The Marketing Plan
	Marketing plan for the next 6 months starting: MACROBUTTON NoMacro ( [insert date]


	Market research 

· What problem/s does my product or service solve? Here you need to be specific about what is the need or the pain point and how big a problem is it in terms of urgency and importance to the customer. you should have some understanding of why your product or service exists. Your marketing content should be related to that purpose too. MACROBUTTON NoMacro ( [insert details]


	· Who are my potential customers? (A customer persona is a group that you define to represent the different buyers you expect to have. A customer persona may be things like industry, company size, location, and other details. It’s up to you to figure out what is most important for your product or service.) MACROBUTTON NoMacro ( [insert details]


	Who is my competition? A quick Google and social media search will reveal competition you may not have been aware of. Try searching keywords that are related to your industry. See which businesses come up. Browse their “About Us” pages and feature descriptions. This is an easy and fast way to develop an idea of who your competition is. MACROBUTTON NoMacro ( [insert details]


	Product/service  (different offerings may appeal to different target markets, so it is important to separate them & if appropriate, treat them as separate marketing campaigns.

	Group 1 

	· Who are the potential buyers/clients? 
	MACROBUTTON NoMacro ( [insert details]


	· Why will they buy/use the product/service? 
	MACROBUTTON NoMacro ( [insert details]

	· How much of it will they buy? / How frequently will they use the service? (This determines how many potential customers you need to appeal to in order to sustain your revenue.)
	MACROBUTTON NoMacro ( [insert details]

	· How much will they pay? (The true cost of a product is raw materials + labour + overheads. The price you ask must factor in the true cost, plus a profit margin. If your price is then too high, your customers will not buy.)
	MACROBUTTON NoMacro ( [insert details]

	· Where can we find them? (local, regional, national, online, international…)
	MACROBUTTON NoMacro ( [insert details]

	· How can we reach them? (Traditional advertising, social media, Google & Facebook Ads, word of mouth, online communities etc.)
	MACROBUTTON NoMacro ( [insert details]

	· Who else may want to buy/use it? (Think out of the box)
	MACROBUTTON NoMacro ( [insert details]

	· Is this product/service seasonal? (If so, how do you intend to survive through the low or non-season periods?)
	MACROBUTTON NoMacro ( [insert details]

	Group 2

	· Who are the potential buyers/clients? 
	MACROBUTTON NoMacro ( [insert details]


	· Why will they buy/use the product/service? 
	MACROBUTTON NoMacro ( [insert details]

	· How much of it will they buy? / How frequently will they use the service? (This determines how many potential customers you need to appeal to in order to sustain your revenue.)
	MACROBUTTON NoMacro ( [insert details]

	· How much will they pay? (The true cost of a product is raw materials + labour + overheads. The price you ask must factor in the true cost, plus a profit margin. If your price is then too high, your customers will not buy.)
	MACROBUTTON NoMacro ( [insert details]

	· Where can we find them? (local, regional, national, online, international…)
	MACROBUTTON NoMacro ( [insert details]

	· How can we reach them? (Traditional advertising, social media, Google & Facebook Ads, word of mouth, online communities etc.)
	MACROBUTTON NoMacro ( [insert details]

	· Who else may want to buy/use it? (Think out of the box)
	MACROBUTTON NoMacro ( [insert details]

	· Is this product/service seasonal? (If so, how do you intend to survive through the low or non-season periods?)
	MACROBUTTON NoMacro ( [insert details]

	Group 3

	· Who are the potential buyers/clients? 
	MACROBUTTON NoMacro ( [insert details]


	· Why will they buy/use the product/service? 
	MACROBUTTON NoMacro ( [insert details]

	· How much of it will they buy? / How frequently will they use the service? (This determines how many potential customers you need to appeal to in order to sustain your revenue.)
	MACROBUTTON NoMacro ( [insert details]

	· How much will they pay? (The true cost of a product is raw materials + labour + overheads. The price you ask must factor in the true cost, plus a profit margin. If your price is then too high, your customers will not buy.)
	MACROBUTTON NoMacro ( [insert details]

	· Where can we find them? (local, regional, national, online, international…)
	MACROBUTTON NoMacro ( [insert details]

	· How can we reach them? (Traditional advertising, social media, Google & Facebook Ads, word of mouth, online communities etc.)
	MACROBUTTON NoMacro ( [insert details]

