


	MARKETING ESSENTIALS TOOLS

	Form for Drafting a Marketing Plan 

	This form is a shorten version of a marketing plan that you can add to or adapt to fit your needs.

	Product Name:
	

	Date of Plan:
	
	
	Fiscal Year:
	

	Marketing Manager(s):
	
	
	Contact Information:
	

	
	
	
	
	

	Contributors to the Plan:
	
	
	Contact Information:
	

	
	
	
	
	

	Approved by:
	
	
	Approval Date:
	

	Market Review

	List Key Market Elements 
(Describe the market in terms of size, growth, segments, geographic factors, and so forth.)

	

	Describe the Industry Climate/Significant New Trends 
(For example, what is the current economic condition of this industry? What new trends are emerging?)

	

	Competitive Environment

	
	Key Competitors
	Market Share
	Offering/Price

	1.
	
	
	

	2.
	
	
	

	3.
	
	
	

	4.
	
	
	

	The Product

	Prior Year Revenue, Actual vs. Forecast

	

	This Year Revenue Forecast (by distribution channel, if indicated)

	

	Product Status

	
	New Product?
	
	Enhanced Product?
	Launch Date:
	
	

	

	
	Features
	Benefits

	1.
	
	

	2.
	
	

	3.
	
	

	4.
	
	

	5.
	
	



	Product Positioning (Note if pervious positioning was effective or needs to be reconsidered.)

	

	Product Differentiator, Unique Selling Point, or Competitive Advantage

	

	The Customer

	Relevant Customer or User Demographics 
(What is the typical user profile(s)? Where are they located and how do you reach them?)

	

	Buyer Behavior (Why do people buy your product? What needs does it meet?  Is it a planned or impulse purchase? How does price figure into their purchase?)

	

	Distribution Channels

	

	Market Research Plan or Usability Testing

	
	What
	When
	Result

	Prior
	
	
	

	Planned
	
	
	

	Opportunity Survey (See also the SWOT tool)

	Based upon a survey of the product or service’s inherent strengths, weaknesses, external opportunities, and threats, what are the major opportunities and issues facing the product and/or brand?

	

	Financial Objectives

	

	Marketing Objectives

	

	
Marketing Strategy

	

	Marketing Tactics or Action Programs

	Program
	Scheduled dates(s)
	Estimated Cost

	Advertising/Media
	
	

	Merchandising
	
	

	Publicity
	
	

	Trade Shows/Exhibits
	
	

	Web Marketing
	
	

	Promotions
	
	

	Endorsements
	
	

	Sales Incentives
	
	

	Sales Support Materials
	
	

	Dealer Incentives or Terms
	
	

	Special Offers
	
	

	Up sell/Cross sell
	
	

	Pricing Strategy
	
	

	Others
	
	

	Measures of Success (Specify the expected results that signal success; for example, a 3 percent click through rate on an e-mail campaign.)

	

	Projected Profit and Loss (See also the Pro Forma tool in Harvard Manage Mentor Finance Essentials topic.)

	Revenues
	Costs
	Margin

	
	
	

	
	
	

	
	
	

	Controls (For example, when will progress toward goals be reviewed and by whom? Is there a contingency plan if actual results deviate from projections?)
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