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Foreword

bank loan and virtually no clue about marketing — and it cost me dearly! 
Fortunately, a wealth of practical experience guided by some pretty incredible 
teachers and mentors, both in the commercial world and in academia, have 
helped me rectify my early failings and shaped who I am today.

Many of the 5.3 million micro-business owners who, at the end of 2016, 
accounted for 96% of all UK private sector businesses, also started their 
entrepreneurial lives with limited marketing knowledge, but in a far more 
demanding and complex modern marketing landscape. They realise that 
the internet and digital technology is no longer an optional extra, but a key 
driver to growth, yet the global digital marketing skills shortage often means 
they have to fend for themselves.

The 25 entrepreneurs and micro-business owners I interviewed as I conducted 
the research for my Master’s Degree in Digital Marketing Communications, 
frequently expressed sheer frustration at the modern marketing challenges 
they face. Some told me:

“We found plenty of people who could build us a 
website, but no-one could really tell us how to use it to 
properly market our business. We discovered there is 
so much more to digital marketing than just having a 
website and, without even a basic understanding of the 
bigger picture, it was extremely frustrating and we made 
some very expensive mistakes!”

“If there was only someone to guide me and tell me 
what to do and how to do it when I started out, it would 
have been so much easier.”

“Even with quite a bit of marketing knowledge I really 

can waste a lot of time and money on marketing – it’s all 
a bit hit and miss.”

“It’s a real jungle out there and it’s all so complex – what 
with digital marketing, social media and everything else. 
Plus there are so many self-proclaimed experts talking 
about so many different things it’s impossible to know 
who to trust and where to start.”



What was needed was a simple solution to this complex problem. It was only 
when I really started to analyse the data from the many detailed interviews, 
that I fully understood the enormity of the challenges they faced-and 
the lack of real support out there to help them start their entrepreneurial 

eluded me for so long. That solution is “The 21st Century Marketing System” 

modern economy – as well as the millions of entrepreneurs and small business 
owners up and down the country – get to grips with the modern marketing 
challenges we face, turn opportunity into reality, realise their dreams and 
make the world a better place.

If you want to join them, then this is a great place to start.

Enjoy the journey!

Chris Kent MSc
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Introduction

cup precisely to its saucer.

I accidentally nudged the leg of the tiny blood-red bistro table as I stood up, 

brown liquid vomited from my cup, splattering the innocent white tablecloth 
that had been my sole focus for the last twenty minutes. Am I really THAT 
nervous? Clearly! In truth, I’d been shaking for days — or was it weeks? — as 
the inevitable dreaded day approached. And now it was time to face the 
music. Things had started badly and were about to get a whole lot worse.

Inside the banker’s lair, I waited nervously for my fate. Mr Cleason purposefully 
marched toward us; a tall, well-built, stocky and formidable character who 
could have captained any rugby team. Introductions, pleasantries, a bone-
crushing handshake and with a powerful, yet eloquent wave of his arm, 

on the opposite side of the small oak desk. Two versus one — but there was no 
competition. My heart raced, my palms were sweaty and my throat was as dry 
as a bone. I wanted to run, but the wall of muscle was guarding my escape.

“Well,” boomed Cleason, “I guess things aren’t looking good, if you’ve 
brought your accountant with you!”

“No”, I croaked. “I…I…I…” I painfully stuttered but failed to get a word out, 
before Jim thankfully interrupted and took over.

“I have advised my client to cease trading, as his company is now insolvent,” 
he announced, his tone so very matter-of-fact he could have been ordering 
another coffee.

Jim had been my accountant for about two months and I’d had more 
sound advice and help in that time than the last accountant had given me 
in the previous two years. Jim could make an unintelligible set of accounts 

right now. But as good as he was, he could not avert the inevitability of this 
meeting or its outcome. It was far too late for that.

“I see,” Cleason replied. “Well, we’d better…” and I honestly don’t recall 
hearing the rest. It’s almost as if I wasn’t there. I heard the voices. I saw the 
indulgent smiles and impatient gestures. I saw them both making notes. But 
I didn’t hear a word.
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How had it come to this? It was such a great plan. The builders who bought 
the software package I’d spent over two years developing were delighted; 

— well, sort of. Two years before, everything was set to go and the future 
looked so rosy. Even Mr Cleason had approved my plan and “was happy to 
provide the facility” I’d requested. Of course, there was just the small matter 
of signing the personal guarantees. “Standard practice, you understand.”

I’m not sure which frightened me most. Was it the excruciating embarrassment 

who would listen what a wonderful idea it was? Or was it the shame of 
having no income and struggling to survive and put food on the table? 
Letting down my friends and family who had lent me money to chase my 
dreams? How could I face them? And what of the future? Decades of 
repaying my now very real mountain of debt? The prospect of having to 
declare myself bankrupt and suffering the public humiliation that followed? 
Or losing our home and having nowhere for my young family to live? What 
would become of us? What would, could, or should I do next?

My head was ready to explode as I tried to make sense of all these nagging 
questions. And it was all down to my failure. I wasn’t feeling sorry for myself — 
not entirely — but I did feel overwhelmed by the enormity of it. I was beyond 
exhausted — way beyond. I’d worked so hard for so long... and for what?

Cleason’s booming voice brought me back into the room. “That’s the 
formalities dealt with. You’ll be hearing from our securities department 
in due course to arrange liquidation of the assets and settlement of the 
debt. All I need right now is for you to sign here and, of course, I’ll need 

accounts.” He offered me a toothy, unfeeling smile. Like a shark.

“Of course,” I replied submissively.

And like a shark, having nibbled at the carcass of what was left of my dreams, 
he granted my escape with one more knuckle-crushing handshake. “We’ll 
be in touch,” his parting shot.

just the intense rays of the summer sun, interrupted by the leaves gently 

daily business. For them, it was another beautiful summer’s day, but not for 

Friggin’ great! At least I’d achieved something! The 4th July 1990 was a day 
I would — and could — not forget.

“Everything happens for a reason, Chris,” Jim said cheerfully, clapping me 
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on the shoulder. A gesture, in other circumstances, that might have been 
congratulatory. It was something he’d told me many times in the last two 
months. “And remember what I said: you might have some of the skills 
you need to run a business, but you need to gain an understanding of 
bookkeeping and marketing before you have another go.”

Another go! After what I’d just been through? You have GOT to be kidding!

Deep down, I guess I knew it wasn’t the end, but it sure as hell felt like it!

“I’ll give you a call when I’ve made an appointment with the Insolvency 
Practitioner and then we can discuss the bankruptcy route.” We shook hands 

Fast forward a quarter of a century and I’m sat in seat 14B in the second row 
at the Bridgewater Hall in Manchester. “If you can quietly move to the right 
of the stage”, the usher whispered, directing us to join the diminishing queue. 
I rose to join my fellow students, also decked out in cap and gown. I stood 
in the darkness in front of the steps, calmly waiting for my call to mount the 
stage for my handshake of triumph.

