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The UNIDO/GEF Project «Global Clean-
Tech Innovation Program for Small and 
Medium Enterprises in Ukraine» (GCIP 
Ukraine) is part of a global initiative to 
promote innovative technologies and 
create an ecosystem to support innova-
tive entrepreneurship.

The Project’s aim is to promote the development of a low carbon economy and 
entrepreneurship by creating an ecosystem to promote environmentally-friendly 
innovation projects.
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National Project 
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Kateryna Pasichnyk 
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Tetiana Mazaieva 
National Communication 
Expert

Kateryna Pernata 
Coordinator of the GCIP 
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Building national capacity  
>  to support and promote innovation in clean 
technologies.

Strengthening the regulatory framework  
> for innovative technologies and the entrepre-
neurial ecosystem in Ukraine.

Creating a national platform 
to promote and support clean 
technology innovations  

>  to provide global environ-
mental benefits and create 
green jobs in Ukraine.

Project’s Components

In January 2019, the UNIDO team started the Project im-
plementation in Ukraine by support the Global Environment 
Facility. The Project’s partners are Ministry of Economic De-
velopment and Trade of Ukraine, Ministry of Ecology and 
Natural Resources of Ukraine, State Finance Institution 
for Innovations, and the National Academy of Science of 
Ukraine (Institute of Renewable energy of NASU). The In-
ternational Project’s partner - Network for Global Innova-
tion (NGIN), the USA. 

Mykola Kobets 
National Policy Support Expert for 
development and implementation of national 
Cleantech innovation and entrepreneurship 
ecosystem 

Volodymyr Chernetskyi 
National Expert on business plan development

1 2

3

The Project’s national office team 

3MODULE #2

Marketing Communications Guide



4

INTRODUCTION As you complete your validation process to con-
firm your beachhead and adjacent markets, 
you can use your research on the target clients/
customers you have identified to start building 
your marketing strategy and brand awareness.

In the following manual you will find out about 
the importance of marketing and communi-
cation in entrepreneurship activity. It also will 
guide you through workable marketing and 
communication tools that will allow you to 
achieve your goals and increase your sales. 

GCIP-Ukraine Entrepreneur Manual 



MARKETING, SOCIAL MEDIA, 
PUBLIC RELATIONS (PR), 
BRANDING AND DESIGN FOR STARTUPS
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Marketing  

Marketing 

the Marketing Mix

is the activity, set of institutions, and processes for creating, communicating, delivering, and 
exchanging offerings that have value for customers, clients, partners, and society at large. 

The original 4Ps  

created by E. Jerome McCarthy in 1960 
are as follows:

is a continually evolving science and 

the tool used by businesses and Marketers to help determine a product or brands offering, 
has grown from the original 4Ps to 7 and even 8.

PRODUCT PRICE

PLACE PROMOTION

4Р
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Your Product/service should fit the task 
clients/customers want it for, it should 
work, and it should be what the clients/
customers are expecting to get.

Your Product/service should always be 
representing good value for money. This 
does not necessarily mean it should be 
the cheapest available; one of the main 
tenets of the marketing concept is that 
clients/customers are usually happy to 
pay a little more for something that works 
well for them.

In the late 70’s it was widely acknowledged 
by Marketers that the Marketing Mix should 
be updated. Thus in 1981 the Extended Mar-
keting Mix was introduced by Booms & Bit-
ner which added 3 new elements to the 4 Ps 
Principle.

Your product/service should be available 
from where your target clients/customers 
finds it easiest to shop/buy.

Advertising, PR, Sales Promotion, Person-
al Selling and, in more recent times, Social 
Media are all key communication tools for 
an organization. These tools are used to 
put across the organization’s message to 
the correct audiences in the manner they 
would most like to hear, whether it be in-
formative or appealing to their emotions.

Product 

Price 

Place 

Promotion 

P

P

P

P
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All companies are reliant on the people who 
run them from front line Sales staff to the 
CEO. Having the right people is essential be-
cause they are as much a part of your busi-
ness offering as the products/services you 
are offering. They are the face of your com-
pany.

The delivery of your product/service is usu-
ally done with the client/customer present 
so how the service is delivered is once again 
part of what the client/customer is paying 
for.

