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MARKETING
TOOLKIT 
FOR START UP
BUSINESSES Free and low-cost ways to 

market your new business 
and reach more customers. 

In this guide we reveal low-cost ways to market your small business – 
from social media and customer events to direct mail and digital advertising
Marketing takes time and effort but it needn’t cost a fortune.

This doesn’t mean you should adopt a scattergun approach to marketing. 
Every small business is different and not every marketing method will work. 

For your business to survive and thrive, you need a marketing plan. 
And no marketing activity should be undertaken unless you’re sure it will 
deliver a decent return for the time, effort and money you’re spending. 

START UP LOANS
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WHAT IS 
MARKETING?
Marketing helps customers find 
your business, gives them a 
reason to buy and builds loyalty. 
Effective marketing is vital to the 
success of your start up and it 
needn’t cost a fortune. 

Marketing is any activity that involves developing, 
promoting and selling your products and services. 
It covers advertising, promotions, customer service 
and public relations.

Marketing is essential to the success of any new 
business. You may have ground-breaking products 
or innovative services but if people don’t know 
your business exists you’ll never make enough 
sales. Marketing gets the message out to potential 
customers and entices them to try your products 
and services.

Why market your business?
• Promotes your company
 Effective marketing helps establish your brand, 

putting your products and services in front of 
customers who are willing to buy. 

• Boosts sales
 Once your brand is visible, marketing can help 

increase sales profits with more sales to current 
customers and increasing customer numbers. 

• Retain customers
 Marketing helps create a base of loyal consumers 

– essential as repeat business is cheaper than 
winning brand new customers.

• Compete and grow 
 Good marketing efforts help you compete with 

larger, more established brands, allowing your 
small business to grow and expand.



www.startuploans.co.uk
MARKETING TOOLKIT FOR START UP BUSINESSES

RESEARCH 
YOUR MARKET

//3



www.startuploans.co.uk
MARKETING TOOLKIT FOR START UP BUSINESSES

Market research is an important activity for any start 
up. Discovering if there’s a market for your products 
and services and the viability your business 
proposition before you launch can help avoid costly 
mistakes. Market research gives pointers to how 
much customers are willing to pay, product features 
that will tempt them to buy, or even how you can 
improve recently launched products and services if 
you’ve just started trading.

Market research can be used to:

• Understand customers
 Learning where they live, what they like and 

their shopping habits can help ensure your new 
business meets their needs and interests.

• Test your business idea
 Before committing to a full launch, early feedback 

can help refine your business idea, price it 
competitively and see if there’s demand for it.

• Improve your business 
 On-going feedback from customers on everything 

from customer service to how customers use your 
product is invaluable for improving your business 
or planning future product launches.

• Analyse your brand and competitors 
 Discover what customers think about your brand 

and how they view your competitors, which you 
can use to develop a marketing strategy.

• Create press releases 
 Often overlooked, but a press release based on a 

customer survey or market research has a better 
chance of getting media coverage for your start 
up.

How does market research work?
There are two broad types of market research: 
desk-based and field-based research.

Desk-based involves researching your market 
online, using industry publications, whitepapers and 
even government tools such as YouGov (https://
yougov.co.uk/find-solutions/profiles/) which has 
a helpful market profiling tool.

 
Field-based involves getting out and meeting 
customers, such as in focus groups or observing 
them as they browse a store. Groups of customers 
can be invited to test a pre-production version of 
your product and give feedback, or you can conduct 
a market research survey by asking questions of 
people on the street.

Discover what customers want 
before launching your business 
with our guide on how to conduct 
market research.

//4
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https://yougov.co.uk/find-solutions/profiles/
https://yougov.co.uk/find-solutions/profiles/
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Understand the difference 
between various types of research
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YOUR MARKET

DESK RESEARCH

Free to access, many free online reports 
and censuses hold a wealth of information. 
The Office for National Statistics has information on 
consumer demographics including age, occupation 
and geographical area. Visit your local library or 
go online to research the market using tools such 
as YouGov Sixth Sense (https://yougov.co.uk/
news/categories/yougov-sixthsense-market-
reports/) and the British Library Business & 
IP Centre (https://www.bl.uk/business-and-ip-
centre).

Trade associations have lots of information on the 
market such as statistics and facts on geographical 
areas or a specific demographic – useful for helping 
create your business plan and forecasting demand 
and market trends.

SURVEYS

There are lots of free online tools for carrying 
out surveys, such as SurveyMonkey (https://
www.surveymonkey.co.uk/).
Email customers asking for them to complete the 
survey or include the survey on your website. 

Alternatively, conduct surveys on the phone or in 
person. If doing it in person, stick to a script and be 
upfront about who the survey is for and how long it 
will take to complete. 

Keep questions short and to the point. 

FOCUS GROUPS

Focus groups are a great way to get 
feedback but can be hard to organise. 
A session usually lasts one to two hours and involves 
groups of eight or ten. Expect to pay around £40 for 
each attendee. 

Get attendees to sign a non-disclosure 
agreement if showing them a new product or 
service and be sure to record feedback and take 
notes during the session.

Market research techniques
There are lots of ways to carry out market research – some you can do yourself at little cost 
while others require the services of a market research company.

!

!

https://yougov.co.uk/news/categories/yougov-sixthsense-market-reports/
https://yougov.co.uk/news/categories/yougov-sixthsense-market-reports/
https://yougov.co.uk/news/categories/yougov-sixthsense-market-reports/
https://www.bl.uk/business-and-ip-centre
https://www.bl.uk/business-and-ip-centre
https://www.bl.uk/business-and-ip-centre
https://www.surveymonkey.co.uk/
https://www.surveymonkey.co.uk/
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Give your marketing a boost 
by defining your brand, 
business goals and 
company mission.

CREATING A 
BUSINESS BRAND

Customers rarely buy products. Instead they buy 
into and from brands that they feel positive about. 
Whether a brand inspires trust, trendiness or 
innovation, people buy from brands they believe in.

This is doubly true for new businesses. Without 
the history of a long-standing brand, customers 
can quickly dismiss a start up that doesn’t instantly 
capture their imagination or give them a reason to 
believe in the business.

Unique selling point (USP)  
How is your business different to competitors? 

Reason to believe 
Why should a customer use your business? What is 
unique, compelling or different about your business?

What is the point of your business?  
What does your brand stand for? For start ups this 
is often the reason why you founded your company. 
It might be to deliver excellent customer service, to 
sell locally-sourced, sustainable products or to offer 
24/7 access to a safe taxi service for example.

This is often expressed as a mission statement – it 
details why your business is here, what it stands 
for and what it aims to achieve. It brings the 
values of your company to the forefront, such as 
friendly, secure, caring and knowledgeable. These 
values also determine the types of actions and 
objectives you’ll need to do and how to do them, 
so (for example) you remain caring, friendly and 
knowledgeable.

CREATE A BRAND VISION

www.startuploans.co.uk
MARKETING TOOLKIT FOR START UP BUSINESSES

Make sure that your marketing activity 
communicates your brand vision and 
values along with the products and 
services you’re selling.

TIP!Start by creating a company vision 
which covers:
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Give your marketing a boost 
by defining your brand, 
business goals and 
company mission.

CREATING A 
BUSINESS BRAND

BRAND BASICS

Getting the brand basics right is important. 
Make sure that your brand name, logo, website 
and email address are the same across all 
your advertising. 
Use your brand vision – its values, differentiator and 
reason for customers to believe – as a filter through 
which to pass all your marketing materials. If it 
doesn’t convey your brand, don’t use it.

