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Marketing on a Budget 
Good Plans, Shape Good Decisions 

 
Nicolle Halksworth, Cambridge Marketing Consultancy—Your guide to better marketing and higher return on investment.  

Marketing is a customer-focused  
discipline that enables individuals, groups 
and companies to engage with;  
understand and satisfy the needs of their  
audience better than the competition.   
 

 
 
Marketing should be a significant part of 
any organisation, company or business 
irrespective of size and many of the  
marketing activities performed fall under 
one or more of following areas: 
 

 Marketing Planning 

 Marketing Communications & PR 

 Market Research 

 Digital (Online) Marketing 

 Content Marketing 

 Advertising 

 Events 

 Customer Service 
 
Marketing planning is a fundamental  
discipline for all businesses, especially in 
today’s rapidly changing economic  
climate. So it is quite surprising how many 
companies fail to view planning as a  
priority, let alone actively sit down to  
formulate or review their marketing plans 
on regular basis.  
 
During more turbulent and uncertain  
economic times, it is not uncommon for 
companies, big and small, to slam on the 
brakes, slash their marketing expenditure 
in half and wait for a break in the storm.  
 
While this may seem to make good  
business sense and help to keep down 
costs short-term; from an external  
perspective, i.e. that of their customers 
and competitors, this seemingly ‘safe’ 
strategy could have devastating  
consequences for the company’s profile 
and competitive positioning.  A quick 
sweep of the web and market  
environment will highlight the companies 
that are continuing to invest in their  

marketing, brand and profile and while 
some companies invest less and retreat, 
so do their marketing activities and  
profile, making way for new, confident 
and strategic businesses to steal the lime 
light and unfortunately, the customer 
base and market share too.  
 
Business owners often find it difficult to 
find the time to sit down and think about 
their marketing strategy for the year 
ahead.  A marketing plan is an effective 
way of setting achievable goals (or  
objectives), assigning resources and 
Investing, often restricted and limited 
budgets more effectively; whilst also  
ensuring that all marketing activities are 
planned out with realistic time scales for 
completion.  
 
It is also common misconception that  
marketing is an expensive and time  

consuming discipline.  Whilst you can, if 
you want too, spend thousands of pounds 
on marketing campaigns, fancy websites, 
TV advertising and big events, it is possible 
to deliver effective, clever and successful 
marketing initiatives for a fraction of the 
cost.  
  
Below are just a few marketing initiatives 
that may help you to keep down costs but 
still compete with the ‘bigger players'. 

Marketing Activity  Explained 

Word of Mouth (customer referral) Recommendations to potential customers from satisfied 
customers are still one of the most highly valued marketing 
channels for companies.  Providing excellent customer  
service and value for money is essential to harness the  
power of ‘word of mouth’ marketing  

Targeted Marketing Campaigns Delivering a 'series' of carefully tailored marketing  
campaigns to specific customer groups, that are timely,  
relevant and interesting will attract a higher response rate 
than 'one' global and often expensive, generic campaign. 

Relationship  

Marketing 

Acquiring new customers is important, but just as vital to 
your success is the loyalty and retention of your existing 
clients.  Build long-term relationships with your customers 
through customer loyalty schemes, 'added value' services, 
excellent customer service and targeted communication 
campaigns. 

PR & Local Advertising Harness the power of your local media; plan your PR and 
advertising campaigns strategically to promote your success, 
awards and news, more effectively.  Negotiate reduced  
advertising packages with magazines in exchange for  
editorial. 

Social Media Marketing  Engage with your target audience in real-time through  
relevant, interesting and regular content! Its free and easy to 
do, provided your content is written well & planned  
correctly.   

Content Marketing  Put simply, content marketing means creating and sharing 
valuable but often free-to-user content, whether that’s in a 
blog, newsletter, podcast, video, white paper, app, viral, 
tweet, magazine or online TV channel (such as you tube) 
with your audience.   

Marketing  
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Below are arguably six of the most   
important and often overlooked questions 
to consider before planning your  
marketing activities: 
  
1. Budget—how much can you afford 

to spend on marketing activities? 
 