“OK, you can go now,” whispered the usher, as the announcement came: 
“Vice Chancellor, may I present to you Christopher Anthony Kent, Master of 
Science in Digital Marketing Communications — with Distinction!”

The Vice Chancellor’s enthusiastic handshake accompanied his warm smile 
— the exact opposite to Cleason’s all those years before. I was no longer a 

The audience politely responded with the customary applause. A quick 
glance to the auditorium and a wave at the camera and then I was trying 
not to fall down the dimly lit steps on the other side of the stage, having 
stupidly left my glasses in the car.

During the intervening years, I’d taken Jim’s advice. Some great teachers 

and, of course, I’d also had the inevitable failures along the way.

The Internet was taking over the world — well, kind of — and new opportunities 
were leaping out from around every corner. How was technology going 
to change the face of marketing? There were many questions, much 
speculation, a huge amount of stubbornness, but no real answers.

At the turn of the century, no one really knew how to use the emerging 
phenomenon of the Internet as a marketing tool. A rapidly growing band 
of “self-proclaimed experts” were quick to offer their “training solutions” 
to becoming an “Internet marketing guru”. These early adopters fed the 
hungry masses at weekend seminars, where they’d reveal their “secrets” in 
exchange for a few thousand pounds/dollars a seat.
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These events usually turned into “pitch fests” for more training by other slick 
“experts” with an equally highly polished sales pitch, claiming to hold the 

the world, but the picture always remained stubbornly incomplete, as they 
peddled the same old nonsense.

scheme, run by a bunch of digital snake oil salesmen.

Einstein said, “Insanity is doing the same thing over and over but expecting 
different results.” By the summer of 2007, it was time to quit the asylum.

Today, as I write these pages, further advances in technology have created 
an even bigger, global digital skills shortage. Digital marketing skills are in 
huge demand. Many of my fellow Digital Marketing Masters have already 
been tempted by large corporates with deep pockets to work on exciting, 
cutting-edge projects.

But what about those poor souls at the bottom of the digital marketing food 
chain? People like John, Nigel and Angela and the other twenty-two micro-
business owners I’d interviewed during my Master’s research project. They 
had all started their own businesses and were struggling to make sense of 
their modern marketing challenges. Who was going to show them the way?

and how I can apply it to my business, life would be so much easier.” And 
they were right. The very harsh reality is that entrepreneurs and micro-business 
owners must also be their own marketing managers. Consequently, they 

— and therein lies the problem! The vast majority just don’t have anywhere 
near the level of marketing skills they need, if they’re to avoid humiliation at 
the hands of their own Mr Cleasons.

What entrepreneurs and micro-business owners actually need is a simple and 
practical solution to this complex problem. A solution that empowers them to 
make the right decisions for their business and avoid falling prey to the myriad of 
digital snake oil salesmen out there, who promise the world and deliver very little.

That’s where the 21st Century Marketing System I’ve developed over the last 
two years, to use in my own business, comes in. You see, as an entrepreneur 
and micro-business owner myself, I’m not interested in anything that doesn’t 
directly contribute to helping me achieve my business goals. What I am 
interested in is what’s relevant, applicable, realistic and practical to helping 
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business today. Strategies that get results by turning opportunity into reality — 

4th July back in 1990 would have been just as beautiful as everybody else’s.

My purpose in writing this book is to help entrepreneurs and micro-business 
owners — the heroes of the modern economy — get to grips with the complex 
world of modern marketing and compete on an equal footing with the “big 
boys”. I want to help everyday heroes like John, Nigel, Angela and the millions 
like them up and down the country, who risk everything and put their neck on 
the line in pursuit of their goals and dreams. Their biggest challenge, without 
doubt, is to master and apply the art and science of modern marketing to 
their business. Why? Because marketing is so very fundamental to everything 

The 21st Century Marketing System is a leading edge, yet simple and 

through every step of your own modern marketing journey, to get the results 
you deserve. Most importantly, it’s a system that’s easy to use and addresses 

Its primary purpose is to give you that “helicopter view” and a solid grounding 
in all the things that actually matter in the micro-business marketing context. 
The 21st Century Marketing System is the complete picture and is shown in 

Don’t worry if it looks a bit complicated, or if you don’t understand it. At this 
stage, you’re not expected to!

Figure 1.1 The 21st Century Marketing System

Opportunity Plan Promise Results

Operations
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Core Values
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examine each one in turn. We’ll pull them apart, examine them in detail and 
build them back up, so you have a good understanding of exactly what 21st 
Century Marketing is, why it matters and how to use it. I’ll even give you a set 
of tools you can use to apply the system to your particular business context, 
regardless of which industry or sector you’re in. 

The 21st Century Marketing System is the simple solution to the complex 
modern marketing problems every entrepreneur and micro-business owner 
faces in our complex, inter-connected and technically driven modern world.

This system will help you create and update your business and marketing 
plans, to secure the resources you need from your own Mr Cleasons. You’ll 
also discover what the modern marketing landscape really looks like, why 
the old methods no longer work, how you can take advantage of it and 
leave your competitors in the dust. We’ll examine digital marketing and 
social media and how to use modern marketing tools to promote your 
business and build a loyal band of happy customers.

Whether you want to start your own business, or you’ve been trading for a 
while, the information in these pages will tell you everything you need to 
know to succeed in the 21st Century.

these pages will persuade you. If you want to know how hugely successful 
businesses generate lots of cash through “word-of-mouth”, we’ll cover 
that, too — step-by-step.

My hope is that this book will serve as an invaluable guide and trustworthy 
companion, as you build your business, take it to the next level and achieve 
your business goals.

So let’s get started! 
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Why it matters

Your 21st Century Marketing Journey Starts Here
There are three sections to this book, each one designed to deliver on the 
promises made in the title: WHAT 21st Century Marketing IS, WHY it matters, 
and HOW to do it.

We’ll start by explaining WHY 21st Century Marketing matters, because if you 
have an appreciation of the challenges you face in marketing your business 

the 21st Century Marketing System — the WHAT — before explaining HOW 
you can apply them in your business context.

Sound good? OK! Let’s crack on.

01Se
ct

io
n
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The New World Order - 
WHY 21st Century Marketing Matters:

matters, and these are the result of: 

1. Changes in the ENVIRONMENT 
brought about by the rapid rise of 

2. 
us to take advantage of everything 
the Internet has to offer.

3. 
BEHAVIOUR, and consumer 

All this has made the world a very exciting and, some would say, much 
smaller place, as barriers are broken down and we embrace the global 
society we now live in.

