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Marketing Plan 
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INTRODUCTION
This template is a guide (with tips to help you along the way) that will help you create an effective marketing plan tailored to your business. 
Why should you have a marketing plan? Marketing is a key part of business success as it helps to promote your business and create brand recognition which helps to gain and retain customers. A marketing plan is a document that outlines your business’s specific marketing strategy and includes actions to be taken and anticipated results. This can also be referred to as a roadmap, so you can carry out, track, test and measure the results.
The first section will involve you putting together your mission, vision and values which highlight why your business exists, your future goals and your core beliefs that will be embedded into your organisational culture. 

A key element of successful marketing is understanding the market you are going into. This is where market research is very important, doing an internal and external analysis will allow you to identify your target market, competitors and your strengths, weaknesses, threats, and opportunities. Thorough market research can also help you to determine or develop your unique selling proposition (USP) giving you a competitive advantage in the market and an added benefit to your customers. 
Based on this research, you can create your marketing strategy and plan your marketing tactics that will help achieve your strategic objectives. 

A marketing plan can often be overlooked; however, this will enable you to plan and manage your resources effectively, so you have a marketing budget to help you best reach your target market. A marketing plan and strategy also helps provide clarity as to how the business is performing and if targets are being met. 
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1. BUSINESS INFORMATION 
	Name(s) of Owners, Partners or Directors


	

	
	

	
	

	
	

	State whether Sole Trader, Partnership, Limited Partnership, Limited Company or Community Interest Company
	

	Business Name (if chosen)
	

	Business Address and postcode
	

	
	

	
	

	
	

	Business Telephone number
	

	Business email address
	

	Business website address
	

	Home address and postcode
	

	
	

	
	

	
	

	Personal telephone/mobile number
	

	Personal email address

(if different from above)
	


2. MARKETING SUMMARY 
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3. BUSINESS PURPOSE
	E-Factor Tip:
A mission statement is your core purpose and why your business exists. It should direct you towards achieving your objectives. Ensure your mission statement is clear, realistic, and based on your strengths and unique capabilities.  



	


3.1 MISSION

	E-Factor Tip:
Your vision is what you want your business to become in the future. By creating a well-defined vision, this creates a mental picture of what you want to build, what inspires and motivates you to achieve this, helps you to prioritise important tasks and measures your progress. This also helps to create a long-term direction and focal point. 


	


3.2 VISION

	E-Factor Tip:
Values are an essential part of developing your strategy and establishing why you do what you do, and what you stand for. Your values are your core beliefs and are embedded into the culture of your business and can therefore strongly influence attitudes and behaviours amongst your staff. Your values can be business orientated (innovative, customer-focused), ethical (honesty, trust, respect) and sustainable (environmentally friendly, corporate social responsibility). 

Create a list of values that identify what your business stands for and your philosophy. 



	


3.3 VALUES

4. THE MARKET 

4.1  MARKET RESEARCH – THE CUSTOMERS 

Who is your target market?

	Who are your customers? Describe your typical customer

	E-Factor Tip:
Try imagining who your typical customer is to create a customer profile. Think about their age, interests, what media outlets they may prefer, location and lifestyle. 

	

	Where are you customers based?

	

	Why will customers want to purchase your product/service?

	

	How will they find out about your product or service?

	

	How often do you think they may purchase your product or service?

	

	Is your market growing or declining and why?

	


4.2 MARKET RESEARCH - PRIMARY & SECONDARY 
	E-Factor Tip:
There are two types of market research:
1) Primary – This is conducted through talking to potential customers, suppliers and any other relevant parties via questionnaires, interviews and focus groups etc. This will provide you with data that is specific to your business. 
2) Secondary – This research is conducted through researching the market you are entering and finding out basic facts which will help your business. This can be found through government statistics (ons.gov.uk), reliable sources on the internet, published articles, books etc.
This section should outline what type of research you have carried out and the key findings from this research. 


	Primary Research

	Type of Survey
	

	

	Key Findings

	


	Secondary Research

	Type of Survey
	

	

	Key Findings

	


	Additional Information

	


4.3 MARKET RESEARCH – THE COMPETITORS 

	Who are your competitors?

