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The Small
Business
Growth Plan.
Seven steps to more customers, more revenue, and less hassle. Written for the small
business owner who'd rather get on with it than read another marketing book.

WHO IT'S FOR
Sole traders, founders, owner-operators and
small teams (up to ~20 people) who want their
website, app and tools actually working for them.

HOW TO USE IT
Read it once cover to cover (20 minutes), then
come back to each section as you work through
the questions. Use the worksheet boxes — they
make the difference.
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MORE CUSTOMERS

MORE REVENUE  ·  LESS HASSLE



WELCOME

Before you start.
This guide isn't a brochure. It's a working document — seven short sections, each one a
step you'll actually need to take if you want your small business to grow.

The structure mirrors how we work with our clients: who you are, who you're for, the tools
that get you there, how you'll be seen, what it looks like, what it earns, and what we'll
actually do.

Most business advice gives you principles and leaves you to apply them. This one asks you
the actual questions — the ones that, once answered, become the brief for everything that
follows.

Fill the worksheets in as you go. Bullet points are fine. Honesty matters more than polish.
When you're done, you'll have most of the brief a developer or agency would need to quote
you accurately — and most of the strategy a marketing team would need to start work.

If you'd like the personalised version that does the thinking with you, visit tiny-panda.app
and choose 'Build my plan'.

THE SEVEN SECTIONS

1 Brand & Identity
Who you are, why customers should care

2 Strategy & Audience
Who you're for — and who you're not

3 The Tools That Get You There
The right toolkit, not the trendiest

4 Marketing & Reach
How customers find you

5 Layouts & Prototypes
What customers see, click, buy

6 Build & Rollout
Making it real, with numbers

7 Execution & Scope
What we'll do, what it costs, when it happens
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01SECTION 1 OF 7

Brand & Identity
Who you are, why customers should care.

WHAT IT MEANS

Your brand is the story customers tell themselves about you when you're not in the room. It's the

promise behind your name, the feeling someone gets opening your website, the reason they choose

you over the cheaper option down the road. Most small businesses skip this step and pay for it later

in confused marketing.

KEY QUESTIONS TO ASK YOURSELF

What does your business actually do, in one plain sentence?

Why does it exist — beyond making money?

What three words would you want a customer to use about you to a friend?

What promise do you make to every customer, every time?

Where does your brand voice sit — formal, friendly, blunt, warm, expert, playful?

WORKSHEET — YOUR NOTES

Tiny Panda Graphic Artists Ltd  ·  tiny-panda.app 3 / 11



02SECTION 2 OF 7

Strategy & Audience
Who you're for — and who you're not.

WHAT IT MEANS

Trying to sell to everyone is the fastest way to sell to no one. The single most useful exercise a small

business can do is decide who their ideal customer is — in pointed detail — and just as importantly,

who they're happy to turn away. Everything downstream (marketing, pricing, tone, channels) gets

easier when this is clear.

KEY QUESTIONS TO ASK YOURSELF

Describe your ideal customer in a paragraph — age, role, situation, budget, what they want.

Where do they currently spend their attention (online, offline, social, search)?

What problem are they trying to solve that you can solve better than alternatives?

What do they currently pay for that's adjacent to what you offer?

Who are you happy NOT to work with, and why?

WORKSHEET — YOUR NOTES
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03SECTION 3 OF 7

The Tools That Get You There
The right toolkit, not the trendiest.

WHAT IT MEANS

Tools should be chosen because they fit the goal — not because they're new, shiny, or what the

competition is using. A small business often needs less than it thinks (a clean website, a booking

flow, a payment integration, an automated email or two). The wrong tools cost in fees, in time, and in

customer frustration.

KEY QUESTIONS TO ASK YOURSELF

What do you actually need to run the business day to day?

Where do customers currently get stuck or frustrated?

What admin or repetitive work is eating your evenings?

Which of those tasks could be automated by a script, an AI tool, or a better booking system?

If you could only afford to fix one tool this year, which one?

