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Redefining Your Marketing Strategy with Creative Blogging
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. build a loyal base of customers who will spread the word for you! Did you

Introductlon know that new customers discover 85% of small businesses through word-of-
) L ) mouth marketing? It's basically the best. Digital marketing involves promoting

Marketing refers to activities a company undertakes to promote the buying  your pusiness, educating people, and selling products and services online to a
or selling of a product or service. Marketing includes advertising, selling, and target audience. You can do this effectively using various channels, including
delivering products to consumers or other businesses. Some marketingisdone  gocjal media, your business website, search engines, email marketing, video,
by affiliates on behalf of a company. The purpose of marketing is to generate 3 poqcast, or your blog [3].
revenue for a brand, company, or organization. Marketing professionals and
teams achieve this through the execution of strategic digital activities that drive
traffic, qualified leads, and sales, in direct collaboration with their sales team.
Social marketing, service marketing, green marketing, holistic marketing and
direct marketing. Marketing as a discipline is constantly evolving. The existing
concepts are analyzed and updated to suit the current economic and social
trends. Social media marketing is one of the most popular and effective types
of marketing strategies. And it's not hard to understand why when more than
2.8 billion people use social media platforms.

Content marketing is a strategy that focuses on creating content and
distributing it in a way that reaches a specific audience. The goal, ultimately,
is to get people to convert into customers by making a purchase. But to
get there, you often need to build trust over time by offering various types
of content, like blog articles, video, email, social media posts, and webinars,
eBooks, or podcast episodes. Content marketing is a long-term strategy. Once
you gain your target audience’s allegiance, you'll gain loyal customers and
advocates for your brand. The Content Marketing Institute found that 96% of
Description top content marketers say their audience views their businesses as credible

and trustworthy. And 68% of all B2B marketers agree that content marketing
has helped them successfully build credibility with their followers [4,5].

The primary purpose of marketing is to get the word out about your
business: who you are and what products or services you offer. Create brand
awareness, help people understand your business in-depth, and keep loyal Conc|usion
customers happy so they tell their friends and keep coming back for more.

Marketing isn't JUST for your customers’ eyes and ears. You can also gain Marketing leads to consumer satisfaction through honest advertising,
valuable insight into which your target audience is (those who love you  aeqyrance of quality products, and availability of innovative products. Thus,
already). Get to a place where you deeply understand their desires, needs,  arketing takes every effort to satisfy the consumer. A regular supply of goods:

and problems. Figure out how you can reach them where they are and connect  1yr0gh efficient distribution channels of marketing regular supply of goods
with them in meaningful ways. According to Forbes, consumers will spend g nossible. So marketing is important because it is the key to success in the

about 48% more while shopping online if they have a personalized experience. business. Through marketing we may store data, gathered information and
Knowing your target audience well will help you improve all of your marketing  anajysed the information to know customer needs and wants, to analysed
efforts so you can avoid wasting your budget by getting in front of the wrong customer behaviour, to know what's on the heart of their markets.

dang people (those who don't care a little about you). Share your brand story
with potential customers. Make it personal. Let them get to know who you are,
why your business started in the first place, and what you believe. Making your References

business relatable will enable people to connect emotionally with your story.

People want to support businesses they believe in. So be authentic by sharing 1. Bird, Barbara. "Family business research: The evolution of an academic
your personal, relatable story creatively. And you'll soon build a lovely following field." Family Bus Rev 15 (2002): 337-350.

of loyal supporters and evangelists [1,2]. 2. Chen, Kaihua. "A bibliometric investigation of research performance in emerging
nanobiopharmaceuticals." J Informetrics 5 (2011): 233-247.

Building trust with consumers, just like any relationship, takes time and
effort. You need to prove that your small business is credible, ethical, moral, 3. Christensen, Lisa Jones. "Ethics, CSR, and sustainability education in the

genuine, and socially responsible. Awhopping 81% of people, after all, buy from Financial Times top 50 global business schools: Baseline data and future research
brands they trust. You don't eam the “trustworthy” status on a whim. You have directions." J Bus Ethics 73 (2007): 347-368.

to be intentional when forming your marketing messages and communicating 4. Kahler, Tine, Justin A. DeSimone, and Jeremy L. Schoen. "Prestige does not equal
with people. Consider implementing social responsibility practices, like quality: Lack of research quality in high-prestige journals." Indu Org Psycho 13
ensuring your products are ethically sourced. Or adopt a noble social cause, (2020): 321-327.

such as giving a percentage of your revenue to charity. People will love you 5. Islam, Nazrul, and Kumiko Miyazaki. "An empirical analysis of nanotechnology

for it and choose to buy from you over competitors. Building your reputation " ressarch domains." Technovation 30 (2010): 229-237.
through effective marketing will naturally lead to growth and increased revenue
for your business. If your offerings are as good as you describe them, you'll
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