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Introduction - When you learn, pass it on. 

Since 1982, I have been privileged to work with companies of all sizes in a 
variety of marketing capacities.  The things I enjoy most about my work are the 
ability to help others learn and the creative opportunities marketing allows us to 
express. 

     There are several reasons why I wrote this book.  The first goes along with 
what I have already mentioned, the ability to help others learn.  As business 
owners and marketers, we live in a competitive era that, because of the 
technological advances in accessing information we are expected to be experts 
on everything.  This forces us to rely on our learned skills for acquiring 
information.  The content of this book is another way for you to increase your 
knowledge of marketing in a short time and ideally, avoid some of the pitfalls 
experienced by others in your same situation.  This book will be different from 
anything else you've ever read on marketing, because the ideas presented here 
are a culmination of experiences of working with people just like you over a 
period of several years. 

     I've read and researched many other marketing  books and systems.  Typically 
they've fallen into two categories: theory-based or tactical-based.  Theory-based 
books incorporate marketing concepts taught at the University level, which aren't 
practical for the average business owner.  Tactical-based books list all kinds of 
ideas you can use, but without the support of an underlying cohesive plan.  There 
are also those books and computer software packages that give you the "fill-in-
the-blank" method for writing a document, without the adequate explanation of 
how and why you are filling in the blanks. 

     I know the ideas presented in this book work because I have used them over 
and over again with countless clients in a variety of industries.  I am confident 
that anyone can learn to be a great marketer by understanding the process of 
creating a winning marketing plan. 

     Another reason for writing this book is the simple fact that I owe it to my 
teachers, mentors, and personal network in the business community.  I made it a 
personal goal to give back what I have been so richly blessed to receive over my 
years in marketing. I owe this book to all of them for what I have received, and 
encourage you to take what you learn and pass it on to others. 

     My final reason for writing this book is simply that it is a way for me to get the 
information I teach to as many people as possible.  Unfortunately, not everyone 
can attend my workshops or spend time one-on-one with me.  I invite feedback 
and welcome a note or e -mail on how the ideas in this book worked for you, or 
just your general comments. 

     I wish you the best in your marketing endeavors, and know that if you do it 
yourself, you can be a great marketer! 
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I. Do-It-Yourself Marketing 

Defining Marketing   

You know you have a winning product, service or idea.  It's been burning inside 
you for months.  If you could just find a way to let people know about it, you could 
earn some good money, maybe even change the way business is done in your 
industry.  Unfortunately, you don't have a lot of money to get the word out.  You 
are limited by your budget.  What should you do? Answer: marketing. 

     Your sales have been sputtering along at the same level for years.  You've 
tried just about everything- ads, mailers, discounts.  Nothing seems to work.  
How can you break this going-nowhere-fast cycle? Answer: marketing. 

     Your business is successful, but you know that, to take it to the next level, you 
need that little extra something special.  What is it? Answer: marketing. 

     What exactly is marketing?  If you were to ask 100 people what their definition 
of marketing is, you probably would get 100 different answers.   Some think that 
marketing is selling.  They would say a marketing executive is someone who 
sells for a company.  Someone with a big salary who is much more sophisticated 
than the average salesperson.   Others might answer that marketing is 
advertising.   They would say that marketing is the way a company spends 
money to attract new business.  Often, this money is in a budget overseen by a 
marketing director.  A third response is that marketing is the way new customers 
are found- a direct mail campaign or a series of newspaper ads that get the word 
out about a company. 

 To a certain degree, these are all accurate definitions of marketing.   

     However, marketing is much more.  Often times, people get caught up in the 
terms and buzzwords and believe they can't be a great marketer.  The good 
news is that marketing can be a do-it-yourself project. 

 My definition of marketing and the essence of this book can be summed up in 
these words: 

Marketing is the performance of strategic activities that seek to achieve a 
company's goals by anticipating its customer needs and directing a flow of need-
satisfying products and services from producer to customer. 

