
 

 

COMPLETING	THE	MARKETING	PLAN	
	

Just	follow	these	steps	to	complete	the	sections	in	red	in	the	PowerPoint	document.		
Use	the	Notes	function	 in	PowerPoint	to	add	additional	commentary	and	facts	to	
aid	the	presenter	and	the	reader.		Add	and	subtract	slides	wherever	appropriate.	
	
	
INTRODUCTORY	SLIDES	
	
Header	Slide	
	
Remember	to	state	the	year(s)	to	which	the	plan	relates.	
	
	
Contents	Slide	
	
List	the	sections	clearly,	ideally	with	page	numbers.		
	
	
AUDIT	
	
The	 audit	 phase	 in	 the	 planning	 process	 is	 critical	 for	 the	 development	 of	 the	
situation	analysis.		Data	must	be	sifted	for	useful	information	that	helps	to	build	an	
accurate	 picture	 of	 the	 status	 quo.	 	 The	 critical	 step,	 that	 will	 facilitate	 the	
development	 of	 a	 strategy	 and	 plan,	 however,	 is	 the	 interpretation	 of	 that	
information	to	secure	meaningful	insights.	
	
Slide	4:	External	Environment	
	
Add	any	 factors	 from	the	external	environment	 that	may	have	a	significant	 impact	
on	 your	 brand	 performance	 over	 the	 coming	 three	 years.	 	 These	 are	 not	 factors	
specific	 to	your	particular	market,	but	existing	 in	 the	wider	environment.	 	Use	 the	
following	 headings	 for	 guidance	 purposes,	 but	 do	 not	 feel	 constrained	 by	 them	 -	
what	matters	are	the	issues,	not	the	headings	they	fall	under:	
	

Political:	Government	actions,	tax	levels,	privatisation,	education	policy,	etc.	
	

Economic:	 Income	 levels,	 employment	 levels,	 rate	 of	 inflation,	 rate	 of	 economic	
growth,	etc.	
	

Social	 and	 Cultural:	 Demographics	 (population	 growth/distribution,	 age),	 lifestyles	
and	 cultural	 values	 (changing	 beliefs,	 skills,	 family	 values),	 education	 levels,	
increased	car	use,	etc.	
	

Technological:	IT,	internet,	home	shopping,	etc.	
	

Legal:	Health	&	safety,	employment,	equal	opportunities,	etc.	
	

Environmental:	Effect	of	your	business	on	the	environment,	substantiation	of	your	
own	‘green’	credentials,	etc.	
	



 

 

	
Slide	5:	Market	Environment	
	
• Use	bar	charts	to	show	the	growth	of	the	market	over	a	period	of	up	to	5	years	in	

both	volume	and	value	terms,	to	the	extent	that	data	is	available.	
	

• This	chart	shows	the	ideal,	with	the	addition	of	forecasts	and	year-to-date	data	
to	facilitate	understanding	and	planning.	

	

• Add	appropriate	data	figures	to	the	bar	chart	and	growth	data	year-on-year.	
	

• Add	 other	 key	 market	 data	 if	 available,	 e.g.	 on	 different	 categories,	 using	
additional	slides.	

	
	
Slide	6:	Competitive	Environment	
	
Firstly,	 look	 at	 the	 broader	 competitive	 environment,	 briefly	 commenting	 on	 key	
threats	from	new	entrants,	substitute	products/services	and	the	bargaining	power	of	
customers	and	suppliers.	
	
	
Slide	7:	Competitive	Environment	
	
Analyse	the	brand	structure	of	the	market	in	a	similar	fashion	to	the	market	analysis	
earlier,	where	data	is	available.	
	
	
Slide	8:	Competitive	Environment	
	
Now	look	in	more	depth	at	the	top	1-3	competitors,	either	because	of	market	share,	
growth	rate,	or	other	factors.		Assess	factors	such	as	these:	
	

• Share	and	growth	performance	
	

• Market	 segments	 targeted	 (i.e.	 which	 groups	 of	 consumers/customers)	 and	
achieved	

	

• Brand	 strategies	 deployed,	 including	 positionings,	 use	 of	 marketing	 mix	 and	
consumer/customer	perceptions	(equity	achievement)	

	

• Activities	 and	 initiatives	 in	 past	 2	 years,	 including	 creative	 vehicles	 and	media	
used	

	

• Overall	strengths	and	weaknesses	versus	competitors,	including	our	brand.	
	
	
Slide	9:	The	Consumer/The	Customer	
	
Make	sure	the	consumer	analysis	starts	with	the	consumer	and	not	with	the	brand!		
We	want	to	learn	about	the	consumer	initially,	not	whether	or	not	they	are	buying	



 

 

our	 brand.	 Critically,	 this	 analysis	 must	 begin	 the	 process	 of	 building	 a	 proper	
understanding	of	how	your	market(s)	segment(s).			
	
