

[image: Cover]




[image: image]


Marketing Plans


In A Week
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Ros Jay is a freelance writer and editor who has written several books on marketing and for small businesses, including two Teach Yourself titles. She has direct personal experience of writing a marketing plan, having set up and run her own publishing business. She has also worked as a business advisor for small businesses and business startups.


John Sealey is a marketing authority, international speaker, author and marketing coach. He helps businesses attract and keep customers, more profitably, with the least amount of effort. John works to show that an enterprise can thrive using proven marketing ideas to achieve more sales and profits. What he uses in his own business and teaches other business owners isn’t just theory, but strategies and tactics that work in the real world.




Introduction


Nothing can bring a business greater rewards than getting its marketing right. If you have formed a company, it is vital to market your products or services and to make consumers aware of your business. It doesn’t matter how good your products or services are if your marketplace doesn’t understand what it is you do, why that is going to be of value to them and why they should buy from you and not the competition. Well-thought-out marketing approaches, attached to a good marketing plan, can be the key to your success. Great marketing will grab people’s attention, bringing you more customers, more sales and more profits.


The well-known management consultant Peter Drucker once said, ‘Whenever you see a successful business, someone once made a courageous decision.’ We would add to that wonderful statement, ‘attached to a great marketing plan’.


Marketing is at the heart of every successful company. Your business will be operating in a competitive market where customers are becoming increasingly demanding. To win the lion’s share of customers and thrive in an ever-changing environment, you need a tailored strategy that will give you an all-important competitive edge. For this, your key driver has to be your marketing plan.


Businesses may fail for many reasons, but a common one is the lack of a marketing plan. Many businesses operating without a plan are surviving by accident. Some business owners know the value of a good marketing plan but have no idea how to create one, while others think it will have little value. Many failed businesses have been found to have had plans for their marketing, but hidden away and never used to help their business survive.


By contrast, the businesses that create, implement and work continually with their marketing plan find that sales and profits materialize more quickly and easily. With this vital tool a business can position itself so as to have prospective customers seeing it as a natural choice. The marketing plan can then be used to help ensure its long-term growth and prosperity, and eventual market domination.


The way you market your company’s brand, products and services can mean the difference between you or your competitor getting the sale. Having a good marketing plan in place and enabled will not only unlock huge potential for your business but also help you run your enterprise more smoothly and effectively.


While some businesses may fail to recognize the value of marketing planning, banks and financial institutions don’t make the same mistake. A business that tries to apply for a loan or a grant without a good marketing plan is unlikely to get very far.


This book will give you the information and skills you need to develop a sound marketing plan. In a week you will learn how to draw up the kind of plan that not only will impress the bank but can be used as your guide to delivering market awareness and to attracting, winning and keeping sales opportunities.
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Marketing is one of the most important aspects of growing your business and is an investment that will pay for itself over and over again. However, business owners often neglect this vital area, either because they underestimate its potential or lack the time and resources, or simply because they misunderstand what a marketing plan is.


So what exactly is a marketing plan? What goes into it? What does it look like? How long does it take to put one together? We’ll spend today answering all these practical questions so that, once we start drawing up the plan, you’ll know what you’re trying to achieve.


Essentially, a marketing plan is like a route map for your business. Every plan will be unique, but it should always cover three basic areas:


•  where you are now


•  where you are going


•  how you are going to get there.





Where you are now


If you’re working out a route on a route map, you have to know your starting point before you can work out the best way to reach your destination. So the first stage of drawing up the marketing plan involves establishing precisely where your business is now.
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Whether you’re starting a new enterprise or running a mature business, your marketing plan needs to take into account your current position. It needs to include information about:


•  your product or service


•  your customers and prospects


•  your competitors


•  your business.


We often miss things that we take for granted, but these things can have a profound effect on what will happen in the future. This exercise will identify any areas you’ll need to include in your plan, bringing to the fore certain aspects of your marketing that you may otherwise have discounted. This exercise is also vital for another reason: focusing on where you are now will help you see where your strengths and weaknesses may lie.


‘You’re only as strong as your most important weakness.’


Brian Tracy, renowned business expert


You also need to establish at the start of your marketing plan precisely where you are because other people may want to know. These people might include your bank, anyone you apply to for a loan, advice or grant, or a new business partner. Having the information set out in black and white will turn out to be useful for all sorts of reasons.
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This process of taking stock of your current position before you start to think about your goals and objectives will help prevent mistakes and missed opportunities later on. And mistakes can sometimes be expensive in more ways than one.


All too often, people don’t think about ways of keeping their business at the cutting edge of customer acquisition. The process of drawing up a marketing plan helps you focus on exactly this sort of potential mistake, so that you can maintain a lead over your competition and position your business as a customer’s natural and first choice.


You’ll see on Monday and Tuesday that the way you go about putting together this section of the marketing plan is to ask yourself lots of questions. We’ll also be looking at how you find out what questions to ask. For example, if you identify a weakness in your online marketing, you could ask yourself the following questions:


•  How can I include online marketing in my marketing plan?


•  Could I tip the scales in the eyes of prospects so that they opt for my offering instead of that of my competition?


•  What would be the result on my profits?




Spotting a weakness


One of the things Company X did when establishing its current position was to analyse its weaknesses. Noticing the ever-growing activity of online marketing and everything that goes along with it, the company realized that it had no idea how marketing online might exponentially grow a business.


The company spotted that its competitors had a presence online and appeared to be doing some smart things. The business owner had not given that responsibility to any member of staff, and continued to use current methods even though they were becoming less and less effective.


