
 

Marketing Audit And Action Plan 

Consultant Delivered Workshops and Plan Package 

Covered by the Watertight Money-Back Guarantee - we have had this guarantee in place since 
we began in 2013. If a client isn't satisfied with the consulting service, they get a refund. We've 
never had to refund a penny.  

“What makes the Watertight Marketing approach stand out 
from the crowd of fluffy marketeers is direct linkage of effort 
to return. The no nonsense approach was a revelation and a 
relief. We experienced a 400% increase in website traffic 
and found ourselves ranking in the top 3 of Google search 
results.” DAVID JAMES, MD, ASCENTOR



AUDIT & ACTION PLAN 

Why do you need a consultant delivered Audit &Action Plan? 

1. You want the transformative embedding of a ‘proper’ marketing function. 

2. To produce at the same time a 12 month marketing plan that drives top sales results. 

3. You need a marketing capability audit and recommendations to plug gaps on required: 
• Systems, processes and tools 
• Internal skills and expertise 
• External suppliers 
• Content and marketing materials 
• Budgeting and measurement 

4. To ensure your marketing is supporting every step of your customers' buyer journey. 

5. To ground your marketing firmly in reality with customer interviews and market research. 

6. To generate strategies for your Buckets, Funnels and Taps beyond tactical leak fixing. 

7. A programme of quick wins in priority order to move the needle as quickly as possible. 

8. The case study at the end of this document sings to you. 

 

AUDIT & ACTION PLAN 

"“Watertight Marketing allowed us to break down the big picture into clear actions. We doubled the 
business within 12 months, and three-fold within 5 years.” PATRICK NASH, CEO, CONNECT ASSIST

Build a marketing operation that drives top sales results
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The Watertight outcome 
The blueprint on effecting your marketing transformation. 

A full gap analysis on the capabilities you need to develop. 

A 12 month prioritised marketing plan aligned to sales results. 

Quick wins to put into powerful effect immediately. 

The option of a Watertight expert consultant, immersed in 
your business, that you can engage to help execute the plan. 

What’s involved? 
A full day workshop led by a Watertight consultant tailored to 
include an end-to-end review of your marketing against the 
Thirteen Touchpoint Leaks. 

An mix of customer surveys and secondary research - e.g. 
competitive landscape. 

Detailed review of all your existing marketing strategy, tactics 
and processes. 

Interviews, in person or by phone, with key suppliers and 
customers to clarify findings, and gain insights. 

A half-day presentation of findings and discussion of next steps. 

A final report detailing findings, areas for further assessment, recommendations and 12-
month action plan. 

 

““In over 15 years of 
running and growing 
this business, I can 
confidently say that 
no other process has 
made as much 
positive impact, so 
completely, across all 
areas of our business 
as Watertight 
Marketing. It informs 
almost everything we 
do.”  

JOSEF ELLIOT, 
MD, OYSTER IMS
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 Your Audit and Action Plan deliverables 

Key deliverable  - Audience mapping: A 
map that details your ideal clients and 
what you offer to them. This can then be 
used to clarify what problems you’re 
solving for them and what messages you 
need to communicate to different 
customer groups. The audit will highlight 
where you might need clearer or more 
compelling messages about the benefits 
your products/services provide. 

Key deliverable - Infrastructure audit: A highlighted marketing system and process 
audit with strengths and weaknesses identified and suggested investments where 
necessary. This covers key marketing assets, for example data, digital, brand, etc.  

 

Key deliverable - Skills assessment: 
Commentary and prioritisation of key 
skills (in house and out-sourced) for 
partnering, recruitment, training and/or 
development.  

 

1. Strategy: what are you selling to whom?

2. Set-up: what marketing infrastructure do you need?

3. Skills and 4. Suppliers: what skills are needed to run this 
infrastructure?
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Key deliverable - Assessment: A review of 
the buying decision for each key 
audience with traffic light assessment of 
the performance of each appropriate 
tool or technique.  

Key deliverable - Actions: For each 
priority area, you will have a list of things 
you can implement simply, and any 
requiring additional investment. 

