
Strategic Marketing Playbook

Ideal Target

Brand Strategy



Building Blocks & Deliverables

MARKETING 
PLAN

How you will deliver

business results

DELIVERABLES:

• Marketing Plan Overview

• Priorities, Tactics & KPI’s

• Calendar Overview

• Budget Priorities

• KPI Tracker

• Results Dashboard

COMMUNICATION 
STRATEGY

How, when and where

you will communicate

DELIVERABLES:
• Hero’s Story Outline

• One Liner vs Competition

• Key Messages

• Journey Map 

• Channel Strategy

• Style Guide

RESOURCE
PLAN

How you will resource
the marketing team

DELIVERABLES:

• Resource Plan Overview

• Team Structure

• Internal Roles & Responsibilities

• External Resource Scope

BRAND
STRATEGY

Defines your brand 

and who you serve

DELIVERABLES:

• Why Your Brand Exists

• Promise & Secret Sauce

• Ideal Target

• Brand Architecture

• Naming Strategy

• Personality & Tone-of-Voice



Ideal Target
Within the category, the people / companies who have similar needs and are likely to be 
interested in buying from you.

Steps to Defining Your Ideal Target & Roles
• Think of customers who are in your “sweet spot” and you love to work with.

• Why are they in your “sweet spot”?

• Are they profitable?

• What size are they?

• What products/services do they need?

• What market or markets are they in?

• Who are the people in the buying process?

• What do they care about?

• What are their frustrations?

ALL people / companies 
in the category

Ideal 
Target



Example
The Ideal CMO-OnLoan Target Client is the CEO/Owner of a 
privately-held mid-market company ($25-$100MM) in the 
Cincinnati, Dayton or Northern Kentucky areas. 

They:
• Provide B2B products and services.
• Have no marketing leadership. 
• Do not believe they are ready for a full-time marketing leader 

(or they don’t have the resources for one).
• Are dedicated to their company, their people and their 

communities.
• Are working to build  an “evergreen” organization – one that 

outlives them.
• Are triggered by an event that spurs them to seek out 

marketing expertise. I.e.; growth goals,  business decline, 
change in leadership, leader tired of doing ‘marketing’ in their 
spare time, strategic topic they want fixed, etc.

Mid-Market Companies

Caring CEO/Owner of 
Cincinnati, Dayton, 
NKY $25-$100MM 
B2B company with 

no marketing 
leadership



Roles & Personas

Roles
• Type of people involved in a buying 

process
• Who they are (title), role in the process, 

level of interest and knowledge and 
action we want

• Usually business-to-business
• Example Roles:

• Decision Maker
• Economic Buyer
• Influencer
• Technical Buyer

Personas
• Description of a specific type of person 

and/or role within the Ideal Target
• Includes information about the 

person's objectives, needs, barriers, 
competitive options, product or service 
priorities, etc.

• Both business-to-business 
and business-to-consumer



Roles

Within the ideal target, the different groups of people you want to reach

ALL people / companies 
in the category

Ideal Target

Role

Role
Role

Broken out by:
• Who they are
• What their role is in the buying process

• D= Decision Maker
• E= Economic Buyer
• I= Influencer
• T= Technical Buyer

• What action we want them to take

Who Are They
Role in 

Buying Process
Level of Interest 

/ Knowledge
Action We Want

Role 1

Role 2

Role 3

Role 4



Roles Example

Who Are They
Role in 

Buying Process
Level 

of Interest/Knowledge
Action We Want

CEO/President Decision Maker/Buye
r

Interested and not very 
knowledgeable

Choose to work with us 
over competition

Senior Leadership Influencer Somewhat interested, not 
very knowledgeable

Advocate to work with us

Sales Influencer Interested but could be 
skeptical, knowledgeable

Advocate to work with us



Persona Examples



Recap – Ideal Target

• Ideal Target identifies and describes the people / companies who have 
similar needs and are likely to be interested in buying from you
• Roles are the people involved in a buying process (usually B2B)
• Personas are a description of a specific type of person and/or role within the Ideal Target

Step to Defining Your Ideal Target
1. Think of customers who are in your “sweet spot” and you love to work with.

2. Why are they in your “sweet spot” and good customers?

3. What market or markets are they in?

4.What do they care about?

5. What is their buying process?

6.Determine what additional information you need successfully sell your product or service 
and develop roles and/or personas
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