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Executive Summary
Provide a brief overview of the business’s purpose and its aims and goals. 

This would normally be the last part of the marketing plan to complete as it summarises the rest of the content and should grab the attention of the reader so remember to keep it short and to the point and highlight the main benefits of the business. 
Ensure you delete this prompt text prior to finalising the Marketing Plan

Acronyms
Below is a list and description of the acronyms that have been used within this business plan to ensure the understanding of all points made.

	Tag
	Description

	MP
	Marketing Plan

	BP
	Business Plan

	SEO
	Search Engine Optimisation

	
	


The Market Place
The Sector

Provide an overview of the sector with which your business and business opportunity is looking to operate within. Refer to your PESTLE analysis and for each of the bullet points used to respond to the questions asked, provide further detail within this section. Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.

Ensure you delete this prompt text prior to finalising the Marketing Plan

The Marketing Plan
Value Proposition

Refer to your Business Model Canvas and for each of the bullet points used to respond to the questions asked within the Value Proposition section, provide further detail within this section. Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.

Don’t forget the questions:

· What problems do customers have that I can solve?

· What products and/or services can I offer to solve these?

· What benefits do I offer customers?

· What can make a customer choose a competitor rather than my product and/or service?

· What benefits does my product and/or service offer that my competitor doesn’t?

Ensure you delete this prompt text prior to finalising the Marketing Plan

Customer Segments

Refer to your Business Model Canvas and for each of the bullet points used to respond to the questions asked within the Customer Segments section, provide further detail within this section. Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.
Don’t forget the questions:

· What segments do my customers fall into?

· Who are my most important customers?

Ensure you delete this prompt text prior to finalising the Marketing Plan

Customer Relationships

Refer to your Business Model Canvas and for each of the bullet points used to respond to the questions asked within the Customer Relationships section, provide further detail within this section. Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.

Don’t forget the questions:

· What type of experience does my customer expect?

· How can I provide the right experience to my customer?

· What type of experience does my competition offer?
Ensure you delete this prompt text prior to finalising the Marketing Plan

Channels

Refer to your Business Model Canvas and for each of the bullet points used to respond to the questions asked within the Channels section, provide further detail within this section. Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.

Don’t forget the questions:

· How can I reach my customer?

· Are these channels the best I can use to reach my customer?

· Are these channels the most cost effective?

· How do I help customers to buy a product and/or service?

· How do I provide post-purchase customer support?

Here are some potential channels to customers and methods that can be used to market products and/or services that may be useful for you:

	Marketing channel


	Questions to ask
	Advantages
	Measurement
	Cost

	Email
	Have you got a good quality email list with permission to get in touch?
	Easy to target messages at segments; great for keeping in regular contact until customers are ready to buy


	Email analytics can tell you everything you need to know about who has clicked on what.
	Very low cost but doing it well takes time

	Online marketing
	Are you attracting enough people to your website? 
	SEO and pay-per-click advertising can help get your business to the top of search results
	Google Analytics can help you measure the success of SEO and pay-per-click activity


	The cost depends on how much outside expertise you need to bring in

	Social media
	Which social media sites are your customers using? 
	Social media helps you build relationships with customers and widen your reach
	Everything is measured from followers to likes; use links and calls to action to drive traffic to your website


	Social media sites are free but you have to factor in the cost of your time

	Content marketing
	Are you promoting your expertise?
	Writing guides, blogs and case studies can help you build a strong reputation in your field
	Include links in your content and measure traffic to your website; ask customers for feedback


	Creating content takes time

	PR
	Do you need to raise your profile?
	PR can give you exposure – whether you are looking for mentions in the business press or a local paper


	Measure uplifts in sales or website traffic when you have had media coverage 
	Perseverance is the name of the game with PR so it can take time 

	Exhibitions and events
	Can you reach your customers in one place? 
	An opportunity for face-to-face contact with lots of motivated prospects
	Collect data on everyone you meet, follow up on every lead and measure the results


	Events are very costly but they offer big rewards

	Advertising
	Will it be seen by the right people?
	Advertising in the press, directories or online can help you reach your target market
	Monitor results from ads using dedicated email addresses, URLs and phone numbers


	Costs vary

	Direct mail and leafleting
	Could letters and flyers get your business noticed?
	Direct mail and flyers are making a comeback
	Monitor results from flyers using dedicated PO Box numbers, email and web addresses and phone numbers


	Potentially very cost-effective 

	Sponsorship
	Can you improve your reputation by association? 
	Local firms can get great goodwill by sponsoring local charities or sports teams
	Measurement is not easy but you can monitor overall results over the course of the sponsorship


	Local sponsorship can be quid pro quo – such as paying for team kit in return for a logo


Ensure you delete this prompt text prior to finalising the Marketing Plan
Key Partners

Provide an overview of the key partners who you can involve in the planning and implementation stages of your marketing plans. Include items such as who the partner is, what benefits they can bring to your plans, how you will engage with them, what preparation work is required prior to engaging with them, what timeframes are involved and how will you measure the impact of both engagement strategies and the benefit they have brought to your marketing plans. 

Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.

Ensure you delete this prompt text prior to finalising the Marketing Plan

Key Goals

Provide an overview of the key goals you wish to achieve through your marketing activities. You should provide SMART goals, ie. specific (x% more sales, x new customers, etc.), measurable, relevant, time bound.

It is good practice to review these goals at regular timeframes to check they are still appropriate for the business, how you are performing against them and any corrective actions that may be required. 

Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.

Ensure you delete this prompt text prior to finalising the Marketing Plan

Key Activities

Provide an overview of the key activities you will need to complete to prepare for and implement your marketing plans. Include items such as the activities required, who is responsible for them, what preparation work is required, what timeframes are involved, how these will help to achieve the key goals identified and how will the impact of the activities be measured. Don’t forget to include a copy of your Marketing Action Plan to provide additional detail to your plans.

Ensure you use sentence and paragraph structure and use justified arguments to explain the points you are making.

Ensure you delete this prompt text prior to finalising the Marketing Plan
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