story introducing your product or brand.  

Assignment 

Task: Design a one-month content calendar (e.g., 2 posts per week, alternating photos, tips, and 

testimonials). 

Readings and Reference 

Pulizzi, J., 2014. Epic Content Marketing. McGraw-Hill. 

Rose, R. and Pulizzi, J., 2011. Managing Content Marketing. CMI Books.  

Lieb, R., 2017. Content Marketing: Think Like a Publisher. Que Publishing 

  



UNIT 5 

SOCIAL MEDIA MARKETING FOR SMALL BUSINESSES 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Select appropriate social media channels for their target audience.  

• Build an engaging and consistent presence across platforms.  

• Plan and execute cost-effective social media advertising. 

5.1 Choosing the Right Social Media Platforms for Your Audience 

Not all social media platforms work for every business. It’s important to choose platforms where 
your target audience is most active. 

Example 1: 

Instagram is great for visual businesses like farming, as you can post beautiful images of your 
produce and behind-the-scenes farm life. 

Facebook is good for older generations who might prefer staying informed on events or special 
offers. 

YouTube works well for “how-to” videos, such as demonstrating how to grow organic tomatoes. 

Example 2: 

A coffee shop might focus on Instagram for visually appealing posts and TikTok for engaging 
short videos showing creative coffee recipes.  

5.2 Building and Engaging with a Community Online 

Engagement is key. Social media isn’t just about broadcasting; it’s about building a relationship.  

Example: 

A local herb farm might ask followers to share their favorite recipes using their fresh basil, 

creating an ongoing conversation and encouraging others to follow.  

5.3 Social Media Advertising on a Small Budget 

While organic social media efforts are important, paid ads on social platforms can also help reach 
your target audience with precision. The good news is, you don’t need a huge budget.  

Example: 

An organic fruit farm uses Facebook ads targeting local users within a 10-mile radius to promote 
their weekend farmers' market stand. The ad features an image of fresh strawberries with a 
discount offer for new customers. 

Hands-On Activity 

Task: Create an Instagram or Facebook ad campaign to promote your farm products, focusing 
on a special offer (e.g., 10% off first purchase or free delivery for first-time buyers). 

Assignment 

Task: Write a one-week social media strategy for your business, detailing how often you will 

post, which platforms you’ll focus on, and what content you’ll share.  

 

 

 



READINGS AND REFERENCES 

Tuten, T.L. and Solomon, M.R., 2017. Social Media Marketing. 3rd ed. Sage.  

Barker, M., Barker, D.I., Bormann, N.F. and Roberts, M.L., 2017. Social Media Marketing: A 

Strategic Approach. 2nd ed. Cengage Learning. 

Ryan, D., 2016. Understanding Social Media. Kogan Page 

  



UNIT 6 

EMAIL MARKETING: BUILDING RELATIONSHIPS AND 

RETENTION 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Build and manage email subscriber lists ethically.  

• Write personalized and persuasive email content.  

• Use data to measure the effectiveness of campaigns.  

6.1 Creating Email Lists and Segmenting Your Audience 

You can have thousands of contacts, but if you don’t send the right message to the right people, 

it’s a waste. Segmenting helps you tailor messages.  

Example (Agriculture): 

Segment your email list by “Weekly Market Shoppers” and “Home Delivery Customers.” Send 

different offers to each group based on their buying habits.  

6.2 Crafting Effective Email Campaigns 

Emails need to stand out in crowded inboxes. An email’s subject line is critical for open rates.  

Example (Agriculture): 

Subject Line: “This Week’s Fresh Harvest Is Here! Order Your Organic Veggies Before 5 PM 
Today” 

In the body, you could feature a recipe that uses the available produce, along with an order link 
and a reminder about delivery options. 

6.3 Analyzing Email Campaign Results (Open Rates, CTR, etc.) 

Knowing how your email campaigns perform helps you make adjustments.  

Example (Other): 

A local handmade jewelry shop checks if customers clicked on product links in the email (CTR – 
click-through rate) and whether they converted into purchases (conversion rate).  

Hands-On Activity 

Task: Set up an email marketing campaign on a platform like MailChimp or MailerLite. 
Create a simple campaign announcing a sale or new product launch.  

Assignment 

Task: Write a monthly email newsletter for your business, incorporating a mix of new product 

info, promotions, and a “customer spotlight” section.  

Readings and References 

Chaffey, D., Ellis-Chadwick, F., 2019. Digital Marketing. 7th ed. Pearson. 

Jenkins, S., 2020. Email Marketing Rules: A Step-by-Step Guide to the Best Practices that Power 

Email Marketing Success. 3rd ed. ExactTarget. 

