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3 Agenda

Introduction

Understanding your Target Audience

THE THINK MATRIX

Building your Unique Value Proposition

Bringing them together
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Understanding
Your Target
Audience













THINK



THINK
before
THINGS










LITERALLY
ANYONE

NICE PEN







75%

MARKETERS DON'T
KNOW THIS









8 GROUP  (segmentation)

CHOOSE (targeting)

ENGAGE (positioning)



Before STP

£1K pm on LinkedIn Ads
£1.5K pm on FB Ads

~30 leads pm
~1 sale pm

-58% ROI

After STP
£500 pm on LinkedIn Ads

~90 leads pm
~9 sales pm

445% ROI



THE
THINK
MATRIX

(meaningful x actionable grid)




Organic Premium

Regular

Online shoppers Both

ANYTHING

XXX,000
households

ONLINE REGS E£XXX'm
value

XXX,000
households

£XXXm
value

. LEXXX m value $

In-store shoppers

SHOW-OFF SHOPPERS
XXX,000 households

£ XXX m value

' INSTORE ORGANICS

XXX,000 households
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. G RO U P (segmentation)

Divide up the market into groups with
shared characteristics
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TYPE
(Just write, we’ll filter in the next columns)

Howme Location

Life stage
work Location

Age

Diet

Y

Household income
Preferved mode of transport
Age of Rids at home

Digttal awareness

HERO
/10

°

|IH'HHH|HHII

IDENTIFY
/10

NUMBERS
/100

1]

o

H W ® ©
|IH|IHHIHHII



<10 miles
from shop

11-50 miles
from shop

TYPE HERO IDENTIFY | NUMBERS
m\he next columns) /10 /10 /100
Howme Location 10 9 90
= 10 g go
work Location 9 -4 2
Age g g o4
Diet > 2 &3
Pets 9 & 54
Household income & g 48
Preferred mode of transport 6 6 36
Age of Rids at home F 5 35
Pigital awareness 4 4 16

51+ miles
from shop



Student

Young
family

TYPE HERO IDENTIFY | NUMBERS
(Just write, we'll filter in the next columns) /10 /10 /100
Hpmeteoation 10 39 90

< Life stage& 10 g go
~verR Tocation 9 g )
Age g g o4
Diet > 2 &3
Pets 9 & 54
+Household tncome &6 g 48
Preferred mode of transport & & 36
Age of Rids at home 7 5 35
Pigital awareness 4 4 16

Retired



CHOOSE (targeting)

Choose the most profitable / strategic /
meaningful target group




Organic Premium

Regular

Online shoppers Both

ANYTHING

XXX,000
households

ONLINE REGS EXXXm
value

XXX,000
households

£XXXm
value

In-store shoppers

SHOW-OFF SHOPPERS
XXX,000 households

£ XXX m value

! IN,S:E&).RE oRGAl\!!i:s

XXX,000 households

. L EXXX mvalue!
50 50)
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Organic Premium

Regular

Online shoppers Both

ANYTHING

XXX,000
households

ONLINE REGS EXXXm
value

XXX,000
households

£XXXm
value

In-store shoppers

SHOW-OFF SHOPPERS
XXX,000 households

£ XXX m value
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- INSTORE ORGANICS

XXX 000 households
cﬁ(xx m .vame.t
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Organic Premium

Regular

Profitable
Targetable
Trackable

Online shoppers Both In-store shoppers

SHOW-OFF SHOPPERS

TOP END ONLINE
XXX,000 households
XXX,000
Holiseholds £ XXX m value
£300(m ANYTHING Brand
value . . H
% A INSTORE ORGANICS  BUYER ORGANICS a I | gn S
households XXX,000 households | XXX,000 households

B My £30XXm value
ONLINE REGS £X):Xm ‘ valt ‘
value

XXX,000
households

£ XXX m
value




Organic Premium

Regular

Customer profiles

Online shoppers

ToP END ONLINE /'

XXX,000
households

value

ONLINE REGS

XXX,000
households

£ XXX m
value

In-store shoppers

SHu V-OFF SHOPPERS
XXX,0: 7 households

£ XXX m value

ANYTHING
XXX.000 BUYER ORGANICS
households XXX,000 households XXX,000 households

' INSTORE ORGANICS

£XXX m . ©£XXXm value £ XXX m value
value




Organic Premium

Regular

Online shoppers Both

ANYTHING

XXX,000
households

ONLINE REGS EXXXm
value

XXX,000
households

£XXXm
value

In-store shoppers

SHOW-OFF SHOPPERS
XXX,000 households

£ XXX m value

i i
- INSTORE ORGANICS

XXX 000 households
cﬁ(xx m .vame.t
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ENGAG E (positioning)