Take	a	series	of	key	parameters,	 such	as	demographics,	 socio-economics	 (age,	sex,	
income,	 size	 of	 family,	 class,	 ethnic	 group,	 etc.)	 and	 geographics,	 and	 then	 as	 the	
data	builds	 add	others	 such	as	 lifestyle	and	psychographics	 (attitudes	and	beliefs).		
These	 groupings	 need	 to	 be	 cross	 analysed	 with	 data	 related	 to	 the	 product	
category,	 such	 as	 usage	 occasion,	 benefits	 sought,	 usage	 rate	 and	 finally	 brand	
preferences	and	purchasing	behaviour.			
	
The	 decision-making	 process	 for	 each	main	 type	 of	 customer	 should	 be	 explored:	
this	will	be	 invaluable	 in	 the	development	of	 the	communications	strategy	as	each	
key	step	in	the	process	represents	a	potentially	different	target	audience.	
	
This	 is	 clearly	 not	 an	 exercise	 that	 can	 be	 attempted	 in	 its	 entirety	 as	 part	 of	 the	
audit,	but	using	whatever	data	 is	available	some	key	connections	should	be	sought	
and	hypotheses	about	key	market	segments	put	forward,	which	can	be	tested	later.		
It	 is	 essential	 to	 extract	 the	 key	 learning	 from	 qualitative	 data	 and	 to	 expose	
weaknesses	and	gaps	in	all	the	data	for	correction	in	the	future.		The	objective	is	to	
develop	a	segmentation	that	will	enable	faster	growth	for	your	brand	by	identifying	
key	 clusters	 of	 people	 with	 particular	 needs	 that	 your	 brand	 can	 best	 meet	 -	
remember	these	are	as	likely	to	be	emotional	as	physical.	
	
The	 principles	 are	 the	 same	 for	 a	 BTB	 (business-to-business)	 brand,	 but	 attention	
must	be	paid	to	the	different	types	of	individual	in	the	DMU	(decision-making	unit).		
In	other	words,	identify	the	common	factors	across	industries	between	procurement	
specialists,	 financial	people,	engineers,	etc.,	but	also	how	the	type	of	 industry	may	
have	an	influence.		Companies	and	industries	are	not	segments	–	human	beings	are!		
	
	
Slide	10:	Revenue	&	Margin	
	
Prepare	 the	 sales,	 gross	margin,	marketing	 costs	 and	 contribution	 summary	 in	 the	
most	appropriate	format.		Add	year-to-date	data	where	appropriate	to	full	year	data.	
	
Add	volume	data	where	appropriate.	
	
Comment	on	over-achievement	or	shortfalls	against	forecast.		Explain	key	increases	
in	costs.		
	
	
Slide	11:	Sales	
	
Analyse	 product	 sales	 of	 your	 brand	 by	 type,	 SKU	 (stock	 keeping	 unit),	 customer,	
geography,	 etc.,	 against	 plan,	 insofar	 as	 it	 is	 significant	 in	 understanding	 how	 the	
brand	has	evolved	and	the	potential	for	further	growth.		
	



 

 

Draw	conclusions	and	state	indicated	action	where	appropriate.	
	
	
Slide	12:	Brand	
	
Provide	 a	 full	 analysis	 of	 how	 your	 brand	 is	 performing	 with	 its	 target	
consumers/customers	(within	consumer	segments	if	possible).		Analyse	against	plan	
for	key	metrics	such	as	awareness,	image	scores,	intention	to	purchase,	penetration,	
repeat	purchase	and	loyalty.	
	
Where	appropriate	provide	competitor	comparisons.	
	
Use	qualitative	as	well	as	quantitative	sources	and	be	sure	to	provide	a	commentary,	
conclusions	and	indicated	actions.	
	
	
Slide	13:	Product/Service	
	
What	 product/service	 offerings	 do	 consumers/customers	 want	 and	 which	 are	 the	
most	and	least	important	attributes?	
	
How	 do	 consumer/customer	 perceptions	 of	 our	 product/service	 offerings	 and	
attributes	compare	to	those	of	our	competitors?	
	
Where	 does	 our	 offering	 currently	 possess	 strengths	 and	 weaknesses	 versus	 the	
competition?	
	
	
Slide	14:	Pricing	
	
The	consumer	pricing	analyses	can	be	conducted	via	such	techniques	as:	
	

• Competitive	 analysis	 by	 size	 and	 price	 to	 estimate	 likely	 perceived	 value	 for	
money	

	

• Qualitative	assessment	from	consumer/customer	research,	such	as	focus	groups,	
interviews,	etc.	

	

• Quantitative	 assessment	 from	 techniques	 such	 as	 brand-price	 trade-offs	
(conjoint	analysis)	

	

• Test	marketing,	such	as	changing	the	pricing	structure	in	specific	outlets/areas.	
	
