Marketing Plan Worksheet
Creating an effective marketing plan initially involves eight basic steps. Each of these steps is crucial however you may need to spend more time working on one or more depending on your level of knowledge or the nature of your business may require more detailed analysis in a particular area. The need to develop a marketing plan assumes that you are already in business or have determined that your business concept is feasible and justifies moving forward to the marketing plan.

Any good plan begins with an understanding of what you want to accomplish and with whom. Marketing is no different. You must know the general goals you want for your business and the customers you will most likely need to reach those goals.  The first step of the plan will clarify the goals you seek for your business and produce specific marketing objectives.  The second step will identify the “target market” you need in order to satisfy those objectives and meet your goals.  These first two steps are critical to the success of the plan. If not done correctly and followed faithfully your plan will consume large amounts of time and will produce unintended results or none at all. 

After establishing your goals and objectives you will need to assess both the internal and external environments. A “S.W.O.T.” analysis is an excellent tool for determining this information.  SWOT stands for strengths, weaknesses, opportunities, and threats. From a marketing perspective strengths and weaknesses refer to your ability to satisfy your customers. Customer satisfaction requires the right product or service at the price at the right time and at the right place. Opportunities and Threats refer to those things in the external environment that could impact your business such as changing consumer preferences or competition.  In order to conduct an effective S.W.O.T. you should bring together a small group of 4-10 individuals who have intimate knowledge of you and your business. The process requires an open and comprehensive discussion of each of these four areas. After each area is addressed rank-order the answers so as to have a prioritized list of the most significant to the least. It is best to have someone facilitate who has gone through this exercise before. 

Step four will be to define the competitive advantage of your business and each of your products or services. This requires an understanding of how the target market perceives your offerings and those of your competition. Identify what you do that satisfies your customers better than the competition. 

Step five is the “meat and potatoes” of the marketing plan. This is where you develop the strategic (long-term) and the tactical (short-term) action items that will form your marketing activities. In marketing terms this is known as your “marketing mix”. The marketing mix comprises the blend of advertising, promotion, merchandising, publicity, pricing, selling, delivery, after-sale support, and packaging that your research has determined will achieve the desired results in the marketplace thereby reaching your goals. 
Step six is to develop the necessary budget and timing for the optimum implementation of your marketing plan. This budget and timeline must accurately reflect the resources available prior to any projected profits anticipated from satisfactorily completing the plan. As additional profits are realized more funding can be applied towards increasing your marketing efforts.

Step seven is to implement the plan and assess the plans effectiveness as it progresses.  Step eight is to review the outcomes of the plan and revise where necessary to improve effectiveness or adjust to meet new circumstances in light of changes to steps 1-4.

Overall objectives for doing a marketing plan include:
1. Understand needs and wants of the target market.

2. Develop products and services to satisfy the target market.

3. Identify mismatches between target market and existing products/services, (including competitors).

4. Create transactions between your organization and the target market that results in desired profits.

5. Develop a long-term, flexible strategy for sustainable and profitable target market transactions. 

6. Develop an executive summary of marketing plan.
7. On a personal level determine what you’ve learned from developing this plan.


1. Marketing Goals

1. What are the sales and profit goals you have for the next 12 months? Next 24 months?








2. Who is responsible for establishing and achieving these organizational goals?








3. How many transactions will you need to reach these goals? On average what will each transaction cost?







4. What techniques have you used or believe you will use to market your business?









5. If you are in business, what have been your most successful marketing tools and why?










2. Defining the Target Market
1. Who is most likely to want or need your products/services? Describe your typical customer(s).







2. How large is the market area you intend to serve? (Geographic and population)







3. Where will your transactions take place? Is the purchaser the user of your product/service?






4. What motivates customers to use products/services like yours? What motivates customers to purchase products/services like yours?








5. Where can you reach concentrations of your target market?







6. Is there sufficient demand for your product/service within your target market to make your business profitable? How many transactions do you expect within the next month; 6 months; year?

3. Assessing the Internal and External Environment
1. What are the key strengths that will allow your business to attract and satisfy the target market? These may be things like employee expertise, unique product, convenient location, low price, quality service, etc.









2. What are the significant weaknesses that could affect your business? Things like poor location, high prices, high employee turnover, low quality service, etc.









