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If you are reading this page, then you have successfully downloaded this 
workbook to help you manage and implement what you learn as you read The 
Health Advocate’s Marketing Handbook. 

Remember your third grade reading or math workbooks?  Same concept.  The 
supplemental information and examples in this workbook should make it easier for 
you to develop your marketing plan, one that is workable and tailored just for you. 

 

How to Use this Workbook 

1. Print a copy (or two or more!, if you’re prone to making mistakes).  There’s 
room on the left to punch holes if you want to put the pages in a three-ring 
binder. 

2. Plan to fill in the blanks with pen or pencil or a crayon if you are feeling artistic. 

3. As you read through The Health Advocate’s Basic Marketing Handbook, 
complete each task as you go along.  Make notes in the margins, doodle, ask 
yourself questions—it’s your workbook to do what you wish. 

4. If a question in this workbook seems confusing, find a better and more 
thorough explanation for how to answer it in the Marketing Handbook itself. 

5. Once you have completed all the tasks, you will arrive at Chapter Thirteen, 
Building Your Marketing Plan.  At that point, you will be referring to all the 
answers for tasks 1—12.   

When it comes time to create your actual marketing plan, you’ll want to develop 
something that looks a lot more official, especially if you plan to share it with 
someone else, like a business advisor, banker or marketing consultant. 

To create that more formal document, we’ve developed a template you can 
download, to fill in the blanks.  Find downloading instructions on Page 24 of this 
workbook.   
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Chapter Two 

Strategy:  People, Problems and Point of View 

Task #1: 

Make a list of the people who might hire you – the ones who will actually write you 
a check or give you a credit card number to do your work for them or someone 
they care about.  Add notes about their points of view. 

   Audience    Point of View 

   

   

   

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Two 

Strategy:  People, Problems and Point of View 

Task #3: 

Make a list of influencers for your advocacy business, along with who they may be 
able to influence. Include the points of view of those influencers. 

   Influencers    Point of View 

   

   

   

   

   

  Need more room?  Just use the back of this page. 

Task #2: 

Return to your list and add some new possibilities along with their points of view. 
As you continue reading the Marketing Handbook, you may be able to add even 
more. 
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Chapter Two 

Strategy:  People, Problems and Point of View 

Task #4: 

List your competitors and their likelihood of being your coopetition (influencers) 
for you.  What is the benefit to them to providing that influence? (That’s their 
point of view.) 

   Competition  
   or Coopetition? 

Can they 
provide 
positive 
influence? 

   Benefits to providing influence? 
    (leave blank for competitors who are not  
    coopetition) 

     

     

     

     

     

     

    Need more room?  Just use the back of this page. 
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Chapter Three 

Strategy:  Benefits, Messages and Expectations 

Task #5: 

Make a master list of the services you offer to any client who might hire you.  

   Service   Notes 

   

   

   

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Three 

Strategy:  Benefits, Messages and Expectations 

Task #6: 
Describe your expertise. What makes you (or your staff) the right person to do this 
work for a potential customer or client? What specific education, skills and 
experience do you have that makes you the person who should be hired to be an 
advocate? 

Include attributes like how many years of experience you have, the fact that you 
are conveniently located (if you are), well-organized, have satisfied clients, or 
anything else you think is important for your prospective clients to know about you. 

   Expertise   Attributes 

   

   

   

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Three 

Strategy:  Benefits, Messages and Expectations 

Task #7: 
Rewrite your list of services into a list of benefits with both peace of mind, and the 
client’s point of view as their basis.  

  Benefits of working with you and your company. 

 

 

 

 

 

 

 

 

Need more room?  Just use the back of this page. 
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Chapter Three 

Strategy:  Benefits, Messages and Expectations 

Task #8: 

Fill in these blanks to arrive at your positioning statement or elevator speech: 

 

 

I own/work for/founded ______________________________.  

We provide ______________________________ (services)  

to ______________________________ (target audiences)  

who ______________________________ (why they need your 

services).  Unlike ______________________________ (a competitor 

or difference, not as effective service),  we are able to ensure 

______________________________ (target audience)   

will ______________________________ (their benefit for  

working with you.) 
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Chapter Three 

Strategy:  Benefits, Messages and Expectations 

Task #9: 
Using your services list and your benefits list, develop your marketing messages. 

  Marketing Messages 

 

 

 

 

 

 

 

Need more room?  Just use the back of this page. 
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Chapter Three 

Strategy:  Benefits, Messages and Expectations 

Task #10: 
Make an attempt at developing your USP. But don’t sweat it right now… you may 
find it comes easier as we progress in planning.  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  

 

 ________________________________________________________  



Workbook ~ to supplement The Health Advocate’s Basic Marketing Handbook              Page  12 

Chapter Three 

Strategy:  Benefits, Messages and Expectations 

Task #11: 
What keywords represent your services and benefits from your target audiences 
points of view? Your keywords should include services, benefits, even your 
geographical location if that’s important to your work.  Record them now and 
update them as needed. 

Keywords can be individual words, or phrases (2-3 words).  

Singular or plural:  when it comes to using your keywords in your website, you 
need only the plural for search engines, since the search engine will read both the 
singular and plural from the plural.   e.g  Use “advocates”  and you won’t need 
“advocate”. 

   

   

   

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Four 

Strategy:  Developing and Defining Your Brand 

Task #12: 
Begin listing the promises you would like your brand to represent.  Those promises 
will represent concepts like safety, peace of mind, comfort and others.  Plan to edit 
your list as you continue reading the Marketing Handbook. 