Godin, S., 2005. Permission Marketing: Turning Strangers into Friends and Friends into 
Customers. Simon & Schuster 

  



UNIT 7 

INNOVATIVE DIGITAL MARKETING TACTICS FOR SMALL 

BUSINESSES 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Understand how automation tools can save time and improve marketing results.  

• Apply basic SEO techniques to improve website visibility.  

• Set up basic PPC campaigns and understand retargeting fundamentals.  

7.1 Introduction to Content Marketing Automation 

Automation helps you save time while still staying in touch with customers. Tools like HubSpot, 

Buffer, or MailChimp can help schedule and send out emails, social media posts, and even blog 
updates automatically. 

Example (Agriculture): 

A farm can automate social media posts with tools like Buffer, scheduling posts for the week 
about upcoming market days, product availability, and tips on healthy eating.  

7.2 Search Engine Optimization (SEO) Basics for Small Businesses 

SEO ensures your business shows up when potential customers search for what you offer online. 
The basics include optimizing your website’s content, ensuring it's mobile -friendly, and using 

the right keywords. 

Example (Agriculture): 

A farm selling fresh herbs might target keywords like “fresh organic basil in [City Name].” 
Using these keywords on your website and in your blog posts can help people find you when 

searching for local produce. 

7.3 Introduction to Paid Search Ads (PPC) and Retargeting 

Pay-per-click (PPC) ads are a way to get your business in front of people who are actively 

searching for products or services like yours. Retargeting lets you show ads to people who have 
previously interacted with your business. 

Example (Agriculture): 

A farm that sells flower bouquets can run PPC ads on Google targeting people searching for 
“flower delivery [City Name].” Additionally, retargeting ads can remind those who previously 

visited the site but didn’t purchase about the products they viewed.  

Hands-On Activity 

Task: Conduct an SEO audit of your website using a free tool like Google Search Console or 
Ubersuggest. 

Assignment 

Task: Optimize one webpage (e.g., product page, about page) for SEO using your target 

keywords. 

Readings and References 

Fishkin, R. and Høgenhaven, T., 2015. Inbound Marketing and SEO: Insights from the Moz Blog. 
Wiley. 

Cutroni, J., 2010. Google Analytics. O'Reilly Media. 



Järvinen, J. and Karjaluoto, H., 2015. The use of Web analytics for digital marketing performance 
measurement. Industrial Marketing Management, 50, pp.117-127 

  



UNIT 8 

GUERRILLA MARKETING AND EXPERIENTIAL MARKETING 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Understand the power and creativity behind guerrilla marketing.  

• Plan unique marketing events or stunts on a tight budget.  

• Incorporate experiential marketing techniques to increase brand engagement.  

8.1 Low-Cost, High-Impact Marketing Tactics 

Guerrilla marketing involves creative, unconventional methods that don’t require a lot of money 
but can make a big impact. 

Example 1: 

A local farm places temporary sidewalk chalk drawings at busy intersections leading up to the 
market, featuring catchy messages like “Fresh Eggs, Just K3” or “Pick Your Own Strawberries 

Here!” 

Example 2:  

A small boutique store might place a quirky, eye-catching sign on a busy street corner with a 

humorous message to draw foot traffic, such as “Half-Off All Purses! (Because We Know You 
Love a Bargain).” 

8.2 Examples of Successful Guerrilla Marketing Campaigns 

Effective guerrilla marketing campaigns often rely on surprise, humor, and creativity.  

Example (Agriculture): 

The “Free Lemonade Stand” at a local park operated by a small citrus farm, offering free 

lemonade while handing out flyers for fresh fruit, became a viral local event.  

8.3 Creating Memorable Customer Experiences 

Experiential marketing involves creating an experience that engages the customer and makes 

them feel special. 

Example: 

A winery invites customers to a “Harvest Day” where they can pick grapes, tour the winery, and 

participate in a winemaking workshop. This creates a memorable, unique experience.  

Hands-On Activity 

Task: Develop a guerrilla marketing campaign for your small business, such as a flash sale 
event, pop-up stand, or a quirky street advertisement.  

Assignment 

Task: Plan an experiential marketing event. Outline the event details, budget, and expected 
customer outcomes. 

Readings and References 

Levinson, J.C., 2007. Guerrilla Marketing: Easy and Inexpensive Strategies for Making Big Profits 
from Your Small Business. 4th ed. Houghton Mifflin.  

Smilansky, S., 2009. Experiential Marketing: A Practical Guide to Interactive Brand Experiences. 

Kogan Page. 



Kotler, P. and Keller, K.L., 2016. Marketing Management. 15th ed. Pearson.  

  



UNIT 9 

BUILDING STRATEGIC PARTNERSHIPS AND INFLUENCER 

MARKETING 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Identify strategic partnership opportunities that align with their business goals.  

