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10 Marketing Questions Every Small Business Should Ask Itself 

Marketing can be intimidating and confusing.  It’s loaded with a lot of buzz words that sometimes don’t 

have a clear meaning even to people who use them.  And it’s also loaded with discussions about multi-

million dollar campaigns and 30-second ad spots that cost thousands of dollars.  But it’s not really that 

complicated—or expensive—if you think about it in practical terms and break it down into a process. 

Below are 10 marketing questions every small or start-up business should be asking itself.  Work 

through these questions and you are definitely building a foundation for marketing success.  

 

 1. What is our product or service? 

It may seem like a silly question, but for every small or start-up business there is the 

overwhelming temptation to “do anything for a buck.”  Make sure you know your core business 

and do your best to stick to it.  The temptation is difficult to ignore, but taking “extraneous” 

business distracts you from your true product/service. 

 

  2. Who is our target market?

Knowing your target market shapes everything you do.  It shapes your product/service 

development, marketing, sales…..everything.  It may seem counter-intuitive, but the more 

narrow and precise your target market, the better your chance at succeeding.  A target market 

could be a vertical (government, manufacturing, healthcare), a function (HR, finance, 

marketing), or a role (C-level, project manager, IT director).  Or, it could be a combination of 

these (HR function within healthcare, project manager in government).   

 

 3. Who is our competition? 

Knowing your competition is beneficial and necessary for many reasons.  First, it helps validate 

your product/service.  Second, it gives you a benchmark and point of comparison.  And third, it 

prepares you for objection handling during the sales process.  And, even though you may not 

think it’s accurate, your prospects will always compare you to something.  Competition doesn’t 

have to be another company.  It can be home-grown systems, internal IT, or a prospect opting to 

do nothing at all. 

 

 4. What is our unique value proposition? 

Knowing what makes you different—and the value it adds—shapes your presence to the 

market.  What is it about your product/service that is unique?  What do you have—or do—that 
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others don’t?  It doesn’t have to be a feature or a widget, it could be something less tangible, 

but equally as valuable, like being a local business, or having a unique methodology for 

completing a task.  

 

 ? 5. How much does our product/service cost

It’s hard to sell your product if you don’t know how much it costs. The price point may change 

over time, but you have to start somewhere.  You will quickly learn whether you’re too high, too 

low, or just right.  You also need to know your pricing model.  For products, it could be a 

subscription service, per user, or perpetual license.  Or, if you’re a services company you may 

charge by the hour or by the deliverable (fixed price).  It’s different for every business, but a few 

shots at the apple will help crystalize it. 

 

 6. How do we position our product/service? 

Once you know what you provide, your target market, your competition, your unique value 

proposition, and price, how do you use that information to position yourself in the market?  

Positioning is that unique niche you fill that meets the customer’s needs in a way your 

competition doesn’t.  One of my favorite positioning templates comes from the book Crossing 

the Chasm, by Geoffrey Moore.  Check it out here. 

 

 7. What are our key messages? 

Everything you’ve done up until now is “internal” information.  Now it’s time to leverage all that 

to create your messaging, which is “external” facing.  It is your message to the market and how 

you are introducing and describing yourself to the market.  And it’s more than just what you say.  

Your message includes your logo, your color palette, your “attitude,” your “values,” and your 

language style.  Your messaging keys off the target market.  Make sure the message is targeted 

to that specific market.   

 

 8. What is our marketing plan? 

 

This is really the biggie and where most small and start-up businesses struggle.  Typically, your 

marketing and promotional efforts require a budget, which is sometimes hard to find.  But the 

marketing plan identifies all those ways you’re going to promote your product/service and get it 

to the market.  There are tons of opportunities, the problem is figuring out which ones suit you 

the best and which ones you can afford.  A good approach is to identify what you’re NOT going 

to do first.  Then see what’s left over.  The good news is that digital marketing has made it 

possible to get yourself into the market quickly and to easily measure your ROI. 
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 9. What sales/marketing tools do we have/need? 

Now that you’ve considered your marketing plan, what “stuff” do you need to make it happen?  

Take an inventory of the items your currently have (e.g., website, data sheet, etc.) and map 

them to your plan.  What are the gaps?  If you’ve identified pay-per-click marketing as one of 

your options, you’ll need to develop a strategy, keywords, ads, etc.  If personal email is high on 

your list, do you have the supporting items to include in your emails?  Just go down your 

marketing plan and write in what you need to accomplish the activity. 

 

 10. What sales/marketing systems do we have/need? 

And finally, what systems do I need to support my marketing efforts?  Do I need a blast email 

tool, social dashboard, marketing automation, CRM, PR software?  Or, will a spreadsheet suffice.  

In many cases, spreadsheets work, but with today’s emphasis on digital marketing and 

integration, it’s hard not to “need” some tools.  And, with all the SaaS products in the market, 

you can find some really good apps at a low cost, or even free. 

 

If you’re interested in learning more about any of these 10 questions, or how Ernstmann Consulting can 

assist you with this process or developing your marketing plan, contact us at 703-622-6220 or 

info@ernstmann.com. 
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