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Marketing Plans

· Act as a roadmap.

· Assist in management control and the implementation of strategy.

· Inform new participants of their roles in implementing the plan and achieving objectives.

· Assist in helping to obtain resources.

· Stimulate thinking and the better use of resources.

· Provide an order to the organization and assignment of responsibilities, tasks, and timing.

· Warn of problems, opportunities, and threats in the future.


Who is your customer and What Do They Need?

Why Should the Customer Buy from You?


The Marketing Mix (4 P’s)

Product – Price – Place - Promotion


MARKETING PLAN FORMAT

      Cover Page

      Table of Contents


01 Executive Summary

02 Analysis of External Environment
(Situational Analysis)
– market
– product

03 Threats and Opportunities

04 Marketing Goals and Objectives

05 The Target Market

06 Competition

07 Marketing Strategy

08 Action Programs


(Marketing Tactics)

09 Implementation and Controls
(Timelines)

010 Budgets

011 Appendices

This format is ideal as a stand-alone Marketing Plan or as a “Plan within a Plan” insert for the Business Plan. This template can also be used as a guideline to keep your informal marketing planning on track.
Instructions: This document is formatted for your convenience with easy to read fonts and appropriate margins for readers to make notes. Simply overwrite the sample text and add your own details.

· Insert this Marketing Plan template in Section 4 of the Business Plan template if a complete BP is being undertaken. Do not include this Executive Summary, Financials or Appendix as these are provided in the Business Plan template).

· Change the cover page to suit your business.

· Delete this page.

· Add the appropriate page numbers to the Contents when completed.

This template is protected by Copyright©, Dynamic Performance Group, all rights reserved. For use by authorized individuals only. Duplication or copying in whole or in part is prohibited.
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01 Executive Summary




Provides an overview of the entire plan, including a description of the product or service, the differential advantage, the required investment, and the anticipated sales and profits. It may vary in length from one paragraph to several pages and is the last section written. This provides the reader with a summary of each section and must catch their attention. It is the first section they will read and the last section you will write. It should be one or two pages. 
02  Analysis of External Environment

Presents relevant background and research data on the market, product or service, competition, and distribution. The four P’s will be covered in greater detail under Action Plans.

02-01
Market  (Situational Analysis)
Describes in detail all economic factors that can affect the sale of the product or service. Much of this information can be obtained from Statistics Canada or the US Census Bureau. It may include:

· Demand and demand trends. (What is the forecast demand for the product: Is it growing or declining? Who is the decision-maker? Purchasing agent? How, when, where, what, and why do they buy?)

· Social and cultural factors.

· Economic and business conditions for the product at this time and in the geographic area selected.

· State of technology, life cycle, and affects of technology related to R&D.

· Politics and the affect on marketing the product.

· What laws and regulations may affect production and distribution?

Example 1
ECONOMY

The Canadian economy (GDP) has grown by an average 1.5% from 1990 to 1995 and this figure improved for the last half of the decade. Over the 1990 to 1994 period, Electrical and Electronic Products Industries accounted for the highest compounded growth rate of 10.6%. Growth in this sector slowed slightly but still maintained a healthy 6.5% growth rate through 1996 and continues to perform well. In the United States, the Electrical and Electronic Products Industry posted similar gains while the US economy in general continues to be a catalyst for Canadian economic and global market growth. Economies in the Pacific Rim have made a positive turnaround in the past year and growth for all global sectors is expected to continue through 2001 according to Canadian Chartered Bank economic experts. The only shadow looming over current economic conditions is the rising inflation rate, now exceeding 2.5%, and the possibility of an interest rate hike in the US. A rate hike in Canada would follow this and while they may help to curb inflation, these interest rate increases also tend to have an adverse affect on consumer spending.

(Sources: Business Integrated Database – Stats & Industry Canada, and Bureau of Economic Analysis – US Department of Commerce)

Example 2
NEW VEHICLE PRODUCTION
In addition to strong new motor vehicle sales, Canada has also hit a new record in New Motor Vehicle Production. According to an article in the Toronto Star, January 6, 2000, production of new vehicles in Canada exceeded 3 million units in 1999, by far the highest level ever recorded. Last year, 3,045,515 new motor vehicles were produced in Canada and this has spawned a very strong auto parts industry. Dennis DesRosiers, of DesRosiers Auto Consultants, was quoted in the article as stating that the value of Canadian parts jumped 15.4 percent in 1999 to more than $34 billion. He also noted that the auto industry has created an average of 750 – 800 jobs monthly for the past six years.  

