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how to create a marketing plan

Your FREE gift from the
Divine Creative Agency
“Whether you are a new or existing entity, every business needs a plan.
I invite you to use this Marketing Plan as a guide to assist your business venture and map out a clear path to your business success.

Good luck!”

Melissa Robson
Divine Creative Agency
www.divinecreative.com.au

how to use this marketing guide
We have laid this marketing guide out in Word so that it allows you to use it as a working document. Simply work your way through the document, inserting as much information as you can in to the tables provided, alongside the corresponding title. We have allowed a small amount of space for each section, but we encourage that you insert as much detailed information as time permits. 

Your current marketing material, and competitor’s information should also be attached at the back of this document.

A Marketing Plan is as much about gathering information as it is about self-analysis and setting goals. The more information you insert the more accurate and effective your plan will be.

Remember, by analysing where your business is currently situated in the marketplace, and having a clear step by step plan to take it to the next level, a clear marketing plan that is regularly revisited, is an important role in growing and understanding your business’ success.

Melissa Robson
Divine Creative Agency
www.divinecreative.com.au

1. executive summary

	1.1
	BUSINESS DESCRIPTION

	
	Your Business Name:


	

	
	Description of Business:


	

	
	Products and/or Services Offered:


	

	
	Years in Operation:
	

	
	History of the Business:


	

	1.2
	MISSION STATEMENT

	
	List your company objectives and goals:


	

	
	What is your business philosophy, mission statement, vision and company culture:


	

	
	What are your values in business?


	

	
	What is your USP?
(Unique Selling Proposition)


	

	1.3
	MANAGEMENT TEAM

	
	Number of people employed:
	

	
	Organisational structure of your business:


	

	
	Key Management:
(List names of management, job titles, brief description of their roles, their job history and how long they have worked with your business.)


	

	
	Key Management Salaries:


	

	
	Supporting Service Providers:
(eg. Book Keeper, Accountant,
Legal Professionals)


	

	
	Board of Directors:
(if applicable)


	


2. current situation
	2.1
	BUSINESS LOCATION

	
	Address:


	

	
	Describe your business location:


	

	
	Does your business location and premises reflect your company image:


	

	
	List factors relevant to your business location:


	Positive:

Negative:



	
	Parking availability:
	

	
	Does your business location comply with Council and/or Government Guidelines:
	

	
	Future Expansion – does your business location provide for growth or additional staff:
	

	
	Do your clients visit your business, and is your waiting areas, signage and boardroom satisfactory or reflective of your company image:
	

	
	Are your products/services distributed through your business location, if not, describe how they are provided:


	

	2.2
	TARGET MARKET DESCRIPTION

	
	Describe your main target market, including their age, demographic, cultural backgrounds and habits:
(include supporting statistics or information if possible)
	

	
	Do you have any secondary target markets, and what are their distinguishing factors:


	

	
	Is your target market changing, and what factors relate to this:
	

	
	What are the wants and needs of your primary target market. Does your product/service fulfil these needs:
	

	
	What are the spending habits of your target market and are the contributing factors which determine their habits:
	


3. competitor and issues analysis

	3.1
	COMPETITOR ANALYSIS
	

	
	List your main competitors:


	

	
	Summarise your competitor’s products and/or services:
(Provide as much information as possible, including their location, quality control, advertising methods, staff, prices etc)  


	

	
	Analyse their strengths and weaknesses from a customer’s viewpoint:
(Obtain this information by visiting their website and social media, viewing their marketing and promotional material, obtaining test quotes, speaking with their client base, visiting their trade displays, and doing a site visit to their premises)

	Strengths:

Weaknesses:
Opportunities:

Threats:


	
	List how your business can capitalise on your competitor’s weaknesses and be more competitive in the marketplace:


	

	
	What are your competitor’s strategies and objectives:
(Obtain from their website, promotional material or market research from their client base)


	

	
	Market Analysis:
Is there enough room in the marketplace for the number of competing businesses:


	

	
	How competitive is the marketplace between your business and your competitors:


	

	3.2
	ISSUE ANALYSIS

	
	Identify and rank in order of importance, threats and opportunities your business may face from outside influences.

