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Marketing Plan Template 

 “Sustaining advantage requires continuous improvement and change, not a static 
solution in which strategy can be set and forgotten.”  Michael Porter 

Use this outline to assist you in planning your marketing strategies and programs. The 
more information you have articulated, the better you reach your marketing and business 
objectives. This is a “living document” in that as your vision for your company changes, 
so this document changes. 

Marketing Objectives 

What are the desired outcomes? 

• Reposition company? 

• Introduce new company focus and strategy? 

• Introduce new product? 

• Increase company awareness? 

• Generate leads? 

Team Effort 

Representatives from each of these corporate areas should take part in developing your 
plan. 

• Development 

• Consulting/Professional Services 

• Finance and legal 

• Customer Support 

• Training 

• Operations 

Company Description 

Describe the company using as few words as possible. Identify who are you, what you do, 
and why should customers use your company. Think about how you want the company to 
grow, what you want to happen in the future. 
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• What is the most important statement you can make about the company? 

• Why use this company? 

• How much do you want the company to grow? 

• What are your goals for the company? 

Products and/or Services 

Describe clearly and succinctly what the product is and/or what services you provide. 
What are the benefits to the customer and why?  If you cannot state this clearly, how can 
you expect the world to understand? 

• The product/service is ... 

• The product/service enables ... 

• The product/service provides ... 

Marketing Strategies 

Look at this from the perspective of a new or existing company, a new suite of products, a 
single new product, or one or more existing products. The resulting information or 
materials from this section could include market research analysis, positioning 
statement, pricing model, Web-based license agreement, and competitive analysis matrix. 

• Target Market 

• Product Position 

• Pricing 

• Licensing 

• Packaging 

• Obstacles/opportunities 

Competition/Differentiation 

Every business has competition. At the very least, your competition is the status quo. 
Identify your competition, both real and perceived. Check out their Web sites to 
determine how they position and market themselves. Be honest about how you compare, 
favorably and unfavorably. Remember, some of the best ideas are borrowed from others 
and can be enhanced to fit your needs. 

• Who are your key competitors? 
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• Are there any companies that are not really competitors but your target market may 
perceive as such? 

• What are their key marketing messages? 

• Describe their products/services. 

• How can you effectively differentiate your company and products/services? 

Partners/Business Relationships 

Who are you going to work with?  What are your respective expectations and 
responsibilities?  Results could include beta plan, OEM/VAR agreement, and joint 
marketing plan. 

• Beta candidates 

• Indirect channels 

• Technology partners 

• Marketing partners 

• Industry analyst sponsor/champion 

Marketing Programs 

How do you get the word out and how much is it going to cost?  How do you combine 
traditional and new media?  The Marketing Communication Plan will result from this 
section. 

• Budget (approximately 10-15 percent of projected revenue) 

• Target industry and business publications  

• Target industry analysts 

• Marketing Communication Plan 

− Public relations 

− Direct mail 

− Advertising 

− Trade Shows 

− Collateral 

− Web site 

− Internal/external launch 
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− Professional organizations 

− Networking opportunities 

• Process/tools to track results 

Sales and Distribution 

What are your short and long-term sales goals?  How will you sell and distribute the 
product?  How will it differ for existing and new customers?   

• Sales goals 

• New/existing customers 

• Direct channels 

• Indirect channels 

• Telemarketing 

• Sales training, targeted customers, compensation plan 

Risks and Assumptions 

Determine what your challenges and issues are. Be realistic about what can go wrong. 
Gather information from different points of view. Have a plan to address issues. 

• SWOT Analysis (strengths, weaknesses, opportunities, threats). 

• Involve development, accounting, sales, support groups 

• What if? 

• Worst case scenario 

• Plan B and beyond 

Schedule/Milestones 

Decide who will do what when and write it down. Are there any key events, such as a 
trade show, that drives marketing? 

• Priorities 

• Resources and responsibilities 

• Time lines 

• Key events 
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