02-02   Product

· General description of the product(s) or service. (They will be described in detail later in the Plan.)

· Experience, know-how, financial, human, and capital resources, suppliers, and strategy.

· What is the current relationship with customers? Why is it good or bad?

· Company strengths and weaknesses.

Product Life Cycle   (Optional)


Example


       
These products are new to the market (within 1 year), therefore, the product could be considered in the “Introduction” stage of its life cycle. Communication to the market place has been almost non-existent by competitive products Widget ( can take advantage of the early life cycle stages to maximize profits and penetration. (Competitive products are analyzed in detail in Section 06.)






02 Threats and Opportunities

· State each opportunity and indicate why it is in fact an opportunity.

· State each threat or problem with possible consequences.

· Indicate what action is intended to take advantage of each opportunity and neutralize or overcome each threat.

04 Marketing Goals and Objectives

Defines the company objectives for the product or service and issues that may affect these objectives. State precisely the marketing objectives and goals in terms of sales volume, market share, return on investment, or other goals for the marketing plan and the time required to accomplish each of them. When stating multiple objectives it is important that they do not conflict. Goals are the specifics of objectives.

Objectives answer the question, “What are you trying to achieve?” Typical objectives include:

· Establishing a product, product line, or brand in the marketplace.

· Rejuvenation of a failing product.

· To entrench and protect a market under attack by competitors.

· Introduction of a new product.

· To broaden market penetration or introduce a product to a new market.

· Achievement of maximum ROI from a product or product line.

· To harvest a product that is in the declining stage of its life cycle.

05 The Target Market

· Description of the target market segment in detail by using demographics, psychographics, geography, or any appropriate segmentation analysis.

· Why is this the chosen target market?

· How large is the market?

· How accessible is the market?

· What research has or will be conducted to confirm market need?

Market Size and Segmentation



                   Primary Market

CANADA 

Males     age 40 - 59       
4,132,000


UNITED STATES





Males     age  40 -59
35,129,000

TOTAL

Males      age  40 - 59
39,261,000

   
Secondary Market



     
CANADA

Males     age 60  +
2,224,000


UNITED STATES





     Males     age  60  +
19,304,000

TOTAL

Males      age  60  +
21,528,000

Sources:

Canadian population statistics:  CANSIM, Matrix 6367 – Stats Canada, 1999.

United States population statistics: U.S. Census Bureau – Population Division, November 1999.

Market Potential
    
Market Potential refers to the total potential sales for a product in a designated market for a specified period of time. Market Potential relates to the total capacity of that market to absorb everything that the entire industry can produce.

Examples Only
METHODOLOGY:


Total Cars In Use  +  New Car Sales

Every car on the road and new car sold represents an opportunity for a widget sale. 

(Exception: New vehicles equipped with these devices.)

Total Cars In Use (Canada)      =  16.68 million units
New Cars Sales (Canada) 
       =    1.43 million units per year 
Total Cars In Use (U.S.)
       = 200.45 million units

New Car Sales (U.S.)                =   12.5 million units 

per year. 
Factor target market as a percentage of total population.

Market Potential

CANADA

18.11M x 17% = 3,078,700 units

UNITED STATES
212.95M x 18.2% =
38,756,900 units

NORTH AMERICA



41,835,600 units

Sales Potential

Sales Potential refers to the ability of the specific market to absorb or purchase the output of a single company in that industry. (Averaging)

METHODOLOGY

Market Potential \ # of competitors in the industry  

CANADA
      (4)        769,675          units

UNITED STATES    (4)
  9,689,225
 “

NORTH AMERICA  (4)
10,458,900
 “


Sales Forecast

Sales Forecast refers to the actual sales that the company predicts in a single year based upon units, revenue, or a penetration percentage of the market (sales potential.)

06 Competition

Provide a detailed competitive analysis including:

· Description of the competitors, their products, and plans.