(eg. Economic factors, product innovations in the marketplace, environmental issues, government legislation)


	Possible threats:

Possible opportunities:

	
	What are the strengths and weaknesses within your business:
(eg. Finances, limited experience, equipment, staff concerns)


	Strengths:

Weaknesses:

	3.3
	SUMMARY OF MAIN ISSUES

	
	Summarise and identify in detail the main issues that are effecting your business development, internally and externally:


	


4. marketing strategy

	4.1
	PRODUCT INFORMATION

	
	Describe in detail what your product/services are:


	

	
	Describe how your product/service is produced:


	

	
	Describe any unique features about your particular products/services:
	

	4.2
	PRICING INFORMATION

	
	List the price of your products/services, including your pricing strategy:


	

	
	Outline any pricing incentives you may offer clients:


	

	
	Outline the profitability of your products/services:
	

	4.3
	PROMOTIONAL STRATEGY

	
	List what promotional strategies you wish to execute to promote your business / services:

(List specifically what your aim is and how you will execute it, including how it will happen)
	PROMOTIONAL PLAN

Aim of Promotion:

Type of Promotion:

Execution:

(eg. Increase sales via on-line shopping cart on business website)

(eg. Run a direct mail campaign to new and existing client base to better promote the features on the website)

(eg. Marketing Manager to co-ordinate with Graphic Designer and Mail House)



	4.4
	PLACEMENT (SALES AND DISTRIBUTION) INFORMATION

	
	Describe your current sales approach:
(eg, aggressive, passive – relying on client referrals)

	

	
	Describe your sales team:


	

	
	What is your distribution system:

(eg. mail, retail outlets etc)
	

	
	List your production and inventory capacities, how quickly your products are made and placed into store:
	

	
	List any cyclical fluctuations or seasonal demands that influence your products / services:
	

	
	List who you sell your products/services to:
	


5. action plan

	5.1
	ACTION PLAN
	

	
	In addition to your previous Promotional Plan, the Action Plan is a more specific “To Do” List. The Action Plan is a very detailed list, which can be broken down into months, weeks, or areas of job roles. 
	Below is a suggested format.


	MONTH
	
	
	
	
	
	

	Weakness Established
	Solution
	Type of Promotion
	Stages
	Execution
	Deadline
	Desired Outcome

	(eg. Sales Team are spending too much time with client’s placing their orders manually, instead of generating new business leads)
	(eg. Save sales team’s time and increase sales via on-line shopping cart on business website, which is not being used to its full potential)
	(eg. Run a direct mail campaign to potential and existing client base to promote the website better

PLUS

Offer a 10% discount to client’s who order via the website for a period of 4 months)


	(eg.

Stage 1)

(eg.

Stage 2)

(eg.

Stage 3)

(eg.

Stage 4)
	(eg. Marketing Manager to obtain quotes from Graphic Designer, Mail House and Printer)

(eg. Marketing Manager to consult with Designer to have direct mail piece designed and printed)

(eg. Marketing Manager to co-ordinate with Mail House to distribute direct mail piece to provided client base and purchase new prospects list)

(eg. Follow up direct mail campaign with email campaign to existing client base offering a discount of 10% for 4 months)
	(eg. XX March 20XX)

(eg. XX April 20XX)

(eg. XX May 20XX)

(eg. XX May 20XX)
	(eg.

1. Increase Sales Team’s productivity by 50% in time saving.

2. Increase awareness of e-commerce site to potential new clients)

3. Better utilise the website as it is not being used to its fullest potential.

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	


6. budget

	6.1
	MARKETING BUDGET

	
	Allocate funds for the year to spend on your marketing and promotions:


	A usual budget will have expense categories including marketing communications, market research, promotions, advertising, events and public relations.


7. measure 

	7.1
	MEASURE THE CAMPAIGN

	
	Methods for measuring results of your marketing campaign, describing targets that will measure the results of implementing your marketing plan:

	(eg. Goal - Reduce sales team time spent on ordering new products with clients, by redirecting them to on-line ordering on website. Aim is to gain sales team 50% more productivity.) 


8. supporting material 

	8.1
	SUPPORTING MATERIAL

	
	Include any supporting documents that may support and further explain previous sections in the marketing plan. This may include: sales spread sheets, competitor’s marketing material, industry websites, market surveys etc.
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