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ABSTRACT  
 
Purpose – The purpose of this project is to conduct research on behalf of a start-up 
client and explore whether there is a business case to supply digital marketing training 
to help micro SME exploit digital marketing technology. 
 
Design/methodology/approach – A literature review was conducted to explore the 
current understanding of the opportunities and barriers surrounding digital marketing 
adoption by small and medium sized enterprises (SMEs). A market place analysis was 
completed to explore the revenue opportunity within the marketplace, assess the 
competitive landscape and choose a competitive strategy for the start-up. 
 
The project adopts a qualitative approach, using an online location for focus groups 
and using Facebook groups as research instruments. A purposive sample from a 
population of seven hundred and eight seven therapists was extracted from a database 
of professional therapists owned by the start-up.  This purposive and criterion based 
sample is representative of the customer segment the start-up wishes to serve, namely 
micro SMEs operating within the health and wellness sector of the economy. 
 
Findings – Primary research findings discovered that micro SMEs working in the 
health and wellness sector experience similar difficulties surrounding marketing as 
other SMEs, namely owner attitude, financial pressure and time constraints.  However 
the study expands the current literature by demonstrating that micro SME therapists 
experience further difficulties surrounding digital marketing adoption. These further 
difficulties are based on three interrelated themes firstly a lack of trust of marketing 
experts and secondly the need for proof of effectiveness before investing in digital 
marketing training and thirdly the need for technical support as an adjunct to digital 
marketing training. 
 
Research limitations/implications – The primary research undertaken is qualitative 
and exploratory in nature and therefore the findings are not generally applicable to the 
wider SME population.  Additionally, the data originates from one purposive database 
of therapists the majority of which are geographically located within Ireland.  
Therefore the research context and the dataset limit the general application of the 
results to a wider population of therapists outside of Ireland.   However, the findings 
do represent an important starting point from which to develop a customer centric 
value proposition, customer analysis and a product differentiation and pricing strategy 
for the start-up.   
 
Further research – A new theory to explain micro business owners reluctance to 
adopt digital marketing begins to emerge from the findings.   The importance of 
mindset and the need for trust and proof of effectiveness before investing in digital 
marketing training became evident.  Further research will be necessary to determine if 
these additional barriers are applicable to a broader micro SME population. 
 
Digital marketing strategy – Findings from the primary research are used to develop 
a tactical strategy that is focused on launching the brand and acquiring new customers 
through content marketing. The recommended digital marketing strategy for the start-
up uses the SOSTAC and RACE framework (Chaffey and Smith, 2013) to ensure 
compliance to industry best practice. 
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CHAPTER 1:  INTRODUCTION, SCOPE AND PROJECT OBJECTIVES  

 

1.1.  INTRODUCTION TO THE START-UP 
 

The start-up is a small digital marketing training business being developed by an 

entrepreneur Susan Wallace.  Susan is a professional therapist trainer who has taught 

clinical hypnotherapy to diploma level in Ireland and the UK.  As a result of the 

recent recession Susan discovered her micro SME business did not have the 

marketing skills with which to withstand the recession.  Due to the failure of her own 

business she began to realise that there was a gap in the skill-set of professional 

therapists. 

 

Therapists are well trained in helping people overcome their challenges and 

achieve their goals, however, they seldom receive any kind of training in how 

to get clients in the first place.  As a result of this many therapists fail to 

realise the true value of their therapy skills or obtain the financially security 

they need from their careers. (Interview with Susan Wallace, 2015) 

 

This research project is concerned with exploring a start-up business idea to launch 

digital marketing training courses to help micro SMEs grow their business through 

online channels.  The start-up did not have a suitable name or brand and helping to 

develop a brand became an essential part of this project.  The owner of the start-up 

has worked within the health and wellness sector for 22 years and is relatively well 

known within the industry.  The primary market segments are therapists, coaches and 

consultants working within the health and wellness sector.  The reason for choosing 

this niche within the SME population is because of the ease of access the owner has to 

the market.  Strategic partnerships can be more easily formed due to her knowledge of 

the industry.  Additionally the industry is experiencing strong growth globally and 

locally in Ireland and the UK (Euromonitor International (3), 2010). 

 

The start-up idea is to offer training courses that will teach micro SMEs how to 

implement a semi-automated digital marketing strategy that is focused on reaching 
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their market segments, building awareness of their brand and increasing their 

customer numbers through digital channels. 

 

1.2. OVERALL PURPOSE 
 

The overall purpose of the project is to undertake primary and secondary research to 

help the start-up choose a competitive strategy by which to enter into the micro SME 

training marketplace.  Furthermore it aims to help the start-up differentiate itself by 

establishing the uniqueness of its value proposition. This information in turn will help 

to develop a brand brief to enable the start-up to develop a brand so that a digital 

marketing strategy can be recommended to the start-up. 

 

The recommended digital marketing strategy will be focused on helping it gain a 

strong foothold within the micro SME training sector.  This objective will be 

supported by primary and secondary research and analysis.   

 

The research commences with a literature review to examine what is currently known 

about SMEs and digital marketing.  Barriers to adoption became evident and themes 

begin to develop surrounding men, money and minutes  (3Ms) and owner reluctance 

also became apparent. 

 

Gaps within the literature are discussed.  In particular the suggestion by Taiminen and 

Karjaluoto (2015) that there is a need to offer digital marketing training to the wider 

SME population is explored.  The research question is refined and the primary 

research aims are established.  

 

An industry review is conducted to establish the revenue opportunity in the 

marketplace for the start-up.  Competitor analysis is undertaken to assess market 

viability, develop a competitive strategy and a unique value proposition through 

relevant points of differentiation.  The start-up was subjected to a PESTLE analysis.  

An eSWOT analysis was conducted to help define opportunities and threats in the 

marketplace and develop clarity on the strengths and weaknesses of the start-up. 
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1.3. RESEARCH QUESTION 
 

The industry analysis is supported by conducting primary research to explore if there 

is a need for digital marketing training to help micro SMEs exploit digital marketing 

technology and additionally to learn more about their thoughts, feelings and attitudes 

towards digital marketing and digital marketing training. 

 

1.4. RESEARCH OBJECTIVES 
 

The research question has two specific objectives.  Firstly, to gain a level of 

understanding surrounding the barriers to adopting digital marketing by micro SMEs 

working in the health and wellness sector of the economy and to explore their 

attitudes towards digital marketing training. 

 

Secondly to identify if there is a need for digital marketing training for micro SMEs 

and whether they would be willing to invest in a digital marketing course.  Two 

serious issues arose from the analysis namely a lack of buyer readiness and an 

incumbent advantage.  These insights provided the market intelligence required to 

realise that a customer acquisition strategy through offline and online channels would 

be necessary if the business was to become financially viable. 

 

Additionally the lack of buyer awareness caused the start-up to reconsider its value 

proposition and to recognise that a digital marketing training course would not be 

sufficient to make the start-up financially viable.  This insight proved timely and 

invaluable as the information was used to develop a branding brief that could be used 

by an external branding agency to develop a brand identity for the start-up.  
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1.5. DESCRIPTION OF THE STUDY 
 

The research objectives are exploratory in nature and a qualitative research 

methodology was chosen.   

 

A non-probability population of micro SME therapists was selected from a purposive 

sample.  Focus groups were selected as the research instrument and they were 

conducted in an online location of strategic importance for the start-up, namely 

Facebook and were conducted until a point of saturation was reached.  Focus group 

questions items and themes emerged from the literature review, industry analysis and 

the business objectives of the start-up.  Additionally a short video describing the 

proposed digital marketing training course was used to gather feedback from 

participants.  

 

Data analysis was conducted through manual processing of data. A new descriptive 

theory that may help explain the relatively low adoption of digital marketing by micro 

SMEs began to emerge. Namely therapists are reluctant to learn digital marketing 

because of a lack of trust of marketers, a lack of mindset and a need for proof of 

effectiveness before investing. 

 

1.6. LIMITATIONS 
 

This is a qualitative research study conducted online with a small purposive sample 

therefore the research is not exhaustive nor can it be realistically generalised within 

the overall SME population.  What emerges is that micro SMEs are most likely 

experience additional difficulties when adopting digital marketing technology and it is 

unlikely that these additional difficulties are transferable outside of that niche sector.   

 

1.7. DIGITAL MARKETING STRATEGY 
 

A digital marketing strategy is recommended that is focused on three key areas; firstly 

launching the brand, secondly educating key customer segments on the need for 

strategic marketing to help them build a successful client base.  Educational content 
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marketing such as webinars and video courses are recommended.  Thirdly, to develop 

a strategy to use content assets to acquire customers and meet the financial objectives 

of the start-up for the first year of trading. 

 

1.8. CONCLUSION 
 

The findings represents a significant opportunity for the start-up to develop highly 

specialised digital marketing training for micro SMEs working within the health and 

wellness sector.  However there is currently a significant lack of buyer readiness that 

has to be addressed if financial viability and market share is to be achieved in the 

long-term. 

 

The Irish market is small therefore the start-up is focused on launching in both Ireland 

and the U.K. To achieve long-term financial viability marketplace research 

demonstrates that there is a need to address the incumbency advantage by forming 

strategic alliances and using personal and network marketing.  This off-line marketing 

strategy will be pursued by the owner and will not form part of this consultancy 

project.  However, the recommended digital marketing strategy will support these 

offline marketing objectives. 

 

Therefore this project brief is confined to assisting the start-up to develop a digital 

marketing strategy for the first year of business and to meet realistic financial goals 

for the first year of trading.   
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2. LITERATURE REVIEW 

 

2.1 BACKGROUND 
 

The aim of this chapter is to help the start-up gain insights and understanding about 

what is currently known about SMEs behaviors, barriers and attitudes towards digital 

marketing and to understand what research gaps exist in the body of knowledge that 

will need to be explored through primary market research to help the start-up develop 

competitive digital marketing strategy and a unique online value proposition that 

meets the unmet needs of its target markets. 

 

2.2 INTRODUCTION TO THE SME ECONOMY  
 

There are many barriers preventing widespread adoption of marketing by SMEs.  

However, before examining those issues it is important to define a SME. The 

European Commission defines a Small and Medium Sized Enterprise as an enterprise 

that employs less than fifty persons and has an annual turnover or a balance sheet total 

that does not exceed €10million (EC, 2003)  

2.3 POINTS OF CONTENTION WITH THE SME MARKETING 
LITERATURE 
 

Most of the current research acknowledges that marketing for SMEs requires an 

approach that is different than marketing for larger companies and there is widespread 

agreement in the literature that it is not just a case of scaling down (Hill 2001, 

Gilmore et al. 2006, Parrott et al 2010, Reijonen 2010). 

 

However, Carson’s (1993) and Gilmore and Carson. (1999) note that SMEs lack 

conformity to conventional marketing and contend that this in part due to a lack of 

finance, lack of time and lack of specialist knowledge rather than a need for a 

different approach.  Additionally Carson (1993) asserts that this lack of knowledge, 

and other factors does not mean that SMEs cannot conform to conventional marketing 

practice.   
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The arguments concerning whether SME marketing should just be a scaled down 

version of marketing for larger companies merits exploring to help the start-up gain 

the intelligence and knowledge it needs to make strategic decisions regarding the 

online value proposition and points of differentiation within the marketplace. 

 

Much of the literature argues that the marketing requirements of SMEs are 

considerably different from that of large corporations.  Reijonen (2010) argues that 

the theories of traditional marketing cannot be applied to SMEs.  This argument is 

strengthened by Parrott et al. (2010) who argue that best practice developed out of 

marketing theory but that this is seldom achieved by SMEs.   

 

Building upon Carson’s theory (Carson 1993, Gilmore and Carson 1999) 

Longenecker et al (2003) believe that SME marketing is similar to marketing for 

larger companies.  Their study goes so far as to develop a marketing communication 

theory for SMEs that is concurrent with the theory for larger organisations.   They 

point out that there are only three major points of difference that place constraints on 

SMEs.  What is insightful is that they illustrate the potential advantages in those 

points of difference. 

 

1. Regarding a lack of resources, particularly budgetary constraints they suggest 

that this causes SME communications to become intensely focused.   

2. Regarding owner/manager reluctance they demonstrate that owner/managers 

have specialist knowledge of customers and the customers have an expectation 

of receiving communications direct from the owner/manager and thus 

owner/managers have a unique opportunity to develop more personalised 

communications.   

3. Lastly, their research describes how SMEs have a potential limited impact on 

the market place but their findings points state that this is simply because of 

their limited resources and lack of budget and not because they require a 

different marketing approach then larger companies.   

 

Point one and two highlight that there is mindset that micro SMEs need to adopt if 

they are to avoid feeling overwhelmed by the complex process of marketing (Keller, 
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2001).  Point three highlights the need for research to determine if there is a need for a 

different approach to SME marketing and whether the start-up should teach standard 

marketing or provide marketing training that is tailored to the unique needs of SMEs.  

 

The authors research question ‘is there a need for training to help micro SMEs exploit 

digital marketing technology?’ gains some support indirectly through the SME 

literature.  In particular, Gabrielli and Balboni (2010) quantitative survey of SMEs in 

Italy specifically address this point. Their research question was to determine if SMEs 

are able to implement a general integrated marketing communications programme 

that aligns their ‘messages, activities, organisational processes and goals’ (p 276).  

The findings support the research argument that SME marketing is different from 

larger corporation marketing.  Furthermore, their analysis and findings help identify 

the gap between theory and practice.  Additionally their findings go someway to 

contradict Carson’s (1993) point of view that SMEs can communicate adequately 

through interpersonal channels such as networking.   

 

Furthermore Longenecker et al’s (2003) contest Carson’s findings and conclude that 

limitations are not only restricted to budget but there are also issues surrounding lack 

of integration, lack of marketing communications awareness and failure to adopt a 

marketing communications strategy.  

 

Conclusion to the points of contention  
 

The author asserts that SME marketing requires additional research and attention by 

the academic community because much of the available literature had become 

outdated specifically with the introduction of web 2.0 and emerging digital 

technologies.  Additionally further research is required to help strengthen the essential 

economic contribution SMEs make to the growth of the economy. 

 

It also becomes clear from the literature reviewed that much of the research cannot be 

generalised across all SME businesses.  This is due to the diversity within the range of 

SME businesses.   This assertion made by the author is explained somewhat by El-

Gohary (2010) who comments on the difficulties generalising on the findings when 

SME digital marketing research is undertaken.  He points out that this is because 
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many of the current research papers are based on smaller, geographically limited, 

qualitative case studies.  Likewise quantitative research is limited.  This is often 

because of factors such as datasets from localised geographical areas, insight-based 

case studies, small datasets and restrictions in the age and maturity of the small 

businesses researched.  El-Gohary proposes the need for a deeper insightful 

understanding of the processes, attitudes and barriers to entry that exists on a micro-

level.  

 

Therefore primary research on the specific market segments for the start-up will help 

to determine whether marketing for micro SMEs can in fact be a scaled down version 

of conventional marketing practice or whether micro SMEs will require a different 

approach more suited to meet the barriers other SMEs face.  These barriers will be 

discussed in the next section. 

 

2.4  SMES BARRIERS TO MARKETING ADOPTION 
 

2.4.1  Organisational constraints 

 

Organisational constraints exit in four specific domains for SME namely lack of 

expertise, lack of technology, lack of finance, and lack of manpower to invest in 

digital marketing. 

 

Kitchen and Schultz (1998) and Schultz et al (1994) point out that every business, 

regardless of size must have the internal expertise to be able to define their key 

objectives.  However, this is difficult in small businesses where manpower, expertise, 

time and budgetary constraints operate (Gabrielli and Balboni 2010). They elaborate 

that when budgetary considerations are a major concern it can be difficult to find an 

existing employee within the company that has the enthusiasm for digital marketing.  

Gabrielli and Balboni (2010) continue the research conversation by showing that 

hiring isn’t always an option. 

Furthermore, Ramsey et al (2003) also concur with Gabrielli and Balboni (2010) and 

point out that a lack of manpower, technical capabilities and financial resources 

influence marketing adoption by SMEs. 
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SMEs also lack the knowledge required to leverage the vast potential of digital 

marketing technologies and lack understanding concerning how to extract value from 

them (Taiminen & Karjaluoto, 2015).  