Let’s take a quick trip down memory lane and just remind ourselves how we 
got to where we are today…

 

The New World Order
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A Brief History of Modern Marketing
The “Good Old Days”
Once upon a time there was no such thing as the Internet. There was 
no Facebook, no email, no websites, no online banking and no instant 
messaging service. In fact, when I started my career back in 1984, we didn’t 

with 640K RAM and a 20MB hard disk — in 1987 and I had to wait until 1993 

populated areas covered by the emerging network. 

available to me compared to what we have today. Back then, the emphasis 
was on advertising and promoting my product, to sell as many ‘units’ as 

very expensive for a small start-up business. Particularly when I was competing 
with much larger companies, who could afford to pay a premium to place 
their adverts in the prime locations. This meant my ads were often relegated 
to the lesser read pages deeper in the publication. They could also afford 
to complement their print ads with TV and radio advertising — which was 
way beyond my budget. Their advertising budgets allowed them to shout, 
whereas mine barely bought me a whisper.

Hiring an exhibition stand at trade shows was also very time-consuming and 
hugely expensive, especially when accommodation, travel and other costs 
were added to the bill. Then there were the endless hours of “telephone 
bashing” following up “hot” prospects after the show and, of course, the 
endless trips up and down the country trying to close deals.

I also spent a fortune on direct marketing, sending out literally thousands of 
sales letters trying to promote my product. Finally, public relations (PR) was 
the last tool in the toolbox where I invested hundreds of hours trying to get 

was very expensive and very time-consuming.

And for what? The reality was the greatest “share of voice” was always 
awarded those who had the biggest marketing budgets — not the best 
products. I was constantly drowned out by the larger companies who simply 
threw more money at their marketing campaigns than I could ever dream 
of. The power was truly in the hands of those with deep pockets. It was simply 
a case of the more money you had, the louder you could shout at your 
target audience, by buying more print ads, billboard space, TV and radio 
airtime — and sending out tons of direct mail.

Back then, marketer’s focus was on selling their products and/or services 
— not the customer — and for that they needed to interrupt their target 
audience, to tell them what they had to offer. This is referred to as a product 
(or sales) orientation and can be traced back to the late 1800s.
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The Old Broadcast Paradigm
This one-way communication model is referred to as the Old Broadcast 
Paradigm as it relies on marketers bombarding their target audience with 
as many messages (typically adverts) as they can get their hands on. The 
problem is that it does not give the recipient of the message the opportunity 
to have a conversation, at least in marketing terms, and this is a big difference 
with how things are today. The Old Broadcast Paradigm is represented by 

The essence of this model is that the marketer (sender) creates (encodes) a 
message and then sends that message via some means, be it advertising in 
the press, direct mail, or through some other broadcast means such as TV or 
radio. When it’s received, the recipient (receiver) has to interpret (decode) 
the message to discover its meaning. If they interpret it correctly (i.e. as the 
sender intended) and if it resonates with them (i.e. it’s relevant), they may 
take the action (response) suggested by the message sender (the marketer). 
That message has to be heard over and above all the other messages in the 
marketplace (the noise). It is, therefore, important that the receiver decodes 
the message as the sender (or encoder) intended, in order for the message 
to be understood and, hence, “heard”.

In this example, the marketer is only able to measure the effectiveness of 
the message by the actual response received. This is typically measured by 
the number of sales or replies to the message — be it a direct marketing 
piece or advertising campaign. There is no mechanism for the recipient 
of the message to provide any kind of feedback, other than to place an 
order, buy the product, or request an information pack. Therefore, to a 
large extent, the marketer is working blind, just going by “gut feel”, or being 
guided by experience. It’s no wonder marketing is sometimes referred to 
as a “black art”!

Sender Encode Message

Response

ReceiverDecode

Noise
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What this Means to Micro-Business Owners
Starting a business is hugely risky and if you do not have the resources to have 
a fair crack of the marketing whip, then you really should not start. Why? 
Because if you don’t know how to design, create and execute an effective, 
coordinated marketing campaign then you could be burning cash on adverts 
and other marketing tactics faster than you ever thought possible. 

I certainly did!
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Thank You Sir Tim!
Whilst I was happily playing on my Amstrad 1640, a lot of seriously clever 

Internet Service Provider (ISP), known as “The World”, was introduced in 1989. 
That was the “technical bit”, but it wasn’t very usable. Not until Tim Berners-Lee, 
a micro-business founder and later a CERN scientist, developed a hypertext 

opened up a new world of opportunity because it made it easy for ordinary 
people to communicate with technology. To use a historical analogy, it was 

to the world on 6th August 1991 and is credited with inventing the Internet — 
the World Wide Web (WWW) — as we know it today. In 1993, CERN released 
the Web to the public, thus making it available to the masses.

The Queen gave Berners-Lee a knighthood in recognition for his “services 
to the global development of the Internet” on 16th July 2004 and the rest, 
as they say, is history. Incidentally, Sir Tim put in an appearance during the 
opening ceremony of the London 2012 Olympics which celebrated great 
British achievements and the scale and importance of Sir Tim’s contribution 
to the development of the Information Age should not be underestimated. 
Incidentally, he also continues to steer the development of the worldwide web.

1995 - ebay launched
Social Networks born

1997 - Birth of ‘Dot Com’ boom

2000 - ‘Dot Com’ bubble bursts
1999 - Birth of ‘Review Sites’

2003 - LinkedIn and WordPress launched
2004 - Facebook launched / Web 2.0 Conference

2008 - Facebook hits 100 million users

2010 - Facebook hits 500 million users

2012 - Facebook hits 1 billion users
WordPress reaches 50 million blogs

2014 - Facebook hits 1.25 billion users
LinkedIn reaches 300 million users

2016 - Facebook hits 1.86 billion users
LinkedIn reaches 467 million users
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Evolution of 
eCommerce

Web 3.0 / Semantic Web?
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The Power Shift

century and we have witnessed a massive shift in power. We are now in an 
era where the power has been taken away from the marketer and is well 
and truly in the hands of the consumer. There are a number of key events 
that have led us to where we are today — but how exactly did it happen?

slow and had yet to be developed. It used the standard (and some would 
argue ancient) traditional copper telephone line with a modem. I still remember 
driving up the motorway in 1996 to get my hands on one of the latest high-speed 
33.6K portable modems as soon as they were released. It was a far cry from the 

marketing landscape. It’s worth spending just a few minutes discussing 

marketers — have to change our behaviour to respond to consumers’ new 

As the Internet became more popular, more websites went online, but the 
technology was still very limited and hence restrictive. What really happened 
in the early days was that print brochures were put online to create brochure 
websites, if for no other reason than they were easy to keep up-to-date and 
represented a healthy cost saving over traditional print, whilst still maintaining 

websites; it was just another one-way communication channel and this saw 
the birth of what we could term the “brochure website era”.