Almost all products/services include some physical elements even if the bulk of what the client/
customer is paying for is intangible. For example, a hair salon would provide their client with a 
completed hairdo and an insurance company would give their customers some form of printed 
material. Even if the material is not physically printed (in the case of PDFs) they are still receiv-
ing a «physical product» by this definition.

People 

Processes 

Physical Evidence 

PRODUCT PEOPLE

PHYSICAL
EVIDENCE

PROCESSES

PLACE PROMOTION

PRICE P

P

P

7 P’s
VFRKETING

MIX

Розширені 7 Ps:
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This P asks: «is what you’re offering your customer a 
good deal?» This is less about you as a business im-
proving your own productivity for cost management, 
and more about how your company passes this onto 
its customers.

Make good use of the Marketing Mix to promote your 
company and its product or service.

In some spheres, there are 
8Ps of marketing. The 8th 
P of the Marketing Mix is:

Productivity & Quality P

GCIP-Ukraine Entrepreneur Manual 
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Running a successful business is not about choos-
ing the appropriate market or having a high-qual-
ity product. It’s also about using the right type of 
marketing techniques in order to reach out to your 
target audience and convert them into customers.

Audience can 
directly interact 
with your ads in 

digital space 

It is a medium 
where you can 
convery your  
brand message  
loud and clear

Nowadays a lot of marketing is done in the tradi-
tional way, but digital marketing is steadily gaining 
an edge.

DIGITAL MARKETING 
VS TRADITIONAL MARKETING

Traditional Marketing

VS

Digital Marketing
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Traditional marketing  

is a conventional mode of marketing 
that helps to reach out to a semi-
targeted audience with different 
offline advertising and promotional 
methods. Many of the common 
offline marketing tactics come under 
the following five categories:

PRINT  (magazines, newspapers, etc.)

BROADCAST  (TV, radio, etc.)

DIRECT MAIL  (каталоги, листівки і т.д.)

TELEPHONE                              
(telemarketing, sms marketing, etc.)

OUTDOOR (billboards, fliers, etc.)

1

2

3

4

5

Digital marketing or online marketing refers to the marketed related work that a business does 
through the Internet or an electronic device. Any business can use digital marketing to reach out 
to their target market, connect with prospects and convert more of them into clients. Everything 
from search engine marketing to Facebook marketing comes under digital marketing. 

Here are a few tips to help you be 
successful marketers:

Marketing done well can be a great 
advantage to your startup. 

GCIP-Ukraine Entrepreneur Manual 



Marketing helps you highlight what makes you 
different and how your product/service benefits your 
client/customer; This can be in the following ways:

Cost (you know how to price a product better 
than the competition)

Quality (you’re better)

Better value (a combination thereof)

Market the benefit, not just a comparison to 
alternative solutions. You may list the features of 
your product/service, but you must sell the benefits 
it provides to the buyer! 

In building your marketing strategy, you need to 
consider the 8 Ps as well as your competition - direct 
& indirect - and your target customer profile(s)/
avatar. You also need to be aware of your strengths 
and weaknesses.

11

1 MARKETING
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During the validation process you should have learned about your clients/customers buying & 
purchasing process:

These findings are key to helping you put together a buyer persona of your 
customers/clients. A buyer persona is a document that lists everything 
from demographic information to hobbies, and from career history to fam-
ily size — all written as if the persona were a real person. This process can 
absolutely apply to business customers and their companies. The ability to 
define your target customers/clients’ persona will help focus your market-
ing strategy and identify the activities and communication channels you 
must implement to succeed.

You and your salespeople must listen to customers/clients before launching into a sales pitch 
and focus on the questions, objections, competitors’ products/services mentioned and reac-
tions to features and pricing raised by the customer/client. That is valuable information. Take a 
consultative approach to sales to uncover your prospects pains and problems. Act as a mentor/
consultant to the customer/client to explore their needs. Do not just focus on the sales pitch.

Source: Eric Siu, Entrepreneur & contributor to Entrepreneur magasine

Where and when they buy (channels they use 
to research as well).

How long it takes them to buy, what criteria 
they use and who makes the decision within 
the company or household.

How much they buy over time - is it 
repeat business?

How satisfied they feel about their 
purchases.

2 CUSTOMER/CLIENT DISCOVERY
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Social media marketing offers a great opportuni-
ty to communicate and engage with their clients, 
across the entire customer lifecycle, on the social 
platforms they actively tune into for information. 
Use it to build your brand, drive demand, and en-
gage fans, customers/clients, prospects and part-
ners.