· List their experience, know-how, financial, human, and capital resources, suppliers, and strategy.

· What is their current relationship with their customers? Is it good or bad?

· What distribution channels does the competitor use?

· Detail their strengths and weaknesses.

· Their pricing

· How they promote their products or services

· Competitive or differential advantage over each competitor

07  Marketing Strategy

MISSION STATEMENT
Who is the Customer?

What do they need?

What’s in it for the Customer?

How does the company satisfy their stakeholders?

· Present the broad marketing approach that will be used to achieve the plan’s objectives.

· Describe the market penetration. (Early or late entry, penetrate vertically or horizontally, or niche strategies.)

· State how the product will be positioned.

· May include a market attractiveness or business capability study.

Positioning Strategy

A product’s position, according to Philip Kotler, is the way the product is defined by consumers on important attributes – the place a product occupies in consumer’s minds relative to competitive products.

Clearly describe in this section how the product or service will be positioned in the marketplace.

Competitive (Differential) Advantage

Describe how the product or service has an advantage over the competition based on one or more of the following:
· Price

· Quality  
(also attributes, features)

· Service 
(company , personnel, or policies)

· Value

Why should the customer buy from you.
08  Action Programs
(Marketing Tactics)
· States how the marketing strategy will be implemented in terms of product, price, place, promotion, and other tactical or environmental variables.

· Specify what will be done, who will do it, when it will be done, and how much it will cost.

Product

Three things can be done with any product. It can be introduced to the marketplace, it can be modified or changed, or it can be withdrawn. These actions may include decisions related to product quality, branding, and packaging including new or existing product line or brand extensions.

In addition to complete product or service details, include specifications, charts, sketches, photographs, etc.

Price

Three basic pricing tactics may be utilized in introducing a new product:

· Penetration pricing involves entering the market with a low price that will capture the largest market share possible. The trade-off is lower profits, however, once established the price may be adjusted upward.

· Meet-the-Competition pricing introduces products or services at about the same level as the competition. There must be differential advantage in either quality or service.

· Skimming involves pricing a new product high. This is generally done when it is the first product in a new market. Lower sales volume is compensated by higher profit and as competitors enter the market prices can be adjusted downward.

Place

Place identifies which channel and distribution tactics to support. 

· Direct or indirect channels

· Single or multiple channels

· Length of the channel

· Type of intermediaries

· Number of distributors at each level

· Which intermediaries should be used

· Logistics

    Promotion

· Direct or personal selling (sales force or sales agent)

· Sales promotion involves coupons, samples, contests, refund offers, trade shows, and POP displays.

· Advertising is sending a message that will be received by your target market and hopefully stimulate them to purchase your product or service. Various media can convey the message including print, radio/ television, and direct or mass marketing campaigns. Reach and frequency are prime considerations.

ADD MEDIA PLAN – Possibly in the Appendix

· Publicity is often referred to as free advertising, with the added advantage of greater credibility because it appears to come from a third party. However, there are usually some costs attached to press releases, charitable involvement, sponsorships, etc.

09  Implementation and Controls

Timelines
Details of:

· The action or task
· Projected start date
· Projected completion date
· The individual or group responsible for the implementation of the action or task
This may include the use of a Gantt Chart (Shows dates blocked out on a calendar).

          Controls



Methods for analyzing plan performance



 and



establishing controls to ensure that the plan stays on track. Controls may include the reallocation of resources, budget adjustment, or forecast adjustment.

10  Budgets

· Variable cost analysis 

· Fixed cost analysis

· Break-even analysis

· Projected Profit and Loss information, Cash-Flow projections.

Ignore these unless this is a standalone plan as they will be included with the Business Plan.

011     Appendix
The Appendix can include information that would appear out of place in the body of the report. This may include certain charts, competitive promotional material, etc.

NOTES:

· The Executive Summary, Budgets and Appendix are not necessary if the Marketing Plan is forming part of a Business Plan as these sections are contained in the latter. A cover page is also not necessary for this section, however, the table of contents is required as the Marketing Plan in this case is actually a plan within a plan.

· Use wide margins with considerable white space to allow the reader to take notes.

· Each section should start on a new page.

· Write the plan with the intended audience in mind.
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