	
Slide	15:	Advertising:	Creative	
	
State	 the	 creative	 strategy	 that	 led	 to	 the	 current	 copy,	 and	 insights	 gained	 from	
both	 quantitative	 and	 qualitative	 research	 as	 to	 its	 effectiveness	 in	 terms	 of	
communicating	the	intended	message(s).			



 

 

	
Also	use	awareness,	and	perception	&	awareness	of	the	communicated	message,	as	
metrics.	
	
Note	indicated	actions.	
	
	
Slide	16:	Advertising:	Media	
	
It	 is	vital	to	try	and	establish	the	relationship	between	spend,	SOV	(share	of	voice),	
media	strategy	(e.g.	burst	versus	drip),	copy	used	and	the	results	obtained.		Start	to	
build	 a	model	 that	 tracks	 the	 apparent	 relationship	 between	 the	 key	 factors	 -	 see	
next	slide.			
	
It	 is	 also	 vital	 to	 try	 and	 demonstrate	 the	 payback	 on	 major	 items	 of	 marketing	
investment,	such	as	advertising.		Start	building	models	that	calculate	the	incremental	
revenue	and	margin	that	you	think	derived	from	the	activity	versus	what	would	have	
happened	otherwise.		This	technique	involves	first	calculating	the	incremental	sales	
secured	from	the	advertising,	 I.e.	versus	 ‘base	sales’.	 	This	can	be	established	via	a	
test	and	control	programme,	econometrics	or,	 if	necessary,	extrapolation	 from	the	
past.		The	payback	is	the	marginal	contribution	less	the	cost	of	the	activity	(this	can	
also	be	expressed	as	ROMI	[return	on	marketing	 investment]	 -	 I.e.	payback/cost	of	
activity	x	100%).	
	
Note	indicated	actions.	
	
	
Slide	17:	Advertising:	Evaluation	
	
Begin	building	models	such	as	this,	that	directly	relate	the	creative	strategy	to	harder	
marketing	metrics.	 	The	metrics	chosen	should	be	those	that	best	measure	what	 is	
really	 happening	 on	 the	 consumer/customer	 journey	 from	 unawareness	 to	 brand	
loyalist	 and	 should	 be	 tracked	 and	 evaluated	 against	 plan.	 	 Be	 clear	 on	 the	 target	
market/segment.		(The	example	used	is	for	a	retailer;	annual	brand	penetration	is	the	
proportion	of	a	target	market	buying	the	brand	at	least	once	a	year).	
	
	
Slide	18:	Digital	
	
Assess	the	impact	of	any	digital	tools	that	have	been	used	and,	if	not,	their	potential	
relevance	 for	 your	 brand	 in	 achieving	 the	 objectives.	 	 Break	 out	 the	 analysis	 into	
website	 development,	 SEO	 (search	 engine	 optimisation),	 PPC	 (pay	 per	 click	
advertising),	social	media,	content	development,	email,	etc.	
	
Note	indicated	actions.	
	
	



 

 

Slide	19:	Other	Communications	
	
Assess	the	 impact	of	any	other	communication	tools,	such	as	PR,	direct	marketing,	
sponsorship,	events,	sales	promotion	activity,	etc.	 that	have	been	used	and,	 if	not,	
their	potential	relevance	for	your	brand	in	achieving	the	objectives.	
	
Note	indicated	actions.	
	
	
Slide	20:	Distribution	
	
Analyse	levels	of	brand	distribution	(numerical	and	weighted).	
	
Analyse	stocking	levels	-	out	of	stocks,	days’	stock	cover,	etc.	
	
Assess	the	impact	achieved	by	your	in-store	environment.	
	
Assess	the	use	of	pos	(point-of-sale)	materials.			
	
Note	indicated	actions.	
	
	
Slide	21:	Key	Learning	&	Insights	
	
Record	your	key	learning,	insights	and	conclusions	from	the	whole	audit.	
	
	
SWOT	ANALYSIS	
	
SWOTs	 play	 a	 critical	 role	 in	 focusing	 the	 thinking	 from	 the	 audit	 phase	 and	
facilitating	 decision-making.	 	 Quantifying	 the	 SWOTs	 will	 ensure	 a	 more	 robust	
process	and	outcome,	but	must	be	conducted	by	a	team,	not	individually.		Whilst	the	
SWOT	can	be	prepared	for	an	entire	market,	it	is	more	effective	applied	to	individual	
market	segments	-	I.e.	a	group	of	potential	target	consumers	or	customers	for	your	
brand.		If	you	have	more	than	one	key	market	segment	the	exercise	should	therefore	
be	repeated	for	each.	
	