  Brand Promises 

 

 

 

 

 

 

 

Need more room?  Just use the back of this page. 
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Chapter Four 

Strategy:  Developing and Defining Your Brand 

Task #13: 

Make notes about the steps you’ll need to take to develop your brand identity. Here are 
some questions to start you off: 

1. What words would you want to include in your company name? Make a list of some that 
would work and would be recognizable. Before you begin, be sure to read the section 
starting on page 41 of the Marketing Handbook about using your own name or any 
other limiting words. 

2. Test out possible names with friends, or even better, potential clients.  

  Words to Use in Your Company Name 

 

 

 

 

 

 

 

Need more room?  Just use the back of this page. 

Task #13 continues on the next page... 
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Chapter Four 

Strategy:  Developing and Defining Your Brand 

Task #13 (continued): 

3. What colors do you like? Check the psychology of colors to be sure you’re on 
the right track.  Find more information about the psychology of colors:   

 
    http://www.color-wheel-pro.com/color-meaning.html  

  Colors and Combinations 

 

 

 

Task #13 continues on the next page... 

Task #13 (continued) 

4.  (see next page) 
 
5.  What attitudes will represent your form of advocacy? 

  Attitudes—Your Company Personality 
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Chapter Four 

Strategy:  Developing and Defining Your Brand 

Task #13 continues on the next page... 

Task #13 (continued): 

4.  Do you want a tag line (positioning statement) to represent you? It’s not vital,  
     but they are nice to have if you can think of one you like and represents your  
     company well.  

  Possible Tag Lines / Positioning Statement 
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Chapter Four 

Strategy:  Developing and Defining Your Brand 

Task #13 (continued): 

6.  What promises do you want your brand to represent? Refer to the draft 
promises you began in Task #12 (page 13 of this Workbook).. 

  Brand Promises 
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Chapter Five 

Marketing Best Practices 

Task #14: 
Look at the list of target audiences and influencers you made in Chapter Two 
(pages 3, 4 and 5 of this Workbook). For each audience, make a list of places you 
might find them, whether those are geographical locations, marketing locations or 
some other easily identifiable place to find them.  (Don’t forget your coopetition!) 

   Audience    Possible Locations 

   

   

   

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Five 

Marketing Best Practices 

Task #15: 
Now that you understand many of the basics about tools and tactics, it’s time to 
clean up some of the work you have done.  
 
Return to the list of places you might find each of your target audiences on page 
18 of this Workbook. Put a star next to the most obvious.  Eliminate those places 
that are not so obvious, or are more difficult to reach.  
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Chapter Eight 

Tools & Tactics ~ Public Relations 

Task #16: 
Think of clients you have had, whose who have good stories that put you in a good 
light. Make a list of clients and stories you can expand on for a story pitch. 

   Client    Story Notes 

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Five 

Marketing Best Practices 

Task #14: 
Look at the list of target audiences and influencers you made in Chapter Two 
(pages 3, 4 and 5 of this Workbook). For each audience, make a list of places you 
might find them, whether those are geographical locations, marketing locations or 
some other easily identifiable place to find them.  (Don’t forget your coopetition!) 

   Audience    Possible Locations 

   

   

   

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Nine 

Tools & Tactics ~ Advertising 

Task #17: 
Review the explanations in the Advertising chapter (beginning on page 75 in the 
Marketing Handbook) along with the table in Chapter Six (beginning on page 56 in 
the Marketing Handbook) to make a list of the advertising possibilities you would 
like to explore.  No definite decisions yet.  This list will be those advertising tactics 
worth looking at more closely. 

   Advertising Tactic    Notes 

   

   

   

   

   

   

  Need more room?  Just use the back of this page. 
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Chapter Ten 

Tools & Tactics ~ On the Web 

Task #18: 
Write down your metatags for your homepage, even if you aren’t ready to build a 
website. It’s a great exercise for understanding what needs to be included on a 
webpage.  

   Meta Tag 
(Meta Data)    Content 

  

  

  

  

  

  

  Need more room?  Just use the back of this page. 

TITLE  

DESCRIPTION  

  

  

KEYWORDS 
Keywords  should be used in order of most important —> Less important. 
Use plurals but not singular nouns.   
Don’t forget to include misspellings of words that your audiences may misspell. 
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Chapter Thirteen 

Building Your Marketing Plan 

The tasks, notes and responses you have developed by using this workbook will be 
the basis for building your marketing plan. 
 
A good format for building a marketing plan can be found in Chapter Thirteen in 
the Basic Marketing Handbook.  Since most advocates will likely want to create 
their marketing plans in a word processor on their computer, they will not need 
lines and boxes in a workbook that require pencil and pen to do that. 
 
If you would like to use a ‘fill in the blank” template for your marketing plan,  
you’ll find one that can be downloaded from The Health Advocate’s Basic 
Marketing Handbook’s website at:  www.healthaadvocateresources.com/HAMH.  
You’ll find many additional resources there, too. 
 
 
 
 
 
 

………………………………………………….. 
 
 
If you have questions or comments about this workbook, we would be interested 
in hearing them.  Kindly email us at  HABMH@healthadvocateresources.com  
 
The best of luck to you in your advocacy and marketing endeavors. 

Trisha Torrey, 
Every Patient’s Advocate 

and author of 

The Health Advocate’s  
Basic Marketing Handbook 


