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1.0 Executive Summary
The executive summary is a synopsis of the main points of the marketing plan and how it will be carried out. You should include the products/services you are offering and the markets you are serving. It should be written after completing the rest of the marketing plan.
2.0 Business Background
The company Background should outline details about the company, such as:
· Date that the business was established 

· High level view of the services/products offered

· Where the business operates from 

· Market(s) that the business operates in

· Success to date  

2.1 Organisational Structure 
The Organisational Structure should include a graphical display of the key people that make up your business. This section should also include a profile of your key people and their roles within the business. 
Key Person 1
Key Person 2
2.2 Products/Services
This section should include a detailed description of the products or services that the business offers, incorporating the key benefits and features of each product/service.
2.3 SWOT
A SWOT analysis assists you to identify your business strengths and weaknesses. It also helps to identify any potential external opportunities and threats. If possible, you should support a SWOT analysis with details of your business size, position in the market, location, number and type of employees, staff turnover rates, and details of future plans. 

Strengths: (e.g. experience in the market, low overheads, leading edge technology, or customer service)

Weaknesses: (e.g. resource issues, supplier reliability)

Opportunities: (e.g. gaps in the market that your product/service could fill)

Threats: (e.g. competitor activity, new legislation)

3.0 Industry Analysis 

This section is a review of the market that you operate in and assessment of the competitive forces within your market.  This section is a synopsis of sections 3.1, 3.2, and 3.3 which follow. This should include a review of:

· Potential competitors and their products/services, which could be seen as alternatives to your own offering.

· Potential new entrants coming into your market from other markets.

· Potential and existing suppliers that you will require

· The potential market for your service/product   

This section should present a detailed insight into the competitive aspects of the industry.
3.1 PESTLE Analysis

Section 3.1 is a review of the environmental factors from a macro level that will affect both the industry that you operate in, and your own business. These would include the review of:  

Political Factors - the political situation in the country in which you operate will be an influential factor on the regulations within your industry, and the spending power of your consumers.  (e.g. legislation and potential changes that will affect your industry)
Economic Factors- awareness of economic factors such as interest rates, inflation and potential economic growth and how they may affect your business  

Social Factors - social and cultural influences of the market that you operate in (e.g. demographic changes, purchasing habits)

Technological Factors - potential technological developments that could assist you or a competitor to provide a cheaper offering, or a more efficient way of dealing with your customers. (e.g. Internet, email, online shopping) 

Legislative Factors- awareness of legislative factors such as the introduction of new legal acts, changes to the existing legislation, employee health and safety legislation, discrimination and unfair dismissal is important as they can impact heavily on the business.

Environmental Factors- awareness of environmental factors such as waste/chemical disposal, material recycling and how they may affect your business  

3.2 Demographics

Knowledge of your customers is important particularly when it comes to market segmentation. If the demographics of your customer base, e.g. age, marital status, sex, etc. change over time, so too should your product or service offering. Providing a product or service that does not match the current demographic profile is a major error of a marketing plan, so accurate demographic data is of paramount importance. 
3.3 Other Public Factors

Other factors such as the media and financial investors also have an impact on the industry. While they may not be as strong as those in the industry PESTLE analysis they still play a part in the way the industry is structured. E.g. (impact of the media, i.e. newspapers, radio)
4.0 Customer Analysis
Knowing your customer is the key to a good marketing plan, as the customer is the ultimate user of the product or service for which the marketing plan is developed. Knowledge of their lifestyles, purchasing patterns, etc. is required here through primary and (or) secondary research. Surveys are a good means of gathering customer information: Areas that need to be included in this section are Target Market and Market Size. 
4.1 Target Market

The market gets divided into a number of specific segments based on the needs of the customer. A list of specific customers and users need to be drawn up for each segment based on their demographics, locations and purchasing patterns.
4.2 Market Size

The size of the potential market needs to be calculated, as it will influence the way in which products and services are promoted and distributed. The marketing plan needs to take account of the market size particularly, and be highlighted in the executive summary of this plan.
5.0 Competitor Analysis 

A competitor comparison analysis assists a business to identify possible strengths and weaknesses of their competitors in the market. If possible, a competitor comparison analysis should be supported with details of their business size, their position in the market, location, organisation structure and the number and type of staff they employ, their staff turnover rates, and details of any future plans/developments. 
Competitor A: _____________________________  
Strengths:

Weaknesses:

Opportunities:

Threats:

Competitor B: ________________________________  
Strengths:

Weaknesses:

Opportunities:

Threats:
Competitor C: _______________________________ 
Strengths:

Weaknesses:

Opportunities:

Threats:

6.0 Market Research & Findings
Results from market research are the basis of any marketing plan. They provide the framework from which to build a plan. These results should be included in the appendix section of the marketing plan. Typical research sources are the Internet, surveys, interviews, trade shows and trade publications. In this section you should include a summary of your findings, they should reinforce the capacity for the business to grow and develop. Examples would include results of surveys and interviews.