Decide	on	the	team:	ideally	this	should	be	3-6	people	involved	with	the	brand,	which	
could	include	external	agency	personnel	if	appropriate.		Brief	each	member	with	the	
relevant	background	data	from	the	brand	audit	and	request	that	they	go	away	and	
individually	prepare	all	three	charts	for	the	SWOT	without	conferring.	 	Agree	a	day	
for	the	team	to	meet	and	then	go	through	the	individually	prepared	charts,	debating	
where	there	are	differences	in	the	quantification,	until	agreement	is	reached	and	a	
final	SWOT	can	be	produced.	
	



 

 

Slide	23:	Opportunities	
	
Remember	 in	this	 first	chart	that	opportunities	are	external	to	the	organization,	so	
entail,	 for	 instance,	developing	new	products	 to	meet	 the	needs	of	particular	 sub-
segments.	 	 Taking	 a	 price	 increase	 (or	 cut),	 increasing	 advertising	 spend,	 running	
promotions	 etc.	 are	 not	 opportunities	 -	 they	 are	 planned	 activities	 to	 exploit	 an	
identified	 opportunity	 -	 so	 what	 is	 the	 opportunity?	 	 Think	 market	 needs	 and	
product/service	 initiatives!	 	 Score	 each	 opportunity	 out	 of	 10	 under	 the	 two	
headings	and	total	them	(you	may	add	other	headings	if	you	wish).	 	Actionability	is	
concerned	 with	 how	 readily	 (time-wise,	 cost-wise,	 etc.)	 an	 opportunity	 can	 be	
exploited.	 	 Potential	 relates	 to	how	big	 the	opportunity	 is	 deemed	 to	be	 (volume,	
value,	 margin,	 etc.).	 	 Now	 indicate	 which	 year	 the	 opportunities	 can	 begin	 to	 be	
exploited.	
	
	
Slide	24:	Threats	
	
Complete	this	chart	in	the	same	manner	as	the	opportunities	one	previously,	bearing	
in	mind	that	threats	are	also	external	to	the	organization.	
	
Now	 screen	 the	 opportunities	 by	 the	 threats	 to	 assess	 them	 for	 level	 of	 risk	 and	
adjust	the	opportunities	scores	if	necessary.	
	
	
Slide	25:	Strengths	&	Weaknesses	
	
List	 the	 critical	 success	 factors	 (up	 to	 10)	 for	 brands	 competing	 in	 this	 market	
(segment)	 and	 then	 assess	 their	 relative	 importance	 by	 allocating	 100	 points	
between	 them.	 	 Derive	 the	 CSFs	 from	 what	 you	 have	 learned	 in	 the	 audit.	 	 This	
methodology	will	help	you	avoid	the	greatest	trap	with	SWOTs	-	optimistically	listing	
items	as	strengths	that	in	reality	are	not.	
	
Now	place	your	brand	name	and	your	competitor	brands’	names	at	 the	top	of	 the	
columns	and	score	the	brands	out	of	10	for	each	CSF.		Try	and	use	research	data	as	a	
source	guide	for	the	scoring.			Add	the	score	to	each	box	and	then	multiply	it	by	the	
weighting	 factor	 so	 that	 each	 box	 contains	 two	 figures.	 	 Finally	 add	 together	 the	
weighted	scores	 for	each	brand	and	place	 the	 figure	 in	 the	appropriate	box	at	 the	
bottom	of	the	grid.	
	
The	 strengths	 and	weaknesses	will	 be	 clear	 from	 the	 scores	 for	 your	 brand	when	
compared	 to	 its	 competitors	 -	 you	 can	 mark	 ‘S’	 and	 ‘W’	 against	 each	 factor.	 	 A	
strength	 is	only	such	 if	no	other	brand	scores	as	highly	as	yours.	 	 If	another	brand	
scores	as	highly	as	yours,	and	no	brand	scores	more	highly,	 it	 is	neither	a	strength	
nor	a	weakness.	
	
Now	 go	 back	 and	 screen	 the	 opportunities	 again	 by	 the	 identified	 strengths	 and	
weaknesses	to	check	if	your	assessment	of	the	opportunities	needs	adjusting.	



 

 

	
	
Slide	26:	Opportunities	
	
Now	 take	 the	 opportunities	 from	 the	 SWOT	 one	 by	 one	 and	 expand	 upon	 the	
implications	 for	 each	 in	 terms	 of	 e.g.	 research	 needed,	 resources	 required,	
timescales,	elements	of	the	marketing	mix	to	be	deployed,	etc.		Determine	some	key	
action	points:	these	will	be	picked	up	in	the	plans.	
	
	
Slide	27:	Issues	
	
Using	the	SWOT	as	a	basis,	explore	the	key	issues	emanating	from	the	analysis.		For	
instance,	 how	will	 you	 build	 on	 the	 brand	 strengths,	 resolve	 the	 weaknesses	 and	
avoid	 the	 threats	 that	 have	 been	 identified.	 	 Determine	 how	 these	 impact	 on	 the	
exploitation	of	the	opportunities.		What	went	right	and	what	went	wrong?	
	