     If we look at this definition in more detail we can pull out several key elements 
of what true marketing is.   

     The performance of strategic activities implies that there is action on the part 
of the company.   These actions are not limited to the sale of the product or 
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service.  The performance of activities might also include customer service, client 
contact, advertising or other business activities that define a company.  

     To achieve a company's goals implies that there are goals to achieve. Is a 
company's motive to profit, to promote a cause, or to do something else?  And 
how do we know that a goal is achieved? 

     Anticipating its customer needs is poorly handled by many in business today.  
So often we feel that we have the right idea or product that will be in great 
demand, but forget to ask any of our customers what they think.  The best new 
businesses are those that fill a niche or customer need.  I have seen several 
start-ups hatched by ex-employees from companies that did not want to respond 
to the needs of their customers.  A friend of mine previously worked for a 
computer services firm (custom software, etc.) until this type of opportunity 
allowed him to start his own business.  When his former employer refused to 
respond to the need of a client, he seized the moment and started his new 
enterprise with an order in hand. 

     The next part of the marketing definition, directing a flow of need-satisfying 
products and services, involves three elements.   

     First, directing suggests navigating or controlling.  You cannot give directions 
without knowing the route.  Knowing the route means gathering knowledge about 
possibilities and making the best decision.  One of the purposes of this book is to 
give you several choices that you may implement when directing the flow of your 
need-satisfying products and services to your customers.   

     Second, the word flow describes a pattern of production or delivery of 
products or services that achieve an optimal balance for you and your customers. 
You are able to maximize your profits by the way you handle the flow, and your 
customer benefits by receiving your product or service exactly when they need it.  
A simple example of this can be found in the inventory control of a local hardware 
store.  If it can have on hand enough nuts and bolts to meet the typical needs of 
its customers, the customers will come to the store whenever they need another 
bolt.  The optimal balance is achieved when the store never runs out of bolts yet 
never has so many on hand that it keeps inventory costs high.  What does this 
have to do with marketing?  When you finish this book, you will know. 

     Third, need-satisfying products and services refers to uncovering or 
anticipating a need and creating a product or service to fill the demand.  Not a 
product or service you think will fill a need, but rather, one the customer feels fills 
a need. 

     The final words of the definition of marketing , from producer to customer, 
suggests that marketing is a concept to completion process, and entails many 
steps.  Your knowledge and control of each step of the producer-to-customer 
process will make managing the flow easier. Controlling costs, delivery times, 
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workmanship, etc., all have an impact on the marketing of a product or service.  
Winning marketing involves more than just sales prowess or slick ad campaigns.  

      If the definition of marketing is confusing to you or sounds too difficult to 
undertake, have no fear!  This book will demystify and make crystal clear what 
marketing is all about, and guide you on how to do-it-yourself.   

     Marketing begins with taking a good look at yourself and how you fit within 
your industry.  In the following pages you will learn how to analyze yourself and 
your market to find a unique place that is reserved just for you.  Once you are in 
that place you will look at your ideal customer's needs.  I will show you how to 
take those needs and profit from them and how to get ahead of your competition. 
After you have targeted your ideal customer, goals for your marketing will be set.  
This one book will show you how to think with the big picture in mind, yet set 
priorities for what you need to do today to be successful tomorrow.  If you are 
unsure about what media methods to use to generate more sales for your 
company, this book will show you how to make an intelligent decision about 
media before you spend a single dime.  You will be shown how to time every 
marketing activity for maximum effectiveness.  Finally, you'll be shown how to 
construct an intelligent financial framework or budget for your marketing, so you 
don't spend too much or too little on your effort and to know the effectiveness of 
every dollar spent. 

 When you're finished reading this book you will know how to write a winning 
marketing plan for your company. 

     Together, we will cover, step-by-step, everything you will need to know to 
create each section of your plan.  I encourage you to complete the exercises in 
each section, so you have a better understanding of every concept and can 
make informed decisions on marketing your product or service. 