It didn’t take too long for things to develop and eCommerce really started to 

in putting the power of the Internet into the hands of the consumer because 
eBay allowed individuals to trade with other individuals. It was a “peer-
to-peer” trading platform allowing anybody to sell anything to anyone—
conceivably anywhere in the world (as long as they had a PC and an Internet 
connection, of course!) At around the same time, social networks started to 
spring up (Geocities (1994), TheGlobe (1995), and SixDegrees (1997)). These 
gave consumers and individuals the opportunity to communicate with each 
other, again without restrictions or physical barriers.

particularly as technology advanced at an exponential rate. 1997 saw the 
birth of the Dot-Com boom, and many entrepreneurs persuaded investors 
to part with huge amounts of cash to “get in early” with this new trend of 
buying online. This further fuelled the development of the Internet and the 
evolution toward eCommerce was in full swing. But there was a problem. In 
fact, there were several problems.
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Many of the early Internet entrepreneurs did not fully appreciate the need 

was the “be all and end all” to all their problems. In reality, the Internet was 
a means to reduce part of their marketing budget (and hence cost base) 

needed more investment and began to fail. This created lack of trust in 
the Internet as a marketplace and, around 1999, Review Sites were born. 
This gave disgruntled Internet-based consumers the opportunity to share 
their frustrations and poor experiences with other members of the Internet 
community, by leaving reviews on independent review sites.

The importance of these review sites was that they were truly independent and 
could be trusted because they were unbiased. Entrepreneurial characters 
started creating sites to review pretty much anything; one early review site I 
remember subscribing to many years ago reviewed “business opportunities”, 
a.k.a. get-rich-quick schemes (or scams). Sadly, the business opportunity 
seekers market was riddled with schemes and scams, whereby the opportunity 
providers got rich by selling their “opportunity” to the opportunity seekers, who 
all too frequently didn’t make any money from their investment.

Not all were bad; there were some genuine business opportunity providers 
out there, but they were all tainted by the less scrupulous operators. This 
meant that if you were looking for a business opportunity, it was very 

gave members the opportunity to share their experience for all to see 
and gradually the scammers could be exposed before you wasted — err, 
invested — your hard-earned cash into their retirement fund.

Trust was a key factor and obviously a highly valued commodity. Many 
companies started to suffer due to their inability to gain customer trust. In around 

casualties; Boo.com, an online fashion retailer, and Pets.com, to name just two.

One of eBay’s early critical success factors was its ability to build trust 
within the system, by encouraging honest feedback between buyers and 
sellers and making it available for all to see. The system was supervised and 
overseen by eBay themselves and, where necessary, they also acted as 
arbitrators in resolving disputes. “Feedback” was a key element of eBay’s 
success; buyers and sellers could leave feedback based on their trading 
experiences and the higher your score, the more trustworthy you were (and 
the same still applies today).

Technology continued to advance after the Dot-Com bubble burst and 

sharing information. LinkedIn was born in 2003 and Facebook launched in 
2004. These social media platforms allowed Internet users to socialise and freely 
communicate with each other. They chatted and shared information about 
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peer-to-peer communication. This was a huge step forward in facilitating global 
communication at a personal level — not least because it was FREE!

It’s also worth noting that WordPress was launched in 2003. This is an Open 
Source project that created a platform originally designed for blogging. This 
put a huge amount of power into consumers’ hands, as they could literally 
write as much as they liked about anything that took their fancy on their own 
dedicated blogs. Think review sites on steroids!

WordPress also allowed users to create their own websites and, hence, also 
put some of the development capability into the hands of “the man on 
the street” — the average Internet user. Coding was no longer just for the 
technically elite. Just over a decade later, WordPress was by far one of the 

the Internet. Being an Open Source platform, it did not suffer from the highs 
and lows of commercialism (although there is a commercial aspect to it). 
Basically, being Open Source means it is developed by a community of like-
minded people — rather than a commercial enterprise — for the good of the 
community it serves; it is therefore a philanthropic project. Many contributors 
participate in developing the platform merely for the fun of it and the feeling 
of satisfaction that comes from helping others.

participation and communication using Internet-based technologies. Now, 
here’s the thing. When you put the power of communication into the hands 
of the individual and give them the tools to express their views, they grasp it 
with both hands and willingly spend hours sharing their points of view on any 
number of topics — especially the products and services they buy both online 

Over the last decade, review sites and social media platforms have 
developed and matured. They are now an established part of the decision-
making process (key point) and an essential part of the eCommerce trading 
lifestyle (another key point). For example, when you’re looking for a new 

what the manufacturers or retailers say about their wonderful new gadget. 
There is an increasing probability that consumers will also seek out the views 

committing to purchase the product. Think about this for a second. What do 
you do? Do you check things out online before you part with your cash, or 
do you blindly believe everything the seller tells you?

loudest voice — via social media and review sites — and it is they who can 

and retailers themselves, no matter how clever their marketing departments 
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way that marketers need to behave. It is no longer acceptable to ignore 
the voice of even the smallest vocal customers. Why? Because they can 

But it doesn’t stop there. By 2008, Facebook had 100 million users worldwide, 
half a billion users by 2010, 1 billion users by 2012, 1.25 billion users by 2014, 
and a massive 1.86 billion by the end of 2016. That’s nearly a quarter of 

individuals consolidated consumer power. Wherever you look, somebody 
somewhere has something to say about pretty much everything — and they 
will probably post their thoughts on Facebook. It is impossible to escape the 
Facebook effect! As a company, you may not even use Facebook, but 
Facebook (and other social media and review sites) will have an impact on 
your business. Someone somewhere will mention your product or service in 
the social sphere and there’s not a damn thing you can do about it. Your 
only defence is to behave in a way that encourages them to say positive, 
not negative, things about you and your business.

Social media has the power to make or break a brand (literally) overnight. 
If people love what you do, it’s great! When they can’t stop talking about 
you because you’ve done a great job or have a fantastic product, this 
generates your ultimate marketing tool: positive word-of-mouth. But if they 
don’t like what you do and the keyboard warriors take to social media, 
you could have a crisis on your hands quicker than you can log into your 
Twitter account.

The only way for businesses to keep pace and stand some chance of gaining 
a little of the power back, is to consistently monitor what goes on in the social 
media sphere. This is hugely resource intensive, requires a big budget, takes 
a lot of time and requires a particular set of skills, many of which do not exist 

By 2012, there were over 16 million WordPress blogs on the Internet. People 
were embracing the chance to express themselves at every opportunity. 
Blogging also became big business because, as a company, if you can get 
somebody to write a positive blog post about your product or service, they 

your customers. Social media, blogging and video-based websites, such as 
YouTube and Vimeo, were all rising in popularity as technology advanced 
at an ever-increasing rate. Smart phones and tablets allow users to access 
these new platforms 24/7 and share their thoughts and post comments whilst 
on the move during the day. They no longer have to wait until they get 

for the world and his dog to see.
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Whilst many of the social media platforms focus on the consumer market, 
business social networks, such as LinkedIn, also became more and more 
popular. By 2014, LinkedIn had over 300 million users worldwide; by the end of 
2016 this had risen to 467 million. Now that’s a huge business network! And if 
you’re in the B2B marketplace, this is a platform you cannot afford to ignore.

