Marketing Plan

The Marketing and Sales section of your plan will make or break the prospects for your venture. A great idea is meaningless if you cannot find customers. Carefully drafted and logical financial projections are irrelevant if nobody buys your product. In this

Marketing Strategy section you must convince first yourself, and then the reader, that there is indeed an eager market for your product. The Marketing Strategy section is where you show how you are going to fit into the market structure you just finished describing. What are unmet needs in the marketplace and how are you going to fill them? How will you differentiate your product or service from your competitors? What unique features, benefits, or capabilities will you bring to the marketplace? Who are our customers? Research you do for this subsection will be with customers and potential customers. It is imperative that you do sufficient customer research to convince potential investors (and yourself) that customers will indeed come flocking to buy your product or service. Customer research can include simply talking with potential customers to get reactions to your product idea, conducting focus groups, undertaking walk-up or mailed surveys, putting up a mock demonstration of your concept and soliciting customer feedback, and so on. Be creative in finding ways to get honest customer input about your product or service. And finally, don't inadvertently cook the books here. You are undoubtedly enthused about your concept. Customers will pick up on your enthusiasm and often reflect it back to you, leading to erroneous conclusions about customer acceptance. So be neutral and factual as you collect data.

Introduction

Write a one-paragraph description of the critical elements of your marketing plan using the “Seven Sentence Marketing Plan” document on my website.

Describe your target customer and explain why they would buy from you. What is the compelling need that you are satisfying? How will you position your product/service relative to your competition? Describe the distribution channel and how you will sell the product/service.

Create a seven-sentence marketing strategy statement:

1. The first sentence tells the purpose of the marketing strategy.

2. The second tells how you’ll achieve this purpose, focusing upon your benefits.

3. The third tells your target market – or markets.

4. The fourth, the longest sentence, tells the marketing weapons you’ll employ.

5. The fifth tells your niche.

6. The sixth tells your identity.

7. The seventh tells your budget, expressed as a percentage of our projected gross revenues.

Example:

The purpose of Prosper Press is to sell the maximum number of books at the lowest possible selling cost per book.  This will be accomplished by positioning the books as being so valuable to free-lancers that they are guaranteed to be worth more to the reader than their selling price.  The target market will be people who can or do engage in free-lance earning activities.  Marketing tools to be utilized will be a combination of classified advertising in magazines and newspapers, direct mail, sales at seminars, publicity in newspapers and on radio and television, direct sales calls to bookstores, and mail-order display ads in magazines.  The niche to be occupied is one that stands valuable information that helps free-lancers succeed, the ultimate authority for free-lancers.  Our identity will be one of expertise, readability, and quick response to customer requests.  Thirty percent of sales will be allocated to marketing.

Adapted from Levinson, Guerilla Marketing, 1998

Target Market Strategy

Explain your strategy for defining your target market. Describe the unmet needs of your target customers that your product /service fulfills or the problems that it solves.

· What segment of the market are we targeting?

· What characteristics define our target customers?

· How big is our target market? What share of the market will we capture?

· Who are our customers? End users? OEM's? Distributors? Retailers?

· What needs does our product fulfill with our target market?

· What problems are we solving for these customers?

· What evidence do we have that potential customers want our product?

· How will we position our product or service with our customers?

· What evidence do we have that our target market wants our product?

Product/Service Strategy

Describe how your product has been designed and tailored to meet the needs of your target customer, and how it will compete in your target market:

· What specific product/service design characteristics meet the needs of your customers?

· What differentiates our product in our target market?

· How does it differ from that of our competitors?

· What are the strengths of our product/service? 

· Weaknesses?

· Why will customers in our target market buy our product rather than the competitions?

· How will we differentiate ourselves from our competitors, i.e. how is your product/service positioned?

· Why will customers switch to or select us?

· How quickly and how effectively can your competitors respond to our business?

Pricing Strategy

Explain your pricing strategy and why it will be effective with your target customer in your marketplace.

· What is our pricing strategy? 

· Why?

· How does our pricing strategy compare with our competition?

· What evidence do we have that our target market will accept our price?

Distribution Strategy

Describe your distribution strategy and explain why it is the best for your marketplace.

· How will we distribute our product or service?

· What distribution channels will we use? 

· Why?

· How will we gain access to these channels?

Advertising and Promotion Strategy

Explain your advertising and promotion strategy. It is critical that you inform your target market about the availability or your product or service, and that you continue to communicate your benefits to that market.

· How will we advertise and promote our product or service?

· How will we communicate with our customers? 

· Advertising? 

· Public relations?

· Personal selling? 

· Printed materials? 

· Other means of promotion?

· Why will this be strategy be effective in reaching our target customer?

Sales Strategy

Depending on your business, sales may be a critical component of your success.

Remember, "Nothing happens until the sale is made." An effective sales strategy is critically important for most manufacturers, publishers, software firms, and many service providers. Don't overlook the importance of formulating an effective sales strategy!

· How will our product or service be sold? 

· Personal selling? 

· TV infomercials?

· Direct mail?

· Who will do the selling? 

· An internal sales force? 

· Manufacturer's representatives?

· Telephone solicitors?

