


Creating Your 2016 eCommerce 
Marketing Plan

• As 2015 is drawing to a close, now’s the time to 
start planning and strategizing for 2016 and your 
ecommerce marketing plan should be on the top of 
your list. 

• Your marketing plan is a map to guide you 
toward your goals

• A marketing plan outlines and supports the key 
marketing fundamentals of your business and 
defines directions, objectives and tactics for the 
business and its employees.

• A detailed marketing plan sets clear, realistic and 
measurable objectives, provides a budget, and 
allocates responsibilities based on your current 
situation and your future company goals.



1 Analyze Your Business’ 

Current Situation

The first step is to 

understand your brand’s 

current overall situation. 

This should include an 

analysis of your current 

financial position 

revenue, expenses, etc.), 

as well as your brand’s 

strengths, weaknesses, 

opportunities, and threats 

(SWOT).

Sales forecast.  Again 

using data from the 

CMOsurvey.org helps 

plan for expected Internet 

sales. 

http://www.cmosurvey.org/results/


2 Set Your Marketing Goals 

and Objectives

• Your annual ecommerce marketing plan should include both quantitative 

and strategic goals.

Examples of quantitative goals are total revenue, profit, number of 
new customers, number of new leads, units sold, etc.

Examples of strategic goals are expanding into new markets or 
channels, increasing your brand awareness, engaging more with
customers, strengthening customer loyalty, customer education etc.

• Your goals need to be realistic and achievable. They should not be too 
easy and they should also not be unattainable. Setting realistic, yet 
challenging, marketing goals will be a huge factor in your marketing 
success

• Your goals must be specific and include a timeframe.

• It is critical that your goals are measureable in order to calculate the 
success of your marketing strategies.

Your marketing goals provide 

the framework for your 

marketing plan. To begin, you 

must ask  What do I want to 

accomplish  and how do I get 

there? You need to define 

specific goals that you want 

your marketing to achieve for 

you with measurable outcomes.



3 Develop A Marketing 

Budget
Creating a marketing budget is 

one of the most crucial elements 

of doing business. A marketing 

budget prevents a company from 

overspending on low-priority 

marketing activities with little 

return on investment while 

ensuring that the funds are 

available to carry out all high-

priority phases of your marketing 

strategy including research, 

development and implementation.

Your plan should revolve around your budget. On average the following graphs 

from CMOsurvey.org show what other eCommerce businesses are spending 

on their marketing as a percentage of the firm’s budget and as a percentage of 

the company’s revenue

This is only a guide but gives some nice insight into what other 

companies are doing.  If you are too far from center on either of these 

percentages you may want to review your strategy.

CMOsurvey.org


4 Develop Buyer Personas

An integral part of any marketing 

plan is to know who your target 

market is, and more importantly, 

to understand exactly who your 

target customer is. This customer 

is defined as your “buyer 

persona”.  Developing buyer 

personas offers a valuable way to 

understand customers’ behaviors 

and needs and results successful, 

more cost effective marketing.

This table from Hubspot details the information/process required in 

developing your buyer personas

• A successful marketing plan starts with an in-depth understanding of what 

motivates and drives your potential consumer to make a purchase, what 

their biggest problems are, how they search for information and solutions, 

and what influencers play a role in their final decision.

• Once you have established your buyer personas, you can deliver targeted 

messaging to your customer exactly where they are using language they 

are used to, and provide solutions that align with their exact needs. 

• Buyer Personas are developed using internal research (surveys and 

interviews), independent research and market research and should include 

demographic/background information and behavioral information.

• Marketo created a great 2-page cheat sheet on developing buyer 

personas, how you can create buyer personas and map them to your 

buyer's journey.

http://www.marketo.com/cheat-sheets/marketing-personas/


5 Define Your Marketing 

Tactics & Strategies

Once you have established 

your business’ current 

situation, developed your 

goals and budget, you need 

to determine exactly what 

marketing campaigns and 

tactics you need to 

implement to meet those 

goals

The following graph from Forrester Research Inc. shows which 

marketing tactics businesses are investing in.  Use this as a guide

With this information you can start to plan your strategy and allocate 

your funds.  While you are deciding where to allocate funds also keep 

your traffic plan and conversion rates in mind.  At the end of the day 

that is what it is all about.  Leads and sales.



6 Identify Your Traffic Plan 

When developing a traffic plan, you need to understand that there is 

traffic and then there is qualified traffic. Obviously, if you want to 

achieve your marketing goals, then you need qualified traffic, visitors 

who are more likely to enter your marketing funnel and convert.

Traffic plan is a basis for building your sales plan 

a. Your conversion rate

b. Average value of a sale

c. Planned sales goal

d. To calculate your needed traffic to meet your sales goal

i. (Sales goal/average value of a sale)/conversion rate= 

needed site traffic to achieve goal

ii. Ex. (Sales goal is $2,000,000/$40 avg value of 

sale)/1.5% conversion rate = 3,333,333 million 

visitors.

.

A marketing plan is your 

roadmap of how you’re going 

to drive traffic and 

conversions to your site

This chart shows several marketing tactics to drive traffic to your website.



7 Recognize and Outline 

Other Key Factors To 

Include in Your Plan

Other key factors to remember in building your plan for 2016

a. Marketing Plan based on the seasonal trends of your business

b. Buyer personas who is your audience, where are they and what are 

their needs

c. Tie your media plan and expected sales into the marketing plan

d. Competitive analysis of what your competitors are doing is important 

to include

.

It is extremely important to 

understand and plan for all 

internal and external factors, 

both present and future that can 

affect your business, brand, 

consumer and the economy.

These graphs by eMarketer show 

the holiday seasonal trend in sales 

for ecommerce.  Awareness of and 

planning for these trends is crucial 

to the success of your marketing 

plan

This year’s holiday retail season is 

expected to be strong in the US. 

eMarketer forecasts that US retail 

sales in the months of November 

and December 2015 will increase 

5.7% year over year, reaching 

$885.70 billion

http://www.emarketer.com/Article/Happy-Holiday-Season-Expected-Retailers/1012898


The goal of marketing is to 
reach your audience and 
communicate a message. It 
is extremely important to the 
success or failure of your 
business for you to make the 
optimum, most educated 
choices on how to 
accomplish this for your 
ecommerce business .

8 Be Aware of Shift in 

Marketing  From 

Traditional To Digital

.

Growth in digital marketing vs traditional marketing from CMOsurvey.org

• Digital marketing allows you the opportunity to engage with your 

customer. In traditional marketing, the communication only 

happens in one direction while in digital marketing the 

communication is multi-directional where there is active 

communication with the consumer both talking and listening.

• Digital marketing is more cost-effective than traditional. With digital 

advertising, your can compete with larger competitors, reach more 

qualified customers and generate more revenue for a relatively low 

monthly investment.

• With digital marketing you can target qualified customers

• With digital marketing campaigns, the potential for exposure for 

your brand and message is huge. 


