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Hi, I'm Shanna 

At AMP’D, we arm small businesses with actionable insights to succeed
and grow, helping create life-giving, sustainable businesses in the
process. With comprehensive programs and resources, we help clients
uncover, discover, plan, and implement ways to generate new revenue
and a sustainable lifelong business. 

I started AMP'D because I believe everyone should be able to pursue
meaningful work. I come from a long line of entrepreneurs and find life in
helping people build and grow small business.

Welcome to AMP'D.
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Shanna Goodman



This explained so much. It explained why so many small business
owners come to our marketing agency not knowing what to focus
on in a last-ditch moment of panic. It explained why I received so
many questions on various types of marketing (usually tactic-
oriented… hardly ever strategy- oriented).

My marketing agency, Ampersand Business Solutions, helps small
businesses grow through strategy and implementation. The
problem is, though, that services are expensive. They’re expensive
because they take a lot of work, time, and energy.

My team and I had been thinking about how we can serve those
small business owners who don’t have the resources to hire an
agency like ours. This seemed like the place to start.

This may seem a little ironic, given the line of business I’m in, but
recently I realized that my business had fallen into a cycle in which
so many small businesses find themselves. In fact, what triggered
the realization was a talk I gave a few weeks ago to a local
entrepreneur group about market research. While I was researching
for the talk (yes, I recognize the irony), I came across a statistic that
made me set my coffee down and move closer to my laptop for a
better look. 

That stat?

My Story:
I didn't take my own advice

More than 50% of small businesses operate
without a marketing plan.



Now I should tell you that my next step was classic small business
owner. I proceeded without a plan. I started throwing tactics up in the
air (emails, Instagram posts, Facebook posts, even paid social ads).

Here’s a just a few of the things I had going before I even had a plan:



Why These Things Didn’t Work….

Now, you might be saying, “Shanna, that sounds like a plan.” 

Does it really, though? 

Let’s look a little closer. 

All the things I’ve shown  were tactics. They were flying solo in their
own little worlds. There was no strategy behind these efforts. There
was no plan for what I was trying to accomplish and how I was
going to do it, much less, a defined goal.

I had a general idea of what I wanted to accomplish, but, it wasn’t
clear in my mind. Now to be a little bit fair with myself, we didn’t
yet have data on who was interested in picking up what we were
putting down. If I wanted to be really nice to myself I could say that
I was experimenting. But, still, that would have been a plan and,
well, that wasn’t my plan - nor would it have been a good one.

“If you don’t know where you are
going, you’ll end up someplace else.” 

― Yogi Berra, former New York Yankees catcher



Direction: It forces you to think about where you want your
business to go, in addition to what’s working and what’s not. 
Purpose: It sets measurable goals. 
Motivation: A marketing plan creates motivation, and even
better… once the plan is in place, it allows you to delegate and
have more time to work on the things you are good at and love. 
Time: You’ll spend less time reacting to things if you are
working proactively. 
Value: You’ll provide more value to your clients because you’ll
be laser-focused on their needs, challenges, and motivations. 
Organization: Your marketing plan will organize your time and
prioritize what you are doing. If everything is equally weighted
as a priority, nothing is a priority. 
Revenue: You’ll earn more money. Do I need to say more?!

You’ll maximize all marketing dollars you spend, because
it’ll be well thought out and you’ll put metrics in place to
measure if it’s working. 
You’ll generate more business from the clients with whom
you actually want to work.

See, the truth is: creating a strong plan is what most small business
owners don’t take the time to do. It’s a real problem. It’s especially
ironic when you can see that I’m a huge proponent of marketing
plans, and I didn’t have one myself. But creating a plan can be
daunting. It takes research, a lot of effort, and a lot of time. Without
a plan, you constantly feel like you are ten steps behind but lost in
how to move forward. With little direction and strategy behind your
efforts, a ton of money is being wasted .

