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A Marketing Checklist For Business Success

Consider and tick each business success factor if you are satisfied that it is or has been done

Make any notes in the space provided.

□ 1. The Solution lies in the Problem.
The answer to the problem lies in the problem. Understanding and defining your businesses problems or challenges is the start of solving them.  

Have you defined and addressed your major business issues, problems and challenges?

□ 2. Focus on Marketing
Most businesses fail to focus on marketing. Marketing must be a core business activity that requires constant and dedicated focus and attention. Marketing focus is a major factor that distinguishes the difference between working “on” and growing the business or merely working “in” and processing it.  

Do you focus on marketing?

□ 3. Document a Marketing Plan.
Have a clear, documented Business Plan stating where you are going and how you will get there. Define and document your business opportunities , objectives and strategies. Focus on your key Target Markets and Products. Understand that limitations on resources requires a strict “rifle” not “shotgun” approach to all business activities. 

Do you plan the work and then work the plan?

□ 4. Define and Monitor your Action Plan
Use a documented, accountable and prioritised Action Plan clearly stating “who” will do “what” and “when” to drive progress. Develop, measure and monitor performance against S.M.A.R.T. (Specific, Measurable, Actionable, Realistic and Time Framed ) objectives. Track your Key Performance Indicators (KPI’s). Hold your team responsible and accountable for results.

Do you drive your business Action Plan?

□ 5. Satisfy your Customer’s “Needs”
Customers really buy psychological satisfactions and not biological necessities. Understand and eliminate your customers “fears”, recognise and avoid their “frustrations”, realise and address their “concerns” and satisfy and deliver on their “desires”.  

Undertake Market Research to confirm your customers “needs” and your performance on delivering on those ”needs”. Know and communicate your product and/or service “features” and “benefits”. 

Do you know and deliver on your customers “needs”?

□ 6. Develop a Saleable Brand Asset 
Develop a Brand and not just sales. Brands are valuable, saleable and tradable assets that attract loyalty and earn goodwill. At all times create a saleable business and Brand asset. Highly saleable businesses are highly valuable businesses. Understand, develop and promote what is unique, distinctive and superior about your business. Zealously develop and protect your Brand. 

Do you understand and develop your brand offering?

□ 7. Sweat the System
Develop and document your business systems and procedures. The best businesses have the best systems which set them apart from “me too” competitors. Remember, you do not need experts to operate the system…you just need an expert system.

Do you have defined and documented business systems?

□ 8. Deliver Customer Satisfaction
The real bottom line is Customer Satisfaction. Customer Satisfaction creates Customers. Customers create Sales. Sales create Profits. Focus on the bottom line of Customer Satisfaction and Profits should naturally follow. Measure and monitor Customer Satisfaction. Be excited about delivering it at all times or get out. Deliver outstanding value and service. Make your customers say “wow”! 

Do you understand and deliver Customer Satisfaction?

□ 9. Make Compelling Offers
Create a strong compelling offer and urge to action. Answer the customer’s key question, WIIFM…”What’s In It For Me?” Develop and provide compelling offers that will encourage your current and prospective customers to do something….to try or use you and only you. Where, and if applicable “cross sell” and “upsell”. Provide guarantees. Test offers.

Do you provide a unique and compelling business offering?

□ 10. Invest in the Future
Build your business not for the business you are now but for the business you want to be. Expenditure on business development is an investment not a cost. Set a business development and marketing budget. 

Do you invest in business development?

NOTES:

