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You Don't Need to Be a Marketing Guru to

Succeed Online

Think online marketing is too complicated for your small

business? 

I have good news - 

This book gives you the essential know-how to steer your

digital marketing in the right direction.

Worried you'll get left behind because you're not a digital

expert?
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Online marketing is too technical and time-

consuming for busy SMB owners.

Myth 1: 

: You need a huge budget to compete online. Myth 2

: If you build a website, traf�c and sales will come

automatically.

Myth 3

Reality: You can achieve signi�cant results without feeling

overwhelmed by focusing on a few key strategies. 

Reality: Many effective digital marketing tactics can be

implemented on a shoestring. 

Reality: Strategic, targeted promotion is essential to driving

quali�ed leads.

The truth is that plenty of SMBs are crushing it online with

little formal marketing training.

In fact, some common myths are likely

holding you back from realizing your full

potential in the digital space:
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In this guide, you'll learn how to:

Clarify your unique value proposition to stand out from

the competition

Identify your most pro�table customers and where to

�nd them online

Map out a simple but effective digital marketing game

plan

Measure what's working and adjust for the best ROI

Consider this your cheat sheet to shortcut your way to online

marketing success; no guru status is required! 

Let's get started by �nding your "secret sauce" in Chapter 1.

Their secret? Leveraging proven principles and digital best

practices that are easy to implement.
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What makes your small business truly unique? 

The Power of Knowing Your UVP

Figuring this out, also known as your 

 (UVP), is critical to attracting your ideal

customers and growing your business online. 

unique value

proposition

It's your secret sauce - the special blend of value you offer

that sets you apart from the rest. 

But don't worry, it's simpler than it sounds!

"In a crowded market, your UVP is what makes

you stand out, resonate with your target

audience, and ultimately convert browsers into

buyers."

— Amy Porter�eld

Chapter 1: 

Clarifying Your "Secret Sauce"
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To uncover yours, ask yourself these three questions:

�. What do I offer that solves a real problem for my target

customers?

�. How do I deliver better results or experience than my

competitors?

�. Why should customers choose me over other options?

The answers reveal what makes you uniquely valuable in

your customer's eyes. That's the core of a powerful UVP.

Real SMB Examples

Need inspiration? 

Check out these small businesses with crystal clear UVPs:

Without a clear UVP, your marketing messages get lost in

the noise.
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: Stylish, affordable eyewear conveniently

purchased online

Warby Parker

: Approachable, easy-to-use beauty products for the

modern woman

Glossier

: Sustainably-sourced, ultra-comfy shoes for

everyday adventures

Allbirds

See how they emphasize their unique strengths to stand

out? 

Your UVP Brainstorm:

Take 5 minutes now to jot down what your customers value

most about your business. 

Now it's your turn!

Distill those insights into a clear, concise statement of your

UVP.

What makes you different and better than the

alternatives?
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For example: "

"

My pet grooming salon helps busy dog

owners keep their pups looking great by providing

convenient mobile grooming with all-natural products.

Once you've nailed your UVP, weave that "secret sauce" into

all your online marketing to attract more of your best

customers. 

Chapter 2: Identifying Your Most Pro�table

Customers

Want to double your online marketing ROI fast? 

Then trying to appeal to everyone. stop 

The  to focus on your ideal, most pro�table customers.

But how do you �gure out exactly who they are? 

key is

Here's a simple process to nail your perfect customer pro�le.

In Chapter 2, we'll dive into how to identify exactly who

those ideal buyers are.
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The Fastest Path to Marketing ROI

Imagine two �shing boats:

 casts a wide net, catching all types of �sh but also

pulling in old tires, seaweed, and driftwood. Sorting through

the mess takes forever.

Boat A

 uses a targeted approach, �shing only in spots

teeming with the speci�c �sh their customers crave. Overall,

they catch fewer �sh but end the day with more pro�ts and

less hassle.

Boat B

That's the power of knowing your ideal customer. 

By targeting your digital marketing to those most likely to

buy and bene�t from your offerings, you dramatically

increase your ROI while decreasing wasted time and money.
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To zero in on your "Boat B" buyers, look at your current

customer base and ask:

�. Which customers generate the most revenue and pro�t with

the least hassle?

�. What common characteristics do they share? Consider

demographics like age, location, income and

psychographics like interests, values, and lifestyle.