Make	clear	concise	statements.	
	
Determine	some	key	action	points:	these	too	will	be	picked	up	in	the	plans.	
	
	
STRATEGIC	PLAN	
	
The	proforma	has	assumed	a	3-year	long-range	plan.		Adjust	to	suit	a	longer	strategic	
planning	period.	
	
Slide	29:	Mission	&	Corporate	Objectives	
	
State	 the	 mission/vision	 from	 the	 corporate	 strategic	 plan	 together	 with	 the	
corporate	 objectives.	 	 These	 provide	 an	 ultimate	 framework	 for	 the	 marketing	
planning	and	should	act	as	a	cross	check	for	everything	that	appears	in	the	plan.	
	
	
Slide	30:	Market	Forecast:	Total	Market	
	
Use	bar	charts	to	show	the	growth	of	the	market	over	a	period	of	up	to	5	years	 in	
both	 volume	 and	 value	 terms	 (from	 the	 audit),	 followed	 by	 your	 forecast	 for	 the	
strategic	 plan	 years	 based	 in	 part	 upon	 the	 history	 but	 much	 more	 on	 your	
assumptions	on	key	factors	affecting	the	market	and	your	own	planned	initiatives.	
	
Add	appropriate	data	figures	to	the	bar	chart	and	growth	data	year-on-year.	
	
Add	 a	 summary	 conclusion	 to	 the	 slide,	 as	well	 as	 any	 further	 commentary	 in	 the	
notes	section.	 	This	 should	encompass	such	 issues	as	growth	 trends	and	variations	
from	forecast	in	the	previous	year,	and	your	rationale	for	the	forecasts.	
	



 

 

The	 development	 of	 this	marketplace	model,	 taking	 into	 consideration	 changes	 in	
PESTLE	factors,	consumer	behaviour,	distribution	changes	and	competitive	actions,	is	
a	key	ongoing	 task.	 	All	 key	marketing	objectives	 should	ultimately	 tie	back	 to	 this	
model	so	ensuring	that	they	are	grounded	in	reality	rather	than	aspirations.	
	
	
Slide	31:	Market	Forecast:	Brand	Share	
	
Forecast	brand	shares	for	the	coming	three	years.		Your	brand	share	objectives	will	
always	be	derived	 from	this	market	 forecast	and	can	only	be	changed	by	changing	
the	forecast,	thus	demonstrating	where	a	change	in	your	brand	share	will	impact	on	
the	shares	of	other	brands.	
	
	
Slide	32:	Assumptions	
	
This	 is	 a	 very	 important	 section.	 	 The	 rationale	 you	 have	 used	 to	 construct	 the	
market	 forecasts	and	 therefore	your	key	brand	objectives	 is	based	upon	some	key	
assumptions.		This	is	where	you	must	state	those	key	assumptions,	which	should	be	
derived	 from	what	 was	 learnt	 in	 the	 audit	 phase.	 	 Assumptions	 can	 include	 such	
items	as	economic	 factors,	 anticipated	competitive	actions,	 changes	 in	distribution	
infrastructure,	raw	material	prices,	production	capacity,	etc.		Quantify	these	factors	
wherever	 possible,	 if	 only	 by	 timescale.	 	 However,	 if	 achievement	 of	 the	 plan	 is	
possible	irrespective	of	a	particular	assumption,	then	it	is	not	necessary	to	state	it.	
	
You	should	consider	which	factors	are	most	likely	to	vary	from	your	assumptions	and	
look	 at	 alternative	 scenarios	 -	 what	 impact	 would	 this	 have	 on	 your	 market	
forecasts,	marketing	objectives	and	therefore	your	marketing	strategy?		The	further	
this	contingency	planning	can	be	taken	the	better	placed	you	will	be	if	one	or	more	
of	the	key	assumptions	are	proved	wrong	in	reality,	so	that	you	can	fall	back	on	an	
alternative	that	has	already	been	explored.		
	
This	 section	 can	 also	 include	 a	 consideration	 of	 key	 constraints	 –	 e.g.	 regulations,	
capacity,	size	of	potential	customer	base,	funds	availability,	etc.	
	
	
Slide	33:	Marketing	Objectives	
	
State	the	key	marketing	objectives	for	the	brand	(or	business).		These	are	concerned	
with	what	will	 be	 sold	 into	which	markets,	 and	are	expressed	 in	 terms	of	 volume,	
value,	margin,	market	share,	etc.	and	are	the	drivers	for	the	strategic	plan	and	the	
action	 plan	 that	 follows.	 	 Marketing	 objectives	 are	 not	 concerned	 with	
communications.	 	 Make	 sure	 that	 all	 the	 important	 ones	 are	 SMART	 (specific,	
measurable,	 achievable/agreed,	 realistic,	 time-banded).	 	 They	will	 be	derived	 from	
the	forecasts	and	the	understanding	derived	from	the	audit.	
	



