
How to write an effective marketing plan



CV: marketing experience

• Junior Product Management

• Marketing Manager – Virgin Vouchers Limited

• Loyalty Marketing Manager, Customer Communications
Manager, 

• Channel Customer Communications Manager for Goldfish, 
MoreThan & Accucard

Leigh Jolliffe, BA (Hons) DipM ACIM

• Planner, Account director, Public Services Development 
Director working with clients such as RBS, NatWest, LV=, 
South West Tourist Board, Chailey Heritage Children services



• It structures your approach to market and defines your marketing
mix

• It builds in time for you to research your market, decide which 
customers you are going to target, and ensures that your offering is 
something that customers will need and want.

• It builds in room for you to measure the results of your marketing 
activity, so you know what to do (and what not to do) next time.

• It puts the customer at the heart of your business – after all, no 
customers no sales!

Why write a marketing plan?
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Situation Analysis

• .. is the foundation of the marketing plan and presents a true 
snapshot of your business in it’s current form. It includes elements 
such as your company mission statement and a full market 
overview.

• To do this properly you will need to; 

– Identify your current market position
– Carry out Market research on your competitors and the market that you 

are in.
– Conduct a SWOT analysis – which enables you to identify the 

strengths and weaknesses of your own organisation, and the 
key opportunities and threats you face within the market. 



• Current Market Position

– Product - what products are you selling, what are their 
competitors?

– Price - what pricing policy do you have? Do you discount? How 
does this compare to competition?

– Place - where are you currently selling your product, how does 
this compare to competition?

– Promotion - what marketing activities are you currently carrying 
out?

Situation Analysis



• Current Market Position - services

– People - quality, recruitment, training.

– Processes - written procedures you have in place to ensure 
consistency of service.

– Physical Evidence - what message does the appearance of 
your premises or your people send out to your customers?

Situation Analysis



• Market Research: comes in 2 forms: Primary and Secondary. 

Situation Analysis

Primary research is first hand knowledge gained directly from the 
marketplace, using techniques such as focus groups and surveys; 

whilst 

secondary research uses published studies/reports available online or 
via a library and provides broad knowledge about your markets – e.g. 
Mintel reports.  



Situation Analysis: SWOT example

Source: Times 100 case studies



2.0 Objectives 

• Your objectives should be a realistic statement of what you 
want to achieve as a result of the situation analysis you have 
carried out.

– Objectives need to be SMART (specific, meaningful, achievable, 
realistic and time-limited). 

– They need to be quantitative (i.e. expressed in terms of values, volumes 
market shares and high level response rates for any marketing activity) 

– need to cover the period of the plan e.g. sell 400 units in the next twelve 
months.



• Product
• Price
• Place
• Promotion
• Physical evidence
• People
• Process

Strategy



• Brand: A clear branding strategy for your products, your 
services or your company will differentiate you in the 
marketplace

• Features/benefits analysis: Would additional features 
or services add value to your offering?

• Does your products have a USP (Unique selling 
point)?

Strategy  - Product



• Should you “skim the cream”?
If your product is superior to the competition you can sell it at a 
higher price than your competitors. The volume sold may be small, 
but the profit margins will be high. (Waitrose) 

• Should you adopt “penetration pricing”?
This route aims to get quick acceptance by setting low prices at
launch so as to achieve high volumes quickly. (ASDA)

• How does your price compare to your competitors?
You need to consider the prices charged by your competitors, so 
you can benchmark your prices against them.

Strategy - Price



Your customers will expect to:

• find your products easily
• be available when and where they need them
• in quantities that suit them
• in surroundings that enable them to make a good choice between 

products
• with access to other services to help them use the product (such as after 

sales service).

So, have you considered the following options?:

– Dealing directly with your customers - retailing, selling through the internet, 
via Social Media (Facebook), 

– Using a specialist intermediary - agent, specialist outlet, retailer
– Use a wholesaler to reduce administration

Strategy - Place



• Promotion is not just about advertising your business, or selling. It's 
about pulling together a range of techniques, in the most cost-
effective way, to initiate, increase and maintain awareness of 
what you offer to your target audience (customers).

• There are many promotional/communication channels to choose 
from - Web, Social Media, PR, Exhibitions, Direct Sales, Advertising 
(online via banners, Facebook etc, and/or offline via Press, TV,
Radio etc)

• Remember: keep all your communications consistent – message, 
look and feel etc or customers will be confused!

Strategy  - Promotion



• People

– Selection and Training - are you recruiting the right people and 
are you providing them with the tools to do the job? 

– Internal Marketing - are you actively promoting a culture of 
service within the firm via good service awards, staff newsletter 
and team meetings?

Strategy - Services



• Process

– Do you have the necessary processes in place to ensure that 
your team can deliver a consistent level of service to all 
customers at all times? (e.g. complaints process, customer 
services procedure etc)

Strategy - Services



• Physical Evidence

– Presentation: does your staff behave, look and dress in a 
manner that reflects well on you as an organisation, and your 
service?

Strategy - Services



Target Audience

• We are not all the same and neither are our customers. 

• A one size fits all approach to marketing does not work. 

• Customers want to receive interesting, relevant and engaging 
communications

• Therefore, dividing your customers into “like minded” groups or 
segments  ( via age, gender, social class, buyer behavior etc) 
enables you to do that more effectively.



Target Audience – Example 
(Frugi)

Source: www.welovefrugi.com



Target Audience – Example 
(Frugi)

Source: www.welovefrugi.com



Target Audience – Example 
(Frugi)

Source: www.welovefrugi.com



Tactics
(example communications plan)

Activity DEC JAN FEB MAR APR MAY JUN

PR/Editorials

Exhibitions Bubble Devon CC

Facebook  Page/Shop

Facebook Ads/engagement
Product Giveaway to 

influential Bloggers

Competitions (Monthly)

Newsletters

Postcards (follow up)



Men (Staff)

• Do you have the resources to carry out each task?

• Can you train current staff? Or do you need to outsource some of 
your marketing?

• Are the creative agencies you work with reliable, effective, 
affordable? If not, look elsewhere.

• Once you have answered the above, this part of the report highlights 
which people (such as internal staff or external agencies) are 
responsible for each task



• A time plan includes names of people/agencies who are 
responsible for each marketing activity with deadlines, 
and actions.

Minutes (schedule)



Money (Budget)

• Have you allocated a budget for marketing?

• If you have a small budget – think creatively. New 
channels such as social media can be cheap but 
effective. A Facebook page can be a good alternative to 
a website & word of mouth / PR can be free.



Money (Budget)

Strategies Goal Tactics Q1 Q2 Q3 Q4 Budget

Sales Tools fulfilment for activities Website hosting

Website design & build

Business cards

Brochure

flyers

Web marketing generate demand ad design 

Facebook ads

Banner ads

google adwords

email newsletters/campaigns

PR create awareness PR specialist?

write press releases

online PR costs

Advertising create awareness Design costs

List publications ad space costs

Social Media create awareness Facebook 

Twitter

Other

Total £



Measurement

• Track all of your marketing activity – add codes to adverts and ask 
customers to quote them when buying your products; when new 
customers fill in their details, ask them “ where did you hear about 
us” etc…

• Review and measure your marketing plans results periodically as 
the value of the plan is in its effectiveness.

• Are your plans meeting your objectives set? If not, determine why 
not and adapt your approach.



Thanks for listening
Any Questions?
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