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Basic Outline of a Marketing Plan 

     A marketing plan has six sections: 

     The first section of the marketing plan is the SITUATION ANALYSIS.  In it 
you look at your challenges, your competition, and how you are unique in the 
marketplace. The situation analysis lays the foundation for your goals, strategies 
and tactics.  This is accomplished through a thorough analysis of your self and 
your specific situation or market.  In this section you create your Unique Selling 
Proposition (U.S.P.). 

     The second section of the marketing plan is TARGET AUDIENCE.  Here 
where you determine who has a NEED for your product or service 

     In the Target Audience section of the marketing plan you decide which 
customers you are going to approach with your marketing efforts.   

     The third section of the marketing plan is GOALS.  This where you lay out 
exactly what you want to accomplish with your marketing plan.  Without goals 
you'll never have a benchmark to compare to.  If your marketing plan is a one 
year plan, how will you know if you were successful or not at the end of the year 
of marketing activities?   

     The fourth section of the marketing plan is STRATEGIES.  This is where 
you choose which tools (media) you will use to reach your target audience.  With 
many marketing tools available for businesses, choosing the right ones can make 
a big difference in your bottom line. 

     The fifth section of the marketing plan is TACTICS.  Here you lay out the 
logistics of how you are going to use your marketing tools.  When will your 
marketing plan begin? What happens when?  In this section you will create a 
Media Rationale and a Marketing Calendar. 

     The sixth section of the marketing plan is BUDGET.  In this part of your 
plan you look at whether or not you can afford certain marketing efforts and 
devise a way to keep track and monitor the responses to your marketing 
activities.  You can also determine what kind of funds it will take to accomplish 
certain marketing priorities. 
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Where Do You Fit Within Your Industry or Marketplace? 

(Section 1: Situation Analysis) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

      

     The first section of the marketing plan is called, "Situation Analysis."  Before 
you can decide what marketing efforts you are going to undertake, you need to 
look at yourself, your competition, and your marketplace as a whole.  This 
involves self-examination and industry examination.   

     In a completed marketing plan the answers to these questions should be 
presented in a format that is easy to read and follow:   

What challenges do you face in your particular industry (market trends, etc.)? 

What challenges do you face with respect to financial resources? 

What is the history of your industry? 

How has your industry grown or changed over time? 

What is the history of your company? 

What past marketing efforts have you made? 

Which marketing efforts have worked for you in the past and which haven't? 
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Section 1 Situation Analysis (continued) 

 

 

Competition 

       Knowing your  competition is critical to establishing yourself within an 
industry.  It is essential to have as much information about your entire industry, 
so that you can make informed decisions about your own position in the 
marketplace.   

 

 

 

What You Want to Know About Your Competition 

- Product Offerings 

- Pricing 

- Phone Manners 

- Internet Presence and Web Site Content  

-  Sales Pitch  

- Closing Techniques  

- Marketing Materials 

- Follow-up after the initial contact 

- Other (What else would you like to know?) 
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Section 1 Situation Analysis (continued) 

Competition Strengths/Weaknesses (S.W.O.T Analysis) 

     List below the strengths and weaknesses of each competitor.   

Competitor  Name                                Strengths                                Weaknesses 

1. 

2. 

3. 

4.  YOU 

     Also write down what you feel are the strengths and weaknesses of your 
company.   

Position in the marketplace: Your Unique Selling Proposition (USP) 

      Your position in the marketplace is perhaps the single most important aspect 
of your marketing.  When I refer to position, I don't mean the ranking of 
companies by sales, but rather, where your company fits within the entire 
industry.  

Start with ten words.   

     If you could describe your business in ten words or less, how would you do it?  
If you could only use ten words to sell your product or service what would they 
be? 

 

Action Items For Section 1: 

1) Fill out the Self/Industry Examination 

2) Identify your major competitors? 

3) Do a SWOT Analysis to determine competitor’s strengths and weaknesses? 

4) Clearly identify how are you different? 

5) What is your U.S.P. (Unique Selling Proposition?) 
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 Where Are Your Customers? (Section 2: Target Audience) 

    

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     In Section I of the marketing plan we discovered the difference between you 
and your competition.  Determining your target audience (those who will buy from 
you) is the second step in building a winning marketing plan. 

