
 

 

 

 

 

 

 

 

 

 

 

 

 

 



Introduction 

The word "marketing" often conjures images of complex strategies, massive budgets, 

and confusing jargon. But at its core, marketing is simply the process of connecting a 

product you have with a person who needs it. You don't need a 100-page document or 

an expensive agency to start. 

 

You need a clear, actionable plan that focuses on the fundamentals. This guide strips 

away the complexity and gives you a straightforward framework to understand your 

customer, craft a compelling message, choose the right channels, and execute a simple, 

effective plan to attract your first customers and build a foundation for sustainable 

growth. Let's replace overwhelm with action. 
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Chapter 1 - Marketing Demystified: The One-Page Plan That 

Works 

A complex plan is a plan that doesn't get done. The goal of a simplified marketing plan 

is to create clarity and focus, not documentation. By condensing your strategy onto a 

single page, you force yourself to identify what is truly essential. 

 

This one-page plan acts as your strategic compass, ensuring that every tweet, every 

email, and every ad is aligned with a core objective. It answers the fundamental 

questions: Who are we talking to? What do we offer them? How will we reach them? 

What do we want them to do? This chapter provides the template to answer these 

questions and build your entire marketing foundation. 

 

Your one-page marketing plan is built on five core components. Clarity in each area 

eliminates guesswork and aligns your efforts. 

• Business Goals: What do you want to achieve? (e.g., "Get 50 new customers," 

"Increase website traffic by 25%"). Your marketing goals must support your 

business goals. 

 

• Target Audience: A clear description of your Ideal Customer Avatar (ICA). You 

can't market effectively to "everyone." 

 

• Value Proposition: The unique promise of value you deliver to your customer. 

It's the core message of all your marketing. 

 

• Marketing Channels: The 1-2 primary places you will focus your energy to reach 

your audience (e.g., Instagram, your Blog, Google Ads). 

 

• Key Performance Indicators (KPIs): The 3-5 metrics you will track to know if 

you're succeeding (e.g., Website Visitors, Email Subscribers, Sales). 

Chapter 1 Practical Application: The One-Page Marketing Plan Canvas 

 

Task: Complete the core strategy for your marketing efforts. 

Part 1: The Foundation 

• My Primary Business Goal (Next 90 Days): 



• My Marketing Budget (Monthly): $ _________________________ 

Part 2: The Core Strategy 

• Ideal Customer Avatar (ICA): (e.g., "Busy small business owner, Sarah") 

• Core Value Proposition: (What we offer, to whom, and how it's different.) 

• Primary Marketing Channel: (The ONE place I will focus on first.) 

• Secondary Marketing Channel: (A second place for support.) 

Part 3: Measurement 

• Key Metric #1 (Awareness): (e.g., Website Visitors) 

• Key Metric #2 (Engagement): (e.g., Email Subscribers) 

• Key Metric #3 (Conversion): (e.g., Customers) 

My Marketing Mantra: (A one-sentence summary of your plan.) 

 

"I will use [Primary Channel] to attract [ICA] by offering [Value Prop] and track my success 

with [Key Metrics]." 

 

 

 

 

 

 

 

 

 



Chapter 2 - Your Ideal Customer Avatar: Who Are You Actually 

Talking To? 

Trying to market to "everyone" is the fastest way to connect with no one. An Ideal 

Customer Avatar (ICA) is a detailed, semi-fictional representation of your perfect 

customer. It goes beyond basic demographics (age, location) and delves into their 

psychographics—their goals, fears, challenges, and daily habits. 

 

When you have a clear ICA, marketing becomes a conversation with a single person, not 

a shout into a crowded room. Your messaging becomes more empathetic, your content 

becomes more relevant, and your advertising becomes more effective because you 

know exactly where your customer spends their time and what language they use. 

 

Creating a rich ICA requires you to step into your customer's shoes. The more specific 

you are, the more powerful your marketing will be. 

• Demographics & Basics: Age, gender, location, job title, income level, family 

status. 

 

• Goals & Aspirations: What are they trying to achieve in their business or life? 

