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A marketing plan documents how a business is going to grow profitable revenue.  It sets out what it’s doing now, and where it wants to be, and then the key strategies, programs / initiatives and actions to achieve its goals.
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1. [bookmark: _Toc268532397]EXECUTIVE SUMMARY

Write the Executive Summary at the end, once all other sections have been completed.  Aim to have one paragraph (and, in some instances, two) summarising each main section.  To do this, summarise each section and subsection in one to two sentences ONLY (more than two sentences will mean your Executive Summary is too long).

2. [bookmark: _Toc268532398]BUSINESS OVERVIEW

Under each subsection heading, write one to two paragraphs that answers the question provided.

[bookmark: _Toc268532399]2.1	Value proposition

Broadly, who are you and what do you offer your customers?

[bookmark: _Toc268532400]2.2	History

When did the business start and why?

[bookmark: _Toc268532401]2.3	Products and services

What does the business do?

[bookmark: _Toc268532402]2.4	Customers

Who do you do this for?  Provide a broad description of your customers, where they come from, what they use your products and services for.

[bookmark: _Toc268532403]2.5	Operations

How do you develop and produce your products and services?

[bookmark: _Toc268532404]2.6	Channels

How do you deliver your products and services to customers?

[bookmark: _Toc268532405]2.7	Staff, contractors, partners, associates and suppliers

Who develops, produces, and delivers your products and services?  Include a brief description of how your business is structured in terms of staff, contractors, alliances, partnerships, distributors and other arrangements.

3. [bookmark: _Toc268532406]MARKET OVERVIEW

[bookmark: _Toc268532407]3.1	Overall market

What market is your business in, how is it defined, how big is the market, what is your catchment area, is the market growing or declining and what is driving this change?

Your market is defined by the overall task that your customers are trying to get done.  For example, if your customers use your products and services to educate themselves and get ahead, then your markets are education and learning.

What is your position in this market?  What is your market share?

[bookmark: _Toc268532408]3.2	Industry

What industry are you in, how is it defined, why does it exist as a subset of your market?

Your industry might be defined by what specialty you’ve adopted, what else your customers do, what customer segments you target (e.g., those in a specific industry), or the business model you use.  For example, industries that form a subset of the education and learning markets include universities, TAFE colleges, community colleges, online training organisations and schools.

[bookmark: _Toc268532409]3.3	Customer segments

Who are your customers – in detail?  Customers should be grouped into segments.  There are a number of ways to group customers.  The most useful segmentation for marketing purposes is to group customers by like needs for your products.

Segments should be mutually exclusive and easily identifiable (i.e., with relatively clear ways of identifying who is in what segment).  

For example, a possible consumer segmentation model for telecommunications products could include:
· Parents with school age children who want to provide their children with the best educational opportunities possible (key products likely to include: broadband internet at home; laptop computers and mobile internet for school; mobile phones to keep in touch during the day).
· Parents with children who have left home and who want to keep in touch (key products likely to include: internet at home for Facebook and Skype, landline phone and mobile phones for their children).
· Older people who travel a lot, and want to be able to stay in touch (e.g., “Grey Nomads”) (key products likely to include: laptops and mobile internet for Skype, email and blogging; mobile phones).
· Older people who are less mobile or living alone who want telecommunications products in case of an emergency (key products likely to include: landline phone; technology for home security; easy to use pre-paid mobile phones).
· Parents with children at home who need to be kept occupied (Key products likely to include: broadband wireless internet at home with the ability to have a number of computers running at once; Foxtel or AusStar premium packages (basic plus sport and movies) with the ability to have a number of TVs running at once with different programs; mobile phones).
· Young and single (may still be at home or have moved out), who need to keep in touch with their friends (key products likely to include: mobile internet on a range of new technology products including note books and smart phones).
· Professionals who need the ability to work away from the office and stay in touch (key products likely to include: home broadband; laptops with mobile technology; smart phones; Foxtel or AusStar basic package with sport).



Once you have an idea of your segments (you can develop a hypothesis first then test with surveys and promotions), get into their world to understand: which of your products and services they use, and why and how they use them; what other products and services they use; what they like and don’t like; what might drive changes in needs; and what’s happening for them more broadly that could change their needs.  Also, for each segment, detail: how many potential customers there are; what media they consume and where they gather; and their pricing sensitivity and preferences.

Highlight which customer segments you are targeting and why.

