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About the Authors

Leah Andrew and Abena Perryman are the founders of Andrew Perry, a digital 

marketing firm in Toronto, ON.  As Marketing Thought Partners, Andrew Perry 

helps business to business (b2b) organizations develop robust marketing 

blueprints that understand customer behaviour, create effective dialogues 

through content and drive lead generation.

As lead brand builder, Leah has been helping b2b organizations carve out 

their name in today’s digital landscape for the last 15 years.  While Abena, as 

Chief CX strategist, has spent the last 20 years helping organizations build 

deeper relationships with both their internal and external customers. 

If you’d like to discuss how Andrew Perry can help your business create 

effective b2b marketing strategy, establish brand positioning and messaging 

that resonates internally and externally or develop a practical marketing 

blueprint that takes your marketing strategy to the next level, contact us at: 

hello@andrewperry.com to set up a conversation.
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Companies with strong sales and marketing alignment 
get 20% annual revenue growth. 

Source: 2010 Study by The Aberdeen Group
“

Top of funnel:
Marketing’s 
responsibility

Bottom of funnel:
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responsibility

Middle of funnel:
Shared Marketing 

& Sales 
responsibility

Prospect/Visitor

Lead

Marketing Qualified Lead

Sales Qualified Lead

Opportunities

Customers

The state of b2b marketing

In today’s buying landscape, a power shift has occurred; 74% of B2B Buyers 
now conduct more than half their research online before talking to a sales 
person.  This shift means power has moved from the hands of the company 
(or salesforce) and into the hands of the buyers. A company’s responsibility in 
this changing landscape is to create meaningful content (information) to help 
potential buyers through their journey from awareness (education), to 
consideration, to finally purchase of a solution whether it be a product or 
service. 

This is called inbound marketing.

Inbound marketing requires alignment between sales and marketing 
(“smarketing”) like never before. This is often easier said than done, but with 
shared goals, ongoing, transparent communication, a reliance on data and 
closed loop reporting, it can be achieved.

This guidebook operates on the Andrew Perry philosophy that great b2b 
marketing strategy can only be translated into great execution with a strong 
alignment between the sales and marketing teams.  

http://www.andrewperry.com
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Marketing Strategy: An organization's strategy that combines all 
of its marketing goals into one comprehensive plan. A good 
marketing strategy should be drawn from market research and 
focus on the right product mix in order to achieve the maximum 
profit potential and sustain the business.

Source: Business Dictionary
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The traditional definition of marketing strategy relies on Porter’s four P model: 

product, price, place (distribution), and promotion; often referred to as your 

Marketing Mix.  

This guidebook for b2b marketing strategy focuses on what comes after you’

ve defined the 4P’s (specifically product & price). It outlines the major steps, 

guidelines and pitfalls to avoid when creating a robust b2b marketing strategy, 

taking into account how to market your product or service in today’s digital 

environment and define the foundation for great marketing campaigns. 

Foreword

http://www.andrewperry.com
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Getting Started

WHAT IS MARKETING STRATEGY?
Marketing strategy is derived from your company’s understanding and ability to 

leverage opportunities after defining and reviewing 3C’s - your Company, your 

Customers and your Competition. At the intersection of these 3 elements lies great 

marketing strategy:

◼ Your Company - the strengths and opportunities your company can 
leverage when it comes to sales and marketing;

◼ Your Customers - a clear and detailed picture of who your customers 
and target markets are; 

◼ Your Competition - a comprehensive view of what your competitors are 
doing when it comes to marketing and what the potential gaps are you 
can capitalize on. 

This guidebook focuses on marketing strategy, the first component of your ultimate 

goal: a marketing plan.  When combined with your marketing blueprint, you have 

everything you need to turn your marketing ideas into action.
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Great Marketing 
Strategy

Your Marketing Plan
Marketing Strategy

{assessment of the current environment 
and how to navigate}

Marketing Blueprint
{roadmap of activities, channels, and customer 
segments outlining how you will achieve your 

success metrics}
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Why should you care?

Marketing strategy should be the foundation of each and every marketing campaign, 

event and platform, because it defines the key strategic elements every organization 

needs to understand.  Imagine building a website without understanding your company’

s strengths or the key messages you want to convey, or executing a marketing 

campaign without a clear understanding of who your target customer is.  Good 

marketing strategy is the compass for your marketing campaigns and efforts.

Marketing strategy is a critical component for successful implementation.  A clear 

marketing strategy, with key success factors identified, enables you to better define the 

relevant metrics needed to measure marketing ROI when it comes time to build your 

marketing blueprint. 
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Success is 20% skills and 80% strategy.  
You might know how to read, but what’s your 
plan to read?

 Jim Rohn
Author | Speaker

“

http://www.andrewperry.com


© Copyright Andrew Perry, 2016. All rights reserved. 7

Globally, 41% of marketers 
confirm inbound marketing produces 
measurable ROI...