 

Furthermore, the smaller sizes of SME firms also affects their ability to adopt to 

technology.  Large firms are more likely to have the knowledge and the resources to 

successfully adopt the digital channels and to use the tools required (Barnes et al. 

2012). 

 

As a result of these factors, marketing practice is more often than not informal and 

haphazard and akin to reactionary fire fighting (Scase & Goffee 1980, Ramsey et al 

2003).   

 

2.4.2  Owner/manager attitude 

 

SMEs are further inhibited by factors such as the stage of business and the size of the 

business, and in particular the owners resistance or prejudice towards digital 

marketing (Carson 1993, Taiminen & Karjaluoto 2015). 

 

Taiminen and Karjaluoto (2015) illustrate that owners develop resistance and acquire 

prejudice concerning the use of social media.  However, their findings show that their 

fears are unfounded and are often caused by a lack of familiarity with the various 

channels.  When SMEs become familiar with the channels and in particular focus 

their marketing communication efforts on one specific channel, rather than many, 

their success increased considerably (Gabrielli and Balboni 2010).   

 

2.4.3  Over reliance on network marketing 

 

SMEs have a strong focus on sales (Hill 2001, Reijonen 2010, Taiminen and 

Karjaluoto 2015) and traditionally have used networking to help promote their 

business (Gilmore and Carson 1999) however the approach they use successfully in 
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networking cannot be adequately translated over digital channels.  Likewise Gilmore 

et al’s (2006) Northern Irish study on network marketing in SMEs also concurs. 

 

SMEs that come from a tradition of networking marketing have a tendency to apply 

the same methodology to their digital marketing.  Gilmore et al. (2006) describes 

networking marketing as a flexible conversational medium that has attributes 

described as informal and loose, spontaneous and reactive.  It also has a tendency to 

be structured around the owner/manager who tends to be solo decision marker and 

thus is able to respond to opportunities and circumstances as they arise.  (Gilmore et 

al. 2006).   But those attributes are often also reflected in their perceptions and 

attitudes towards digital marketing but in the more formal arena of digital marketing 

this relaxed attitude does not work.  In response to these findings, Durkin (et al. 2013) 

highlight the need to consider how those contacts can be expanded and facilitated by 

the use of social media and how new contacts can be found, relationships fostered and 

maintained within the channels. 

 

2.4.4  Social Media adoption 

 

Durkan et al. (2013) semi-longitudinal case study over a two-year period shows SMEs 

experience anxiety about not adopting social media channels.  This is often because 

they are worried that their competitors are using and what they perceived must 

therefore be essential business tools.  Furthermore, Taiminen and Karjaluoto (2015) 

recommend the need for further training to help SMEs “exploit digitisation” (p 646) 

and recommend this is something that governments should become more aware of.  

The reasons for making this recommendation include the findings that SMEs aren’t 

fully aware that they could use digital channels in their marketing programmes and a 

lack of understanding how digital channels can work together.  Plus they recognise 

that there is a need for greater understanding how SMEs can use digital tools to grow 

their sales. 
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2.4.5  Virtuous Firms 

 

However, it is not all doom and gloom for SMEs.  Gabrielli and Balboni (2010) 

observe that firms that they described as ‘virtuous’, are able to consistently use a wide 

variety of communication channels and tools, create a consistency in messages and 

develop more strategic long-term goals.  Although this is not a consistent finding in 

the general body of SME literature, it does highlight that it is possible for SMEs to 

develop a strategic approach to digital marketing. 

 

Conclusion to barriers to marketing adoption 
 

Key themes surrounding barriers to marketing adoption begin to emerge from the 

literature, namely owner attitude, budgetary limitations, time constraints and lack of 

manpower.  These constraints to marketing adoption will provide some of the theme 

headings in the primary research being conducted for the start-up. 

 

Additionally, the proposed marketing strategy of the start-up will be based upon 

encouraging micro SMEs to consider undertaking digital market training and 

achieving similar virtuous outcomes in their own businesses as those described by 

Gabrielli and Balboni (2010). 

 

2.5  DIGITAL MARKETING TOOLS AND THEORETICAL FRAMEWORKS 
 

2.5.1 Digital marketing tools 

 

SMEs have a tendency to use marketing specifically just for the purpose of building 

awareness of their business, brand and their products (Reijonen 2010). 

 

Additionally SMEs use their website and email as the two primary ways for one-way 

communication with their customers (Ericksson et al. 2008).  However, Taiminen and 

Karjaluoto (2015) demonstrate that website and SEO are the two most widely used 

digital channels used.  The use of advanced channels such as online advertising and 

blogs remain low as found in Eriksson et al’s (2008) study in Sweden.  This is also 
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reflected in Taiminen and Karjaluoto (2015) and Durkin et al (2013) and Gabrielli and 

Balboni (2010) where their findings show that SMEs lack widespread adoption of 

digital marketing tools.  This lack of adoption needs to be addressed if micro SMEs 

are to leverage the potential of digital marketing to grow their businesses. 

 

However social media and e-CRM are two tools that is being adopted by SMEs 

(Durkin et al., 2013, Harrigan et al. 2012) but thus far the literature demonstrates that 

SMEs lack a clear strategy for acquiring customers through social media or 

leveraging the full potential of eCRM tools. 

 

Hennig-Thurau et al (2013) suggest that this is because social media has disrupted the 

customer relationship and has put the customer in the centre of the marketing mix.  

They postulate that instead of focusing on direct sales methods, social media is more 

concerned with creating value for customers and manage customer communications 

and relationships and this causes difficulties for SMEs.  This is because are by their 

very nature SMEs are sales-focused (Hill 2001: Reijonen 2010) and this soft approach 

through social media as described by Hennig-Tharau coupled with not being able to 

measure or quantify the results of their social media activity (McCann and Barlow 

2015) provide helpful insights into why micro SMEs might need digital marketing 

training. 

 

That said, there can be no doubt about the importance of social media as an essential 

tool to support SME and their business growth (Durkan et al 2013).  However, there is 

a lack of a understanding amongst SMEs on how social media can add value to the 

customer experience and this causes ongoing anxiety for SMEs.  This is compounded 

by constraints such as a lack of trained staff and available resources. 

 

2.5.2 Theoretical Frameworks 

 

To offset these findings there is a considerable amount of academic agreement 

surrounding the need for more research to develop a credible methodology to help 

create a competitive advantage online (Ramsey 2003 citing Benjamin 2000). 
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Dunkan et al (2013) recommend a resource-based approach to social media that is 

focused on delivering value to customers and ensuring the experience is collaborative 

and inclusive.  This approach will drive engagement and help develop a meaningful 

difference between a company and its competitors.   

 

McCann and Barlow (2015) continue the SME and social media conversation by 

proposing a simple framework to help SMEs plan and measure value in social media 

activities.  Key recommendations include focusing on just a few simple metrics in 

order to avoid becoming overwhelmed by measurement and analysis. 

 

Finding the balance is key because many SMEs have a short-sighted outlook 

(Gabrielli and Balboni 2010) and fail to co-ordinate their messages over multiple 

channels or adopt a strategic approach.   

 

Another key paper presenting a theoretical model, is Social Media Adoption in 

Ireland (Durkan et al. 2013).  In this semi-longitudinal case studies of SMEs they 

move towards the development of a theoretical model of social media adoption for 

small firms. 

 

Studies particularly relevant to Irish SMEs such as Durkan et al (2013) demonstrate 

that Irish SMEs are keen to adopt social media because they perceive it to be an 

essential tool to help them grow their business online. What emerges from their 

research is an anxiety and insecurity surrounding how to develop a strategy and how 

to add value to the customer experience.  They propose the development of a 

theoretical model of social media adoption for small firms in what they describe as a 

Permissions Guide.  This is a consent-based approach to engagement, building brand 

reputation, and fulfilling sales.  Specifically the ‘permission pull’, (Durkan et al. 

2013, p. 726.) recognises the desire for SMEs to make sales from their online 

activities. 

 



 24 

Table 1.1  Durkan et al (2013) Permission Push and Pull Framework 

 
 

Their model splits the measurement of key performance indicators (KPIs) into two 

specific categories, namely ‘commercial’ and ‘assets’. Commercials are defined as 

assets owned or controlled by the business.  For example Google Analytics, e-

commerce sales, website traffic etc.  Whereas assets are measurements from 

platforms that are rented from social media or third party vendors and include online 

conversations, follows, enquiries and retweets etc. 

 

Further findings in the same research (Durkan, et al. 2013) indicate that that a 

competency gap exists between the operational understanding of how social media 

works, what resources are required to manage it and the need for a strategic 

perspective to underpin its use (Durkan et al 2013, Fillis et al. 2004).  

 

What emerges from a Scottish study (McCann & Barlow, 2015) is the importance of a 

strategic focus on how to use social media and measure its true value.  They present a 

framework that advocates a strategic focus on how to use social media and measure 

its true value.   

 

In their qualitative study, 82% of those surveyed used social media for ‘raising the 

awareness of company, products/services, building relationships with customers, 

driving the business forward and reaching a wider audience’ (p. 280).  They also 

stated that just over one third of businesses surveyed believed that social media 

increased sales but did not have any way of proving it did, with 65% of SME failing 

to measure the return on investment (ROI) from their social media activities.  This 
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highlights the fact that many SMEs do not understand the true value of digital 

marketing.  

 

This finding concurs with Taiminen and Karjaluoto’s (2015) who point out that 

digital tools are necessary to help SMEs improve their digital communications and 

reach.  This very recent and key study from Finland (Taiminen & Karjaluoto 2014) 

examines the adoption rates of digital technology amongst SMEs. They found that it 

is not easy for SMEs to create engaging content that would keep visitors engaged on 

social media and a website blog.  Likewise there is a great deal of uncertainty about 

how to use each channel and how to measure results.  Many SMEs try various tactics 

only to discover it is hard to measure success and often they waste large amounts of 

money and become disillusioned over time.  

 

The author asserts that a case can be built that SMEs need tailored training 

programmes, particularly when Gabrielli & Balboni’s (2010) qualitative survey is 

examined.  They demonstrated that SMEs struggle to manage their integrated 

marketing communication planning with gaps apparent in their range of activities, 

messages and goal definitions.  Although their study is focused on integrated 

marketing, it highlights that several opportunities are not adequately exploited by 

SMEs with reasons listed including limited budget, a lack of awareness of cross 

channel communication and a lack of long term strategic planning. 

 

Keller (2001) discusses the research limitations in Internet marketing 

communications.  He recognises the implications that the multiple channels of 

communication are having on marketing research perspective.  He suggests a research 

strategy that is more focused on tracking and monitoring of consumers over time.  

This concurs with McCann and Barlow’s (2015) recommendation for the need for 

testing some key performance indicators and Taiminen and Karjaluoto’s (2015) 

suggestion for specific training. 
 

Conclusion to solutions and theoretical frameworks 
 

The research papers above that highlight the need for measurement of results.  The 

frameworks are of particular interest to the start up and help draw a conclusion 
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surrounding the point of contention within the literature that SMEs do in fact require a 

different approach to marketing than that required by larger companies.  By drawing 

upon the evidence within the literature and taking this stand-point the author can now 

recommend a content marketing strategy that will help address the pain-points of 

SMEs and show a level of understanding of the issues they face with their digital 

marketing. 

 

With this concluded the author is now in a position to examine the research gaps that 

exist within the literature and formulate a research topic that will enhance the start-

ups understanding of SME marketing and test the viability of the market. 

 

2.6  ADDRESSING THE GAPS IN THE LITERATURE REVIEWED 
 

A number of key research gaps emerge from the literature: 

 

1. SMEs need a clear strategy on how to leverage the potential of digital 

marketing (Durkan et al 2013, Gilmore et al 2006) 

2. SMEs need to know how to measure results (Durkan et al 2013, McCann & 

Barlow 2015, Danaher and Rossiter, 2011) 

3. SMEs need to take advantage of digital marketing technology to help address 

issues surrounding lack of manpower and a limited budget (Taiminen and 

Karjaluoto 2015, Gabrielli & Balboni 2010, Ramsey et al 2003, Daniel 2003) 

4. Taiminen & Karjaluoto suggest the need for specific training courses and 

‘discussions on the future regional development of SMEs have called for 

training programmes to help SMEs exploit digitization’ (p. 646) and further 

recommend that governments should take note of the need for such training 

courses.  This is a point that the start-up wishes to explore in the primary 

research. 

 

Whilst points one to three are not directly related to this consultancy project these 

gaps will help the start-up develop suitable content for the proposed digital marketing 

training course.  Specifically of interest is point four where Taiminen and 

Karjaluoto’s (2014) recommendation that the provision of training to SMEs should be 
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explored.  The author wishes to explore that recommendation through primary 

research.  In particular to achieve two things: 

 

1. Gain a level of understanding of the behaviours, attitudes and barriers that 

affect micro SMEs adoption and use of digital marketing technology.  

2. Ascertain whether there is sufficient interest in digital marketing training in a 

target micro SME market. 

 

2.7 ASSESSING THE ADVANTAGES OF DIGITAL MARKETING 
 

There are many advantages to adopting digital marketing and the current literature 

discusses those advantages.  The most important of those are outlined in this section 

and they help develop a strong case for the start-up to provide digital marketing 

training courses for micro SMEs.  

 

Reduced Cost:  SME benefit from the use of digital channels because it can reduce 

their costs considerably (Chong and Pervan 2007, Perez and Cambra-Fierro 2015).) 

 

Improved Communications:  Web 2.0 in particular social media has had a positive 

impact on SME communication with their customers and stakeholders (Bell and 

Loane 2010, Chong and Pervan 2007, Egan et al. 2003). 

 

Improved Growth and Competitiveness:  There are also key advantages for SMEs in 

the use of broadband and their capacity to reach new target markets and to increase 

their growth-rate and competitiveness (Spurge and Roberts 2005).  

 

2.7 FINAL CONCLUSION TO THE LITERATURE REVIEW 
 

Without doubt real barriers to the adoption and use of digital marketing and digital 

marketing technology exist and they are validated by numerous studies mentioned in 

this review.   
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Yet marketing success can be facilitated by the implementation of strategic marketing 

(Hill 2001, McCann and Barlow 2015, Taiminen and Karjaluoto 2015) and a direct 

mention of the need for marketing training by Taiminen and Karjaluoto (2015) as 

SMEs are struggling to keep pace with digital developments (Taiminen, Karjaluoto 

2015).  Yet, as already stated, SMEs are the key to the economic success of the 

European Economy as they provide jobs and stimulate growth throughout markets 

within the European Union.  In fact, 99% of all European businesses are SMEs and 

they create over 88.8 million jobs within the European Union (Tuffs, 2015). 

 

However, despite their essential contribution there is limited research on the specific 

marketing communication needs of SMEs (El Gohary 2010).  Yet regardless of the 

size of the firm, marketing communication is a key to the success or failure for many 

brands.  Perceptibly Keller (2001) points out marketing communication is a complex 

process consisting of many elements working together to build and manage the brand 

equity of a business, therefore it is understandable that SMEs might struggle with 

marketing communication over digital channels. 

 

2.8  STATEMENT OF THE RESEARCH PROBLEM 
 

Therefore the literature review points to the themes that will guide the primary 

research question. 

 

Is there a need for training to help the micro-SMEs exploit digital marketing 

training? 

 

Will the barriers and constraints that operate within SME marketing literature namely 

owners attitude, budgetary limitations, time constraints and lack of manpower prevent 

micro-SMEs from investing in digital marketing training? 

 

These are the questions that will be answered with primary marketing research. 
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3.  MARKET ANALYSIS 

 

3.1  INTRODUCTION TO THE HEALTH AND WELLNESS SECTOR 
 

The health and wellness industry is a fast growing industry with strong growth 

predicted worldwide within the next ten years (Euromonitor (1), 2010).  At the last 

count it was estimated that there are approximately 7,720 practicing complementary 

therapists in Ireland (O’Sullivan, 2002).  Formal statistics do not exist on the number 

of psychotherapists and counsellors in Ireland but telephone calls to the top four 

associations in Ireland showed that there were collectively over 17,000 therapists 

registered.  In the UK there are over 44,000 registered psychotherapists and 

counsellors (Reeves, 2016) and 5,580 complementary therapists with a considerable 

more unregistered through official channels (Walters, 2016).  The estimated size of 

the customer segments being targeted in the first two years of trading is 

approximately 75,000 combined. 

