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I.
EXECUTIVE SUMMARY

The executive summary is a synopsis of the overall marketing plan. The executive summary is easier to write if you do it last, after you have written the entire marketing plan. You may wish to include a summary of the proposed project and highlight the overall marketing goals.
II.
SITUATIONAL ANALYSIS

A. The internal environment

Mission Statement

Organizational Structure
Current Products

Current Markets

Current Marketing Strategy

B. The external environment

Competitive forces

· List top three major competitor and the top two strengths and weakness of each competitor.
· Are there any foreseen changes in competitive landscape for the future.

· Does the structure of the industry affect competitive actions.
· Include a Positioning map highlighting the main competing products.

Economic forces

· General economic condition of the country, region, state, or local area. 
· What is the consumer confidence level and does it affect our business? 

· What is the buying power and spending patterns of consumers in our target market(s)?
Political forces

· Have recent elections changed the political landscape? What type of industry controls do our new elected officials favor?
· What is our company doing currently to maintain good relations with elected political officials? Have these activities been effective? Why or why not?
Legal and regulatory forces

· What federal, state, or local government regulation affect operations?
Technological forces

· What impact has changing technology had on the target market, operations of business and/or marketing?
· Are there any technological developments that pose a threat or opportunity (make product obsolete – or improve acceptance of a new product)?
Social or cultural forces

· How are society’s demographics and values changing? What effect will these changes have on our operations?

· Are there any extreme attitudes about the industry, company, or product(s)? How does the company  or industry respond to these?

· What consumer or environmental groups could intervene in the operations of our industry or company?

· Are there any ethical issues of primary importance that affect the business?
Global Issues
· Are there any emerging global trends (labor raters, outsourcing, etc.) that affect the business?

· Are there any governmental activities or regulations (NAFTA, other trade agreements) that affect the business?

· Are there any advantages to sourcing or selling to markets outside the domestic market?

III.
STRENGTHS AND WEAKNESSES

A. Strengths

Strength 1: 

How does this strength affect the operations of the company, the needs of its target market(s) and/or external factors?
Strength 2: 

How does this strength affect the operations of the company, the needs of its target market(s) and/or external factors?
Strength 3: 

How does this strength affect the operations of the company, the needs of its target market(s) and/or external factors?
B.
Weaknesses

Weakness 1: 

How does this weakness affect the operations of the company, the needs of its target market(s) and/or external factors?
Weakness 2: 

How does this weakness affect the operations of the company, the needs of its target market(s) and/or external factors?
Weakness 3: 

How does this weakness affect the operations of the company, the needs of its target market(s) and/or external factors?
IV. OPPORTUNITIES AND THREATS

A.
Opportunities

Opportunity 1: 

How can this opportunity be utilized to affect the operations of the company, the needs of its target market(s) and/or external factors?
Opportunity 2: 

How can this opportunity be utilized to affect the operations of the company, the needs of its target market(s) and/or external factors?
Opportunity 3: 

How can this opportunity be utilized to affect the operations of the company, the needs of its target market(s) and/or external factors?
B.
Threats

Threat 1: 

What must be done to minimize the effect of this threat on the operations of the company, the needs of its target market(s) and/or external factors?

Threat 2: 

What must be done to minimize the effect of this threat on the operations of the company, the needs of its target market(s) and/or external factors?

Threat 3: 

What must be done to minimize the effect of this threat on the operations of the company, the needs of its target market(s) and/or external factors?

V. MARKETING PLANNING
A. Marketing Objectives: 

· Utilizing the SWOT analysis, how can the company’s strengths be matched to its opportunities to create capabilities? How can the company convert its weaknesses into strengths? How can the company convert its threats into opportunities? 
· .How will you position your product?
· List quantifiable objectives with associated timelines
VI. MARKETING STRATEGIES
A. Target market(s) –consumer
· Prospect profile (which segment selected and why?)

· Demographic characteristics: sex, age, income, occupation, education, ethnic background, family life cycle, etc
· Geographic characteristics: location, accessibility, climate, density, resources
· Psychographic characteristics: attitudes, opinions, interests, motives, lifestyles 
· Product-usage characteristics: usage rate, benefits sought
· Include information regarding the met and unmet  needs of target market. How does your product offering contribute?
AND/OR
Target market(s) –organizational consumer 
· Type(s) of organizational consumer (manufacturer, wholesaler, retailer, nonprofit, government). 

· Classification of industries targeted

· Characteristics of organizations: geographic, company size, company age, technology usage

· Type of purchase (new-buy, rebuy, modified rebuy) and associated needs

B. Product Strategy

· Definition of product/service

· Suggested changes in product and or packaging

C. Pricing Strategy
· Pricing Objectives (Sales-based, Status quo, or profit based)
· Associated pricing strategies and techniques (penetration, skimming, prestige, break even, markup, bundled, etc)

· Specific price suggestions (amounts, terms, etc.)

D. Distribution Strategy 
· Direct versus indirect (retailer, wholesaler, etc.) distribution - rationale
· Push versus pull strategy – rationale

· Intensity of coverage (exclusive, selective, intensive) – rationale

· Internet distribution strategy (direct versus use of other online retailers) 

E. Promotion Strategy – BADM 481
1) Creative platform (Selling proposition – positioning statement)

2) Creative Strategy

i. Source 

ii. Message 

iii. Media utilized
iv. Budget for each

v. Timeline for each 
3) Promotional Elements

Provide rationale for promotional media used, specific vehicle, budget and timeline for each:

i. Online

ii. Advertising

iii. Sales Promotion

iv. Trade shows and associations

v. Public relations

vi. Direct Marketing

vii. Personal Selling
F. Online Considerations – BADM 378
1) Online communication objectives
i. Creative strategy

ii. Source

iii. Message
2) Web site analysis

i. Online image – presence 

ii. Navigation analysis

iii. Customer service analysis
iv. Back-end analysis

v. Hosting suggestions
3) Banner Advertising strategy
i. Creative

ii. Site selection

iii. Budget
4) Search engine marketing strategy

i. Suggested key words

ii. Suggested pay-per-click strategy
iii. Budget
5) Affiliate marketing strategy
i. Recommended strategy

ii. Recommended affiliate sites

iii. Recommended links on own web site
iv. Budget
6) Direct marketing strategy
i. Current customer strategy – CRM strategy
1. How to expand purchases within existing base

2. Recommended mailings
ii. Prospect strategy 

1. How to gather new prospects (suggested mailing lists?)
2. recommended mailings
iii. Budget

7) Database marketing strategy

i. Overview of the different ways database functionality will support the marketing strategy

ii. Automation that the company can expect

8) Alternative strategies

i. Guerilla marketing

ii. Viral marketing

iii. User group marketing

iv. Desktop applications

v. Podcasts

vi. RSS

VI. MARKETING IMPLEMENTATION

A. Highlight major activities and target dates for completion. It is recommended that MS project is used to create a functioning calendar or GANTT chart for easy viewing.
VII. EVALUATION AND CONTROL

A. Estimate the budget for each of the major marketing activities identified in section VI.
B. Define the performance standards for each of the marketing activities and suggest recommended alternative plan of action in the event of failure.
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