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How to Prepare a 

Marketing Plan

1.0 Introduction

The amount and type of information you include in this introduction is going to depend on the audience of the final report. If this report is to be used only by the client, then not a lot of detail is necessary, as the client already knows his/her business.  On the other hand, if the report is going to potential investors, a board, or other outside groups, you should provide enough information for the audience to understand the company and why it exists.

Generally we want to introduce the organization, its products and/or its services to the reader as briefly and concisely as possible.  If the business already exists, describe who started the company and when and why the business was established.  Give the reader a good overview of where the company has been by highlighting major milestones or events in the business’ past.  For a new business/product/service, highlight the reasons for starting a specific business or developing a product/service.

· Describe the company’s origins including its products and/or services.  Emphasize unique or innovative features and/or protection by patent, copyright or other legal means.

· Comment on any major milestones or events in the business’ history

· State when the business began (or plans to begin) operations

· Identify the firm’s legal status (sole proprietorship, partnership, corporation)

It is also useful to state the specific purpose of this study.

2.0 Situational Analysis

The situational analysis takes a look at the various environments in which the company operates, both internally and externally, and identifies the strengths, weaknesses, opportunities and threats within each (SWOT Analysis).   The goal of this analysis is to identify all the factors that are influencing the company. These factors need to be considered when making marketing decisions.   The situational analysis then takes a closer look at the key elements: industry, competitors, company, and consumers.

2.1 SWOT Analysis

The SWOT Analysis should be brief and point form to identify they key influences on the company and its marketing strategies. 

	Internal Factors
	Strengths
	Weaknesses

	· Management

· Product/Service Offerings

· Marketing

· Personnel

· Finance

· Manufacturing

· R&D
	
	

	External Factors
	Opportunities
	Threats

	· Consumer/Social

· Competitive

· Technological

· Economic

· Legal/Regulatory
	
	


2.2 Industry Analysis 

· Industry structure and where the business fits within that structure

· Overall industry size

· Industry trends (outlook/potential growth or decline in the industry, new products, new markets, new customers, new regulations, recent entrants or exits, etc.)

· Industry seasonality 

· Types of businesses in the industry

· Important product and market segments 

· List new laws and regulations that may affect the business.  
2.3 Competitive Analysis

· Identify major competitors: name, location and market share

· Compare the company’s product/service with that of the major competitors (brand name, quality, image, price, etc)

· Compare the company with that of the major competitors (reputation, size, distribution channels, location, etc.)

	Major Competitors
	Location
	Size
	Quality
	Price
	Product/ Services
	Branding/

Image/ Reputation

	Competitor #1
	
	
	
	
	
	

	Competitor #2
	
	
	
	
	
	

	……
	
	
	
	
	
	

	So on
	
	
	
	
	
	


· How easy is it for new competition to enter this market

· What has management learned from watching the company’s competition

· Are competitors’ sales increasing, decreasing, steady? Why?

2.4 Company Analysis

· Describe the strengths and weaknesses of the company, especially the resource capabilities available and any gaps that may be present in terms of:

· Management

· Product/Service Offerings

· Marketing

· Personnel

· Finance

· Manufacturing

· R&D

· If the company has been in established for some time, identify the firms market share (determined by dividing the firm’s sales (or projected sales) by total market sales)

2.5 Consumer Analysis

· Describe changing attitudes and trends

· Description of the total potential market (potential customers)

· How does the product/service satisfy the needs of this market

3.0 Market/Product/Service Focus 

3.1 Marketing Objectives

· State objectives in precise, quantifiable terms (both marketing and product/service objectives)

· How will the firm reach the stated objectives?  (i.e. new market penetration, expansion of market share, entrenchment, etc.)

· How has the firm taken into account the previously mentioned problems and opportunities and the potential reactions of competitors

3.2 Target Markets

· Describe the particular customers that will be targeted

· Identify the size of 

1. Total potential market (number of potential customers)

2. The target market

(Support estimates with factual data)

· Identify the growth potential of

1. Total potential market

2. The target market

(Look at local, national and/or international markets.  Support estimates with factual data)

3.3 Points of Difference

· What makes the company/product/service unique relative to competitors

3.4 Positioning

· How will the company communicate its unique points of difference to consumers?

· Must be simple, clear and concise. 

4.0 Marketing Program

4.1.1 Product/Service Strategy

· Describe the product/service line and unique attributes of each

· Describe the end-users of the products/services 

· Are there any possible problems or drawbacks (i.e., health, safety, environmental, etc.)?

· Does the business have any patents, trademarks, copyrights, industrial designs, etc.?

· What is the status of research and development?

· Append product photos, brochures, and technical information.

· Does the business offer any warranties (consider how long warranties will last, who will do the servicing, and any charges for servicing)?  Why are warranties/guarantees important to potential customers?  How can the company afford to offer warranties and what are the estimated numbers of returns?

· Are there any training needs and costs for service staff?

4.1.2 Price Strategy

· What is the business’ pricing strategy (what will the business charge its customers?)?

· Justify the business’ pricing - How can the business offer a higher/lower price than the competition?

· Does the business have a discount policy and, if so, how does the policy work (volume, incentive, trials, etc.)?

4.1.3 Place/Distribution Strategy

· How will the company sell its products/services and how will they end up in the hands of the end-users (company sales force, sales representatives, direct mail, direct marketing, telemarketing, distributors, wholesalers)?

· What margins will each link in the chain receive?

· How close in proximity is the business to its target market?

4.1.4 Promotional Strategy

· How will information about the business’ products reach customers?

· What strategies will be most effective in winning customers?

· What are the costs of those strategies?

· What is the timeline for implementing these strategies?

· How will the business get potential customers to notice its products?

· What media will the company use to promote its products (e.g., newspapers, magazines, television, trade and consumer shows, catalogues, brochures, direct mail, telephone, internet, blimps, aviation banners, exhibitions, etc.).

· What advertising/promotion schedule will the business use?  (Outline timelines and expected effectiveness of each medium)

· If using direct mail or telemarketing, what areas will be targeted and why?

· What is the cost of each medium? 

5.0 Financial Data & Projections

5.1 Historical Financial Data

For an existing business, provide a summary of past sales revenues and operating profits for a period of three to five years.  If available, append past Balance Sheets and Income Statements.

5.2 Projected Financial Data

Provide three to five year financial projections outlining the additional costs of the proposed marketing strategy and the projected revenue in an appendix.  Summarize the key findings (i.e. net sales, net income/losses) in this section.

6.0 Implementation Plan

Outline what management will accomplish, how it will be done, when it will be done, and who will be responsible for seeing that it gets done.   If specific resources are required to implement the strategy, outline how and when those will be acquired.  The reader should not have to read through a lot of detail.  Rather, a clear indication of each is sufficient and the reader can find the detail in an appendix.  

7.0 Evaluation & Control

State how the company should monitor and evaluate the progress of the proposed marketing plan to determine if they are on track toward achieving their goals.  May include comparing progress with objectives and accounting for and explaining and deviations.  
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