Networking and Peer-to-Peer influence is im-
portant. Most individuals trust what their friends 
or peer say about a product or service over what 

a company advertises. So as mentioned before, 
identify and connect with influencers in your space 
and engage them in conversation over media 
channels and blogs and transform them in evan-
gelists for your company.

Develop offers, promotions, contests and content 
that engage audiences more deeply and drive con-
version: from a fillable form to a purchase.

3 SOCIAL MEDIA MARKETING 
= SOCIAL SELLING

It is important to listen to customers/clients and hear what 
discussion topics are of interest by using several tools. You 
can use the Internet to eavesdrop on customer conversa-
tions. Use Twitter search to hear any conversations about 
your business or that of competitors. You can also use Right 
Relevance to find articles and influencers in your industry. 
Ask questions on social media, forums and Q&A sites such 
as Quora.

Visit other people’s social-media profiles to gauge buying 
interests. Join conversations happening in blog comments 
sections. Do research on what keywords people are using to 
find things in your niche. Use Google Trends to spot what’s 
popular.

MODULE #2
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Traditional marketing and advertising can be 
very expensive and as a startup, you proba-
bly don’t have the budget. That is where so-
cial media and public relations (PR) come in 
handy as they provide you the opportunity 
to «touch» your target customers multiple 
times without breaking your budget. Mar-
keters say you need to have your message 
in front of prospects between 7 to 20 times 
to be effective.

When you do PR or have a member of the press or a media house that covers your industry 
talk about you, it’s brand building and endorsement. When customers see a publication’s name 
(TechCrunch or PV Magazine next to your company’s name, it builds credibility.

So, don’t be shy about contacting editors of key tech magazines or consumer publications to 
ask them to share or write a piece about a white paper your wrote.

Thanks to the new marketing landscape, you can use online video marketing, social media, blog 
influencers, crowdsourcing, competitions, content marketing, thought leadership and more. 
What you test and then adopt will be based on the profile of your prospects as defined earlier.

Even if your product/service is not ready yet, you should still build a marketing awareness cam-
paign via social media targeted to your potential customers/clients to gauge their receptivity 
and demand. Doing so thru a Facebook or a LinkedIn business page is a great way to build 
brand awareness and listen to the feedback it will generate.

4 PUBLIC RELATIONS

GCIP-Ukraine Entrepreneur Manual 



15

Earned, Owned and Paid Media

EARNED
media

OWNED
media

PAID
media

ADVERTISING
•  pay per click 

• display ads 

• retargeting 

• paid influencers 

• paid content 
promotions 

• social media ads

Propel sharing & engagement 
with paid promotion

SEO & brand content drive 
earned media (sharing) & traffic

Gain more exposure to web 
properties with SEO and PPC

Leverage owned, earned, 
and paid media for 
a comprehensive marketing 
strategy

SHARING
•  mentions 

•  shares 

•  reposts

•  reviews

DIGITAL MARKETING TRIFECTA
Earned, owned & paid media

WEB PROPERTIES
•  website 

•  mobile site 

•  blog site

•  social media channels

MODULE #2
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refers to content that someone 
creates about your company. 
This is content you don’t have 
any control over. It could be a 
review about your product, a 
video with your company or the 
backlinks you earned from other 
websites. One of the best things 
about earned media is that it is 
free.

Owned media allows you to spread information about your product and build 
your audience. 

refers to the content you pay 
for. In this case you have a con-
trol on this type of content, but 
nevertheless you need to have 
detailed knowledge if you want 
to do it on your own. Some of 
the most widespread paid me-
dia channels include search ads, 
affiliate marketing programs and 
sponsored content.

is any web property that you 
can control and is unique to your 
brand. This content can be cre-
ated in your blog/website or 
through a third-party platform 
or provider (for example Face-
book channel). What really mat-
ters here is the fact that you are 
in total control of your content.

Earned media Paid media Owned media 

GCIP-Ukraine Entrepreneur Manual 
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As stated above, you need to build a strategy that addresses the various points we made earlier:

Set goals and objectives for your social media strategy

Increase likes, engage customers in conversation, increase sales... 

Attract teams to apply for the program 

How will you measure?

Define your target audiences & prioritize them

Research & analyze your target audiences’ current behaviors and social media preferences: 
where do they hang out?