This ineffective way of trying to educate and win new business was a drain on resources and eventually impacted on his bottom line. He decided to have someone on the team to look after the company’s online presence, raise its online profile and attract the sorts of customers the business needed to work with.
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Thinking about where you are now and identifying your weaknesses can help you in your planning.
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And then you go and find the answers – it’s as simple as that. Once again, we’ll be going into more detail about where and how to find the answers.


Where you are going


We’ve already established that you can’t work out your route if you don’t know your starting point. It’s equally difficult if you don’t know where you’re going, so this section of the marketing plan sets this out. There are three main stages in this part of the process.


1  Identify your critical success factors.


2  Set your objectives.


3  Draw up a sales forecast.


Identify your critical success factors


First, you need to establish the factors that are critical to your success. What have you absolutely got to get right in order to succeed and grow? It may not be the end of the world, in some lines of business, if your prices are not particularly competitive – for example, if you sell top-of-the-range designer clothing. But if you run an office stationery business and you can’t match your competitors’ prices, you could go out of business as a result. You will need to work out which aspects of your business or service are critical.


Establish your marketing objectives


Next you must state your objectives. You will need to draw heavily on the first part of your plan to do this, which is yet another reason for having put down where you are now in black and white.


For example, the first part of your plan may have drawn your attention to a new type of product you could add to your range. Your objectives may include developing this product. If, as in the previous example, you have highlighted the weakness of not being up to date with the advancement of online marketing approaches, this would be one of your objectives.


Objectives can be both large and small. The examples above might be relatively small things. Larger objectives that also need to be stated in your marketing plan might be:


•  plans for expanding the business


•  opening three new branches over the following year


•  franchising out the operation


•  employing your own sales force instead of using agents.


You will also need to refer to your critical success factors to establish some of these objectives. If you’re running an office stationery business, for example, it may be a crucial objective to be able to match your competitors’ prices on all frequently ordered products.


Draw up a sales forecast


Then comes the part of your marketing plan where you need to include your sales forecast. Many people find this bit somewhat unnerving, since they don’t really know how to forecast sales. They feel they are plucking numbers from the air.


However, there are techniques, which we will examine on Wednesday, for removing much of the guesswork from this process. Of course, there are still some gaps that you will have to fill in with educated guesses, but you can go a long way towards an accurate forecast once you know how.


How you are going to get there


You have established where you are, and you’ve identified where you want to get to. This final section of the marketing plan explains how you will get from point A to point B. In other words, it states how you plan to achieve your objectives.


This section is, in essence, your marketing strategy. In other words, it is the bit of the marketing plan that contains precise tasks and specific targets.


At this stage, it sounds to most people like an insurmountable challenge to draw up a marketing strategy. But, by Thursday, you’ll have collected all the information you need to do it. Then it’s just a matter of sitting down and working through it.


By the time you come to draw up the marketing strategy, you’ll know how to achieve your objectives in considerable detail. This is a good thing because a marketing strategy is not something to be woolly about. You need to be very specific about how you will achieve each objective, and to consider:


•  precisely what you will do to reach each objective


•  how often you will do it


•  what it will cost


•  the results you expect from this action.


As you can see, this is the action plan part of your document. The other parts are crucial, especially if you want information or if something is going wrong and you want to know why. But this final section of the plan is the part you will need to work from on an everyday basis.


The practicalities


The information that goes into your marketing plan therefore covers: where you are now, where you are going and how you are going to get there. What does your document actually look like? And how long will it take to write?


We’ll spend Friday answering these questions more fully. As a rough guide, it will probably take you a solid week or two to put the plan together from scratch. This will be less, of course, if you have done some of the work already, or if there is more than one of you working on it.


By the end of this process, aim to have a neat, clear document, smart but simply laid out, and probably 10–25 pages long. It may be longer if your business is complex – if, for example, you sell into several very different markets.
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The benefits of a marketing plan


•  It tells you things you didn’t know before.


•  It helps you focus on areas you might otherwise miss.


•  It helps prevent mistakes.


•  It enables you to determine your critical factors for success.


•  It enables you to set clear marketing objectives.


•  It means you can work out how to achieve these objectives.





What is the marketing plan for?


The benefits listed in the box above should be enough in themselves to make the process of drawing up the plan worth while. Once you’ve finished putting it together, you should also use it regularly as one of your most helpful business tools. For example, you can use it in the following ways:


•  to show it to people outside the business, such as bank managers, potential investors, advisors, accountants and prospective business partners


•  to tell you how your marketing operations are going


•  to spot when things have gone wrong, and enable you to put them right.




Is it the same as a business plan?


People frequently ask what the difference is between a marketing plan and a business plan. The answer to this is simple. The marketing plan is part of the overall business plan. A business plan will also include a financial plan, details of administration systems, manufacturing and stock control forecasts, and so on.











	Summary





	
Now you know what a marketing plan is and why it’s so important to the current and future success of your business. Essentially, it’s your route map or guide to growing your business, and it shows you where you are now, where you are going and how you will get there.


The first part is your analysis of where you’re starting from: you have to know this before you can work out the best way or ways of reaching your desired destination. The second part tells you where you are going, what your critical success factors and objectives are, and it includes the all-important sales forecast. The final stage of your plan should explain how you’re going to get from here…to there, wherever ‘there’ is for you. It maps out your plan to achieve your objectives.


Your marketing plan should contain exact tasks and specific targets. It’ll tell you things you didn’t know before, and helps prevent mistakes by determining your critical factors for success and setting clear marketing objectives. It then helps you along the road to achieving those objectives.




Remember


Your marketing plan is part of your overall business plan. Your business plan will take everything else into account.
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