BRAND LOGO

It’s worth investing in professional logo design. 
Expect to pay between £500 and £2,000 for a decent 
logo and up to £5,000 for extras such as signage, 
vehicle livery and marketing materials. Ensure your 
logo conveys your business message and ties in 
with your business name. It needs to be memorable 
and easy to reproduce, so simple shapes and icons 
are better. Ensure your logo is recognisable in black 
and white. Try Fiverr (https://www.fiverr.com/) if 
you are on a budget.

BRAND ADVERTISING

Your brand will be the foundation for all your 
marketing material – from the copy you create 
to the images you use. 
It’s worth investing in some creative support at this 
stage. Get a designer to take your brand values 
and mission and put together some house styles for 
how you create advertising copy. What words and 
images should you use? What should you avoid?

Think about typefaces you’ll use and why. For 
example, thin, sans serif typefaces are often used 
by technology and modern business (Apple uses 
the San Francisco typeface for products), whereas 
an old-fashioned serif type such as Times New 
Roman suggests a business that has a long history 
and is more ‘serious.’

SET RULES

Consistency is important in branding so 
establish ground rules for marketing and 
advertising copy. 
Where does your logo appear? What tagline will 
you use? How does the website address appear? 
By writing down the guidelines you’ll be able to 
communicate your brand across different 
channels easily.

FOCUS INTERNALLY

At its core a brand identity gives a focus point 
for your business so live its values day-to-day. 
Make sure your staff are versed in it and ensure it 
appears everywhere in your company. 

https://www.fiverr.com/
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Learn the best 
marketing channels 
to reach your 
target market.

MARKETING CHANNELS 
TO GROW YOUR 
BUSINESS

Many new businesses struggle to get the best 
from marketing, especially on a shoestring 
budget. Knowing the best marketing channel 
to use means you’ll get maximum return on 
marketing spend while attracting the right 
customers.

When choosing a marketing 
channel, think about:
Target audience
What channels do your target audience use? 
Clues such as age, gender, location and 
economic status can help you identify the 
relevant channel. Look where competitors 
advertise, and see how active your customers 
are online or on social media. Refer back to 
your market research for insights.

Free vs paid 
Some marketing channels can create customer 
leads for free but require lots of time and effort. 
Paid-for advertising can generate more sales 
leads but at a cost. 

Marketing objective
Your chosen channel should match your 
marketing objective. For example social media 
is more suitable to advertise a 24-hour flash 
sale than an ad in a monthly magazine.

EMAIL MARKETING

SOCIAL MEDIA

Cost: £

Cost: Free - £

Pros: Cheap to email,  
          highly targeted

Cons: Takes time to    
 build a mailing list

Pros: Easy to set up Cons: Takes time 
  to grow

Platforms: MailChimp, Campaigner
Email’s strength lies in its ability to deliver targeted 
messages straight to customers. You’ll need a list 
of email recipients who have given you permission 
to send them messages and you should use a bulk 
email mailing service.

Platforms: Facebook, Twitter, YouTube, Linkedin
Social media is effective but it takes time to build 
a successful presence. It’s an invaluable way to 
market your products and services to your target 
audience, increase brand loyalty and develop 
customer relationships. 

Free social media can be time-consuming. You’ll 
need to post frequently and interact with customers 
to maintain interest. However, you can also use 
social media to advertise. Each platform has its own 
methods, pros and cons, so consider doing some 
cheap testing before committing budget.

See page 22 for how to use social media

See page 25 for how to use email

www.startuploans.co.uk
MARKETING TOOLKIT FOR START UP BUSINESSES
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Understand the 
benefits of each 
marketing channel.

MARKETING CHANNELS 
TO GROW YOUR 
BUSINESS

DIGITAL ADVERTISING

OFFLINE ADVERTISING

AFFILIATE MARKETING
Cost: £

Cost: £££

Cost: ££

Pros: Very targeted, 
pay on performance

Cons: Highly competitive, 
can be expensive

Pros: Mass reach, 
trusted channels

Cons: Expensive, 
hard-to-measure results

Pros: Extends your 
marketing reach

Cons: Can be time 
consuming, cuts 
into profits

Platforms: Google AdWords, Bing
There are different types of online advertising and 
different ways to pay for it. Display advertising 
involves designing graphical advertisements and 
placing them next to relevant content on websites. 
Pay per click (PPC) means you only pay when a 
potential customer clicks on a link in your ad and 
visits your website. The most common types of 
PPC advertising are through search engines, such 
as Google AdWords. You can better target relevant 
customers with online advertising and easily monitor 
how successful your ad has been.

Platforms: Newspapers, TV, radio, trade shows
Offline media covers print, TV, radio and exhibitions. 
From ads in local newspapers, trade magazines 
and business directories to local radio ads, offline 
can reach lots of potential customers.

Platforms: Affiliate Window, Trade Doubler
Affiliate marketing works on a Cost Per Acquisition 
(CPA) basis – you pay a commission on any sales 
that are referred to you by a third party, typically 
around 30% of the sale price. You can create 
your own network of third-party affiliates or use an 
established network.

See page 27 for more on digital advertising

See page 32 for more on offline advertising

See page 30 for more on affiliates

!
FREE ADVERTISING ALTERNATIVES
If you’ve a very small marketing budget, think 
about using media coverage to generate interest. 
You can read about writing a press release on 
page 34. Alternatively, create a website (page 
16) and use SEO techniques (page 19) to attract 
potential customers for very little upfront cost.
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A well-written marketing plan is an essential tool 
for every business. It provides a clear direction 
for all your marketing activity, outlining your main 
objectives and how you plan to achieve them. A 
marketing plan is different from a business plan. 
A marketing plan focuses on how you’ll meet 
customer needs and communicate the benefits 
of your products or services to them. It includes 
how you’ll position your products or services, what 
pricing you’ll adopt and any promotional activity 
and marketing channels you’ll use. Crucially it sets 
goals – what you expect your marketing 
activities to achieve. 

A marketing plan is a live document. Don’t file it 
away once written – use it to monitor progress and 
keep your marketing strategy on track. And don’t be 
afraid to make changes if the market or economy 
demands – your ability to adapt will help keep your 
small business ahead of the competition.

Start with a situation analysis
Start writing your marketing plan based on a 
‘situation analysis’ of your business. This should 
include details such as:

Your business 
What it does and what products or services it sells.

A SWOT analysis of your business
Look at the Strengths, Weaknesses, Opportunities 
and Threats of your business. Strengths and 
weaknesses are factors within your business while 
opportunities and threats are external factors, such 
as competitors.

Your key differentiator and ‘reason to believe’
 What makes your business different to competitors? 
What is the ‘reason to believe’ in your business from 
a customer perspective? Is it low price? Superior 
quality? Brilliant customer service? These will 
underpin your marketing messages as you position 
your new business in the market.

What to put in a marketing plan
Identify your target audience
The more you understand your customers and their 
needs, the more effective your marketing will be. 
Carry out market research to gather demographics 
including gender, age, location and buying habits. 
Learn what your target customers like, such as 
quality or customer service. Ask how often they buy, 
what media they consume, how brand loyal they 
are, plus if they have any unmet needs.

In your plan, segment your audience into three or 
four types. You can then tailor your marketing to 
each segment, using different channels, images 
and messages to increase effectiveness.

Set pricing and positioning 
List all the ways your product or service meets 
customer needs. Define your business’ unique 
selling point (USP), based on what your customers 
value the most and how you differ from the 
competition. Look at competitor prices and conduct 
market research to find out how much people are 
willing to pay. 