 

Growth within the industry is strong.  This is because it is expected that an integrated 

medical model, one that incorporates complementary therapies into conventional 

medical practice, will become the new model for health care in the future 

(Euromonitor (1), (2), 2010).  

 

Preventative health measures against chronic diseases drives spending in the domestic 

market (Euromonitor, 2013).  Consumers are being encouraged to prevent disease by 

taking responsibility for their health and developing preventative measures on a daily 

basis.  Despite of or perhaps because of, the rise in heart disease, cancer, obesity and 

diabetes the consumer health market continues to grow at a very healthy rate both 

domestically in Ireland and also globally (Euromonitor (3), 2010).  Yet despite this 

positive forecast therapists working within the health and wellness industry are not 

fully exploiting the growth opportunities (Camdoc Alliance, 2012). Manual Internet 

research and primary research (Wallace, 2016) shows that less than 1% of the target 

market in Ireland sell online therapy products. 
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The start-up wishes to establish itself as the primary digital marketing training 

provider for this fast-growing Complementary and Alternative Medicine (CAM) 

market segment in both Ireland and the U.K.  The value proposition of the start-up 

will focus on teaching therapists how to grow their business online by selling online 

products and services.  

 

3.2  OVERVIEW OF THE BROADER IRISH SME SECTOR 
 

Irish online consumers spending continues to rise and the current estimated spend by 

Irish consumers is €3.7 billion online.  Currently less than a quarter of all Irish 

business sell online and even less therapists have made the move of converting some 

of their services into digital products. 

 

Currently 70% of the total online spend leaves Ireland (Forfas 2012, DCENR 2013) 

and Irish therapists could capture some of that revenue drain by producing therapy 

products in the form of inspirational mp3 using mindfulness, hypnotherapy, positive 

psychology and short cognitive behavioural therapy videos and workbooks.  This 

would enable the target market to develop less labour intensive income streams and 

improve earnings with a recurring revenue model. 

 

In support of industry findings and market research undertaken on SMEs by Amarach 

and the Department of Communications, Energy and Natural Resources (DCENR) a 

number of government initiatives are underway to help capture some of the revenue 

drain.  For example, the Trading Online Voucher Scheme from the DCENR and the 

Local Enterprise Office network, offer fund matching to SMEs who want to invest in 

developing their online trading capabilities.  Such government initiatives are welcome 

and worth investment as the Irish Internet economy predictions are good and online 

spending is expected to double before 2020 (UPC/Amrarach, 2014).   However micro 

SMEs working within service industries are slow to take advantages of the offers 

being made. 

 

For those businesses that are already trading online they are expecting 21% of their 

sales to come from online sources this year.  However, if ongoing revenue drain is to 
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be prevented then SMEs are recommended to find ways to simplify the marketing 

process by finding the right tools to obtain more of the market share (UPC/Amarach, 

2014).   

 

3.3  VALUE PROPOSITION FOR THE START-UP 
 

The start-up wishes to provide a training solution to help SMEs find ways to simplify 

the marketing process by using the right tools to save time, money and manpower 

while at the same time increasing visibility and engagement over digital channels.  It 

plans to deliver this solution by offering affordable digital marketing training courses 

to micro SMEs.  The courses will be delivered primarily over digital channels with an 

option to attend additional residential training events in Dublin, London and Spain. 

 

3.4  PHASES OF DEVELOPMENT AND LEVELS OF SERVICE FOR THE 
START-UP 
 

Business has been divided into three phases of business development.  

 

Phase 1:  The first level of service will be to offer courses to micro SME therapists in 

the health and wellness sector.  Estimated reach time from start-up to two years. 

 

Phase 2:  The second level of service will be to offer courses to the wider SME 

population.  Estimated reach time two years to four years. 

 

Phase 3:  The third level of service will be to offer consultancy services and provide a 

fully integrated in-house service to high-growth, export focused SMEs. Estimated 

reach time four years to five years. 

 

The first year business goals for the start up are to: 
 

o Enter the market as the industry expert 
o Launch the brand and establish brand authority 
o Educate the customer segments with educational content marketing. 
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3.5 TARGET MARKET, POSITIONING AND CUSTOMER ANALYSIS  
 

3.5.1  Market targeting 

 

The commercial attractiveness of the chosen market segments were evaluated through 

five criterion as recommended by Chaffey and Smith (2013).  A conservative two 

percent market share is used to develop a picture of the market opportunities based on 

a customer lifetime value of €/£2,000.  An overview of the financial potential of the 

segments is listed in the table 3.1. 

 

Table 3.1 Commercial Attractiveness 

 

Market 
Segment 

Routes to 
Market 

Profit  
% 

Market 
Size 
Ireland 

Value of 
market 
(2%) 

Market 
Size UK 

Value of 
market 
(2%) 
 

C
A

M
 

th
er

ap
is

ts
 

 

Associations 
Schools   
Social media 
CPD 
 
 

+ 80% of 
costs 

7,720 
2% = 
154  

€308,000 5,580  
2% = 
111 

£223,200 

C
ou

ns
el

lo
rs

 
A

nd
 

Ps
yc

ho
th

er
ap

is
ts

 
 

Associations 
Networking 
Events 
CPD 
More 
difficult to    
reach 
 
 

+ 65% of 
costs 
(More 
difficult 
to reach) 

17,000 
2% = 
340 

€680,000 44,000 
2% = 
880 

£1,760,000 

Total value of Irish revenue projections based on  
2% market share for customer lifetime value of €2,000 = €988,000 
Total value of U.K. revenue projections based on  
2% market share for customer lifetime value of £2,000 = £1,983,200 
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3.5.2  Industry and competitor positioning and benchmarking  
 
 
There are just a small number of direct competitors working in the health and 

wellness sector, namely Be a Wealthy Therapist, Hypnotherapy Business School and 

Client Nectar.  Figure 3.2 list the top three direct competitors.  Casey Truffo is based 

in the U.S.A., Steve Miller is based in the U.K. and Shelly Hutchinson is based in 

Ireland.   

 

Figure 3.2 Top 3 Direct Competitors 

 
 

 
 
Business Name Solopreneur/Owner Website URL 
Be a Wealthy Therapists Casey Truffo  

http://www.beawealthytherapist.net 
Hypnotherapy Business 
School 

Steve Miller http://hypnotherapybusinessschool.co.uk 
 

Client Nectar Shelly Hutchinson 
 

http://www.clientnectar.com 
 

 
 
There are other competitors that exist within the wider SME industry that also target 

micro SMEs.  Two major competitors are Claire Jarrett and Mari Smith.  Both are 

well known training providers specialising in online marketing training courses.  

Similar to the start-up both Jarrett and Smith provide some technical training but to a 

wider  SME customer base.  There are other general SME Marketing competitors that 

offer consultancy, various online courses and location-based courses.  These include 

local competitors such as e-Markable a consultancy firm in Portarlington, Co. Laois, 

and the Marketing Fairy also in Co. Laois. Additionally Frank Kern and Jon Loomer 

provide general SME marketing services in the online space.  However, because the 

start-up will not be ready to expand into the general SME market for at least 24 

months it was deemed to soon to include general competitors as relevant for the first 

year of business. 
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All three direct competitors; Client Nectar, Be a Wealthy Therapist and Hypnotherapy 

Business School target the same niche market as the start-up.  However only one, 

Client Nectar, teaches marketing automation and online product creation skills. 

 

Furthermore the three direct competitors do not teach the technical side of digital 

marketing that are required to achieve the efficiency gains that became apparent in the 

literature review, namely the 3Ms, manpower, money and minutes.  Secondary 

research in the literature review and primary research conducted by the author 

(Wallace, 2016) demonstrate that SMEs are short on these three essential resources.  

Therefore this point of differentiation will provide the start-up with a competitive 

edge if it can be communicated effectively through the brand.  The point of 

differentiation for the start-ups value proposition are illustrated in table 3.3. 

 

Table 3.3 Value Proposition Matrix 

  

3.5.3  Competitor and Online Value Proposition and Benchmarking 

 

To help establish clarity on the start-ups potential position within the marketplace a 

competitor and online value proposition was completed.  The results are illustrated in 

figure 3.4 overleaf. 
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Figure 3.4 e-SWOT Competitor Benchmarking RACE mode 

 
 

Additionally competitor benchmarking was completed and competitive scope, 

strategic intent, market share objectives, competitive position, strategic posture and 

competitive strategy were analysed.  This will enable the start-up to develop clear 

business objectives and additional points of difference.  These points of difference are 

illustrated in figure 3.5 over leaf. 

 



 36 

Table 3.5 e SWOT Competitor Benchmarking 

 

 
 

3.5.4  Online partner analysis 

 

Partnership is the eight ‘P’ in the marketing mix (Chaffey, 2016) and finding the right 

partners is essential to help the start-up reach into the Irish and U.K market, build 

brand identity and scalability.  An offline network marketing strategy is already being 

implemented by the owner of the start-up and aims to build strategic relationships 

with school principles and directors of professional membership organisations 

through direct marketing and face-to-face communications. 

3.5.6 Conclusion to competitor benchmarking 

 

With a deeper understanding of the value proposition of the start-up, the potential 

business case and the niche competitive arena, the broader competitive forces can be 

examined to help the start-up develop and strategically position its brand.   

 

The tools that will be used are the PESTLE framework, Porters Five Forces (Porter 

2008) and a SWOT analysis (Humphrey, 1960).  Whist the frameworks are generic 

they are applicable to all industries including micro SMEs within the service industry.  
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This is because the ‘drivers of profitability are (considered) the same’ in all industries 

(Porter, 2008, p.79). 

 

3.6  EXTERNAL MARKET ANALYSIS 

3.6.1  PESTLE Analysis 

 

To help build a strong brand, develop a market position and strategically establish a 

pricing model for the start-up the competitive forces and landscape was investigated. 

The PESTLE framework provides a broader understanding of the external factors that 

affect the start-up and are listed in table 3.6 overleaf. 
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Table 3.6 PESTLE 
 

 
 
 
 
 
Political conclusion: One negative factor concerning EU regulation may remove the 

rights of lay practitioners to practice complementary and alternative medicine (CAM) 

medicine.  This is unlikely to affect the start-up in the next ten years. 

 

Economic conclusion:  Whilst there is an oversupply of marketing courses if the start-

up establishes brand definition and communicates its product differentiation across all 

communications it can establish itself as an industry expert in the health and wellness 

market.   Due to the fact that the start-up is a micro-business scalability might be 
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hindered by the costs associated with employing staff and providing location based 

courses as well as online courses.  The fact that course fees must be funded by the 

individual and cannot be claimed as part of a government funded return to work 

scheme might impose problems.  Therefore strategic pricing might help offset this 

potential negative force. 

 

Social conclusion:  Only one issue stands out as a challenge for the start-up, namely 

that there is a lack of buyer interest from the target market.  Providing marketing 

training to a market segment that is reluctant to learn how to grow their business may 

prove detrimental for the start-up if not properly investigated in the primary research 

and addressed in the digital marketing strategy. 

 

Technological conclusion:  Like all small businesses there is a need for therapists to 

learn how to leverage marketing automation to grow their business despite the 

reluctance by therapists to undertake this challenge.  This is evidenced in secondary 

research through the literature review, the industry research undertaken and primary 

research (Wallace, 2016) by the author. 

 

Legal conclusion:  Tighter data protection might affect advertising reach into new 

markets.  For example, if reaching new target audiences through social media from 

anonymised data becomes banned under the General Data Protection Regulation (EC, 

2012) this would have a serious consequence for the start-up and for all SMEs 

including the start-ups target customers. 

 

Environmental conclusion: All environmental issues can be leveraged in favour of the 

start-up. 

 

3.6.2 Porters 5 Forces 

 

A strategic analysis of the competitive landscape was undertaken using Porters Five 

Forces framework and this is illustrated in table 3.7. 

 



 40 

Table 3.7  Porters Five Forces  

 

Porters Five Forces insights and recommendations 

 

A number of areas were highlighted as important to help the start-up determine the 

forces that could be leveraged to reduce risk and increase leverage within the market. 

 

Switching costs 

 

To prevent new entries into the market it is important that the start-up develops a 

system to raise switching costs when customers invest in digital marketing training.  

A strategy to ensure customers remain loyal and receive substantial value for doing so 

is highly recommended.  

 

Incumbency advantage and strategic partnerships 

 

Online partnerships and a focus on developing sophisticated networking channels are 

essential to achieve mass market growth, developing and extending the brand into 

new markets, increasing brand awareness and brand authority, credibility and 
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resonance with potential partnerships.  Developing such a strategy should also have a 

positive effect on unequal access to distribution channels as the start-up networks and 

begins to form strong alliances. 

 

Lack of buyer interest 

 

Lack of buyer interest may pose a serious threat for the start-up unless the value, 

urgency and long-term benefits of digital marketing training are communicated 

effectively in the marketing plan.  

 

Those areas that require attention were used to develop an eSWOT analysis.  The 

eSWOT analysis focuses on ways to turn risk into opportunity and develop a strong 

market launch and develop a strategic brand position. 

 

3.6.3 eSWOT Analysis 

 

The eSWOT takes the information learned from the PESTLE and 5 Forces 

Frmaework and strategically maps out the start-ups current internal strengths and 

weaknesses and the external threats and opportunities that exist within the market 

place.  This will be discussed in detail in the recommended digital marketing plan in 

chapter six. 
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Table 3.8 eSWOT 

 

3.7  Conclusion to the Industry Analysis  

 

The low adoption of digital marketing by SMEs in Ireland is consistent with the 

findings in the literature reviewed.  In particular Taiminen & Karjaluoto’s (2015) 

description of how SMEs are often vulnerable to the threat of new market entries 

from foreign companies who have the technological and manpower capabilities to 

seize market share is of particular importance.  This is evidenced by the incumbent 

advantage the start-up must face by well-established competitors.  The conclusions 

drawn from the industry review and the evidence from the literature review are as 

follows: 

 

There is an urgent need to gain insights and better understand the reasons why SMEs 

and in particular therapists are reluctant to learn marketing and leverage marketing 

automation to improve marketing efficiency. 

 

Incumbent advantage:  To break into the sector the start-up will need to develop 

strong partnerships with therapist training schools and professional membership 
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associations. This strategy will also address the weaknesses that have become 

apparent such as an incumbency advantage and unequal access to potential 

distribution channels.  

 

Threats such as low switching costs can be curtailed by providing services such as 

web-design hosting to students to sustain a long-term relationship.  This 

recommendation falls outside the first year digital marketing goals for the start-up. 

 

Lack of buyer interest is a serious concern for the start-up.  Unless the initial target 

market can be convinced of the value of learning marketing, developing a marketing 

strategy and using digital marketing technology to automate the routine tasks the 

business will struggle to reach profitability and scale.   This threat will become the 

other area of focus in developing the digital marketing strategy.  Table 3.10 illustrates 

the recommendations from the industry research findings.  

 

Table 3.10  Recommendations from Market Analysis  
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4. METHODOLOGY 

 

4.1  RESEARCH QUESTION 
 

The literature reviewed highlights a gap in the current literature surrounding SMEs 

and marketing training (Taiminen and Karljaluoto, 2015).  Therefore the research 

question wishes to explore the question; ‘is there a need for training to help micro 

SMEs exploit digital marketing technology’   

 

Further questions arise from this theme for example, does this market segment 

experience the same barriers to marketing as other SMEs? Are any other barriers 

evident?  Are there any barriers and/or reluctance towards learning digital marketing 

skills?  Additionally, would a training course in digital marketing for therapists be 

welcomed and if so what would make it desirable?  

 

4.2  RESEARCH PARADIGM 
 

The research paradigm is described as a “framework that guides how the research 

should be conducted based on people’s philosophies and their assumptions about the 

world and the nature of knowledge” (Collis and Hussey, 2009, p. 57).  The framework 

is illustrated in figure 4.1. 