7.0 Marketing Recommendations

This section should detail the recommendations of the business’s marketing strategy (7.1) and marketing mix policy (7.2) that are required so that your marketing goals and objectives can be created. It should set out clearly the business mission, and planned position within the market. This section should highlight the manner in which you will promote your service to ensure that the marketing objectives will be reached.   
7.1 Marketing Strategy

This is a detailed examination of what the goals and objectives of the marketing plan are, and the way in which these goals and objectives will be met. Customer segments should be identified here as well as the means to meet their needs. The strategy should focus the business on each customer segment thereby preventing the business from being a supplier of homogenous products and services that do not suit all customer tastes. Product lifecycle also needs to be considered. Remember that the market is constantly changing.
Mission Statement 
This statement should encapsulate what your business stands for and the way that you expect to be viewed in the market place.
Position    
Clearly set out the position that you want to obtain within the market. e.g. to be market leader in the fast moving consumer goods market. 

Marketing Objectives  
Clearly set out the marketing objectives of the plan and the steps that will be taken to achieve them. These can be measured in terms of market growth.
Financial Objectives  
Clearly set out the financial objectives of the plan and how it can be measured in terms of revenue. (i.e. Break Even analysis, etc.). 
Target Market   
Clearly set out the market segments that will be the key areas of potential growth for the business and any planned targets (in the future).

7.2 Marketing Mix

Having the right mix of Product, Price, Place, Promotion, Customer Service is a major consideration in the marketing process.  The Price cannot be set too high or too low as it can affect sales volume and revenue. It’s a matter of getting the balance right. The way the product/service is placed and the image it portrays will impact on its success in the market. You will need to decide whether the product will be available on a broad or narrow scale, again this will impact on the sales volume and potential revenue. Promotion will build awareness of the product, so deciding on what channels to use is an important factor.
7.2.1 Product/Service 
Products/Service Description – Describe in detail the products/ services offered.
Benefits of Products/Service – Describe the way in which the products/ services offered will benefit the customer.
Production Process – Describe the way in which the products/ services offered will be produced.
New Products/Service – details of new products/services (if any) are being considered (or in the future).
7.2.2 Price 
Pricing of Product/Service - outline the pricing strategy e.g. premium or low pricing for each market segment for the business’s products/services and the pricing structure (e.g. margin, mark-up).
Pricing Comparison - outline the pricing comparison of the main competitors. In this section, if prices are lower or higher than competitors, the rationale should be given. (for example quality, market positioning or competitive pressure). 
7.2.3 Place
In this section you should include where the business is located. Depending upon your industry, location may be a key factor on its success e.g. the impact of customer traffic on the retail business. Place can also be seen as a channel of distribution that is required to move your product/service from production to the consumer. A distribution channel can be direct (e.g. direct to consumer) or indirect (e.g. via a wholesaler).  Distribution will be based on Market segment, changes in the product life cycle, suitability of the distributor i.e. do their policies and strategies suit those of your offering. 
7.2.4 Promotion 
This section should highlight the way in which the products/services will be promoted. It will include such areas as: 

· Media Plan 

· Promotional Material 
· Advertising 

· Sponsorships 
· Launch Events 
· Press Releases  

· In-Store

These areas should be reviewed from the perspective of the Industry that the business operates in that of competitors promotional strategies.

7.2.5 Customer Service 
In this section details of the customer service plan should be included. This would include plans for:  

· Customer Communications 

· After Sales Service 
· Service Level Agreements  

· Service Quality Control  
· Retaining Customers  
· Customer Complaint Handling   

· Developing the customer base – Loyalty Programmes

Appendices

The appendices should include items that were used to complete the marketing plan and relevant information for the reader. eg. sample  of product sample promotional material, competitors products research….    


