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Creating a Marketing Plan: An Overview
Effective marketing cannot begin without an effective marketing plan. The marketing plan serves to define the opportunity, the strategy, the budget, and the expected results of product sales. In this…
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This chapter is excerpted from Harvard Business Essentials: Marketer's Toolkit.
Effective marketing cannot begin without an effective marketing plan. The marketing plan serves to define the opportunity, the strategy, the budget, and the expected results of product sales. In this chapter, the individual elements that comprise the plan are introduced, as are details on how to implement adequate research in considering each decision therein.
This chapter can be used alone or in concert with other Harvard Business School Press chapters grouped together into learning clusters. Other basic-level chapters on marketing: products 2556BC, 2572BC, 2580BC, 2599BC, 2602BC, 2610BC, 2629BC, 2637BC, 2645BC, and 2653BC.
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To introduce the key elements of the marketing plan.
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5 Steps to Create an Outstanding Marketing Plan [Free Templates]

Published: January 04, 2024
Free Marketing Plan Template

Outline your company's marketing strategy in one simple, coherent plan.
Thank you for downloading the offer.
Do you take a good, hard look at your team's marketing strategy every year?

You should. Without an annual marketing plan, things can get messy — and it's nearly impossible to put a number on your budget for the projects, hiring, and outsourcing over the course of a year if you don't have a plan.

To make your plan's creation easier, we've put together a list of what to include in your plan and a few different planning templates where you can easily fill in the blanks.

To start, let's dive into how to create a marketing plan and then take a look at what a high-level marketing plan has inside.
In this article, we're going to discuss:
	What a High-Level Marketing Plan Includes

How to Create a Marketing Plan
	Marketing Plan Templates You Can Use
	Simplified Marketing Plan Template
	Plus — Social Media Plan Templates


	Pre-Sectioned Template
	Completely Customizable
	Example Prompts
	Professionally Designed

You're all set!
Click this link to access this resource at any time.
Fill out this form to access a free marketing plan template.
Marketing plan outline.

Download This Marketing Plan Outline for Free
The above marketing plan outline will help you create an effective plan that easily generates buy-in from stakeholders and effectively guides your marketing efforts.
Marketing plans can get quite granular to reflect the industry you're in, whether you're selling to consumers (B2C) or other businesses (B2B), and how big your digital presence is. Nonetheless, here are the elements every effective marketing plan includes:
1. Business Summary
In a marketing plan, your business summary is exactly what it sounds like: a summary of the organization. It's essential to include this information so that all stakeholders, including your direct reports, learn about your company in detail before delving into the more strategic components of your plan.
Even if you’re presenting this plan to people who’ve been in the company for a while, it doesn’t hurt to get everyone on the same page.
Most business summaries include:
The company name
Where it's headquartered
Its mission statement
Our marketing plan outline also includes information on marketing leadership, which is especially helpful for companies with large marketing teams.
2. SWOT Analysis
Your marketing plan's business summary also includes a SWOT analysis , which covers your business's strengths, weaknesses, opportunities, and threats. It’s essential to include this information so you can create targeted strategies that help you capitalize on your strengths and improve upon your weaknesses.
In my experience, you need a lot of patience when doing a SWOT analysis; it requires market research and competitive analysis to become truly accurate. I tend to revisit this section periodically, adjusting it as I discover more information about my own business and competition.
3. Business Initiatives

The business initiatives element of a marketing plan helps you segment the various goals of your department. Be careful not to include big-picture company initiatives, which you'd normally find in a business plan. This section should outline the projects that are specific to marketing. You'll also describe the goals of those projects and how those goals will be measured.
Every initiative should follow the SMART method for goal-making . They should be specific, measurable, attainable, relevant, and time-bound. For example, a broad goal might be something like, "Increase my Facebook following." But a SMART-ified version of this goal could be, "Increase my Facebook following by 30% by June." See the difference?
4. Customer Analysis

In this part of the marketing plan outline, you get plenty of space to share all the data you collected during your market research . If your company has already done a thorough market research study, this section of your marketing plan might be easier to put together. Either way, try to do your research before synthesizing it in a shareable document like this one.
Ultimately, this element of your marketing plan will help you describe the industry you're selling to and your buyer persona . A buyer persona is a semi-fictional description of your ideal customer, focusing on traits like:
Personal challenges
Triggering event
5. Competitor Analysis

Positioning
Market share
Our marketing plan template includes space to list out the specific products you compete with, as well as other facets of the other company’s strategy, such as their blogging efforts or customer service reputation. Keep this part of your plan simple — your full competitive analysis should be done separately. Here are a few competitive analysis templates to get started.
6. Market Strategy

Your market strategy uses the information included in the above sections to describe how your company should approach the market. 
For instance, when I'm filling out this section, I always pull insights from my SWOT analysis, my competitive analysis, and my general market research. This helps me write targeted, effective descriptions of my strategies.
Here's an example: if you found that one of your competitors employs stronger social media marketing strategies , you might add "We'll post 3 times per week on our social media profiles" under "Promotion."
In our full-length marketing plan outline, the market strategy section contains the "seven Ps of marketing" (or the “ extended marketing mix ”):
Physical Evidence
(You'll learn more about these seven sub-components inside our free marketing plan template, which you can download below.)

When I created my first marketing plan, I made the mistake of confusing the marketing budget section of my plan with my product's price and other financials.
Here's a better way to think of this section: it should describe how much money the business has allotted the marketing team to pursue the initiatives and goals outlined in the elements above.
Depending on how many individual expenses you have, you should consider itemizing this budget by what specifically you'll spend your budget on. Example marketing expenses include:
Outsourcing costs to a marketing agency and/or other providers
Marketing software
Paid promotions
Events (those you'll host and/or attend)
Knowing the budget and doing analysis on the marketing channels you want to invest in, you should be able to come up with a plan for how much budget to invest in which tactics based on expected ROI. From there, you'll be able to come up with financial projections for the year. These won't be 100% accurate but can help with executive planning.
Remember: Your marketing plan only includes a summary of the costs. We recommend keeping a separate document or Excel sheet to help you calculate your budget much more effectively. Here’s a marketing budget template to get started .
8. Marketing Channels

Your marketing plan should also include a list of your marketing channels. While your company might promote the product itself using certain ad space, your marketing channels are where you'll publish the content that educates your buyers, generates leads, and spreads awareness of your brand.
If you publish (or intend to publish) on social media, this is the place to talk about it. Use the Marketing Channels section of your marketing plan to map out which social networks you want to launch a business page on, what you'll use this social network for, and how you'll measure your success on this network.
Part of this section's purpose is to prove to your superiors, both inside and outside the marketing department, that these channels will serve to grow the business.
Businesses with extensive social media presences might even consider elaborating on their social strategy in a separate social media plan template.
9. Marketing Technology

Last, but certainly not least, your marketing plan should include an overview of the tools you'll include in your marketing technology (MarTech) stack . These are the tools that will help you achieve the goals you outlined in the previous sections. Since all types of marketing software usually need a generous investment from your company’s leadership, it’s essential to connect them to a potential ROI for your business.
For each tool, describe what exactly you’ll use it for, and be sure that it’s a strategy that you’ve mentioned elsewhere. For instance, we wouldn't recommend listing an advertising management tool if you didn’t list “ PPC Advertising ” under “Marketing Channels.”
	Conduct a situation analysis.
	Define your target audience.
	Write SMART goals.
	Analyze your tactics.
	Set your budget.

1. Conduct a situation analysis.
The first step I take when creating a marketing plan is conducting a SWOT analysis. It helps me uncover the strengths, weaknesses, opportunities, and threats facing my business.
Additionally, I need a good picture of the current market. How do I compare to my competitors? Doing a competitor analysis can help.
In doing so, I can identify the gaps (and opportunities) in a competitor's approach. What are they missing? What can I offer that'll give me a competitive advantage?
Answering questions like this should help you figure out what your customer wants, which brings us to step number two.
2. Define your target audience.
If your company already has buyer personas , this step might just mean you have to refine your current personas.
But if you don't have a buyer persona, you should create one. To do this, you might have to conduct market research.
Your buyer persona should include demographic information such as age, gender, and income. However, it will also include psychographic information such as pain points and goals. What drives your audience? What problems do they have that your product or service can fix?
Once you have this information written out, it'll help you define your goals, which brings us to step number three.
3. Write SMART goals.
My mother always used to tell me, "You can't go somewhere unless you have a road map." Now, for me, someone who's geographically challenged, that was literal advice.
However, it can also be applied metaphorically to marketing. You can't improve your ROI unless you know what your goals are.
After you've figured out your current situation and know your audience, you can begin to define your SMART goals .
SMART goals are specific, measurable, attainable, relevant, and time-bound. This means that all your goals should be specific and include a time frame for which you want to complete them.
For example, your goal could be to increase your Instagram followers by 15% in three months. Depending on your overall marketing goals, this should be relevant and attainable. Additionally, this goal is specific, measurable, and time-bound.
Before you start any tactic, you should write out your goals. Then, you can begin to analyze which tactics will help you achieve that goal. That brings us to step number four.
4. Analyze your tactics.
At this point, you've written down your goals based on your target audience and current situation.
Now, you have to figure out what tactics will help you achieve your goals. Plus, what are the right channels and action items to focus on?
For example, if your goal is to increase your Instagram followers by 15% in three months, your tactics might include hosting a giveaway, responding to every comment, and posting three times on Instagram per week.
Once you know your goals, brainstorming several tactics to achieve them should be easy. That said, you may not be able to pursue every tactic on your list (unless you have an unlimited budget, which, if so, jealous ) — which brings us to step number five.
5. Set your budget.
Before you can begin implementing any of the ideas that you've come up with in the steps above, you have to know your budget.
For example, your tactics might include social media advertising. However, if you don't have the budget for that, then you might not be able to achieve your goals.
While you're writing out your tactics, be sure to note an estimated budget. You can include the time it'll take to complete each tactic in addition to the assets you might need to purchase, such as ad space.
Now that you know how to create your marketing plan, let's dive into creating a marketing campaign outline that will help you reach the goals outlined plan.
Marketing Plan Timeline
Rolling out a new marketing plan is a big lift. To make sure things are running smoothly with all of your projects, you'll want to create a timeline that maps out when each project is happening.
A marketing plan timeline allows your team to view all projects, campaigns, events, and other related tasks in one place — along with their deadlines. This ensures everyone on your team knows what’s due, when it’s due, and what’s up next in the pipeline. Typically these plans cover marketing efforts for the entire year, but some companies may operate on a bi-annual or quarterly basis.
Once you’ve completed your analysis, research, and set goals, it’s time to set deadlines for your assignments. From new blog posts and content initiatives to product launches, everything will need a deadline. Take into account any holidays or events taking place over the course of the year.
While setting deadlines for the entire year may seem daunting, start by estimating how long you think each task will take and set a deadline accordingly. Track the time it actually takes for you to complete similar types of projects. Once you’ve completed a few of them, you’ll have a better idea of how long each takes and will be able to set more accurate deadlines.
For each project, you’ll want to build in time for:
	Brainstorming : This is the first phase where your idea comes to life in a project outline. Decide what you want to achieve and which stakeholders need to be involved to meet your goal. Set a due date and set up any necessary meetings.
	Planning : This can include determining the project’s scope, figuring out how much budget will be allocated for it, finalizing deadlines and who is working on each task. Map out any campaigns needed for each project (social media, PR, sales promotions, landing pages, events, etc.).
	Execution : This third phase is all about your project launch. Decide on a date to launch and monitor the progress of the project. Set up a system for tracking metrics and KPIs.
	Analysis : In this final phase you will analyze all of your performance data to see whether or not your marketing efforts paid off. Did you meet your goals? Did you complete your projects on time and within budget?


All projects and their deadlines should be in a central location where your team can access them whether that’s a calendar like HubSpot's tool , shared document, or project management tool.
One-Page Marketing Plan Template
As demonstrated above, a marketing plan can be a long document. When you want to share information with stakeholders or simply want an overview of your plan for quick reference, having a shorter version on hand can be helpful. A one-page marketing plan can be the solution, and we’ll discuss its elements below.

Include your company name, list the names of individuals responsible for enacting the different stages of your plan, and a brief mission statement.

2. Business Initiatives

3. Target Market
Outline your target audience(s) that your efforts will reach. You can include a brief overview of your industry and buyer personas.

This is an overview of the money you’ll spend to help you meet your marketing goals. Create a good estimate of how much you'll spend on each facet of your marketing program.

5. Marketing Channels
List the channels you’ll use to achieve your marketing goals. Describe why you're using each channel and what you want to accomplish so everyone is on the same page.

Free Marketing Plan Template [Word]
Now that you know what to include in your marketing plan, it's time to grab your marketing plan template and see how best to organize the six elements explained above. The following marketing plan template opens directly in Microsoft Word, so you can edit each section as you see fit:

Download your marketing plan template here .
Marketing campaign template.
Your marketing plan is a high-level view of the different marketing strategies you’ll use to meet your business objectives. A marketing campaign template is a focused plan that will help achieve those marketing goals.
A marketing campaign template should include the following key components:
	Goals and KPIs: Identify the end goal for each of the individual campaigns you’ll run and the metrics you will use to measure the results of your campaign when it ends. For example, conversion rates, sales, sign-ups, etc.
	Channels: Identify the different channels you’ll use to enact your marketing campaign to reach your audience. Maybe you run a social media campaign on Twitter to raise brand awareness or a direct mail campaign to notify your audience of upcoming sales.
	Budget : Identify the budget you’ll need to run your campaign and how it will be distributed, like the amount you’ll spend on creating content or ad placements in different areas. Having these numbers also helps you later on when you quantify the success of your campaign, like ROI.
	Content: Identify the type of content you’ll create and distribute during your campaigns—for example, blog posts, video ads, email newsletters, etc.
	Teams and DRIs: Identify the teams and people that will be part of enacting your marketing plan from start to finish, like those responsible for creating your marketing assets, budgets, or analyzing metrics once campaigns are complete.
	Design: Identify what your marketing campaigns will look like and how you’ll use design elements to attract your audience. It’s important to note that your design should directly relate to the purpose of your campaign.