 

Figure 4.1  Research strategy at a glance 
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To meet the exploratory research objectives an interpretivism paradigm was chosen.  

This stems from an ontological assumption that views reality as a social construction 

derived from an interpretivism epistemological stance. The rationale behind this 

choice stems from the type of findings the primary research wishes to yield; namely 

an interpretation of reality based on social interactions and to obtain 

phenomenological insights and revelations (Collis and Hussey, 2014). The 

methodology will be inductive and will seek to explore subjective experiences to 

develop a theory.  The findings will be derived from the interpretation of subjective 

experiences typical of qualitative research data and will not be derived from analysis 

of statistical or quantitative data.    

 

4.3  SECONDARY RESEARCH 
 

To develop the research problem secondary or desk research was employed.  

Secondary research is described as the ‘systematic collection and analysis of 

secondary sources of data… collected by another person for reasons other than the 

problem at hand’ (Domegan and Fleming, 2007).  Of particular importance was 

research into conducting focus groups through online channels.  An empirical study 

(Hughes and Lang, 2004) provided in-depth understanding of the advantages and 

potential pitfalls of conducting research online and is discussed in a later section.  

 

Additionally researching a case study on Splendas’ successful use of Facebook focus 

groups (Zmuda, 2009) for market research purposes was key to understanding and 

deciding upon the online research instrument and location on Facebook.  This was 

further enhanced by exploring the functionality of Facebook to assess whether it 

could compete successfully against web-based focus group applications such as the 

Focus Group IT (2016) website or paid for focus group services. 

 

The most relevant secondary research has been included in the literature review and 

the industry review chapters.  Furthermore table 4.2 lists the primary research topics, 

together with the sources of secondary data that were employed to develop and refine 

the research problem.   
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Figure 4.3 Primary and secondary research overview 

 
 

The secondary analysis in this chapter is supported by primary research conducted by 

the author of this paper (Wallace, 2016).  Additionally, the author also attended a six-

week business growth course with the local Laois Enterprise Office with SME growth 

specialist Aidan Murray (2016).  This practical iterative approach helped to develop 

clarity on competitive business growth strategies and the value proposition of the 

start-up.  Branding experts were also employed and consulted to help develop a brand 

identity for the start-up (Howard 2016, Rooney 2016).  
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4.4  RESEARCH DESIGN 
 

4.4.1  Building a case for online focus groups 

 

The purpose of a focus group discussion is to obtain personal experiences on a topic 

that is the subject of research.  Edmunds (1998) points out that focus groups are an 

appropriate instrument for qualitative research and to gain a level of knowledge and 

understanding of perceptions, attitudes, feelings and motivations.  

 

However, the author is aware that the choice of online focus groups remains the 

subject of much debate, (Edmunds 1999, Greenbaum 1997).  However, the research 

topic for this project is concerned with the adoption and usage of digital marketing 

technologies and therefore the author asserts that the online research context is 

appropriate as the phenomenon being studied occurs in the online environment.  

Furthermore Facebook is a key component of the prototype digital marketing training 

that will be taught to micro SMEs.  Therefore the start-up considers that it is 

necessary for potential customers to have some level of familiarity with Facebook. 

Therefore two criterion were applied to meet the objectives of the primary research 

and participants were qualified based on two variables: 

 

o They must be Facebook users 

o They must be professional therapists 

 

Bryman and Bell, (2003, pp. 502-505) suggest that online focus groups are useful for 

certain research topics and Hughes and Lang (2004) support their use and found some 

unique positive characteristics of online focus groups.  For example, users can speak 

simultaneously providing a rich exchange of ideas and opinions over multiple themes 

and join into multi-threaded conversations with ease. Additionally everyone gets an 

equal opportunity to air their thoughts as participant contribution is fairly balanced. 

There is also instant, flawless transcript generation and a permanent archive of the 

raw data file.  Furthermore online focus groups fit the interpretivism paradigm.  The 

criticisms and suggestions to overcome these limitations have been documented in the 

exploratory study by Hughes and Lang (2004) and were used to inform and guide the 
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use of the online instruments.  To ensure congruence with the research limitations of 

online focus groups a table has been created that addresses points of criticism and 

suggests ways to overcome those criticisms.  This is highlighted in figure 4.3 that is 

extracted from Hughes and Lang (2004) and guided the development of the question 

format and moderators guide for the online focus groups. 

 

Figure 4.3 Overview of criticism and responses to Internet-based group 

communications for primary research 

 

 

4.4.2 Research Limitations and Bias 
 

The research limitations and issues surrounding bias are addressed in appendix 2.1 
page 121. 
 

4.4.3  Ethical Considerations 

 

There is considerable weight of responsibility concerning the ethics of balancing 

duties as a research consultant and the responsibilities towards the parties in the 

research process (Akaah & Riordan, 1989).   
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The guidelines provided by ESOMAR International Code on Market and Social 

Research were adhered to (ICC/ESSOMAR, 2007).  Regarding data protection rules, 

the ESOMAR Date Protection Checklist (ESOMAR 2015) and the Data Protection 

Act (Data Protection Commissioner, 2009) were used as the guiding documents to 

compile the research questions, make contact with potential data subjects, 

communicate with respondents and communicate the findings. 

 

A post pinned to the top of the Facebook page introduced the purpose and scope of 

the focus group research.  Participants were informed that by joining in the 

conversation they were providing implied consent for their data to be used.  

Assurances were provided that the data would be anonymised in the final reports and 

that all participants would be given a copy of the draft report before submittal.  This is 

included in appendix 1.2 page 115. 

 

4.4.4  Research Population 

 

The population chosen for the primary research was a database of seven hundred and 

eight seven therapists working within the health and wellness sector.  The reason for 

choosing this non-probability purposive population is they represent the starting 

customer based for the start-up.  Additionally the data set was a database owned by 

the start-up and access to the data would not be hindered by data protection issues. 

 

Lincoln and Guba (1982) recommend using purposive sampling to gather as relevant 

a range of perspectives as is possible and to increase the range of data exposed.  The 

key demographics of the population require that they are all therapists with various 

professions and job titles including holistic therapists, alternative therapists, GPs, 

counsellors, psychotherapists and allied health professionals.  It is also relevant that 

they are a mixture of professionals at various stages of their careers from novice 

therapists to professionals in full-time practice.  Demographics such as education, sex, 

race and geographical location are not variables of this study.   
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4.4.5  Research Sample Size 

 

There is much controversy surrounding what can be considered a reliable sample size 

for qualitative research.  Guest et al. (2006) state that fifteen is the smallest acceptable 

sample size.  Charmaz (2006) suggest that twenty-five participants are considered 

adequate for smaller projects. Green and Thorgood (2009) argue that nothing new 

emerges out of smaller numbers. However considering the focus groups were being 

conducted through Facebook it was decided to over subscribe each focus group in 

case the sample size fell short of the anticipated number.  This proved to be a good 

decision as not all participants attended the focus group they had joined. The final 

population for the four focus groups were respectively nine, five, twelve and eleven 

yielding a sample size of thirty-seven participants with eight, five, ten and nine 

participants attending and participating in the focus groups.  This yielded a final total 

of thirty-two participants, which is considered above adequate for the size of this 

project (Green and Thorgood, 2009). 

 

4.5  STAGES OF FIELDWORK 
 

To ensure validity, rigor and replication of this study this section will describe the 

stages of fieldwork in detail.  Table 4.4 provides an overview of the approach. 

 



 51 

Figure 4.4:  The Research Flow 

 
 

The selected database of seven hundred and eight seven therapists received an email 

invitation to join a focus group entitled ‘Therapist attitudes towards digital marketing 

and digital marketing training’ which is included in appendix 1.1 (page 113).  The 

email contained links to five different Facebook closed groups with a choice of dates 

and times.  Therapists were invited to click on the link of the group that suited them 

best and to make a request to join the Facebook group.   

 

The groups were quickly populated with between 5 and 12 participants.  Desk 

research had indicated that an attrition rate of up to 50% could often be experienced 

with Facebook invitations to events. It was expected that there might be some 

reluctance on the part of the population to lend their time to this topic.  Therefore an 

incentive in the form of an invitation to an online webinar on the topic of testimonials 

was offered.  However, the expected reluctance was unfounded and the focus groups 

were filled within 48 hours. 

 

Once the Facebook focus groups were populated, a reminder was sent in the form on 

a Facebook event invitation the day before each focus group was due to commence.  

Thirty minutes before starting a private group message was sent to all participants 
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reminding them of the start-time.  A link to the focus group page was also attached to 

the message. 

 

Between five and ten people attended each focus group and each focus group ran for a 

thirty-minute session.  Participants were reminded that the group would remain open 

until 10pm that evening.  Therefore any participant who was unable to make the live 

thirty-minute session could log-in and join the conversation threads at their leisure.  

Although the focus groups formally ended after thirty minutes many participants 

continued the conversation for up to an hour and a half longer.  This was observed 

and noted by the author in her field notes. 

 

To assist data analysis, a combination of closed and open-ended questions, Likert 

scales, and projection techniques were utilised to explore the relationship between 

therapists and digital marketing and their business objectives. Non-quantifying 

methods of data analysis were employed even when quantitative methods such as 

Likert scales were used. 

 

The focus group was divided into themes to facilitate the categorisation of the raw 

data.  A moderators guide was researched and notes were prepared to ensure the 

moderator (author) was focused on moderating in a professional manner.  Appendix 

1.5 describes the short hand notes recorded to keep the moderator focused (page 118).  

 

Figure 4.5  Primary Research Themes 

 

 
 

Four focus groups were conducted in total, by which time the feedback on the themes 

had reached saturation point.  To assist with data collection raw data was collected by 

taking screenshots of all of the conversations in the Facebook focus groups.  This was 

then printed out.  The raw data was then transcribed into word documents with 
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participants initials used to identify each contributor before an anonymisation code 

was developed.  The raw data and anonymisation process is included in appendix 1.4 

(page 117). Details of research reliability and confidentiality are described in 

appendix 1.3 (page 116). 

 

Data Analysis Methods 

 
Details of the data analysis methods and quality evaluation are included in appendix 

3.1 and 3.2 on pages 123 and 124 respectively. 
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5.  KEY FINDINGS  
 

INTRODUCTION 
 

Existing research on the SME population on the topic of marketing demonstrated that 

SMEs experience considerable barriers surrounding marketing adoption.  This study 

also finds that Micro SMEs therapists experience similar difficulties surrounding 

owner attitude, money and minutes that prevent them from adopting a strategic 

approach towards digital marketing. 

 

The study expands the existing literature by demonstrating that micro SMEs 

experience further difficulties surrounding digital marketing.  This can be categorised 

as lack of trust of marketing ‘gurus’ and a need for proof of effectiveness before 

investing in digital marketing training. 

 

5.1  FINDINGS METHODOLOGY 
 

In order to assess if there was a need for digital marketing training for micro SMEs 

the findings were divided into four themes that stemmed from the literature reviewed. 

 

Finding 1:   Micro SMEs attitudes towards digital marketing. 

Finding 2: Micro SMEs issues surrounding manpower, budgetary and time 

constraints (men, money and minutes). 

Finding 3: Micro SMEs growth outlook insights. 

Finding 4: Micro SMEs attitudes towards digital marketing training. 

 

The research instruments for the primary research are considerably bulky and with 

supervisors permission they have been consigned to a document separate from the 

main body and appendix and labelled as appendix 4. 
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FINDING 1:   MICRO SMES ATTITUDES TOWARDS DIGITAL 
MARKETING  
 

A total of thirty-two therapists participated in the study.  Age and sex were not 

important variables.  However, their occupation within the health sector was relevant 

and this question served to ensure the participants were all micro SME therapists.  

The stage of their professional career was also noted with most therapists being well 

established and one quarter of therapists in the early stages of business development 

and represented a good mix of the target market for the start-up. 

 

Discussions and interpretation  

 

It quickly became obvious that digital marketing was problematic for some 

participants with some admitting ‘I’m not so good with this type of technology’ (2AE) 

and ‘my Facebook page… doesn’t bring me new clients’ (2IO). These responses were 

met with sympathy.  Participants who had some success with online marketing 

suggested solutions to get more clients online.   

 

Even therapists, who considered themselves successful, lacked a focused marketing 

strategy.  This became evident as therapists offered a wide range of ideas on the best 

way to get clients ranging from ‘have you tried doing a 3 for 2 offer or anything like 

that?’  (2AE) 

 

I think you need to make appointments to see GPs, then email them as you’re 

right, the emails will get lost or junked by helpful receptionists without prior 

notice (2EA). 

 

A lack of strategic marketing planning was evident from this thread and it highlights 

the need to educate the sector about the importance of having a comprehensive 

marketing plan to get new enquiries, convert customers and obtain repeat business 

through online and offline channels. 

 

The issues were described as stemming from two particular sources, namely mindset 

and marketing.  Regarding mindset, some therapists expressed that they didn’t have 
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the right mindset or experienced a ‘bit of a mind block about the whole thing really’ 

(8AA).  With another participant stating that their ‘thinking has to change to more 

positive thoughts’. 

 

The overall impression was negative with many therapists worried about ‘putting 

myself out there’ (8AA) and not knowing ‘what move to make’ (2EA). 

 

Of particular relevance was that mindset began to appear as a theme.  This was further 

developed within many of the questions and data sets.  In particular, the next research 

question asked participants ‘how do you feel about having an empty diary?’ and the 

answers expanded this theme.  

 

A total of one third of participants considered that their mindset was a barrier.  One 

participant described how she was to blame for ‘taking my eye of the ball’ (2RO), 

whilst another stated that she was ‘wondering if I’m good enough’ (8OA). 

 

Whereas another one third of the participants stated that the reason for not having 

clients was due to marketing issues.  One participant summarised by stating that he 

had a ‘lack of marketing to remind people I’m here’ (6EA). 

 

This was also supported by participants stating it was also a combination of both 

mindset and lack of marketing skills ‘I am winging it and need to gain more 

knowledge in strategic marketing to have a constant flow of clients’ (6IH). 
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FINDING 2: MICRO SMES ISSUES SURROUNDING MANPOWER, 
BUDGETARY AND TIME CONSTRAINTS (MEN, MONEY AND MINUTES) 
 

When participants were asked ‘how much time do you spend on Social Media every 

day’ the findings showed that over half spend more than twenty minutes per day and 

over one third spend at least one hour per day. 

 

Table 5.1  How much time Micro SMEs spend on Social Media 

 

 0 Minutes 10 Minutes 20 Minutes 1 hour + 

Participants 1 2 6 13 

 

 

One quarter admitted spending between one and a half hours to three hours daily.  

There was a general awareness from those who spent in excess of one hour that more 

time should be spend ‘on my own business Facebook page and this needs to change’ 

(8OI).  This attitude was summarised by one participant who stated; 

 

Not enough (time) on constructive action for my own Facebook pages and my 

website doing constructive stuff to market myself (8AA). 

 

Another question in this thread asked ‘approx how much of your social media time do 

you spend building your business profile?’ revealed that almost third of participants 

spent very little or no time at all using social media to build their business profile as 

illustrated in table 5.4. 

 

Table 5.2  Time spend on Social Media 

 

Little or none About half Nearly all my time 

10 5 5 
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However five participants said they spent nearly all of their time on social media 

building their business profile.  As one participant stated their social media time as 

‘all business related including research and learning’ (4EO). 

 

‘These days I use Facebook as my primary source so I could spend up to 8 

hours online’ (6EE). 

 

Questions were asked of those ‘virtuous’ participants who spent about half of their 

time using social media to build their business practice.  Helpful responses ensured 

and the responses given helped frame some of the issues regarding what is considered 

good marketing practice.  For example, one participant posted the following 

comment: 

 

‘Who else is using FB?  Maybe you could leave your page link here for the 

rest of us to LIKE.  Maybe this would be a good way to help each other out!’ 

(2EA) 

 

This highlights a common mistake that many SMEs make on Facebook.  They focus 

on attracting an audience that does not represent their target customers.  Although 

well meaning, the common practice of boosting page likes through family, friends and 

colleagues has two negative consequences for small businesses. 

 

1. Reciprocal liking alters the audience algorithms and stops a business from 

reaching their true target audience. 

