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How to Create a Marketing Strategy 

An effective marketing strategy is an integral part of building awareness 
and attracting qualified leads. This eBook outlines what a marketing 
strategy should include and how to create your own.

What Purpose Should a Marketing Strategy Serve?
A customer-centric strategic marketing strategy should accomplish the  
following objectives: 

§§ Define your target market based on business drivers (not just  
demographics)

§§ Provide a clear explanation of your niche strategy

§§ Identify the business and technical needs of your target customers

§§ Describe real-world buyer personas with clear insights about their 
motivations and needs

§§ Form the foundation for messaging that will resonate with  
prospective customers 

§§ Become the foundation for a tactical marketing plan, providing  
direction and clarity

What is a Niche Marketing Strategy?
When selling to the financial services industry, having a niche strategy is  
particularly important. This is because the financial services segment is  
made up of lots of niches with widely varied needs. For example,  
institutional trading has dramatically different needs than commercial  
banking. Even within the institutional trading niche, 
there are different needs for the front 
or back office; buy side vs. sell 
side; and even different 
needs for different 
asset classes. In this 
vertical, one-size-fits-all 
marketing definitely does 
not work. Instead, it’s crucial 
to understand how your  
products specifically address the 
needs and challenges of  
your various target segments.   

Abandoning The “Ready-Fire-Aim” Approach To Marketing
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Outline of a Marketing Strategy
Assuming you’re not launching a startup, the marketing strategy is not 
your business plan. It should not try to serve too many purposes, or the 
objective might get lost. We recommend keeping the marketing strategy 
focused and very customer-centric. 

Your marketing strategy should include the following sections: 

Sales Objectives
This section should outline the sales objectives for the year and market-
ing’s expected contribution. It should include: 

§§ Expected revenue
§§ Recurring vs. new business
§§ Existing account retention and expansion goals
§§ New business goals and the number of expected deals
§§ Expected revenue per customer
§§ Lead generation needed to deliver the revenue

Market Analysis
This section should define your target market, identify industry issues 
and drivers, define the needs of the market, and identify buyer personas. 

§§ Analysis of your market and the specific niches you are targeting  
(the more specific you are, the more effective your plan)

§§ Industry issues, drivers and needs for each target niche (again,  
specificity creates success)

§§ Buying process analysis (how do your customers buy and who  
gets involved?)

§§ Buyer personas for all the key contributors to the buying process  
(see below for more insight on buyer personas)

§§ Details on what each buyer persona is trying to achieve and  
what drives them to change

§§ Your positioning relative to persona-specific  
business needs and drivers
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Competitive Analysis
This section should outline the competition within your target niches. In 
most cases, if you’re selling financial technology, you’ll have both direct 
and indirect competitors, as well as the possibility that your prospects 
will choose an in-house build. Your messaging strategy will need to con-
sider all three. When developing competitive strategies for our clients, 
we’ve found that the strategy canvas approach from Blue Ocean Strategy 
helps in identifying niches and customer groups with unmet needs. Here 
are some sections that should be included:

§§ Group competitors based on market niches

§§ Define the factors that the industry typically competes on

§§ Create a matrix of customer functional needs and map competitive 
offerings (strategy canvas)

§§ Identify areas where competitors are strongest

§§ Identify the customers’ unmet needs and areas of competitor weakness

§§ Define how your company will focus to capture competitive business

§§ Define how your company will target unmet needs to expand the  
market opportunity (this will help direct your product strategy)

 Value-Based Pricing Strategy
Assess the value that your product or service provides to your customers, 
and set your price based on this model. Value-based pricing can help 
you generate better profits and enhance the quality of your offerings. 
Areas that you should evaluate are as follows: 

§§ Perform research to determine the degree of value your overall 
offerings bring to customers 

§§ Break down the value of each of the different features of your  
products or services and assign pricing to them individually 

§§ Revisit your pricing strategy periodically to ensure it remains  
competitive 
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Company Analysis
Evaluate your company in terms of strengths and weaknesses,  
opportunities and threats (or perform SWOT analysis). This analysis 
should include: 

§§ Evaluation of your product in light of the market and  
competitive analysis

§§ Where you are today and where the product needs to go
§§ Clear outline of the areas of strength and vulnerability
§§ How to market and sell what you have today while creating  

vision for the future 

Buyer Personas
Buyer Personas are descriptions of each person involved in the buying 
process. In most cases, you’ll need different personas for different niches. 
For example, a head of electronic trading for institutional FX has differ-
ent business needs than a buyside portfolio manager.

§§ Utilize your website’s search tool to evaluate what your customers/
prospects are searching for, why they’re searching, how they’re 
searching, and what their demographics are

§§ Your products may appeal to several different buyer personas, 
which should be addressed individually with tailored messages  

Buying Process
Understanding the buying process of your customers (i.e. length, criteria 
assessed, stakeholders involved, etc.) can have a positive impact on your 
sales. Consider the following areas: 

§§ Evaluate the typical steps involved in your customers’ buying cycles

§§ Structure your selling process around the buying cycle 

§§ Adjust your marketing materials to cater to the various stages of  
the buying cycle 
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Customer-Centric Positioning and Messaging
Now it’s time to clarify what your customers need, why they need it, 
what will make them buy, and what they think they’re buying. It’s critical 
that you stay completely customer-centric in this section. If you start 
talking about your company, re-focus. 