     In addition to having a written marketing plan, you'll be shown practical and 
low cost ideas you can implement today to make your business immediately 
more profitable. When you have finished this book, you'll find that anyone can 
learn to be a great marketer with a little planning and persistence. 

     Before we discuss the how-to of assembling a marketing plan, some general 
business challenges need to be addressed.   The focus of this book is not to tell 
you everything you need to run your business, but rather everything you need to 
market your business. By examining the definition of marketing, it is clear that 
certain business principles need to be in place.  I will show you how marketing 
affects the operation of your entire business. 

     The next chapter will discuss the five essential business tools used by 
organizations that are successful in marketing. 
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The Five Essential Business Tools You Need To Win  

     Over the years I have consulted with many companies in a variety of business 
sectors.  What I have found is that there are five essential business tools that 
winning companies use to make their task of marketing easier.  Some of these 
seem more obvious than the others, but, when combined these five tools will give 
you a jump on your competition.  The five tools are: written marketing plan, 
computer technology, client feed-back loop, on-going client contact, and an 
active networking attitude. While these tools may seem simplistic to some, they 
are often overlooked or underused. 

Tool # 1 Written Marketing Plan 

     Essential tool #1 is a written marketing plan.  The majority of this book shows 
you how to write one from start to finish.  Planning your marketing gives you a 
longer-term perspective on growth. At minimum, you need to develop a 
marketing perspective of one year.  Cash flow concerns may make you 
concentrate on activities for this week; however, if you want to win you need to 
look at the future of your business performance over a longer time period.   

     Developing a one year marketing plan will allow you to make fewer impulsive 
marketing decisions and position you for long-term growth. It is important when 
developing a marketing plan to write it from start to finish before implementing it.  
I have seen many examples of companies that have started preparing a 
marketing plan, only to be side-tracked after the first few steps.  Be persistent 
and patient.  Once you have a plan in place, success is just around the corner. 

     Also, be flexible.  Marketing is a process.  When you have a written plan 
completed, be flexible enough to change, if needed, to accommodate changes in 
the marketplace.  Give your plan time to produce results, but if something in your 
plan clearly isn't working, it is time to  re-evaluate. This is where testing, tracking, 
and monitoring come into play.  These topics will be discussed in more detail 
later in the book. 

     Marketing plans don't need to be complicated; they just need to contain the 
right elements.  I worked with a high-tech company in California composed of a 
group of engineers.  We kept their marketing plan simple and easy to follow.  
They followed all of the steps that you will learn in this book.  Now they market 
their business using a combination of direct mail, public relations, and the 
Internet.  It was all laid out in an easy to follow plan that took into account their 
activities over an entire year.  Some high-tech companies require a longer than 
one year minimum marketing plan due to the longer cycle that occurs between 
the time a prospect is first contacted and the time an actual purchase is made.  
Within specialized industries, this process may take several years to complete.  
Be sure you evaluate your business sales cycle length and write a plan of 
corresponding time. 
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Tool # 2  Computer Technology 

     I am amazed at how many businesses that have a computer system capable 
of implementing sophisticated marketing functions don't use the available 
computing power to their advantage.  Especially when it comes to marketing.  
Many times this phenomenon occurs because there is a lack of knowledge about 
how to run the software or what tasks the computer can actually perform.  If you 
are going to compete in the next month or the next millennium, you need to be 
proficient in computer operations, plus you need a computer system large and 
fast enough to run the newest business software.  This is essential for your 
survival in the marketplace and a necessary investment in both time and money.   

     The minimum applications needed include word processing with mail merge, 
database (either on-line or off-line), spreadsheet, desk-top publishing, and 
autoresponder capabilities.  I’ll assume your are connected to the internet. 