Need 

  The big question I always ask business owners is "Who has a NEED for 
your product or service 

      Write down in as much detail as possible, who has a need for your product or 
service.  Be careful not to write down who you want for your customer, but rather 
who has a genuine need.  Support it by listing reasons why they need your 
product or service.   

 

Profile existing client base 

     One of the best ways to determine your target audience is to profile your 
current client base to determine if there are any obvious correlations you can 
extract.   

     The first step is to sort your sales transactions for one year of business by 
customer type. Your customer type will be unique to your business.  If you spend 
some time looking at your list of active accounts, you will start to see some 
trends.  Keep sorting until you come up with four or five divisions. 
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Ideas for Categories to Sort By: Demographics, Geographics, Psychographics, 
Industry Category, Dollar Volume, Seasonality. 

 

 Categorizing Your Current Customers 

List the four or five categories your customers would fall in: 

1. 

2. 

3. 

4. 

5. 

 

Profiling the ideal customer  

     To further define your target audience, you need to construct the profile of the 
ideal customer of your product or service.  While analyzing the data you have 
already studied on your existing customers, you may see some obvious 
attributes you can use as a guide to profile your ideal customer.    Can you come 
up with an “Avatar” or “Buyer Persona” for your ideal customer? 

 

Action Items For Section 2: 

1) Identify who has a need for your product or service 

2) Categorize your current customers into 4-5 categories 

3) Create a Profile of your “Ideal Customer” 
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Where Do You Want To Be? (Section 3: Goals)  

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

     

     Goals are important for the success of your marketing plan.  Without a 
measure of success you won't be able to gauge the effectiveness of your plan.        

     A marketing plan without goals isn't a marketing plan, but rather a to-do list of 
marketing activities.  How does one go about setting goals for a marketing plan?  
Before we discuss the "how" let's look at the two kinds of goals you can set. 

Two Kinds of Goals 

     There are two kinds of goals you can set; quantitative and qualitative.  
Quantitative goals are those you can put specific numbers or results to.  For 
example an increase in sales by 10%, or to sell X more units by December 31st.  
Quantitative goals are generally more popular because most people think in 
terms of measuring success by the amount of increase in sales or dollars 
generated. 

     Qualitative goals are those that bring an increased value to the identity of a 
company or an improvement in a process or product that is directly experienced 
by the customer. An example is that you may want to improve your image in the 
marketplace by creating new materials or increase awareness of your company's 
involvement with a specific cause (i.e. child abuse prevention). 
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Section 3 Goals (continued) 

 

Three levels of goals 

.Long Term Goals  (Qualitative or Quantitative)       

...Intermediate Goals (Long Term Goals divided into Several Intermediate 
Steps) 

....Short-Term Achievable Sub-Tasks (specific things you can do to accomplish 
Intermediate Goals with associated deadlines) 

 

 

Section 3 Action Items: 

1) Create Your Long Term Goals 

2) Break into intermediate length goals 

3) Break down further into achievable tasks 
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How Are You Going To Get There? (Section 4: Strategies) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     The fourth section in the marketing plan is called Strategies.  In this section 
you will choose the strategic marketing tools you will use to deliver your message 
to your target audience.  This will probably involve the use of either paid or non-
paid advertising mediums. 

     Actually, this section of the marketing plan and the next section of the 
marketing plan, tactics, go hand in hand with each other. 

     The strategy is choosing the best marketing tools, and the tactics are the 
implementation of these strategic marketing tools.  