 

 

Some,	or	most,	of	these	objectives	will	be	KPIs	(key	performance	indicators).	 	Note	
that	they	should	all	 interlock	and	support	each	other,	not	be	arrived	at	 in	 isolation	
from	each	other.	
	
It	 is	 VITAL	 that	 you	 state	 how	 achievement	 of	 each	 of	 the	 objectives	 will	 be	
measured	-	I.e.	which	audit,	panel,	internal	measurement,	etc.	
	
	
Slide	34:	Marketing	Strategy:	Brand	Strategy:	Market	Segmentation	
	
The	 Brand	 Strategy	 section	 is	 ultimately	 the	most	 important	 part	 of	 the	 strategic	
plan.	 	 It	 sets	out	 the	rationale	 for	 the	brand’s	existence.	 	Getting	this	 right	 is	what	
enables	 companies	 like	 Procter	 &	 Gamble	 and	 Unilever	 to	 create	 brands	 that	 are	
bought	 by	 generations	 of	 loyal	 users,	 creates	 very	 valuable	 assets	 and	 generates	
shareholder	returns.		Great	execution	helps	too,	of	course,	but	get	this	wrong	and	it	
will	all	go	wrong…	
	
If	you	already	have	a	good	segmentation	analysis	of	your	market	completed,	outline	
the	 key	 segments	 here	 -	 particularly	 those	 you	 are	 planning	 to	 target	 with	 your	
brand.	 	 Clarify	 exactly	 what	 each	 target	 segment	 wants	 from	 you	 and	 which	
problems	you’re	providing	solutions	to.		If	this	is	work	in	progress	put	forward	your	
working	hypothesis	on	key	segments	and	your	plan	as	to	how	you	will	develop	the	
analysis	over	 the	 strategic	planning	period.	 	Refer	back	 to	 the	consumer/customer	
analysis	section	in	the	audit	for	help	in	completing	this	section.		Your	SWOT	analyses	
and	 market	 forecasts	 should	 reflect	 the	 key	 market	 segments.	 	 Ideally,	 try	 and	
forecast	how	the	segmentation	might	change	over	the	strategic	planning	period.	
	
Every	element	of	the	marketing	strategy	should	link	back	to	what	was	learnt	during	
the	audit	phase.	
	
	
Slide	35:	Marketing	Strategy:	Brand	Strategy:	Positioning	
	
State	the	brand	positioning.		This	should	encapsulate,	ideally	in	a	few	sentences,	why	
a	target	consumer/customer	should	buy	your	brand	and	what	its	compelling	
uniqueness	compared	to	its	competitors	is.		This	statement	is	the	fulcrum	around	
which	all	brand	activity	revolves	and	is	not	easily	arrived	at	-	it	should	evolve	over	a	
period	of	time,	but	the	annual	planning	process	is	a	good	time	to	readdress	it	in	the	
light	of	the	audit	and	SWOT.		If	you	are	struggling	with	its	development	try	using	this	
format	from	the	book	Crossing	the	Chasm	by	Geoffrey	Moore:	
	

For	 (target	 customer)	 who	 (statement	 of	 the	 need	 or	 opportunity),	 the	 (product	
name)	 is	 a	 (product	 category)	 that	 (statement	 of	 key	 benefit	 –	 that	 is,	 compelling	
reason	 to	buy).	Unlike	 (primary	competitive	alternative),	our	product	 (statement	of	
primary	differentiation).	
	
Add	 values,	 personality,	 core	 attributes	 sought,	 etc.,	which	will	 all	 help	 build	 your	
brand	equity.		



 

 

	
	
Slide	36:	Marketing	Strategy:	Key	Initiatives	
	
State	some	key	 initiatives,	 included	in	the	plan,	which	will	play	a	critical	role	 in	the	
achievement	 of	 the	marketing	 objectives.	 State	 objectives	 and	 in	 each	 case	 give	 a	
brief	rationale	as	to	why	the	planned	activity	is	of	critical	importance.	
	
	
Slide	37:	Marketing	Strategy:	Product/Service	
	
For	every	section	of	 the	strategy,	state	at	 least	one	objective	 that	supports	overall	
achievement	of	the	marketing	objectives.			
	
Then	 summarize	 the	 overall	 product/service	 offering	 strategy,	 including	 product	
ranges,	services,	facilities,	etc.	with	timescales	relating	to	the	3-year	planning	period.	
	
Justify	why	this	is	the	optimum	strategy	to	support	the	overall	marketing	objectives.	
	
	
Slide	38:	Marketing	Strategy:	Pricing	
	
Complete	this	section	in	the	same	way	as	the	product	strategy.		Try	and	demonstrate	
the	volume	and	margin	sensitivity	to	price	increases	and	decreases	to	guide	strategy;	
this	has	a	direct	impact	on	price-related	promotional	activity.	
	