     Word processing is the most commonly used function of a computer.  If you 
do not know how to use a word processor, you probably don't know how to use a 
computer.  If you use form letters in your business this is the perfect application 
since you can create a letter once and use it over and over again for different 
people without having to rewrite it for each new person.  With a "mail merge" 
function your word processor can include name and address information for each 
person.  This applies to printed pieces.  We’ll discuss using on-line automated 
email merge later when we talk about autoresponders. 

     The other basic computer application is a spreadsheet.  The most common 
one is Microsoft Excel © although there are many freeware version available .  
Spreadsheets are a little more difficult to use, requiring an understanding of 
math.  It is possible you may now do manually what a spreadsheet application 
could do for you quickly.  Two of the most common marketing uses for a 
spreadsheet are price modeling and overall budget analysis.  The spreadsheet 
allows for quick manipulation of large amounts of numbers.  Marketing is a 
discipline that requires testing and number crunching.  You need to master a 
spreadsheet application like Excel ©. 

     If you are not skilled in these two basic applications I encourage you to enroll 
in some courses.  They are readily available through community education, 
online, or private computer training centers found in most major cities.  Once 
you've mastered the basic skills, your marketing efforts can be enhanced with 
some advanced computer applications through continuing education. 

     Gaining the knowledge of how to use a database program will definitely give 
you an edge over your competition.  Most businesses already have a database 
created either in the filing cabinet, on index cards, or in their personal phone 
directory/planner.  Maybe yours is stored in your Microsoft Outlook © program or 
similar electronic software.  A database is simply a collection of data about your 
current and prospective customers.  It can include names, addresses, phone 
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numbers, plus additional facts like product preferences and other criteria that can 
be used to define who they are.   Sure, you can still keep your database 
manually, but if you computerize it, you will open up a whole new realm of 
possibilities.  If you previously used simple and non-personal form letters, now 
you can personalized them with individual data for each customer.  You can sort 
and send mailings to targeted groups of customers with a few key strokes.  You 
can make and implement quick marketing decisions.  Often, time may be the only 
edge you have over your competition.  With the advent of autoresponder 
technology you can build customer lists and follow-up in a very timely and 
personalized manner.  For more information you can visit 
www.marketingplanguide.com/autoresponder/ . 

      With a computer on your desk and a database application, you have 
customer information at your finger tips immediately.  The options are endless. 

     Another time-saving computer application is broadcast emailing utilizing an 
autoresponder.  After you create a word processing document, such as a flyer or 
sales letter, you can automatically send it to hundreds of people on your email 
list. Just cut and paste it into your autoresponder message series and you are on 
your way to a great follow-up program.  Imagine direct mail without the paper and 
postage cost!  A note of caution: always allow the person or company to whom 
you are emailing a way to have their name removed from your email list.  At the 
bottom of all autoresponder messages a simple, "to remove your name from our 
list click here" will go a long way in customer relations and help curb the 
proliferation of unwanted "junk email."  

     On-line use grows every week.  You now have access to a wealth of 
information, and you can communicate via e -mail at a low cost with people all 
over the world without long distance telephone charges.  You can get involved in 
discussion groups or social networks (i.e. facebook.com or myspace.com), which 
are similar to clubs or associations.  If you sell products and services to a 
particular group of people, it is possible to locate a large number of new 
customers on-line through these kinds of  

      Another way of using computers for marketing is through creating your own 
Web site or Blog.  If this sounds too technical to you, relax, it's really not that 
difficult.  Imagine posting an electronic billboard 365 days a year, 24 hours a day. 
A billboard that will allow the viewer to interact with it.  Your customers can 
browse your on-line catalog, or they can find answers to frequently asked 
questions 24 hours a day.  It's a full-time customer service department for as little 
as a few dollars per day! This technology is wide spread, probably entering most 
homes the same way cable TV does. 