Set marketing goals
Decide on your marketing goals. These may include 
sales volumes or conversion rates from a marketing 
channel, such as the percentage of website visitors 
who become customers. For example, if your aim is 
to gain 10 customers a week via your website, work 
out how many potential visitors to your website you’ll 
require. You’ll then need to plan a digital advertising, 
social media and email marketing campaign to drive 
that number of people to visit your website. 

Monitor results
Measure everything you can: people who see your 
advertising, the number who become customers, 
which channel delivered the most customers, and 
how loyal these customers become or how much 
they spend. By measuring the quality of customers 
each channel brings, you can calculate a return 
on investment (ROI) and discover which channel 
generates more customers for every pound
you spend.

Plan your marketing strategy before 
launching to get the maximum impact 
from your advertising.

CREATE A 
MARKETING 
PLAN
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Leaflets and flyers
Distributing leaflets door-to-door or on busy high streets 
is a simple way to drum up business – all it costs is your 
time and the production of flyers. Expect to pay around 
£100 for 5,000 colour A5 flyers. However, response 
rates are generally less than 1%.

Ask to put leaflets in medical waiting rooms or reception 
areas of local businesses to encourage more people to 
read about your company.

Start Up Loans customers get £30 free credit to 
use at Flyerzone, perfect for printing your first 
batch of flyers:
https://www.startuploans.co.uk/business-offers/
flyerzone/

Keep the message brief and include a call to action
– such as a discount on a first purchase or a free 
gift if a customer spends a certain amount. Avoid 
using generic email addresses (such as Gmail or 
Hotmail accounts) as your contact address – they 
look unprofessional. It is better to use an email 
linked to your website address.

Use local newspapers
Rather than pay for an ad, send a press release to your 
local newspaper on something newsworthy about your 
business. This can result in valuable editorial coverage. 
Alternatively offer to write articles, such as gardening 
advice if you run a gardening business.

Work with other businesses
Work with other local businesses and charities to 
increase your audience. You could team up with another 
local business and offer coupons to each other’s 
shops – look for businesses that offer complementary 
products and services to your business, such as joining 
up with a car spares shop if you offer car valeting.

Encourage customer recommendations
Drive sales by getting customers to recommend you. 
Word of mouth is invaluable. Ask followers on social 
media to like and share your posts and consider 
offering ‘refer a friend’ discounts where both customers 

save money on their next purchase.

Get active on forums
Joining an industry forum or being active on advice 
forums allows you to help others and build a reputation 
as an industry expert. Use sites like Quora or Yahoo! 
Answers to give advice and help people with questions 
– ensure your company name and web address is 
visible in your profile so customers can find you. Make 
sure you post advice and tips on your social media 
channels as well.

Start a blog or YouTube channel
Writing a blog and regularly updating it with useful 
information can help customers more easily find 
you online and feel confident that you’re an active 
business. A YouTube channel is a great way to 
promote your business by distributing how-to videos 
or demonstrations of your products. Regularly posting 
content engages with customers and helps attract new 
ones.

Get listed
Register your business with Google Places so that it 
can be found on Google Maps and Google searches. 
Yahoo! Local and Bing also have local listing services. 
Ensure you are listed on local directories such as Yell, 
and regional directories, like iBerkshire. 

Get reviewed online
Get your business on Yelp – a website where 
customers review businesses. Good reviews are 
important in generating potential customers and Yelp 
allows you to reply to bad reviews, allowing you to 
appear professional. Other recommendation sites, 
such as Checkatrade, are worth getting on – great 
reviews are a valuable source of new customers.

Enter industry awards
An award is a great endorsement and helps 
differentiate your business from the competition. While 
many industry awards charge hundreds of pounds to 
enter, there are many free awards especially those 
aimed at recognising start ups and small businesses.

Small marketing budget? No spare 
cash to spend on advertising? Try 
these low and no cost marketing 
tactics to get customers for free. 

MARKETING 
ON A 
SHOESTRING

!
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HOW MUCH DOES A WEBSITE COST?

You can create a basic website for free and pay 
just a few pounds each month to host it online. 
There are plenty of free or cheap online website 
building tools that are easy to use including Web.
com (https://www.startuploans.co.uk/business-
offers/web-com/) and Create (https://www.
startuploans.co.uk/business-offers/create-net/). 
Many let you create a basic website for free with 
paid-for extras for more sophisticated websites.

Alternatively, free tools such as WordPress make it 
easy to build websites that range from the basic to 
fully formed online shops. This route requires more 
IT know-how so if you’ve the budget, consider hiring 
a website designer. 

You’ll also need to pay for web hosting – from £15 
per year with a host such as TSO Host (https://
tsohost.com/) and a domain name, which costs 
around £10 per year for a .co.uk address.

GET THE NAME RIGHT

Your domain name is the web address of your 
website and it should match your business 
name as closely as possible.
Web domain companies such as 123 Reg (https://
www.startuploans.co.uk/business-offers/123-
reg/) sell domain names. Type in your business 
name to see if it’s available – if not, alternatives will 
be suggested. 

Don’t just pick the first suggested alternatives 
however. Instead try adding words that are relevant 
to your business. For example, ‘www.jackjones.
com’ may not be available, so try ‘jackjonesbuilders.
com’ or ‘jackjoneshullbuilders.com.’

A business website is a vital tool in your marketing armoury. It’s cheap to create and for customers your 
business is just a click away from a Google search result or a link from another webpage. Include your 
website address in all your marketing collateral – from business cards to branded vans – and you’ve 
created a cheap way for potential customers to find out more and get in touch.

Get your new business off 
the ground quickly with our 
handy guide to building a 
low-cost company website.

BUILD A BRILLIANT 
COMPANY WEBSITE

https://www.startuploans.co.uk/business-offers/web-com/
https://www.startuploans.co.uk/business-offers/web-com/
https://www.startuploans.co.uk/business-offers/web-com/
https://www.startuploans.co.uk/business-offers/create-net/
https://www.startuploans.co.uk/business-offers/create-net/
https://tsohost.com/
https://tsohost.com/
https://www.startuploans.co.uk/business-offers/123-reg/
https://www.startuploans.co.uk/business-offers/123-reg/
https://www.startuploans.co.uk/business-offers/123-reg/
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What should be on your website?
Here are the minimum webpages your site should include:

Homepage: 
Include the name and logo of your business and a few lines explaining your company, products 
and services and why customers should choose you.

Products and services: 
Detail the products or services you sell. Add call-to-action buttons 
such as ‘Learn more,’ ‘Purchase’ or ‘Get a free quote.’

About: 
Provide company background, profiles of key staff and list 
professional organisations of which you’re a member. 

Projects/customer testimonials: 
This may feature quotes from satisfied customers or before 
and after shots of completed projects.

Contact us: 
Include your address, email, phone number, business hours 
and links to your social media accounts such as Twitter and Facebook.

//18

MAKE YOUR WEBSITE EASY TO FIND

Most people will visit your website using a search 
engine such as Google. To attract visitors you need 
to rank highly in search engine results. For example, 
if someone searches for ‘Yorkshire plumber,’ you’ll 
want to be in the top results if you run a plumbing 
business in that area.

To achieve this, use relevant keywords on your 
website – words that customers type into Google 
when looking for a business like yours. Google’s 
Keyword Planner (https://adwords.google.com/
KeywordPlanner) tool can help with this.