Identify market influencers, competitors and their social media performance and influence

Listen to conversations and learn

Assess your current market influence, if any, and, then develop your social media strategy, 
budget & resource planning, media channels, tactics and tools to implement.

What are you trying to achieve with the social media strategy?

A stronger brand presence? 

Lead generation? 

More customers/ annual subscribers? 

Attract teams to the program?

Define what you want to achieve to develop your social media strategy

5 BUILDING A SOCIAL MEDIA 
STRATEGY
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Identify your target audiences 
and prioritize them:

#1

#2

#3

#4

Rank of
importance

What 
do we offer
 them?

Why so 
ranked?

What 
do they
want from 
us?

What 
Medium?

Twitter/
Facebook/ 
email/YouTube / 
Linkedln/Mobile/ 
Blog/other

GCIP-Ukraine Entrepreneur Manual 



19

Be ready to invest time and money

With Facebook, LinkedIn, Twitter, Instagram, and an interactive blog, you will be sharing 
information, listening to feedback and exchanging ideas all in a real time setting.

Identify proper resources to maintain the conversation via multiple media.

Identify and price tools to help monitor the conversation and the activities generated by the 
social media conversation once implemented

Do you have a resource that can be assigned to maintaining your blog, if you plan to develop 
one? Or do it yourself? Do you have the skills and the time?

Devise roadmap to make the blog be the central command of all social media content

What Social Media Channel should you use?

Choose the channel(s) where most of your customers/clients hang-out.

Ask customers/clients which one(s) they follow

Use 2 or 3 maximum

For Business to Business - B2B - best channels are LinkedIn and Twitter

For Business to Consumers - B2C - typically Facebook, Instagram and Pinterest

MODULE #2
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Depending on your business, create a personal profile, business profile or both

Keep your personal profile basics updated - Must do! Job tille, Co, Location, skills

Use a professional photo - Profiles with photos = 11 more times to be viewed

Write a good summary!

Avoid typos at all costs!

Use keywords with intent: identify the words you want to be found for when people use 
LinkedIn search and use those keywords in your headline, summary, and profile.

Use the additional sections LI offers such as language, honors, patents, etc..

Tidy-up your endorsements - not all may be appropriate

Personalize invitations to connect

Find and join industry groups and partake in the conversations

View other profiles openly or privately - account settings

Remember when and where you connected with someone- add notes to your contacts

How to best setup your 
social media channels

GCIP-Ukraine Entrepreneur Manual 
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Depending on your business, create a personal profile, business profile or both

Check out this article on a few tips:  
computerhope.com/tips/tip149.htm

Check Twitter analytics monthly to get data on your followers and the performance 
of your Tweets:

analytics.twitter.com

business.twitter.com/en/analytics.html

Link you LinkedIn and Twitter accounts

Understand how to use Twitter to be more effective;  
blog.bufferapp.com/twitter-analytics

Check-out your followers and who you follow periodically: Follow or unfollow

Use Right Relevance to see conversations, influencers and topics: 
rightrelevance.com

Post or share articles - stay positive

Ask for recommendations - be selective

Periodically export your connections - network - managed synced...-advanced actions - 
export

business.linkedin.com/marketing-solutions/company-pages/best-practices

linkedin.com/help/linkedin/topics/6042/6059/430
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Create a business page, not a personal account to promote your brand Follow these 
instructions: 

facebook.com/pages/create 

Claim your Page's vanity URL, not the randomly assigned URL 
facebook.com/settings?tab=account&section=username 

Add a great cover photo to attract & retain visitors   
facebook.com/page Guide.php 

Add a recognizable cover photo - your logo or a headshot if sole entrepreneur - 
Professional

Optimize your About Section

Respond to messages you receive in a timely manner and earn the very responsive badge 
facebook.com/help/www/475643069256244

Add milestones to highlight some of your business' biggest accomplishments, like award 
wins, product releases, major events, or other accolades - go to Timeline then click "Offer, 
events+" to locate Milestones

Post a link to your best blog content to bring folks to your website

Link your Instagram and Twitter accounts to your Facebook page

Remove links from your post copy

Post your most compelling visual content - Pictures and videos get the most attention

Keep your post to 60-99 characters; don't write essays

Use Facebook Insights to see who is visiting your page and what                                                  
posts are most popular

GCIP-Ukraine Entrepreneur Manual 
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Schedule posts in advance