2. Boosted posts and paid for advertising begins to appear in the newsfeeds of 

people that do not match their ideal audience. 

 

The result of such a strategy is that SMEs spend more time than they should trying to 

reach their ideal customers who are not represented by the likes on their pages. 

 

This problem was highlighted with the following comment: 

 

I have a business page and never got any work from it.  It’s all my friends and 

family on it and never reaches anyone new…. (6AR). 
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What became apparent was that even those therapists who were doing well did not 

seem to have a strategic marketing plan in place or a sufficient understanding of 

Facebook marketing.  

 

Money Issues 

 

The next research question ‘what do you need to happen in your business for you to 

invest in digital marketing?’ revealed that there is a need for therapists to find 

someone they felt they could trust.  One third of the participants in this thread said it 

was important to be able to ‘connect with someone’ (8NE) or ‘find the right person’ 

(6IH). 

 

I want to be convinced I’m not just throwing money away on yet another 

course that may not generate actual sales.  Obviously I realise I need to do the 

work but “investment” with no results is just a waste of time and money 

(8OA). 

 

The issue of trust was an underlying theme in this thread.  It was highlighted by the 

need to make that ‘right connection’ (8LA). Some therapists had previously invested 

in digital marketing training and had not achieved a return on investment.  This 

created a theme of caution when considering investing in digital marketing training.   

 

Manpower 

 

When asked was ‘it better to do-it-yourself or hire someone else to do it for you?’ half 

of the participants stated they would prefer to hire someone to do it but this was 

constrained by factors such as a lack of budget, lack of understanding of their 

business, and ‘lack of evidence that it would work’ (8LA).   

 

Likewise an equal number expressed that they preferred to the do-it-yourself 

approach.  Reasons included ‘your clients are buying you, your personality has to 

shine through in the marketing’ (8OA) with another participant agreeing that “it has 

to come from me and my personality”.  
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Trust also continues to develop as a category within this theme.  One participant 

commented: 

 

A lot of marketing people, full of promises but the deliver not so great in fact 

shockingly slow and not much better than what I can do myself (8LA). 

 

FINDING 3: MICRO SMES GROWTH OUTLOOK INSIGHTS 
 

 

Micro SME therapists measure success by the number of clients they have.  

Furthermore they have a good understanding of basic marketing key performance 

indicators including ‘paying clients, happy clients, repeat clients’ (8AA) and ‘number 

of referrals from existing clients…  profit margin every month’ (8NE).  

 

When asked ‘what is the biggest challenge you face getting new clients into your 

therapy practice?’ one third expressed that trust and reputation were very important. 

Only one participant in this thread mentioned marketing as a method to get clients 

into their therapy practice. 

 

I don’t know where best to spend my limited time not knowing what effort I 

make will cause clients to call. (6AR) 

 

Two particular areas came into focus.  Firstly ‘clients perception of the therapy on 

offer’ (2EA) was considered a major challenge by many therapists.  Secondly 

therapist’s ability to communicate the effectiveness of the therapy on offer began to 

develop within the theme.  One participant stated that it was important to help ‘clients 

understand exactly what you are offering’ (6IA).  Another said that the issue was with 

clients  ‘not knowing how effective it can be’ (6EA) was a problem.  Similarly 

communicating and ‘telling them I’m here with the solution to their problems!’ (8LA) 

was difficult. 
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FINDING 4: MICRO SMES ATTITUDES TOWARDS DIGITAL 
MARKETING TRAINING 
 
 

The concept of the training course was well received but a number of reservations 

began to come to light surrounding trust.  This included statements that many 

marketers are ‘alleging they are experts in this but with no proof or way of confirming 

their success’ (8LA).  Key issues were the interpretation that many digital marketing 

training course ‘lacked live examples of social media sales’ (8LA) and also lacked 

examples from ‘real life’ that demonstrated that their strategies working.  

Capitalisation became a key feature from one participant in this thread as participants 

voiced their concerns that digital marketing training had to be ‘WORTH their time and 

effort’ (8LA) and ‘if ANYONE makes money from social media’ (8LA). 

 

Similarly, ‘running my biz was meant to be about people not bloody hashtag linking’ 

(8LA), and ‘I get overwhelmed by doing it myself ‘ as commented by 6IA.   

 

When the direct question ‘is there is there a need for digital marketing training for 

therapists?’ was asked, responses indicated that there was overall agreement from 

everyone that there is a need for training in digital marketing training.  However, 

many therapists expressed reservations at investing in training. 

 

New barriers began to emerge namely the barrier of their mindset, the barrier of trust 

and the barrier of proof of effectiveness.  If those three barriers could be removed 

then the data suggests there would be widespread adoption of the prototype digital 

marketing course.  The course would also have to provide value in terms of the 3Ms 

namely manpower (be easy for a micro SME to implement), money (be affordable 

and cost effective) and minutes (be implementable and manageable within a 

reasonable time frame). 

 

In Durkan et al (2013) qualitative study and McCann & Barlow (2015) qualitative 

study have shown a need for SMEs to know how to measure results.  This primary 

research also shows that micro SME therapists have a preference for proof of results 

before investing in digital marketing training.  Additionally Durkan et al (2013) and 
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Gilmore et al (2006) highlight the need for a clear strategy to enable them to exploit 

digital marketing.  This study would also concur with that finding. 

 

Gabrielli and Balboni (2010) and Ramsey et al (2003) also demonstrate that SMEs 

need to take advantage of digital marketing technology to help address issues 

surrounding lack of manpower and a limited budget.  This study would agree with 

their findings.  

 

Additionally the findings in this research would also suggest there are two additional 

challenges faced by micro SMEs in the health and wellness industry firstly 

surrounding a fear of not being technically savvy enough to exploit digital marketing 

technology.  Secondly not having the right mindset to be successful at marketing. 

 

The research from these focus groups point towards agreement with the literature that 

micro SMEs require a different approach to marketing than the wider business 

population (Hill 2001, Gilmore et al. 2004, Parrott et al. 2010, Reijonen 2010).   

 

Therefore marketing training for therapists would have to be considerably different 

from general marketing training offered by competitors.  It would be advisable for the 

start-up to take this into account when developing and promoting courses to micro 

SMEs and use content marketing to communicate product differentiation. 

 

Recommendations 

 

The research question: ‘is there a need for digital marketing training to help Micro 

SMEs exploit digital marketing technology?’ has been successfully answered with 

widespread agreement that there is indeed a need for digital marketing training to help 

micro SMEs exploit digital marketing training.   

 

However digital marketing training on its own would not be interesting enough for 

therapists unless it addressed the issues that had come to light particularly – 

 

1. Proof of effectiveness.  This was coupled with an unwillingness to invest in 

digital marketing without having a guarantee of potential earnings. 
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2. Additional support with technical aspect of digital marketing. 

3. Leveraging mindset to keep therapists optimistic and focused on the end 

result 

 

Therefore the digital marketing chapter will advise the start-up to implement a content 

marketing campaign to educate micro SMEs and address the barriers above that 

would otherwise prevent them from leveraging digital marketing to improve their 

business.  Additionally to recommend that the start-up develops a dual value 

proposition whereby the owner continues to offer therapy training as well as digital 

marketing training to the target market until such time as buyer reluctance has been 

addressed. 
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6. DIGITAL MARKETING STRATEGY 

 

Introduction 

 

It has become clear that there are many marketing objectives that the start-up needs to 

consider to enable the business to become viable and some of those objectives include 

offline marketing. 

 

Over the course of working on this project the author has had to define the brand, and 

create a branding brief so that the start-up could commence work on building a new 

website.  The brand that emerged from these additional processes is SusanXO and the 

website is www.susanxo.com.  Details on the identity and the process are included in 

appendix 5.3.1 (page 136). 

 

 

 
 

 

Bearing this in mind, the digital marketing strategy for SusanXO for the first year of 

business is focused on launching the brand, developing a customer acquisition 

strategy through a customer education strategy.  The purpose of this is to reach target 

markets and win new customers.  Currently there is a significant incumbent advantage 

and lack of buyer readiness that needs to be addressed.  Therefore traffic building 

tactics to acquire new customers and educational content marketing will become they 

focus of the digital marketing strategy. 

 

Much of the current situation analysis was addressed in the marketplace analysis.  

Therefore this chapter will add additional information before outlining business 

objectives for the first year of trading.  
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A digital marketing strategy will be drawn up and market segments, personas and 

positioning will be discussed to ensure that the emerging brand values and business 

objectives are carefully aligned with the recommended digital marketing strategy. 

 

The chapter will continue with the tactics that will be employed to implement the 

strategy.  Finally a detailed account of the controls required to monitor, improve and 

refine the RACE objectives will be summarised. 

6.1 SITUATION ANALYSIS 

 

6.1. POSITIONING, TARGET MARKETS AND CUSTOMER ANALYSIS 
 

6.1.1. The 7 P Marketing Mix for SusanXO 

 

Product (Service) 

The product can be divided into three specific services that are packaged as products 

namely: 

 

1. ‘Fill Your Diary With Great Clients’ short eight-week online course. 

2. ‘The Power of One’ residential retreat and online digital marketing training 

course for micro SMEs. 

3. Additionally because of a lack of buyer readiness the owner has decided to 

offer a diploma course in hypnotherapy to prepare students to become 

therapists.  This was the old value proposition of the business owner.  This 

marketing strategy for this product is not include this consultancy project.  

 

Price  

Offer a once off discounted payment and an alternative monthly subscription payment 

model.   

Offer a limited money back guarantee to mitigate risk to customers not achieving 

results. 
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Place 

Online and classroom based training courses.  More expensive courses are 

residential/retreat style courses to meet the needs of international students.   

 

Promotion 

The owner will network and speak at events and pursue an offline marketing strategy 

to build strategic partnerships with schools and associations. 

The digital marketing strategy will offer free educational webinars and digital assets 

such as white papers and free video courses to increase buyer readiness. 

 

Physical evidence 

Branding aims to be consistent across all channels and communications.   

Therapists will be used as brand advocates by running regular social media showcases 

of exceptional therapists. 

Physical tangible items will be included in courses such as hard copies of certificates, 

small trophy, badges and welcome gifts. 

 

Processes 

Many of the routine marketing tasks will be automated.  This will mean the business 

owner will have more time to spend communicating with and delivering value to 

prospects and customers directly.   

There will be a focus on customer acquisition by delivering great value through free 

educational webinars advertised over social media. 

 

People 

This is a business run by an individual. The overall long-term strategy is to develop a 

six-figure income, map the business growth journey, record proof of earnings and 

teach the process to other individual therapists. 

 

 

 

Partners 

SusanXO aims to form strategic partnerships with therapy organisations such as 

schools and membership associations.  In doing so the start-up will gain access to 
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their students, graduates and members and will teach therapist how to become 

successful in their therapy practice.  This offline marketing strategy is not included in 

the recommended digital marketing strategy. 

 

The 7Ps are translated into the 4Ps to represent the customers point of view and 

persona insights are developed from this customer centric approach to the 7Ps.  These 

are illustrated in appendix 5.1 (page 128 - 130). 
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6.2   OBJECTIVES  

 

There are three specific objectives that arise directly from the marketplace research 

and the primary research findings.  These are illustrated in figure 6.1. 

 

Figure 6.1 Marketing Objectives for SusanXO 

 
 

Therefore a digital marketing strategy that is focused on launching the brand, and 

educating customer segments will be employed.  This will be achieved by promoting 

content assets such as webinars and white papers.  This strategy will also serve as a 

customer acquisition strategy to help counteract the incumbent advantage found in the 

marketplace analysis. 

 

6.2  SEGMENTS AND TARGET MARKETS 
 

The primary target audience for SusanXO for the first twelve months of trading are 

micro SMEs within the health and wellness industry.  Commercial attractiveness of 

each segment was analysed and distilled down to two main segments namely 

therapists and counsellors/psychotherapists.  Details of the stages of business growth 

and routes to segments are illustrated in figure 6.2. 

 

Launch	
Brand

Educate	
Audience

Acquire	
Prospects
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6.2.1  Target Markets and Market Segments 

 

The market size is small in Ireland but it is considerably larger in the U.K. 

Anticipated profits from both combined regions are large enough to merit investment.  

Therefore the recommended marketing strategy includes both jurisdictions.  

Importantly the geographical barrier is not considered a point of differentiation. 

 

Figure 6.2 Target Market and Market Segments 

 

 
 

Audiences were segmented according to the following characteristics: 

 

Demographics:  Therapist occupation for example therapist, coach, counsellor and/or 

psychotherapist. 

Geographic:  Ireland and UK resident therapists. 

Psychographics including risk aversion traits, personality and lifestyle traits and 

leadership traits.   

Behaviour:  Therapists who have aspiring career plans, enjoy networking and attend 

conferences. 
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6.2.2  Points of parity 

 

Furthermore strategic partnerships can be nurtured with two groups namely: 

 

1. Strategic partnership with therapy training schools 

2. Strategic partnership with therapy membership associations 

 

This offline marketing strategy will be implemented through network and relationship 

marketing by the business owner and does not form part of this digital marketing 

strategy. 

 

6.2.3  Points of differentiation 

 

There are points of differentiation between the two segments and they are divided into 

five classes namely: market size, goal difference, costs of reaching segments and 

benefits wanted by each segment.  These are listed in table 6.3 and further illustrated 

in the customer personas and the goals and value proposition for each of the three 

customer segments. 

 

Table 6.3  Points of Difference  
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6.2.4  Customer Personas 

 

Customer personas were developed to represent the key segments and are illustrated 

in table 6.4. 

 

Table 6.4  Customer Personas 

 
Although four personas are listed, only three personas have been chosen for the first 

phase of business growth and the first level of service. The Security Seeker (Marie), 

the High Flyer (Liz) and The Traditional Therapist (John) have been chosen because 

of the sense of urgency associated with the stage of their business growth and the ease 

of accessibility to these market segments through the associations they join. 

 

6.2.5 Value Proposition  

 

Objectives and the value proposition for each of the customer segments were defined 

and clarified and are illustrated in Figure 6.5 overleaf. 
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Figure 6.5   Objectives and Value Proposition of key customer segments 

 
Data from the research findings was used to develop a strategy to communicate the 

online value proposition and how to communicate the brand, product features and 

benefits through online channels and additionally how to use customer feedback to 

develop insights from multiple data points in keeping with industry best practice.  

This information is included in appendices 5.3.2 – 5.3.7 (pages 137 – 142). 

6.2.6 Defining Marketing Communication Objectives 

 

To define the communication objectives required a review of the eSWOT analysis 

(Figure 6.6) and in particular examining the strengths and opportunities that will help 

refine the marketing objectives.   
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Figure 6.6 eSO and eWO mix 

 

 

Strengths and Opportunities Strategies 

 

To integrate the situation analysis with the recommended digital marketing strategy 

the strengths and opportunities were analysed to develop a strategic marketing plan 

that is focused on achieving three specific goals: 

 

1. Launch the brand across all online channels.  Counteract external competition 

by making it clear the SusanXO.com is a business run by a therapist who has a 

passion for helping therapists achieve their business goals.   

 

2. Educate potential customer segments with webinars and free video courses. 

 

3. Build a database of new prospects and in year two organise a marketing summit 

for the industry. 
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Figure 6.7  Financial Objectives using the RACE Model 

 
 

Guidelines for the percentage of the online budget spend are illustrated in table 6.8 

together with the estimated percentage of sales per channel.  Until such time as the 

business is launched these percentages can only be guessed at based on previous 

revenue percentages from the owners old business in the same niche. 

 

Table 6.8. The channels used and the revenue contribution 
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6.2.7  Communication Objectives using the RACE Model 

 

The following objectives have been identified as the most essential for the first twelve 

months of trading.  The objectives are broken down into four categories to reflect the 

RACE model. 

 

Reach 

 

1. Publish and promote content and digital media to key personas over relevant 

social media channels. 

2. Use SEO, mobile responsive website, sticky content and improved user 

experience to draw visitors towards content and digital media hubs. 

3. Use PPC advertising through Facebook, SEO and remarketing to reach target 

audiences. 

