
ENVISION AN AUDIENCE-DRIVEN 

MARKETING PLAN

Convince and convert marketing is out. Learn how an 

audience-driven plan can help you reach and relate to people. 

BY KELLY STEWART, FOUNDER, ATTRACTIVATE

From the Reaching & Relating to People Series



ENVISION AN AUDIENCE-DRIVEN 

MARKETING PLAN

An audience-driven marketing plan considers the wants 

and needs of the people it's intended to engage. It’s tied 

to broader organizational goals and serves as the 

narrative behind the marketing strategies. It first requires 

a completely honest desire to want to help, improve, 

bolster, promote or in other ways serve the people 

essential to a company's success. 

This desire is the fundamentally different mindset that 

allows business leaders to relinquish a “convince and 

convert” approach for a more natural, more human, 

“reach and relate” approach to marketing and recruiting. 

The former implies a winner-take-all mentality that often 

results in short term and/or shallow gains. The latter 

relies on being united in a common purpose and having 

shared goals that lead to a true relationship (with an 

emphasis on "relate"). This relationship is formed on 

proven positive business practices and behaviors shown 

by each toward the other. 

Positive business practices feed a virtuous cycle of 

motivation based on the precept that “when you 

succeed, I succeed, and when I succeed, you succeed.” 

This is especially true when a company provides 

services to another company and the relationship is 

everything. 

So, in the informed, connected, and transparent B2B 

market, how do companies find people who are looking 

for what they provide and value a cooperative 

relationship?  
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More to the point, how do we reach 

people when reaching is about 

affecting them on the cognitive and 

emotional levels that drive their 

decisions? 



REDEFINING THE CONSTRUCT OF REACH

Today, all types of people are looking for your company. You 

have to be where people are looking for you, when they’re 

looking for you, throughout all stages of their decision-making 

journey whether they are clients, employees, investors, or 

other stakeholders. Being “where they are” is challenging now 

because people take a very non-linear approach to sourcing 

solutions. What people want is often as varied and unique as 

they are. 

Preparing your marketing canvas requires learning about and 

learning from the people you want to attract. 

Whether formal or informal, primary or secondary, market 

research can help cast a light on how your people find 

answers to these questions: 
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What don’t I know about what I want to do?  

What are my options? 

Who (or what company) can help me or is right for me? 

Am I making the right choice? 



Insights from 1:1 discussions, online surveys, and focus groups with your audiences – as well as industry-specific 

reports and data about your audiences – can help you determine where to market. This allows you to look for the most 

efficient and cost-effective ways to be where they’re looking. An audience-driven strategy works with any budget. Even 

if you can only do one thing – let's say invest in social media marketing – you'll have a better chance of moving the 

needle when you know you’re in the right place. There are many marketing techniques and technologies that can help 

your efforts, and some that can hurt. Listening to your audience can help you understand the difference before you 

invest your time and marketing dollars. 
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When you are “where they are,” the next step in engaging your prospects is composing 

content that captivates your audience. 

Effective marketing content is self-"ish" because it’s tied to your 

company’s goals, but it’s not entirely self-serving in its pursuit 

of those goals. It's a palette of your very best thinking and 

recommendations that help people make confident decisions. 

Meaningful content demonstrates your understanding of the 

professional wants, needs, and desires of the people you want to 

engage. It comes in a variety of formats: whitepapers, podcasts, 

explainer videos, case studies, infographics, and more. Compelling 

content should be novel and relevant. It should be tied to your 

company’s Message Architecture so you can produce it 

consistently. It benevolently recognizes that not every person will 

be attracted to your company, and that’s OK. 
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Marketing content helps you connect with people who 

want to do business with you. It will be where they’re 

looking for information when they’re looking for it. Your 

unique perspectives will help them form their visions and 

answer their pressing questions. Most importantly, it will 

help you resonate with people because the language you 

choose will reveal a relationship that's missing from self- 

serving marketing content. 

We’re all familiar with content headlines that scare, over- 

dramatize, or intends to create panic and confusion. 

Positive, inspiring, intriguing content, on the other hand, 

helps you establish a bond with your audiences.  

Relating to others requires your true desire to be useful to 

them while expressing your best thinking and abilities 

without compromising your ethics.  

EMPHASIZING “RELATE” IN THE RELATIONSHIP

Taking a guarded or self-serving view of "winning" starts 

the relationship off on the wrong footing. People have 

been conditioned to look for the catch or what’s buried in 

the fine print, or the bait-and-switch scheme, which 

elevates their perception of risk. 

Any sign of risk puts people on alert which triggers a “fight 

or flight” response on some level. In contrast, companies 

that take a self-“ish” view of marketing understand and 

respect the interdependence of needs in a professional 

relationship. They use a positive language and tone that 

evokes a “plan and prepare” mindset which sets the stage 

for cooperative relationships because it is what they 

themselves truly desire. Overall, it makes for better – and 

typically more profitable – relationships.  

Characteristics of positive marketing that help you relate 

to your audience include the following:

Relating to people you value is important 

for long-term mutual success. 



CHARACTERISTICS OF POSITIVE MARKETING 

Compassion acknowledges the professional burdens business people face and the desires 

they wish to fulfill. It is sympathetic to the symptoms of stress or burnout under which many 

decision-makers operate today.  

Civility encompasses the myriad pleasant interactions, recognition, and respectful exchanges 

that facilitate teamwork, spread goodwill, and ease negotiations. 

Humility. Humble marketing messages do not overstate capabilities; instead, they open the 

door for learning from the challenges of a dynamic business environment. 

Hope in this context is about describing possibilities and the extent to which working together 

can positively influence outcomes. 

Trust develops with openness and competence, among other factors, and helps companies 

weather challenges while keeping relationships intact. 

Integrity speaks to how well your company delivers on its promises. It calls for authenticity in 

marketing or the need to be specific and genuine about what you do and how you do it.  
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That Help You Relate to Your Audience: 



When you apply characteristics of positive marketing to your content, you are much

closer to personalizing it in the truest sense. This is in stark contrast to forcing someone 

through a sales funnel or an online application process which can feel, well...rather 

impersonal. The positive marketing aesthetic of being involved and feeling connected 

brings you closer to the people you want to engage and establishes a strong foundation 

from which you can both succeed.  

...AND THAT'S THE LENS VISIONARY MARKETERS LOOK 

THROUGH TODAY. 
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ABOUT KELLY STEWART 

FOUNDER, ATTRACTIVATE

Art in any form stirs thoughts and emotions that challenge us to be in the

moment and contemplate something exquisite and grander than ourselves.

The opportunity for extraordinary results rests on how well you can attract,

captivate, and motivate all of the people essential to your success. I provide

B2B marketing expertise, strategy, and implementation guidance to business

owners and leaders. If you’d like to draw on my experience, learn how we can

work together via Attractivate’s on-demand marketing services. 

CONTACT 

kelly@attractivate.net 

www.attractivate.net 

267-491-5616 
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Or invite me to speak to your team, and let's sketch some new ideas for 

your organization. 

https://www.attractivate.net/kelly-stewart-on-demand-b2b-marketing-director/
http://www.attractivate.net/
https://www.linkedin.com/in/kellystewart2/
https://twitter.com/Attractivate_KS
https://www.attractivate.net/kelly-stewart-positive-business-speaker/
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Visit the Center for Positive Organizations to learn more.  

http://positiveorgs.bus.umich.edu/
http://www.attractivate.net/speaking/
http://positiveorgs.bus.umich.edu/
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