Digital Marketing Plan Template
A digital marketing plan is similar to a marketing campaign plan, but, as the name suggests, it’s tailored to the campaigns that you run online. Let’s go over the key components of a digital marketing plan template to help you stay on track to meet your goals.
	Objectives: The goals for your digital marketing and what you’re hoping to accomplish, like driving more traffic to your website. Maybe you want to drive more traffic to your website, or
	Budget : Identify how much it will cost to run your digital marketing campaign and how the money will be distributed. For example, ad placement on different social media sites costs money, and so does creating your assets.
	Target audience: Which segments of your audience are you hoping to reach with this campaign? It’s essential to identify the audiences you want to reach with your digital marketing, as different channels house different audience segments.
	Channels: Identifies the channels that are central to your digital marketing campaign.
	Timeline: Explains the length of time your digital campaigns will run, from how long it should take to create your assets to the final day of the campaign.

Many people use social media in their digital campaigns, and below we’ll discuss some ideas you can use for inspiration.
Social Media Marketing Plan Templates
As your marketing department grows, so will your presence on social media. And as your social media presence grows, so will your need to measure, plan, and re-plan what types of content you want to publish across each network.
If you're looking for a way to deepen your social media marketing strategy — even further than the marketing plan template above — the following collection of social media marketing plan templates is perfect for you:
Download 10 social media reporting templates here .
In the above collection of marketing plan templates, you'll get to fill in the following contents (and more) to suit your company:
	Annual social media budget tracking
	Weekly social media themes
	Required social media image dimension key
	Pie chart on social media traffic sorted by platform
	Social media post calendar and publish time

Below, let's review the social media reporting templates, and what you'll find in each one.
1. Social Media Questions

This template lists out questions to help you decide which social media management platform you should use.
What We Like
Once you know what social media tactics you're going to implement in your marketing plan, it's time to figure out what channels are right for you. This template will help you do that.
2. Facebook Live Schedule

If Facebook Live is one of the marketing tactics in your plan, this template will help you design an editorial calendar. With this template, you can organize what Facebook live's you want to do and when.
Once you've decided on dates, you can color-code your FB calendar and coordinate with your editorial calendar so everyone can see what lives are running in relation to other campaigns.
3. Instagram Post Log

Are you going to begin using Instagram regularly? Do you want to increase your following? With this template, you can organize your Instagram posts, so everyone on your team knows what posts are going live and when.
This is more than just a content calendar. You can use this doc to collaborate with your team on messaging, landing pages linked in your bio, and campaign rollouts.
4. Paid Social Media Template

With this template, you can organize your annual and monthly budget for your paid social media calendar.
With this spreadsheet, all you need to do is plug in your numbers and the formulas will do the works for you. I recommend using this in conjunction with your marketing plan budget to make sure you are not overspending and funds are allocated appropriately.
5. Social Media Audit

Conducting a social media audit? You can use this template to help you gather the right analytics. Tracking the results of your marketing efforts is key to determining ROI.
Use this template to track each of your campaigns to determine what worked and what didn't. From there, you can allocate funds for the strategies that deliver the results you want.
6. Social Media Editorial Calendar

With this template, you can organize your social media editorial calendar. For example, you can include social media posts for each platform, so your team knows what's going live on any given day.
This calendar makes it easy to track activity across every social media platform, since each platform is assigned a specific color. 
7. Social Media Image Sizes

With this template, your team can have the latest social media image sizes handy. This template includes image sizes for all major social media platforms, including Facebook, Instagram, and Twitter.
Having a resource like this readily available for your team ensures that everyone is on the same page regarding image sizes and prevents delays.
8. Social Media Marketing Proposal

With this template, you can create an entire social media marketing proposal. This will outline the social media goals, the scope of the work, and the tactics that you plan to implement.
This proposal functions as more of a deep dive into the marketing channel section of your marketing plan. It's relatively straightforward and contains all the essential sections of a proposal.
9. Social Media Reporting Template

With this template, you'll gain access to a slide deck that includes templates for social media reporting.
If you plan to implement social media in your marketing plan, these reporting templates can help you track your progress. If using the social media audit above, you can add all of your data here once it's been collected.
10. Hashtag Holidays

If you're going to lean into social media in your marketing plan, you can use hashtag holidays to generate ideas.
These holidays are a great way to fill out your social media publishing schedule. With this template, you'll get a list of all the hashtag holidays for the year. Once you've come up with content ideas, you can add them to your social media calendar.
Simple Marketing Plan Template
Of course, this type of planning takes a lot of time and effort. So if you're strapped for time before the holidays, give our new Marketing Plan Generator a try.
This tool simplifies yearly planning by asking prompted questions to help guide your process. You’ll be asked to input information about:
Try our free Marketing Plan Generator here .
	Your annual marketing mission statement, which is what your marketing is focused on for the year.
	The strategy that you’ll take with your marketing throughout the year to accomplish your marketing goals.
	Three main marketing initiatives that you’ll focus on during the year (i.e., brand awareness or building a high-quality pipeline) metrics you’ll use to measure your success.
	Your target goals for those marketing initiatives like generating 100 leads per week.
	Marketing initiatives that are not aligned with your current strategy to stay focused on your goals and activities that will help you be successful.

Once you input all information, the tool will spit out a table (as shown in the image below) that you can use to guide your processes.

Pro Tip: If the tool doesn't work, clear your browser's cache or access it in incognito mode.
Start the Marketing Planning Process Today
The best way to set up your marketing plan for the year is to start with quick wins first, that way you can ramp up fast and set yourself (and your team) up to hit more challenging goals and take on more sophisticated projects by Q4. So, what do you say? Are you ready to give it a spin?
Editor's note: This post was originally published in December 2016 and has been updated for comprehensiveness.

Don't forget to share this post!
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In this article, you’ll find a complete, step-by-step guide to developing a marketing plan that will provide your organization with a strategic course of action.
Included on this page, you’ll find examples of a marketing plan, as well as pre-built marketing plan templates to suit your needs, including a Small Business Marketing Plan , Digital Marketing Plan , Strategic Marketing Plan , and more. Then, our experts show you  how to create a marketing plan and what to include.
Marketing Plan Template

Download Marketing Plan Template
Word |  PDF | Google Doc | Smartsheet
A marketing plan is a high-level document that guides your strategic initiatives and ensures your marketing goals are aligned with your overall business objectives. Use this pre-built marketing plan template to outline the purpose your business serves, as well as its strategic goals, target market, and standards of performance, to ensure you have a thorough and deliberate plan of action.
One-Page Marketing Plan Template

Download One-Page Marketing Plan Template
Excel | Word | PDF | Google Doc | Smartsheet
This customizable one-page marketing plan takes the comprehensiveness of a formal marketing plan and pares it down to the key elements for easy scannability. This template has space for a concise business summary, overall objectives, target market, marketing strategy, financial requirements, and more. It also contains an action plan to detail marketing activities, role assignments, deadlines, and costs.
Business Marketing Plan Template

Download Business Marketing Plan Template
Word | PDF | Smartsheet
This template takes all of the essential elements of a marketing plan and organizes them into sections, but you can also add and remove components of the plan according to your needs. Use this customizable template to write your executive summary, mission and vision statements, marketing strategy, core capabilities, main goals, budget, and more, with an appendix included to back up your research and findings.
Small Business Marketing Plan Template

Download Small Business Marketing Plan Template
A small business marketing plan can be simple or elaborate, depending on your needs and the nature of your organization. This marketing plan template is fully customizable, and will guide your small business in the identification and description of your project , the mission and vision of your company, the problem you are solving, short and long-term marketing goals, the 4Ps of your marketing mix, marketing channel strategy, and more.
Marketing Plan Template for Startup Business

Download Marketing Plan Template for Startups
Word | PDF  
This pre-built marketing plan template for startups provides the savvy entrepreneur with a strong foundation from which to build his or her marketing strategies. This template will help you develop clear short and long-term business goals, identify your target market, learn your buyer’s buying cycle, pinpoint your unique selling proposition (USP), track standards of performance and measurement methods, and more, so you can feel confident in a solid plan of action.
Digital Marketing Plan Template

Digital Digital Marketing Plan Template
Excel | Smartsheet
This digital marketing plan template includes sections for online advertising and analytics, content marketing and SEO strategy, social media , and tools for tracking metrics. The template is divided into months, so you can create a timeline for your digital marketing plan. Use this template to create a comprehensive plan of action for online marketing.
Real Estate Marketing Plan Template

Download Real Estate Marketing Plan Template
This pre-built real estate marketing plan template is customizable, and comes ready to outline your strategic and tactical goals, conduct a SWOT analysis (including a competitor SWOT analysis), identify your target client type (e.g. first-time buyer, home seller, renter, etc.), define your marketing channels, provide financial forecasts, and more. It also includes a built-in plan of action for you to plan activities, assign roles, and set projected dates.
Marketing Plan Template for Nonprofit

Download Nonprofit Marketing Plan Template
Word | PDF 
This marketing plan template is tailored to meet the unique requirements of a nonprofit business. Use this customizable template to detail the organization’s background, funding climate, a comparative analysis of competitors, profile of stakeholders, short and long-term marketing goals, positioning statement, financial requirements, and more.
Strategic Marketing Plan Template

Download Strategic Marketing Plan Template
Excel | Google Sheets
This free strategic marketing plan template includes sections for online marketing campaigns , media relations, trade shows and events, other branding efforts, and sales campaigns. The plan clearly identifies objectives, along with target market and total costs. Months of the year are broken down into weeks for easy planning. You can modify this template to include any elements that are vital to your marketing plan.
Sales & Marketing Plan Template

Download Sales & Marketing Plan Template
This sales and marketing plan template facilitates planning around sales goals and promotional activities. This is an annual marketing calendar template that shows all 12 months on one worksheet. There are sections for public relations, online content marketing, advertising, and research. Monthly sales goals are defined at the top of the template, and there is space at the bottom for metrics to evaluate marketing effectiveness.
Tactical Marketing Plan Template

Download Tactical Marketing Plan Template
Keep track of the tactics that need to be completed as you implement your marketing strategy. This tactical marketing plan lists each task, the person responsible for the action, expenses, dates, and status. Use this template to keep your plan on schedule and to assess progress.
Product Marketing Plan Template

Download Product Marketing Plan Template
Excel | PDF | Google Sheets
This pre-built product marketing plan template enables you to differentiate your product offering from the competitors by homing in on your unique selling proposition. This template has space to detail the company’s vision, conduct a competitive analysis, define the target market, and establish the market position to ensure your marketing goals stay aligned with the company’s objectives.
Service Marketing Plan Template

Download Service Marketing Plan Template
Use this customizable service marketing plan template to clearly define your goals and initiatives, analyze your competitors, and outline the characteristics and preferences of your target persona. With space to detail your company’s vision at the top of the template, you can ensure your marketing strategy and initiatives support the mission and values of your company.
What Is a Marketing Plan?
A marketing plan is a document that outlines your marketing strategy. It serves as a roadmap for how your organization aims to raise awareness about a product or service and how it plans to deliver that product or service to target customers. The fundamental purpose of a marketing plan is to align marketing goals with overall business objectives to aid marketing project managers in improving the success of your business or organization. 
What your marketing plan looks like will depend on the size and type of your business, but even small businesses and nonprofits can benefit from careful planning.
How to Write a Marketing Plan (and What’s Included)
In this section, you’ll find a comprehensive guide for creating a marketing plan, including an example of a marketing plan outline and links to pages containing free strategic marketing templates.
Pro tip: Save time by using one of the free marketing templates above as a start.
Step 1: Build Your Marketing Plan Outline
A marketing plan outline allows you to structure your plan in a way that makes sense with the product or service you are delivering, and can also serve as a table of contents for your finalized plan. Whether you are a business-to-consumer (B2C) or business-to-business (B2B) company, a small business, or a large enterprise, the details of your plan will vary based on the nature of your business and relative marketing position. 
Below, you’ll find an example of a basic marketing plan outline that you can modify to suit your organization’s needs:
Table of Contents
Executive Summary
Mission and Vision Statement
Situational Analysis
5C Analysis
SWOT Analysis
Porter’s Five Forces Analysis
Core Capabilities
Target Market
Audience Persona
Information Collection
Pain Points and Solutions
Marketing Strategy
Buyers’ Buying Cycle
Unique Selling Proposition
Marketing Channels
Standards of Performance and Measurement Methods
Performance Standards
Marketing Metrics
Measurement Methods
Financial Summary 
Financial Forecasts
Breakeven Analysis
Assumptions
Research Results
Product Specs and Images
Step 2: Write Your Mission and Vision Statement
A mission statement is a brief summary of your company’s main purpose, and how your company provides value to its customers. In other words, it should convey your company’s reason for existence, and serve as a point of reference for future planning initiatives. Get started on developing your mission statement by using a free mission statement worksheet .
A vision statement details the future aspirations of a company or entity, and should serve as a framework for short-term and long-term strategic planning. The purpose of a vision statement is to guide internal decision-making for future courses of action. Create a compelling vision statement by using a free vision statement worksheet .
Step 3: Perform a Situational Analysis
Your marketing strategy will not be as effective without a clear picture of the overall health of your business. Gaining deeper insight into your organization’s internal and external environment will allow you to develop a plan that capitalizes on opportunities and reduces risk, and enables you to position your business in the market in a way that sets you apart from competitors. 
Three methods you can use to analyze the elements that impact the health of your business are a SWOT analysis, Porter’s Five Forces Analysis, and 5C Analysis.
This method is one of the most commonly used tools for analyzing the internal strengths and weaknesses of a business, as well as the external opportunities and threats. When detailing the internal strengths and weaknesses of a business, keep in mind that these are the factors that your company has control over. By contrast, when defining external opportunities and threats, recognize that these are factors that impact your business from the outside, and that you cannot control. 
The main purpose of the of a SWOT analysis is to identify weaknesses that can be turned into strengths, and then to leverage strengths in order to take advantage of opportunities and mitigate threats in the market. Choose from a variety of free SWOT Analysis templates , including a SWOT Competitor Analysis template to see how you measure up to competitors.
Porter’s 5 Forces
This framework is used to evaluate your competitive landscape and to identify factors in your industry that may strengthen or weaken your position. The five forces include the following components:
	Industry Rivalry
	Threat of New Entrants
	Bargaining Power of Buyers
	Threat of Substitute Products
	Bargaining Power of Suppliers

Once you have assessed each of the five forces and rated them from low to high, you will be better equipped to pinpoint and enhance your organization’s competitive position within the industry.
This marketing framework is used to assess the five key drivers of marketing decisions for a business. The five Cs of the marketing mix include the following:
	Company: Identify the unique value proposition (UVP), or the sustainable competitive advantage that the focal business possesses. Some examples include economies of scale, cost leadership, and differentiation. This component of the assessment involves evaluating the products, services, culture, and brand perception of the business to determine if it’s in the best position to satisfy customer needs. 
	Customers: Having keen insight into who your customers are and what motivates them to purchase is essential before determining how you will meet their needs. Conduct research on who is buying your products, how customers interact with your business (including online), seasonal trends, and customer feedback to gain an understanding of the behaviors and preferences of your customer base.
	Competitors: Analyzing your competitors and learning about how they conduct business will enable you to strategize a plan that will beat them at their own game. Learn about your competitor’s strengths, weaknesses, and market position by researching what differentiates them, what kind of content they’re producing, and how their customers interact with and review them. 
	Collaborators: Leveraging relationships with people, partners, and distributors that support your daily business operations is key. Since you rely on these collaborators in order to get your product in front of customers, they can be highly beneficial for helping your business run more efficiently. Create a list of all the key players that your business works with — from investors and stakeholders to shippers and photographers — to create strong relations and uncover opportunities.
	Climate: Getting a sense of societal, legal, and industry trends that could affect your business will allow you to make decisions proactively. Get an idea of where the market is heading by keeping a watchful eye on social and economic trends that could impact the way customers are buying, or new technologies like social media  that could change the way businesses operate.  