What does success look like for them? 

 

• Pain Points & Frustrations: What are their biggest challenges? What keeps 

them up at night? What are they struggling with that your product/service 

solves? 

 

• Information Diet: Where do they get their information? (e.g., Specific blogs, 

podcasts, Instagram accounts, LinkedIn groups). 

 

• Objections: Why might they hesitate to buy from you? (e.g., "It's too expensive," 

"I don't have the time," "Will this actually work for me?"). 

Chapter 2 Practical Application: Ideal Customer Avatar (ICA) Deep Dive 

 

Task: Give your ideal customer a name and a story. 

Part 1: The Basics 

• Avatar Name: 



• Age & Location: 

• Job Title & Industry: 

• Income Level: 

• Family Status: 

Part 2: The Psychology 

• Biggest Goals & Aspirations: 

1. 

2. 

• Biggest Frustrations & Pain Points: 

1. 

2. 

• Their "A-Ha!" Moment: What realization will lead them to your solution? 

Part 3: Their World 

• Where They Hang Out Online: (List 3-5 specific websites, forums, or social 

media groups.) 

1. 

2. 

3. 

• Objections I Need to Overcome: 

1. 

2. 

 

 

 

 

 



Chapter 3 - Crafting Your Core Message: The Art of the Value 

Proposition 

Your value proposition is the single most important message in your marketing. It's a 

clear statement that explains how your product or service solves your customer's 

problem, the specific benefits they can expect, and why you are the best choice to solve 

it. 

 

A weak value proposition forces you to compete on price; a strong one allows you to 

compete on value. It should be immediately understandable to your ICA and answer 

their fundamental question: "What's in it for me?" This message must be consistently 

communicated across your website, social media profiles, and all marketing materials. 

 

A powerful value proposition is a blend of clarity, specificity, and relevance. It follows a 

simple but effective formula. 

• The Value Proposition Formula: 

o Headline: The ultimate benefit you offer in one sentence. 

o Sub-headline/Paragraph: A 2-3 sentence explanation that elaborates on 

the headline and specifies who it's for. 

o Bullet Points: 3 key benefits or features that the customer will gain. 

 

• Key Elements to Include: 

o Target Customer: Mention who it's for. 

o The Problem You Solve: State the pain point you alleviate. 

o The Key Benefit: State the primary positive outcome. 

o The Differentiator: Why are you unique or better than alternatives? 

 

• Test It: Your value proposition should be so clear that your ICA thinks, "That's for 

me!" 

Chapter 3 Practical Application: Value Proposition Statement Builder 

Task: Craft a compelling value proposition for your business. 

Part 1: The Components 

• My ICA's Primary Problem: _________________________ 

• My Primary Solution: _________________________ 

• The Key Result/Benefit: _________________________ 



• What Makes Me Different: _________________________ 

Part 2: The Statement 

 

Use the components above to fill in this formula. 

"We help [Target Customer] achieve [Key Benefit] by [Primary Solution] unlike 

[Alternative/Competitor] because [What Makes You Different]." 

Part 3: The Final Draft 

 

Now, refine the statement from Part 2 into a clear, customer-centric message. 

• Headline: (Grab attention with the main benefit.) 

• Supporting Text: (2 sentences that explain how it works and for whom.) 

• Key Bullet Points: 

o Benefit 1: 

o Benefit 2: 

o Benefit 3: 

 

 

 

 

 

 

 



Chapter 4 - The Marketing Funnel: Mapping the Customer 

Journey from Stranger to Buyer 

Customers rarely see one ad and immediately buy. They go through a journey from first 

hearing about you to becoming a loyal advocate. The Marketing Funnel is a model that 

maps this journey, allowing you to create the right content and offers for each stage.  

 

Understanding the funnel prevents a common mistake: asking for a sale from someone 

who has never heard of you. Instead, you nurture strangers into aware prospects, then 

into leads, then into customers, and finally into promoters. This systematic approach 

builds trust and dramatically increases your conversion rates. 