�. Which of your products or services do they value most and

why?

For example, a boutique wine shop might �nd their ideal

customers are af�uent professionals aged 35-55 who

prioritize quality, exclusivity, and expert guidance in their

wine buying. They tend to purchase high-margin reserve

bottles for special occasions and appreciate the shop's

weekly tastings and wine club.

How to Determine Your Ideal Customer

Pro�le
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Now, turn your ideal customer pro�le into a detailed avatar

—a �ctionalized but research-based representation of your

target buyer. 

The more vivid your avatar, the easier it is to create

marketing messages that resonate, offer products they'll

love, and attract more people just like them. So feel free to

get speci�c!

Your Turn: 

Ideal Customer Sketch

Take 10 minutes now to jot down everything you know about

your best customers. 

Give them a name, sketch out their typical day, and note

their goals, challenges, and objections to buying.

Crafting Your Perfect Customer Avatar
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The clearer you get on who your ideal customers are, the

easier it is to �nd and woo them online.

Chapter 3: 

Mapping Your Customer Journey

Want to unlock a marketing superpower that will help you

attract, convert, and retain more of your ideal customers? 

What patterns emerge? Distill those insights into a clear

one-paragraph pro�le of your ideal customer. Bonus points

for creating a detailed avatar!

In Chapter 3, you'll map out their typical journey to buying

from you.

Then, it's time to map out your customer journey.



Page 14

adwaycreative.bg

Your customer journey is the complete sum of the

experiences your customers have when interacting with

your company and brand. 

It encompasses all the touchpoints they have with you, from

�rst becoming aware of your business to engaging with your

marketing to purchasing your products or services to

hopefully becoming a loyal, referring fan.

Your customer journey map is the key to gaining that deep

understanding.

"The aim of marketing is to know and

understand the customer so well the product or

service �ts him and sells itself."

— Peter Drucker

The Critical Marketing Asset 

Most SMBs Neglect
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Yet, in my experience, the customer journey is one of the

most neglected marketing assets, especially among small

businesses. 

Documenting your customer journey, including their

motivations, questions, and emotions at each stage, 

you empathize with your ideal buyers and create marketing

that resonates. 

helps

You'll no longer be guessing or pushing unwanted

communications. Instead, you'll be attracting customers by

providing value each step of the way.

They spend tons of time and money trying to promote their

offerings without investing in truly understanding their

target customers' world. 

It enables you to craft the right messages, offer the right

information, and provide the right experience at the right

time. 

This is a big mistake.
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Quick Steps 

to Document Your Customer Journey

Mapping your customer journey doesn't have to be a

massive, months-long project. 

�. Create a template with your major customer journey stages.

These might include Awareness, Consideration, Purchase,

Service, and Loyalty.

�. Under each stage, list the touchpoints where customers

interact with your business (e.g., social media, website, sales

call, point of purchase, customer service, etc.).

�. For each touchpoint, note:

Start with a simple, hypothesis-based map that you re�ne

over time as you gather real customer data. 

Here's how:
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Your customer's goal at that stage

Questions they are looking to answer

information they need to move forward

Emotions they are likely feeling

Obstacles that could prevent them from moving to the

next stage

Identify gaps where you do not adequately support the

customer at key stages. 

Over time, enhance and re�ne your map with actual

customer data from surveys, interviews, and behavioral

analytics.

Make an action plan to close those gaps.
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For example, a boutique wine shop owner might learn

through journey mapping that potential customers in the

Consideration stage are seeking trustworthy

recommendations on the best wine to pair with certain

foods. She could close that gap by providing a free wine

pairing guide on her website to help educate prospects and

move them closer to purchase.

Optimizing Your Key Touchpoints 

for Conversions

With your documented customer journey in hand, you can

now optimize your marketing touchpoints to provide a

smoother, more seamless experience that ushers people

from one stage to the next.

Look for opportunities to:
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For example, the wine shop owner might provide an

exclusive �rst-time customer discount on the thank you

page after someone downloads her pairing guide. She could

then follow up with an educational email series about

selecting great wines, leading to a personalized consult

offer. By providing the next logical step at each touchpoint,

she paves a smooth purchase path.