Performing a situational analysis by utilizing these methods will allow you to critically analyze your organization and industry landscape, identify opportunities, establish goals, and create a plan of action to take steps toward achieving those goals.
Step 4: Pinpoint Your Organization’s Core Capabilities
Once you’ve conducted your situational analysis and have a clear understanding of the internal and external factors impacting your business, identify the core capabilities of your organization that you can capitalize on to gain a competitive foothold. 
One way to home in on your core competencies is to gather feedback from your team by asking the following questions:
	What are our greatest strengths as a company?
	What are our greatest strengths as a team?
	What makes our product offerings better than that of our competitors?
	What makes us the best in our industry?

Your core competencies should be a reflection of your mission and vision statement, and these statements should be modified as core competencies change.
Step 5: Define Your Goals
Are you trying to raise brand awareness? Meet a sales quota? Achieve growth within a specific timeframe? Whatever your primary business, financial, or marketing goals may be, you must ensure they are detailed and data-driven, and that you have the resources needed to achieve them. In other words, you need to establish S.M.A.R.T. goals , which are defined as the following:
	Specific: Clearly convey the main goals you are trying to accomplish.
	Measurable: Determine key metrics you will use to track progress.
	Achievable: Ensure you have the capabilities and resources needed to reach your goals.
	Relevant: Verify that the marketing goals support the overall mission and vision of the business.
	Time-Oriented: Set milestones and deadlines for goals to stay on track.

If you’re feeling uncertain about the main goals you are trying to achieve, here are some questions you can ask yourself to get started on developing them:
	How do we want potential customers to feel about our brand?
	What key elements of our product or service should potential customers know about?
	What will motivate potential customers to choose us over our competitors?
	How is our business positioned in the industry?
	What is our year-to-date (YTD) growth?
	How can we best align our marketing plan with our overall business objectives so they support each other?

Once you’ve answered the above questions, develop and track your S.M.A.R.T. goals by downloading a free goal planning and tracking template .
Step 6: Identify Your Target Market
Once you’ve identified your main goals, the next step is to identify target customers that your business will direct its marketing resources to in order to achieve those goals. Since it isn’t efficient or practical to target everyone, the idea is to focus in on customers that are more likely to choose you over competitors, and to stay loyal to your brand. Read below for tips to help you define your target market.
	Look at the customers you already have: Find out who is already buying your products, and look for mutual interests, preferences, and pain points among those buyers to build customer profiles. Dive in deeper on returning customers, and those that are bringing in the most business, so you can strategize ways to target more buyers with shared characteristics. Another effective way to gain insight into your customer base is to collect information from them by way of focus groups, surveys, research, or simply asking for feedback. Learn more about customer profiles, and use a free customer profile questionnaire template to get started.
	Look at the customers your competitors have: Learn about the customers your competitors are targeting, and figure out what motivates them to choose the competition’s products over yours. Use this information to find niche markets or opportunities your competitor may be missing out on.
	Examine your products and services: Take each product or service offering and list out the key benefits they provide, and then detail how each of those benefits solve a specific problem. Use that information to identify who is most likely to have the problem those benefits provide a solution for, and then create a list of those people.
	Create a target persona: Once you’ve identified the types of people who will most likely benefit from your product, you’ll need to home in on those that are also more likely to purchase it — and choose your brand over the competition. Figure out what the demographics of each buyer looks like (e.g. age, gender, occupation), as well as the characteristics of said buyer (e.g. personality, preferences, lifestyle). Then, identify how your target persona will find your product, what will motivate them to buy it, how they will use it, and how it fits in with his or her lifestyle. Learn more about target personas, and download a free persona worksheet template to get started.

Step 7: Develop Your Marketing Strategy
Once you’ve established who you are targeting, you need to create a plan for how you will reach them and ultimately convert them into a customer. Ask yourself how you will get in front of your target audience to bring awareness to your product, and how you will convince them to purchase from you. Read below for effective concepts you can use to develop your strategy.
Identify your buyer’s buying cycle. 
Now that you’ve pinpointed your target buyer, the next step is to develop a content strategy to encourage the buyer through each stage of the customer’s journey. Understanding how your customers make purchase decisions will allow you to align your content strategy accordingly. The stages of the customer’s buying cycle include the following:
	Awareness: Prospective buyers have a problem and begin searching for solutions. This is the stage where a business invests its resources to make potential customers aware of the products and services it offers.
	Consideration: Prospective buyers are considering the various solutions available to solve their problem, and need to be convinced that they need to make a purchase in order to solve it. This is the stage where a business conveys in great detail the benefits the customer will receive after using the product, and how it is better than what the competition is offering. 
	Intent: Prospective buyers are convinced that they need to make a purchase to solve their problem, and begin to compare alternatives. This is the stage where a business reassures the customer that the product offered makes the most sense out of all the alternatives from an emotional, financial, or lifestyle perspective. 
	Purchase: Prospective buyers have made their decision on which company they will purchase the product from. Even if the buyer chooses your product, the process does not end here. The goal of your business is to develop a relationship with the customer to increase brand loyalty, and to find upsell opportunities based on purchase history.
	Repurchase: Buyers need to renew a perishable product (e.g. a supply of contact lenses) or a product subscription. The goal of your business is to foster the relationship with the customer by offering incentives to repurchase and to increase brand evangelism. An effective way to use content to retain customers is through email marketing campaigns. Find email workflow tips, examples and free templates to get started on developing your strategy.

Before creating content for each stage of the buying cycle, you must first establish your content goals for each stage, strategies to implement to meet those objectives, and the key metrics to measure results. 
Develop your content strategy for each phase of the cycle and choose from a wide variety of free content marketing templates . 
Determine the 4Ps of your marketing mix.
In order to effectively guide potential customers through each phase of the buyer’s lifecycle, use your marketing project management skills to create a strategy to get your brand in front of them, and then motivate them to purchase your product. As you develop your strategy, refer to the following 4Ps of your marketing mix:
	Product: This refers to the tangible good (or intangible service) that you are offering as a solution to meet the needs of the customer. Emphasizing the UVP and differentiating your product in the market are the first steps to setting yourself apart and positioning your brand.
	Price: This refers to the price your customer is expected to pay for the product. Understanding the perceived value (e.g. high quality versus low quality) of your product in the eyes of the customer is imperative before you can effectively set a price. Researching the price competitors are offering for similar products or alternatives is a great place to start. 
	Promotion: This refers to the communication aspect of your marketing strategy. Getting the word out about your product is the best way to raise awareness about your brand, with methods including press releases, trade shows, event marketing, videos , and advertising.
	Place: This refers to the place where customers can purchase your product. Will you sell exclusively online? Will customers need to come to a physical location? The marketing channels you will use to get the product from producer to customer (e.g. direct selling, mail order, online) are a part of your distribution strategy.

According to Justin Mares and Gabriel Weinberg, authors of the book Traction: How Any Startup Can Achieve Explosive Customer Growth , some key marketing channels to use to raise awareness about your brand include the following:
	Relevant blogs
	Unconventional PR
	Paid Ads/Remarketing
	Offline Ads
	Content Marketing
	Email Marketing
	Trade Shows
	Speaking Engagements
	Marketing Events
	Community Events

Create your budget.
Setting a budget will give you parameters to work within as you are implementing your plan. It also enables you to prioritize your needs before your wants so you can dictate resources (e.g. talent acquired) toward high priority goals first. Here are some helpful tips you can use to create your marketing budget:
	Build your budget plan based on last year’s numbers, or build from scratch according to priority.
	Make a list of action items, and then come up with an estimated budget for each item based on marketing, distribution, and promotional expenses.
	Prioritize your needs before your wants. Whatever is leftover after your needs are fulfilled, funnel those funds toward your wants.
	Invest in areas with higher return on investment (ROI) (e.g., content marketing, email marketing) to increase your buying power. 

Find a wide range of free marketing budget templates to start planning your budget. 
Step 8: Create a Value-Complexity Matrix
Once you have established your marketing tactics and set out a budget to work within, you’ll need to prioritize your plan of attack by going after low hanging fruit. In other words, you need to act on the high value items that don’t require as much effort to complete, or the “easy wins.”
Take each initiative and assign it to a quadrant within the following matrix to determine if the time and resources needed to complete the initiative are worth the value it will return.
Step 9: Conduct Financial Projections
This segment of the plan shows the financial projections you have determined to be relevant to the project based on the research you have completed for your marketing plan. This component of the marketing plan is critical in order to gain buy-in from stakeholders and investors, and to guide your decisions throughout the duration of the project. 
Common financial data to add to your marketing plan include the following:
Forecasts (sales and expenses)
Break even analysis
Financial requirements
3 year financial projections
Income statement
Cash flow statement
Balance sheet
Find a free sales forecast template, financial projections template, and other templates to prepare your financial data by checking out this page with free startup plan, budget and cost templates . 
Step 10: Identify Standards of Performance and Results Tracking Methods
The primary purpose of setting performance standards is to communicate clear expectations and desired results for an organization’s marketing efforts. For example, a performance standard might be that the total budget for X will equal a specific percentage of the yearly promotional budget for the coming year. 
Before you can adequately measure the outcome of marketing initiatives, there are some steps you must take to lay the groundwork.  
	Determine your key performance indicators (KPIs): Define measurable marketing metrics and connect them to your established goals in order to track progress.
	Establish a baseline: Understand and document how your business is currently performing so you have something to compare future performance results to.
	Define your benchmarks: Acquire data about your competition and industry to develop standard measurements that indicate how you stack up against the competition.
	Decide which tools and platforms to implement: The results you analyze are only as good as the methods you use to track them. Find a  project management platform that provides real-time visibility into project status and performance so you have the ability to make timely, data-driven decisions. 

Once you’ve completed these steps, you can begin the process of tracking performance by doing the following:
	Establish guidelines on results tracking (e.g. what to track and how often), and determine who is responsible.
	Schedule meetings to evaluate results and determine where opportunities lie. Come to each meeting prepared by using a free meeting agenda template .
	Take inventory of your content and compile a list of the top performers. Compare the results of that content to your standards of performance to see if they align, and to identify what can be improved upon. In this article, you can choose from 60-plus content marketing templates , including a content inventory template, to help you plan and execute your content marketing strategy.
	When performance improves, identify what contributed to it and allocate resources accordingly.

Once you’ve identified the standards to use to measure the effectiveness of your marketing strategy, the next course of action is to implement your plan, measure performance, and adjust accordingly.  
Step 11: Write the Executive Summary
Although the executive summary is placed at the beginning of your marketing plan, it is the final step to be completed. This section summarizes all the key takeaways from each segment of the marketing plan, and should ultimately answer each of the following questions:
	What are the overall business objectives?
	How do your marketing goals align with the business objectives?
	Which products or services will you market?
	Who is your target audience?
	What resources will you leverage (e.g. partnerships) to get your products in front of prospects?
	What gives you a competitive advantage?
	What problems are you solving?
	What solutions are you providing?
	What are the short and long-term goals of the company?

Learn more about how to create an effective summary, and find free checklists and templates to support your efforts by visiting “ How to Write an Effective Executive Summary to Yield Results .”
It’s important to remember that a marketing plan is not static, but rather a living document that should be referenced regularly, and updated as changes occur within your business and the larger business climate. 
Marketing Plan Examples and Samples
In this section, you will find examples of marketing plans created by established companies, along with sample marketing plan, to help guide you in your efforts in creating your own plan.
Lush Marketing Plan (provided by Calameo)
This first example is a marketing plan that was created for a cosmetics company. You will note that design elements throughout this plan are consistent to the brand, and sections are broken up by catchy graphics and illustrations.
RE/MAX Marketing Plan (provided by Calameo)
This example is a marketing plan that was created for a real estate company. This plan emphasizes the benefits that a customer receives by using their services, and details the promotional strategy used to connect customers to their business.
Marketing Plan Sample (provided by Houghton Mifflin Company)
This sample shows a marketing plan for a hypothetical company. Although this plan does not display any design elements or graphs, it breaks the plan up into the key components of a basic marketing plan.
Benefits of a Strong Marketing Strategy and Marketing Plan
A strong marketing plan can serve as a roadmap for your organization, and taking the time to write a formal plan — rather than relying on esoteric goals or vague strategy — can heighten the success of your overall marketing efforts. A marketing plan can help you accomplish the following:
	Pinpoint high priority initiatives.
	Eliminate projects that don’t move you toward your goals.
	Identify the right metrics to track.
	Give your team direction and alignment.
	Set realistic and measurable objectives.
	Answer key questions about your business (and how this effort fits into high-level organizational goals).
	Identify your target audience/customers and define how to best reach them.
	Develop a structured approach to building products and services that satisfy customers’ needs.
	Retain your customers.
	Save time and money.