SELLING FROM YOUR WEBSITE

If selling online, your website will need a shopping 
cart function and a secure payment facility along with 
a way to collect payments. PayPal (https://www.
startuploans.co.uk/business-offers/paypal/)is 
popular, as are credit card payment gateways such 
as WorldPay (https://www.startuploans.co.uk/
business-offers/worldpay-zinc/). 

Both are straightforward to add to websites built 
with tools such as WordPress (https://wordpress.
com/). Make buying easy by displaying up-to-date 
stock information as well as delivery and returns 
policies.

Learn how to get the best 
results from your website.

BUILD A BRILLIANT 
COMPANY WEBSITE

https://adwords.google.com/KeywordPlanner
https://adwords.google.com/KeywordPlanner
https://adwords.google.com/KeywordPlanner
https://www.startuploans.co.uk/business-offers/paypal/
https://www.startuploans.co.uk/business-offers/paypal/
https://www.startuploans.co.uk/business-offers/worldpay-zinc/
https://www.startuploans.co.uk/business-offers/worldpay-zinc/
https://wordpress.com/
https://wordpress.com/
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SEO stands for search engine 
optimisation. It describes ways 
to improve your website’s search 
engine ranking so you attract 
more visitors. 
Search engine ranking is the position your website 
appears at in search results when someone uses 
a search engine such as Google. A high position 
means more people are likely to click on the link 
to your website. SEO is sometimes referred to as 
‘organic’ or ‘free’ traffic, making it a cost-effective 
way to reach relevant customers.

Successful SEO – achieving the highest possible 
search rankings – is incredibly competitive. A clear 
SEO strategy will help you compete.

UNDERSTANDING KEYWORDS

The easiest way to increase your website’s ranking 
is to use specific keywords throughout your website. 
Keywords are words and phrases people type into a 
search engine to find websites. 

Start by identifying a list of keywords that your 
target audience uses most often. Free keyword 
search tools such as Google’s Keyword Planner 
(https://adwords.google.com/KeywordPlanner) 
or KWFinder (https://kwfinder.com/) can help. 

Avoid popular keywords – you’ll struggle to 
compete with established brands for rankings 
based on these. Look instead for long-tail 
keywords – three or four-word phrases that are 
very specific to whatever you’re selling. 

For example, if your business sells handmade 
chocolates, consider using the following keywords:
• Gourmet handmade chocolate;
• Luxury handmade chocolate;
• Luxury handmade chocolate gifts;
• Handmade chocolate truffles.

Use these keywords in your title tags, body content, 
headings, image file names and meta (webpage) 
description. This tells search engines such as 
Google that you consider these important keywords 
about your business and it will give your company a 
higher ranking in the search results when someone 
types in these phrases.

Download our SEO Toolkit for Start Up Businesses 
for more in depth advice >>

(https://www.startuploans.co.uk/free-start-up-
guides/)

Optimise your website for search 
engine rankings to ensure your 
business is the first result 
customers click on.

WINNING 
CUSTOMERS 
WITH SEO
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https://adwords.google.com/KeywordPlanner
https://adwords.google.com/KeywordPlanner
https://kwfinder.com/
https://prod.cdn.sulserver.net/wp-content/uploads/2016/10/09164157/Start-Up-Loans-SEO-toolkit-for-start-up-businesses.pdf
https://prod.cdn.sulserver.net/wp-content/uploads/2016/10/09164157/Start-Up-Loans-SEO-toolkit-for-start-up-businesses.pdf
https://prod.cdn.sulserver.net/wp-content/uploads/2016/10/09164157/Start-Up-Loans-SEO-toolkit-for-start-up-businesses.pdf
https://prod.cdn.sulserver.net/wp-content/uploads/2016/10/09164157/Start-Up-Loans-SEO-toolkit-for-start-up-businesses.pdf
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ESSENTIAL SEO 

1 Valuable content 
Ensure your website offers relevant, current and shareable information. Create useful content 
such as advice articles and tips that keep visitors coming to your site in the long term rather than 
just writing about your products.

2 Start a blog
Blogging is an effective way to boost your keyword rankings and organic website traffic. Most 
small businesses have websites with few pages, which limits ranking potential – more pages 
mean more opportunities for keywords. Writing a blog means creating fresh content about your 
expertise and industry that makes good use of your long-tail keywords. 

3 Keep it fresh 
Google rewards websites with higher rankings if they’re updated frequently. Boost your SEO 
success by creating new pages or adding new content on a regular basis so Google knows 
you’ve an active website. 

4 Smart images  
Make sure all the images on your site have alt tags with keywords on them and include keywords 
in the filename. Alt tags provide a text description of an image if the image itself can’t be displayed 
or a screen reader is being used. 

5 Use social media 
Adding content to social media sites means you’re searchable on social media too and links from 
social media boosts your website credibility. 

6 Use internal links  
Provide links to other relevant content on your website and link to other, related websites as this 
shows that your business website is a useful resource. 

7 Encourage inbound links 
Websites with links from other trustworthy sites rank more highly in search engine results. 
Ask customers, friends, partners, suppliers and industry bloggers to link to your site. 

Optimise for mobile  
Google uses mobile friendliness as a ranking factor so make sure your website displays properly 
on smartphones and tablets. Check out how your site is doing with Google’s free tool: 
https://testmysite.thinkwithgoogle.com/

8

Eight essential tips to maximise 
your website’s search engine 
optimisiation.

WINNING 
CUSTOMERS 
WITH SEO

TIPS

https://testmysite.thinkwithgoogle.com/
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Promote your business for 
free using social media to 
connect with customers.

//3

BOOST BUSINESS
WITH SOCIAL MEDIA

SET YOUR SOCIAL STRATEGY

CREATE SOCIAL MEDIA CONTENT

Before jumping in, decide what you want to 
achieve with social media. 

Set a goal, such as raising your start up’s profile or 
attracting new customers. Aim for a target number of 
followers or a set number of people clicking through 
to your website.

Don’t simply broadcast sales messages – link 
social updates to your marketing goals. Social 
audiences want content that’s relevant, such as 
how-to videos, advice and tips.

Use content such as competitions to encourage 
customer engagement and answer customer 
questions online – it shows you’re listening. Include 
promotions such as flash discounts that are 
exclusive to your social followers.

Twitter, Facebook and other social channels can help you reach potential customers and turn existing 
customers into evangelists eager to recommend your business to friends. With three quarters of adults in 
the UK using social media, it’s a powerful and cheap way to keep customers loyal and win new ones.

Which social network?
Focus on just one or two of the social networks 
that your customers use. 

Facebook • www.facebook.com
Over 30 million people in the UK have a Facebook 
account. It’s good for sharing updates, promotions 
and competitions with customers and getting 
feedback and ‘likes.’

Twitter • www.twitter.com
Limits posts to just 140 characters, called tweets. 
It’s good for handling customer questions, special 
offers and discounts, and sharing updates.

LinkedIn • www.linkedin.com
Used to recruit staff, share industry knowledge 
and for joining relevant business groups and 
networks.

Pinterest • www.pinterest.com
An online pinboard for sharing pictures, videos 
and notes. Popular with interior design, fashion, 
craft and food businesses to showcase work and 
share ideas.

YouTube • www.youtube.com
The world’s largest video-hosting platform. Videos 
offering advice are a great way to demonstrate 
your expertise.

Instagram • www.instagram.com
Showcase for photos and short videos – great for 
introducing new products.

Make updates something people might 
share – shared content exposes your 
start up to new customers.