Source: CMO by Adobe

“
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3 Reasons to Invest in Your Marketing 

Strategy

GAIN FOCUS TO MEET FINANCIAL GOALS
Good marketing strategy will identify your key strengths and target markets, 
allowing you to concentrate on developing messages that will resonate and 
connect with the segments with the most potential. Focus combined with 
measureable and specific targets will help you achieve your business goals.

BUILD CAMPAIGNS ON FACT BASED INPUTS
Garbage in, garbage out.  Marketing campaigns should be built based on facts 
rather than hopes and dreams to ensure relevance and attainability.  Building 
your marketing strategy using the 3C approach outlined ensures you take a 
comprehensive, data-driven look at the most critical elements to your strategy 
and sets your blueprint up for achievable targets to motivate results.

BECOME MORE CUSTOMER CENTRIC
Who are you are selling to? What problems do they need help solving? How 
can you help? These are amongst the most important questions great 
marketing strategy answers, ensuring messaging and campaigns are targeted 
and that marketing dollars are well spent. 

“

Seth Godin
Digital Marketing Strategist | Author

If you don’t have the 
time to do it right, 
what makes you 
think you’ll have the 
time to do it over?

1

2
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To define your marketing strategy, there are 5 critical steps that span the 3C’s: your company, 

your competition, and your customers. Let’s begin with an internal look at your company, 

where you identify your business goals, complete a SWOT analysis and then audit your 

marketing and sales process.

IDENTIFY YOUR BUSINESS GOALS
Identify your business goals - both qualitative and quantitative. Ensure your marketing 

strategy aligns with business goals and ensure those business goals are clear and 

meaningful to marketing.  For example, if a business goal is to generate 15% of next 

year’s revenue from net new customers, marketing needs to ensure the strategy 

targets a market where there is net new potential and have quantifiable targets against 

lead generation to enable conversion by sales.
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1ST
EP

5 Steps to Creating Your Marketing Strategy
YOUR COMPANY
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While a SWOT assessment may be an old school exercise, it’s still highly useful, 

particularly when done from the sales and marketing perspective.  

CONDUCT A COMPANY SWOT
Strengths, Weaknesses, Opportunities and Threats. What strengths and 

opportunities can your company leverage when it comes to sales and marketing?  

What weaknesses and threats do you need to be aware of?  For example, 

understanding strengths can lead to definition of your company’s competitive 

advantage and key messages. And understanding opportunities may translate into 

specific marketing campaigns targeted at new markets.
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5 Steps to Creating Your Marketing Strategy
YOUR COMPANY
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Understanding your company’s SWOT and business goals should be complemented by an 

objective understanding of your sales and marketing performance to date, including a 

detailed outline of your existing sales process.

EVALUATE YOUR MARKETING PERFORMANCE & SALES  

PROCESS 
For your marketing performance, take a good, hard look at your marketing activities 

to date, including whether the brand image matches your value proposition, and the 

good old WWW (what works well) / EBI (even better if) examination.  Seek to 

understand what has worked in the past and why, and what didn’t meet 

expectations. 

For your sales process, document the steps and touchpoints where your sales 

team interacts with your customers as they move through the journey from prospect 

to client (awareness, consideration, decision, and delight).
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3ST
EP

5 Steps to Creating Your Marketing Strategy
YOUR COMPANY
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Once you understand how you’re performing when it comes to sales and marketing, you can’t 

stop there. A crucial next step is to compare and contrast what your competitors are doing. 

COMPLETE A COMPETITIVE MARKETING AUDIT
Complete an audit of your direct and indirect competitors. Direct competitors are those 

that offer the same product or services that you do. Indirect competitors are those that 

offer a substitute to your customers, or may be disrupting the market. Target 4-6 firms 

and asses: How are they messaging? What are they “known for”? What marketing 

tactics are they using? And how effective are they?  How do they stack up online (e.g. 

what is their online presence like)? What type of “influencer” power do they hold? 

Which channels are they using/dominating? 

Understanding these elements, when combined with an understanding of your 

strengths, may present areas of opportunity when it comes to marketing strategy (e.g. 

branding, messaging/positioning) and activities.
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5 Steps to Creating Your Marketing Strategy
YOUR COMPETITORS
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The last step in defining your marketing strategy, is a look at your customers, in essence, 

your target markets.

BUILD BUYER PERSONAS
Knowing your company strengths and competitor activities won’t amount to anything 

if you don’t understand your customers.  Gain insight into your target customers by 

building buyer personas that identify who they are (e.g. their role, background), why 

they buy (e.g. decision criteria and buying process), the value they bring (e.g. 

revenue, lifetime value, influence) and the challenges they face in their everyday 

activities (e.g. What problems are they trying to solve?).  