Ultimately, your marketing plan acts as a reference document that will hold you accountable and help you execute your marketing strategy.
Best Practices for Creating a Strategic Marketing Plan
You can elevate the utility of your marketing plan by taking extra time to add elements and perform in-depth analysis of your audience, brand, and budget. Below are some tactical and analytical tips that will help you get the most out of your marketing strategy planning:
	Create a dynamic marketing plan . With so much information to cover, your plan might end up being a long, text-heavy document. Include a table of contents so that your readers can easily navigate through the plan, use bullet points to break up walls of text, and include visual illustrations that draw the eye. Also consider creating a one-page version that captures the most important high-level information.
	Back up your plan with research. All of the information provided in your plan will be more credible if you can back it up with research and facts before you go to market . Attach an appendix for any supporting material, and provide graphics (tables, graphs, pictures, etc.) to substantiate your statements and analysis.
	Understand your audience . A successful marketing campaign hinges on being able to connect your message with your target market. Use Google Analytics or another engagement analysis platform to identify your audience and their behavior, and consider creating audience personas so that you know who you are producing content for. 
	Ensure your brand is strong and stands out . This concept is complex and requires continual attention and iteration. From a marketing perspective, you can begin building brand integrity by defining your unique selling proposition, optimizing and designing your website and all other distribution channels, and creating great content. Be sure to elicit feedback from other departments so that the marketing material is in line with organizational messaging and goals.
	Create realistic financial goals . Like all other business concerns, success relies on sound budgeting. Define your budget early on to set expectations around spending and to identify any potential financial gaps, and create some metrics and KPIs that are related to financial success. In addition, make sure you can realistically support any special offers, discounts, or rewards that you offer.

You can also tap into several accessory activities to strengthen your marketing planning. These include the following:
	Promotions strategies
	Online marketing strategy
	Joint ventures and partnerships
	Referral strategy
	Strategy for increasing transaction prices
	Retention strategy

Design Tips for a Marketing Plan
Presentation is key when it comes to showcasing your marketing plan to potential investors and stakeholders. Below are some basic best practices to keep the look of your plan interesting and streamlined:
	Keep design elements and formatting consistent throughout the design brief and plan.
	Incorporate icons, charts, and infographics to make the plan more visually compelling.
	Use borders and colors (ensure consistency with your branding style guidelines) to section out your marketing plan.
	Emphasize key stats and metrics to make it scannable.
	Create a visual of your target audience persona.
	Use design elements that reflect your high-level marketing goals.
	Use a template to incorporate your own unique touch and branding.

Improve Your Marketing Strategy and Plan with Smartsheet for Marketing
The best marketing teams know the importance of effective campaign management, consistent creative operations, and powerful event logistics -- and Smartsheet helps you deliver on all three so you can be more effective and achieve more. 
The Smartsheet platform makes it easy to plan, capture, manage, and report on work from anywhere, helping your team be more effective and get more done. Report on key metrics and get real-time visibility into work as it happens with roll-up reports, dashboards, and automated workflows built to keep your team connected and informed.
When teams have clarity into the work getting done, there’s no telling how much more they can accomplish in the same amount of time. Try Smartsheet for free, today.
Improve your marketing efforts and deliver best-in-class campaigns.

20 Marketing Plan Samples and 7 Marketing Strategy Templates for your Product and Business [Read + Download pdf + doc]
Create your own marketing strategy and Marketing Plan, take a look at 20 different samples for reference and bring your projects to the next level.

Discover the possibilities with Social9
Use Social sharing plugin, Cloud Commenting tool, URL shortener, and Twitter post scheduler(Beta) at No Cost.
Free Sign Up Industry Leading Solutions . Simple & Free
“Good marketing makes the company look smart. Great marketing makes the customer feel smart.” – Joe Chernov
Marketing is the function responsible for the success and growth of a product/company by connecting customer needs to capabilities.
Marketing is dynamic and constantly changes its character with the ever-changing consumer and technology reality.  This is why marketing should be well planned, over and over again, with defined milestones and objectives. Once you have the right map, the chances you’ll reach the goals you’ve set to your business, are much higher.


20 Marketing Plan Samples
1- Sample Marketing Plan – Houghton Mifflin Company
2- Plan Your Marketing Like a Pro – Business.com
3- Digital Marketing Plan Example – Smart Insights
4- Multi-channel Marketing on a $2,000 Budget: A Sample Plan – BusinessTown
5- How to Build a Marketing Plan 2020 – Credo
6- New Market Marketing Plan – Lush Cosmetics
7- Marketing Plan Outline – University of Wisconsin Oshkosh Small Business Development Center
8- Great Marketing Plan Template – Marketing Donut
9- Marketing Plan Template – Vital Design
10- Nonprofit Marketing Plan Template – Nancy And Kivi
11- Developing A Marketing Plan Example – Agricultural Extension Service at the University of Tennessee
12- Marketing Plan Template – The Business Victoria
13- Marketing Plan Outline – QuickMBA
14- Marketing Plan Example - Addthis
15- The Marketing Plan – Massachusetts Small Business Development Center Network
16- Small Business Marketing Plan Template – ProfitWorks
17- Marketing Strategy Template – David Meerman Scott
18- One-Page Content Marketing Plan – UncommonlySocial
19- Marketing Plan Template  – Marketer Gizmo
20- Marketing Plan Template – Forbes
Marketing Strategy Template (Excel) : Map out every part of your strategy in one place ( complements this guide ).
6 Marketing Strategy Templates
1- Simplify Your Content Marketing Strategy With a One-Page Plan – Content Marketing Institute
2- Examples of Marketing Strategies for Small Businesses – ThriveHive
3- Nike’s Marketing Strategy: A Guide to Selling Benefits and Not Products – CoSchedule
4- Red Bull Marketing Strategy: What You Need to Know (And How to Copy It) – CoSchedule
5- Starbucks Marketing Strategy: How to Create a Remarkable Brand – CoSchedule
6- How to Create a Marketing Strategy That Will Skyrocket Your Results By 9,360% – CoSchedule
7- Marketing Strategy Template (Excel) : Map out every part of your strategy in one place ( complements this guide ).
Bonus Content-
Sharing the Guide How to Write a Marketing Plan: A Comprehensive Guide with Templates from Vital Design .
This marketing plan will heavily focus on digital marketing (what we call “inbound marketing”) — but the strategies and concepts discussed can be expanded to encompass your entire marketing department.
Marketing Strategy vs. Marketing Plan
A marketing strategy describes how a business will accomplish a particular mission or goal. This includes which campaigns, content, channels, e tc. that they'll use to execute on that mission and track its success.
While A marketing plan** contains** one or more marketing strategies. It is the framework from which all of your marketing strategies are created, and helps you connect each strategy back to a larger marketing operation and business goal.
Step by Step Guide to write a Marketing Plan
From the following exercises, we will show you how to build your marketing plan. These steps are extracted from the above templates.
	Business's and the Marketing mission.
	Figure Out What Your Goals Are
	Determine the KPIs for this mission.
	Identify your buyer personas.
	Describe your content initiatives and strategies.
	Define your marketing budget.
	Identify your competition.
	Outline your plan's contributors and their responsibilities.

1. Business's mission.
Your first step in writing a marketing plan is to state your mission. Although this mission is specific to your marketing department, it should serve your business's main mission statement.
For example, if your business's mission is "to make shopping online  a delightful experience," your marketing mission might be "to attract an audience who buy daily needs grocery, educate them on the benefits of buying online, and convert them into users of our eCommerce platform."
2. Figure Out What Your Goals Are
It’s also super important that you state your company’s goals (financial and non-financial), so you know where you are headed and how much you can afford for certain things. Blue Sky also provided a great example of their goals.
Figure Out Your Financial Goals
	What are your business goals ?
	How much do you have to generate from your marketing efforts?
	What is your budget?
	What are some of the things you’d like to do?
	How many sales do you need to reach those goals?

Writing your goals is one of the first steps to reaching them. First off, you’ve probably seen blog posts on S.M.A.R.T. goals many times before, but they are really good to mention again.
How to make your S.M.A.R.T. goals: Read Here
3. Determine the KPIs for this mission.
Every marketing plan describes how the department will track its mission's progress. To do so, you'll need to determine your key performance indicators, or "KPIs" for short. KPIs are individual metrics that measure the various elements of a marketing campaign. These units help you establish short-term goals within your mission and communicate your progress to business leaders.
Let's take our example marketing mission from the above step. If part of our mission is "to attract an audience who buy daily needs grocery" we might track websites visits using organic page views. In this case, "organic page views" is one KPI, and we can see our number of page views grow over time.
4. Identify your buyer personas.
A buyer persona is a description of whom you want to attract. This can include age, sex, location, family size, job title, and more. Each buyer persona should be a direct reflection of your business's customers and potential customers. Therefore, it's critical that business leaders all agree on what your buyer personas are.
Read more about on the buyers persona from here .
5. Describe your content initiatives and strategies.
Here's where you'll include the main points of your marketing and content strategy. Because there are a laundry list of content types and channels available to you today, it's critical that you choose wisely and explain how you'll use your content and channels in this section of your marketing plan.
A content strategy should stipulate:
	Which types of content you'll create. For ex- eBooks, Templates, Blog Articles, etc..
	How much of it you'll create. You can describe content volume in daily, weekly, monthly, or even quarterly intervals.
	The goals (and KPIs) you'll use to track each type. KPIs can include organic traffic, social media traffic, email traffic, and referral traffic. Your goals should also include which pages you want to drive that traffic to, such as product pages, blog pages, or landing pages.
	The channels on which you'll distribute this content. Some popular channels at your disposal include Facebook, Twitter, LinkedIn, YouTube, Pinterest, and Instagram.
	Any paid advertising that will take place on these channels.

6. Define your marketing budget.
Your content strategy might leverage many free channels and platforms, but there are a number of hidden expenses to a marketing team that need to be accounted for.
Whether it's freelance fees, sponsorships, or a new full-time marketing hire, use these costs to develop a marketing budget and outline each expense in this section of your marketing plan.
7. Identify your competition.
Part of marketing is knowing whom you're marketing against. Research the key players in your industry and consider profiling each one in this section.
Keep in mind not every competitor will pose the same challenges to your business. For example, while one competitor might be ranking highly on search engines for keywords you want your website to rank for, another competitor might have a heavy footprint on a social network where you plan to launch an account.
8. Outline your plan's contributors and their responsibilities.
With your marketing plan fully fleshed out, it's time to explain who's doing what. You don't have to delve too deeply into your employees' day-to-day projects, but it should be known which teams and team leaders are in charge of specific content types, channels, KPIs, and more.
Ready to make your own marketing plan?
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How to Write the Marketing Plan in Business Plan?
A marketing plan in business plan is one of the very important sections of a business plan. Marketing is done to spread awareness about your business and its product/service. 
What is a marketing plan?
Marketing plan vs marketing strategy.
An effective marketing strategy helps you achieve early success. 
Use this article to write an effective marketing plan section in a business plan. 
A marketing section of a business plan gives you a roadmap to organize, execute and track the progress of your marketing efforts. 
Your marketing plan helps you align your marketing efforts with your business goals. It gives your marketing effort a direction and you can evaluate your efforts at any point.
Types of marketing plan 
A perfect type of marketing plan in business plan will depend on your business, your goals, and how soon you want to achieve them. 
We have outlined some marketing plans that most businesses need to use. Since this is the age of the internet, we have also included online marketing plans and digital marketing plans.
Want to write a business plan?
Hire our professional business plan writers to prepare your business plan!
Quarterly or Annual Marketing Plans 
These are your business marketing plans with a timeline. Every business has its quarterly, bi-yearly, and yearly goals. You will use these goals to monitor the effectiveness of your marketing efforts over time.
Paid Marketing Plans 
Paid marketing plans include online advertising, buying billboards, or marketing on vehicles. Pay Per Click marketing and social media marketing for your small business.
Social Media Marketing Plan 
Social media marketing plan for business plan can be done in two ways. You can hire a team and raise awareness about your business by sharing regular updates. 
You can also do paid marketing on social media. You will need to invest in buying ads on that social media platform and pay for a team of social media marketers.
You can also leverage these effective digital marketing channels for your business. 
Content Marketing Plan 
A content marketing plan is about attracting potential customers to your website with the help of SEO. You create value for your potential customer first and then by extension, market your business. It can be offline in the form of free workshops etc or online in the form of guides and resources.
Product Launch Marketing Plan 
A product lunch  sales and marketing plan in business plan  will help you decide on the marketing tools, tactics, and tracking you will do when launching a new product or service.
You can also hire WiseBusinessPlans Digital Marketing Services to run successful marketing campaigns for your business. 
The difference between a marketing plan and a marketing strategy is simple; a marketing plan is what methods, tools, and tactics you will use for marketing, and a market strategy in business plan is how you will implement your plan.
Learn how to develop an effective marketing strategy with this detailed guide. 
Access our free business plan examples now!
How to write a marketing plan for a business plan.