The only way forward for the enlightened marketing professional — or 
anybody involved in marketing, for that matter, including entrepreneurs and 
micro-business owners — is to engage with this new process or be left out in 
the cold.

In recent years, we have seen the power of social media in action and how 
it can change global events. For example, the Arab Spring is one example 
where tens, if not hundreds of thousands of people were mobilised and 
encouraged to demonstrate and, hence, change the political landscape 
of their country. Whilst we as individual entrepreneurs and micro-business 
owners may not be able to use social media to such a great extent, we 

target audience.

We will talk more about exactly how to harness the power of social media a 
little later, but for now, I hope you have an appreciation of how technology 

owner, it should be music to your ears. The big corporates have lost their 
power over the consumers and this has opened a fantastic opportunity for 
entrepreneurs and micro-business owners with limited budgets. By learning 
to harness the power of digital marketing and social media, individual 
entrepreneurs and micro-business owners can engage with large audiences 
right across the globe and compete with the “big boys” on equal terms. All 
they need are the skills, resources and desire to be able to do it. The tools are 
already there and, for the most part, free to use.

No longer does the massive marketing budget directly equate to maximum 

terms with multinationals and global competitors on an equal footing. 
Why? Because it is the consumer that decides what and who to believe 

can now choose who they listen to and how to react to the information 
they are provided with. To buy or not to buy — THAT is the question! To a 
greater extent consumers now create the “noise”, not marketers. Therefore, 
it is becoming more and more important that you focus on generating both 

at your disposal, including digital and social media.
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So how do we do it?
Rather than keep interrupting our target audience at random points in 
time, we need to ask them for their permission to respectfully present our 
offering, but this takes time. We are therefore more interested in starting 

customers, because we want them to say nice things about us after 

sale, grabbing the cash and running off, never to be seen again. These 
days, it is all about making sure your customers have a great experience 
before, during and after the transaction takes place, because a positive 
experience usually generates positive word-of-mouth. It is also worth noting 
that as more people join the social sharing ecosystem, many feel they 
have to say something to maintain their online social status. Many will write 

make them feel good, then you’re in with a chance of a positive mention 
— which could tip other prospects’ decision making scales in your favour. 
But if you make them feel bad — well…
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Market Orientation
It is now all about the customer, not the product, so to be successful in 
modern marketing entrepreneurs and micro-business owners need to adopt 

the product orientation, because absolutely everything is focused on the 
customer and, hence, the customer’s needs and wants take centre stage.

For some, this may seem like an obvious statement. However, the shift from a 
product orientation to a market orientation has been developing for many 
years. I guess you could say it’s one of the evolutionary factors of modern 
marketing, encouraged by technological development and the adoption 
of the Internet as an integral means of communication.

In fact, a product orientation is incompatible with a market orientation, for 
the simple reason that they have different primary focuses. To put it bluntly, 
a company with a product orientation takes the view of, “We have these 
great products — who can we sell them to and how can we sell as many as 
possible?” By comparison, a company with market orientation asks questions 
like: “What is it that our customers need and want? What will they pay for? 
Do we have the resources and capability to provide what they want and 
serve them well?” Only then will the organisation develop a product tailored 

often involves close contact with the customer during the development 
process, by getting feedback — a.k.a. two-way communication — as they 
can provide valuable insights both very early in and throughout the entire 
product development cycle.

Historically, in many organisations, the marketing department has either been 

and social media marketing improve results, whilst cutting the traditional 
cost base, the role of marketing has been elevated to the “top table” and 
sits at the core of the business.
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Respectful Interruption Initiates Permission Marketing
In a perfect world, your ideal customers will seek you out and naturally give 

the world is seldom perfect and certainly in the initial stages, when nobody 
knows who you are, you have to resort to more traditional means, in order to 
create initial awareness for your product or service.

Therefore, at the very beginning of the relationship life cycle, we have to 

customers, to encourage them to take note of what you have to say.

Advertising, telemarketing, unsolicited mail and email are the most common 
forms of interruption marketing; we see common examples all the time in 

order to create the initial awareness, by saying something like, “Hey, we just 
wanted to let you know we exist and here’s a real cool product or service 
we offer that might be of interest to you!”

Now, because you want to build a relationship with members of your target 
audience, you must interrupt them in the manner that is respectful and 

It should be appropriate to your offering and congruent with your brand 
values. For example, just standing up and shouting “SEX” at the top of your 

to promote a special offer at your family-run coffee shop!

This interruption has a single purpose: to encourage members of your target 
audience to give you permission to start a relationship with them. That’s it! 
Note I did not say “sell to them”. Once you have permission to communicate 
with them, you can then move to the next phase, which is to start building 

In terms of digital marketing, gaining permission is most commonly done 
through an exchange, whereby members of your target audience give you 
permission to contact them by email. For example, you will give them a free 
report (or something else of value) in exchange for their email address and 
their permission to communicate with them on a regular basis. This is the 
second stage of engagement and it is, therefore, very important to build a 
database, or list, of members of your target audience who have given you 
permission to enter into some kind of relationship with them. Unfortunately, 
too many marketers abuse this permission by spamming their database on 
a daily basis, sending them a whole host of unrelated emails designed to 
sell just about anything they can get their hands on. This is a real shame, 
because it gives email marketing a bad name. I’m sure you are well aware 
of the irritations of having an inbox full of useless, uninteresting and irrelevant 
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spam every time you open your email.

All content and, hence, all of our marketing messages, should be designed 

communication. If it’s to introduce a product or service to somebody who 
has only recently established a relationship with you, then you will probably 
speak to them slightly differently than if you’d been in a relationship with 
them for years. If you think of the relationship a business has with its customers 
in a similar vein to a personal relationship — for example, between a man 
and a woman — you won’t go far wrong.

This serves as a very good basis on which to explain how the relationship 
develops and how your behaviour will change over time, as you build that 
relationship. Typically, the most successful, personal human relationships take 
time to develop and go through a number of steps; from initial introduction, 
to establishing rapport, developing some depth through conversations 

interaction that both parties value and enjoy. You should make every effort 
to apply the principles of good, respectful relationship development in the 
personal world to the business world — especially online. Because at the 
end of the day, what we as entrepreneurs and micro-business owners are 
dealing with, is other (real) people. It’s people who make up our target 
audience and it is people who consume our product, or service and relate 
to and connect with our brand.

This leads us onto to another key factor of relationship management: the 
personalisation of communication. If you know precisely who you’re talking 
to, what their names are and what their interests are, you can talk to them 
on a far deeper, more personal level than if you’re talking to a group of 
several hundred. We all want to be treated, and respected, as individuals. 
We give greater credence to those who treat us with respect. This, in turn 
builds trust, which is the cornerstone of every successful relationship, business 
or otherwise.