TIPS
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https://www.facebook.com/
https://twitter.com/
https://www.linkedin.com/
https://uk.pinterest.com/
https://www.youtube.com/
https://www.instagram.com/
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HOW TO SUCCEED WITH SOCIAL MEDIA

Post regularly, post often!
Little and often is better than binge posting followed 
by long stretches of inactivity. Build up a bank of 
content ahead of time, then get into a posting 
routine. Scheduling social posts can help to make 
the most of your time. 

For Facebook, Instagram and LinkedIn, aim to post 
at least twice a day. Twitter needs at least 10 tweets 
a day to maintain followers’ interest, while 50 pins or 
re-pins a day is necessary on Pinterest.

Stay connected
Make sure your website links to your social media 
profiles and put Twitter and Facebook details on 
company stationery or email signatures. Invite 
customers to contact you using social channels.

Think fast
Respond quickly to comments and questions to 
show that your business is listening. Speedy replies 
make customers feel valued, making them more 
likely to recommend your business.

Take negativity offline
When feedback is negative, turn the conversation 
private – many social media platforms such as 
Twitter have private messaging capabilities – rather 
than discussing it publically on your social account. 

Take an interest
Comment on other people’s profiles and join groups 
to boost your visibility. Build strong relationships 
with social media influencers who have lots of 
followers – a retweet or a like from them will boost 
your reputation. 

Monitor and measure
Commit to a social media channel for at least 
three months and track what posts, updates and 
content prove popular. Learn what works and adjust 
your content strategy to create more successful 
outcomes. 

Learn how to succeed 
when using social media in 
business.

BOOST BUSINESS
WITH SOCIAL MEDIA
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Despite the buzz around social media and the 
sophistication of affiliate marketing, email marketing 
remains the most effective way for small businesses 
to reach targeted customers and generate revenue. 
It’s a cheap way to connect with existing and 
potential customers and you should start building an 
email database as soon as your business launches.

Why use email marketing?
Low-cost  
With no print production costs, postage or 
advertising fees to be paid, costs are lower than 
other marketing channels. 

Easy to create 
Sending a marketing email doesn’t require huge 
teams or lots of technical knowledge. Fancy 
graphics and video can help but many successful 
email campaigns use plain text to deliver a clear 
message with a compelling offer. 

Segmentation 
You can send targeted marketing messages to 
different types of customers. Segmenting your 
mailing list, such as by location, can boost customer 

engagement. Emails about local deals and offers 
are a good example of this.

Easy to track
It’s easy to see what works and what doesn’t. Most 
email marketing software lets you track open and click-
through rates so you can make future emails more 
effective by changing the email subject or content. 

Email hosts
Limits apply to the number of emails you can send 
from your normal business email address so you’ll 
have to use a separate email service to send your 
marketing email. Email hosting services include 
tools for testing email campaigns and tracking 
activity and many are free for small businesses. 
Popular email host MailChimp (https://mailchimp.
com/), for example, allows SMEs to send up to 
12,000 emails per month to 2,000 customers for 
free, with prices up to £199 for larger volumes.

Start Up Loans customers can get 20% off 
mailing lists with Experian: 
https://www.startuploans.co.uk/business-
offers/experian/

A successful email marketing 
campaign is a cost-effective 
way to promote your business 
directly to your customers’ 
email inbox.

EMAIL MARKETING

Creating an email campaign
1. MAILING LIST 
You need a list of email addresses of people who have agreed 
to receive marketing from you. You can rent a mailing list but 
this is expensive and response rates can be low. It’s better 
to organically build a list from customers and visitors to your 
website. Add an email newsletter form and use incentives 
such as discounts to encourage sign-ups. 
 
2. SEGMENTATION 
Use additional information such as age, gender or location 
to tailor email campaigns to customer segments. The more 
closely you align your marketing to your target audience, the 
more successful it will be. 

3. SUBJECT LINE  
Keep your subject line short and snappy and test different 
subject line topics to learn what makes people open your email.

4. PERSONALISATION 
Address the email recipient on a personal level. Using their 
name is much better than ‘Dear Customer.’ Make sure 
content is personal too, such as ‘As a thank you for your 
recent purchase…’

5. CONTENT 
Include a clear call to action and place it along with your key 
message at the top of your email. A well-designed email uses 
a mix of images and text but don’t overdo images as it can 
make the email message slow to display. 

6. EMAIL SCHEDULE 
Don’t send emails too often: once or twice a month is fine for 
small businesses.
 
7. EVALUATE 
Analyse each email’s performance to refine your email 
marketing strategy. Look at open and click rates to learn what 
worked well.

Know the law
Be clear on the regulations that apply to email and direct 
marketing before you start. Various laws govern what can be 
done with customers’ details. Fall foul of these laws and you’ll 
face a fine of up to £5,000 and the possibility of a civil liability. 
Unsolicited marketing emails are deemed spam. 

https://mailchimp.com/
https://mailchimp.com/
https://www.startuploans.co.uk/business-offers/experian/
https://www.startuploans.co.uk/business-offers/experian/
https://www.startuploans.co.uk/business-offers/experian/
https://www.startuploans.co.uk/business-offers/experian/
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Discover the benefits of digital 
advertising and learn how to create 
a cost-effective pay-per-click 
campaign with Google AdWords.

DIGITAL 
ADVERTISING

There are hundreds of types of digital ads – from YouTube video ads and banner ads on websites to search 
engine ads and advertising on social media such as Facebook. With digital advertising you can accurately 
target the type of customer your start up needs. The challenge however is making your marketing message 
stand out to an audience that can dismiss your ad with the click of a mouse.

www.startuploans.co.uk
MARKETING TOOLKIT FOR START UP BUSINESSES

//28

Types of digital advertising
Banner ads
Small graphical ads that appear on websites such 
as online newspapers and blogs. 
Search engine ads 
Appear on search engine results, such as Google, 
when the user types in a relevant phrase. Advertisers 
‘bid’ to appear for specific search terms and pay 
when someone clicks the ad. 
Native ads 
Advertising that’s more like an article or piece of 
content. Written to promote your product or service, 
it shares the same editorial style as the website it 
appears on.
Social ads 
Generic terms for ads that appear on Twitter, 
Facebook, YouTube and more. 

Paying for advertising
Unlike with traditional media, you typically pay the 
website owner who hosts your digital ad only when 
a visitor clicks on it. This makes digital advertising 
more effective as you only pay for visitors to 
your website who have the potential to become 
customers. Payment types include:

CPA (cost per action) 
You pay only when a visitor clicks your ad and then 
completes an action, such as buying something on 
your website or signing up to your newsletter.

PPC (pay per click) 
The common form of payment – you pay only when 
someone clicks on your ad that links through to your 
website.

CPM (cost per mille) 
You pay per thousand people who see your ad, 
irrespective of whether they click on it. Less effective 
but sometimes used for brand advertising. 
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Define your goal
Such as increasing sales or generating newsletter sign-ups. Without a clear goal
your ad may not be effective.

Allocate your budget 
Effectively a ‘pot’ of money that you pay to the search engine company, which is debited 
every time someone clicks your ad. 

Choose your keywords
Think about the types of phrases and terms that you think a customer would type in when looking 
for a business or product such as yours.

Refine your keywords
Use tools such as Google’s Keyword tool to see the volume and competition for your chosen 
keywords. High volume means lots of people search using these words and low competition 
means that there are few other companies bidding for these keywords. 

Bid on keywords 
Set up a Google Adwords account (https://www.google.co.uk/adwords/) and bid on your 
keywords.

Create your search engine ad
It needs a catchy headline with engaging copy of a few words to encourage people to click 
on the ad.