Follow these simple steps to write a marketing plan in business plan.
Business Mission
Write your business mission statement and translate it into the efforts the marketing department will make. 
For example, your business mission is to help people with home gardening. Your marketing department version will be to attract people who want to do home gardening.
These are performance indicators. These metrics will help you evaluate performance and progress. An example of KPIs for marketing is customer visits to your website, social media page, or brick-and-mortar store.
Create Buyer Personas
A buyer persona is a short description of your average customer. When you have no data, a buyer persona will describe the customer you want to attract.
Decide on Marketing Strategies and Content
Go through the marketing strategies you can use and select the one that will produce the best return on investment for your business. 
Similarly, think about the content type that is attractive to your target audience . For example, video format may attract your audience or you may need to share more about your business on social media to grab their attention.
Define Marketing Plan Scope
Define the scope and limits of your marketing plan. Clearly mention what your marketing team will do and will not do. 
This will help you save time, cost, and effort in wasted resources.
Set Marketing Budget 
You can only spend a set amount on marketing. Set your marketing budget and be creative in that budget to produce the best return. 
Your budget is directly related to your marketing goals. Set your marketing budget in a way that does not hamper marketing efforts. 
Know your Competition 
Knowing and profiling your customer helps you market better. See what are strong spots of competitors’ marketing plans, are and how they are attracting audiences to make a plan to compete effectively. 
Appoint your Team & their Responsibilities
Decide on job roles for your team. Set their KPIs, marketing channels they will manage, what content they will create, etc.
Bonus Tip: Here is a step by step guide on how to write a marketing plan executive summary with example and template.
Example of Marketing Plan in Business Plan PDF
See this example of a marketing plan in a business plan to understand how it is done. You can create your marketing plan in the same way.
In the marketing plan section, include details about your target market, competition analysis, marketing strategies, pricing, promotion, and distribution channels. It should outline your approach to reaching and engaging your target audience.
Conduct market research by analyzing your target audience, understanding their needs and preferences, studying your competitors, and identifying market trends. Use surveys, interviews, and industry reports to gather relevant data for your marketing plan.
Consider including a mix of marketing strategies such as digital marketing, social media marketing, content marketing, email marketing, advertising, public relations, and networking. Choose strategies that align with your target audience and business goals.
Determine pricing by considering factors such as production costs, competitor pricing, market demand, and perceived value. Conduct a pricing analysis to ensure your prices are competitive and profitable for your business.
It is recommended to review and update your marketing plan regularly, at least annually or whenever there are significant changes in your business or market conditions. This allows you to adapt your strategies, stay relevant, and capitalize on new opportunities.
WiseBusinessPlans is the company that writes business plans
One comment.
It is a very useful guide. I was wondering If your site offers marketing plan writers for businesses. If any, kindly reply.
Leave a Reply
Your email address will not be published. Required fields are marked *
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Learning Objectives
By the end of this section, you will be able to:
	Distinguish between a marketing strategy, a marketing plan, and a pitch
	Describe the elements of a marketing plan

Now that you have a better idea of what marketing is, you are ready to start developing a marketing strategy and plan. A marketing strategy describes how a company will reach consumers and convert them into paying customers. Having a solid-yet-flexible marketing strategy is a good business practice, no matter what kind of business you are in.
A marketing plan is a formal business document that is used as a blueprint or guide for how a company will achieve its marketing goals. A marketing plan differs from a business plan in that it focuses more on market research, attracting customers, and marketing strategies, whereas the business plan covers much more than that, as you will see in Business Model and Plan .
Marketing plans are important tools because they act as roadmaps for everyone involved in an enterprise. Writing a marketing plan forces you to specify goals and develop strategies to reach them, and encourages you to research markets and competition. A strong marketing plan will encourage entrepreneurs to think deeply about their business and profit potential, helping them make better business and marketing decisions. Additionally, a marketing plan can create greater involvement and cohesiveness among employees by clarifying goals and expectations.
A variety of marketing plan templates are available that can be modified to fit your business’s product and/or services. One thing to consider is why you are writing your plan and who your audience is. In addition to planning for your venture, will it be used by employees or potential investors? Different audiences will require different kinds of information. If it’s an employee, then you must include extra details about the operation of the business. If the plan is geared toward acquiring an investor, be sure to highlight the value that will be gained from investing.
Keep in mind that the various parts of a plan do not need to be written in a certain order. Plans should also be seen as flexible guides rather than absolute rules. All good marketing plans are living, breathing documents that help you measure success while allowing for course corrections when necessary. Table 8.8 provides the standard components of a marketing plan.
Executive Summary
The executive summary is just that—a clear and concise summary of the major points of your marketing plan. Though it is placed first, it is generally written last because it is based on the information presented in other subsequent sections.
The executive summary is typically one or two pages long and includes key indicators of success for the business and its stakeholders, which may include company owners, managers, consultants, investors, and banks. Your goal is not merely to summarize everything in your plan but to highlight why people should be interested in your venture. Whether the reader is an employee or a potential partner or investor, the executive summary should seek to not only inform but to excite.
Focusing on the opportunity at hand, what makes your business model special, and the potential financial reward is a good way to capture a reader’s attention. For example, if your business’ strengths include a great marketing team and a significant competitive advantage, you should highlight them as reasons for success. Some readers may only read this section, so make sure you highlight what makes your company special and how you plan on turning that into profit.
Situation Analysis
In many ways, the basis of your marketing plan is found in your situation analysis , which is an examination of the internal and external circumstances relevant to your business and product. A good analysis will provide the logical support for the strategies you choose. For example, the research you conduct here explains why you will develop a certain product, how you will price it, and what you will do to reach your target market.
Good situation analyses often include a SWOT analysis , which looks at a company’s strengths, weaknesses, opportunities, and threats. They also look at future and current competitors, and include market validation research that has surveyed potential customers. This information is critical because it proves that you have done your due diligence on your product and market.
Marketing Opportunity
Assuming your background research has led you to determine that there is a business opportunity, this is where you explain what and where that opportunity is. For example, if your research led you to discover a gap in the market for educational children’s toys, this is where you explain the depth of the opportunity. Here you use your research as evidence to prove to your reader that there is a market gap and that you know how to fill it. If your goal is to get an investor interested, this is where you would let them know what they stand to gain and when they would gain that.
Link to Learning
The US Small Business Administration strives to help business owners initiate and succeed in developing enterprises. Their website is loaded with helpful information, classes, and templates that can help the entrepreneur navigate the intricacies of marketing, as well as provides helpful tips on developing a marketing plan.
Business Model
In this section, your job is to marry the opportunity you saw with the solution you have created. Here you articulate how your competitive advantage and points of differentiation (nature of the solution and its key features and benefits) will provide value to customers and earn profits that will sustain your business into the foreseeable future. What will you do to create value that attracts customers? How will you generate sales? Who is your target market? If you were opening a gym, this is where you would lay out how you will capture customers, the value they will receive, what types of membership contracts will be available to them, and so on.
A great tool for capturing this information is the Business Model Canvas ( Figure 8.13 ), which is discussed in Launch for Growth to Success and Business Model and Plan . The nine building blocks of this model will help you to determine the targeted customer segment, value proposition that you will present each of your segments, channels for the distribution of the proposition or touchpoints, type of customer relationship you will build with your target, types of cost structures and revenue streams based on pricing means, and key resources, activities, and partners that will help you to succeed.
The canvas also allows the entrepreneur to innovate and to change if something doesn’t work out. The point of this tool is to put the pieces of a plan together. 16
Marketing Objectives
Here you present your specific goals and their tangible outcomes. It is not enough to say that you will be very successful without defining what exactly success means. The point of this section is to quantify your goals as units sold, sales/revenue, market share, or some other practical metric. Goals can also include creating measurable brand awareness and developing a certain number of distribution channels.
For example, good, measurable goals might be selling 300 units per month, selling $600,000 worth of product in a year, or gaining brand awareness of 10 percent of your target market in three months. Avoid goals that are unmeasurable or vague, as they won’t help you now or later.
No matter what your goals are, they should be reasonably achievable and as specific as possible. The reason for this is so that later on, you can determine whether you have been successful. If you haven’t, you will know something needs to change.
Marketing Strategies
As mentioned earlier, having a good marketing mix will help your business succeed. As an entrepreneur, you want to segment the market and figure out if there are possible pockets of people whom you can serve. The process of segmenting, targeting, and positioning (STP) will help you figure out who is your best customer and allow you to allocate your resources effectively to serve that market.
After going through this process, you can look at the marketing mix, and depending on whether you have a product, service, or a mixture of both, which is usually the case, you will outline your approach to the 7Ps of the marketing mix.
Action Plan
In the action plan, you detail how things will get done in your business on a day-to-day basis, when they will get done, and who will be doing them. Often, new business owners develop extensive strategies, but they don’t have the people power to implement them. Obviously, ensuring that you have the necessary human resources in place to execute your goals is important. This is the section where you make it clear that you do. For example, if you have a marketing team in place, highlighting their ability to execute your plans will help convince potential investors that you can put your plan into action.
Here you include budgets, forecasts, and any other information that will give readers and potential investors a clear picture of your business’s financial situation. Being transparent and truthful will create trust and goodwill between your company and potential investors.
This section is also important because it will help you determine how profitable your business might be. One place to start is by determining your expenses and future profits. Since most entrepreneurs tend to overestimate these numbers, it is best to develop financial projections for best- and worst-case scenarios, as well as a projection for an average case scenario.
Many entrepreneurs develop one-, three-, or five-year projections to get a sense of future profits and to prove that their business model is sustainable over the long run. Figure 8.14 provides an example.
Key Performance Indicators
Finally, you need to determine your key performance indicators , or how you will evaluate the effectiveness of your strategies, by looking at the progress you have made during a specific timeframe. These include the quantitative milestones that will tell you if you are on the right track, help you analyze your decision-making process and focus on specific strategies, and make changes if these don’t work.
For example, one of your milestones might be a sales goal of $50,000 within the first six months. If you are not on track by the time you hit this milestone, it can be an indication that you either overestimated your sales or your strategies are not working. In either case, you will need to make actionable steps to revise your projections or find more effective strategies.
	16 “The Business Model Canvas.” Strategyzer . n.d. https://strategyzer.com/canvas/business-model-canvas
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A marketing plan is one component of a  business plan. Marketing plans contain information about a company's products and/or services and discuss how potential customers will be identified and how the company's products and/or services will be marketed to them.
Putting together a marketing plan is a time-intensive process that involves conducting a great deal of research using a variety of different resources and then synthesizing that research into one cohesive document that provides a detailed discussion of a company's target market, its competitors, industry trends, etc.
Below is a list of some of the elements generally included in a marketing plan, as well as -- for some of the elements -- suggestions on where to find more information regarding that element.
A brief synopsis of the marketing plan that provides highlights about a company's offerings and marketing strategies
Presents pertinent information about a company. Commonly included sections include:
	Mission statement  - explains a company's purpose, goals, and/or strategy. See  Finding a Company's Mission Statement  for more information about how to find existing company mission statements and how to write a mission statement.  
	Product or service description  - provides a detailed description of a company's products and/or services  
	Value proposition  - explains the benefits that customers will receive from a company's products and/or services. For more information, see  Value Proposition .  
	SWOT analysis  - explains a company's internal strengths and weaknesses, as well as its external opportunities and threats. For more information, see  SWOT Analysis Research .  
	Critical issues  - outlines the strategy that would best utilize a company's strengths and opportunities while minimizing the effects of its weaknesses and threats

includes information about market trends and dynamics, as well as about the target market and the competitive environment. Commonly included sections are:
	Macro environment  - includes information about the political, economic, social, and technological factors affecting a company, as well as information about the industry in which the company operates   Suggested resources: For information about establishing a company in another country, see  Finding Country Information . For information about establishing a company in a U.S. city or town, use Google, Bing, or another search engine to find the city's or town's chamber of commerce, which will provide information about existing area businesses and may provide information about establishing a new business in a particular locale, etc. For economic information, see  Economic Surveys in the Economic Census  and/or  Economic Indicators  and/or  Federal Reserve Economic Data . For demographic and psychographic information, see  Finding Demographic or Psychographic Information . For technology research, search in some of the Library's  Marketing databases , using a search strategy such as  [your topic] AND technolog* For industry research, see  Finding Industry Overviews  and  Finding Industry Trends and Projections .
	Market size  - discusses current market size as well as expected growth rate. See  Finding Market Size Information .  
	Market trends  - discusses the market factors that may affect purchasing behavior. See  Conducting Market Research  and/or  Finding Industry Trends and Projections.  
	Target market analysis  - explains which particular population will be the focus of a company's marketing efforts and why the population's characteristics are relevant to the company's marketing plans  
	Consumer analysis  - discusses demographic, psychographic, and behavior characteristics of the target market identified above. Search in some of the Library's  Marketing databases , using a search strategy such as [your target market] AND (demograph* OR psychograph* OR "consumer behavior")  
	Need analysis  - explains what needs the target market has and how a company's products and/or services could meet those needs. Target market needs may be identified from the consumer analysis conducted above.  
	Competitive analysis  - lists a company's major competitors and their marketing strategies. See  Finding a Company's Competitors  to find a company's major competitors. To find those companies' marketing strategies, search in some of the Library's  Marketing databases , using a search strategy such as [company name] AND "market* strategy"

Provides measurable information about how a company will meet its objectives and the time frame in which it will do this
	Marketing objectives  - describes a company's goals, usually in terms of sales (units or dollars) or market share  
	Financial objectives  - describes a company's expected profits or revenue  
	Positioning strategy  - discusses how a company's products or services will be introduced to the marketplace and differentiated from the products or services of its competitors  
	Product strategy  - provides detailed information about a company's products or services, including potential future offerings  
	Price strategy  - explains how a company's products or services will be priced, taking into account internal as well as external factors that may affect supply and demand, etc.  
	Distribution strategy  - describes where and how a company's products or services will be provided to customers  
	Integrated marketing communications strategy  - discusses how customers will be informed about a company's products or services  
	Branding strategy  - describes how a company's name, logo, slogan, design, etc. will be marketed so that they will be increasingly recognized by members of the company's target market. For more information, see  Brand Management .  
	Marketing research  - describes the market research activities that will be conducted during the period for which the marketing plan is being written -- for example, consumer research, industry research, forecasting, competitive analysis, etc.

