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OUTLINE SOCIAL MARKETING PLAN CONTENT
Purpose
To help you set out your social marketing plan – a comprehensive plan or blueprint for the intervention that sets out what will be implemented and how it will be evaluated.

This outline is a guide to the appropriate content that your plan should contain.  
How to use or apply
Draw selectively from earlier documentation that has been prepared, such as the scoping report.  Summarise salient points from this (key insight) and bring it together with the output from key stages in the development phase to create a comprehensive but accessible written plan  

•
Stick to a clear template for your plan

•
While it is often sensible to have one person to lead and take ownership of the plan’s preparation, ensure that the key players are there to provide support along the way

•
Leave time to review, discuss and revise
Source(s)/Reference(s)
•
www.thensmc.com 
	OUTLINE SOCIAL MARKETING PLAN CHECKLIST  
	Check/Status

(Not started, WIP, complete)

	Executive summary 

Brief summary highlighting the target audiences, what you hope to achieve, the activities that will be involved, the resources required, timescale, and how you will monitor and evaluate success
	

	Main plan

	The problem

Set out the challenge (Challenge / Problem Statement) and context (e.g. SWOT)
	

	The resources / assets 

Set out the human and financial resources and assets available or could be secured
	

	The people

Summarise the audience profiling / segmentation / prioritization
	

	The behaviour 

Summarise the behavioural analysis – identifying key influences and influencers, benefits and rewards, blocks and barriers for the problem and desired behaviours; competing behaviours  
	

	Marketing objectives & behavioural goals 

Set out aims and objectives for the work

Establishing clear achievable behavioural goals
	

	The proposition

Set out what you are offering (the core benefits)
	

	Product / Service development  

The product / service strategy: what to do, and how to deliver valued benefits

The price strategy: reducing costs & increasing value


The place strategy: where to reach people & where behaviour occurs 

The promotion: communications plan
	

	Monitoring, evaluation & follow up plans

Detail the baseline and indicators to monitor and measure – Process / Outcome

Detail the plan to undertake or commission aspects of the evaluation
	

	Budget

Set out costs for implementing the marketing plan, including evaluation

Detail any anticipated incremental cost savings or revenues
	

	Implementation plan

Set out who will do what, when - schedule work with clear roles & responsibilities
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