     Every week I communicate with people from all over the world who visit my 
marketing plan site - www.marketingplanguide.com.  I offer both free on-line 
marketing plan samples and tips through this web site.  I also have a paid 
members-only site that I moderate called the Marketing Plan Roundtable 
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(www.marketingplanroundtable.com), since I don’t do personal coaching any 
more I am asked questions by Marketing Roundtable business owner members 
from all walks of life.  This membership site  allows both me to answer those 
inquiries, as well as the synergy of answers from other business owners.  It truly 
is a mastermind group for those who are serious about their marketing plans. 
The Marketing Plan Roundtable site also features the complete video tutorial 
system to guide you through the marketing plan process step-by-step. 

     To give you an example of how computer technology can help increase sales, 
I'll tell you about one of my past clients who is in the wholesale business.  He has 
approximately 200 dealers across the country.  He uses word processing and 
mail-merge to send out mailings to his customer base.  He has a Web site with 
listings for each of his dealers, so people on the Internet can find a local source 
of his products.  He even has a Web-based phone service (Voiceover IP) that 
allows him to talk to his suppliers in Europe, without incurring long distance 
phone charges.  Each of these uses of computer technology helps him stay a 
step ahead of his competition. 

 Tool # 3 Client Feed-back Loop 

     Essential tool #3 is a client feed-back loop, or creating a way to find out more 
about your customers opinions by giving them an opportunity to talk to you. 

     I once worked with a clothing retailer who insisted that he knew exactly who 
his customers were.  His wife, the buyer for the company, traveled twice yearly to 
New York to make the monumental decisions of what inventory to bring into the 
store.  She was very successful in choosing the right styles for the store's 
customers.  I can still remember the day I suggested a customer survey to find 
out about the habits and attitudes of their customers.  He insisted he knew, in 
advance, how the questions would be answered.   

     He agreed to conduct the survey, and was surprised to discover that there 
were many things about his customers he didn't know.  One of the things he 
found was that his customers read a different newspaper than he anticipated.  He 
had attributed much of his success to his ad campaign in one newspaper.  He 
hadn't really considered the fact that he had a great location and good product 
selection.  As a result of the survey, he switched his ads to the customer-
preferred publication and sales increased.       

     The moral of this story is don't assume you know everything about your 
customers.  Take every opportunity to listen and probe for feed-back.  One good 
way to allow for client feedback is through surveys, polls, and other research 
techniques.  This will be discussed later in the book. Remember; keep your eyes 
and ears open.  With the advent of Web 2.0 this is growing online as well. 
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Tool # 4 On-going Customer Contact 

     The fourth essential business tool is on-going customer contact.  When you 
seek to build relationships with your customers they will remain loyal to you.  This 
means communicating with them on a regular basis, just as you would 
communicate with your best friends.  I've seen many independent salespersons 
use even small things, such as birthday cards and thank-you notes to drastically 
increase their business.  Newsletters are another great way to stay in touch with 
your customers.  Even regularly placed paid advertisements can serve as a way 
to keep your name in front of your customers.   

Now don't rush out and start implementing these ideas right away.  Successful 
businesses incorporate these contacts in a logical way as part of a marketing 
plan. 

     Think again of the best-friend analogy.  You need to both listen to their 
concerns and express yours. Communicating with customers only when you 
want them to buy is marketing by crisis.  By employing an on-going customer 
contact program in which you communicate at times other than when you want 
them to buy will not only strengthen your relationship, but provide an opportunity 
to be available when they may be ready to buy.  I've seen too many businesses 
blast out flyers, with set expectations of when customers should buy.  You'll see 
later in the book that making and following a timetable for using printed materials 
will increase your continuing awareness and your sales.  Also, with the advent of 
both autoresponder technology and other web-based applications you can 
automate a significant part of your on-going customer contact. 