Add facebook like and facebook share buttons to your website and your blog

Check your competitors pages regularly to see what they are doing and what 
conversations are happening

Facebook Ad Manager Tips: Check out this video 
youtube.com/watch?v=N8M5-FqJw- o&feature=youtu.be& s=rsvvsvm928upitbhzsey

Instagram is a free application that lets users capture photos and videos and share      
them on popular social networks like Facebook, Twitter, Tumblr, and Flickr

Here's a great source of tips on using Instagram: 
digitaltrends.com/photography/instagram-tips-and-tricks/

Set-up a business account to get analytics on your activity: 
business.instagram.com/getting-started
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Get realtime metrics on how your stories and 
promoted posts perform throughout the day.

Get insights into your followers and how they 
interact with your posts and stories.

Add information about your company like business 
hours, location and phone number.

Convert to a Business Account within your app 
account settings. o Mobile functionality - Easy to 
use on the go

Visual nature - Human beings prefer to gather 
and interpret information through sight -Visual 
Marketing very popular now o Novelty - Attracts 
younger users - most around 30

Function - offers publicly available posts like 
Twitter, but at the same time has greater control 
over spam and reasonably tight personal networks.
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How often should you post 
on Social Media?

Set your strategy and goals

Focus on these proven posting strategies:

Posting consistency is more important than posting frequency.

Content quality is more important than content quantity (and social media networks are 
letting us know with all the changes).

Without having an objective for social media, you won’t know if your posts are successful 
or not.

Listen to conversations - find out where your clients are hanging out

Use good images & graphics

Keep things as concise and light as possible

Always have a call to action, whether it’s leading people back to your site or having them 
compete in a contest

Reward your followers by giving them exclusive content, discounts, or freebies on occasion 
- even a thank you message

There is no magic formula
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Your brand strategy defines what you stand 
for, a promise you make, and the personality 
you convey. And while it includes your logo, 
color palette and slogan, those are only 
creative elements that convey your brand. You 
first need to define your Brand strategy.

6 BRANDING 
STRATEGY

26
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Brand Strategy Outline

Vision

Mission

Methodology

A vision statement describes the long-term objective of your company, usually for a period of 
5 to 10 years or longer.

A mission statement is a road map of how to achieve the goals set in your vision statement. 

It defines the purpose of your organization.

To come up with your brand strategy you need to conduct interviews with multiple stakehold-
ers: your clients, partners, suppliers and distributors as applicable to understand how they 
perceive your company. You also need to look at your competitors’ websites and social media 
accounts to see what their positioning and messaging is. How do they brand themselves? 
Then you should complete the strategy framework.
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Brand Strategy Framework
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Topic Question

Target Who do we serve?

Need What do they need?

Alternatives What are the alternatives to the products and services we offer 
that our target client has tried and found wanting?

What is the likely client experience with this alternative? 

Why does it not meet their needs?

Our Offering What do we offer?

Competitive
Advantage

What is it that we do better than anyone?

GCIP-Ukraine Entrepreneur Manual 
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Define your Unique Value 
Proposition

Define your Brand Personality

A value proposition is the ingredient of your business that solves a problem your competitors can’t. Your 
value proposition is your unique identifier. Without it, people don’t have a reason to work with you over 
somebody else. 

blog.hubspot.com/marketing/write-value-proposition

smartsheet.com/value-proposition-positioning-templates

Brand personality is a set of human characteristics that are attributed to a brand name. A brand per-
sonality is something to which the consumer can relate; an effective brand increases its brand equity by 
having a consistent set of traits that a specific consumer segment enjoys. This personality is a qualitative 
value-add that a brand gains in addition to its functional benefits.

It is derived from keywords that best describe your brand’s character as if your brand was a person. You 
think about how your brand wants to be perceived by your target audience - how it wants to make them 
feel. Words like innovative, progressive, competent, sincere, sophisticated, rugged, etc.

CUSTOMER
PROBLEM 

PRODUCT THAT 
ADDRESSES THE PROBLEM 

VALUE OF THE PRODUCT 
FROM CUSTOMER’S 

PERSPECTIVE
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Define your Target Audiences

Key Messages Development Template

It is important to identify your target audiences in a similar way you 
do for your social media strategy so you can prioritize them and cre-
ate targeted messaging for each audience from your prospects, cli-
ents, partners, press etc.

