
The Ingredients of an Excellent Marketing Strategy 
 
 
Developing a marketing strategy is a perplexing and consuming process. Often confused 
with sales promotion or business development, the marketing quickly losses focus. 
Pressured by impatient executives looking for immediate results, the marketing tactics 
get launched prematurely. More than frustrating, developing a marketing strategy is a 
thankless task.  
 
Tudog wants you to be appreciated, so we’re going to share with you the 8 essential 
ingredients to an excellent marketing strategy. Here’s what you need to keep in mind: 
 
1. You Need a Marketing Strategy  
 
As important as product development is, your product, as special as it is, has no value 
unless you succeed in marketing, selling and generating cash from it. Even if your 
strategy is to develop your product and sell your company, the process of selling the 
company requires a marketing strategy. In fact, every aspect of your business 
development and sales rest on marketing strategies. Eliminate the process of developing 
a solid marketing strategy and you will reduce the prospects of achieving your business 
objectives. 
 
2. Identify Your Strategic Objectives 
 
Identifying your strategic objectives help you understand the goals you are setting for the 
company and the milestones by which you will measure your success. Your strategic 
objective should be broken down into three elements; (a) the product involved, (b) the 
timeframe for obtainment of the objective, and (c) a measurable target.  
 
3. Understand and Define Your Marketing Objectives 
 
The biggest mistake you can make is confusing your sales goals or strategic objectives 
with your marketing objectives. What is the difference between a sales objective and a 
marketing objective? Basically, it is its purpose and how it is measured. The purpose of 
a sales objective is to create revenue targets – and it is measured by the revenue levels 
achieved. A marketing objective is supposed to influence perceptions and create an 
interest. It is measured in awareness and positive perception.  
 
The difference between a strategic objective and a marketing objective is that strategic 
objectives generally remain static, while marketing objectives are fluid, changing with the 
product and the competitive environment.  
 
So you need to define your marketing objective by identifying the market you need to 
influence, the message you need to transmit, the attitude you need to instill, and the 
channels you need to employ. 
 
4. Recognize the Difference Between Marketing & Sales 
 
Marketing and Sales are two separate functions within your company and they require 
two distinctive skill sets. They are not interchangeable, and you cannot replace one with 
the other. You need both, and you need the right amount of both.  



 
Your marketing department is there to create awareness, interest and the instruments 
from which sales can be closed. Your sales department is there to interact with 
customers in order to sell the product and create a relationship with the customer for 
future sales. 
 
5. Determine Your Channel Strategy 
 
Your channel strategy defines all the tasks you will need to activate in order to market, 
sell and distribute your product. While it should be obvious that all these aspects are 
interrelated, the degree to which they are connected may require that you create the 
internal communication systems to insure those responsible for each element interact 
with one another. For example, if the distribution channel changes, it may require 
changes in product positions, branding and technical support. 
 
Many companies have multiple channels through which they distribute their product (for 
example online and retail). One key factor to keep in mind is logistics and the 
complications and challenges the nuances of executing your logistical rollout might 
create. The idea is to establish systems that are easy to replicate and easy to 
implement.  
 
6. Install Demand Generation Mechanisms 
 
Generating demand is a result of how you position your company and demonstrate how 
your products deliver genuine value and benefit to your customers. You may be so 
proud of your product as to assume it will “sell itself”, but this in fact rarely happens. 
Without tactics in place and properly implemented, your fantastic product may be 
overshadowed by lesser products that are being marketed more expertly.  
 
You need to make sure that you do not rely on others (distributors, industry influencers, 
publications) to create demand for your product. You need to create an integrated policy 
of exposure, credibility, purpose and benefit and target these messages to the 
appropriate audience. 
 
7. Establish Your Marketing Tactics 
 
Marketing strategy defines the goals and arena within which your marketing plan will be 
executed. Your tactics define the methods to be employed to reach those objectives. 
Tactics include PR, relationship development, advertising, trade shows, mailings, dealer 
incentive programs, online campaigns, in-store promotions, loyalty programs, tele-
marketing and other methods of gaining exposure, creating awareness, generating 
interest, and influencing attitudes. 
 
8. Establish Protocol, Procedure, & Process 
 
In order to insure smooth implementation, create a system of accountability, and 
guarantee the inter-departmental communication you require you need to set up internal 
systems that guide, enable and support your marketing plan. The systems provide a 
path for communications and implementation, while allowing you to pinpoint the 
challenge should the system breakdown. 
 



 
When all is considered, a great deal of your revenue, perhaps up to 60%, is spent on 
marketing, sales, distribution and support. The efficiencies you are able to incorporate 
into your systems will not only serve to lower your expenses, but also to increase your 
revenue. When expenses go down and income goes up it is generally considered a 
good thing. For that, you may even get a “thank you”. 
 
 
 
 
 
Craig Frank is CEO of The Tudog Group, a Florida based business advisory and 
implementation firm focusing on growing revenue and enhancing value through business 
creation and acceleration strategies and tactics. Tudog links strategy with performance 
by introducing highly innovative business practices.  
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