WORKSHEET — YOUR NOTES
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04SECTION 4 OF 7

Marketing & Reach
How customers find you.

WHAT IT MEANS

Customers can't buy from a business they can't find. Marketing isn't a single channel — it's the

combination of search, social, content, ads, referrals and word-of-mouth that gets your name in front

of the right people, repeatedly. Small businesses don't need to be everywhere; they need to be

obvious in the three places their customer looks.

KEY QUESTIONS TO ASK YOURSELF

Where are you most visible to your ideal customer right now?

What's your single biggest marketing channel — by volume of enquiries?

What's working that you'd do more of with twice the budget?

What isn't working that you'd stop tomorrow without regret?

What's your monthly marketing budget, realistically?

WORKSHEET — YOUR NOTES
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05SECTION 5 OF 7

Layouts & Prototypes
What customers see, click, buy.

WHAT IT MEANS

The bit customers actually touch is the website, the app, the booking page, the email. It's where

strategy meets reality. Designing this carefully — wireframes first, then layouts, then build — saves

enormous time and money compared with the alternative of building and rebuilding. Most rebuilds

happen because no one prototyped first.

KEY QUESTIONS TO ASK YOURSELF

Walk through your customer's journey from first search to final purchase — in steps.

Where are the friction points (forms too long, signup too clunky, payment too scary)?

What would the perfect version of each step look like?

Which single screen would you redesign first if you could?

What references / competitors do you think do this part well?

WORKSHEET — YOUR NOTES
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06SECTION 6 OF 7

Build & Rollout
Making it real, with numbers.

WHAT IT MEANS

An ambition without numbers is a wish. The build phase turns the plan into something measurable:

revenue targets, conversion rates, traffic goals, the KPIs you'll watch in the first 90 days to know

whether it's actually working. Without numbers, you'll have no idea if the work was worth doing.

KEY QUESTIONS TO ASK YOURSELF

What's your monthly revenue goal in 12 months — be specific?

What's your current conversion rate (visitor → enquiry, enquiry → sale)?

Which KPIs do you actually track today? Which should you?

What's your acceptable customer acquisition cost (CAC)?

How will you know — in 90 days — whether this is working?

WORKSHEET — YOUR NOTES
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07SECTION 7 OF 7

Execution & Scope
What we'll do, what it costs, when it happens.

WHAT IT MEANS

The final section is the brief itself — the document a developer or agency would quote against. It pins

down deliverables, timelines, decision-makers, and budget. The clearer this section, the cleaner the

quote, the faster the delivery, and the fewer the surprises mid-build.

KEY QUESTIONS TO ASK YOURSELF

What's the single priority project you want done in the next 90 days?

What's your realistic budget range for this project?

When does it need to be delivered? Is the date hard or soft?

Who else needs to be in the decision conversation?

What does 'done' look like — how will you know it's finished?

WORKSHEET — YOUR NOTES
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WHAT NOW?

Now make it real.
You should now have, roughly: a clear sense of who you are, who you serve, what you'll
build, how you'll be found, what it'll look like, what it'll earn, and what needs to happen next.

That's most of the brief any agency, developer or marketing team would need. It's also a
sharper version of your own thinking — which is the more valuable bit.

If you want our help turning the answers into actual websites, apps, AI tools, automations
and campaigns: that's what Tiny Panda does. We're not a brochure agency; we're a small
studio that's spent years building exactly the kind of work this plan calls for.

Want the personalised version?
Answer the same questions on our site and we'll send your custom plan back, with notes.
→  tiny-panda.app/plan-builder

ABOUT TINY PANDA

Tiny Panda Graphic Artists Ltd is a Cheshire-based digital studio building websites, web apps and AI
tools for small UK businesses. Established 2017. Sole developer working with a 320-strong
contractor network for larger projects.

GET IN TOUCH

tiny.panda@tiny-panda.com
+44 7878 348 318  ·  Chester, Cheshire, UK
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More customers.
More revenue.
Less hassle.
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