Create a landing page 
For your campaign, create a special website ‘landing page’ – simply the page you want 
people go to when they click on your ad. 

Measure and optimise
Use Google’s reporting tools to monitor the campaign and see if your ad is working well. Try 
different ad copy and keywords to see if you can reduce the amount you spend to acquire each 
customer.

Our eight-step guide to creating a 
per-per-click campaign.

DIGITAL 
ADVERTISING

STEP-BY-STEP PPC CAMPAIGN

1

2

3

4

5

6

7

8

TIPS

Create a PPC campaign

Using a service such as Google Adwords means you can target people looking for a specific search term 
in the hope that they’re likely to benefit from buying from you.

https://www.google.co.uk/adwords/
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Use third parties to generate leads 
and reach more customers for your 
business than you can on your own.

AFFILIATE 
MARKETING

Affiliate marketing is a great solution for start ups. It offers a way to promote your business through 
other people’s websites, blogs or social media profiles – reaching far more customers than you could 
using traditional marketing channels. Sounds great – but there is a cost. Affiliates take a cut of sales as 
commission and in exchange carry your advertising, write product reviews or even sell your products via 
their website. There are many types of affiliates, such as price comparison and cash-back websites to 
bloggers and traditional publishers. Many successful affiliates use their social media profile to promote 
goods and services to their followers.
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HOW AFFILIATE MARKETING WORKS

Affiliate marketing is performance-based. An affiliate 
will promote your business for free, directing potential 
customers to your website. You only pay an affiliate if 
referred visitors buy your products or services. Most 
affiliate programs follow a revenue-sharing or pay-per-
sale model. A small proportion follow a pay per lead 
(PPL) or a cost-per-action (CPA), such as signing up 
for your business email newsletter. 

The participants in affiliate marketing are known as:
• the advertiser or merchant – the company 

providing goods and services; and 
• the publisher – the person promoting the 

advertiser’s goods and services.

As a start up business you can use an established 
affiliate network such as Affiliate Window, though with 
some you may have to pay a hefty set-up fee. Or you 
can create your own network by contacting websites 
and see if they’ll refer customers for a fee that you pay 
them directly.

AFFILIATE MARKETING BENEFITS

Working with affiliates promotes your business to a 
wider audience, increasing awareness of your business 
and boosting traffic to your website. Unlike other forms 
of digital marketing such as display advertising it is 
highly cost effective as you pay only on seeing results. 

GET STARTED WITH AFFILIATE MARKETING

Build an affiliate programme
Contact bloggers and social media influencers aligned 
to your industry and ask online publishers if they’d be 
interested in reviewing your products and services in 

return for a sales commission. Don’t expect success 
overnight – an affiliate program is a long-term 
investment and running your own program can be 
time-consuming.

Choose an affiliate network 
Alternatively, opt for an affiliate network such as 
Clickbank, FlexOffers, Monetise, Aflite, Affiliate Future 
or Affiliate Window. This provides immediate access 
to publishers who will help sell your products. Most 
networks have tracking and reporting tools so you 
can see how affiliates are performing along with easy 
payment systems. Do your homework before joining: 
some large global networks charge a one-off joining 
fee in addition to a monthly admin fee. Research their 
publishers and the type of products they advertise.

Set commission rates 
Commission charges vary. Expect to pay around 20% 
to 30% commission for a sale, though it can be as low 
as 5% or as high as 75%. To encourage affiliates, set 
commission rates on par with or above those of 
your competitors.

Provide promotional content  
Make your affiliates’ job easier by providing pre-made 
promotional content such as ad banners, product 
images, videos and website landing pages. If you’ve 
haven’t the time or skills, hire a freelance designer or 
use an online service such as eGraphix, People Per  
Hour, Fiverr and Design Crowd.

Promote your program 
 As you’re unlikely to be the only product or service your 
affiliate is promoting you’ll need to keep your business 
at the front of their mind. Create relationships with your 
best-performing affiliates and keep them informed of 
upcoming products, sales and promotions.
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Traditional advertising channels – 
including print and radio – still offer 
effective marketing opportunities 
for a new business if used wisely.

TRADITIONAL 
ADVERTISING

Leaflets and posters 
Using leaflets and posters – known as outdoor media – 
can be a relatively cheap and effective way to advertise 
your business. Distribute leaflets door-to-door or hand 
them out in busy areas that your customers are likely to 
visit. Include leaflets with discounts for future purchases 
with any products you send out to encourage repeat 
business.

Take advantage of supermarket community boards and 
newsagent windows to put up small A5 posters. Talk to 
the shop owner to create a poster for their store offering 
a discount to their customers to encourage your poster 
to be displayed, and include a website address and 
email address for customers to contact you.

Newspapers, magazines and 
directories
Advertising in large national newspapers gives a wide 
reach but is expensive. A regional newspaper is more 
cost effective, especially for local businesses. Running 
an ad in a trusted newspaper will give credibility 
and build up your reputation in the local area. Local 
newspapers offer a variety of advertising spaces, from 
classifieds costing less than £50 to full-page spreads 
that cost upwards of £1,000. Remember to factor in at 

least £100 for a graphic designer to create your ad. 
Trade magazines and directories are useful print 
channels. Use trade magazines to target businesses 
you’re selling to and haggle when booking for the first 
time to get a discount. Being listed in directories such 
as Yellow Pages is worthwhile – make sure you’re listed 
in the digital equivalent too. 

Local radio
Radio is an excellent way to advertise your business. It 
reaches a large audience and it has the lowest level of 
advertising avoidance as listeners are unlikely to switch 
the station.

Developing a radio ad takes time and can be expensive 
– you’ll need a script, music and sound effects, and 
possibly actors too. Expect to pay around £1,500 per 
week to air the ad on a large local radio station. A good 
rule of thumb is to pay around £2 per thousand listeners.

Different radio stations have different listeners so 
ensure the demographic of your target market matches 
the station’s audience. The frequency of the ad is also 
important. An ad that plays a several times a week for 
a longer period will be less effective than one that plays 
several times a day for a short period of time. 

Traditional advertising channels such as print and radio 
have taken a backseat for many new businesses which 
favour online marketing channels such as PPC and 
email. However, offline marketing channels have plenty 
of advantages for start ups and small businesses.

Successful start up businesses use a combination of 
offline and online advertising – the secret is to play to 
their strengths. Offline advertising is useful for:

Reaching an offline audience  
If your customers are less engaged with technology or 
don’t use social media, traditional advertising is worth 
investigating. Find out what media your customers use 
to help you plan an effective strategy.

Cutting through digital noise 
Online marketing is competitive and many publishers 
fill their webpages with lots of advertising, making it 
harder for your business to stand out.

Attracting local interest  
Online advertising isn’t as effective as local media in 
reaching a specific geographic area.

Editorial combined coverage  
Offline media works well when part of a PR campaign 
such as running a competition or announcing a new 
product launch in the press. Supporting the coverage 
with advertising drives customer engagement.
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A feature in a local newspaper 
or a write-up on a popular blog 
can help spread the word about 
your business. Learn how to 
plan a successful PR campaign.

USE PUBLIC 
RELATIONS TO 
SUPPORT YOUR 
MARKETING

CREATE GREAT PUBLIC RELATIONS

Public relations (PR) is all about getting your start 
up noticed in a positive way. Good PR can build 
brand awareness, establish a good reputation and 
generate customer interest. 

Many start ups overlook the benefits of PR but 
it should be a fundamental part of your overall 
marketing strategy. A well-planned PR campaign 
can have a huge impact on your company’s sales.