Provides detailed information about a company's projected financial situation
	Break-even analysis  - estimates how much of a company's products or services need to be sold in order to cover the company's costs  
	Sales forecast  - estimates a company's sales for a given period of time. For more information, see  Business Forecasting .  
	Expense forecast  - lists the marketing expenses needed to achieve a company's marketing objectives

Explains how a company's marketing plan will be implemented and what measures the company could in place in order to handle unexpected events
	Implementation  - provides a detailed timeline for the execution of the various activities described in the company's marketing plan  
	Controls  - discusses the benchmarks a company will use to chart its progress against its implementation schedule  
	Marketing organization chart  - outlines the structure of a company's marketing team, specifying which person is responsible for which marketing activity  
	Contingency planning  - explains how a company will handle unexpected events

The print books, ebooks, and websites listed below are good sources of additional information about marketing plans and the various elements that make up such plans.
Print books
	30-minute social media marketing: Step-by-step techniques to spread the word about your business fast and free
	Guerrilla marketing in 30 days
	How to make money with social media: An insider's guide on using new and emerging media to grow your business
	Marketing plan handbook: Develop big picture marketing plans for pennies on the dollar
	The procrastinator's guide to marketing, or how to get off your butt and develop your marketing plan!
	30 minutes to write a marketing plan
	Direct marketing: Strategy, planning, execution
	How to write a successful marketing plan: A disciplined and comprehensive approach
	The marketing plan: How to prepare and implement it
	Understanding consumer decision making: The means-end approach to marketing and advertising strategy
	Entrepreneur: How to create a marketing plan This site, affiliated with the print Entrepreneur magazine, explains what marketing plans are and how to do the research needed to write one.
	Mplans: How to write a marketing plan This site contains links to articles that describe the planning process for creating a marketing plan and that give tips for writing effective plans.
	Mplans: Sample marketing plans This site provides access to hundreds of free sample marketing plans in a variety of categories.
	U.S. Small Business Administration: Developing a marketing plan This site provides numerous links related to creating a marketing plan.
	<< Previous: Market Research
	Next: Market Share >>
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6 Tips for Creating a Great Business Marketing Plan
E very successful company needs a well-thought-out business plan to outline its course of action. A marketing strategy is one key part of that plan: It spells out critical information, including how a business will distinguish itself from competitors and what the team will aim to achieve.
While marketing plans don't always produce immediate results, they are still a crucial aspect of a business plan and should be given a considerate amount of attention. A complete and effective marketing strategy can reveal opportunities through new audience segments, changes in pricing strategy or by differentiating the brand from the competition.
Here's how to create an effective marketing plan for your business. 
How to develop a business marketing plan
A focused marketing plan sets two goals. The first is to maintain engagement and customer loyalty , and the second is to capture market share within a specific audience segment of your target audience.
Your marketing plan outlines the strategies you'll use to achieve both goals and the specific actions your marketing team will employ, such as the specific outreach campaigns, over which channels they will occur, the required marketing budget and data-driven projections of their success.
Marketing is a science-driven commitment that typically requires months of data to refine campaigns, and an interconnected marketing plan keeps your business committed to its long-term goals. 
All marketing guidelines will circle back to the four P's: product, price, place and promotion. The following tips are starting points that will ingrain the habit of continually returning to these four P's.
1. Create an executive summary.
Marketing campaigns should not be considered individual functions. Marketing is the story of your brand as told to customers; like any narrative, its tone and characters should remain consistent. An executive summary details your marketing goals for the next year and helps tie each campaign together. 
When establishing your marketing goals, they should be specific, measurable, attainable, relevant and time-bound – or SMART. These goals should work together to achieve both internal and external harmony, telling a consistent story that informs customers of your exact message while building on its previous chapters. 
For example, you may set a SMART goal to increase your company's social media traffic by 15% in a 90-day time frame, and plan to achieve this by creating four relevant, informative and high-quality posts per week on each platform, using your company's brand kit. 
2. Identify your target market.
Before you write a marketing plan, you need to find and understand your niche. Ask yourself who the specific demographic is that you're targeting. For example, if your business sells 30-minute meals, then those who work traditional 9-to-5 jobs are likely in your market. Study that group of individuals to understand their struggles and learn how your business can solve the problem.
FYI: Targeting your audience can drastically improve the effectiveness of your marketing efforts and help you avoid wasting resources on fruitless campaigns.
3. Differentiate your brand with inbound marketing.
Inbound marketing utilizes internal tools – such as content marketing, social media activity and search engine optimization (SEO) – to attract a customer's attention primarily through online communication. Content marketing can include informative blog posts, interviews, podcasts with relevant industry figures or supplementary guides on how to best use your product. For example, if you sell cooking supplies, consider posting several fun recipes around the holidays that your tools can help prepare.
Each of these strategies empowers the others in a loop to achieve greater customer attention. A strong content offering can improve your search engine ranking, which brings more people to your website and social pages. You can then share those developed content pieces to that wider audience, who will again improve your search engine rankings. All of this can be done without the expense of a famous endorser or commercial advertising campaign. 
4. Identify competitors that also target your customers.
No matter how original your product or service may be, there is always competition for your target customer's dollar. Small business personnel seldom take the time to study their competitors in-depth or pinpoint companies outside their industry that are just as capable of luring customers away. Knowing who your competitors are, their core competitive advantages, and how they might respond to your offerings – like price cuts or increased communication – helps you devise strategies to combat such losses. 
By seeking out these competitors, you can develop ways to differentiate your business by providing consumers with the things they may be lacking from your competition. Observe how your competitors operate to find ways in which you can stand out and steer your target audience toward your business. 
Did you know? According to SmallBizGenius, 19% of small businesses fail because of their competitors. 
5. State your brand position for your target customers.
Ultimately, your brand – and what it symbolizes for customers – is your strongest advantage. You should be able to write a simple declarative sentence of how you will meet customer needs and beat the competition. The best positioning statements focus on solving a problem for the customer in a way that promotes the best value.
6. Budget the plan. 
When implementing a strategy, consider the marketing budget you will allot. Marketing requires money for various reasons, including paid promotions, marketing software, events and outsourced costs. Consider your budget when creating the plan so that there is money available to spend on marketing tactics to achieve your goals. 
While drafting the plan and evaluating your course of action, note the estimated cost, assets, and time required to achieve the stated goals; this will help when it comes time to set the actual calculated budget. Any goals that you create should be realistically achievable within the budget you have set. 
Key takeaway: When developing your marketing plan, you should know why a customer would use your product, differentiate your brand from competitors, and audit your product offering and message to ensure consistency.
Channels to include in your marketing plan
Once you know the elements of your plan, the next step is to develop the blueprint of how you will reach your target customers. Aside from traditional print and broadcast media, here are three digital marketing channels that many business owners utilize.
Social media
Social media is an essential part of businesses' marketing plans, because every type of customer is on some type of platform – such as Facebook , Twitter or LinkedIn . You may feel overwhelmed at the possibilities, but focus on the sites that can benefit your business the most.
Brett Farmiloe, founder of internet marketing company Markitors, advised companies starting out in social media to get to know their customers and the platforms they use.
"Figure out where your customers are spending their time, and set up shop on those platforms," he told Business News Daily. "Develop a content strategy that can be executed internally, [and then] execute your strategy by posting branded content on your selected platforms."
Though email marketing is not as new as social media marketing, it is an effective and popular choice for small business owners. Companies can implement email marketing techniques in many ways, including newsletters, promotional campaigns and transactional emails. For instance, Mailchimp and Constant Contact help companies manage their email drip campaigns .
Farmiloe added to set your email marketing efforts apart from the others by segmenting your markets.
"Not all subscribers want to receive the same blast," he said. "Smart email marketers take the time to segment subscribers at the outset, and then continue to segment based on subscriber activity. Through segmentation, companies reduce the amount of unsubscribes, increase open rates and, most importantly, increase the amount of actions taken from an email send."
The popularity of smartphones and tablets has changed how companies target consumers. Since people have these devices with them nearly all the time, companies are looking to implement strategies that reach customers on their gadgets.   
"Mobile marketing is interruptive," Farmiloe said. "It's because of this power that a marketer has to let the consumer determine how and when to receive marketing material. That's why almost every app comes with the option to turn notifications on or off. The consumer has to hold the power with mobile marketing."
Key takeaway: Use digital marketing channels – such as social media, email and mobile – to reach customers, but only after researching each channel in depth and developing a strategy to capture consumers' interest. 
Monitoring results
Well-defined budgets, goals and action items – with appropriate personnel assigned to each – can make your marketing plan a reality. Think about how much you're willing to spend, the outcomes you expect and the necessary tasks to achieve those outcomes.
Analytical tools that track customer behavior and engagement rates can serve as a helpful guide for your marketing strategy . Unlike billboards or commercials, digital channels allow you to assess each step of the customer journey and gain insights on the individual patterns and intent of prospects. Intention can soon develop into prediction, empowering your marketing team to develop campaigns that consistently reach target audiences at the right time. 
You can find more tips for measuring your marketing ROI here.
Jordan Beier and Adryan Corcione contributed to the writing and reporting in this article. Source interviews were conducted for a previous version of this article.