 

Act 

 

1. Develop a clear customer journey for each persona. 

2. Provide an engaging user experience over all channels and be ‘worth finding’. 

 

Convert 

 

1. Use email marketing to build personalised relationships with prospects. 

2. Use webinars to acquire new prospects. 

3. Use price differentiation strategy and risk reversal guarantee to increase 

conversion rates. 

4. Capitalise on marketing efforts by investing in marketing automation software 

to save on men, money and minutes (3 Ms) and commit more time to serving 

customers. 

5. Capitalise on marketing efforts by investing in remarketing to ensure relevant 

content is served and to drive conversions. 
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Engage 

 

1. Develop a clear online value proposition and high customer lifetime value 

through branding and engagement 

2. Use segmentation, targeting and positioning to ensure the brand is exposed to 

the right people at the right time and in the right channel. 

 

Snapshot of Facebook page for SusanXO 

 
 

Snapshot of Twitter page for SusanXO 
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6.3 STRATEGY 

 

6.3.1  Strategy 5S Framework 

 

Details of the strategy to achieve the marketing objectives are discussed using the 5S 

framework in table 6.10 below.  Table 6.10 5S Framework for Objectives 
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6.3.2 Brand positioning and communication strategy 

 

To ensure crystal clear positioning a brand brief was drawn up as part of this 

consultancy project.  The brief was used to commission a brand and have it design by 

external branding experts (Howard, 2016, Rooney, 2016).  A logo and a set of brand 

guidelines were created to enable it to be launched over all online channels for each 

specific persona.  The brand building strategy is described in appendix 5.3.5 (page 

140). 

 
The most appropriate channel to communicate with each person is listed in table 6.11 

 

Table 6.11 Channels for Personas 

 

 
 

6.3.3 Sequencing 

 

A customer journey and the touch-points for each personas is described in figure 6.12.  

Additionally insights on the customer journey for each persona is explained in 

appendix 5.3.7 (page 142).  Additionally a strategy to manage brand loyalty is 

discussed in appendix 5.3.6 (page 141). 
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Figure 6.12  Customer Journey Sequence 
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6.3.4 ACQUISITION (TRAFFIC BUILDING) AND RETENTION (CLV) 
 

Customer Acquisition Strategy 

 

The customer acquisition strategy is illustrated in figure 6.13 and describes the 

process of acquiring leads and converting those leads into customers by automating as 

much of the sales process as possible.  A personal touch and value is delivered 

through webinars and through the email nurturing sequence.  Additionally the offer of 

a free telephone appointment or ‘discovery session’ will enable SusanXO to get to 

know potential customers and engage in personal selling by telephone. 

 

Table 6.13 Customer Acquisition Strategy  

 
Further information on the customer lifetime value and lifecycle and how that life 

cycle can be interrupted and managed is included in appendix 5.3.9 on page 145. 
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6.3.6  Social Media Strategy 

 

A general social media strategy across all channels has been created with the 5S 

framework.  Figure 6.14 details the key parts of the social media strategy. 

 

Figure 6.14  5 S Framework within the Social Media strategy 

 

 

 
 

The findings from primary research point towards a need to educate micro SMEs on 

the value of strategic marketing.  A number of pain-points were discovered during the 

market research and these are listed in figure 6.15.  These pain-points will become the 

content strategy for social media posts.  A customer lexicon of vocabulary used by 

key personas was developed from the primary research findings.  These words will be 
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used as part of the content marketing strategy and are described in detail in appendix 

5.3.8 (page 144). 

 

Figure 6.15  Primary Research Recommendations for Content Marketing 

Strategy 
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6.4 TACTICS AND ACTIONS  

 

Introduction 

 

The tactics and actions will illustrate the sequence of activities necessary to achieve 

the first year objectives and the marketing strategy.  

 

Tactical Tools 

 

The tactical tools required to deploy the digital marketing strategy are as follows: 

 

o Social media accounts on Facebook, Twitter, LinkedIn, Google +, YouTube 

and Instagram. 

o Landing pages software provided by Leadpages www.leadpages.net 

o eCRM system (Aweber) www.aweber.com 

o Google Adwords Keyword tool www.adwords.google.ie 

o Facebook Ads Manager account 

o Remarketing pixel for website and Leadpages landing pages 

o Google Analytics www.google.ie/analytics 

o Scheduling www.acuityscheduling.com 

o Wordpress website, fully mobile responsive and fast load times 

o Go To Meeting (evergreen webinar software) www.stealthseminar.com 

 

6.4.1  Integration and Sequencing 

 

The tactical tools, namely article, white papers, webinars and courses and the points 

of contact on the customer journey are illustrated in figure 6.18. 
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Figure 6.18 Content Assets on the Customer Journey 

 
 
To ensure synthesis between strategy and objectives there are specific actions that 

need to be completed for each of the tactical tools in the customer journey.  A mini-

project management approach is recommended to tactically manage each tool within 

the sequence.
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Figure 6.19 RACE and RACRL illustrates the customer lifecycle and customer 
journey and how content is managed and sequenced at every step of the journey. 
 
Figure 6.19 RACE and RACRL 

 
 
Figure 6.20 provides an overview of the Social Media Channel tactics. Each of the 

five primary channels are listed along with the channel focus, the recommended 

number of posts per month, what the primary goals for each channel should be and 

what can be measured as KPIs in the control section of the digital marketing strategy.  

Content best practice is derived from benchmarking against best practice in higher 

education.   
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Figure 6.20 Social Media Channel Strategy 
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Tables 6.21 is a series of Gantt Charts that illustrate the amount of men, money and 
minutes required to meet the marketing objectives.   
 
 
Table 6.21 Gantt Chart 
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Gantt Chart of tactical actions  

 

Table 6.22 outlines the tactical actions required to achieve first year objectives.  The 

business is a micro-SME with only one employee, therefore all tasks will be 

undertaken by the owner.  Where tasks are outsourced a conservative fee is listed in 

the final tab of the tables. 
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6.22  Gantt Chart of tactical actions from month 1 to month 6 
 

 
 
6.22  Gantt Chart of tactical actions from month 7 to month 12 
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6.4.2 Customer Acquisition Tactics and Actions 

 

Facebook advertising will enable SusanXO to acquire new prospects by advertising to 

‘custom audiences’.  These are custom audiences that are created by uploading email 

addresses of current customers and prospects. 

 

Additionally factors such as the content of the adverts, edge rank, affinity and 

negative feedback also affect the bidding prices for adverts on Facebook. 

 

To ensure adverts are cost effective and costs per new lead are kept as low as 

possible, it is important to adhere to Facebook advertising guidelines.  Engage with 

the audience and interact with all actions such as comments and shares on each 

advert.  To improve edge rank, avoid accepting page likes from family and friends or 

people who do not represent the customer segments.  Figure 6.23 demonstrates how to 

upload a custom audience. 

 

Figure 6.23   Custom audience process on Facebook 

 

 

 
 

 

A recommended audience vocabulary is included in figure 6.24.  This actions detail is 

an important recommendation to help Susan XO reach key customer segments.
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Figure 6.24.  Audience vocabulary and keywords for each persona on Facebook 
 
Bidding strategies:  Cost per action = conversion.  Cost per mile = Brand awareness 
 
 

 
 
 
The long-tail keyword words will form the SEO for the content marketing actions. 
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Figure 6.25 lists the Social Media calendar actions for SusanX0 and makes 

suggestions on the kind of content mix to include on a day-to-day basis. 

The Focus is on introducing webinars and videos to educate customers. The business 

objective is to generate new leads and prospects.  A strong call-to-action (CTA) is 

recommended on all posts.  Persona insights should be used to speak to individuals 

through channels:  The Security Seeker, The Part-Timer.   The voice communicated 

through the message should be caring but firm.  Branding focus should be on ensuring 

all post images are branded and all content posts lead back to website.   

 
Figure 6.25 Social Media Calendar and Actions 
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6.5 CONTROL 

 

This section displays the range of dashboards required to monitor, measure and 

analyse the performance of the tactics and actions to ensure that the objectives can be 

achieved within the time frame and ensure the careful use of budget, time and 

manpower.  Because the business is a micro SME of just one person, it is important 

that only metrics that provide essential information are included.  Otherwise the 

owner runs the risk of experiencing analysis by paralysis if there are too many metrics 

to be analysed.  

 

Figure 6.26  List  of dashboards required to measure tactics and actions 

 

 
 

Figure 6.27 lists the essential metrics to be measured over four key areas namely 

sales, marketing, social and search engine optimisation. 
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Figure 6.27 Essential Metrics to Measure Regularly 

 

6.5.1 KEY PERFORMANCE INDICATORS 
 

The Key Performance Indicators are divided into four main areas as listed in the table 

above. 

 

Sales KPIs 

 

Sales key performance indicators can be divided into four main segments.  Each 

segment will help improve prospect numbers, increase retention rates and improve 

revenue. 

 

KPI 1:  Sales opportunities 

• Increased value per prospect. 

• Improving flow from one stage to the next with key promotions. 

• Increasing lifetime value of each customer with irresistible offers. 

 

KPI 2:  Product performance 

• Measure total revenue per course. 

• Number of units sold per course. 

• Purchase value per order for each course. 
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KPI 3:  Average Profit Margin 

Difficult metric to measure as some customers stay on a database for a couple of years 

without taking action. 

• Total costs of advertising and promotion. 

• Total cost of time. 

• Total cost of venue, travel and course materials. 

 

KPI 4:  Sales Conversion Rate  

• Compare current performance to previous performance periods. 

• Measure how many sales on a month-by-month basis. 

• Quantify how many propects per promotion. 

• Track busiest seasons and plan promotions to match lead-time. 

 

Marketing KPIs 

 

Marketing key performance indicators can be divided into seven categories.  Each 

category helps to reduce the cost per lead and the cost per customer, and improve 

profitability overall. 

 

KPI 1:  Customer Retention  

• Provide feedback form and testimonial request after every course, class and 

webinar.   

• Ensure testimonials are followed up on to get photo, website etc and 

permission to use for promotional reasons.  

• Offer Affiliate Window for recommendations and for testimonials. 

 

KPI 2:  Cost Per Acquisition and Cost Per Lead 

• Revenue compared to cost of campaign 

• Adword spend compared to website traffic and free video course sign-up 

 

KPI 3:  Attrition and churn rate. 

• Monitor shopping cart abandonment and use wordpress plug-in to monitor 

abandonment and map customer  



 98 

• Ensure Facebook pixel is set to 180 days and remarketing campaign 

implemented over Facebook. 

• Limit customer risk with money back guarantee. 

 

KPI 4:  Web Traffic Sources 

Traffic comes from four main sources.  Each source has a primary KPI to monitor via 

Google Analytics dashboard. 

• Search – Keyword optimisation through Google’s keyword tool. 

• Direct – Increase visibility for direct searches. A major investment into this 

metric is required. 

• Referral – URL placed on other websites. A major investment into this metric 

is required. 

• Campaign traffic – visits to website from paid campaigns. A major investment 

into this metric is required. 

 

KPI 5:  Goal Completion Metrics and End Action Rate 

Add URL of thank you pages to Google Analytics dashboard. Create clearly defined 

‘thank you’ pages across the website to monitor goal completion for the following: 

• Webinar sign-up 

• Free video course sign-up  

• Product purchase via Paypal.   

 

KPI 6:  Keyword Performance 

Success indicators: 

• Improved rankings for keyword and keyword group 

• Invest in long tail keyword content marketing and add sign-up to bottom of 

page 

• Improve goal completion for long tail keyword groups. 

 

KPI 7:  Email Marketing Engagement Score 

Measure the success of each broadcast message, engagement sequence and 

unsubscribe rates through the email analytics dashboard. 
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Social Media Kpis 

 

Social media key performance indicators can be divided into four categories.  Each 

category helps to improve the authority and expertise of the brand over the favoured 

social media channels of Facebook, Twitter and Youtube. 

 

KPI 1:  Social Interactions 

• Monitor social interactions on website via Google+ and Facebook plugin. 

• Encourage content shares and comments. 

 

KPI 2:  Facebook Insights, Analytics and Demographics 

• Use Facebook analytics dashboard to import custom audiences from email 

lists. 

• Create lookalike audiences. 

• Instigate a remarketing campaign from email lists of prospects. 

 

KPI 3:  Twitter Engagement Metrics 

• Use Audisense dashboard to find competitors followers and remarket content 

to encourage new followers. www.audiense.com 

 

KPI 4:  Social Traffic and Leads to Website 

• Referral traffic:  encourage visits to website by clicking on URL on social 

media. 

• Convert social media followers to email subscribers via free video course. 

• Conversion rate.  Measure web visitors divided by number of goals completed. 

 

SEO KPIs 

 

Search engine optimisation key performance indicators can be divided into five 

categories.  Each category helps improve the overall click-through rate for targeted 

keywords and improve the overall domain authority and search engine ranking. 
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KPI 1:  Keyword Opportunity  

• Improve search rankings by comparing current rankings to Google’s estimated 

search traffic volumes.   

• Use keyword traffic estimator to identify opportunities.   

• List all keyword ideas including long tail and incorporate into a content 

marketing planner.   

• Ensure all H1, H2 and H3 headings contain keywords. 

• Use Google Analytics, Google Webmaster and impression data from 

AdWords campaigns. 

 

KPI 2:  Keyword Click-Through Rate 

• Monitor the number of clicks to website compared to how many times a listing 

appears in search results.   

 

KPI 3:  Search Traffic Performance 

• Monitor all visits to website that are result of organic or paid traffic search.   

• Link with goal completion metric such as thank you page, to newsletter sign 

up or PayPal purchase. 

 

KPI 4:  Keyword Ranking 

• Establish a goal to get into top 10 results in the first instance and then into top 

three results for key search terms. 

• Build a hierarchy of key search terms. 

• Include long tail search terms as well as key search terms. 

Link key search terms to Google + and YouTube to improve visibility. 

 

KPI 5:  Domain Authority and External Website Links 

The more relevant links that point to the website the more ranking and trust authority 

a website gains with Google.  A major investment required into this metric. 

• Increase the number of back links to domain to increase trust factor and 

domain authority for improved Google page rankings.   
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• Consider developing websites for customers to build back-links into new 

customer websites as another USP. 

• Complete e-book and add to Amazon to increase back link authority. 

• Offer free copy of book with URL to website. 
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Figure 6.28 illustrates how frequently key performance indicators should be 
measured. 
 
Figure 6.288 Dashboard KPI’s and Frequencies 
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6.6  CLOSING COMMENTS  

 

The business is almost ready to launch and the owner of the business is developing 

the value chain and strategic partnerships with associations, schools and the business 

network.   

 

A range of digital assets are been created alongside this project so that when the 

owner networks with strategic partners she is able to direct them to 

www.susanxo.com and suggest a relevant digital asset to download.  By adopting this 

customer acquisition approach she is able to offer value to strategic partners, customer 

segments, showcase her expertise and capture email addresses and segmented those 

contacts into appropriate lists. 

 

A comprehensive digital marketing strategy has been created for the first year of 

business and the strategy has been developed from solid findings within the research 

undertaken through the literature review, the market analysis and the primary research 

findings.  Therefore the digital marketing strategy is a good fit and meets the business 

objectives of SusanXO plus the needs of the target market. 

 

The research findings have show that SMEs suffer from constraints surrounding the 

3Ms namely manpower, money and minutes, therefore the digital marketing strategy 

has been careful to create savings for SusanXO in all three of these areas.   

 

Part of the digital marketing strategy recognises the importance of customer 

acquisition for SusanXO to manage the incumbency advantage of competitors within 

the sector.  Therefore acquisition has become an essential part of the social media 

strategy for SusanXO.   All visitors to social media platforms will find that they can 

download digital assets in the form of an mp3 or white paper or join an evergreen 

webinar.  This means that all social media channels are subtly optimised for customer 

acquisition as well as brand awareness and engagement.  
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What is also important about this acquisition-based approach to the digital marketing 

strategy is that much of it is automated.  This means that the owner can spend more 

time connecting with customers, networking with strategic partners and building the 

brand across digital channels without having to worry about the typical barriers that 

prevent micro SMEs from adopting digital marketing and digital marketing 

technology in their business. 
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Appendix 1:  Research Methodology 
 

1.1:  Invitation to the Focus Group 
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Appendix 1.2:  Privacy and Ethics:  Consent and Anonymisation of data and 
findings 
 
Note:  This post was pinned to the top of each focus group Facebook page 
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Appendix 1.3:  Research Reliability and Confidentiality Notes 
 
The author as both the researcher and the start-up client is fully aware the obligations 

surrounding the Data Protection Act, (Data Protection Commissioner, 2009) and is 

satisfied the legal obligations have be met. 