10 seconds Elevator Pitch: Basically, one sentence

30 seconds Elevator Pitch

Key Features of Products/Services: 3-5 bullet points

Key Benefits of Products/Services: 3-5 bullet points

Organization Description (15, 25, 100 & 250 words)

New Release Footer Boilerplate

Key Messaging Variations per Audience

Make sure that you train all company employees on the Branding strategy and key 
messages by audience as you want everyone to tell your clients, prospects and part-
ners the same thing. You may revise your branding strategy every 3 years as your busi-
ness model changes.

GCIP-Ukraine Entrepreneur Manual 



7 DESIGN 
TIPS

31

Design is important and you do not need to spend thousands 
of dollars to get a logo and set-up your website. There are 
tools and designers you can use through specific sites.

For logo design, check-out 99designs: 

99designs.com

To identify web designers and developers, shop on 

upwork.com 

For Content Management Systems (CMS), consider Wix or 
Weebly: 

websitetooltester.com/en/blog/wix-vs-weebly/

When designing your website, facebook and Instagram pages, 
keep things simple. Don’t overdo it and make sure your pages 
flow. Think through the user navigation and experience before 
you build the website. Ask yourself:

What information is relevant to put front and center?

If you have multiple types of users, how can you facilitate 
their navigation and make it obvious?

How are your competitors doing it?
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Just use a couple of fonts/typefaces and size. Keep copy to a minimum and link to more de-
tailed pages so the user can self-select what to read.

Color wise, also, keep it simple. Choose a couple of good colors and stick with it throughout 
your marketing materials.

Images are worth a thousand words so choose the proper photos/images to showcase your 
product or service.

Ensure copy is concise and easily read. Focus on the benefits versus features when describing 
your product or service. Emphasize the benefits afforded your customers by using your prod-
uct or service. People buy why you do something not what you do.

Make your design emotional. Your customers should feel good and happy using your product 
or service.

I’ve learned that people will forget what 
you said, people will forget what you 
did, but people will never forget how you 
made them feel

Maya Angelou
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Persuasion is crucial in business activity. Clients must 
be convinced to buy your company’s products or 
services, your team to go along with a new strategic 
plan and investors to believe and invest in your proj-
ect. Even though the persuasion skills difficult to un-
derscore, most of executives find it difficult to com-
municate strongly. To tell people a compelling story 
can be very helpful to persuade them.

Photo: 
Suzy Hazelwood. 
Pexels

8 STORYTELLING 
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Today, if you want to succeed as an en-
trepreneur, you also have to be a good 
storyteller

Richard Branson, Founder of Virgin Group
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Storytelling is the interactive art of using words and actions to reveal the elements 
and images of a story while encouraging the listener’s imagination. 

Create a powerful mental picture with 
words and slides that will stick in your au-
dience mind for years to come.

Create an effective descriptions with sen-
sory details that will allow your listeners/
viewers to become, a co-creator of the 
story as experienced.

Many investors want to see a product 
that is centered around one driving idea, 
not one that tries to be everything to ev-
eryone. That is why, it’s best to be simple 
in terms of the core message.

Personal stories have the biggest impact 
on the audience. In the case of startuper it 
would be helpful to show that you aware 
about the problem of your listeners/view-
ers from your personal experience and 
you know how to solve it.

Whenever you tell a story, try to provide 
enough details to bring the character to 
life in the minds of those in the audience. 
Show your listeners/viewers an event in a 
story by transporting them to a scene.

Immerse your audience in         
the story

Think of your essential 
message

Positive ending

There is several advises on your successful storytelling  

Tell a personal story

Visualize

1

3

5

2

4
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Remember that the most effective presentations have a 
positive resolution.

You can find additional information about storytelling here: 

medium.com/@cambridgetricia/storytelling-your-
way-to-startup-success-8a75bce01594. 

If you want to dive deeper into storytelling there are plenty 
of online courses, for example on Coursera   

coursera.org/search?query=storytelling&.
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EXERCISES

In 3 minutes, write clear summary of your company       
the anyone can understand in 7 (seven) words. 

Tell me your story? 

Benefits and solutions, who do you help? 

Who are the primary clients?...
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SUMMARY 

Having a good product is not always a granted 
way to success. Don’t underestimate the impor-
tance of your marketing strategy. 

Be ready to communicate clearly about your com-
pany and involve your audience. 
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