Successful PR is cheaper than advertising and a 
positive mention in a magazine or newspaper is 
more effective. Customers view editorial coverage, 
such as a news story or product review, as more 
trustworthy than an advertisement.

Creating a successful PR campaign takes time and 
effort. Most cash-strapped start ups can’t afford 
to hire a PR agency but there’s plenty you can do 
yourself for little cost. PR is a long-term strategy 
and you’ll need to build relationships with local 
newspapers or online blogs that your customers 
read.

To generate news coverage consider the following: 

Local media 
Regional newspapers and radio are great for new 
businesses. Look for a local angle on your business 
and send a press release to the station or newspaper.
Blogs and websites 
Find blogs that cover your industry or are read by 
target customers. Consider offering ‘first looks’ at 
products, send free samples for review or offer an 
online competition.

Trade press  
If you’re selling to other businesses, identify the 
publications your customers will be reading to help 
them choose services and products for their company.

Press events  
This can be a publicity stunt aimed at the public (such 
as free samples given away on the high street) or a 
launch event that you invite the media to attend.

There are online services that can help start up 
businesses at relatively low cost. Journolink, for 
example, enables you to manage your own PR 
and send out your press releases to journalists and 
bloggers.

Start Up Loans customers can get an exclusive 
discount on the Journolink service:
https://www.startuploans.co.uk/business-offers/
journolink/

PUBLIC RELATIONS CHANNELS

ONLINE PLATFORMS
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Research media channels
Learn what your potential customers watch, listen to and read both in print and online. Don’t 
assume coverage in a national newspaper is best. Local newspapers or trade websites may be 
more effective in reaching your target audience. 

Make it personal
Get to know journalists as this helps ensure your press release is read and hopefully published. 
Get on their radar by following them on social media, commenting on and sharing their posts or 
tweets. Build a reputation as the go-to expert in your industry – you may be asked to comment 
on other stories as well.

Understand press deadlines
Don’t expect to submit a press release and get it covered immediately. Learn the lead times for 
your chosen media – how long it takes before a story is published. Consumer magazines typically 
plan three months ahead while local newspapers operate on a weekly schedule.

Write a press release
Make sure your press release stands out by giving it a ‘hook’ – an angle that makes it newsworthy. 
For example, lead with how a new product can help people or solve a known problem rather than 
listing technical specs. Keep press releases brief – no more than a page in length – and put all 
the important information in the first paragraph. Include company contact details at the end.

Include photos
Accompany your press releases with good quality photos as this can help get your story published. 

Product reviews
Give journalists product samples for review. Time this with relevant events throughout the year 
such as Christmas, Mother’s Day or Valentine’s Day.

Our six-point plan to planning a 
PR campaign.

USE PUBLIC 
RELATIONS TO 
SUPPORT YOUR 
MARKETING

1

2

3

4

5

6

TIPSPLAN A PR CAMPAIGN
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Create and host a successful 
customer event for your business.

//3

EVENTS 
MARKETING

Your aim
Decide why you’re holding an event. It may be to 
attract new clients, to pitch yourself as an expert in 
your industry or launch a new product.

Event type 
This will depend on the aim of the event and can be 
anything from a drinks reception and launch party to a 
workshop or speaker session. Decide guest numbers 
and the type of refreshments you’ll serve to suit your 
budget. For example, finger food and canapes may 
be an easier and cheaper alternative to a sit-down 
meal.

Choose a venue
Using your store or office can be a good way to avoid 
venue hire fees, providing it is big enough. You may 
need to provide portable toilets or extra chairs.

Time and date  
Schedule your event carefully; too close to public 
holidays or other industry events may mean people 
won’t attend.

Establish a budget  
Set a detailed budget and stick to it. Consider 
partnering with a non-competing business. If you’ve 
similar customers or work in the same industry it’s 
a great way to double the reach of your marketing. 
If you’ve the budget, consider hiring a professional 
event planner.

It’s essential to devote enough time to planning 
your event.

An event is a great way to introduce new customers to your business. Traditionally used by car dealers, 
restaurants, retail and entertainment businesses, an increasing number of start ups are using events to get 
their business noticed and win customers. 

There are four stages to holding a successful customer event – pre-event planning, promotion, the event 
itself, and post-event activity.

1
PRE-EVENT PLANNING

!

Use social networks to market your event. Set 
up a Facebook event, tweet or create an online 
community around your event. Ensure your profile 
includes a detailed description of your business so 
people know what you’re selling.

Post regular updates because the more people 
share, like and comment about your upcoming event, 
the wider your reach and the greater the number of 
potential attendees.

Flyers are another cheap way to advertise your 
event. Distribute invitations through letterboxes or 
hand them out in busy areas such as supermarkets.

Send a press release to local newspapers and radio 
stations as they may wish to send a journalist along 
to cover the event. You can advertise your event in 
many newspapers’ community calendars for free. 

2
PROMOTE YOUR EVENT
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During the event focus on engaging customers 
and making them feel welcome. Have your 
attendees check in on arrival to keep track of the 
guest numbers, taking down their details in exchange 
for a name badge or goodie bag. 

Introduce yourself to each visitor and take a genuine 
interest in them, avoiding the hard sell. If giving a 
speech, practice beforehand. Give out merchandise 
with your logo on, such as pens, so that people 
remember your business, and ideally capture 
customer details along with permission to contact 
them after the event. 

3
AT THE EVENT

Stay connected with everyone who attended your 
event with a follow-up newsletter, exclusive discounts 
and invitations to future events. Feedback is a great 
way to assess how effective your event was so send 

out surveys to attendees asking them to rate the 
event. Send thank-you letters to staff, speakers and 
sponsors so they continue to support future events.

4
AFTER THE EVENT
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Discover how direct marketing can 
deliver sales from existing and 
new customers.

HOW TO USE 
DIRECT 
MARKETING

Direct marketing is a cost-effective way to deliver 
a specific message to targeted customers. It’s a 
powerful sales generation tool for small businesses 
who lack the marketing budget for brand advertising.  

A direct marketing campaign can increase sales, 
attract new business and retain existing customers 
using tactics such as direct mailing and leafleting. 
Other popular methods include email marketing, 
telemarketing and text message marketing. 

The quality of your mailing list is important 
in achieving a good response rate. Existing 
customers are a prime source of new sales so 
create a database of their names and contact 
details. You can use an Excel spreadsheet, a 
free online database or invest in a Customer 
Relationship Management (CRM) tool to store 
customer information. Gather details from customer 
enquiries too but make sure you comply with the 
Data Protection Act and privacy laws, including 
securely storing customer information.

You can only directly market – which includes sending 
mail, emails and text messages or making outbound 
sales calls – to people and businesses that have given 
permission to be contacted. It is your responsibility to 
check that your direct marketing activities are within 
the law as set out by the Data Protection Act.

You cannot sell or exchange your mailing list unless 
customers have given their consent to being contacted 
by other businesses. Members of the public can 
register with the Mailing Preference Service (MPS) 
to opt out from receiving direct mail. The Information 
Commissioners Office (ICO) guide explains your legal 
obligations for direct marketing and data protection.
 
Read it at:
https://ico.org.uk/for-organisations/guide-to-
data-protection/

Know your target audience  
Start by targeting existing customers and gather 
further information such as age, location and 
interests so you can tailor your marketing messages 
more closely to their interests.

Set objectives 
The aim of direct marketing is to maximise response, 
with typical response rates for direct mail to new 
prospects ranging between 1% and 4% and higher 
for existing customers. 