Position your product/service in a way
that engages your target



e SEO themes

e Social posts

e Email subject lines
e Content types

e Engaging stories

e Visual / audio style
e etc etc etc




G RO U P (segmentation)

Divide up the market into groups with
shared characteristics

CHOOSE (targeting)

Choose the most profitable / strategic /
meaningful target group

ENGAG E (positioning)

Position your product/service in a way
that engages your target







THINK
before
THINGS




Building your
unique value
proposition (UVP)




Unique value proposition (UVP)

A clear, concise statement that explains the specific
benefits of a product or service, highlighting how it
solves customers' problems and differentiates itself
from competitors



LIFE CHANGING

SOCIAL IMPACT
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[THIS]
[THIS AUDIENCE]
[THE ALTERNATIVE/COMPETITION]
[DO THIS UNIQUE THING]

[THIS AUDIENCE]
[OUTCOME]
[OUR WAY OF DOING THINGS]
[TYPICAL THING AUDIENCE HATES]
[TYPICAL TIMESCALE]



[THIS]
[THIS AUDIENCE]
[THE ALTERNATIVE/COMPETITION]
[DO THIS UNIQUE THING]

[THIS AUDIENCE]
[OUTCOME]
[OUR WAY OF DOING THINGS]
[TYPICAL THING AUDIENCE HATES]
[TYPICAL TIMESCALE]

WE HELP B2B SME LEADERS

GET BETTER RESULTS FROM (UNBOLLOX) THEIR
MARKETING

STOPPING WASTED TIME AND MONEY
ON INEFFECTIVE CAMPAIGNS

BY REALLY UNDERSTANDING THE MARKET FIRST,
TO GET CLARITY ON WHO, WHERE AND HOW TO TARGET



[THIS], [THIS AUDIENCE] AND UNLIKE [THE
ALTERNATIVE/COMPETITION] WE [DO THIS UNIQUE THING]

INDIVIDUAL / PAIRS

wo r k o n a U I fo r [THIS AUDIENCE] 70 [OUTCOME] USING [OUR WAY OF
DOING THINGS] [TYPICAL THING AUDIENCE HATES]

[TYPICAL TIMESCALE]



[THIS]
[THIS AUDIENCE]
[THE ALTERNATIVE/COMPETITION]
[DO THIS UNIQUE THING]

[THIS AUDIENCE]
[OUTCOME]
[OUR WAY OF DOING THINGS]
[TYPICAL THING AUDIENCE HATES]
[TYPICAL TIMESCALE]



[THIS]
[THIS AUDIENCE]
[THE ALTERNATIVE/COMPETITION]
[DO THIS UNIQUE THING]

[THIS AUDIENCE]
[OUTCOME]
[OUR WAY OF DOING THINGS]
[TYPICAL THING AUDIENCE HATES]
[TYPICAL TIMESCALE]






Bringing your
THINK MATRIX
& UVP together




Online shoppers Both In-store shoppers
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Organic Premium

Regular

Online shoppers

ONLINE REGS

ANYTHING

households

In-store shoppers

SHOW-OFF SHOPPERS

oo

XXXiODU househglds




Organic

Regular

In-store shoppers

- h o Independents

oo Large chains
) e Pop-up shops

£XXXm

vaiue BUYER ORGANICS D 0 g S h 0 W S

XXX,000 households

£ XXX m value etc

TRADITIONAL SHOPPERS
XX¥,000 households

£ XXX m value

And what about...
Partners

Referrers
Collaborators
etc




In-store shoppers

Independents
Large chains
Pop-up shops
Dog Shows
etc

And what about...
Partners

Referrers
Collaborators
etc

[THIS]
[THIS AUDIENCE]

AND UNLIKE [THE
ALTERNATIVE/
COMPETITION]

[DO THIS UNIQUE
THING]

[make relevant for
that market group/
partner/ etc]



Wrap Up




3 What are you going to do?

*GOAL
*PLAN
*ACTION



3 What are you going to do?

*GOAL
*PLAN
*ACTION



. Business .
PONOKS See us in
the hall

emma@
business-bollox.co.uk




. Business .
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¥4, Take ACTION!
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