2. Market Environment - who are 
your competitors, are there any 
trends in your industry, is the  

3. market saturated, where are the 
gaps? 
 

4. SWOT—An analysis of the  
Company’s strengths, weakness and 
external opportunities & threats 
 

5. Target Audience—who are your 
customers, what are their needs & 
how do you reach them? 
 

6. SMART Marketing  
Objectives—what do you want to 
achieve, and how? 
 

7. Competitive Advantage—what is 
your Company’s Unique Selling 
Point? 

  
Once you have a clear understanding of 
the above you can begin to develop your 
plan and grow your business effectively. 
 
When times are good, the biggest mistake  
companies often make is to stop planning 
and investing in their marketing activities. 
Which is fine in principle, but what   
happens if there is a change in the market 
environment that could potentially cause a 
significant drop in demand for your  
services, products or effect the  
accessibility to your target audience and 
you are totally unaware and caught off-
guard. 
 
Uncontrollable changes in the market  
environment can cripple an unprepared 
company.  Almost, overnight, a once  
thriving business could lose its customer 
base, financial support or USP simply  
because they were unaware or did not 
heed the warning signals.   
 
Case Study 
A local, well established child minder had 
been successfully providing child minding 
services to Military families in a village just 
outside Cambridge for almost 15 years.   
Unfortunately when the Military base 

closed last summer, the business lost a 
significant proportion of their client base.   
 
The business had grown through word of 
mouth within the close knit military  
community but was relatively unknown 
to the other residents.  With their client 
base dwindling and no contingency plan 
in place for replacing the lost children, 
the child minder was on the verge of  
closing her doors, after 20 years in the 
industry.    
 
Fortunately, with the help of a marketing 
consultant, a marketing plan was  
established to raise awareness and target 
young families in the local area.  Although 
the owner was aware of the demand for 
childcare she had no action plan in place 
or any affordable ideas for reaching her 
target audience or promoting her  
excellent services and facilities.  
 
A marketing plan included the following 
activities: A fully optimised and targeted 
website—to attract parents looking for a 
good and reputable child minder in the 
local area.  
 
A range of targeted posters and leaflets 
designed and distributed to specific high 
traffic locations that attract parents.   The 
most significant piece of marketing was 
the positioning of an exterior sign to 
make local residents aware of the child 
minders existence and location.  
In addition preparations are in place to 
host an ‘Open Day’ in the summer. 
 
These well planned marketing activities 
have transformed the child minder’s  
business and they now have children on 
waiting lists and are hiring new staff to 
meet growing demand. 
 
The exercise of planning your marketing  
activities for the year involves a robust 
analysis of the external market,  
competitive environment, customer land-
scape and factors effecting your industry 
and business; and done correctly and 
regularly could significantly help to  
reduce the risks to your business. 
 
If the child minder had allocated time to  
monitor the changes taking place in her 
local market environment, she could have 
put measures in place earlier and avoided 
the stress and worry of potentially losing 
her lively-hood. 

The art of planning also plays a really 
important role in helping companies to 
remain competitive and ahead of the 
game.  By monitoring the activities of  
competitors and regularly listening to the 
needs of your target audience, you should 
be able to predict changes in the industry, 
identify customer trends and provide real 
solutions to problems rather than simply 
reacting to customer demand and  
competitor activity.   
 
In conclusion 
Companies who plan their marketing  
activities; understand their target  
audience; conduct adequate market  
research; evaluate their strengths and 
weakness and review their marketing  
objectives and budgets on a regular basis 
are more likely to succeed than those who 
operate  reactive and ad-hoc strategies, 
with very little or no planning processes in 
place.   
 

“Good plans, shape good  
decisions!” 

 
Even corporate giants such as Tesco and 
Virgin plan their marketing activities - it’s 
probably why they are so successful. 
 
Cambridge Marketing Consultancy  
provides small businesses with the support 
and tools required to formulate effective 
marketing plans designed to drive  
marketing activities, invest wisely and 
satisfy the needs of your target audience. 