· How will we recruit, train, and compensate our sales force?

· How will we support our sales effort? (e.g. internal staff, service operations, etc.)

Marketing and Sales Forecasts

Summarize of your marketing expenses and revenue forecasts here. Include enough information to inform, but not so much that the reader is overwhelmed. For example you might include a table summarizing revenues for a simple business that looks like this:

Revenues 

Year 1 

Year 2 

Year 3 

Year 4 

Year 5

Units Sold 

25,000 

35,000 

50,000 

100,000           150,000

Price per Unit 

$25.00 

$23.00 

$21.00 

$18.00 

$17.00

Net Revenue 

$625,000 
$805,000 $
1,050,000 
$1,800,000 $2,550,000

A table summarizing sales and marketing expenses might look like this:

Sales & Marketing 
Year 1 

Year 2 

Year 3 

Year 4 

Year 5

Salaries and Fringes 
0 

23,000 

29,250 

84,000 
          102,000

Commissions 

31,250 

40,250 

52,500 

90,000 
          127,500

Telephone, Fax 
5,000 

7,000 

10,000 

15,000 
            20,000

Travel and Entertainment 5,000 

6,000 

7,000 

8,000 
            10,000

Brochures and Literature 15,000 
20,000 

15,000 

25,000 

35,000

Recruiting and Relocation 10,000

Total Sales and Marketing 66,250 
96,250 

113,750 
222,000           314,500

% of Revenue 

10.6% 

12.0% 

10.8% 

12.3% 

12.3%

For each table, explain the principal assumptions used to create the table and describe

important results such as revenue growth rates, extraordinary expenses, etc.

Operations Plan

The Operations section outlines how you will run your business and deliver value to your customers. Operations is defined as the processes used to deliver your products and services to the marketplace and can include manufacturing, transportation, logistics, travel, printing, consulting, after-sales service, and so on. In all likelihood, about 80% of your expenses will be for operations, 80% of your employees will be working in operations, and 80% of your time will be spent worrying about operating problems and opportunities. Be sure that you carefully link the design of your operations to your marketing plan. For example, if high quality will be one of your comparative advantages in the marketplace, then design your operations to deliver high quality, not low costs.

Remember that you will probably have to make trade-offs with your operations. It is impossible to have the lowest costs, highest quality, best on-time performance, and most flexibility in your industry all at the same time. Often, higher quality means higher costs, lower costs means less variety and less flexibility. Be careful how you make these tradeoffs so that you can deliver products to the market in accordance with your marketing plan!

Introduction

Write a brief introduction to the operations section. This can also be a good place to include a more colorful and evocative description of how you will use operations to add value for your customers.

Operations Strategy

In this subsection, describe how you will fulfill your marketing strategy using operations:

· How will you use operations to add value for customers in your target market?

· How will you win in the marketplace on the dimensions of cost, quality, timeliness, and flexibility?

· Which dimensions will you stress and which will you de-emphasize?

· What comparative advantages do you have with our operational design?

Scope of Operations

Describe the scope of your operations. Include details in an appendix, as necessary.

· What will you do in-house and what will you purchase (make vs. buy?) 

· Why does this make sense for our business?

· What will be your relationship with vendors, suppliers, partners, and associates?

· What kind of people will you need to hire?

Ongoing Operations

How will your company operate on an ongoing basis? Include detail in an appendix, as necessary.

Operations Costs

Include a brief summary of anticipated cost of revenue such as this table:

Cost of Revenue 
Year 1 

Year 2 

Year 3 

Year 4 

Year 5

Direct Costs

 275,000 
313,250 
395,000 
725,000          990,000

Salaries and Fringes 
70,000 

95,000 

120,000 
175,000          215,000

Facilities 

50,000 

50,000 

50,000 

100,000          150,000

Depreciation 

17,143 

25,714 

42,143 

66,429 
          107,143

Warehouse and Shipping 10,000 
12,000 

15,000 

25,000 
            40,000

Production Supplies 
5,000 

10,000 

10,000 

15,000 

25,000

Total COGS 

$427,143 
$505,964 
$632,143 
$1,106,429 $1,527,143

% of Revenue 

68.3%

 62.9% 

60.2% 

61.5% 

59.9%

Be sure to describe your assumptions and the implications of the forecasts you summarize.

Development Plan

In this section, you will outline how you intend to ramp-up your business. This section is often woefully under-developed in many business plans. Assuming you have a dynamic marketing plan and customers do indeed come flocking for your product or service, you must be able to deliver it to them. The Development section is a road map of how you are going to get from where you are now to where you want to be in the future. If you are starting a business, what are all of the steps that you need to accomplish to get the business up and running? If you are expanding a business, what do you need to do to make it grow? These steps can be as routine as securing retail space, or as critical as applying for and getting a patent on key technology.

Development Strategy

· What work remains to launch your company and our products? 

· What factors need to come together to make our concept work? 

· What are you doing to bring them together?

Development Timeline

· What is your timetable for launching our company and our products? (Add a chart or table here.) Go out as far in the future as you have plans.

Development Expenses

Include a table summarizing anticipated development expenses and of the assumptions behind your estimates.