 

Key deliverable - Activity overview: 
Mapping activities against audiences 
and their buyer journey to identify any 
gaps with suggested additions. 

 

Key deliverable - Action plan: A 
thorough 12-month marketing 
transformation and action plan. 

 

6. Activity and tools and 7 Quick wins: A marketing plan broken 
down into monthly actions and immediate wins 

5. Activity and tools: what content and programme do you need to 
drive results?
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(PRWLRQDO�LPSDFW�DQG�PDUNHWLQJ�FRQVLVWHQF\�GHOLYHUV�����
LQFUHDVH�LV�DZDUHQHVV

ZDWHUWLJKWPDUNHWLQJ�FRP���������EXVLQHVV�WR�EXVLQHVV�PDUNHWLQJ�FDVH�VWXG\�DVFHQWRU�

$VFHQWRU�LQLWLDOO\�HQJDJHG�:DWHUWLJKW�0DUNHWLQJ�WR�XQGHUWDNHQ�D�PDUNHWLQJ�WUDQVIRUPDWLRQ
SURJUDPPH��DQG�WKHQ�ZHQW�RQ�WR�UHWDLQ�D�&HUWLÀHG�3UDFWLWLRQHU�WR�PDLQWDLQ�PDUNHWLQJ�PRPHQWXP�

&OLHQW��'DYH�-DPHV��0'�_�ZZZ�DVFHQWRU�FR�XN

+RZ�WKH�SRZHU�RI�HPRWLRQDO�LPSDFW�JDYH�WKLV�FOLHQW�D�ZKROH
QHZ�SODWIRUP�IRU�HQJDJHPHQW

:KDW�PDNHV�WKH�:DWHUWLJKW�0DUNHWLQJ�DSSURDFK�VWDQG�RXW�IURP�WKH�FURZG�RI�ÁXII\
PDUNHWHHUV�LV�GLUHFW�OLQNDJH�RI�HIIRUW�WR�UHWXUQ��$OO�PDUNHWLQJ�DFWLYLW\�LV�FDUULHG�RXW�EHFDXVH
LW�OHDGV�WR�LPSURYHG�VDOHV��7KH�QR�QRQVHQVH�DSSURDFK�ZDV�D�UHYHODWLRQ�DQG�D�UHOLHI�µ

'DYH�-DPHV��0'�³�$VFHQWRU

%DFNJURXQG
$VFHQWRU�DUH�LQIRUPDWLRQ�ULVN�DQG�F\EHU�VHFXULW\�FRQVXOWDQWV��7KH\�KHOS�EXVLQHVVHV��SXEOLF�VHFWRU
RUJDQLVDWLRQV�DQG�JRYHUQPHQW�VXSSOLHUV�NHHS�WKHLU�LQIRUPDWLRQ�VHFXUH��)RXQGHG�LQ������E\�'DYH
-DPHV��3DGG\�.HDWLQJ�DQG�6WHYH�0DGGLVRQ��WKH\�DUH�EDVHG�LQ�*ORXFHVWHU�DQG�KDYH�ZRUNHG�ZLWK
:DWHUWLJKW�0DUNHWLQJ�VLQFH������

Watertight Marketing transformation case study
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$VFHQWRU�DUH�W\SLFDO�RI�PDQ\�JURZLQJ�FRQVXOWDQF\�EXVLQHVVHV��7KH\�KDYH�D�KXJH�GHSWK�RI
H[SHULHQFH�LQ�WKHLU�VSHFLDOLVW�ÀHOG��EXW�WKH\�GLGQ·W�KDYH�WKH�WLPH�WR�GHYRWH�WR�PDUNHWLQJ�RU�WKH
UHVRXUFHV�WR�HPSOR\�D�IXOO�WLPH�PDUNHWHU��:KDW�WKH\�GLG�KDYH�ZDV�WKH�LGHQWLÀFDWLRQ�RI�D�SUREOHP
³�DQG�WKH�UHDOLVDWLRQ�WKDW�WKH\�QHHGHG�PDUNHWLQJ�KHOS�

$V�0'�'DYH�-DPHV�H[SODLQV��´2XU�H[LVWLQJ�FOLHQWV�NQHZ�ZKDW�ZH�GLG�EXW�ZH�ZHUH�ÀQGLQJ�LW�D
FKDOOHQJH�WR�UHDFK�QHZ�RQHV�³�DQG�ZH�RIWHQ�IRXQG�WKHLU�SHUFHSWLRQV�RI�XV�ZHUH�ZURQJ��:H�ZHUH
PLVVLQJ�RXW�RQ�RSSRUWXQLWLHV�WKDW�ZH�VKRXOG�KDYH�EHHQ�ZLQQLQJ��:H�QHHGHG�WR�ÀQG�D�ZD\�WR�PDNH
VXUH�WKH�ULJKW�PHVVDJHV�JRW�WKURXJK�µ

+RZ�:DWHUWLJKW�0DUNHWLQJ�+HOSHG
7KH�ÀUVW�VWHS�ZDV�WR�ZRUN�ZLWK�ZLWK�%U\RQ\�7KRPDV�WR�PDS�WKH�EXVLQHVV�DJDLQVW�7KH�7KLUWHHQ
7RXFKSRLQW�/HDNV���7KLV�LV�D�XQLTXH�UHYLHZ�SURFHVV�WKDW�KHOSV�EXVLQHVVHV�LGHQWLI\¬WKHLU�VSHFLÀF
PDUNHWLQJ�SULRULWLHV��EDVHG�RQ�DFKLHYLQJ�VXVWDLQDEOH�SURÀWDEOH�SD\EDFN�

6HH�UHODWHG�SRVW��:KDW�DUH�WKH�7KLUWHHQ�7RXFKSRLQW�/HDNV"

,Q�$VFHQWRU·V�FDVH��WKUHH�OHDNV�VWRRG�RXW�DV�WKH�NH\�IRFXV�

/HDN������³�1RW�EHLQJ�NQRZQ�IRU�ZKDW�\RX�GR��3HRSOH�ZHUH�FDWHJRULVHV�$VFHQWRU�DV�DV
,7�SURYLGHU��UDWKHU�WKDQ�DV�KROLVWLF�VWUDWHJLF�FRQVXOWDQWV�
/HDN������³�1R�HPRWLRQDO�LPSDFW�¬,QIRUPDWLRQ�VHFXULW\�FDQ�VHHP�YHU\�GLVWDQW��DQG�EHLQJ
VRPHWKLQJ�WKDW·OO�´QHYHU�KDSSHQ�WR�XVµ�VR�DV�WR�DSSHDU�QRQ�XUJHQW�
/HDN�����³�,QIRUPDWLRQ�RYHUORDG��$VFHQWRU�ZDV�MXPSLQJ�VWUDLJKW�LQWR�WKH�GHHS�GHWDLO�RI
WKHLU�VSHFLDOLVW�VNLOOV��ZLWKRXW�WDNLQJ�SHRSOH�RQ�D�MRXUQH\�RI�XQGHUVWDQGLQJ�ZK\�WKH\�PLJKW
QHHG�WKHP�

7KH�PHQWDO�ÀOHER[�DQG�FXWWLQJ�WKURXJK�ZLWK�LPSDFW
1RW�EHLQJ�NQRZQ�IRU�ZKDW�\RX�GR�FDQ�KDYH�D�KXJHO\�IUXVWUDWLQJ�DQG�GDPDJLQJ�HIIHFW�RQ�D
EXVLQHVV��7KLV�LV�ZKHQ�SRWHQWLDO�FOLHQWV�KDYH�\RX�ÀOHG�ZURQJ�LQ�WKHLU�RZQ�PLQGV�
3HRSOH¬PLVXQGHUVWDQG�\RXU�VHUYLFHV�VXFK�WKDW�WKH�EXVLQHVV�\RX�FRXOG�EH�GRLQJ�³�DQG�VKRXOG�EH
GRLQJ�³�LV�RIWHQ�DZDUGHG�HOVHZKHUH��7KLV�OHDN�FDXVHG�D�QDUURZHU�SHUFHSWLRQ�RI�$VFHQWRU·V
VHUYLFHV��FRVW�WKHP�UHYHQXH��DQG�QHHGHG�WR�EH�À[HG�

$VFHQWRU�0'��'DYH�-DPHV�H[SODLQV��´$OWKRXJK�ZH·UH�ZHOO�NQRZQ�WR�RXU�H[LVWLQJ�FOLHQWV�DV�D
FRQVXOWDQF\�EXVLQHVV��SRWHQWLDO�FOLHQWV�RIWHQ�SHUFHLYHG�XV�DV�¶WHFKQLFDO·�RU�¶,7·³�DQG�WKH\�WKRXJKW
WKH\�KDG�WKDW�DQJOH�FRYHUHG��2XU�PDUNHWLQJ�FKDOOHQJH�ZDV�WKHUHIRUH�KRZ�WR�HQJDJH�RQ�D�GLIIHUHQW
OHYHO�³�RQH�WKDW�PDGH�WKHP�UHDOLVH�WKDW�LQIRUPDWLRQ�ULVN�ZDV�PXFK�ELJJHU�WKDQ�¶MXVW·�DQ�,7�LVVXH�µ

7KH�VROXWLRQ�FDPH�DERXW�LQ�SDUDOOHO�ZLWK�ORRNLQJ�DW¬/HDN������³�1R�HPRWLRQDO�,PSDFW��7KH
UDWLRQDOH�IRU�FUHDWLQJ�D�VWURQJ�HPRWLRQDO�LPSDFW�LV�VLPSOH��,I�VRPHWKLQJ�VWLUV�DQ�HPRWLRQ��\RXU
DXGLHQFH�FDQ·W�KHOS�EXW�QRWLFH�LW�

)RU�$VFHQWRU��D�VROXWLRQ�WKDW�DGGUHVVHG�ERWK�HPRWLRQDO�LPSDFW�DQG�LQFUHDVLQJ�XQGHUVWDQGLQJ�RI
ZKDW�WKH\�RIIHU�FDPH�DERXW�E\�GHYHORSLQJ�D�PHVVDJH�WKDW�PDGH�WKH�WKUHDW�VRPHWKLQJ�WKHLU
EX\HUV�FRXOG�WUXO\�YLVXDOLVH��$VFHQWRU�WDSSHG�LQWR�DQ¬HPRWLRQDO�UHVSRQVH�E\�FRPPLVVLRQLQJ�WKHLU



AUDIT & ACTION PLAN 

 

 

RZQ�UHVHDUFK�RQ�D�FRQWURYHUVLDO�WRSLF�³�ZRXOG
HPSOR\HHV�VWHDO�GDWD�IURP�WKHLU�HPSOR\HUV"

)URP�WKLV�LQLWLDO�FRUH�LGHD��ZH�ZRUNHG¬ZLWK
%ULVWRO�EDVHG�FRQWHQW�VSHFLDOLVWV�9DOXDEOH
&RQWHQW��WR�SURGXFH¬¶7KH�+XPDQ�)DFH�RI
,QIRUPDWLRQ�5LVN·��,W�UHYHDOHG�IULJKWHQLQJ
VWDWLVWLFV�WKDW�RYHU�KDOI�WKH�8.�SRSXODWLRQ�ZRXOG
EH�SUHSDUHG�WR�FRPSURPLVH�WKHLU�HPSOR\HU�E\
ZD\�RI�VDERWDJLQJ�LQIRUPDWLRQ�

1RZ��DV�DQ�+5�RU�,7�'LUHFWRU��WKDW�JRHV�IURP�D
IDFHOHVV�DWWDFN�IURP�RYHUVHDV��WR�VRPHWKLQJ
PXFK�PRUH�UHDO�¬$VFHQWRU�IRXQG�WKH\�KDG�WKH
DWWHQWLRQ�WKH\�ZDQWHG��DQG�ZHUH�PRUH�UHDGLO\
SHUFHLYHG�DV�VWUDWHJLF�SDUWQHU��(YHQ�EHWWHU��WKH
SXEOLFLW\�FUHDWHG�IURP�WKH�UHVHDUFK�DQG
VXEVHTXHQW�SUHVHQWDWLRQV�JDYH�WKHP�D�ZKROH�QHZ�SODWIRUP�IRU�HQJDJHPHQW�

$V�'DYH�-DPHV�H[SODLQV�´7KH�+XPDQ�)DFH�UHVHDUFK�ZDV�WKH�SHUIHFW�SODWIRUP�WR�GHPRQVWUDWH�
ZLWK�UHDO�HYLGHQFH��WKDW�LQIRUPDWLRQ�ULVN�ZDV�D�EXVLQHVV�LVVXH�DQG�ZLGHU�WKDQ�,7��,W�ZDV�D�SRZHUIXO
DZDUHQHVV�FDPSDLJQ�IRU�XVµ�

6HH�UHODWHG�SRVW��:KDW�DUH�WKH�UHDO�WULJJHUV�LQ�D�VDOHV�SURFHVV"

&RQVLVWHQW�PHVVDJHV�WR�FOHDUO\�SRVLWLRQ�H[SHUWLVH
7KH�SRZHUIXO�HPRWLRQDO�PHVVDJLQJ�RI�WKH�+XPDQ�)DFH�RI�,QIRUPDWLRQ�5LVN�FDPSDLJQ�FHUWDLQO\
KHOSHG�WR�UDLVH�DZDUHQHVV�RI�$VFHQWRU��EXW�WKLV�QHHGHG�WR�EH�VHW�ZLWKLQ�D�FOHDU�DQG�FRQVLVWHQW�NH\
PHVVDJH�IUDPHZRUN��DQG�KDYH�D�FRPPLWPHQW�WR�UHJXODU�VKRUW�IRUP�FRQWHQW�WR�GUDZ�SHRSOH�LQ�

$VFHQWRU�NQHZ�ZKDW�WKH\�ZDQWHG�WR�WDON�DERXW�EXW�WKHLU�HDUOLHU�PHVVDJLQJ�KDG�EHHQ�VXIIHULQJ�IURP
/HDN����,QIRUPDWLRQ�2YHUORDG��7KH\�ZHUH�FRYHULQJ�PDQ\�WRSLFV��LQ�WRR�PXFK�LQ�GHSWK��7KLV�PHDQW
MDUJRQ�ÀOOHG�PDWHULDOV�WKDW�ZHUH�KDUG�WR�JHW�WR�JULSV�ZLWK�TXLFNO\�

7R�VLPSOLI\�WKLQJV��WKH\�ZRUNHG�ZLWK�%U\RQ\�DQG�WKH�WHDP�DW�9DOXDEOH�&RQWHQW�WR�DJUHH�RQ¬WKUHH
FRUH�WKHPHV�WR�IRFXV�RQ��7KHVH�ZHUH�

6HFXULQJ�\RXU�LQIRUPDWLRQ�VWUHQJWKHQV�\RXU�EXVLQHVV
,QIRUPDWLRQ�ULVN�LV�QRW�DQ�,7�LVVXH
,QIRUPDWLRQ�ULVN�LV�D�PDWWHU�RI�FRQWH[W

'DYH�-DPHV�FRPPHQWV��´+DYLQJ�RXU�WKHPHV�LQ�SODFH�PDGH�LW�PXFK�HDVLHU�WR�SODQ�WKLQJV�OLNH�RXU
EORJ�FRQWHQW�³�DQG�PXFK�HDVLHU�IRU�RXU�FXVWRPHUV�WR�JUDVS�ZKDW�ZH�GR��,I�WKH�FRQWHQW�VXJJHVWHG
XQGHUSLQQHG�RQH�RI�WKHVH�WKHPHV�ZH�XVHG�LW��LI�QRW��ZH�GLGQ·W�µ