	· Who else may want to buy/use it? (Think out of the box)
	MACROBUTTON NoMacro ( [insert details]

	· Is this product/service seasonal? (If so, how do you intend to survive through the low or non-season periods?)
	MACROBUTTON NoMacro ( [insert details]

	General questions

· What economic changes (local and global) can be expected to take place which may impact on your marketing efforts? What is your Plan B? MACROBUTTON NoMacro ( [insert details] 


	· What general trends can you identify that you should take into consideration in your marketing efforts?  Consider changes in technology, changes in buyer behaviour, industry disruptors, the Fourth Industrial Revolution. MACROBUTTON NoMacro ( [insert details]



	Objectives

Our marketing objectives are:

 FORMCHECKBOX 
 to continue to sell our current range of products/services to our existing clients

 FORMCHECKBOX 
 to sell our current range of products/services to new clients

 FORMCHECKBOX 
 to encourage extra feet through our stores and increase sales

 FORMCHECKBOX 
 to grow our brand by positioning it as the leader in our field

 FORMCHECKBOX 
 to build market share aggressively through advertising and promotional programmes which have the capacity to offer real and measurable returns

 FORMCHECKBOX 
 to enhance the impact of our advertising campaigns by negotiating the best possible price from our suppliers

 FORMCHECKBOX 
 to develop new products/services for our existing customer base.

	Co-ordination of activities and resources

The marketing activities that will help us achieve our goals and that will form the backbone of our marketing drive are:

 FORMCHECKBOX 
 Personal selling

 FORMCHECKBOX 
 Network marketing

 FORMCHECKBOX 
 Sales promotions

 FORMCHECKBOX 
 Advertising

 FORMCHECKBOX 
 Public relations

 FORMCHECKBOX 
 Social media and online campaigns

	 FORMCHECKBOX 
 Compliance with the Consumer Protection Act


	Implementation and tracking progress

	Campaign


	Range agreed
	Pre-promo pack
	Media bookings
	Products ordered
	Store orders received


	Store info sessions
	Campaign breaks
	Campaign ends
	Evaluation

	MACROBUTTON NoMacro ( [insert details]
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	MACROBUTTON NoMacro ( [insert details]
	
	
	
	
	
	
	
	
	


	Marketing budget (Consider the channel, the costs of advertising and the frequency)
MACROBUTTON NoMacro ( [insert details]



	Advertising and public relations
	

	 FORMCHECKBOX 
 Magazines and newspapers
	

	 FORMCHECKBOX 
 Radio
	

	 FORMCHECKBOX 
 Television
	

	 FORMCHECKBOX 
 Web site
	

	 FORMCHECKBOX 
 Promotional activities
	

	 FORMCHECKBOX 
 Sports sponsorships
	

	 FORMCHECKBOX 
 School sponsorships
	

	 FORMCHECKBOX 
 In-store promotions
	

	 FORMCHECKBOX 
 Exhibitions/trade shows
	

	 FORMCHECKBOX 
 Provision for ad hoc advertising

 FORMCHECKBOX 
 Social media engagement
	


	Monitoring the outcome
	

	· Was the initiative successful when measured against specific objectives? 
	MACROBUTTON NoMacro ( [insert details]

	· How was the success of the campaign measured? What criteria was the campaign measured against? 
	MACROBUTTON NoMacro ( [insert details]

	· If the campaign was successful, what factors contributed to its success? 
	MACROBUTTON NoMacro ( [insert details]

	· If the campaign was unsuccessful, what factors contributed to its failure? 
	MACROBUTTON NoMacro ( [insert details]

	· Can steps be taken to rectify the situation for future campaigns? If yes, what? 
	MACROBUTTON NoMacro ( [insert details]


	Future goals

Our marketing objectives for the next two years are:


	 FORMCHECKBOX 

To continue to sell our current range of products/services to our existing clients

 FORMCHECKBOX 

To sell our current range of products/services to new clients

 FORMCHECKBOX 

To develop new products and services for our existing client base

 FORMCHECKBOX 

To develop new products and services to market to new clients

 FORMCHECKBOX 

To increase our market share. How and by how much?      
 FORMCHECKBOX 

To continue to develop our relationship with current suppliers in order to negotiate the best possible prices for the goods we purchase

 FORMCHECKBOX 

To expand our operations and market our goods or services outside Gauteng/the borders of South Africa etc. Areas or countries identified for this growth are:      
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