Sample Car Dealership Business Plan

Writing a business plan is a crucial step in starting a car dealership. Not only does it provide structure and guidance for the future, but it also helps to create funding opportunities and attract potential investors. For aspiring car dealership business owners, having access to a sample car dealership business plan can be especially helpful in providing direction and gaining insight into how to draft their own car dealership business plan.
Download our Ultimate Car Dealership Business Plan Template
Having a thorough business plan in place is critical for any successful car dealership venture. It will serve as the foundation for your operations, setting out the goals and objectives that will help guide your decisions and actions. A well-written business plan can give you clarity on realistic financial projections and help you secure financing from lenders or investors. A car dealership business plan example can be a great resource to draw upon when creating your own plan, making sure that all the key components are included in your document. The car dealership business plan sample below will give you an idea of what one should look like. It is not as comprehensive and successful in raising capital for your car dealership as Growthink’s Ultimate Car Dealership Business Plan Template , but it can help you write a car dealership business plan of your own.
Example – DriveDream Motors
Table of contents, executive summary, company overview, industry analysis, customer analysis, competitive analysis, marketing plan, operations plan, management team, financial plan.
Welcome to DriveDream Motors, your newest destination for all automotive needs in the vibrant heart of San Diego, CA. As a beacon of quality and reliability in the local car dealership scene, we are dedicated to elevating the vehicle purchasing experience. Our extensive range includes brand-new models directly from manufacturers and pre-owned vehicles that meet our stringent quality and reliability standards. Beyond sales, we provide a comprehensive array of automotive parts and accessories, positioning us as a one-stop shop for our customers. Our strategic location in San Diego ensures convenience for anyone visiting us, making their car buying journey as smooth as possible.
Our trajectory towards becoming the leading car dealership in San Diego is paved with key success factors and notable achievements. Leveraging the vast experience of our founder, who has previously steered a dealership to success, we have a solid foundation in business strategy and customer service excellence. Our competitive edge is further sharpened by offering a superior and diverse vehicle selection, exceeding customer expectations. Since launching on January 5, 2024, we have successfully established a compelling brand identity, secured a prime location, and are continuously building towards our vision with every milestone achieved.
The Car Dealership industry in the United States, with a valuation surpassing $1 trillion, presents a lucrative opportunity for DriveDream Motors. Expected to grow at a steady CAGR of 3% in the coming years, factors such as increasing consumer disposable income and a surge in demand for vehicles lay a fertile ground for our success. Particularly, the trend towards online car shopping aligns with our strategy to invest in a robust digital presence, enabling us to cater to a broader audience and secure a competitive advantage in the San Diego market.
DriveDream Motors is committed to serving a diverse clientele in San Diego, including families in search of reliable transportation, individuals looking for an upgrade, and military personnel stationed in the area. Recognizing the city’s commitment to sustainability, we also cater to eco-conscious buyers with a selection of electric and hybrid vehicles. By tailoring our inventory and services to these key segments, we ensure a broad appeal and meet the varied needs of our community.
Our competitors, such as North Park Auto Sales, Car Czar Auto Sales, and Branco Motors, each bring their strengths to the San Diego car dealership market. However, DriveDream Motors sets itself apart by offering an unmatched selection of superior quality vehicles and a wider variety of options, catering to the diverse preferences of the San Diego community. Our commitment to excellence in customer service and our extensive range of vehicles, from eco-friendly models to luxury sports cars, places us in a unique position to provide an unparalleled shopping experience.
DriveDream Motors has crafted a comprehensive marketing strategy that spans both digital and traditional platforms. Our product and service offerings range from new and used cars to automotive parts and customization accessories, catering to all automotive needs with competitive pricing. We leverage social media, SEO, and email campaigns to engage potential customers, complemented by community events and strategic partnerships for broader reach. Our focus on exceptional customer service and an innovative referral program are key to transforming customers into brand ambassadors, ensuring our growth in the competitive San Diego market.
Our operational blueprint focuses on maintaining a streamlined inventory system, conducting daily vehicle inspections, and leveraging a robust CRM. Key milestones include securing a prime location, completing necessary legal formalities, and launching a comprehensive marketing campaign. We prioritize continuous staff training and strive for excellence in customer service to enhance the buying experience. Our goal is to achieve initial sales targets and foster continuous improvement through customer feedback, adapting to market trends to ensure long-term success.
At the helm of DriveDream Motors is Isabella Lee, our President, whose extensive experience in the automotive industry and proven leadership skills form the backbone of our operations. Isabella’s strategic vision and passion for the automotive sector are instrumental in guiding our dealership towards achieving its ambitious goals, making her an invaluable asset to our team and driving us toward lasting success in the San Diego market.
Welcome to DriveDream Motors, a new and vibrant Car Dealership dedicated to serving the wonderful community of San Diego, CA. As a local business, we recognize the gap in the market for high-quality car dealerships within the area, and we’re here to bridge that gap. Our commitment lies in providing exceptional service and a diverse selection of vehicles to cater to every taste and need.
At DriveDream Motors, our offerings span across various categories to ensure we meet our customer’s expectations. We deal in both new and used cars, providing an extensive range of options for our buyers. Additionally, we understand the importance of maintaining your vehicle, which is why we also supply automotive parts and accessories. Our goal is to be your one-stop-shop for all your automotive needs.
Located in the heart of San Diego, CA, DriveDream Motors is perfectly positioned to serve the local community and beyond. Our strategic location allows us to connect with our customers easily and provide them with the convenience they deserve.
Our edge over the competition is clear. DriveDream Motors is spearheaded by a founder with a proven track record of success in running a car dealership. This experience is invaluable to us and is a pillar of our confidence in the success of our venture. Moreover, our commitment to offering better cars and a wider variety than our competitors puts us in a unique position to meet the diverse needs of our customers.
Since our establishment on January 5, 2024, as a Limited Liability Company, DriveDream Motors has hit several milestones. We’ve crafted a logo that resonates with our brand identity, chosen a company name that reflects our mission and vision, and secured an ideal location that promises a bright future for our dealership. These accomplishments are just the beginning of our journey towards becoming the leading car dealership in San Diego, CA.
The car dealership industry in the United States is a vast and thriving market. According to recent research, the industry generated approximately $1.1 trillion in revenue in 2019. This indicates the significant size and financial importance of car dealerships within the country. Moreover, the industry employs over 1.1 million people, making it a crucial source of job opportunities and economic growth.
Market projections suggest that the car dealership industry in the United States will continue to experience steady growth in the coming years. It is expected to have a compound annual growth rate (CAGR) of 3.7% from 2020 to 2027. The increasing demand for vehicles, coupled with the rise in disposable income and favorable financing options, are some of the factors contributing to the positive market outlook.
The trends in the car dealership industry bode well for DriveDream Motors, a new car dealership serving customers in San Diego, CA. One notable trend is the growing preference for electric and hybrid vehicles. As more consumers prioritize eco-friendly transportation options, DriveDream Motors can capitalize on this trend by offering a wide range of electric and hybrid models. Additionally, the shift towards online car shopping is another opportunity for the dealership. By providing a seamless online purchasing experience and offering virtual vehicle tours, DriveDream Motors can attract tech-savvy customers who value convenience and efficiency.
Below is a description of our target customers and their core needs.
Target Customers
DriveDream Motors will target a diverse range of customers, with a primary focus on local residents in San Diego. This segment includes both families seeking safe and reliable transportation and individuals looking for their first car or an upgrade. The dealership will tailor its inventory and services to meet the varied needs and preferences of this core demographic, ensuring a broad appeal.
Furthermore, DriveDream Motors will also aim to attract military personnel stationed in the San Diego area. The city’s significant military presence offers a unique customer base that requires dependable vehicles for both personal and professional use. Special promotions and financing options will be designed to cater to the needs of this segment, recognizing their service and providing value-added benefits.
Another important customer segment includes eco-conscious buyers interested in electric and hybrid vehicles. San Diego’s commitment to sustainability and its environmentally aware population make this an ideal target market for DriveDream Motors. The dealership will offer a selection of eco-friendly vehicles, along with information and incentives to encourage sustainable automotive choices.
Customer Needs
DriveDream Motors understands the essential need for high-quality cars among residents who value reliability, performance, and aesthetics in their vehicles. Customers can expect an inventory that meets rigorous standards, ensuring each car is not only visually appealing but also mechanically sound. This commitment to quality is the cornerstone of the dealership’s promise to its customers.
In addition to vehicles, DriveDream Motors recognizes the importance of offering top-tier car parts and accessories. Customers seeking to enhance their driving experience or maintain their cars in peak condition can find everything they need under one roof. The dealership prioritizes the availability of genuine, high-quality parts and accessories, catering to the specific needs of car enthusiasts and everyday users alike.
Moreover, DriveDream Motors appreciates the importance of providing a holistic customer experience. From the moment customers step into the dealership, they can expect attentive service tailored to their individual needs. Whether it’s finding the perfect car, securing financing options, or seeking advice on vehicle maintenance, the team is dedicated to ensuring satisfaction at every turn.
DriveDream Motors’s competitors include the following companies:
North Park Auto Sales specializes in offering a wide variety of used cars, including sedans, SUVs, and trucks, catering to a broad demographic looking for quality vehicles at competitive prices. Their price points vary widely, accommodating budget-conscious buyers as well as those seeking luxury pre-owned vehicles. Located in the heart of San Diego, they serve customers across the metro area, capitalizing on a prime location that attracts a diverse clientele. Key strengths include a vast inventory and strategic positioning, while a potential weakness might be the lack of new vehicle sales, limiting options for customers seeking the latest models.
Car Czar Auto Sales focuses on providing customers with a curated selection of used vehicles, emphasizing quality and reliability. Their products range from economy cars to premium SUVs, with price points designed to meet the needs of mid to high-end buyers. Operating out of a single location in San Diego, Car Czar Auto Sales targets local residents seeking vehicles that offer a blend of performance and value. A major strength is the personalized customer service and a rigorous vehicle selection process. However, their limited geographical reach and inventory might be seen as weaknesses compared to competitors with multiple locations and broader selections.
Branco Motors takes a unique approach by specializing in electric and hybrid vehicles, catering to environmentally conscious consumers seeking sustainable transportation options. They offer competitive pricing on a range of eco-friendly cars, positioning themselves as a go-to dealership for customers prioritizing green technology. Situated in a convenient San Diego location, Branco Motors appeals to a niche market within the city and its surrounding areas. Their key strength lies in the specialized focus on electric and hybrid vehicles, addressing growing consumer interest in sustainability. However, this specialization might also be a weakness, as it could limit their appeal to a broader audience not yet ready to transition to electric or hybrid vehicles.
Competitive Advantages
At DriveDream Motors, we pride ourselves on offering an unparalleled selection of superior vehicles that surpass our competitors in both quality and variety. Our commitment to excellence ensures that every car on our lot meets rigorous standards of performance, safety, and comfort, allowing our customers to shop with confidence. We understand the diverse needs and preferences of our clientele in San Diego, and by providing a wider range of options, we cater to every taste and requirement. Whether you’re in the market for a sleek sedan, a robust SUV, or an eco-friendly electric vehicle, our extensive inventory promises something for everyone, making us a one-stop destination for car buyers seeking the best.
Beyond our exceptional vehicle offerings, our competitive edge is further sharpened by our unparalleled customer service and tailored purchase experiences. We believe that buying a car should be as enjoyable as driving one, which is why our team goes above and beyond to ensure a seamless and personalized buying process. From offering expert advice without the pressure to sell, to crafting flexible financing options that fit various budgets, we prioritize the needs and satisfaction of our customers above all else. This customer-centric approach not only sets us apart from the competition but also fosters lasting relationships with our clientele, establishing DriveDream Motors as a trusted name in the automotive industry in San Diego.
Our marketing plan, included below, details our products/services, pricing and promotions plan.
Products and Services
DriveDream Motors caters to a diverse clientele, offering an extensive range of products and services designed to meet the needs of car buyers and owners alike. From those in the market for a brand-new vehicle to individuals seeking reliable automotive parts and accessories, DriveDream Motors ensures a comprehensive shopping experience. The dealership prides itself on its commitment to quality, customer service, and competitive pricing.
At the forefront of DriveDream Motors’ offerings are new cars. Customers can explore a wide selection of the latest models from various manufacturers. Whether one is looking for a compact car, an SUV, or a luxury sedan, DriveDream Motors provides a variety of options to suit different preferences and budgets. The average selling price for new cars at the dealership hovers around $35,000, with fluctuations depending on the make, model, and included features.
In addition to new vehicles, DriveDream Motors also specializes in used cars. This segment caters to buyers seeking quality vehicles at more affordable price points. The dealership meticulously inspects each used car to ensure reliability and customer satisfaction. The average selling price for used cars is approximately $20,000, though this can vary significantly based on the car’s age, condition, and mileage.
Beyond vehicle sales, DriveDream Motors offers an array of automotive parts. For those looking to replace or upgrade parts of their vehicle, the dealership stocks genuine parts that guarantee compatibility and performance. Customers can expect to find parts at an average price point of $150, although more specialized or high-performance parts may carry a higher price tag.
Lastly, DriveDream Motors provides customers with a selection of automotive accessories. These range from aesthetic enhancements to practical additions that improve the functionality and comfort of one’s vehicle. Accessories are competitively priced, with an average cost of $100. This allows customers to personalize their vehicles without breaking the bank.
Throughout its product and service offerings, DriveDream Motors remains dedicated to delivering value, quality, and a positive shopping experience. Whether customers are in the market for a new or used vehicle, or simply looking to maintain or customize their existing car, DriveDream Motors stands ready to serve the automotive needs of the San Diego community.
Promotions Plan
DriveDream Motors embraces a comprehensive marketing strategy to attract customers, with online marketing at the forefront of its efforts. By leveraging the power of the internet, the dealership ensures widespread visibility across multiple digital platforms. This approach includes utilizing social media channels, where engaging content will captivate potential buyers and foster a strong community around the brand. Furthermore, DriveDream Motors will invest in search engine optimization (SEO) to ensure its website ranks high in search results, making it easier for customers to find them when searching for new cars in San Diego, CA.
In addition to online marketing, DriveDream Motors will employ a variety of other promotional methods. Email marketing campaigns will keep subscribers informed about the latest deals, new inventory arrivals, and exclusive events. The dealership also plans to host test-drive events, allowing customers to experience the thrill of driving their dream cars firsthand. These events will not only serve as an excellent opportunity for direct engagement but also help to build lasting relationships with the community.
Local partnerships with businesses and community organizations will further amplify DriveDream Motors’ presence in San Diego. By collaborating on events and promotions, the dealership will tap into established networks, reaching a broader audience. DriveDream Motors will also explore traditional advertising avenues such as radio and local newspapers to ensure a well-rounded promotional strategy that connects with customers across different media.
To enhance customer experience and satisfaction, DriveDream Motors will implement a referral program. Satisfied customers will receive incentives for referring friends and family, creating a word-of-mouth marketing effect that is both authentic and powerful. This strategy acknowledges the value of personal recommendations in the automotive industry and leverages it to attract new customers.
Lastly, DriveDream Motors will ensure its sales team is well-trained in customer service excellence. By providing outstanding service, the dealership aims to generate positive reviews and testimonials, further bolstering its reputation in the local market. Online reputation management will be a key focus, with the team actively responding to reviews and feedback to maintain a positive image.
Overall, DriveDream Motors will employ a multi-faceted promotional strategy that combines online marketing with traditional advertising, community engagement, and exceptional customer service. This approach will not only attract customers but also build a strong, loyal customer base in San Diego, CA.
Our Operations Plan details:
	The key day-to-day processes that our business performs to serve our customers
	The key business milestones that our company expects to accomplish as we grow

Key Operational Processes
To ensure the success of DriveDream Motors, there are several key day-to-day operational processes that we will perform.
	Inventory Management: Regularly update and manage the inventory of cars, ensuring a diverse selection of vehicles that meet the needs and preferences of our customer base.
	Customer Service: Provide exceptional customer service by greeting customers promptly, understanding their needs, and guiding them through the car selection process with expertise and empathy.
	Sales Process: Conduct the sales process efficiently, from test drives to explaining financing options, ensuring a smooth and transparent experience for the customer.
	Vehicle Maintenance: Perform regular maintenance and thorough inspections on all vehicles to ensure they are in excellent condition before sale.
	Marketing and Promotions: Execute marketing strategies and promotions to attract new customers and retain existing ones, including social media campaigns, email marketing, and community events.
	Financial Management: Monitor daily financial transactions, including sales, expenses, and profits, to ensure the dealership operates within its budget and achieves its financial goals.
	Staff Training: Provide ongoing training and development for all staff members to enhance their product knowledge, sales techniques, and customer service skills.
	Compliance: Ensure compliance with all local, state, and federal regulations related to car sales, including licensing and environmental regulations.
	Feedback and Reviews: Encourage and collect customer feedback and online reviews to assess the dealership’s performance and identify areas for improvement.
	Partnerships: Establish and maintain partnerships with local businesses, financial institutions, and car manufacturers to enhance the dealership’s offerings and reputation.

DriveDream Motors expects to complete the following milestones in the coming months in order to ensure its success:
	Securing a Prime Location: Finalize the lease or purchase of a strategically located lot that is easily accessible, visible, and appealing to potential customers in San Diego, CA. This location should also provide ample space for displaying cars and customer parking.
	Obtaining Licenses and Permits: Complete all necessary legal formalities to operate a car dealership in California, including obtaining a dealer’s license, a business license, and any other local permits required for operation.
	Building and Showroom Setup: Design and set up an inviting showroom and customer service area. This includes purchasing or leasing office equipment, setting up IT infrastructure for inventory management, customer relationship management (CRM), and financial accounting systems.
	Inventory Acquisition: Establish relationships with car manufacturers and/or used car suppliers to acquire a diverse and appealing inventory that meets the needs and preferences of the local market.
	Staff Hiring and Training: Hire a skilled team, including sales personnel, finance officers, and service technicians. Provide them with comprehensive training to ensure high levels of customer service and knowledge about the cars being sold.
	Marketing and Branding Efforts: Develop and implement a strong marketing plan to build brand awareness and attract customers. This should include digital marketing, local advertising, and hosting launch events to generate buzz in the community.
	Launch Our Car Dealership: Officially open DriveDream Motors with a grand opening event aimed at generating sales leads and establishing relationships with potential customers in the community.
	Establishing Service and Maintenance Offerings: Set up a service department to offer maintenance and repairs, which can provide an additional revenue stream and help build long-term customer relationships.
	Achieving Sales Targets: Focus on reaching the initial revenue goal of $15,000/month. This involves closely monitoring sales activities, refining marketing strategies, and possibly adjusting inventory based on customer demand and feedback.
	Customer Feedback and Continuous Improvement: Implement a system for collecting customer feedback and regularly review this feedback to make necessary adjustments to the business model, customer service, and inventory offerings. This continuous improvement will help in adapting to market changes and customer preferences, thereby reducing business risks.