[bookmark: _Toc268532410]3.4	Competitors

Focusing on each customer segment and what task customers within that segment are trying to get done, document:
· Who else could help your customers perform this task?
· What else could help your customers perform this task?
· What else could be developed that could help your customers perform this task?

Based on this information, analyse:
· What products and services do your competitors offer?
· Who are they targeting?
· What value do they offer customers?
· What market share do they have and why?
· What are their strengths and weaknesses in the offering they provide?

[bookmark: _Toc268532411]3.5	Market impacts and influences

From a detailed Environment Scan, summarise the key factors affecting or likely to affect your business in the next three to five years, with a focus on what might impact it in the next year.  




For example:

	Environmental factors
	Your industry
	You
	Your customers
	Your competitors

	Political and legal
	



	
	
	

	Economic
	



	
	
	

	Social and cultural
	



	
	
	

	Technological
	



	
	
	



4. [bookmark: _Toc268532412]KEY CHALLENGES AND OPPORTUNITIES

Based on an analysis of the Business Overview and Market Overview, detail your business’s strengths, weaknesses, opportunities and threats (“SWOT”).  Strengths and Weaknesses are particular to the business and its internal environment.  Opportunities and Threats relate to the environment outside the business

	Strengths
	Weaknesses

	



	






	Opportunities
	Threats

	



	



Based on the business’s SWOT, summarise the Key Challenges and Opportunities facing your business in the next three to five years, with a focus on the next year.

5. [bookmark: _Toc268532413]VISION, MSSION, TARGETS

Document where you’re heading, including your business’s vision, mission and key targets.

	Vision (short, inspiring, long term goal)

	Examples (delete and replace with your own):
General Motors
"To be the world leader in transportation products and related services.”

MacDonalds
"To be the world's best quick service restaurant experience.”

Toyota
"To become the most successful and respected lift truck company in the U.S.”

Boeing
"Become the dominant player in commercial aircraft and bring the world into the jet age."

Budweiser
"Be the world's beer company."

Hertz Global Holdings
"To be the first choice brand for vehicle and equipment rental / leasing and total mobility solutions."

Dell
"To be the most successful computer company in the world at delivering the best customer experience in markets we serve."

Yahoo
"To be the most essential global Internet service for consumers and businesses."




	Mission (what you do every day to achieve your vision)

	Examples (delete and replace with your own):
EBay
"To provide a global trading platform where practically anyone can trade practically anything."

Disney
"To create happiness by providing the finest in entertainment for people of all ages, everywhere."

Google
"To make the world's information universally accessible and useful."

Toys ‘R’ Us
"To put joy in kids’ hearts and a smile on parents’ faces."

Coca Cola
"To Refresh the World... in body, mind, and spirit.  To Inspire Moments of Optimism... through our brands and our actions.  To Create Value and Make a Difference... everywhere we engage."

Ikea
“To offer a wide range of home furnishing items of good design and function, excellent quality and durability, at prices so low that the majority of people can afford to buy them.”

Facebook
"To give people the power to share and make the world more open and connected."

Nike
"To bring inspiration and innovation to every athlete* in the world."

* If you have a body, you are an athlete.

Kraft Foods
"Helping People Around the World Eat and Live Better."

Xerox
“To help people find better ways to do great work -- by constantly leading in document technologies, products and services that improve our customers' work processes and business results.”

Twitter
“Twitter is a service for friends, family, and co-workers to communicate and stay connected through the exchange of quick, frequent answers to one simple question: What are you doing?”

Pizza Hut
"We take pride in making a perfect pizza and providing courteous and helpful service on time, all the time. Every customer says, "I'll be back!"”

Hershey
“Bringing sweet moments of Hershey happiness to the world every day.”

Ralph Lauren
“To redefine American style, provide quality products, create worlds and invite people to take part in our dreams.”

Intel
“Delight our customers, employees, and shareholders by relentlessly delivering the platform and technology advancements that become essential to the way we work and live.”




	Key targets (specific, measurable, actionable, realistic, time bound) that will deliver on the mission and, ultimately, the vision, of the business

	1.



	2.



	3.



	4.





6. [bookmark: _Toc268532414]STRATEGY

The strategies are the two to four key things that your business needs to get done to achieve your key targets, mission and, ultimately, vision.




In order to understand what needs to be done to achieve key targets, mission and vision, it is useful to consider the following elements of the marketing function.  All of these elements need to be working for your business to grow.