Tool # 5 Active Networking Attitude 

     The fifth essential marketing tool for winning is an active networking attitude.  
Most business owners, when asked what their best source of business is, 
generally reply, "referrals."   It is much better to have a current customer or 
contact tell someone to use your product or service than finding a new customer 
on your own. In almost every industry I'm acquainted with, it is less costly to 
generate referrals or new business from people or customers you know than it is 
to pay for advertisements that will give you leads for new business from people 
you don't know.  There is strength and trust in the word of the person who is 
giving your name to someone who doesn't know you.  A successful referral 
program is generated by an active networking attitude.  You can have a formal 
program, such as incentives to others for bringing you business, or you can join a 
lead-exchange or referral group.  Your active networking attitude can also 
contain an informal referral program- simply hand out 10 business cards a day.  
Imagine 10 cards a day for 5 days a week, 52 weeks a year and you will have 
handed out 2600 business cards. Just think of what kind of added business that 
may bring! 
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     I've seen very few businesses where referrals weren't the number one source 
of sales.  Some people are just born with the ability to develop strong business 
relationships, while others need to learn it.  I believe anyone can attain great 
networking success if they are willing to work at it. The key phrase of networking 
is, "you've got to give to get."  If you approach networking solely with the attitude 
of "what's in it for me" you won't last long.  You need to believe in the "give to 
get" concept and live it out on a day-to-day basis.   

     In addition to having an active networking attitude, you must have a genuine 
concern for people.  If you make an effort to help other people, you will naturally 
be helped by others.  I virtually built my entire marketing business on networking.  
I know it works.  Don't sit back and wait for business to come to you.  Get into 
circulation with other people; get involved in breakfast groups and civic 
organizations.  Keep your name out in front of people at all times. 

     Networking has reached a new level of sophistication.  In fact, many 
companies totally rely on network marketing to  move their products and services.  
But whether you are involved in a formal face-to-face networking group, a multi-
level sales company, an online community, or any organization that promotes 
networking, remember the key to success is your networking attitude, which must 
include wanting to help others first, and then building trustful and productive 
relationships.  You can't DO networking; you have to BE a networker. 

     I believe that if you have all five of these business tools working for you; a 
written marketing plan, computer technology, client feedback loop, on-going 
customer contact, and a referring system or active networking attitude, you are 
well on your way to achieve the success you deserve.  In the next chapter we will 
start to focus on one of these tools, the written marketing plan. 

Exercise- Consider for a few moments the Five Essential Business Tools 

How can you improve your marketing by implementing or enhancing the use of 
the five essential business tools? 

1. Written Marketing Plan 

2. Computer Technology 

3. Client Feedback Loop 

4. Ongoing Customer Contact 

5. Active Networking Attitude 

Write down your ideas and when you are finished we are going to move on to the 
“Dream Vacation!” 
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II.   The Elements of a Winning Marketing Plan 

 

The Dream Vacation  

I hope you've had some time to think about how you can incorporate the five 
essential business tools into your company.  Before we start talking about your 
marketing plan, I want to engage you in a little creative exercise to stimulate your 
thinking.  For each of the following questions write down a one or two sentence 
answer, nothing elaborate .  This exercise can be titled: 

"Where are you going and how are you going to get there" 

    You are going to go on a dream vacation. Use your imagination to think about 
the ultimate trip or vacation you could ever want to go on.  But before you go on 
this dream vacation, I need to ask you several questions about your plans.  
Answer each question with one or two sentences.   

Question 1) Why should you go on this vacation?   

     Why do you deserve this trip?  If you had to tell your boss why you should 
have the time off to go on this trip or justify why it would be beneficial for you, 
what would you say? 

 

 

Question 2) What would be your destination?  

      Choose a place, any place.  Don't worry about cost at this time, this is a 
dream vacation. 

 

 

Question 3)  What do you want to do on this vacation?   

     What activities will you participate in? Golf, sightsee? 
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Question 4) What methods of transportation would you use to reach your 
destination?   

     How are you going to get there? 

 

 

 

Question 5) When will you depart? 

    Choose a date now, when will it work for you to go? 

 

 

 

Question 6) Now that you know the details of your dream vacation, how can 
you make it happen?   

     Or maybe another way to ask this question is what will it take to allow you to 
go on this trip?  Obviously, this is a dream vacation and you may not be able to 
afford it now.  But what would you need to do to be able to afford going on this 
trip? 