 

The funnel is typically broken down into three main stages, each with a specific 

marketing goal. 

• Top of Funnel (TOFU) - Awareness: The prospect is aware of a problem but 

may not know a solution exists. 

o Goal: Attract a wide audience and provide value. 

o Content Types: Blog posts, educational videos, infographics, social media 

content. 

 

• Middle of Funnel (MOFU) - Consideration: The prospect knows their problem 

and is evaluating different solutions. 

o Goal: Capture leads and build trust. 

o Content Types: Webinars, case studies, email newsletters, free trials, lead 

magnets (e.g., a free guide or checklist). 

 

• Bottom of Funnel (BOFU) - Decision: The prospect is ready to buy and is 

choosing between you and competitors. 

o Goal: Convert leads into customers. 

o Content Types: Demos, free consultations, sales pages, testimonials, 

discounts. 

Chapter 4 Practical Application: Funnel Content Ideation 

 

Task: Brainstorm content ideas for each stage of your marketing funnel. 

My ICA's Core Problem: _________________________ 



Funnel Stage Goal 
3 Content Ideas for My 

Business 

TOFU (Awareness) Attract & Educate 

1. 

2. 

3. 

MOFU 

(Consideration) 

Nurture & Capture 

Leads 

1. (Lead Magnet) 

2. (Email Series) 

3. (Case Study) 

BOFU (Decision) Convert & Sell 

1. (Sales Page) 

2. (Testimonial Video) 

3. (Offer: Demo/Consult) 

My "Lead Magnet" Concept: (The free, high-value item I will offer in exchange for an 

email address at the MOFU stage.) 

• Idea: _________________________ 

• Format: [ ] Checklist [ ] Short Guide [ ] Webinar [ ] Video Tutorial 

 

 

 

 

 

 



Chapter 5 - Choosing Your Channels: Where to Find Your First 100 

Customers 

With a clear message and funnel, you now need to decide where to communicate. A 

"channel" is any platform or method you use to reach your audience. The biggest 

mistake is trying to be everywhere at once, which leads to diluted effort and burnout.  

 

The "Simplified" approach is to practice channel mastery: choose one or two primary 

channels that align perfectly with where your ICA spends their time and that play to your 

strengths (e.g., if you hate being on camera, don't choose TikTok). Double down on 

these channels until you see consistent results before even considering adding another. 

 

Channels can be owned, earned, or paid. A balanced approach often uses all three. 

• Owned Channels (Your Properties): You have full control. 

o Your Website/Blog, Email List, Social Media Profiles. 

o Best for: Building long-term assets and direct communication. 

 

• Earned Channels (Publicity & Word-of-Mouth): You earn the attention. 

o PR, Guest Posting on other blogs, Social Media Shares. 

o Best for: Building credibility and reaching new audiences. 

 

• Paid Channels (Advertising): You pay to reach people. 

o Social Media Ads (Meta, LinkedIn), Google Ads. 

o Best for: Fast, targeted reach and scaling what's already working. 

Chapter 5 Practical Application: Channel Selection Scorecard 

 

Task: Evaluate and select your 1-2 primary marketing channels. 

Instructions: Rate each potential channel from 1 (Poor Fit) to 5 (Excellent Fit). 

Channel 
Where is my 

ICA? (1-5) 

Does it match my 

content style? (1-

5) 

Can I be 

consistent here? 

(1-5) 

Total 

Score 

Instagram 
    



Channel 
Where is my 

ICA? (1-5) 

Does it match my 

content style? (1-

5) 

Can I be 

consistent here? 

(1-5) 

Total 

Score 

Facebook 
    

Pinterest 
    

TikTok 
    

LinkedIn 
    

YouTube 
    

My Blog 
    

Google Ads 
    

Podcast 

(Guest) 

    

My Channel Mastery Plan: 

• Primary Channel (I will master this): _________________________ 

• Secondary Channel (I will support with this): _________________________ 

• My commitment: "I will focus exclusively on these two channels for the next 90 

days." 