DriveDream Motors management team, which includes the following members, has the experience and expertise to successfully execute on our business plan:
Isabella Lee, President
With a proven track record of leadership and achievements, Isabella Lee brings a wealth of experience to DriveDream Motors. Having previously managed a car dealership, Isabella possesses a deep understanding of the automotive sales industry, including market dynamics, customer relationship management, and operational efficiencies. Her hands-on experience in dealership management has equipped her with the insights necessary to drive sales, improve customer satisfaction, and navigate the complexities of the automotive market. Isabella’s leadership skills, combined with her ability to strategize and execute effectively, make her an invaluable asset to DriveDream Motors, positioning the company for long-term success and growth.
To realize our growth objectives, DriveDream Motors requires $925,000 in funding. This investment will be allocated towards capital improvements, including location buildout and the acquisition of essential equipment, and operational expenses such as inventory procurement, marketing initiatives, and staff salaries. This financial foundation is crucial for establishing our presence in the market, attracting a diverse customer base, and achieving our goal of becoming the leading car dealership in San Diego, CA.
Financial Statements
Balance sheet.
[insert balance sheet]
Income Statement
[insert income statement]
Cash Flow Statement
[insert cash flow statement]
Car Dealership Business Plan Example PDF
Download our Car Dealership Business Plan PDF here. This is a free car dealership business plan example to help you get started on your own car dealership plan.  
How to Finish Your Car Dealership Business Plan in 1 Day!
Don’t you wish there was a faster, easier way to finish your car dealership business plan?
With Growthink’s Ultimate Business Plan Template you can finish your plan in just 8 hours or less!

Glamping business plan template - checklist, PDF and examples
	13th February 2024
	Expert advice


Tired of the 9 to 5 grind and ready to get your glamp on? We feel you. The allure of twinkling stars, crackling campfires, and luxurious comfort beckons, and you're ready to answer the call! ⛺️
Glamping has blown up from being a hippie trend to a mainstream must-do, and launching a glamping business can be a serious money maker. But like any business venture, you’ll need more than a killer Instagram game. Before you set up camp, a well-crafted business plan is crucial for navigating the exciting (and sometimes challenging) world of glamping. 
This guide equips you with everything you need to build a winning glamping business plan, complete with a template, a downloadable PDF checklist, and real-world examples to propel you towards glamping success. Map your journey, attract the perfect glampers, and turn your vision into a thriving reality.
Winning glamping business plan template
	Free glamping business plan template

Beyond the checklist: craft a compelling narrative
Ready to transform your dream of a unique glamping haven into reality? This comprehensive template empowers you to craft a compelling business plan that captures the essence of your vision and inspires potential investors.
1. Executive summary
Captivate your audience with a concise, skimmable overview of your glamping haven. Don’t go into too much detail yet, but do introduce your glamping business and its unique selling proposition (USP) and describe your experience, motivations and objectives for venturing into the glamping industry. Highlight your target market and explain what problems your business will solve for them. Showcase your financial projections to pique interest and leave potential investors wanting more.
2. Company description
Dive deeper into the essence of the glamping experience you want to provide. Describe your location, accommodation options (tents, yurts, cabins, etc.), amenities, and services. Make sure you highlight what makes your glamping site special… Stunning views? Luxury showers? Effortless eco-chic? Paint a vivid picture of the atmosphere, activities, and memories you'll create for guests.
3. Market analysis
Become an expert in the glamping industry! Research current trends , growth projections, and your target market demographics. Identify your competitors, determine their strengths and weaknesses, and analyse their success to identify any gaps you can fill. Make a note of their marketing strategies and use this information to explain how your glamping business will be better than theirs. Remember, knowledge is power in this competitive landscape.
Top tip : join the Glamping Business Community on Facebook. Run by Touch Stay user, Sarah Riley, of Inspired Camping , the group is full of thousands of glamping business owners who are happy to answer glamping questions, discuss industry news and build new business relationships.
4. Marketing strategy
Explain how you'll get the word out about your glamping business and what marketing strategies you’ll use to promote it in the future. From social media magic to captivating website storytelling, craft a strategy that clearly projects how you’ll grow from newbie to global glamping appeal by reaching your ideal glampers in all the right places. Explore opportunities for partnerships, local events, influencer marketing, and targeted online advertising. Make your glamping haven irresistible!
5. Management team
Show off the passion and expertise driving your glamping adventure. Introduce your team members and their roles and responsibilities. Highlight their relevant experience, skills, and qualifications. Don't underestimate the power of a strong and dedicated team.
6. Financial projections
Break down how much your glamping business will cost to initially set up and operate on an ongoing basis. Be realistic and meticulous. Create detailed forecasts for revenue, expenses, and profitability. Consider seasonality, operational costs, and potential investment needs. Be specific about when investors will see a return and let your numbers tell a compelling story of financial viability.
7. Operational plan
Ensure your glamping site runs smoothly and efficiently. Explain how your glamping business will be run on a day-to-day basis. Detail your booking system, guest logistics, communication, staff roles and responsibilities, maintenance procedures, security measures, and sustainability initiatives. A well-oiled operation breeds happy glampers and happy business owners!
Touch Stay provides digital guidebooks made specifically for glampsites. Check out how glampsites The Devon Den and Paperback Camp use theirs to share essential info and local recommendations to ensure their glampers have the best stay possible.
8. Growth strategy
Think big! Outline your vision for expansion, new offerings, and long-term goals. Consider innovative glamping trends, additional services, and potential partnerships. Your ambition paves the way for future success.
Bonus tip : include stunning photos and videos that showcase your glamping site, accommodations, and surrounding area. Remember, visuals are powerful storytelling tools that capture attention and ignite wanderlust.
Free glamping business plan template and checklist
Get your hands on our FREE glamping business plan template and checklist P DFs. Download our guides tailored for glamping ventures to ensure no essential info is missed off your business plan. Customise them to fit your unique vision and pique investors’ interest.
Or check out these other free glamping business plan templates from industry leaders:
	Inspired Camping

Remember, your glamping business plan is more than just numbers and logistics. Infuse it with your passion, values, and the unique story behind your idea. Weave a narrative that connects with your target audience and resonates with their desire for an unforgettable glamping experience.
Your glamping business plan is a dynamic document. As your venture evolves and adapts to market trends, regularly update your plan to maintain its accuracy and effectiveness.
Ready to turn your glamping dream into a thriving reality? Start crafting your winning plan with the tools and knowledge you've gained here. Let's make your glamping empire shine!
Spend less time managing your glampers by welcoming prepared guests with a Touch Stay glamping guidebook. Start your 14-day free trial today!
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	PDF Marketing Plan Template
A marketing plan helps small business owners identify target customers, understand the current market, build brand identity and awareness, and align marketing tactics with business goals. An effective marketing plan becomes the roadmap to gaining more customers and improving the success of your company.




	PDF Marketing Plan Template (detailed version)
DRAFT Strategy <professor's name> MarkeCng Goals Build a markeCng plan/mix that leverages proven low fricCon markeCng mediums that support message frequency and word of mouth & referral. IdenCfy and maximize global press opportuniCes through edX, MIT, The Broad and faculty connecCons.




	PDF The Marketing Plan
1. State the purpose of the marketing plan. 2. Review business goals and objectives as well as specific strategies to reach them. Everything your company does should be guided by and consistent with your Mission Statement.




	PDF A Simple Guide To Your Small Business MARKETING PLAN
Small Business MARKETING PLAN YOUR PLACE IN THE MARKETPLACE Tennessee Small Business Development Center Network Lead Center Middle Tennessee State University, PO Box 98, Murfreesboro, TN 37132 Toll Free: 877-898-3900 Phone: 615-849-9999 Fax: 615-893-7089 Small Business Development Centers.




	What is a Marketing Plan & How to Write One [+Examples]
A marketing plan is a strategic roadmap that businesses use to organize, execute, and track their marketing strategy over a given period. Marketing plans can include different marketing strategies for various marketing teams across the company, all working toward the same business goals.




	Create a Marketing Plan [+20 Free Templates]
Quick Read A marketing plan is a roadmap that helps you set goals, understand your target audience and optimize the impact of your marketing campaigns. There are several types of marketing plans depending on the objective. Some examples include social media marketing, influencer marketing, video marketing, and email marketing.




	Free PDF Business Plan Templates
Simple 30-60-90 Day Business Plan Template PDF This template is designed to help you develop and implement a 90-day business plan by breaking it down into manageable chunks of time. Use the space provided to detail your main goals and deliverables for each timeframe, and then add the steps necessary to achieve your objectives.




	Marketing plan example
10 steps to start your business. Plan your business. Market research and competitive analysis. Write your business plan. Calculate your startup costs. Establish business credit. Fund your business. Buy an existing business or franchise. Launch your business.




	Creating a Marketing Plan: An Overview
The marketing plan serves to define the opportunity, the strategy, the budget, and the expected results of product sales. In this chapter, the individual elements that comprise the plan are introduced, as are details on how to implement adequate research in considering each decision therein. This chapter can be used alone or in concert with ...




	What Is a Marketing Plan? And How to Create One
Implementing paid advertising Measuring marketing efforts over specific periods of time, such as every quarter, six months, or year Marketing plan vs. marketing strategy vs. business plan In researching what a marketing plan is, you may come across the related concepts of marketing strategy and business plan.




	5 Steps to Create an Outstanding Marketing Plan [Free Templates]
5 Steps to Create an Outstanding Marketing Plan [Free Templates] Download Now: Free Marketing Plan Template Rebecca Riserbato Published: January 04, 2024 First Name * Last Name * Email * Phone Number * Website URL * Company Name * How many employees work there? * Subscribe to HubSpot's marketing blog We're committed to your privacy.




	PDF Creating a Strategic Marketing and
This marketing plan template is designed to facilitate analysis, planning and communication of your strategic marketing and communications plan. Additional resources and worksheets are references throughout the document to assist with more detailed planning in specific areas. Before writing your plan, determine the time-frame for your plan.




	Marketing Plan Templates with Guide
Download Business Marketing Plan Template. Word | PDF | Smartsheet. This template takes all of the essential elements of a marketing plan and organizes them into sections, but you can also add and remove components of the plan according to your needs. Use this customizable template to write your executive summary, mission and vision statements ...




	PDF The Marketing Plan Workbook for Independent Professionals
This Marketing Plan Workbook is a condensed outline of all of my eight marketing systems. To get the most from this eBook, just read and do the exercises, and




	20 Marketing Plan Samples and 7 Marketing Strategy Templates ...
20 Marketing Plan Samples and 7 Marketing Strategy Templates for your Product and Business [Read + Download pdf + doc] Create your own marketing strategy and Marketing Plan, take a look at 20 different samples for reference and bring your projects to the next level. Kartik Jhakal July 15, 2020 6 min read Discover the possibilities with Social9




	The Perfect Marketing Plan
The Super Guide about The Perfect Marketing Plan is a complete guide on provide a comprehensive understanding of the creation of a marketing plan, applicable to a broad range of businesses, emphasizing the importance of strategic planning and the optimization of marketing investments to drive business growth and maximize return on investment.




	How to Write Marketing Plan in Business Plan with Examples
FAQs: An effective marketing strategy helps you achieve early success. Use this article to write an effective marketing plan section in a business plan. What is a marketing plan? A marketing section of a business plan gives you a roadmap to organize, execute and track the progress of your marketing efforts.




	8.5 Marketing Strategy and the Marketing Plan
A marketing plan is a formal business document that is used as a blueprint or guide for how a company will achieve its marketing goals. A marketing plan differs from a business plan in that it focuses more on market research, attracting customers, and marketing strategies, whereas the business plan covers much more than that, as you will see in ...




	How to Write a Sales and Marketing Plan
A sales and marketing plan is a document that outlines strategies for creating awareness of your product or service among a defined group of prospective buyers. It also describes pricing and distribution structures that provide the highest anticipated return on investment. A successful sales and marketing plan is based on the estimated market ...




	How To Write A Marketing Plan
Research. It is important to know what other people besides you think about your company, so spend some time before writing your marketing plan talking to employees, customers, shareholders and ...




	Marketing Plans
Creating a Marketing Plan. A marketing plan is one component of a business plan. Marketing plans contain information about a company's products and/or services and discuss how potential customers will be identified and how the company's products and/or services will be marketed to them. Putting together a marketing plan is a time-intensive ...




	FE967/FE967: Eight Steps to Developing a Simple Marketing Plan
Second, we list eight steps to follow to develop a simple marketing plan. Third, we provide a marketing plan worksheet for your individual use. Rationale for Marketing Plan. A quick online search will provide a list of reasons why a marketing plan is essential for your business operation. A marketing plan. Helps you reach your target audience




	6 Tips for Creating a Great Business Marketing Plan
Marketing is a science-driven commitment that typically requires months of data to refine campaigns, and an interconnected marketing plan keeps your business committed to its long-term goals.




	PDF The Marketing Plan
The Marketing Plan. The most important part of a business plan is the Marketing Plan. To keep one's business on course this plan must be geared toward the business's mission, its product and service lines, its markets, its financial situation, and marketing/sales tactics. 1. The business must be aware of its strengths and weaknesses through ...




	Sample Car Dealership Business Plan
Marketing Plan. Our marketing plan, included below, details our products/services, pricing and promotions plan. ... Car Dealership Business Plan Example PDF. Download our Car Dealership Business Plan PDF here. This is a free car dealership business plan example to help you get started on your own car dealership plan.




	Glamping business plan template
Before you set up camp, a well-crafted business plan is crucial for navigating the exciting (and sometimes challenging) world of glamping. This guide equips you with everything you need to build a winning glamping business plan, complete with a template, a downloadable PDF checklist, and real-world examples to propel you towards glamping success.




	Hydroponics Business Plan Example
Hydroponics Business Plan Example - Free download as PDF File (.pdf), Text File (.txt) or read online for free. The Hydroponics business plan is a guide for a forward-thinking farm, utilizing nutrient-rich water for plant growth. It details savvy strategies for efficient crop production, resource management, and market success, aiming to establish a sustainable venture in innovative soil-less ...




	30 Emerging Technologies That Will Guide Your Business Decisions
3 things to tell your peers. 1. The trends and technologies featured in the Gartner Emerging Tech Impact Radar fall into four key themes and help product leaders gain a competitive edge. 2. Use the impact radar to guide your investment and strategic planning around disruptive technologies. 3.
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