	MARKETING STRATEGY	

This document lays out the structure for developing your marketing strategy. By watching the accompanying videos and following each of the tasks outlined, you can customize this plan for your own business. Throughout this template, I have included examples of some of the information included in my marketing plan for 2012 as guidance for what to complete in each section. Please edit each section and choose tactics that will be irresistible to your target client and then create a calendar of activity to keep you accountable throughout the year. I promise you by structuring your marketing in this way; you will greatly enhance your chances of success. 

Audit
An assessment of what marketing has and has not worked over the past year. 

SWOT
Strengths, Weaknesses, Opportunities and Threats

Lessons Learnt
What lessons have you learnt over the past year?

The lessons learnt through my marketing this year (2012) are as follows:
· Bridal Fayres are not as effective if I’m not there.
· Regular advertising is key.
· Advertising must have a consistent message through all executions.
· Vendor relations are the most effective way to grow bookings.
· I could improve on my number of weddings published.

Objectives
What are your objectives for the New Year?

1. To raise awareness of Donal Doherty Photography 
2. Position as the leading wedding photographer in Northern Ireland
3. Grow bookings of high-end weddings

Target Audience
Who is your target audience? 

Example – High End Bride, Mothers and Baby, Alternative, etc.

Key Messages
What are the key messages you wish to tell your audience? 

· Best wedding photographer in Northern Ireland
· Friendly and approachable
· Highly exclusive

Key Messages For Each Target Demographic
An overall key message for each target client. 

1. The High-End Bride
To develop a range of mechanisms for communicating with high-end brides to persuade them to book Donal Doherty Photography for their wedding photography.

Understanding the target audience

Who are they?

How many of them are there?

Where are they?

What do they do?

What do they think?

What do they think about the service?

Communications Objectives

Awareness
· To increase awareness by those 25 – 35 year olds ABC1s.
· Of the quality of photography and service delivered by Donal Doherty Photography.

Attitudes
· To generate strength.
· If you’re getting married you want the best and Donal Doherty Photography is known as the best wedding photographer in the country.

Behaviors
· Make an enquiry
· Book

How I want the audience to respond to my communications

Knowing awareness – Donal Doherty is the best wedding photographer in the region, the experience and products delivered are second to none.
Thinking – Education: he is the best and he is exclusive.
Feeling – Excited when they see my work and they will hope I’m available to capture their day.
Doing – Behavior: make an enquiry and book

Tactics

ONGOING
· PPC £5 per day - £150 per month
· Blog a few times a week
· Social Media
· Newsletter

BLOG
Aim to blog 3 to 5 times a week
Expand on my personal life on the blog moving forward.
In addition to weddings and engagements develop regular features:
· Good Reads
· Featured
· Good Flicks
· Video features
· Rocking and Rolling (Things that are good and bad)
· FAQ
· Inspiration
· Bride Interviews
· Put together a blog on the best places for a pre-wedding shoot
· Blog on why pre-wedding shoots benefit men more
Try and improve the content, which accompanies weddings and pre-wedding shoots.

ADVERTISING
A consistent message and look must be used across executions throughout the year.
· Ulster Bride – Full page and editorial in each issue - £2,400
· Local Brides NI - £100

BRANDING
· Engage the services of Melissa Love to design my brand. 

EVENTS
· Derry Journal Bridal Fayre x 2
· Redcastle Bridal Fayre x 2 
· Drenagh Bridal Fayre x 2
· Wedding Journal Show at the end of the Year

TRAINING
· SWPP Convention 13th – 15th Jan
· WPPI 15 – 23rd Feb I need buy my pass for WPPI and plan the seminars I want to go to. I should list skills gaps that need addressing in 2012. 

PR
Profiles
· Job profiles – building my profile as a leader in the field in local papers and the business press
Real Weddings
· Real weddings
· Photo fits
Wedding Podcast 
· The Luxury Wedding podcast – where we discuss issues which are relevant to brides on each episode
Event 
· Event in March for brides to be
Awards
· GMNI Readers Awards 
· Go for Licentiate
· Getting accepted into the PPANI
Questionnaire
· Possible questionnaire of couples getting married 
CSR
· Help Portrait 
Competitions
· Approach national publications to get involved in their competitions
· Is there one being run as part of the Derry Journal Bridal fayre
Features
· Put together a list of features which I could pitch for bridal supplements
· Is there scope for a regular feature?
Photo Press
· Talk about the podcast 
· Pitch features about the business

Photo Shoot
· Photo-shoot scheduled with Peter Thomas photography
Social Media
· Put together a strategy for growing our audience on social media
Vendor Relations
· Put together a list of the venues I would like to engage with next year.
· Seek meetings with possible venues
· Design an introductory letter with a brochure introducing the business and follow-up with a call a few days later. Arrange a suitable meeting time.
· Touch base with venues from last year and supply them with images for use on web etc. 
· Need to have a structure for engaging with the venue post event
· Offer my services for free
· Suggest a styled shoot
· Send venues with weddings there last year photos
· Do a special package for the Bridal Showroom
· Reciprocal website links
· Have a prepared conversation
· Take resources with me
· Follow-up with a thank you card or letter
Website
· Redevelop the website to get me through to the new redevelopment
· Plan a redevelopment after the branding process – July onwards

Timescale
Schedule the tactics you select into a calendar of activity with defined tasks each month. 

Budget
Overall cost of marketing resources.

Evaluation
The campaign will be evaluated in December 2015.
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