	
Slide	39:	Marketing	Strategy:	Advertising:	Creative	
	
State	 the	 communication	 objectives	 here	 and	 how	 each	 will	 be	 measured.	 	 Add	
forecasts	to	the	advertising	evaluation	metrics	 in	the	audit	section.	 	Then	state	the	
creative	 strategy,	 including	 target	 audience	 and	 proposition	 for	 all	 major	 planned	
campaigns	 and	 an	 indication	 as	 to	 how	 this	might	 evolve	 over	 the	 3-year	 period.		
Summarize	new	copy	development	plans.	
	
As	with	the	previous	sections,	justify	why	this	is	the	optimum	strategy	to	support	the	
overall	marketing	objectives.	
	
	
Slide	40:	Marketing	Strategy:	Advertising:	Media	
	
State	the	media	objectives	(e.g.	share	of	voice,	GRPs	[gross	rating	points])	and	how	
each	will	be	measured.		Based	upon	previous	modelling,	try	and	establish	a	payback	
objective	from	the	planned	activity.	 	Then	state	the	media	strategy,	including	types	
of	media	 to	 be	 used,	 role	 of	 each	 (e.g.	 primary	 versus	 support),	 burst	 versus	 drip	
strategy,	etc.	and	an	indication	as	to	how	this	might	evolve	over	the	3-year	period.	
	



 

 

Again,	 justify	 why	 this	 is	 the	 optimum	 strategy	 to	 support	 the	 overall	 marketing	
objectives.	
	
	
Slide	41:	Marketing	Strategy:	Digital	
	
State	the	objectives	and	strategy	 for	 the	use	of	any	digital	activity	such	as	website	
development,	 SEO/PPC	 (search	 engine	 optimisation/pay	 per	 click),	 other	 online	
advertising,	email,	social	media,	content	creation	and	management,	etc.	
	
	
Slide	42:	Marketing	Strategy:	Marketing	Communications	
	
State	 the	objectives	and	strategy	 for	 the	use	of	any	other	communications	activity	
such	 as	 PR,	 direct	marketing,	 sales	 promotions	 or	 sponsorship	 here.	 	 How	do	 you	
think	their	use	will	evolve	over	the	3-year	period	and	how	do	you	justify	the	planned	
activity?	Bear	in	mind	that	many	initiatives	–	such	as	promotions	-	will	be	primarily	
tactical	activity,	no	detail	 is	 required	here:	 just	a	clear	 rationale	 for	 the	role	of	 the	
tool	and	an	outline	of	the	type	of	activity	planned.	
	
	
Slide	43:	Marketing	Strategy:	Distribution/In-store	
	
State	the	overall	objectives,	together	with	the	strategic	distribution	and	in-store/pos	
(point-of-sale)	strategy.		
	
	
Slide	44:	Financial	Forecast	
	
Update	the	master	grid	from	the	audit.	 	 Insert	forecast	figures	for	sales	and	shares	
from	the	market	forecasts	earlier	in	the	strategic	plan.	
	
Add	volume	figures	where	appropriate.	
	
Build	up	 the	marketing	budget	on	 the	basis	of	 the	planned	activities	 (detail	 in	 the	
next	slide)	and	thus	calculate	the	marketing	contribution.			
	
Explain	key	trends	and	variations.	
	
	
Slide	45:	Marketing	Budget	
	
Adapt	 the	 items	 contained	 within	 the	 budget	 to	 reflect	 the	 key	 elements	 of	 the	
strategic	 plan.	 	 The	 total	 figures	 should	 equal	 the	 ‘marketing	 costs’	 line	 on	 the	
previous	slide.		
	



 

 

Ensure	that	every	item	contained	within	the	strategic	sections	of	the	plan	have	been	
included.	
	
	
OPERATIONAL	PLAN	
	
This	 is	 the	marketing	 action	 plan	 for	 the	 next	 financial	 year.	 	 Each	 section	 should	
detail	 the	objective,	rationale,	 timescale,	execution,	resource	needed,	costs	 for	the	
proposed	activities	and	how	they	are	to	be	evaluated.	
	
Slide	47:	Product/Service	
	
Restate	the	objectives	for	the	first	year	from	the	strategic	marketing	plan	and	then	
detail	 the	 planned	 activities	 for	 the	 year,	 including	 timescales	 and	 budgets.	 	 The	
rationale	must	 include	a	reasoned	demonstration	of	the	desired	outcome,	 in	terms	
of	impact	on	volume,	share	and	profit	and	fulfilling	the	objective.		
	
Make	 sure	 that	you	have	made	clear	who	 in	 the	organization	will	have	 to	execute	
which	activities,	and	in	what	timescales,	to	meet	the	planning	timetable.		Also	make	
clear	how	you	will	measure	 the	 success	of	 key	 initiatives.	 	Highlight	where	activity	
approval	is	required	before	the	end	of	the	current	fiscal	year.	
	