Simple Marketing Strategy Formula: 

Marketing Tools deliver your U.S.P. to your target audience  

 

Action Items For Section 4 

1) Choose the marketing tools you think will best deliver your U.S.P. to your 
target audience 

Get some bids to find out how much they cost to use.  Don't worry about whether 
you can afford them or not right now, just look at the issue of audience quality 
and size, and we'll address the cost issue later in the budget section of the 
marketing plan. 
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Why are you doing it that way? (Section 5: Tactics) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

     In the previous section of the marketing plan (section 4: Strategies), you 
chose the tools you thought would best reach your target audience.  In section 5: 
Tactics, you will develop a media campaign that will orchestrate the use of those 
tools.  Your media campaign consists of two parts: your media rationale and your 
marketing calendar.  The media rationale is needed for those times when 
someone will ask you (including yourself), "Why are you doing it that way?"  You 
will quickly have an answer to quiet the critics.  The marketing calendar is the 
piece of the marketing plan that you will become most intimate with.  It tells you 
when everything will happen and ties in with the goals you set earlier. 

Media Rationale 

     The media rationale is a written statement contained within the marketing plan 
to justify the use of a particular tool.  It is also used to describe how you will 
optimize the use of a tool. 

     The media rationale is used to reconcile the target audience you identified in 
Section 2 of the marketing plan (Target Audience) with the attributes of the 
marketing tools you selected in Section 4 of the marketing plan (Strategies).  A 
media rationale will help you minimize bad media choices.  Before you buy any 
media make sure your rationale is written in your marketing plan. The Key 
points of the Media Rationale include:.   

1) Clarification of your target audience.   

2) Timing of your use of the media 

3) Justification of why this is the best alternative 
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Section 5 Tactics (continued) 

 

Marketing Calendar 

     The marketing calendar is exactly what it sounds like, a calendar of all of your 
marketing activities.  A complete marketing calendar includes deadlines and key 
dates for making the execution of the marketing activities less painful. 

Try to consider the following: 

- What is your media rationale for each element? 

- When will you initiate the campaign? 

- What seasonal or cyclical events must you consider when 
scheduling the campaign? 

- What will be the length of your campaign (1 year suggested)? 

 

Section 5 Action Items 

1) Lay out a marketing calendar for specific marketing activities.  List the 52 
weeks of the coming year line by line.   

You can start by laying out your dream calendar of all the things you would like 
to do and when.  We will then look at cutting back, if needed, to match the size 
of your budget. 

 

     When you have a completed calendar laid out with dates and specific media 
events (and hopefully costs associated with each) you will be ready to reconcile 
that calendar with the budget you create in the next section. 
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What's it going to cost me? (Section 6: Budget) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     This is the final step of the marketing plan process, where we reconcile the 
money you invest in marketing efforts with the potential for return, or profitability 
concerns. 

Marketing Money Cycle:  Budget >>> Tools >>> Sales >>> Budget 

     Determining what to spend on marketing 

There are three different ways to determine what to spend on marketing efforts: 

1) Percentage of Sales 

2) Budget by task 

3) Budget with a Combination Approach   

ALWAYS consider ROI (Return On Investment) in your spending 
calculation 

Use tracking devices to assist with budget monitoring:  Call-in Logs, Ad 
Codes, Reply Cards…. And always track while testing 

Budget Summary 

     Create your budget.  Make projections for each line item and reconcile the 
costs of each with the overall budget amount you determine is appropriate.  
Using the goals you set in section 3, estimate what increase in sales you will 
have and see if the numbers, when put together, make a profit for you.  
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Basic Marketing Plan Template Summary 

     If you have included all of the sections of the marketing plan that have been 
outlined here you will be well on your way to success. 

     If you need further help or information you are encouraged to check out the 
resources on the MarketingPlanGuide.com website. 

     The most complete resource for completing a marketing plan is the “Do-It-
Yourself marketing Handbook: How Anyone Can Be A Great Marketer” by John 
F. Hunt.  This award winning book has been recently updated and is available for 
download at www.MarketingPlanGuide.com 

 

We wish you the best in your marketing plan efforts! 

 

Sincerely, 

John F. Hunt 
John Hunt and the team at 

www.MarketingPlanGuide.com 
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Resources to help you with your marketing: 

 

 

How To Write A Marketing Plan: Home Study Course 

Over 3 hours of teaching.  The most comprehensive course of its kind. 

 

 

Word Processor version of the Marketing Plan Template used in John Hunt’s 
book, “The Do-It-Yourself Marketing Handbook.” 

Just fill in the blanks and print! 

 

You can find other tools at www.MarketingPlanGuide.com 

 