§§ Positioning focused on each of your target niches

§§ Product descriptions focused on business needs and capabilities

§§ Customer-centric messaging that will resonate with those  
key personas

Go To Market Strategy
This section should show how you plan to take your product to market. 
It should include your strategies for content marketing, inbound and 
outbound marketing, social media, events, advertising, etc. You won’t be 
able to target all your buyers and all the niches at once. So this section 
should focus on what you can reasonably accomplish in the next year. 
This will be the foundation for your marketing plan and budget. Include 
the following sections in your Go To Market Strategy: 

Outbound and Inbound Marketing Strategy
Inbound marketing is growing in favor in many sectors. It can be  
a powerful tool in reducing the cost per lead and improving the  
return on investment in marketing. But most companies targeting  
institutional financial services markets cannot rely just on inbound  
marketing. So planning a mix of inbound and outbound tactics is the 
most effective approach for lead generation and lead nurturing. 

Integrated Marketing Campaign Strategy
An integrated marketing campaign strategy involves communicating a 
consistent brand identity and message across all your channels (i.e. web, 
print, social, events, etc.). Every marketing activity you employ to attract 
and retain customers should be integrated.

Content Marketing Strategy
Your content strategy should consider industry issues that are driving 
change and focus on providing content to each of your buyer personas 
that is relevant to their needs and to each stage in their buying process. 
Start with an audit of the content you currently have available, and 
identify gaps in your current content library. Then fill in the gaps to cover 
each persona and each buying stage. You’ll need a fairly extensive library 
of content to support lead nurturing and facilitate the buying cycle.
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Blogging Strategy
Blogging is one of the most effective tools for inbound marketing. 
A well-executed blog has the ability to position your com–pany as a 
thought leader and set you apart from the competition. The best way  
to leverage a blog is to answer customer questions. You can also blog 
about use cases, industry issues, and product strategy. 

Public Relations Strategy
Public relations is an effective way of increasing the reach of your con-
tent. This communications discipline helps you engage and inform your 
target audiences, and helps you build important relationships. It’s crucial 
that your PR plan and messaging be closely aligned with your content 
strategy and customer-centric messaging to help improve the return 
on your PR investment. Your PR strategy should consider both gaining 
earned media coverage to build awareness and amplifying the reach of 
your content strategy. 

Event Marketing Strategy
Event marketing is an area where companies consistently over-spend 
with limited effectiveness. Invest in events where you can access your

specific target niches and buyer personas; and where you are visibile.  
Then plan for the event. Make sure you provide messaging and content 
that will resonate with the audience. Tie your content marketing strategy 
into your event plans. If you’ve delivered relevant and useful content to 
attendees in the weeks leading up to the conference, you’ll have built 
awareness and credibility that the event team can leverage. Plan your 
post-event strategy in advance, so you can quickly follow up with  
people your team meets at the event.

Social Media Strategy
Social media can be a powerful tool for driving engagement if used 
properly, or a time sink if used incorrectly. Focus on finding the right 
channels to reach your target audience. For instance, B2B companies 
may find LinkedIn to be a better platform for voicing their messages 
than Facebook. Develop an influencer marketing strategy to help  
you increase your social reach. Incorporate your blogging strategy,  
leveraging social media to amplify the reach of your content. A great  
way to stay on top of social media is by setting aside interesting facts 
that you uncover in the content creation process. These can be shared 
later as social updates once the content is published. 
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Promotional and Advertising Strategy
Many firms use advertising ineffectively. Align your advertising and other 
promotions with your overall marketing strategy to ensure that you’re 
delivering customer-centric messages to the right target using the right 
medium. Advertisements should always link to a landing page with  
relevant information, an offer, and an opportunity for the visitor to  
“convert” by providing their contact information. Tie promotions to  
your content strategy to better leverage content and improve your ROI.

Email Marketing Strategy
Align your email marketing plans with the overall content strategy. Email 
should be the tool to help share your content. Focus on building an  
audience of subscribers. Audience segmentation by market niche and 
buyer persona is key to making this tactic effective. Make sure your  
email messaging is consistently aligned with your customer-centric  
marketing strategy. 

SEO and Findability Strategy
Search engine optimization or SEO should heavily influence your  
content creation. Develop a comprehensive strategy based on effective 
SEO principles and use it to guide every piece of content you create. 
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About PropelGrowth

PropelGrowth specializes in marketing strategy and content marketing programs for financial services 
and financial technology firms. We develop strategy and build thought leadership programs to help you 
generate leads and facilitate the buying process.

Our integrated marketing programs include white papers, articles placed in trade publications, videos, 
e-books, podcasts, blogs, webinars and live events. PropelGrowth has expertise in FX, futures, equities 
and derivatives and works primarily with sell-sides and FinTech vendors.

To learn how PropelGrowth can help with your marketing strategy and content programs to facilitate 
the buying process, contact us at sales@propelgrowth.com or call us at +1 970.300.2280.

Visit us at www.propelgrowth.com.
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