 

 

Analyzing Your Answers 

     When you have answered the questions, you have gone through the same 
steps necessary for assembling a marketing plan.  

     Each of the six questions in the dream vacation exercise represents a critical 
section of a marketing plan.    

     Question number one calls for a situation analysis.   

   The first section of the marketing plan is also the SITUATION ANALYSIS .  
In it you look at your challenges, your competition, and how you are unique in the 
marketplace. In the dream vacation example you looked at why you should go on 
the trip in the first place.  In your marketing plan you need to find out why you 
should even consider marketing efforts.  The situation analysis lays the 
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foundation for your goals, strategies and tactics.  This is accomplished through a 
thorough analysis of your self and your specific situation or market. 

     The second question of the dream vacation exercise refers to the second 
section of the marketing plan TARGET AUDIENCE.  Here we determine who 
has a NEED for your product or service.  Remember the definition of marketing 
from earlier: 

The performance of strategic activities which seek to achieve a company's goals 
by anticipating its customer's needs and directing a flow of need-satisfying 
products and services from producer to customer. 

      In the Target Audience section of the marketing plan you decide which 
customers you are going to approach with your marketing efforts.  In the dream 
vacation exercise you chose a destination, in the marketing plan you choose a 
target audience. 

     The third section of the marketing plan is GOALS.  This where you lay out 
what exactly you want to accomplish with your marketing plan.  Without goals 
you'll never have a benchmark to compare to.  If your marketing plan is a one 
year plan, how will you know if you were successful or not at the end of the year 
of marketing activities?  This sections sets out exactly where you want to be, just 
like picking the attractions or vacation activities of your dream vacation 
destination. 

     The fourth section of the marketing plan is STRATEGIES.  This is where 
you choose which tools you will use to reach your target audience.  In your 
dream vacation you chose whether to travel by air, car, or train.  Sometimes the 
answer is obvious (It is much easier to fly to Hawaii than swim!), other times you 
need to investigate the alternatives.  The same holds true for marketing.  With 
many marketing tools available for businesses, choosing the right ones can make 
a big difference in your bottom line. 

     The fifth section of the marketing plan is TACTICS.  Here you lay out the 
logistics of how you are going to use your marketing tools.  Like the dream 
vacation you need to pick a departure date.  When will your marketing plan 
begin? What happens when?  These questions are answered in the tactics 
section of your marketing plan. 

     The final and often times overlooked section of the marketing plan is 
BUDGET.  In this part of your plan you look at whether or not you can afford 
certain marketing efforts and devise a way to keep track and monitor the 
responses to your marketing activities.  You can also determine what kind of 
funds it will take to accomplish certain marketing priorities. 
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Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     These are the six sections of every marketing plan; Section 1: Situation 
Analysis, Section 2: Target Audience, Section 3: Goals, Section 4: Strategies, 
Section 5:Tactics, and Section 6: Budget.  Remember, as you do it yourself, take 
time to prepare each section of the plan so that you can be on your road to 
success! Anyone can be a great marketer if they follow the step-by-step 
instructions in this book     Now we are ready to start gathering data for the first 
section.   
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Where Are You Today? (Section 1: Situation Analysis) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

      

      

     The first section of the marketing plan is called, "Situation Analysis."  Before 
you can decide what marketing efforts you are going to undertake, you need to 
look at yourself, your competition, and your marketplace as a whole.  Knowing 
where you fit within an industry will help you to properly design your Marketing 
Communications Platform (more on that later).  This involves self-examination 
and industry examination.   

     This part of the marketing plan process is generally the most tedious and least 
fun.  It takes time to complete and gather all the information you need, but the 
exercises in this chapter will help guide you through the process.  In a completed 
marketing plan the answers to these questions should be presented in a format 
that is easy to read and follow.   