[image: ]

Document what you will need to look like, provide, and do to deliver each target.  Consider the questions under each heading below.  The following template can help capture all ideas.

	
	Branding
	Customer insights, products, pricing, product delivery
	Promotions and advertising
	Sales

	Target 1




	
	
	
	

	Target 2




	
	
	
	

	Target 3




	
	
	
	

	Target 4




	
	
	
	



[bookmark: _Toc268532415]6.1	Branding

What do you need to look like, provide and do to be authentic and credible?

Do customers recognise your brand or identity?  Do they relate it to the services you offer?  Does your Unique Selling Proposition (“USP”) represent what you do?  Does it inspire your customers to act?  Do your sales staff or other representatives of your business who have direct contact with customers represent your brand?  Is there anything you need to do, to repair regarding your reputation in delivering the services you propose to deliver?  How do you ensure that your branding is consistently represented in all marketing and sales channels?

[bookmark: _Toc268532416]6.2	Customer insights, products, pricing, product delivery

What do you need to look like, provide and do to be relevant?

What information do you have, do you need?  What products, services and features do you need to provide to each customer segment and at what price?  Are any of these new?  How do you deliver these products, services and features?  How do your customers get the most benefit from your products and services?  What experience do they expect from using your products and services?  What messages do you need to tell the market about your business, your products and services, and the benefits of your products and services to ensure that you’re relevant?

[bookmark: _Toc268532417]6.3	Promotions and advertising

What do you need to look like, provide and do to ensure your customers know what you want them to know about you?

Where do your customers gather and what media do they consume?  What promotions do you need to employ and through what marketing channels (e.g. online channels such as your website, other websites, social media platforms (Facebook, LinkedIn, Twitter), print, radio and TV advertising, direct marketing through email or mail, advertorials and public relations)?  How do you integrate what you do in all channels to ensure that customers see your messages many times and these messages are consistent?  What else do you need to do to ensure the channels you’re using are effective (e.g. search engine optimization for the website, collect names and contact details through the website)?

[bookmark: _Toc268532418]6.4	Sales

What do you need to look like, provide and do to make it easy for customers to buy your products and services?

When and how do your target customer segments make their purchase decisions?  What sales channels do they prefer to use (e.g. online, telephone, in person where they come to you, in person where you go to them, in person where they go to a distributor of yours)?  What payment methods do they prefer to use?  What other information do they need at the point of purchase to optimise their experience of using your products and services?  What information do you need about them to enhance the service you can provide?  What training material do you need to provide your sales staff to ensure that your customers receive a consistent and positive experience?  What sales training does your staff need to maximise their sales?  What is the overall purchase experience they expect and desire when purchasing your products and services?




[bookmark: _Toc268532419]6.5	Strategies

Once you have an idea about what you will need to look like, provide, and do to deliver each target, develop appropriate strategies, programs / initiatives and actions to get there.  Two to four strategies will be required to achieve your targets, then one to four programs or initiatives will be required to achieve each strategy, and there will be some actions required to achieve each program or initiative.

For example:

[image: ]

Looking at your ideas and what the business will look like to deliver your targets, where do you need further information?  What do you need to develop or enhance?  What else do you need to do, to start, to end?



	Strategy 1
	
	Strategy 2
	
	Strategy 3
	
	Strategy 4

	



	
	
	
	
	
	



	Programs
	
	Programs
	
	Programs
	
	Programs

	
1.

	
	
1.

	
	
1.

	
	
1.


	
2.

	
	
2.

	
	
2.

	
	
2.


	
3.

	
	
3.

	
	
3.

	
	
3.


	
4.

	
	
4.

	
	
4.

	
	
4.







7. [bookmark: _Toc268532420]ACTION PLAN

[bookmark: _Toc268532421]7.1	Action plan summary

	Strategy 1
	
	



	Program 1
	
	Program 2
	
	Program 3
	
	Program 4

	





	
	
	
	
	
	



	Activities
	
	Activities
	
	Activities
	
	Activities

	

	
	
	
	
	
	

	

	
	
	
	
	
	

	

	
	
	
	
	
	

	

	
	
	
	
	
	




[bookmark: _Toc268532422]7.2	Action plan detail

	Strategy 1
	
	

	Program 1
	
	

	
	
	

	Actions
	
	Target Customer segment
	Target (s), outcome (s)
	Resp.
	Timing
	Budget
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