With these steps completed, you’re ready to pull it all together!  Your marketing strategy 

should ultimately identify the strengths you want to leverage and the market(s) you want to 

go after while considering the gaps and opportunities in the market based on your 

competitive review.  Take heed of our guidelines to follow and pitfalls to avoid in the next 

sections.  When you’re ready to translate your marketing strategy into language that 

resonates with your customers, check out our guidebook: “5 Steps to b2b Brand Strategy”. 

*See our guidebook “5 Steps to Creating Meaningful Customer Personas” for an in-depth 

look at this critical piece of the puzzle.
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5ST
EP

5 Steps to Creating Your Marketing Strategy
YOUR CUSTOMERS
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The aim of marketing is to know and 
understand the customer so well that 
the product or service fits him and 
sells itself.

 Peter Drucker
Educator | Author

“
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Guidelines to heed
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1

2

When creating a relevant marketing strategy it is important that it is holistic, integrated 

and continually refined. Follow these simple guidelines to create a better marketing 

strategy:

KNOW WHO’S AT THE TABLE
Building a robust marketing strategy shouldn’t be up to just the marketing department.  

The initial brainstorm session should include team members from across the 

organization; including sales, service and manufacturing if appropriate.

UTILIZE JUNIOR RESOURCES / DELEGATE EFFECTIVELY
Great marketing strategy doesn’t just appear.  It’s based on fact based research and a 

keen eye for opportunities (see point 3).  When it comes to the research required to 

understand competitor activities and benchmarks, enlist the help of a junior marketer or 

intern to complete the legwork. Provide them with the process and templates to collect 

the data; and then review the findings. It will be great learning for them, and a more 

effective use of your time.

http://www.andrewperry.com


© Copyright Andrew Perry, 2016. All rights reserved.

Sometimes it’s easy to get lost in the details: you know, ‘can’t see the forest for the 

trees’. Stay grounded with these next two guidelines.

FACTS vs. OPINIONS
A strategy based on opinions is just as flimsy as a house of cards. Be sure to challenge 

commonly held beliefs, and ask questions to decipher fact from fiction. Rely on facts 

when building buyer personas and assessing current state, and employ fact-based 

assumptions when creating plans and setting your targets. 

FIND THE PATTERNS
Ensure that you have a resource that has the ability to see patterns across the data and 

identify areas of opportunities based on the combination of strengths your company has, 

and the gaps from the competition.  While easier said than done, identifying these key 

findings will make the marketing strategy unique, the brand strategy compelling and the 

subsequent tactical plan effective.
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Guidelines to heed
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LEVERAGE THE POWER OF ONE
While you want to have good representation at the table during the brainstorming phase, 

when it comes to pulling everything together, one person, maybe two is best.  With this 

approach, you’ll ensure you’ve gathered all perspectives, and enabled a more efficient 

process to get the strategy in place so that you can move to implementation quickly.

STRATEGY IS NOTHING WITHOUT IMPLEMENTATION
A good or even great marketing strategy is only as good as the implementation. 

Marketing strategy that sits on a shelf serves no one. Similarly, marketing strategy that 

takes months to conceive ends up missing the opportunities identified within it. Set a 

realistic date for completion of your strategy and blueprint and a start date for 

implementation. Review. Refine. Repeat.

17
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1

When building your marketing strategy, consider the following 3 pieces of advice to stay 

the course:

LEARN HOW TO SAY NO  
As the Porter quote reminds us, while it maybe tempting to try and ‘do it all’ (e.g. target 

all 4 markets or create 10 customer personas), the  ability to say no is one of the best 

things a company can do to achieve focus.  For example, focusing on a maximum of 3 

target markets provides your team with direction and enables you to direct resources 

intelligently.  It doesn’t mean leads won’t come from other areas, but it means you’re 

focusing marketing spend on the areas where you truly believe you can reap the biggest 

reward based on your business goals - the areas with the greatest potential.

Common pitfalls

18

“The essence of strategy is choosing what not to do.
Michael Porter

Economist | Author | Professor - Harvard Business School
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Common pitfalls

19

2

3

AN INTEGRATED STRATEGY REQUIRES COMMUNICATION 
As we stated at the outset, effective b2b marketing in today’s digital landscape 

integrates the marketing and sales departments. Without buy-in from your leadership 

team and common metrics for success across the sales and marketing teams, the 

strategy will fall on it’s face. Regular communication on the quantity and quality of  

marketing qualified leads by the sales team to the marketing team provides instant 

feedback for course correction.