3. What opportunities exist or may arise? Things like lack of competition, target market growth, favorable climate, high income rate in your market, new construction, etc.








4. What threats exist or may arise?  Things like new competition, target market contraction, restrictive regulations or laws, new innovations or technology, etc.








5. Any other issues or areas of concern?



4. Determining Your Competitive Advantage

1. How is your business better than your competitors?







2. What are the reasons your customers are or will do business with you?









3. What makes your products/services better than your competitors’?










4. What motivates your customers to purchase your products/services?







5. From the above answers create a list of advantages your business has over your competitors?






5. Creating and Delivering the Marketing Message

1. Based on your answers in previous sections what message topic(s) would likely get the greatest response from your target market? Is it low price, high quality, great service, convenient location, etc.?













2. What is the single most important message about your business you want your target market to know?








3. What methods will deliver the message to your target market? Rank them in order based on % of target market reached. Rank them based on cost. Then determine the most cost effective.












4. Based on the seasonality of your market what messages would be best at different times? 




6. Timing and Budget for Your Marketing Campaign

1. Develop a timeline for your marketing campaign. Determine the appropriate frequency and season for each message. What are your short-term and long-term marketing goals?









2. What will each message and method of delivery cost?









3. What will the campaign cost per month? For the entire year?  








4. Where will the money come from to pay for the marketing campaign? How quickly do you expect to recover the cost with a corresponding increase in sales and profit?









5. Which marketing method is most affordable and cost-effective for the short and long term?

7. Implementation Plan

1. Who in your business is going to advise, create, and implement the plan? What role will each person play and when will they be involved?







2. Which persons or businesses outside the company can best assist your marketing plan implementation? How will each be involved and what are the costs for each? (Ad agencies, newspaper, radio, printers, graphic artists, etc.) 








3. When will the development of plan be started, completed? When will it be implemented?






4.  How will you measure the effectiveness of the plan? How will you know what benefits each component produces? 

5. What is the expected/calculated Return on Investment (ROI) for each marketing component?


8. Review and Revise

During the implementation and completion of the plan it is important to be engaged in a process to determine if and how effective it is in producing an acceptable return for the resources used. You must develop benchmarks, guidelines and desired outcomes in order to measure the effectiveness of the marketing plan and to determine what changes you should consider for the future. The internal and external environments will change over time. You must be prepared to adjust your plan to meet these changes and to assure that you maximize the effectiveness of your marketing efforts.

1. Research and Recordkeeping





2. Measurement tools and strategies






3. Clear goals and outcomes






4. Compare total costs with benefits received







5. How should your plan be changed to improve or adjust to meet new realities in the marketplace?



Conclusions

After this worksheet is completed you will still have many questions that will only be answered as you go through the actual process of creating and implementing your marketing plan.  This is normal and to be expected. The process itself will also create many questions no one could completely anticipate at this time. Because your business is unique you are the one who can best determine the proper questions and solutions as you move forward in the process.  Researching and answering these questions and the topics in these worksheet pages will give you valuable information, insight, and help you avoid many of the roadblocks and pitfalls that prevent small business owners from enjoying the benefits possible from an effective and professional marketing plan.  
Once the Marketing Plan worksheets are complete organize and condense the information you’ve assembled into a format that follows the worksheet topics. Then have your draft plan reviewed by an SBDC consultant or someone you know who has the business expertise and grammatical skills to give critical constructive feedback. With the final version of the plan in hand you will be ready to move forward towards success.

The most critical step in the entire process is implementation and actually putting the plan to work. This is a big step for most small business owners, actually spending the money to do the marketing they said in the plan they wanted to do! If you did the research, thoroughly considered and answered each topic, developed appropriate goals and strategies, and budgeted sufficient resources, then your marketing plan will produce better results than operating your business without a plan.   As you move forward with your plan don’t forget the final step of review and revise by getting feedback on the effectiveness of the various strategies, verifying results, and making any changes necessary to meet your goals. The marketplace is constantly changing and successful businesses must adapt to meet the realities of those changes.       

The Alliance SBDC offers this information without warranty and is not responsible for its use.  

Decisions based upon this information are solely the responsibility of the reader.
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