Strategic Marketing
plan Template

Andrew Mashman

anmashman@liberatedvision.com.ou

; \

“ > ~

’ '/ V N

-~ ‘.‘:(—" \
1 ;
\ :
\I y

(..

liberated vision


mailto:amashman@liberatedvision.com.au

Planning

Sets the scene to get things done

Empowers people to shave the VLISLon awnol mmau@
meLememt

(S O meovta nt communteation tool

The process is Likely to be more beneficial than the
endl hardeopy plan

Think laterally about the future, Your
organtsation, the environment and customers to
come up with clever tdeas and solutions for
CUSTOMLEYS.
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Environment
analysis

Market target I 3

Control

Business
purpose

Core strategy

Competitive
positioning

Implementation

Marketing mix

—>

Company
analysis

Competitive
advantage

Organisation

. Hooteg etal 2008
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\/\/1/15 does or can the
flrm/organtsation exist ?
what drives the business 2 (top Level)

* VLISLOW

« MLSSLOn
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Corporate, Product oy Market Bases
Goals

Corporate Goals anol Objectives — aim for 3-6
tangtble measures of success for the organisation -
SMART

Goals Actlon Measure Timing
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Our Oroantsation — what are we

OYeat or poovr At (this informs our strengths
ano weaknesses). Should Lmepact customers

* Good or Great @ ?

* Things we'd Liike to change
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Proouct ano Market Deflnition

- Markets — describe l@@g marieets ?
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Marieets

DLMENSLON Marieet 1 Marieet 2 Mariet =

Size — act/pot

Growth

Lite cycle
stage

Demanos

Chavacteristies
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Customers

DLMENSLON

Taroec
Marieet 1

Taroec
Mariet 2

Taroetc

Mariket =

Describe

Denog) mph’ws

Geooraphic's

Psychographt
cS

Behavioural

Profiles
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Commp etitors

© Key Competitor Awatgsls ~ think from a customers
perspective — beware of substitute products/services -
use o table to copture Reg parameters

Roank

Co quetltor

Strengths

Wealkemnesses

Customers

GapabLLLtg

Strateg Y
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Environmental Ana LICJSLS

© Technology

* GoVernhment
~ GoV lneentives
~ Political visks

* ECONOMLES
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Environmental Ana lesls

Culture

- Emerglng trends - Litestyles, fashions. religion,
values, language.

© Demographics
— Changing market size, opportunities § threats
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Strenogths, Weakrmnesses,

Opportunities § Threats
(swmmary of the SA) List the ey polnts

Strenoths wWeakmnesses
Opportunities Threats
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Critical lssues ldentified

+ 2to 4 things central and critical to
achievement of future goals coming out of
the Sttuational awatgsls and SWOT, things
that MUST be bncluded tn your plawn.

1
2

* =
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SCA § Strategy - these ave gulding

Lssues which help frame the plan.

- \What do we/can we do better thaw the
Ld@mt&ﬁﬁ&icom«p@ukiomi

— —

In generie strategy terms now will we
covpete — Differentiation, focus/miche, Low

cost

——
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STP - the tactical marketing plan

While earlier materinl sets the scene for the plan, now You are
working at a level that is Likely to be about a target mariket, a brand
or o specifie set of products or services.

Choose a spectfie TM for this plan and thew everything Ls abmed at
meetng this TM's needs

Develop object’u\/es at a product, service or brand Level whieh weed to be
achieved with this TM and contribute to the organisations overall
goals.

S - Specific

M — Measurable
A - Achlevable
R - Reallstic

T - T’Wmetg

3 or 4 things
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Market Targets and Objectives

* The tavoet wmarket of this plan s ...
Speci{’waug define who Lt Ls and who its not

o WLt the TM we will achieve........

24/03/2010 © Liberated Vision 2010 Step - 18
www.liberatedvision.com.au



Positioning

© Marketing Program Positlonting Strategy
- A short statement encompassing what will be achieved through
moanipulating the 4 p's
— Product - lntangible/tangtble solutions that the target market is
Looking for.
— Price - what “value’ Ls the target market Looking for 2

-~ Place - where does the target market Look for it — how will you get
Lt there ?

- People, Physieal Bvidence § Process also

- Promotion — how will you communtieate these things to the target
market and how will You make them aware and finally purchase
Your offering (solution) above.

-~ A positioning statement can be used to help quantify it
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Posttloniing Statement ana @W‘pl/tla

+ Develop this tn light of the customer benefits
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Prooduct or Service — think Solutlon

+ what's the package of tangibles and
ntangibles you will make available to your

TM e brand.
c Think Lat@mttg about what this Ls and how
the customer Ls benefiting,....
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Price — vValue Packaoge

How WLLL the T™M peme’w@ your pr’we
posltlowlwg
- What s the value propog’uciom

- Who needs to malke money L the value chatwn
(map lt). Who cawn add value tn the chawn

+ What Ls the context of consumption
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Place or DLstribution

* Getting the product / senvice to the
consuwmer/client at the right place, right
tlme, vight prlce
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Phgslcat Evidence

* The look and feel - physical cues or website
for the virtual organisation

o What will the TM/ Stalkeholders see or
perce’we ?
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Process

How can process help manage the
Customer/Client/stakeholder experience

- What will the T™M e)qserf,eme ?
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P@O}DLB

« How are Peopte meorta nt

* How coan people add value to the
customers/clients/stakeholoers e)qse\/uevw@ ?
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Promotlon

Communication of the other P's to the TM and only
TM or other ’qusoyta nt stakeholders/decision
MAREKS.

Advertising

Publie =elatlons (pubtlcltg)
Dilrect Marketing

Sales Promotion

Personal sSelling
— Whteh weedia ?
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Commmnnleation Plans

-+ Comumunication plans
- Advertising
- Public Relations § Publicity

- Personal selling
— Sales Promotion

- Dlrect Marketing

« Choose a varitous tools to reach Your TM anol Your
communieation goals

- \What Media
- What Time Frames
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Communleation Plan

Action/Tool

Detail

Who/When

Objective

Target
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O |

Forecasts and Budgets

© Get the right numbers to support Your plan

© Work out how to track this too. mapress the
accountants — spreadsheets, project software.
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Contlngency ano scenarlos

+ Possible What ifs ? (risk management and
profctiveness)

Prolilic sesponsibiii



% Leymentation

Tool or Objective Target Timing Responsibility Progress
Action
. TVad |- Create . 25-35 . Leadup | - Jane - . Creative finished
Awareness female to pink Marketing & . Places booked
. (measure . Ch 10 ribbon ad agency
TARPS) day
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Evaluation

Against original goals or objectives
© What to measure

« How to measure Lt
« Whew to measure Lt

+ Becomes the tool of proactive change and bnput for
future plans
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Marketing your plan

+ Who ave the stakeholders

* What information do Your stakeholoders want
* How do they want to get Lt

© How can You get thelr buy-tn

Internal and extermnal presemfcatiows,
roadshows, Lncentives.

Ase mmaop Y, Lntranet, extranet, video,
po&lcast and challke art L the mttwags !
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