Continuously gather feedback and behavioral data as

customers interact with your brand. Then,  those insights

to further optimize your customer journey over time.

use

Proactively answer common questions and objections

Surface relevant information and offers based on their stage

Eliminate points of friction or confusion

Gather voice of customer feedback

Measure conversion rates between stages and test

improvements

Pretty soon, you'll be delighting buyers at every step and

reaping the rewards of more sales and loyalty.
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Your Turn: 

Quick Customer Journey Sketch

Take 10 minutes to sketch out a simple map of your

customer's journey with your business. 

Chapter 4: 

Choosing Your Essential Marketing

Channels

With so many marketing channels available today, it's easy

for small businesses to fall into the trap of trying to do too

much too soon. 

But when you're just starting out, less is de�nitely more. 

Note their key goals, questions, and emotions at each stage.

Identify 1-2 gaps or opportunities to improve their

experience and brainstorm quick wins to implement this

week.
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How to Avoid the 

#1 Marketing Mistake SMBs Make

Another major marketing mistake I see small businesses

make is not choosing the right marketing channels for their

audience and offerings. 

The result? 

They spread themselves too thin across too many channels,

and their messaging gets diluted and disjointed. 

They struggle to generate meaningful results from their

scattered efforts, and they waste a lot of time and money in

the process.

They assume they need to be on every hot new platform,

even if their ideal customers aren't active there. 

Or they blindly copy their competitors' channel mix without

considering their own unique context and goals.

The key is to  core channels that give you the

best bang for your buck.

focus on a few
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Don't let this happen to you. 

The "Easy as PIE" Method 

to Prioritize Your Channels

So, how do you decide which channels deserve your

attention? 

I teach my clients the "PIE" framework to help them

prioritize:

Be intentional and strategic about which marketing

channels you focus on, especially in the early days. 

Go where your target buyers are already gathering, and

double down on the channels most likely in�uencing their

purchasing decisions for your speci�c offering.
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: How many ideal customers can you realistically

reach through this channel? 

Potential

The more, the better.

: How much in�uence will this channel likely have on

your customer's buying decision? 

Impact

Prioritize high-impact channels.

: How easy is it for your business to get up and running

on this channel? 

Ease

Consider your team's capabilities and bandwidth.

Score each viable marketing channel on a scale of 1-5 for

Potential, Impact, and Ease. Channels with the highest total

PIE score should be your top priority.

For example, a local wedding photographer might rate

Instagram a 5 for Potential (most brides are on there), 4 for

Impact (strong visual in�uence), and only a 2 for Ease (it

takes time to build a following). Her PIE score for Instagram

would be 11. In comparison, Facebook might score a 15

(5+5+5) if she has an existing business page with strong

reach and engagement. So, she'd prioritize growing her

Facebook presence �rst.
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3 Low-Hanging Fruit 

Campaigns to Start With

Once you've chosen your core channels, it's time to start

experimenting with marketing campaigns and content. 

But again, the key is to keep it simple and focused when

you're starting out. 

Begin with a few "low-hanging fruit" campaigns that are

relatively easy to execute but can generate quick wins:
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�.  showcasing your expertise, customer

success stories, and behind-the-scenes of your business.

Focus on providing value, not just promoting your offerings.

Social media content

�.  content and guides that answer

your target customer's burning questions and establish your

authority. 

Promote these resources across your social channels.

Search-optimized blog

�.  to your existing leads and

customers. Segment your list based on interests and

behaviors, and send relevant, personalized communications

that nurture them over time.

Targeted email marketing

As you build momentum with these foundational

campaigns, you can layer on more advanced tactics like

paid advertising, in�uencer partnerships, and live events. 

Remember, success in marketing is not about doing

everything; it's about doing the right things with relentless

focus and consistency.

But initially, just focus on consistently executing a few core

plays really well.
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Chapter 5: 

Measuring What Matters Most

You've clari�ed your unique value prop, identi�ed your ideal

customers, mapped out their journey, and chosen your

essential marketing channels. 

By mapping your customer journey, prioritizing your PIE

channels, and starting with a few key campaigns, you'll be

well on your way to attracting your ideal buyers and

growing your business without all the overwhelm.

 But there's one more critical piece of the puzzle:

measurement.

Congrats - you're well on your way to digital marketing

success! 
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When it comes to marketing metrics, it's easy to get

overwhelmed. 

But you don't need to track everything - just a few key

numbers that re�ect the health and growth of your business:

: The number of visitors coming to your site

each month. Use Google Analytics to easily track this.