(Name, Location, Business Size)
	How do they promote their business?


	How will they react to your business venture?
	In terms of quality, price, promotion, distribution, strengths and weaknesses

	
	
	
	Advantages you have over them
	Advantages they have over you

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


5. BUSINESS RISKS
5.1  BUSINESS ‘S.W.O.T’ ANALYSIS 
	E-Factor Tip:
A ‘S.W.O.T’ Analysis will enable you to understand all things good and bad that may affect your business. Once you have identified these key areas and listed them below, you can focus on how to overcome them or use them to your advantage.


	
	Strengths
	Weaknesses

	Business
	
	

	
	Opportunities
	Threats

	
	
	


6. MARKETING OBJECTIVES
	E-Factor Tip:
Based on your S.W.O.T analysis you can determine your marketing objectives. Marketing objectives are what you want to achieve from your marketing activities and consistent with your overall objectives of your business. These should be specific, measurable, attainable, relevant, and time-based (also known as SMART goals).

For example: To increase brand awareness through social media platforms by 20% in 6 months’ time. 

	


7. MARKETING – THE 7 P’s
	E-Factor Tip:
This section breaks down the 7P’s (as seen below), something which helps with planning, developing, and executing effective marketing strategies that will help achieve your marketing objectives. By using an informed and streamlined strategy, you will be able to gain and retain your customers and ensure that you meet and achieve your goals. It is therefore useful to fill these sections in with as much detail as possible.


7.1 PRODUCT / SERVICE
	E-Factor Tip: This defines what your product/service is including the unique selling point (USP) which will help sell your product/service. 

	


7.2 PRICE
	E-Factor Tip: This is the price the product / service is to be sold at to your target audience. When calculating this, consider all costs involved including in production, promotion, and delivery.  

The prices you set should reflect the quality of your product or service. Use the table above to help determine your pricing strategy, but avoid the middle as no business wants to be average!

	


7.3 PLACE

	E-Factor Tip: Place is the distribution point of a product and where customers expect to find it. E.g. Website, shop, wholesale etc. 

	


7.4 PROMOTION
	E-Factor Tip: Promotion refers to the marketing techniques to be used: some promotional tools include Social Media, Website, Paid internet ads, Personal Selling, Email Marketing, and PR. Other aspects of promotion can include Samples, Free gifts and Competitions. 

	


7.5 PEOPLE
	E-Factor Tip: Having the right people who work for your business is essential, therefore it is important to work out how many employees may be needed and their level of expertise for the business to be successful. 

	


7.6 PROCESS
	E-Factor Tip: The processes involved in a product’s delivery include website user experience, delivery time, delivery methods and aftercare. These can affect customer experience, satisfaction, and overall value to your business therefore it is important to have strict processes in place and back-up plans.

	


7.7 PHYSICAL EVIDENCE
	E-Factor Tip: Physical Evidence is about ensuring every component involved with the product reflects the same brand values as the product itself. This can include thank you cards, confirmation emails and product packaging. Focusing on the overall look and feel will create a consistent and positive experience for the customer. 

	


	Marketing Method
	How will you implement this method?
	When
	Where
	Cost
	Return

	Social Media

· Twitter

· Facebook

· Instagram

· LinkedIn

· Other 
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Website
	
	
	
	
	

	Internet Ads
	
	
	
	
	

	Email Marketing
	
	
	
	
	

	Brochures / Leaflet Marketing
	
	
	
	
	

	Sponsorships / Events
	
	
	
	
	


8. MARKETING PLAN
E-Factor Tip:
Setting a budget in line with your marketing plan is essential. The budget will be dependent on the available funds, goals you are looking to achieve and the platforms you choose. Some forms of marketing need little or no contribution, however it is important that you track all activity to understand your return on time and investment. 

	Trade Shows / Exhibitions
	
	
	
	
	

	Loyalty Programmes
	
	
	
	
	

	Media Coverage (PR)
	
	
	
	
	


E-Factor Tip:


Once you have completed your business plan, your marketing strategy should enable you to roadmap how you are going to achieve your strategic objectives and goals.





This section should be completed last and outline your goals, important findings from your market research and the marketing methods you are going to use to achieve your goals. 
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