As a modern marketer, the importance of building meaningful, lasting 
relationships with your target audience cannot be over-emphasised. This 
should be the focus of all of your marketing communications; everything 
you do should contribute to building, maintaining, or enhancing your 
relationship with your target audience. The more personal these relationships 
can be, the more they are valued and, hence, the harder it is for them to 
be broken — which, in business terms, means your customers going to an 

far more costly to acquire a new customer than to retain one. Therefore, 
everything you do should focus on retaining customers to maximise their 
lifelong value to your business.
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Let me give you two examples: one where there is a long-term relationship 
opportunity and another that is short-term. It is quite appropriate for 
accountants to have an extremely long-term relationship with their clients, 
as they have a regular need for help with their accounting and tax 
administration process. The lifelong value of an accountancy client could 
be many thousands of pounds and last several years. By comparison, if 
your product or service is something that the customer will consume once, 

example might be the service provided by a luxury hotel in a remote holiday 
destination, you know you’re only ever going to visit once in your lifetime.

Now, bearing in mind that your ultimate objective in terms of marketing is to 
get people talking about your business, brand, products and the services you 
provide, you want to leave a lasting impression on everybody who has any 
kind of experience with your business. This creates the greatest opportunity 
to encourage them to talk about their experience and recommend you to 
their friends, colleagues, and other associates, thereby generating ongoing 
word-of-mouth, which results in new (free) customers for your business.

You must, therefore, view the relationship as starting way before you actually 

using your product or service. You should be continually looking for ways 
to promote your business through word-of-mouth. I, therefore, encourage 
you to seriously think about how you can enhance the relationship with your 
customers and your target audience, at every step of their journey with your 
business and your brand.

This is what’s meant by placing the customer at the centre of everything you 
do. Building relationships is central to the concept of a market orientation.

So when and how do you respectfully interrupt them to ask for their permission 
to start a relationship?



2321st Century Marketing

The Zero Moment of Truth
Search engines know exactly when you should interrupt your target audience 
because it is the precise moment they tell you they are ready to listen to 

it occurs when the consumer tells you precisely what they are looking for 
when they type a search phrase into the search box. This is the single most 
important change in consumer behaviour in the last decade.

Advances in technology, particularly mobile, have made information much 
more accessible and, more importantly, available whenever consumers 
demand it. I’m sure many reading this book have either a smart phone or 
tablet connected to the Internet within an arm’s length for 90 to 95% of their 
waking hours, 365 days a year!

Access to the Internet via mobile devices has literally put a world of 

need to make decisions, particularly purchasing decisions, it’s natural to 
search for information to ensure the decision they’re about to make is the 
right decision in any given situation. Before the proliferation of the Internet, 
consumers used to go into retail stores and speak to the sales staff and 
product specialists to gather information about any particular product. 

played a large part in information research, as did other sources including 
friends, colleagues, or specialist publications such as Which? The important 

engine, such as Google, Yahoo, Bing, or YouTube.

 Figure 1.4 The First and Second Moment of Truth

Marketers go to enormous lengths to understand how their consumers 

process they claimed all buyers went through. These are: stimulus, shelf, 

sparked some interest in a particular product. They would have followed 
this up with a trip to the store to speak to the salesperson and gather more 
detailed information before making a purchase decision. Traditionally, this 

Stimulus First Moment
of Truth 

(Shelf)

Second Moment
of Truth 

(Experience)
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Here’s an example of what really happens these days. You may receive 
a stimulus for a product during a commercial break whilst watching your 
favourite programme on TV. You reach for your smart phone, tablet, or laptop 
and go straight to Google and type the product or company name into the 

comes back on, you’ve already checked out the manufacturer’s website, 
several retailers’ websites for price comparisons and skimmed several 

of information and already formed an opinion, which may well shape your 
purchase decision without even getting out of your armchair!

newspaper, on a billboard or the side of a bus, or just by good old-fashioned 
word-of-mouth when a friend of colleague tells you about a product they 
think you might be interested in. Whatever the stimulus, the next step in the 
information-gathering process is likely to involve a battery-powered device, 
rather than wearing out shoe leather walking to the nearest store.

Whilst this may be exceptionally cool for the user, it really does present an 

Figure 1.5 The Zero Moment of Truth

on their experience. If it was positive, maybe they’d purchase again; if it was 
negative, they’d probably look for an alternative. Procter & Gamble called 
this the “second moment of truth”. Consumers also tell their friends of their 
experiences, thereby generating either positive or negative word-of-mouth.

These three steps are still as important today as they were when Procter & 

an additional step directly after the stimulus. It’s becoming increasingly 

from what the manufacturer and retailers have to say about the product, 
to what other consumers have said, by sharing their thoughts on the many 
review and social media sites across the Internet.

The Second Moment of truth 
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absolute nightmare for the marketer. If the marketer does not have some 

therefore, absolutely critical to not only have an online presence, but ensure 
your online presence is visible to the consumer at the precise point they are 

During my Master’s research, it was reassuring that the majority of 
entrepreneurs and business owners I spoke to recognised the need for 
an online presence. In fact, one guy I interviewed expressed this most 
eloquently when he said, and I quote, “If you’re not online, in my world you 
don’t even exist!” What this essentially means is you simply must be online 
— 24/7. Many of my interviewees had a website and those who didn’t at 
least had a Facebook page. However, that online presence is absolutely 

truth”. This was a vibrant source of frustration for everyone I interviewed, as 

limited to non-existent.

own website (rather than just relying on social media platforms), because 

crucial moment. Given that consumers search for information at this point 
in their decision-making journey, it stands to reason that having a search 
engine friendly website gives you the greatest opportunity to respond to 

solution to solve their problem!

This is why having a good appreciation of modern marketing and, in 
particular, digital marketing, is so important to the success of your business 
and why you absolutely must have an effective digital presence if you are 
to survive and prosper in the digital age.

Earlier I said that you need to interrupt your potential customers before you 
can gain permission to start building a relationship with them. Interrupting 

demonstrating the value you can offer — and that should be one of your 
primary modern marketing goals.

Just presenting your potential solution to their problem at the precise moment 

listening to what they are saying, but you are prepared to take the necessary 
action to show them how your solution can improve their lives when it most 
matters to them. But be warned! This is a long-term investment and there are 
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rarely “quick wins” when it comes to digital marketing, especially in the early 
stages. You absolutely must understand how this works in order to make the 
right decisions to build a meaningful and effective digital presence — at 
the very least, a search engine friendly website — to give your business the 
greatest chance of success.

It would be ideal if all our prospects just used a search engine when they 

directly on social media platforms and many readily share information they 
feel may be of interest to their friends and contacts. This, in turn, can initiate 

truth” from a trusted source.