Specific	 elements	 of	 the	 product/service	 section	 of	 the	 plan	 are	 likely	 to	 include	
product	 line	 details,	 key	 customer	 benefits,	 improvements	 planned,	 new	
products/services,	product	withdrawals,	packaging	changes,	etc.	
	
	
Slide	48:	Pricing	
	
Complete	this	section	using	the	same	principles	as	the	product	plan.		Detail	planned	
pricing	 changes	 by	 product	 line,	 channel,	 geography,	 etc.;	 discounting	 policy	 and	
payment	terms.		Ensure	that	the	pricing	plan	dovetails	with	the	margin	objective	in	
the	financial	forecast.	
	
	
Slide	49:	Advertising:	Creative	
	
Complete	 this	 section	 using	 the	 same	 principles	 as	 the	 product	 plan.	 	 Detail	 the	
creative	 objective(s),	 such	 as	 awareness	 building,	 attitudinal	 shift,	 etc.	 and	 the	
planned	 creative/copy	 strategy,	 including	 target	 audience	 and	 key	 proposition.		
Include	production	costs	as	well	as	agency	fees,	etc.	
	
	
Slide	50:	Advertising:	Media	
	
Complete	 this	 section	 using	 the	 same	 principles	 as	 the	 product	 plan.	 	 Justify	 the	
media	choices	and	expenditure	and	include	an	outline	media	plan.	



 

 

	
	
Slide	51:	Digital	
	
Complete	 this	 section	 using	 the	 same	 principles	 as	 the	 product	 plan.	 	 Detail	 and	
justify	 use	 of	 social	 media,	 website	 development,	 SEO/PPC	 activity,	 other	 online	
activity	(including	mobile),	etc.		Explain	in-house/outsourcing	strategy.		
	
	
Slide	52:	Other	Communications	
	
Complete	 this	 section	 using	 the	 same	principles	 as	 the	 product	 plan,	 breaking	 the	
communication	tools	out	into	their	constituent	parts.		These	may	include	PR,	direct	
marketing,	 sales	promotions,	 sponsorship,	etc.	 	 If	 sales	plans	are	 to	be	 included	 in	
the	marketing	plan	create	a	separate	section.	
	
	
Slide	53:	Distribution	
	
Complete	this	section	using	the	same	principles	as	the	product	plan,	including	point-
of-sale	activity	where	appropriate.		Justify	channel	choices	and	detail	key	customers	
and	budgets	(this	should	dovetail	with	the	key	account	plans	within	the	sales	plan).	
	
	
Slide	54:	Other	Marketing	Activity	
	
Complete	 this	 section	 using	 the	 same	 principles	 as	 the	 product	 plan.	 	 Include	 any	
remaining	areas	of	marketing	activity	not	covered	under	any	of	the	other	sections.	
This	might	include	market	research	plans,	customer	service	activity,	etc.	
	
	
Slide	55:	Activity	Matrix	
	
It	 is	 vital	 that	 the	 proposed	 activities	 can	 be	 tied	 back	 to	 the	 overall	 marketing	
objectives.	 	Use	a	matrix	 like	 this	 to	demonstrate	how	the	combined	activities	will	
meet	 the	 agreed	 objectives.	 	 The	 final	 column	 is	 concerned	 with	 relating	 the	
proposed	 activity	 back	 to	what	 has	 been	 learned	 from	 past	 performance.	 	 This	 is	
where	any	modelling	work	underpinning	 the	strategic	plan	can	be	 referred	 to,	e.g.	
calculations	on	incremental	contribution,	ROMI,	etc.	
	
	
Slide	56:	Timetable	
	
Construct	an	activity	timetable	for	the	year,	showing	all	the	key	activities,	as	per	the	
example	shown.	
	
	



 

 

Slide	57:	Detailed	Budget	
	
Create	a	detailed	budget	for	the	next	financial	year	as	per	the	example	above.		Break	
the	 budget	 down	 into	 as	many	 categories/activities	 as	 is	 appropriate.	 	Make	 sure	
that	 the	 total	 figure	 is	 the	same	as	 that	 for	 the	 first	year’s	marketing	spend	 in	 the	
strategic	plan.	 	 (NB:	the	budget	shown	 is	 for	a	major	FMCG	[fast-moving	consumer	
goods]	brand.		Reduce	the	sums	by	as	many	noughts	as	is	applicable	and	change	the	
budget	items	as	appropriate).	
	
	
Slide	58:	Evaluation	
	
It	is	vital	that	any	key	metric	that	is	used	in	the	plan,	including	Marketing	Objectives	
and	KPIs,	are	included	in	this	section.		For	each	metric	it	should	be	made	clear	how	it	
is	to	be	measured	and	thus	the	objective	achievement	evaluated.	
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