 

 

 

 



Chapter 6 - Content is King: Creating Assets That Attract and 

Engage 

Content is the fuel for your marketing engine, especially in the Top of Funnel. Great 

content doesn't sell; it helps. It provides value, builds trust, and positions you as an 

authority. The goal of your content is to attract, engage, and educate your ICA, moving 

them gently down the funnel. 

 

You don't need to create entirely new, groundbreaking ideas every day. Often, 

repackaging your core knowledge into different formats (a blog post becomes a 

carousel, which becomes a video) is the most efficient strategy. Consistency and value 

always trump sporadic perfection. 

 

An effective content strategy is built on pillars and planned with a calendar. 

• Content Pillars: These are 3-5 broad topics that your brand will always talk 

about. They ensure your content is relevant and varied. 

o Example for a Fitness Coach: Pillar 1: Workout Tutorials, Pillar 2: Nutrition 

Tips, Pillar 3: Mindset Motivation. 

 

• The Content Mix: Create a balance of formats to keep things interesting and 

reach people on different platforms. 

o Written: Blog posts, social media captions, email newsletters. 

o Visual: Instagram posts, infographics, Pinterest pins. 

o Video: YouTube tutorials, Instagram Reels, TikTok videos. 

 

• The "Who, What, Where" Rule: Before creating, ask: Who is this for? What do I 

want them to do after consuming it? Where will I share it? 

Chapter 6 Practical Application: Content Pillars & Brainstorming Matrix 

 

Task: Define your content pillars and generate one month of ideas. 

Part 1: My Content Pillars 

Based on my ICA's problems and interests, my 3-5 content pillars are: 

1. 

2. 

3. 



Part 2: The Brainstorming Matrix 

For each pillar, brainstorm content ideas in different formats. 

Pillar 1 Pillar 2 Pillar 3 

Blog Post Idea 
  

Social Media Idea 
  

Video/Reel Idea 
  

Lead Magnet Idea 
  

My Content Rule: "I will create one piece of 'hero' content (like a blog post) per week 

and repurpose it into 3-4 smaller pieces for social media." 

 

 

 

 

 

 

 

 

 



Chapter 7 - Building an Email List: Why Your Inbox is Your Most 

Valuable Asset 

Social media algorithms change, and website traffic fluctuates, but your email list is an 

asset you own and control. It is a direct line of communication to your most engaged 

audience—people who have given you permission to show up in their personal inbox.  

 

An email list is the most effective way to nurture leads through the Middle and Bottom 

of the Funnel, build relationships, and drive sales. The return on investment (ROI) for 

email marketing is consistently among the highest of any channel. Building a list from 

day one is one of the smartest marketing investments you can make. 

 

Building an email list is a simple three-step process: Attract, Capture, and Nurture. 

• Step 1: Attract with a Lead Magnet: This is a free, high-value item you offer in 

exchange for an email address. It must solve one specific, pressing problem for 

your ICA. 

o Formats: Checklist, PDF guide, mini-course, discount code, template. 

 

• Step 2: Capture with a Sign-up Form: Use an email marketing service (like 

ConvertKit, Mailchimp, or Beehiiv) to create a simple form on your website, 

usually in the header, footer, or as a pop-up. 

 

• Step 3: Nurture with a Welcome Sequence: When someone signs up, don't just 

send them the lead magnet and go silent. Automate a series of 3-5 emails that 

delivers the lead magnet, provides more value, and gently introduces your paid 

offer. 

Chapter 7 Practical Application: Lead Magnet Ideation & ESP Setup 

 

Task: Define your lead magnet and set up your email marketing system. 

Part 1: The Lead Magnet 

• My ICA's #1 Quick, Solvable Problem: _________________________ 

• My Lead Magnet Idea: (e.g., "The 5-Day DIY SEO Checklist for Small Businesses") 

• Format: [ ] Checklist [ ] Short Guide [ ] Video Tutorial [ ] Template 

Part 2: The Email Service Provider (ESP) 



• The ESP I will use: [ ] ConvertKit [ ] Mailchimp [ ] Beehiiv [ ] Other: _______ 

• My Action Steps: 

o I have signed up for an account. 

o I have created a sign-up form. 

o I have placed the form on my website. 