Choose a mailing list  
There are many firms that can help with your 
direct marketing campaign including list brokers 
who will find a suitable mailing list. You can source 
companies via http://www.data-broker.co.uk/. If 
you don’t have a mailing list you’ll need to rent or 
buy one that suits your needs. Expect to pay around 
£100-£120 per 1,000 names.

Start Up Loans customers can get 20% off 
mailing lists with Experian: 
https://www.startuploans.co.uk/business-
offers/experian/

Find a mailing house  
Most small business can typically cope with a direct 
mailing of up to 1,000 items. Beyond that you’ll 
need to use a mailing house. Look for one that 
can handle the scale of your mailing via the Direct 
Marketing Association. When using a mailing house 
ask for a copy of the Royal Mail posting docket as 
proof of mailing.

Evaluate the response  
In general a successful direct marketing campaign 
is one that pays for itself, delivering either a high 
response rate or high value per response, or both. 

Create a compelling mailshot
Encourage recipients to open an envelope or read 
a flyer with a compelling opening. Don’t use heavy 
sales language; focus on the benefits your goods 
or services provide. Provide incentives for a quick 
response such as time-limited discounts, coupons 
and prizes. Make it easy to respond, with clear 
phone numbers or website addresses. 

CREATE A DIRECT MARKETING MAILING LIST

GET THE BEST FROM DIRECT MARKETING

//41

DIRECT MARKETING AND THE LAW

https://ico.org.uk/for-organisations/guide-to-data-protection/
https://ico.org.uk/for-organisations/guide-to-data-protection/
http://www.data-broker.co.uk/


www.startuploans.co.uk
MARKETING TOOLKIT FOR START UP BUSINESSES

MARKETING 
GLOSSARY

//42



www.startuploans.co.uk
MARKETING TOOLKIT FOR START UP BUSINESSES

Marketing terms explained in
plain English

MARKETING 
GLOSSARY

Bounce rate • The percentage of people who land on a page on your website and then leave without 
clicking on anything else. With email marketing this is the rate at which an email was unable to be 
delivered to a recipient’s inbox.

Call to action • A message prompting a customer action such as ‘Call Now’ to call a phone number or 
‘Find Out More’ by clicking on a website link.

Conversion rate • The percentage of people who complete a desired action such as purchasing goods 
or signing up for your newsletter.

Cost-per-Lead (CPL) • The amount it costs to acquire a sales lead.

Cost-per-Action (CPA) • The amount it costs when someone clicks your ad and completes an action.

Cost-per-Mille (CPM) • The amount it costs per 1000 people who see your ad.

Customer Acquisition Cost (CAC) • How much it costs to acquire a new customer, including all 
marketing activity.

Customer Relationship Management (CRM) • Activity that manages the relationships and contacts 
you have with customers, typically using CRM software to target your marketing based on customer 
preferences, activity and demographic.

Inbound link • A link coming from another site to your website.

Key Performance Indicator (KPI) • A performance measurement used to evaluate success. KPIs are 
the important measurements you need to monitor, such as the cost of acquiring a new customer.

Keywords • The words and phrases typed into search engines by people looking for information 
on the Internet.

Long-tail keywords • Phrases with three or more words that are more specific versions of your 
keywords. For example if one of your keywords is “mobile hairdresser” then “mobile hairdresser Cardiff” 
and “mobile hairdresser for families” may be examples of long-tail keywords.

Pay-per-Click (PPC) • The amount of money an advertiser pays a publisher each time a digital ad is 
clicked on by a potential customer. 

Return on Investment (ROI) • A way to measure the efficiency and profitability of an investment. 
A positive marketing ROI would mean your marketing generated more sales than it cost.

Search Engine Optimisation (SEO) • The tactics used to improve where a website appears in 
search results.

Unique Selling Point (USP) • What makes your business different to competitors.

Word-of-Mouth (WOM) • The passing of information from person to person, usually verbally but 
can also be via social media. 
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Need finance and support for your 
start up? Start Up Loans could help.

START UP
LOANS

The Start Up Loans scheme is a Government-backed initiative, created to help support start up business 
owners to access the funding and support they need in order to start or grow their own business in the UK.

Since its launch in 2012, the scheme has provided over £300 million of funding and supported more than 
45,000 great business ideas.

Read below for more information about the scheme.

“Mentoring was a brilliant element to the loan 
itself. Having a mentor through the start up 
process really helped.”

David O’Neal, Shortcuts Children’s Salon

“Start Up Loans give you the cash and the 
business support to make it work, it’s a 
complete package that can’t be beaten.”

Meriel Kehoe, Claudi & Fin

Ready to get started?

Register your interest today by visiting our website www.startuploans.co.uk and completing our short 
online form.

Loans are strictly for 18s and over. Personal loans for business use only. Finance is subject to status. 
Terms and conditions apply. 

Looking for more information?

For more information about the Start Up Loans scheme, please visit our website or call our Customer 
Service team.

Web: www.startuploans.co.uk
Tel: 0344 264 2600 (Monday to Friday, 9am to 6pm, excluding bank holidays).

Borrow £500 – £25,000

Free templates and guidesFixed interest rate of 6% p.a.

No application or set-up fees1 - 5 year loan repayment term

No early repayment feesUnsecured, personal loan for business 
purposes

Free application support Exclusive business offers

Free post-loan support and mentoring
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Please note: Offers are subject to variation or cancellation at any time without prior notice.

A list of all the websites referenced in 
this guide.

USEFUL
LINKS

YouGov • https://yougov.co.uk/find-solutions/profiles/

YouGov Sixth Sense • https://yougov.co.uk/news/categories/yougov-sixthsense-market-reports/

British Library Business & IP Centre • https://www.bl.uk/business-and-ip-centre

SurveyMonkey • https://www.surveymonkey.co.uk/

Fiverr • https://www.fiverr.com/

Mailchimp • https://mailchimp.com/

Campaigner • https://www.campaigner.com/

Google Adwords • https://www.google.co.uk/adwords/

Bing Ads • https://secure.azure.bingads.microsoft.com/

Affiliate Window • http://www.affiliatewindow.com/uk/

Tradedoubler • http://www.tradedoubler.com/en/

TSO Host • https://tsohost.com/

Google Keyword Planner • https://adwords.google.com/KeywordPlanner

WordPress • https://wordpress.com/

KWFinder • https://kwfinder.com/

Test My Site • https://testmysite.thinkwithgoogle.com/

Information Commissioner’s Office • https://ico.org.uk/for-organisations/guide-to-data-protection/

Data Broker • http://www.data-broker.co.uk/

Start Up Loans Flyerzone offer • https://www.startuploans.co.uk/business-offers/flyerzone/

Start Up Loans Web.com offer • https://www.startuploans.co.uk/business-offers/web-com/

Start Up Loans Create offer • https://www.startuploans.co.uk/business-offers/create-net/

Start Up Loans 123 Reg offer • https://www.startuploans.co.uk/business-offers/123-reg/

Start Up Loans Paypal offer • https://www.startuploans.co.uk/business-offers/paypal/

Start Up Loans Worldpay offer • https://www.startuploans.co.uk/business-offers/worldpay-zinc/

Start Up Loans Experian offer • https://www.startuploans.co.uk/business-offers/experian/

Start Up Loans Journolink offer • https://www.startuploans.co.uk/business-offers/journolink/
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HAVE A QUESTION? GET IN TOUCH 
BY EMAIL OR PHONE:

E: hello@startuploans.co.uk
T: 0344 264 2600 

(Mon to Fri 9.00am-6.00pm)
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