The Old Broadcast Paradigm is no longer totally valid and I hope now 
you’re beginning to see why merely attempting to just sell to your target 

and, therefore, more demanding, you need to fully engage with them to 
satisfy their information and emotional needs and assist them in making the 
right decisions. For that, we need a new model and this is where the New 
Engagement Paradigm comes in.
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The New Engagement Paradigm:  
The Marketer’s Secret Weapon in the Digital Age

content, traditional marketing, digital marketing and social media. It is 
important to understand how this differs from the Old Broadcast Paradigm, 
which focuses on the sender broadcasting messages aimed at interrupting 
people to attract their attention. On the contrary, one of the most important 
success factors in modern marketing is to fully engage your target audience, 
so they voluntarily give you their attention. Their “attention” is a very precious 
commodity, something you need to work hard to get — and keep.

We’ll discuss each element of the New Engagement Paradigm in a lot more 
detail when we look at the modern marketing landscape but, for now, a brief 

in front of the right audience at the right time using the 

Effective marketing is all about getting the right message in front of the right 
audience, at the right time, using the right tools. Your message(s) will be 

objective, which could be to create awareness, create some kind of 
exchange, or build your brand.

creating engagement, as this ultimately generates word-of-mouth — your 
primary goal. Therefore, content is placed at the very core of the New 
Engagement Paradigm. Everything you do will focus on creating messages 
that fully engage your target audience and satisfy their informational needs. 
What you say and how you say it depends on your particular situation.

Once you’ve created your message, you need to deliver it, so the outer 
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layer focuses on “using the right tools”. You need to use traditional, digital 
and social media tools (channels) to tell your target audience that this new 

truth” may happen whilst they are using different platforms. This means 
you will inevitably use a combination of tools to make sure your message is 
delivered appropriately. In marketing circles, this is known as “multi-channel 
marketing” and it’s important because the advances in technology and 
changes in consumer behaviour demand your message be in multiple places 
if you want your voice to be heard far and wide. That pretty much sums 
up the challenge of modern marketing: creating this coherent, congruent 
omnipresence that delivers a consistent message across all platforms that is 
heard by as many of your target audience as possible.

The New Engagement Paradigm works very differently to the Old Broadcast 
Paradigm and is virtually impossible to turn off once the word is out. It is 
important to have your content at the core and then to use all the channels 
available to encourage your target audience to consume your content. This 
is because you want to build a long-term relationship with your customers 
and for that to happen effectively, you need to have permission to engage 

that you have something of value to offer on a regular basis which will justify 
them giving you their ongoing attention.
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Search Engine Friendly Website
Now that you have a good appreciation of the modern marketing 
environment and an understanding of the events that led us to where we are 
today, the limitations of the Old Broadcast Paradigm should be evident. The 
need for a new approach to respond to these modern marketing challenges 
is addressed by the New Engagement Paradigm, as it lays the foundation for 

The only way you can truly respond to the insatiable information demands 
of your target audience is to have a customer-focused marketing strategy, 
supported by a search engine friendly website that presents your solution to 

with your business and your brand.

Your search engine friendly website should be at the heart of your digital 

should be a key component of your overall marketing strategy, which 
integrates your content into the two other key components of social media 
and traditional marketing.

Search Engine 
Friendly Website
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What this Means to Micro-Business Owners
Entrepreneurs and micro-business owners must develop and optimise an 
effective digital presence, if they are to take advantage of this new level 

ready to service the informational needs of your target audience at the 

time and, hence, having a search engine friendly website is a critical success 
factor for your business.

So!

 
moment of truth”?
 How exactly do you design a search engine friendly website from 
a strategic perspective — one that sits at the heart of your online 
marketing strategy and actually delivers results?
 How do you build a highly tailored marketing strategy that’s absolutely 
perfect for your business?
 How exactly do you integrate traditional marketing with digital and 
social media to give a consistent message across all channels?
 How do you choose the right marketing tools and why are they 
appropriate for your business?
 And most importantly, how do you create that all-important. positive 
word-of-mouth and encourage your customers to become excited 
vocal advocates for your business and your brand?

head and you’ll probably also have many more.

Whether you’re an experienced entrepreneur or business owner, or whether 
you’re still planning your new business venture, you need a marketing plan 

business every step of the way.

My goal in this book is to help you build that all-important, rock-solid 
foundation for your business — whatever line of business or industry you’re 
in. No two businesses are the same, hence no two business or marketing 
plans will ever be the same. But they will share many common elements and 
address many similar challenges along the way.

What you, and every business owner — existing or potential — needs is 
a bulletproof system to create a highly tailored marketing strategy and 
supporting marketing plan that plays to your strengths and minimises your 

new opportunities and react swiftly to emerging threats, without wasting 
valuable time on lengthy re-planning exercises. A strategy that you can 
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continually build on with ease and minimal effort — and, most importantly, 
that saves you time.

The 21st Century Marketing System helps you create that strategy step-by-
step and easily keep it up-to-date. It takes you through the entire process 
from beginning to end, so by the end of this book, you’ll understand how 

tailored to your business — and most importantly, tailored to your level of 
resources and skills.

You have already seen how the New Engagement Paradigm has replaced 
traditional broadcast marketing and how both technology and changes 
in consumer behaviour have changed the marketing landscape forever. 
We’ve also discussed how having a search engine friendly website that 

in your modern marketing arsenal.
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Before we get too deep into this exciting journey, let me give you a quick 

Section 1: 21st Century Marketing - Why It Matters
 One of the biggest mistakes novice marketers make is going straight for 
the sale. In the next chapter of this section you’ll discover why building 
relationships with your prospects and customers is so vitally important 

where many novice marketers (and, surprisingly, many experienced 
marketers who should know better) just don’t “get it”. We’ll cover the 

 There are so many tools out there that you could use to promote your 
business, it’s all very confusing. Many entrepreneurs and micro-business 

my Master’s primary research. Every micro-business owner I interviewed 
— without exception — said if they knew what was available to them 
when they started out and why they should use it, it would have helped 
them to make far better decisions and, hence, save a lot of time, 
money and sheer frustration.

We’ll take a detailed look at all the tools available to you at the end of 
Section 1, by which time you’ll have a good understanding of precisely 
WHY 21st Century Marketing actually matters to every entrepreneur and 
micro-business owner, regardless of what business or industry they’re in. 

Paradigm before we continue into Section 2 and the real “guts” of this book.

Section 2: 21st Century Marketing: What It Is
Section 1 sets us up nicely to get our teeth into the real “meat” of the 21st 

1. the Opportunity
2. the Plan
3. the Promise
4. the Operations, and
5. the Results.

Each element has a dedicated tool, or set of tools, to help take you through 
the entire process step-by-step.

The 21st Century Marketing System Toolkit
1. Opportunity: The M.A.G.I.C. Marketing Matrix is a simple yet powerful 

and proven tool to help you think strategically about every aspect of 
your business. If you’re already in business, it will help you analyse, audit 
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and evaluate your business without the need for expensive external 
consultants. This tool alone is “worth its weight in gold” and will help you 
see every aspect of your business from a new perspective.