Part 3: The Welcome Email 

 

Draft the first email you will send after someone subscribes. 

• Subject: Here's your [Lead Magnet Name]! 

• Body: 

"Hi [First Name], 

Thanks for signing up! I know you're interested in [Solving Problem], so I've 

attached your free [Lead Magnet Name] for you. 

[Link to Download] 

Over the next few days, I'll send you a few more emails with tips on how to get the 

most out of it. 

Cheers, 

[Your Name]" 

 

 

 

 

 

 



Chapter 8 - The Launch Sequence: A Step-by-Step Plan for 

Introducing Anything 

A launch is a coordinated marketing effort to introduce a new product, service, or even 

your business itself. A structured launch sequence builds anticipation, creates social 

proof, and drives a concentrated wave of sales. A common mistake is a "soft launch"—

just making something available and hoping people find it. 

 

A proper launch is a mini-campaign that guides your audience from unawareness to 

excitement to purchase over a defined period, typically 1-2 weeks. This framework is 

reusable for every new offer you create in the future. 

 

A simple launch can be broken down into five key phases that guide your audience 

through the marketing funnel. 

• Phase 1: Pre-Launch (1-2 weeks out): Build curiosity. Hint that something is 

coming without revealing details. Tease the problem it solves. 

 

• Phase 2: Announcement (Launch Day - 5): Reveal what you've built. Explain the 

features and, most importantly, the transformation. This is a value-first phase. 

 

• Phase 3: Social Proof (Launch Day - 3): Share testimonials, case studies, or 

reviews from any beta testers or early users. Let others sell for you. 

 

• Phase 4: The Offer (Launch Day - 1): Make a compelling offer. This could be a 

limited-time bonus, a discount, or access to a special community. 

 

• Phase 5: Last Chance (Final 24-48 hours): Create urgency by reminding people 

that the special offer or bonus is ending soon. 

Chapter 8 Practical Application: The 5-Step Launch Timeline 

Task: Plan a launch for your next product, service, or even your website. 

What I am Launching: _________________________ 

Launch Week: _________________________ 



Phase Day Key Message 
My Action (e.g., 

Social Post, Email) 

1. Pre-Launch 
Day 

1-4 

"Struggling with [Problem]? A 

solution is coming soon..." 

 

2. 

Announcement 

Day 

5 

"It's here! Introducing [Product] to 

help you [Achieve Outcome]." 

 

3. Social Proof 
Day 

7 

"Don't just take my word for it... 

Here's what others are saying." 

 

4. The Offer 
Day 

9 

"Get [Product] plus [Bonus] if you 

buy before [Date]." 

 

5. Last Chance 
Day 

10 

"Final 24 hours to get the special 

bonus!" 

 

 

 

 

 

 

 

 



Chapter 9 - Measuring What Matters: Key Metrics for Beginners 

You cannot improve what you do not measure. Data tells you what's working and what's 

not, allowing you to stop guessing and start making informed decisions. However, you 

can suffer from "analysis paralysis" by tracking too many metrics. 

 

The simplified approach is to focus on a handful of Key Performance Indicators (KPIs) 

that directly tie to your goals and the stages of your marketing funnel. By tracking these 

few numbers weekly, you can quickly see the health of your marketing and know where 

to invest more time or where to pivot. 

 

Your key metrics should cover the entire customer journey, from first impression to final 

sale. 

• Awareness KPIs (Top of Funnel): 

o Website Traffic: Total number of visitors to your site. 

o Social Media Reach/Impressions: How many people saw your content. 

 

• Engagement KPIs (Middle of Funnel): 

o Email List Growth Rate: The number of new subscribers per week/month. 

o Social Media Engagement Rate: (Likes + Comments + Shares) / Total 

Followers. 