 

Research on the implications of commissioning market research has been conducted 

and provisions have been made to ensure external sources can check the quality of the 

work and data preparation.   

 

Regarding the interpretation of the data the author as researcher and start-up is aware 

of a researchers duty to ensure that clear distinctions are made on the findings and the 

researcher’s interpretation of them and any recommendations based on them are duly 

explained in the presentation of the research.  (ESOMAR 2007 cited in Domegan & 

Fleming (2007). 
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Appendix 1.4  Anonymisation Process 
 

Focus Group Code – Group Anonymisation Process 

 
NAME INITIALS FG1 FG2 FG3 FG4 
Denis O’Connor DOC 2EO    
Kate Cleary KC 2AE    
Teddie Drumm TD 2ER    
Charlie Daly CD 2HA    
Keane Harley KH 2EA    
Paul Fox PF 2AO    
Tracey Boyd TB 2RO    
Jiska Kompeiners JK 2IO    
Rich Tea RT 2IE    
 
Fiona Sweeney FS  4IW   
Shell Hipwell SH  4HI   
Martin O’Neill MON  4AE   
Lee Cozens LC  4EO   
 
Kevin Hennessy KH   6EE  
Caoimhe O’Grady Tegart COGT   6AR  
Eileen Foley EF   6IO  
Tracey Boyd TB   6RO  
Heather Hall HH   6EA  
Liam Cannon LC   6IA  
Linda Shalloe Cruise LSC   6IH  
David Berry DB   6AE  
Mary Ryan MR   6AY  
 
Elizabeth Hall EH    8LA 
Bruce Longstreet BL    8RO 
Lorna Farrell LF    8OA 
Annette Kenwright AK    8NE 
Kevin Hennessy KH    8EE 
Mary Hassett MH    8AA 
Noreen Kiely NK    8OI 
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Appendix 1.5  Focus Groups – Moderator Guide Research Short Hand Notes 
 

Use between 8 – 12 participants remember there is a high attrition rate on Facebook 

events with many participants not showing up for the events. 

Gain insights by listening and interacting with the comments in the dialogue boxes.  

Use name tagging to increase engagement. 

 

Remember the group selected has a common background, use introductions to 

develop a sharing environment. 

 

Remember the key objective is to learn and understand what therapists have to say 

about digital marketing and what their attitudes are towards digital marketing training 

courses.  The goal is to develop ideas and insights before further investigations can 

take place on the digital marketing training course curriculum and potential deliver 

methods.  Explore and define attributes and issues in customer terms  Encourage 

people to talk at length and in detail about the topic in question and provide 

discussion and debate to hopefully develop new ideas and insights.  Explore the 

purchasing decision-making process when signing up for a course in digital marketing 

if they have already done so. 

 

Use the research question to keep focused. 

 

 
Establish the objectives of the marketing research project. 

Refer regularly to the general statement of the problem.  “Is there a need for training 

to help micro SMEs exploit digital marketing?” Before moving on to the next topic, 

ask yourself, what information is needed and have you got it? 
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Rapport building 

 

Screening profile for group participants:  homogenous in terms of demographic and 

socio economic characteristics.  Point out their commonality to avoid conflict about 

side issues.  Remember inducements are allowed- remind them that for participating 

they have been invited to a free training webinar on how to use testimonials in their 

therapy practice.  Keep participants motivated and actively engaged in the group. 

 

Stage 1 

 

Moderator is essential to success:  

Build rapport 

Icebreaker:  participants introduce themselves 

Rules of interaction are softened in the online environment 

Objectives of the research are outlined and sponsor/college introduced.   

Keep discussions on the topic. 

Set an agenda by topics 

Detailed outline of the issues to be addressed 

Stimuli – video description of the digital training course. 

Use the poll function on Facebook to improve interaction and to cut down on typing 

when it is not necessary to do so. 

 

Stage 2 

 

Provoke intensive discussion in relevant areas and use name tagging to improve 

involvement and engagement and drill down into the topic being discussed. 

 

Stage 3 

 

Summarise the group’s response to determine the extent of agreement 

Online focus groups, use the group chat to create a virtual room and to gain further 

insights. 
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Although focus groups are usually 90 minutes with 40 pre prepared questions it is 

better to stick to 30 minutes in the distracting environment of Facebook. 
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APPENDIX 2:  RESEARCH LIMITATIONS 
 

2.1  Research Limitations 

 

Although the research findings display widespread agreement that there is a need for 

digital marketing training the findings also highlight that there is a lack of buyer 

readiness.  Furthermore this finding concurs with the marketplace analysis conducted 

and show that the following barriers will need to addressed for the start-up to build a 

business case .  Those barriers are: 

 

o Mindset  

o Money and minutes barriers 

o Technology barriers 

o Proof of effectiveness. 

 

There is a limit to the transferability of the findings from these focus groups.  It is 

likely that the importance of mindset does not apply to other SMEs.  

 

Additionally, the qualitative sample whilst adequate is small and restricted to a 

purposive sample of micro SME therapists with an optimistic mindset.  Therefore it is 

unlikely the findings could be applied to a wider micro SME population.  

 

2.2  Addressing bias 

 

The start-up is aware that some therapists within the targeted customer segments do 

not have an online presence and are not very familiar with digital technology.   

 

Therefore those therapists that do not have an online presence will not be targeted for 

digital marketing training through online channels.  
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The training the start-up will offer is advanced digital marketing training with a strong 

marketing automation component.  Therefore excluding therapists who are not 

familiar with online technologies is considered a positive bias. 
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APPENDIX 3:  DATA ANALYSIS 
 

3.1  Data Analysis Methods 

 

The methodology for analysing the data was a three-step process firstly to describe 

and define the data collected without attaching significance, value or meaning to it 

(Lynch, 2014) to ensure the author remained unbiased.  The next step was to discuss 

the findings and to interpret the findings and add value, meaning and significance to 

the phenomena of the data. The final step was to draw conclusions concerning the 

application and usefulness of the data for the start-up. 

 

Moore (1994 as cited in Collis and Hussey, 2003) recommends an analysis framework 

of comprehending, synthesizing, theorizing and recontextualising and this approach 

was used with the raw data. 

 

The author gained a comprehensive first impression of the data through the process of 

moderating the focus groups.  Careful reading of the transcripts started the process of 

coding the raw data.  Categorisation of data occurred naturally as the focus group was 

planned to consist of themes which have already been discussed.  Each theme was 

separated and the coding process commenced with highlighting and colour coding 

phrases, actions, feelings and interpretations and attitudes.  Particular attention was 

paid to phrases that were similar to theories that had emerged during the literature 

review, there were many feelings and impressions repeated from participants.  

Additionally also several surprising and unexpected opinions began to emerge from 

the raw data.   

 

To assist data reduction, multi conversational threads were organized on a conceptual 

mapping framework as recommended by Hughes and Lang (2004) and Daley (2004) 

and Greenbaum (1991) for sorting threads and themes in online focus groups and 

qualitative research respectively. 

 

Data focusing, sorting, discarding and re-organising was employed as recommended 

by Miles and Hubeman (1994).  This approach assisted in the development of insights 
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and the development of an emerging theory (Miles and Hubeman, 1994).  An 

inductive process was used.  New themes began to appear in the data and a new 

theory of reluctant toward digital marketing by therapists began to emerge. 

 

The raw data was reviewed again in the light of these new emerging themes and new 

knowledge about the world of digital marketing from the perspective of the 

participants began to emerge that met with the core objectives of the study; namely to 

determine if there is a need for digital marketing training for therapists. 

 

Additionally the data analysis met the chosen interpretivism epistemology and used 

inferences to develop a theory from the research data. 

 

3.2  Quality Evaluation 
 

Whilst validity and reliability are essential in all primary research, the naturalistic 

nature of qualitative research poses issues surrounding measurement.   To increase the 

trustworthiness of qualitative data Guba and Lincoln (1982) ‘propose analogous 

terms’ (p. 246) to supplant internal validity, external validity, reliability and 

objectivity associated with positivism. In the qualitative environment they to supplant 

these “rationalistic terms” for use with interpretivism (Guba and Lincoln p. 246, 

1982).  They are credibility, transferability, dependability and confirmability. These 

terms will guide the data analysis and develop trustworthiness in the data.  The four 

themes and recommended actions are listed in figure 4.6 and those that are used to 

manage the trustworthiness of the data in this primary research project are highlighted 

in bold text. 
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Figure 4.6  Four themes for the Interpretivism Paradigm 

 

 
 

 

Rudestam (2007) points out that not all of the actions listed need to be included 

therefore the author has selected those that are most relevant to this study. 

 

Credibility was improved through persistent observation over four focus groups 

before saturation point was reached.  Referential adequacy was checked against 

existing literature on SMEs attitudes and barriers towards digital marketing and 

member checks were completed to ensure focus group members were professional 

therapists. 

 

Transferability was achieved with purposive sampling and the use of thick description 

data gathering and analysis techniques. 

 

Dependability was achieved by the use of overlap methods and using data from a 

short survey of therapists who reflected similar responses to those of the focus group 

participants. 

 

Conformability was attained through reflective field research notes and the 

presentation of the draft findings to focus group participants.  Additionally a further 
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Facebook follow-up focus group was conducted to gather their feedback on the 

findings. 
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APPENDIX 4:  COPY OF RESEARCH INSTRUMENTS 
 

Due to the large size of the file the research instruments have been put into a separate 

file as agreed with Dr. D. Flemming, project supervisor. 
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APPENDIX 5:  DIGITAL MARKETING STRATEGY 

Appendix 5.1  The Customer Perspective on the 7Ps Marketing Mix 

 

To ensure a crystal clear value proposition and the 7Ps are a good fit for the key 

personas the 7Ps are translated into the 4Ps to represent the customers point of view.   

The product becomes the solution the customer seeks.  The price become the cost to 

the customer.  The promotion becomes the communication to the customer and finally 

the place become the convenience of delivery.  This customer perspective is 

illustrated in table A5.1. 

 

Table A5.1.1  The 4Ps of the customer point of view 

 
Product Þ Customer solution  
 

 
Price Þ Customer cost  

Each product matches market segment 
Excellent quality  
Training designed to meet pain-points 
Focus on benefits over features 
Brand resonance strong 
Packaging – tangible service 
Excellent customer service before 
customers buy 
Products solve pain-points 
Products are focused on benefits rather 
than features 
Products are intangible but added value is 
provided by offering tangible goods to 
enhance the training service. 

Psychological pricing strategy focused on 
benefits and training location 
Price bundling offers 
Allowances – travel allowance  
Payment period over the duration of the 
course 
Credit terms over the duration of the 
course 
Satisfaction guarantee offer to reduce 
buyer risk 

 
Promotion Þ Communication 

 
Place Þ Convenience  
 

Advertising PPC over Google Adwords 
and Facebook Ads 
Personal selling through live events and 
offer of a complementary strategy session 
Sales promotion via webinars and email 
Public relations through social media and 
brand resonance 
Inspirational quotes, images and video 
snippets over social media 
Value laden training webinars. 

Channels: Website Blog, Facebook, 
Twitter, YouTube, Instagram. 
Coverage:  Online courses allow for a 
larger global audience. 
Live training events to be structured to 
allow convenience for travellers.  
Intensive training events are preferable 
over drip feed live courses. 
Parking and accessibility are two key 
areas to consider. 
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Industry recommends (Carey 2004, Smith 1956, Hanlon 2013, ) a system for 

continuously improving insight intelligence by gathering data from competitor 

analysis and internal systems such as customer complaints and enquiries, customer 

analysis and sales and service feedback.  Implementing an insights system will enable 

SusanXO to continually develop detailed customer insights which will in turn 

enhance their content marketing and achieve a greater level of marketing 

personalising and engagement.  In this case the insights are used to help clarify the 

customer journey and the touch-points along the way.  This in turn helps clarify the 

sequencing for each persona. 

 

 

Scenario 1:  Marie’s Customer Journey 

 

Marie is short of clients this month and is worried about her long-term prospects.  The 

idea of having to return to corporate life depresses her.  She logs onto Facebook to 

find some inspiration.  A Facebook sponsored post appears in her news feed 

announcing ‘Fill your diary with great clients!’  She clicks on the link, a short ninety 

second video explains the exact pain-points she is experiencing.  She is offered a free 

video on how to adjust her mindset to get more clients.  Marie submits her email 

address, receives the video, watches it and enjoys it.  Marie feels energised and 

inspired by it.   

 

The next day Marie receives an email from SusanXO asking her if she had time to 

watch the video and suggesting the next thing that she should do to help her get more 

clients.  It is an easy task and Marie is happy to do it.  The next day Marie receives 

another email inviting her to take advantage of a free phone consultation called a 

strategy session to help achieve three things: 

 

1. Recognise ways she has been sabotaging her success as a therapist. 

2. Suggest opportunities she may have been missing out on. 

3. Ensure she leaves the call feeling energised and inspired and ready to take 

action and get results. 
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Marie signs-up for the free strategy call.  Enjoys the process and agrees to join a 

digital marketing course for therapists in Dublin. 

 

 

Scenario 2:  Liz’s Journey 

 

Liz is on Twitter. A shared link appears on her newsfeed that asks her “Do you have a 

lifestyle friendly therapy practice?”  She wishes she did but instead she is struggling 

to prioritise family life over trying to build her therapy business.  She clicks on the 

link and is offered a place on a free webinar starting at the top of the hour.  (The 

webinar is an evergreen webinar automated by SusanXO to always run at the top of 

every hour to optimise the number of sign-ups.)  The webinar promises to explain the 

massive marketing mistakes most therapists make that can leave their appointment 

diary and bank balance empty and leave them feeling unfulfilled and frustrated. 

 

Because Liz is browsing on Twitter she has time to spare and because the webinar is 

starting at the top of the hour she feels lucky.  The webinar is short, highly engaging, 

sometimes funny and is full of useful information. She likes the idea of having a 

‘system’ (anagram for saves your sanity, time, energy and money) and clicks through 

on the sales page at the end of the webinar.  She likes what she sees, is pleased to see 

it has a money back guarantee if she doesn’t get more clients and that it teaches her 

how to be more efficient, more successful and more profitable in her therapy practice.  

She decides to give it a try and signs up for the online digital marketing course for 

therapists. 

 

 

Scenario 3:  John’s Journey 

 

John is reading his email and opens the latest members copy of the therapy 

association he has been a member of for twenty years.  He sees an advert asking him 

if he wants to release the hidden income in his therapy skills by learning how to 

publish a book, join the lecture circuit and break free from one to one consultations.   
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He clicks on the link and is sent to the SusanXO website.  He is offered a place on a 

short online Therapy Writers workshop.  The online workshop is affordable and the 

content offers a lot of value for money, has a satisfaction guarantee so he decides to 

sign-up for it.  John joins the online course.  On the course John is made to feel 

welcome and is impressed by the level of personal service for a small investment of 

his time.  He has contact with principal of the academy by phone and Skype.  Is 

offered a discovery session and decides to sign-up for a one week ‘The Power of One’ 

residential retreat course. 

 

5.2 Specific actions for the tactical tools 

 

Specific step-by-step descriptions of how to project manage each tactical tool in the 

customer journey for each persona. 

 

Creating scheduled and boosted posts for social media calendar and creating 

custom audiences for PPC 

 

o Create a sponsored post using www.canva.com or www.picmonkey.com 

software.  Do a few versions of the same post with different colours and 

layouts 

o Upload the posts to Faceook ads manager 

o Upload a database of past customers email addresses to create a custom 

audience 

o Use the custom audience to create a ‘lookalike audience’ 

o Set the geographical and demographics for the audience reach 

o Upload the post images.  Facebook will split-test the images to pick the one 

that gets most reactions to.  

o Add a link to an opt-in page. 

