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I. 
Situation Overview

(Write in paragraph form.)

Provide a narrative that answers the following questions:

· What services and/or products do you offer?

· Where do the majority of your sales come from? (i.e. top 100 accounts supply XX% of sales)

· What are your current or previous marketing activities and the results?

· What are you trying to accomplish?

The purpose of this page is to demonstrate that you have an understanding of the business and challenges you face. 

II. 
Target Markets

On this page, make a bulleted list of the target markets this plan is intended to reach. Each target market should be defined both qualitatively and quantitatively (e.g. The 600 general managers of used car dealers in Hamilton, ON). Other examples: 

· The 500 marketing managers in banks and credit unions in the three counties surrounding Brantford, ON. 

· All 1,300 retail business owners in metro Toronto, ON. 

III.  Goals & Objectives

Make a bulleted list of your primary communications goals or objectives that are addressed by this plan. They should be specific and measurable.  Examples of goals or objectives might be:

· Generate requests for information from 50 construction firms for marketing consultations.

· Increase brand awareness from 25% to 30% among the 500 marketing professionals in hospitals, nursing homes, and retirement villages in the greater Hamilton area by year-end. 

The goals or objectives should be written in an active tense. Strong words to begin each goal or objective are: build, increase, introduce or expand. 

IV. Strategies & Tactics

You will outline the details of your plan on these pages. Start by re-stating your first objective. Underneath, list the strategy/strategies that will help you reach each objective. Then, list the tactical steps that will need to be taken to successfully execute each strategy. 

Examples of strategies could be:

· Participate in trade shows.

· Develop a print advertising campaign.

· Create a customer loyalty campaign via direct mail.

· Launch a prospect direct mail campaign.

· Use monthly emails to existing customers to focus on special sales.

Tactics will be specific to each strategy and will answer the question: What processes (external and through your center) and deliverables are necessary to accomplish this? For example:

Objective 1: Generate 20 new clients in the health care industry who 


  spend $500 each by the end of first quarter. 

Strategy 1:
Create a vertical market direct mail campaign to the healthcare industry to meet goal of additional sales of $500 or more by end of first quarter.

Tactics:

· Mailing #1: “Competition in the healthcare industry is tough” message—letter and envelope.

· Mailing #2: “Let us help you with the healthcare guide” message—postcard follow-up.

Strategy 2: Lumpy mail campaign to top healthcare businesses. 

Tactics:

· Develop a lumpy mail campaign consisting of a healthcare industry related promotional product.

· Call on these prospects within 48 hours to see if they’ve received the package and to schedule a marketing consultation.

V. 
Budget & Estimated Costs

This page has two columns. In the left column you will list each of the tactics that you are planning to complete. In the right column, display an estimated cost or range to each.  At the bottom of the “figures” column, provide a total cost. It should be at or near your budget total. Note: We’ve filled in the projects field with various tactics that you might employ. If you don’t plan to use some of the tactics, please delete them. If you plan to complete a tactic that isn’t listed, please add it.

Projects






    
      Estimated Costs

Identity Materials – business cards, envelopes, letterhead, brochures, posters, vehicle graphics
$

Customer Retention/Communications

Direct Mail – Seasonal Promo
$

Customer Appreciation
$

Customer Analysis/Profiling
$

Email Marketing
$

Customer Survey 
$

Client Education; Seminars, Webinars
$

Newsletters
$


$

Web Marketing

Website – Update & Refresh (Content, Galleries, Banner Ads)
$

Local Search Marketing – Claim Google Places
$

Search Engine Marketing/Pay-Per-Click
$

Search Engine Optimization
$

Social Media – Facebook, LinkedIn, Twitter
$

YouTube Video
$

Blog
$


$


$

Lead Generation Campaigns

Telemarketing
$

Business Networking
$

Multi-Channel Marketing (PURL campaign)
$

Direct Mail Program
$

Target Marketing
$

Cross-Promotions
$


$

Products/Services Marketing


$


$


$


$


$


$


$


$

Advertising

Print
$

Broadcast Media
$

Trade Shows
$

Yellow Pages – print & online
$

Outdoor Media
$


$


$

Public Relations 

Guest Articles
$

News Releases (Announcements/Milestones)
$

Open House
$

Community Goodwill
$


$

TOTAL REAL INVESTMENT
$

VI. 
Measurement Methods 

Write a short paragraph to summarize how each goal/objective can be evaluated using the following types of measurement: number of new customers generated, additional business from existing customers, qualified leads or increased sales, coupon redemptions, store visits, Web visits, etc.  

Include tracking information and its impact on sales and your other reporting procedures. Mechanisms for the measurement of specific strategies (i.e. tracking codes, customer surveys, event evaluation cards) should be mentioned here.  

NOTE: If you have specific numbers to reach, such as, “Increase third quarter sales by 10 percent,” or “Generate 30 qualified leads,” these should be defined on the Goals or Objectives page. 