• Engage with local influencers or micro-influencers for brand promotion. 

• Develop and manage a referral or affiliate marketing program 

9.1 Collaborating with Other Small Businesses for Mutual Benefit 

Small businesses can thrive through collaboration. Strategic partnerships can help both 

businesses reach new customers, share resources, and co-market effectively. 

Example 1: 

A local bakery can partner with a nearby farm that sells fresh strawberries. The bakery could 
feature the farm’s strawberries in their pies, while the farm promotes the bakery’s products to its 

customers. This creates a mutually beneficial relationship and expands both businesses' 
customer bases. 

Example 2: 

A local coffee shop could partner with a nearby bookstore to offer a “coffee and book” bundle at 
a discount, cross-promoting each other to their respective customers.  

9.2 Identifying and Working with Influencers on a Small Budget 

Influencers don’t have to be celebrities to drive traffic. Micro-influencers (those with a smaller, 

yet highly engaged following) can often deliver better ROI for small businesses.  

Example 1: 

An organic farm might collaborate with a local food blogger or influencer who focuses on 
healthy eating. In exchange for free produce, the influencer can post about the farm, showcasing 

its products in recipes. 

Example 2: 

A handmade jewelry business can work with a fashion blogger on Instagram, offering them a 
piece of jewelry to wear and promote in exchange for a shout-out. 

9.3 Leveraging Affiliate Marketing and Referral Programs 

Affiliate marketing allows you to reward others for driving sales, while referral programs 
reward your existing customers for referring new ones.  

Example 1: 

A farm that delivers fresh produce might set up a referral program, offering a discount on the 

next order for every friend a customer refers.  

Example 2: 

An online home goods store might create an affiliate marketing program where bloggers or 
influencers earn a commission on each sale they generate.  



Hands-On Activity 

Task: Identify potential local business partners and create a partnership proposal. Outline 
how both businesses can benefit from collaborating (e.g., co-hosting an event or cross-
promoting). 

Assignment 

Task: Develop a pitch for influencer collaboration. Identify a local influencer who could be a 
good fit for your brand and create a message that pitches why they should partner with your 

business. 

Readings and References 

Hall, C.M., 2011. Marketing for Tourism and Hospitality in Small and Medium Enterprises. 

Routledge. 

Sudha, M. and Sheena, K., 2017. Impact of influencers in consumer decision process: the fashion 
industry. SCMS Journal of Indian Management, 14(3), pp.14-30. 

Kotler, P. and Keller, K.L., 2016. Marketing Management. 15th ed. Pearson.  

  



UNIT 10 

CUSTOMER RELATIONSHIP MANAGEMENT (CRM) FOR SMALL 

BUSINESSES 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Use CRM software to track customer interactions and data.  

• Apply personalization techniques to improve customer loyalty.  

• Design and implement customer loyalty or referral programs  

10.1 Introduction to CRM Systems and Tools 

Customer Relationship Management (CRM) tools help businesses organize, track, and manage 

customer interactions. Tools like HubSpot, Salesforce, or even Google Sheets can be useful for 
tracking customer data and communication. 

Example (Agriculture): 

A farm using a CRM system like HubSpot can track customer preferences (e.g., regular buyers of 

organic vegetables) and send tailored emails based on those preferences, such as an offer for 
seasonal produce. 

Example (Other): 

A fitness studio could use CRM tools to manage class schedules, client memberships, and 
personal trainer assignments, as well as send reminders about upcoming fitness classes.  

10.2 Retaining Customers Through Personalized Communication 

Personalized communication creates a deeper relationship with customers, making them feel 

valued and understood. 

Example (Agriculture): 

A local dairy farm might send personalized emails with offers on milk delivery, based on 
previous orders or customer preferences (e.g., weekly, bi-weekly). 

Example (Other): 

A small e-commerce store could use a CRM tool to send customers personalized 

recommendations based on their past purchases, such as “You bought a sweater last winter; 
check out these new scarves.” 

10.3 Implementing Loyalty Programs and Referral Systems 

Loyalty programs reward repeat customers, while referral systems incentivize them to bring in 
new customers. 

Example (Agriculture): 

A farm could create a loyalty program where customers who purchase a certain amount of 

produce each month get a free basket of seasonal items after five purchases.  

Example (Other): 

A local salon might offer a referral program where a customer receives 10% off their next service 
for referring a friend. 



Hands-On Activity 

Task: Set up a CRM tool (like HubSpot or Zoho CRM) and input sample customer data. 
Create a workflow that automatically sends personalized email offers based on customer 
interactions. 

Assignment 

Task: Design a customer loyalty program for your business. Include details such as how 
customers can earn points, what rewards they can redeem, and how you will track participation.  