 

Creating a subscriber list in email client (Aweber)  

 

Create a list in Aweber eCRM and draft four or five emails to welcome new 

subscribers 



 133 

1. Here is your download 

2. Did you watch the free training? Here’s what some of our customers have said? 

3. Do you have problems getting clients?  Why not take advantage of a free strategy 

session with SusanXO? 

4. Did you know we are about to launch a brand new training course?  Take a look at 

what is on offer 

5.  Here’s what happens to your therapy practice when your marketing is working… 

 

If the subscriber does buy a place on the course, her email address can be removed 

from the subscriber list and placed into a new email list for course attendees.  To do 

this, a goal tag needs to be created in Aweber.  Simply copy the URL of the thank you 

page from the website into the tag function on Awber.  Any customers that click on 

links to sales pages and reach the thank you page will be segmented into a new list. 

 

If a subscriber does not buy, simply leave the prospects in the original list.  

Send out a regular newsletter and important broadcasts to them.  Figure A5.2 

illustrates how many subscribers opened the email, clicked the link, bounced and 

complained about the communication. 

 

Figure 5.1.2 

 

 
 

Create a native distraction free video for Facebook and Twitter 

 

Create a short video using a smart phone that describes the pain point.   

Instruct viewers to click on the link to download the free training. 

Full instructions on how to create consumer focused videos that meet Facebook 

guidelines can be downloaded at: 
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https://www.facebook.com/business/ads-guide/video-views?toggle0=No 

 

 

Create sales pages and opt-in pages with Leadpages and link with email client 

 

Create an opt-in page in Leadpages to capture email addresses. Link the opt-in page to 

a relevant subscriber list in Aweber eCRM  

Create a sales page for the paid course on the website.  Focus on selling benefits as 

well as listing features.  Include testimonials at the end of the sales page to encourage 

conversions. 

Create a thank you page for when customers buy a place on that course. 

Copy the URL of that page and add the thank you page to Paypal 

 

 

Integrating appointment scheduling with Wordpress website and calendar 

 

Open an account with www.acuityscheduling.com to create recurring appointments to 

offer prospects.  Use the telephone or Skype appointments to address pain points and 

to sell directly and discretely by offering them the right course for their level 

Set up email notifications in Acuity Scheduling and link Google Calendar or 

Microsoft Outlook to automatically add new apponintments to calendar. 

 

 

Integrating Paypal with Wordpress website and Leadpages sales page 

 

Set up a Paypal account and create a Paypal button.  Add the thank you page URL 

from the website to the Paypal button.  This way when customers buy they get taken 

back to a thank you page on the website. 

Copy the code for the Paypal button and place it on relevant website sales page. 

Create a cart abandonment page on the website.  Add the URL of that page to the 

Paypal button.   

 

Setting financial goals with Google Analytics 
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Link Paypal to Google Analytics and set up page goals for each thank you page and 

each cart abandonment page.  This will enable Google Analytics to measure success 

rates and churn rates. 

 

 

Social Media SEO and Page Optimisation 

 

Create social media accounts. 

Ensure branding guidelines are adhered to.  Refer to appendix XXX 

In page settings – page description – use keywords to describe the page. 

Avoid “like gate-ing” and other forbidden strategies on Facebook.  Be selective with 

page audience.  Page likes by people who are not customers will skew the algorithms 

when boosting posts or paid adverts and target audiences will not be reached as 

effectively 

 

 

Create an online video course with Wistia and email client 

 

Develop the content for the video course. 

Create a Dropbox for large pdf files 

Create the videos using a video recorder, Powerpoint and Camtasia screen recording software 

Open a Wistia account.  Create a new project folder in Wistia.   

Render the videos to mp4 format and upload to project folder. 

Add opt-in gate to free videos and link opt-in to email subscriber list (for free videos only) 

Use Wistia settings to add social sharing to free videos only. 

Turn comments on or off as desired. 

Create an email sequence for delivering the course content in Aweber. 

Use the drag-and-drop feature to add images, buttons, headlines, video links etc. 

Use the Legacy Follow Up Sequence to set delivery frequency. 

Test the sequence using the send test email feature. 

 

Create a e-newsletter using email client 

 

Select create a new message 
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Use the drag-and-drop feature to add images, buttons, headlines, video links etc or a 

pre-existing template if one has been created with the brand colours 

Add content, images and links to the newsletter. 

Test the newsletter by sending it to a test email address. 

Ensure all integrations such as Paypal buttons, video links and download buttons are 

working. 

Save and exit. 

Click broadcast the message. 

Tick the lists you want to send the broadcasts to. 

Click send now or schedule a broadcast. 

24 hours later log into Aweber. 

 

Auto post scheduling 

 

Avoid auto post scheduling at times when the office is closed.  If a lot of engagement 

is obtained with a post an opportunity for deeper engagement and interaction will be 

lost. 

 

Instead schedule posts during normal working hours.  Occasionally schedule post 

when on holiday to show key customer segments how useful strategic marketing is 

and how it can save them time and help them create a lifestyle and family friendly 

business. 

 

 

Consolidate relationships from old business into new brand 

 

To help SusanXO achieve the final S in the 5Ss framework, namely sizzle the brand 

was used to makeover the existing digital marketing channels to convey the new value 

proposition for the business.   

 

The new brand identity needs to be communicated to previous customers in order to 

consolidate relationships, develop new ones and increase loyalty and customer 

lifetime value. 
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5.3  Additional information on Positioning:  Online Value Proposition (OVP) 

 

Appendix 5.3.1 Branding 
 

 

The brand identity for the start-up was very unclear when this project started.  The 

branding brief began to develop from the marketplace analysis and primary research. 

 

Because there was a lack of buyer interest in digital marketing training a dual value 

proposition was recommended, namely to continue to teach therapists therapy skills in 

addition to developing a business teaching therapists marketing skills.  This dual 

value proposition needed to be communicated through the brand and a branding brief 

was developed and submitted to John Rooney (2016). 

 

The ‘Susanxo’ logo and brand identity emerged.  The logo is inspired by its ‘two-fold’ 

story.  Make an income by learning therapy skills and make an impact by being 

successful. The logo is illustrated in figure 5.3.1 

 

Figure 5.3.1 

 

 

 
 

In order for therapists to be successful, the left brain and the right brain must work 

together.  This is represented by the X and the O (the most opposite of letters), which 

also stands for ‘cross over’.  The journey from being a great therapist into becoming a 

successful one has many dips and bumps, corners and curves along the way. 
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The name of the business owner sits above the logo illustrating ‘I’ll show you the 

way!’(Rooney, 2016). 

 

5.3.2 Communicating the Online Value Proposition 
 

What SusanXO will do well is help talented therapists how to grow and scale their 

therapy practice.  The training process will show them how to save time, work 

smarter and earn more.  There is a considerable incumbent advantage that needs to be 

addressed.  This can be done by clearly defining the OVP and communicating the 

values through branding. 

 

Based on the primary research findings what customers want is that they want to: 

 

Learn a system that works from someone they trust and respect. Want full 

technical support and have proof of effectiveness before investing. 

 

 Figure 5.3.1 illustrates the online value proposition flow. 

 

Figure 5.3.1 

 

Core	Value	
Proposition

Unique	Selling	
Proposition

Benefits

Features



 139 

Core Value Proposition 

Tagline:  ‘Helping talented therapists’ 

‘Turn your passion and purpose into rewarding lifestyle’ (Liz). 

‘Heart centred marketing for heart centred therapists’ (Marie). 

‘Release the true value of your expertise by getting published’ (John). 

 

Unique Selling Proposition 

‘We teach talented therapists how to be the best, have the best, give your best…’ 

‘We offer a money back guarantee’ 

‘Read our testimonials, others have done it.  So can you!’ 

‘We show you how to work less on marketing, get more clients and obtain financial 

success.’ 

‘What we do we teach – our marketing is efficient and automated so we can spend 

more time with you!’ 

 

Benefits 

Enjoy a lifestyle friendly business (Liz, the High Flyer) 

Get clients, security and peace of mind (Marie, The Security Seeker) 

Profit from your knowledge and experience (John, The Traditional Therapist) 

 

Features 

Money back guarantee.  If you follow our system and it does not work for you we will 

give you your money back. 

Online courses so you can learn at your own pace 

Live classroom experience because you are part of a community 

Full technical support and ‘get it done’ days so you know you are not alone 

 

5.3.3  Brand Development and Awareness (Sizzle) 
 

Part of the digital marketing strategy was to use customer insights and market 

intelligence to create positioning differentiating to create the brand brief so that a 

brand could be created for the start-up.  P.R. Smith in the SOSTAC model 
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recommends developing customer insights to improve clarity on objectives.  These 

can be described using a “needs, wants and behaviours” framework. 

 

The following customer insights were developed by collecting data from multiple 

touch-points in the customer journey from the therapy business (Hypnotherapy 

Business Academy, 2016) previously run by iROAR.  Additionally this was supported 

by research on the competitor landscape at a business growth course (Murray, 2016) 

attended by the author and focus groups with key customer segments (Wallace, 2016). 
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5.3.4  Brand Awareness and Insights 
 

Four specific areas were addressed to help develop an awareness of how the brand 

will be perceived during the launch. 

 

1. Track what people are saying.  Read comments and reviews and listen to 

feedback and examine data through analytics.  What they say and do should 

align with the brand image. 

 

2. Know your customers.  Use data to build deeper insights on customers who 

interact with the brand. 

 

3. Find touch points that connect.  Lifestyle touch points can include food, 

sport, outdoor activities etc.  Carry those touch points through into the social 

media strategy and particularly Facebook advertising. 

 

4. Perception v. Reality.  Manage perceptions and align them to reality.  If your 

business claims it does something really well, make sure it does or else risk 

damaging brand perception (Jankowski, 2015) 

 

5.3.5  Brand Building Strategy 

 

Using Kellers Brand Resonance Model (Keller) the brand values have been clarified.  

The brand aims of the digital marketing strategy is to represent the brand values 

through all communications.  It is recommended that the start-up prints out hard 

copies of this model and of the brand personas and keeps both within visual range 

when writing content copy, designing webinars and digital assets. 

 

Figure A5.2.1 demonstrates the brand resonance objectives. 
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Figure A5.2.1 

 

 
 

Customer behaviour can be analysed through the various analytic channels described 

later in these recommendations.  This will enable the start-up to guide customers up 

through the brand dynamics pyramid (BrandZ) and monitor and improve brand 

loyalty over time.  

 

5.3.6  Strategy for Managing Brand Loyalty 

 
The recommendations for managing brand loyalty are as follows: 

• Set up a structure to measure existing customers. 

• Exit interviews/feedback at the end of training to gain customer insights, get 

testimonial and also to measure vulnerability. 

• Customer focused culture throughout the business communications. 

• Development of a novel customer focused values contract to encourage 

testimonials and recommendations to other micro SMEs. 
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• Measure the lifetime value of each customer (NPS) net promoter score 2 key 

questions are:  ‘How likely is it that you would recommend this to your 

colleagues?’  ‘What changes would this company have to make for you to give 

it a higher rating?’ 

• Reward loyal customers. 

• Make customers feel part of the organisation – perhaps offering a membership 

site and also Facebook group is key. 

 

 

5.3.7 Developing Deeper Customer Insights 

 

 

UNDERSTANDING CAM THERAPISTS (LIZ) 
Needs o Be focused on delivering great results to clients 

o Well respected by their peers, community and clients 
o Be considered successful  
o To be self-employed with flexible hours 

Insight:  Customers are committed 
Behaviours o Loves learning – attending webinars and watching therapy 

videos 
o Loves seminars, workshops and networking events 
o Love Facebook groups  and follows industry leaders on 

Twitter 
Insight:  Customers are engaged 

Pain-points o Conflict between family and business goals 
o Wants smart income and flexible hours 
o Needs proof of effectiveness before investing in a ‘system’ 

Insight:  Customers are reluctant 
What she says o I am searching for a system to help me build a lifestyle 

friendly business. 
o I want the best tips from industry leaders 

Value 
Proposition 

SusanXO demonstrates the kind of system you want in your own 
therapy practice.  Automated administration reduces admin work 
without compromising on a personalised, value laden service. 
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UNDERSTANDING COUNSELLORS (MARIE) 
Needs o Take clients through the process to obtain results 

o Well respected by their peers, community and clients 
o Be considered successful  
o To work full time as a therapist 

Behaviours o Loves learning –watching therapy videos, listening to mp3s 
o Loves seminars, workshops and networking events 
o Love Facebook inspirational images and short videos  

Pain-points o Often struggle to get and retain clients 
o Try and solve it by offering new therapy services 
o Think marketing is ‘hard’, ‘wastes time’ and ‘expensive’ 
o Glass income ceiling creates lack of long-term financial 

security 
What she says o I am regular clients and a regular income 

o I want to run workshops but I don’t know how to fill them 
Value 
Proposition 

SusanXO will show you step-by-step how to fill your workshops 
and courses with ease.  Our live training events and video support 
will show you exactly what you need to do. 

 

 

UNDERSTANDING PSYCHOTHERAPISTS (JOHN) 
Needs o Be the best in their field 

o To command respect and authority of their peers 
o Be considered successful  
o Spend less time in one-to-one session and lecture more 

Insight:  Customers are committed 
Behaviours o Attends seminars and CPD events regularly 

o Keeps up to date with new developments 
o Avid reader of journals and psychotherapy news 
o Values word of mouth recommendations 

Insight:  Customers are involved 
Pain-points o Often struggle with a heavy workload 

o Receives referrals from professional associations 
o Feeling client work is getting tedious 
o Strongly wants to break out of the 9 – 5 cycle of clients but 

doesn’t know how 
Insight:  Customers are reluctant 

What he says o I want recognition within my industry 
o I want to make a contribution and write a book 
o I’m not interested in learning technical skills.  I want that done 

for me. 

Value 
Proposition 

With SusanXO you can take the opportunity to become successful 
and significant.  We will show you how to publish your book and 
launch a new extension to your career on the lecturing circuit. 
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5.3.8 Customer Lexicon – Audience Vocabulary 

 

Word clouds were generated from the primary research findings of the words that key 

personas used to describe their feelings.  The first work cloud in figure 5.3.8 

illustrated the words they use to describe how they feel when their business is 

successful.  In keeping with good marketing practice SusanXO brand will focus on 

communicating the benefits of enrolling on a marketing course rather then selling the 

features (Murray, 2016).  The second word cloud in figure 5.3.9 illustrates the words 

therapists use to describe their feelings around marketing pain-points. 

 

Figure 5.3.8 Lexicon of words associated with business success 

 

 

 
 

Figure 5.3.9  Lexicon of words associated with marketing pain points 
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5.3.9 Customer Lifetime Value and Lifecycle 

 

The financial objectives to achieve a long customer lifetime value of 50% per new 

customer was outlined in the business objectives.  To ensure this can be achieved a 

strategy for engagement and brand interaction over the long-term is recommended. 

 

Managing an end-to-end customer experience is essential to ensure there is a flow 

between one product purchase and another.  Predictive analytics will play an 

important role in the growth of the customer lifecycle value (CLV) and will be 

discussed in the control section of this chapter. 

 

The RACE format (Chaffey and Smith, 2008) and RACRL format (Cutler and Sterne 

2000) are used to map out the customer journey and lifetime value and are illustrated 

in figure 5.3.9.  This is the specific customer pathway for each new customer. 
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Figure 5.3.9 

 
Convert is mentioned twice as customers move through the customer touch-points on 

the customer journey.  The first convert represents converting visitors into prospects 

by encouraging them to subscribe to an email list by joining a webinar or signing up 

for a free online video training. 

 

The second convert is converting prospects into customers.  This customer flow starts 

at the end of a webinar or the end of a free online video training.  Here prospects are 

informed about upcoming courses and offered an early bird bonus pack if they sign-

up within 24 hours of watching the webinar or video. 

 

To increase the lifetime value of each customer, it is recommended that SusanXO 

runs occasional one day seminars or VIP days for loyal customers.  

 

Customer lifetime value can be further increased by capitalising on Pareto’s Priciple 

that 80% of purchases are made by 20% of customers (Bunkley, 2008).  The start-up 

hopes to offer ‘MasterMind’ courses to this 20% in the second and third phase of 

business development. 