The Real Reasons Your Business Needs a Marketing Plan

Why Small Businesses
Need a Marketing Plan



Intent: What are my short term and long term business goals?
Insight: What do I know about my target clients? 
Infrastructure: What I already have in place, as well as  “Low
Hanging Fruit” opportunities that we can jump in right away
and that can get us moving towards the goals?
Action: What can I delegate to team members and outsource to
experts? 

You know what I also realized? That because I was juggling all these
random tactics, I was doing it all. I couldn’t pass work off to
members of my team because I didn’t yet have a plan. How could I
explain to my team what they should do if I didn’t know what I was
doing? And, I can’t stress this enough: this is what I do. This ruined
my sleep, increased my anxiety, and gave me less time to do the
important things that my business needed of me. Does this sound
familiar to you?

So, after I got real with myself, I sat down and mapped out my
answers to these questions:

Here’s a deeper look into how I got started on my marketing plan
for my business: (on the next page)

“Before anything
else, preparation is
the key to success.” 

― Alexander Graham Bell



What do I want to accomplish? (Don’t get lazy here. “Get more
business” doesn’t count. It’s not specific enough)

Identify your SMART goals (Specific, Measurable, Actionable,
Realistic, Timely)

30- 60 days
60 -90 days
90 - 180 days

What do I know about my customer? What data do I have about
them?

Who they are, what they do for work, where they hang out
online, what questions do they have, what answers do they
need
How long does it take for my customer to make buying
decisions?

What do I have already that can be used for marketing?
Content (blogs, brochures, flyers, business posts...etc)
Email list 
Social media channels & following

Intent:

Insight: 

Infrastructure:

Getting Started: 
A Marketing Plan Outline



Given what you've developed as a goal, what data you know about
your customer base, and what you currently have, what can you
accomplish? 
Does your goal fit with your overall goal and messaging as a brand?
Does your infrastructure allow you to be successful? 
Do you currently know enough about your customers to effectively
motivate them?
What additional assets need to be created?
What is the flow of the user experience? What should your audience
see first and where should they be pointed next? What information
should be offered at each stage?

Brief: Write down what everyone on the team should know about
your business, including branding tone, mission, purpose, etc.
Brainstorm: Use what you have and build off of it! For example:

We have over 1K subscribers - let’s email them weekly and
include offers. 
We have 5K followers on social media- let’s create a piece of
content where they can opt into our mailing list. 
We have a handful of great blog articles- let’s put them together
into a guide and offer it to build our email list.

Schedule: Look back at your SMART goals and your brainstorm list
and make 30-day and 90-day plans.
Delegate: Gather your team on a call, review your plan and creative
brief, and delegate tasks to get started! (You may only have one
other person; that’s OK! If you don’t have anyone yet, consider
hiring a virtual assistant)
Review: You will be continuously gathering more data and coming
up with more and more ideas. The important part is not to STOP
anything and pivot. Stick with your 30-day plan and check things off
your list. Review and analyze what’s working, and what’s not, when
jumping into the next 30 days.

Action Planning: 

Action: 



After I took the time to make the plan and delegate, I immediately felt
my own creative juices come back. I could think of other things,
because the basics (the foundational pieces) were being taken care of. 

It’s important to understand that there will be cycles to your
marketing plan. You’ll start small, You’ll add things over time, based
on what’s working and what’s not, (more about data and metrics in
another resource). You'll pass more things off your plate as they’re up
and running. 

This will leave you the time and energy to actually focus on the part of
your business that you love. 

Also? 

The silver lining is that when you have thought things through and
made the plan, each thing builds upon another thing. This means that
your marketing dollars will be maximized because all the things are
working together rather than the scattershot approach created when
you throw 5 different things out. Better yet, you can diversify your
efforts, similar to those 5 different “things,” but they will all lead back
to the same specified goal.

Join our upcoming webinar - for free!

Register now to claim your spot!

a m p d n o w . c o m / s t r e a m l i n e - y o u r - m a r k e t i n g /

Next Steps: Dig Deeper

http://ampdnow.com/streamline-your-marketing/