Website traf�c

: How many people are giving you their contact info

and expressing interest in your offerings? This could be form

�lls, email signups, or phone calls.

Leads

: The number of buyers you're generating from

your marketing efforts. The ultimate measure of success.

Customers

: The percentage of website visitors

turning into leads and leads turning into customers. Small

increases here can have a big impact.

Conversion rates

: How much you're

spending on marketing and sales to get a new customer.

Make sure this is less than the lifetime value of a customer!

Customer acquisition cost (CAC)

The Key Numbers 

Every SMB Owner Must Know



Page 28

adwaycreative.bg

By regularly monitoring these metrics, you'll know if your

marketing is working and where to focus for improvement. 

"What gets measured gets managed."

— Peter Drucker

Creating Your 1-Page 

Marketing Dashboard

Keeping track of your key metrics doesn't have to be

complicated. 

I recommend creating a simple one-page "dashboard" with

your critical numbers that you update each week.

Here's how:

�. List your key metrics down the left side of the page

�. Create columns for your target metric and your actual

metric each week

�. Include a column for notes to jot down insights and ideas

�. Review and discuss with your team weekly to stay on track
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This dashboard keeps your most important data front and

center so you can make informed decisions. 

Data is only useful if it's seen and acted upon consistently.

Cutting Your Learning Curve 

With Expert Resources

Hang it on the wall or put it on the �rst slide of your

marketing meeting each week. 

Even with the right metrics, it can be hard to know if you're

on the right track with your marketing.

Two ways to accelerate your learning:
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None of us can afford to be blind in our marketing.

Conclusion: 

Turning Your Online Marketing Into 

Your Unfair Advantage

By measuring what matters, keeping our key data visible,

and tapping into expert wisdom, we can adapt and improve

our approach continually. 

We've covered a lot of ground in this guide. Let's recap the

key lessons:

Now, let's bring it all together for your next steps.

: Connect with a fellow business owner or

marketer who has been in your shoes and can offer

guidance. Buy them coffee and pick their brain regularly.

Find a mentor

: Bring in an outside consultant or agency

to audit your efforts and make recommendations. Choose

someone who understands your business and has achieved

results for similar companies.

Engage an expert
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By  these timeless principles, any SMB can punch

above their weight and turn their online marketing into a

major competitive advantage.

applying

�. : You don't have to be a

marketing expert to succeed wildly online. You just need to

focus on a few core things.

Embrace the right mindset

�. : Know what makes you unique

and valuable in your customer's eyes. Everything else �ows

from this.

Clarify your secret sauce

�. : Go deep to understand their

world and focus relentlessly on attracting more people just

like them.

Obsess your ideal customer

�. : Understand each

step of your customer's path to purchase and ruthlessly

optimize it to drive results.

Map the journey and the destination

�. : Identify your highest-impact

marketing channels and focus your limited time and

resources on them.

Double down on what works

�. : Keep your key metrics front

and center to track progress and spot issues early. Test and

iterate constantly.

Measure, rinse, and repeat
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But don't just take my word for it - check out these success

stories:

The secret to success for these SMBs wasn't some fancy new

tactic—it was a relentless focus on the fundamentals. 

 used targeted Facebook ads and

retargeting to double their online sales within 6 months.

They're now expanding to 12 new states.

Bee's Knees Food Co.

 grew their web traf�c by 250% and

leads by 500% in a year by publishing helpful content for

their ideal customers. They've since hired 5 new employees

to keep up with demand.

Ascent Accounting

 quadrupled its email revenue by segmenting

its list and sending personalized product

recommendations. Email now generates 30% of their total

sales.

Luxe Jewelry

And now you have the same roadmap.

So here's my challenge to you: 
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Iliya Avramov 

CEO and Founder, AdwayCreative

Pick  you learned from this guide and apply it in

your business today—not next week, not next month—today.

Because that's how real change happens: one small step at a

time.

one thing

I'm here to help however I can. 

So, let's get out there and make it happen. 

Your unfair advantage awaits!

Call me, email me, grab some time on my calendar - this is

what I live for. There's nothing that energizes me more than

helping an entrepreneur take their business to the next level.
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AdwayCreative is a full-service digital marketing agency

based in So�a, Bulgaria that specializes in helping small and

medium businesses grow online.
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