 

• Conversion KPIs (Bottom of Funnel): 

o Sales/Leads: The number of primary actions taken. 

o Conversion Rate: The percentage of visitors who become customers (e.g., 

100 visitors, 2 sales = 2% conversion rate). 

 

• Overall Health Metric: 

o Customer Acquisition Cost (CAC): How much it costs in marketing to get 

one new customer. (Total Marketing Spend / New Customers). 

Chapter 9 Practical Application: KPI (Key Performance Indicator) Dashboard 

 

Task: Create a simple dashboard to track your core metrics weekly. 

My Key Metrics (Based on my funnel): 



1. _________________________ (Awareness) 

2. _________________________ (Engagement) 

3. _________________________ (Conversion) 

Weekly KPI Snapshot 

(Copy this table and fill it out every Friday) 

Week 

Of 
KPI 1 KPI 2 KPI 3 Key Insight & Action 

e.g., 

Oct 4 

500 

Visitors 

+10 

Subs 

2 

Sales 

"The blog post about X drove the most 

traffic. Write more like that." 

Analysis Prompts: 

• Which activity (e.g., a specific post, an ad) led to the best result this week? 

• What is one thing I will do differently next week based on this data? 

 

 

 

 

 

 

 

 



Chapter 10 - The 90-Day Marketing Sprint: Putting Your 

Simplified Plan into Action 

A plan is just a document unless it is executed. A 90-day sprint transforms your one-

page marketing plan into a tangible set of actions. A quarter is long enough to see 

meaningful results but short enough to stay focused and agile. This chapter is about 

creating a rhythm of execution. 

 

You will break down your high-level goals into monthly themes and weekly tasks, 

ensuring that you are consistently making progress. This disciplined approach prevents 

"shiny object syndrome" and ensures that your daily efforts are always contributing to 

your primary business goal. 

 

A 90-day plan creates focus and momentum. Each month should have a primary theme 

that builds toward the quarterly goal. 

• The Sprint Structure: 

o Month 1: Foundation & Attraction. Focus on setting up systems (email 

list, website SEO) and creating top-of-funnel content to attract your first 

visitors. 

 

o Month 2: Nurture & Convert. Focus on building your email list with a 

lead magnet and starting to nurture those subscribers with valuable 

content and soft introductions to your offer. 

 

o Month 3: Scale & Systemize. Focus on converting leads into customers, 

running a small launch or promotion, and identifying the one marketing 

activity that worked best to double down on. 

 

• The Weekly Rhythm: Dedicate one day each week to planning the next 7 days 

of marketing tasks. Batch your content creation and scheduling to be more 

efficient. 

Chapter 10 Practical Application: 90-Day Marketing Action Plan 

 

Task: Map out your marketing activities for the next quarter. 

My 90-Day Business Goal: _________________________ 



Month Primary Focus Key Projects / Milestones 

Month 1 Foundation & Attraction 

- Set up email list & lead magnet. 

- Publish 4 blog posts. 

- Post 3x/week on [Primary Channel]. 

Month 2 Nurture & Convert 

- Launch welcome email series. 

- Run a free webinar or create a case study. 

- Reach 100 email subscribers. 

Month 3 Scale & Systemize 

- Run a 1-week promotion for my product. 

- Analyze data to find my #1 channel. 

- Plan next quarter's focus. 

My First Week's Action Plan: 

• Task 1: Finalize and upload my lead magnet. 

• Task 2: Write and schedule my first 3 social media posts. 

• Task 3: Set up my KPI tracking dashboard. 

My Commitment: "I will review this 90-day plan every Monday morning to guide my 

weekly tasks." 

Conclusion 

You now have a complete, simplified marketing plan—from your core message to your 

90-day execution schedule. Remember, marketing is not a one-time event but a 

consistent practice. The framework you've built is reusable and adaptable. Return to 

your one-page plan each quarter to set new goals. 

 

Listen to your customers and your data, and be willing to pivot. Perfection is the enemy 

of progress. The most important step is to start executing. Launch your website, send 

that first email, publish that first post. Momentum builds with action. You have the map. 

Now, go build the business of your dreams. 
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