And finally;

MARKETING STRATEGY ISN’T STATIC  
Like your business strategy, your marketing strategy should be revisited every year to 

ensure it remains relevant.  Seek to understand market changes and new competitor 

entrants, make adjustments/additions to customer personas and review your company 

SWOT with an eye for improvements and/or challenges experienced in marketing over 

the past year.

http://www.andrewperry.com
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In the end 

YOU’RE JUST GETTING STARTED

Defining a strong marketing strategy based on a thorough understanding of the 3C’s is 

one of the most important things a company can do to compete in today’s landscape.  A 

marketing plan built without considering the context of the company, its competition, and 

its customers, will not generate the desired business results.

However, your marketing strategy is just one element of a well oiled marketing machine. 

Once your marketing strategy is complete, ensure you use it to inform your brand 

strategy and then map out the customer journey and create a content architecture that 

facilitates a well thought out marketing blueprint. 

20

Strategy without tactics is the slowest route to victory, 
tactics without strategy is the noise before defeat. “

Sun Tsu 
Ancient Chinese Military Strategist

http://www.andrewperry.com
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Helpful resources

WHY RECREATE THE WHEEL?

Trusted companies have already paved the way. These are a few that we like:

Company Audit
1. Ensure a comprehensive SWOT exercise with our guiding questions and 

template on the following pages.

Competitor Audit
2. Grade your website and that of your competitors with Hubspot website 

grader.
3. Set benchmarks, understand web traffic data for your competitors and 

get useful keyword and SEO tools and analytics with Majestic.com,  
Alexa.com and Moz.com respectively.

Customer Audit
4. Build useful customer personas with our EBook “5 Steps to Create 

Meaningful Personas”.
5. Get a running start on your customer personas with Hubspot’s Customer 

Persona template

21
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SWOT Guiding Questions
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STRENGTHS WEAKNESSES
● What is our competitive advantage?
● Where do our strengths lie in our resources, assets, processes, people or 

something else?
● What are our strengths in marketing – do we have strong reach, distribution or 

reputation?
● Can we capitalize on accreditations, qualifications, or certifications to assert our 

leadership in the industry?
● What unique benefit (s) does our company provide?
● Do we have locations/geographic advantages over our competitors?
● Can we capitalize on our intellectual property, proprietary knowledge or technology?
● Are we thought of as an innovator?

● What do our customers perceive as our weaknesses?
● Are there customer needs that we cannot or do not fulfill?
● Are there areas where we lack strength relative to our competitors (direct 

or indirect)?
● Are we restricted by deadlines, pressures or other suppliers’ timelines? 

Seasonality?
● Are there issues with the reliability or predictability of our data?
● Do we lack marketing expertise?
● What are the common complaints or limitations expressed by our 

customers or prospects about our products, services or support?

OPPORTUNITIES THREATS
● Are there changes to our marketplace, industry or local economy that could prove to 

be beneficial? Emerging trends we should capitalize on?
● New vertical or horizontal markets?
● Are there opportunities for us to add more value for our customers and clients?
● Do geographic opportunities exist – i.e opportunities to import/export materials or 

products from new geographies?
● Can we strengthen our partnerships or distribution channels?
● Can we take advantage of our proprietary information, technical research or 

expertise to establish a thought leader reputation in a particular niche?

● Should we anticipate new product launches or expansion by our 
competition?

● Should we be concerned with environmental effects, regulatory issues, 
increased trade barriers or consumer trends? Economic downturn?

● Where might we lose customers in the future?
● Are there changes to the IT infrastructure that we use that could hinder 

us?
● Do we expect our industry to change significantly in the next 5 years?
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Use these questions as you conduct your sales & marketing SWOT analysis. A blank template is available 
on the next page.
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SWOT Template
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STRENGTHS WEAKNESSES
● _______________________________________________________________

● _______________________________________________________________

● _______________________________________________________________

● _______________________________________________________________

● _______________________________________________________________

● ______________________________________________________

● ____________________________________________________

● ______________________________________________________

● ______________________________________________________

● _____________________________________________________

OPPORTUNITIES THREATS
● ______________________________________________________________

● ____________________________________________________________

● _______________________________________________________________

● _______________________________________________________________

● _____________________________________________________

● ____________________________________________________

● ______________________________________________________

● _____________________________________________________
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Feel free to use this template as you conduct your sales & marketing SWOT analysis. Guiding questions to 
spark discussion are on the previous page.
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Who are we?
We are the right combination of business strategy and marketing acumen, 

sprinkled with a passion for great customer experiences. We love helping our 

clients solve their marketing challenges by engaging around a topic, idea, 

problem or opportunity.  

True innovation comes from thinking about a problem or solution in a new, 

unique way, and this is where a Marketing Thought Partner thrives. From 

harmonics mitigation and software tech to online start-ups and interior design, 

our ability to see patterns and connect the dots across industries results in 

better, customer centric marketing plans for our clients.  

Sometimes a fresh pair of eyes is all it takes.

Connect with us at HELLO@ANDREWPERRY.COM
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