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How to Use This Guide

This guide turns broad ideas about modern marketing and Al into practical decisions. Read it with one real
business in mind: your own business, a client’s business, or a local shop you know. For every section, ask:
What is the problem? What evidence would confirm it? What small experiment could test a solution?

Important Note on the Shwapno Example

The supplied draft describes Shwapno’s pandemic-era response and says a related case study appeared in
Philip Kotler’s Essentials of Modern Marketing. Treat specific claims about the company’s actions, market-
share impact, and book inclusion as claims that should be verified against the original book or reliable primary
sources before publication. This guide focuses on the transferable strategic lessons and does not present
unverified details as independently confirmed facts.

Executive Summary

Sustainable growth rarely comes from advertising alone. It comes from understanding customers, solving a
meaningful problem, delivering a reliable experience, using technology where it creates value, and measuring
outcomes. Al can accelerate parts of this system, but it cannot replace sound judgement, trustworthy data, a
strong offer, or consistent execution.

A Practical Business-Growth Loop

Understand Define the Design a > Deliver with Measure &

the customer — real problem valuable solution people + tech improve

Repeat the cycle: learn from real customer behaviour, not assumptions.

1. The Real Problem Is Often Bigger Than Marketing

When sales slow down, increasing ad spend is an easy reaction—but not always the right one. The issue may
be an unclear offer, slow replies, poor product-market fit, delivery delays, weak trust signals, or an order
process that creates friction.

A practical diagnostic

o Traffic: Are the right people discovering the business?

e Engagement: Do they understand the offer and receive useful answers?
e Conversion: Is it easy and trustworthy to place an order?

e Fulfilment: Does the business deliver what it promised?
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e Retention: Do customers return, recommend, or buy again?

The Customer Journey: Marketing Is More Than Ads

1. Reach 2. Engage 3. Convert 4. Deliver 5. Retain
Content, referrals, > Useful answers, > Clear offer, > Product quality, Follow-up, support,
search, ads fast response trust, easy checkout reliable fulfilment relevant offers

Find where customers drop off, then fix that stage before increasing spend.

Worked example: 100 enquiries, 10 orders

Suppose a shop receives 100 enquiries and gets 10 orders. The conversion rate from enquiry to order is 10%.
Before spending more on ads, review a sample of conversations. Are people asking about delivery costs? Is
sizing unclear? Are replies slow? Does the offer lack proof or a clear return policy? Fixing a confirmed barrier
may improve results more efficiently than buying more traffic.

Note: This is a hypothetical example for learning, not a benchmark for every industry.

2. Lesson One — Tools Matter, but Perspective Matters
More

Al tools can draft copy, generate concepts, summarise feedback, and speed up repetitive tasks. However,
output quality depends on the quality of the problem definition, customer insight, constraints, and human
review.

Example: Two approaches to an ad

Generic prompt: “Write a 20% discount ad for my clothing store.”

Strategic prompt: “Create three ad concepts for young professionals who need affordable, durable formal
wear. Highlight fit, fabric care, and reliable delivery. Avoid unsupported claims. Give each concept a distinct
angle and a measurable test.”

The second prompt is more useful because it defines an audience, a need, a value proposition, and a test. The
Al tool did not supply the strategy by itself; the user supplied better business thinking.

Practical checklist

e Define the audience and their problem before selecting a tool.
e Give the Al relevant context, constraints, and examples.
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e Check factual claims, tone, cultural fit, and brand consistency.
e Testoutputs against real performance rather than personal preference.

3. Lesson Two — Combine Traditional Trust with Digital
Convenience

Traditional and digital channels can support one another. Physical stores offer touch, inspection, personal
service, and local familiarity. Digital channels help customers discover products, compare options, ask
questions, and place orders conveniently.

Example: A local furniture retailer

Publish short videos showing real furniture, dimensions, materials, and care instructions.
Let customers message the store or book a showroom consultation.

Share accurate delivery areas, lead times, and payment terms.

Follow up after delivery to resolve issues and request honest feedback.

Track which channel generates qualified enquiries and completed sales.
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The lesson is not that every business must use every channel. Choose the channels your customers actually
use and make the handoff between them simple.

4. Lesson Three — Adopt Technology for a Clear Reason

Al, automation, augmented reality (AR), and other technologies can create value—but adoption should begin
with a customer or operational problem, not with the novelty of the technology.

Practical Al Use Cases for Small Businesses

s N s n
Marketing Customer support
Draft ideas, test messages, Classify questions,
repurpose content draft replies, escalate cases
\ ) \ )
- N r ~\
Operations Analytics
Summarise orders, Spot patterns,
standardise checklists prepare weekly summaries
| » (. >
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Area

Useful application

Human safeguard

Marketing

Customer support

Operations

Analytics

Draft variations, repurpose content,
brainstorm offers

Classify common questions; draft
responses

Create checklists and summarise
routine reports

Summarise patternsin clean sales data

Check claims and brand voice

Escalate sensitive or unusual cases

Verify source records

Validate calculations and assumptions

When to consider AR

AR may help customers preview furniture, paint colours, décor, or certain products in their environment. Itis
most useful when visualising the item reduces uncertainty enough to justify the cost. For a small business,
high-quality photos, accurate dimensions, and clear return terms may be a better first step.