If things aren’t going well, it will help you identify the key areas you 
need to focus on. If things are going well, it will help you identify and 
take advantage of new opportunities without overstretching your 
limited resources. But what if you don’t yet have a business but are 
currently thinking about starting one? Don’t worry! The M.A.G.I.C. 

new opportunities and build a business to take advantage of them.

2. Plan: The Seven Point Plan helps you turn your strategy into realistic, 
practical and powerful marketing tactics. The Seven Point Plan also 
makes a major contribution to the design and development of your all-
important search engine friendly website that puts your solution in front 

What we entrepreneurs want is to get on with turning opportunity into 
reality, not keep talking about it. That’s the purpose of the Seven Point 
Plan: to create a usable, coherent plan of action that sets out precisely 
what we need to do and start TODAY!

Not turned on by planning? Me neither! That’s why the Seven Point Plan 
focuses on just the seven essential elements you need to make the 21st 
Century Marketing System work for you, in your situation, to achieve 
your goals.

3. Promise: The Value Proposition Communicator is a vital element of your 
marketing toolkit because every business needs to communicate its 
promise (or “Value Proposition”) to their target audience.

Successful marketing is all about getting the right message (your promise) 
in front of the right audience, at the right time, using the right tools.

The second tool here is the Message Development Matrix; a simple yet 

marketing messages that really “hit the spot”. Making sure you deliver 
— and keep delivering — powerful messages to your target audience is 
a vital step in building that all-important trust and encouraging positive 
word-of-mouth for your business and your brand.

4. Operations:
components; each one focuses on a key aspect of your operational 
capability, to ensure you actually deliver on what you promise.

This is critical, because people relay their experiences to others, which 
ultimately results in that all-important word-of-mouth. Unfortunately, 
over-promising and under-delivering is all too common and here we’ll 
discuss what you need to do to make sure you get the balance right, 
with the limited resources available to you.
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5. Results: The Dynamic Results Dashboard is all about monitoring your 

use a simple spreadsheet, or a more complex cloud-based Business 
Intelligence Dashboard, measuring success (or the lack of it) is vital to 
the survival and growth of any business.

Knowing what to measure and why and when you should measure 

business owners, the three key performance indicators you should take 
particular note of are explained in detail, so you know exactly where 
to start. These three numbers will tell you instantly if your marketing is 
working, or whether you’re wasting your money. Once you’ve mastered 
these three simple key performance indicators, you can expand your 
feedback mechanism, to gain deeper insights into your business and 
gather valuable information to help you make even better decisions.

Although this section may sound a little complicated, don’t worry! Like the 
rest of the 21st Century Marketing System, every element has been designed 

and resources. You can make it as complex, or as simple as you need to meet 
your individual business requirements. My focus is on helping you create a 
solid marketing-focused foundation for your business that you can actually 

By the end of Section 2, you’ll know WHAT 21st Century Marketing is and 
how to create your own highly tailored, strategically focused 21st Century 
Marketing Blueprint for your business. This alone will put you way ahead of 
the game, because you’ll be focusing on precisely what matters to turn your 
opportunities into reality

Section 3: 21st Century Marketing: How To Do It
 
detailed two-part case study which takes you through the whole 
process — from beginning to end — and covers both the initial business 
start-up phase and a detailed example of how this differs once the 
business is established. Starting with a business idea, we’ll develop a 
strategy using the M.A.G.I.C. Marketing Matrix. We’ll then turn it into a 
Seven Point Plan and start building our 21st Century Marketing Blueprint.

The piece most people struggle with is integrating the tactical marketing 
elements with the strategy. This is where the New Engagement Paradigm 
comes into its own and sets us up nicely to start developing our physical 
marketing campaigns using the Value Proposition Communicator. We’ll 
also use the Message Development Matrix to create some content 

content. We’ll quickly review the operations side of things, before we 
focus our attention on how we’ll monitor our performance using the 
Dynamic Results Dashboard.
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 If you want to take the extra step, you can also turn your 21st Century 
Marketing Blueprint into a full-blown 21st Century Business Plan. The 
beauty of the M.A.G.I.C. Marketing Matrix and the Seven Point Plan 
is that they force you to think about all the important areas related to 

you come to “the numbers”, you have already thought about a lot of 
what you need to include in your business plan. You just need to add a 

bank manager, investor, or accountant.

With all that in place, you’ll be in a very strong position to create a high-
level design for your own search engine friendly website that you can use 
to either develop a website yourself, or if you prefer, have a meaningful 
discussion with a website developer so they can develop it for you.

The 21st Century Marketing System has been designed to help you develop 
a holistic (and realistic) approach to your modern marketing challenges, by 
focusing on what really matters to you and your business. As we go through 
the book, I’ll teach you everything you need to know — step-by-step — so 

motivated to apply the system to your business.

But it doesn’t stop there! I want to support you in your marketing journey 
and invite you to visit this book’s companion website at www.21stCentury.
Marketing and become a member of the 21st Century Marketing community.

of the 21st Century Marketing System and we’ll be adding new material to 

to know about other training and networking opportunities, as well as live 
events to support you on your entire entrepreneurial marketing journey.

Are you ready to continue? Let’s start by taking a look at relationship marketing 
and how to build that all-important cornerstone of success — TRUST.



Now you’ve finished the first chapter  
do you want to read the rest of the book?
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Order your copy today and join the elite group of progressive entrepreneurs 
and small business owners who are determined to increase their sales, build 
a brand that easily attracts their ideal customers, and generates unlimited 
and unstoppable positive word of mouth for their business.

Find out more about the author at www.ChrisKent.com and discover what’s 
available from the 21st Century Marketing Academy at:

www.21stCentury.Marketing

21st Century Marketing – Turning Small Business Owners Into Marketing Ninjas   

*****

http://www.ChrisKent.com
http://www.21stCentury.Marketing
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The flagship version is the full colour 
paperback which contains over 120 
full colour diagrams and explanation 
boxes (and hence it’s quite expensive 
to produce).

www.amazon.co.uk/21st-Century-
M a r k e t i n g - m a t t e r s - G e n e r a t e /
dp/0995689318

If you don’t want to go to the expense 
of full colour then the black & white 
version contains the same great 
content and the only difference is 
that the diagrams are in – well – black 
and white.

www.amazon.co.uk/21st-Century-
M a r k e t i n g - m a t t e r s - G e n e r a t e /
dp/0995689334

The full colour version is also available 
for the kindle and all three versions 
can be found on Amazon.

www.amazon.co.uk/21st-Century-
Marketing-matters-Generate-ebook/
dp/B075RPNHDB

All three versions are available on Amazon and your choices are:

http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689318
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689318
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689318
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689334
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689334
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689334
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate-ebook/dp/B075RPNHDB
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate-ebook/dp/B075RPNHDB
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate-ebook/dp/B075RPNHDB
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689318
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate/dp/0995689334
http://www.amazon.co.uk/21st-Century-Marketing-matters-Generate-ebook/dp/B075RPNHDB
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