6HH�UHODWHG�SRVW�¬%HLQJ�NQRZQ�IRU�ZKDW�\RX�GR��&ODULW\��&RQVLVWHQF\�	�&RQWH[W
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7KH�EUHDNWKURXJK¬³�FRQVLVWHQW�FRPPLWPHQW�RYHU�WLPH
$VFHQWRU�KDV¬H[SHULHQFHG�D������LQFUHDVH�LQ�ZHEVLWH�WUDIÀF�DQG�IRXQG�WKHPVHOYHV�UDQNLQJ�LQ�WKH
WRS���RI�*RRJOH�VHDUFK�UHVXOWV�IRU�VRPH�RI�WKH�QLFKH�WHUPV�UHOHYDQW�WR�WKHLU�EXVLQHVV��2YHU�WLPH�
FHUWDLQ�EORJ�DUWLFOHV�KDYH�KLW�D�ULFK�YHLQ�RI�LQWHUHVW��9LHZLQJ�ÀJXUHV�IRU�VRPH�RI�WKHLU�FRQWHQW�LV
QRZ�DSSURDFKLQJ��������XQLTXH�YLVLWV��DQG�VWLOO�DWWUDFWV�VHYHUDO�KXQGUHG�YLHZV�HYHU\�PRQWK��)RU�D
���SHUVRQ��QLFKH�EXVLQHVV�WR�EXVLQHVV�FRQVXOWDQF\��WKHVH�DUH�LPSUHVVLYH�QXPEHUV�

7KH�RXWFRPHV�IURP�HPEUDFLQJ�WKH�7KLUWHHQ�7RXFKSRLQW�/HDNV�PHWKRGRORJ\�KDYH�KHOSHG�$VFHQWRU
EHFRPH�EHWWHU�NQRZQ�IRU�ZKDW�WKH\�GR�ZLWKLQ�D�YHU\�VSHFLDOLVW�VHFWRU��7KLV�LV�FUHGLWHG�LQ�WKH�PRVW
SDUW�WR�WKH�ZRUN�RQ�WKHLU�PDUNHWLQJ�PHVVDJLQJ��DQG�LQ�EXLOGLQJ¬D�KLJKO\�YLVLEOH�DQG�UHVSHFWHG�EORJ�

:LWKRXW�DQ\�LQ�KRXVH�PDUNHWLQJ�UHVRXUFH��$VFHQWRU�ZDQWHG�WR�HQVXUH
WKH�UHVXOWV�WKH\·YH�DFKLHYHG�ZHUH�VXVWDLQHG�RYHU�WLPH��$V�'DYH�-DPHV
H[SODLQV��´:H�RULJLQDOO\�FDPH�WR�:DWHUWLJKW�0DUNHWLQJ�VD\LQJ�ZH
QHHGHG�OHDGV�³�EXW�ZKDW�ZH·YH�EHQHÀWWHG�IURP�PRVW�KDV�EHHQ�D
:DWHUWLJKW�V\VWHP��1RZ�WKDW�PDUNHWLQJ�LV�HPEHGGHG�LQ�WKH�EXVLQHVV�
ZH�ZDQWHG�WR�NHHS�WKH�PRPHQWXP�JRLQJ�µ¬

7R�HQVXUH�WKLV�$VFHQWRU�KDV�UHWDLQHG�WKH�VHUYLFHV�RI�:DWHUWLJKW
0DUNHWLQJ�&HUWLÀHG�3UDFWLWLRQHU��%HQ�:KHHOHU��VLQFH�$XWXPQ������
¬%HQ�LV�WKHUH�WR�PDNH�VXUH�PDUNHWLQJ�DFWLYLW\�VXSSRUWV�WKH�VWUDWHJLF�SODQ�DQG��RQ�D�PRQWK�E\�
PRQWK�EDVLV��WKDW�DOO�WKH�ULJKW�PDUNHWLQJ�DFWLYLWLHV�DUH�GHOLYHUHG�RQ�WLPH�DQG�EXGJHW�

2Q�JRLQJ�VWUDWHJLF¬VRXQGLQJ�ERDUG«
'DYH�-DPHV�SXWV�WKH�DGYDQWDJH�WKLV�EULQJV�LQWR�FRQWH[W�IRU�$VFHQWRU��´$V�DQ�$FFUHGLWHG
:DWHUWLJKW�0DUNHWLQJ�&RQVXOWDQW��%HQ�KDV�DQ�LQSXW�RQ�VWUDWHJ\��KHOSV�FUHDWH�RXU�ZHEVLWH�FRQWHQW�
PDQDJHV�RXU�VRFLDO�PHGLD�DQG�EULQJV�IUHVK�LGHDV�WR�WKH�WDEOH�HDFK�PRQWK��0RVW�LPSRUWDQW�RI�DOO�
KH�VDYHV�XV�D�KXJH�DPRXQW�RI�WLPH�DQG�PDNHV�VXUH�WKDW�RXU�PDUNHWLQJ��PHVVDJLQJ��DQG�YLVLELOLW\
UHPDLQ�RQ�WUDFN�µ

7KH�IXWXUH�IRU�$VFHQWRU
)LYH�\HDUV�LQWR�WKHLU�UHODWLRQVKLS�ZLWK�:DWHUWLJKW�0DUNHWLQJ��$VFHQWRU�DUH�DV�FRPPLWWHG�WR�WKH
PHWKRGRORJ\�DV�WKH\�ZHUH�DW�WKH�VWDUW��:LWK�QHZ�VHUYLFHV�LQ�GHYHORSPHQW�DQG�QHZ�PDUNHWV�WR
UHDFK��WKH\�KDYH�UHFHQWO\�FRPPLVVLRQHG�D�QHZ�7RXFKSRLQW�/HDN�$VVHVVPHQW�DV�D�PHDQV�WR
IRFXV�SULRULWLHV��7KLV�ÀWV�SHUIHFWO\�DORQJVLGH�WKHLU�ZRUN�ZLWK�WKHLU�&HUWLÀHG�3UDFWLWLRQHU�DQG�FUHDWHV
D�ORQJHU�WHUP�SODQ�ZLWK�FOHDU�DFWLRQV�WR�LQFUHPHQWDOO\�DQG�VHTXHQWLDOO\�DGGUHVV�HDFK�OHDN�LQ
PDQDJHDEOH�ZD\V�LQ�RUGHU�RI�SULRULW\��¬,Q�UHÁHFWLQJ�RQ�WKH�UHODWLRQVKLS��'DYH�FRPPHQWV��´,W�JLYHV
PH�JUHDW�VDWLVIDFWLRQ�WR�ÀQG�WKDW�ZH�DUH�FRQVLVWHQWO\�RQ�WKH�ÀUVW�SDJH�RI�*RRJOH�IRU�RXU�NH\
VHDUFK�WHUPV��7KH�ZRUN�RYHU�WKH�SDVW���\HDUV�KDV�FUHDWHG�WKH�DZDUHQHVV�DQG�PRPHQWXP�WKDW
JHQHUDWHV�WKH�OHYHO�RI�HQTXLULHV�ZH�JHW�WRGD\�µ

�¬:DWHUWLJKW�0DUNHWLQJ�/WG�_¬

$VFHQWRU�ZDV�DFTXLUHG�E\�(0%�*URXS�LQ������¬
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What is Watertight Marketing? 
Watertight Marketing is the essential toolkit for any business that wants to  

out-think, rather than out-spend, their competition. This multi-award winning 

methodology can be accessed via the best-selling book, online training programmes, 

expert-hosted workshops, bespoke whole-company change programmes, or by working 

with one of our network of Certified Practitioners.

 

© Watertight Marketing Ltd. 
We are the owner of all intellectual property rights in this proposal and in any communications emanating from 
us. Those works are protected by relevant intellectual property rights including without limitation copyright. All 
such rights are reserved. The content provided in this proposal is provided in good faith, based on the 
information provided and reviewed with you at each stage. All decisions and actions taken by you in connection 
with your business are your responsibility and your own risk.  

For more information, please visit: watertightmarketing.com/legal-information

The Watertight Marketing methodology is 
introduced in the best-selling book by  

Bryony Thomas that demystifies marketing,  
and walks you through an end-to-end process  
of defining and refining every step of a buying 

journey with marketing that works. 

The book acts as your entry point into a rich library 
of resources, and a network of deep expertise,  

to support scaling seven and eight-figure 
businesses to embed a marketing operation  

that underpins long-term sales results.