Responsible adoption

Do not paste confidential customer or company data into tools without appropriate permission and

safeguards.

Tell customers when they are interacting with automation if that matters to the experience.

Keep a human route for complaints, unusual cases, and important decisions.

Measure time saved, error rates, customer satisfaction, and business outcomes.

5. Lesson Four — Treat Disruption as a Signal to Re-

examine Customer Needs

A crisis can change what customers need, how they buy, and what they consider convenient or safe.

Businesses should avoid assuming that pre-crisis behaviour will return unchanged.

A four-question response framework

6.
7.
8.
9.

What has changed in customers’ circumstances or expectations?
Which customer problem has become more urgent?

What can we change using our existing people, assets, and partners?
What small, low-risk test can we run this week?

Example: If customers are reluctant to visit a shop, test appointment-based visits, video consultations, local
delivery, or clearer online product information. Select the response that fits the category, cost structure, and

C

ustomer needs.
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6. Lesson Five — Local Problems Can Inspire Scalable
Solutions

A solution should start with a specific context. Local businesses may face challenges around delivery
coverage, cash-on-delivery returns, language, digital literacy, inventory accuracy, or customer trust.
Understanding these details can lead to a more useful solution than copying a global trend.

From local insight to a repeatable service

10. Interview 5-10 business owners in one category.

11. Identify a repeated problem that costs time, money, or customers.
12. Offer a small pilot with a clear scope and success measure.

13. Record the process, time required, cost, and outcome.

14. Improve the offer before expanding to a new customer segment.

7. Business Idea — Smart Business Support Service

Concept: Help small online shops improve basic marketing operations, customer follow-up, and sales
visibility without requiring them to purchase expensive software immediately.

Potential starter offer

Service Deliverable Value to client

Sales dashboard A simple Excel/Google Sheets Clearer view of orders, revenue,
tracker expenses, and cancellations

Customer insights Monthly summary of FAQs and Better service and clearer content
feedback priorities

Content planning A practical monthly content More consistent communication
calendar

Process improvement Order-handling checklist and Fewer missed steps and more
response templates consistent service

Validate before investing

This is a hypothesis to test, not proof of market demand. Speak with potential clients first. Ask what they
currently do, what fails, how often it happens, what it costs them, and whether they have paid to solve it
before. Offer a clearly scoped pilot and assess willingness to pay.

Possible business model

Depending on client needs, the service could be sold as a one-time setup, a monthly reporting and
improvement package, or a combination. Define what is included, response times, data responsibilities, and
exclusions. Do not promise guaranteed sales growth.
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8. Measure What Matters

Metrics should help a business make decisions. Choose a small number of indicators connected to the

business goal.

BUSINESS GROWTH ¢ Al & DIGITAL STRATEGY

Metric

What it tells you

Caution

Enquiry-to-order conversion

Cancellation rate

Customer acquisition cost

Repeat purchase rate

Gross profit per order

Response time

Share of enquiries that become
orders

Share of orders cancelled

Marketing/sales cost per acquired
customer

How often customers return

Revenue less direct product costs

How quickly customers receive a
reply

Define what counts as an enquiry
and order

Segment by reason and channel

Include relevant costs
consistently

Consider the product’s natural
buying cycle

Do not confuse gross profit with
net profit

Balance speed with answer
quality

A metric becomes useful when it has a clear definition, reliable data, a regular review cadence, and an action

attached to it.

9. A 30-Day Action Plan

Week 1 — Understand

Choose one business and customer segment. Interview customers or review real enquiries. Write down the

top three problems.

Week 2 — Design

Choose one problem. Build a simple solution, offer, dashboard, or process improvement.

Week 3 — Test

Run a small pilot. Set a baseline and one or two success measures. Gather feedback.

Week 4 — Learn

Compare results with the baseline. Document what worked, what failed, and what to change next.

A simple experiment brief

Problem we believe exists:

Evidence we have:

Customer segment:

Smallest solution to test:

Success measure:
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Time and budget limit:

What we learned:

10. Common Mistakes to Avoid

e Using dramatic statistics such as “80% of businesses fail” without a reliable, relevant source.
e Treating anillustrative example as verified evidence.

e Adopting Al because itis popular rather than because it solves a real problem.

e Measuring likes and reach while ignoring conversion, customer experience, and profitability.
e Automating a broken process before understanding why it fails.

e Promising outcomes that depend on factors outside your control.

Conclusion: Build a Learning System, Not Just a
Campaign

The durable advantage is not owning the newest tool. Itis building a repeatable way to understand customers,
identify real problems, deliver value, use technology responsibly, and learn from measurable outcomes.
Marketing attracts attention; operations fulfil the promise; analytics reveal what to improve. When these
functions work together, a business has a stronger foundation for sustainable growth.

A final question
What is one recurring problem in a small business that you could solve better with
data, process, or Al?

Publication and Fact-Checking Notes

Before publishing a version that names Shwapno or Philip Kotler’s book, verify the exact case-studly title,
edition, publication details, and the specific claims about the company’s actions and results using the original
book or reliable primary sources. Avoid stating that a strategy increased market share unless a source directly
supports that claim. Replace unsupported percentages with sourced statistics or remove them.

This guide is educational and is not a guarantee of business performance. Examples are illustrative; results
vary by sector, execution, costs, customer needs, and market conditions.
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