Readings and References 

Buttle, F. and Maklan, S., 2019. Customer Relationship Management: Concepts and Technologies. 
4th ed. Routledge. 

Greenberg, P., 2017. CRM at the Speed of Light: Social CRM Strategies, Tools, and Techniques. 

4th ed. McGraw-Hill. 

Kumar, V. and Reinartz, W., 2016. Creating Enduring Customer Value. Journal of Marketing, 
80(6), pp.36–68. 

  



UNIT 11 

MEASURING MARKETING SUCCESS AND ANALYTICS 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Identify and apply relevant marketing KPIs.  

• Use analytics tools to interpret campaign effectiveness.  

• Make informed marketing decisions based on data insights.  

11.1 Key Performance Indicators (KPIs) for Small Businesses 

KPIs are measurable values that show how effectively your business is achieving key marketing 
objectives. Common KPIs include website traffic, conversion rates, and social media 

engagement. 

Example 1: 

A farm selling honey might measure the number of website visitors to its online shop, 
conversion rates (how many people purchase after visiting), and social media engagement (likes, 

shares, comments on Instagram posts). 

Example 2: 

A local bakery might track the number of email opens for their weekly newsletters and the click -
through rate (CTR) for promotional links to specific baked goods.  

11.2 Using Google Analytics and Other Tools to Track Website Traffic  

Google Analytics is a free tool that provides insights into who visits your website, where they 
come from, and how they interact with your site.  

Example 1: 

A farm might track how many visitors are coming to their website to order products directly 
versus visiting the blog to learn about sustainable farming.  

Example 2: 

An online retail business can monitor the sources of their traffic (social media, organic search, 

paid ads) and adjust marketing efforts based on what’s working best.  

11.3 Evaluating and Adjusting Your Marketing Campaigns 

Use the data collected from your KPIs and Google Analytics to assess your campaigns. Look for 

areas of improvement, and make adjustments as needed.  

Example 1: 

If a farm sees that their Facebook ads are driving traffic but not conversions (purchases), they can 
adjust the ad copy to make the offer more compelling or provide a stronger call to action.  

Example 2: 

A clothing store may find that influencer marketing drives traffic but doesn’t lead to sales. They 

could reevaluate the influencers they partner with or change the incentives offered to followers.  

Hands-On Activity 

Task: Set up Google Analytics for your website. Review the “Acquisition” and “Behavior” 
reports to identify where your visitors are coming from and how they interact with your 
content. 



Assignment 

Task: Create a monthly marketing performance report. Include KPIs such as website traffic, 
email open rates, and social media engagement. Based on this data, suggest any necessary 

changes to your marketing strategy. 

Readings and References 

Cutroni, J., 2010. Google Analytics. O’Reilly Media.  

Chaffey, D. and Ellis-Chadwick, F., 2019. Digital Marketing. 7th ed. Pearson. 

Baer, J., 2021. Measure What Matters: Online Tools for Understanding Customers, Social Media, 

Engagement, and Key Relationships. Wiley 

  



UNIT 12 

FINAL PROJECT AND PRESENTATION 

Learning Outcomes 

By the end of the lecture, participants must be able to do the following:  

• Consolidate course knowledge into a comprehensive marketing plan.  

• Present their marketing strategies confidently and persuasively.  

• Reflect on their learning journey and identify areas for ongoing development  

12.1 How to Present Your Marketing Plan to Investors, Clients, or Stakeholders 

A well-structured marketing plan presentation can help you gain buy-in from investors or 
clients. Focus on key metrics, strategies, and the expected impact of your marketing efforts.  

Example 1: 

A farm could present a marketing plan to investors that highlights the demand for organic 
produce, the effectiveness of their social media campaigns, and expected growth in sales through 
direct-to-consumer marketing. 

Example 2: 

A local coffee shop might present a marketing plan to clients that showcases the growth of their 
customer base through targeted email marketing and loyalty programs.  

12.2 Key Takeaways and Continuous Learning in Marketing 

Marketing is constantly evolving, and it's crucial to stay up-to-date with trends, tools, and best 
practices. Continuous learning will help you adapt and grow your business.  

Hands-On Activity 

Task: Create a final marketing plan for your business. The plan should cover your target 
audience, key marketing strategies, budget, and measurable outcomes (KPIs).  

Assignment 

Task: Submit your comprehensive marketing plan and present it in class. Use visual aids (slides, 
charts, etc.) to communicate your plan clearly. 

Readings and References 

Tracy, B., 2014. Marketing. Entrepreneur Press. 

Abrams, R., 2021. The Successful Business Plan: Secrets and Strategies. 6th ed. The Planning 

Shop. 

Ries, A. and Trout, J., 2000. Positioning: The Battle for Your Mind. McGraw-Hill 