     You may elect simply to just include both the questions as they appear on the 
next page and the answers you write down, or create a narrative that covers the 
same information. 
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Exercise-  Self-examination/Industry Examination 

Answer the following questions about the challenges to and history of your 
business: 

Challenges 

What challenges do you face in your particular industry (market trends, etc.)? 

 

 

What challenges do you face with respect to financial resources? 

 

 

What is the history of your industry? 

 

 

How has your industry grown or changed over time? 

 

 

What is the history of your company? 

 

 

What past marketing efforts have you made? 

 

 

Which marketing efforts have worked for you in the past and which haven't? 
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Competition 

       Knowing your competition is critical to establishing yourself within an 
industry.  It is essential to have as much information about your entire industry, 
so that you can make informed decisions about your own position in the 
marketplace.  One of the first things that I recommend to my clients is to conduct 
a market overview and competition analysis.  This first involves identifying the 
major competitors within the industry.  Usually, the biggest competitors are the 
ones who market the best or have the largest marketing presence because it 
takes money to market.  If you think there are five major players in your industry, 
I would suggest choosing ten (because the other 5 may be emerging 
competitors.)   

 

Research Scenario 

     At this stage of the market overview it is time to put on your Sherlock Holmes 
hat and go "under cover."  You will be researching as much as you can about the 
competitors you have identified. 

     Before approaching the competition (usually over the phone and by looking at 
their web site ) it is best to assemble a scenario that would be typical of an 
inquiring customer.  A wedding photographer I worked with called his competition 
posing as a groom-to-be.  He selected a wedding date, which he knew most 
photographers wouldn't be booked on, and he wrote out a whole scenario down 
to the time of the reception and where the wedding would be held.  In 
constructing the scenario, make sure you are able to ask the questions you need 
to find out the most information.   In the case of the wedding photographer, he 
not only asked for prices, but also qualifications, if there was more than one 
photographer on staff, and what kind of equipment was used. The last thing you 
always ask for is any kind of brochures or information.  Make a note, when 
calling, of what kind of questions the competitor would ask, if their sales pitched 
was canned or ad-lib, general phone manners, and if they tried to close the sale 
on the phone.  Also make a note of how long it takes to receive the information 
from the company if they are mailing items to you or how long it takes if they are 
responding to a web site inquiry. 

 

What You Want to Know About Your Competition 

- Product Offerings 

- Pricing 

- Phone Manners 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 22 www.MarketingPlanGuide.com 

 

What You Want to Know About Your Competition (continued) 

- Internet Presence and Web Site Content  

-  Sales Pitch (rehearsed or ad-lib) 

- Closing Techniques (did they try to make sale during the contact) 

- Marketing Materials 

- Follow-up after the initial contact 

- Other (What else would you like to know?) 

 

     You can also find data about your competitors and your industry in such 
things as trade journals or fact books, if they exist.  The reference librarian at 
your local library can help you locate these resources.  Another area to research 
your competition is on the Internet.  All these pieces of data will help you with the 
next phase of the competitive research. 

 

Where To Find Information On Your Competitors 

- Yellow Pages 

- By phone (using a research scenario) 

- From other competitors 

- Industry trade journals or fact books 

- Reference librarian at your local library 

- Your vendors 

- The Internet (their web site, industry web sites, social networking sites) 

 

 

 

 

 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 23 www.MarketingPlanGuide.com 

 

Exercise-  Competition Strengths/Weaknesses 

     List on below (see sample) the strengths and weaknesses of each competitor.  
Attempt to make some conclusions about how others would perceive them. Try 
to find the one weakness of each competitor that you can really sell against. 

Competitor  Name                                Strengths                                Weaknesses 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

     Now write down what you feel are the strengths and weaknesses of your 
company.  Take all of the brochures from your competitors and lay them side by 
side next to yours (if you have one). Imagine what a potential customer would 
think if they looked at these same brochures side by side. 

 

Sample Competition Strengths/Weaknesses     

 The following is an example of a hair salon who surveyed their five biggest 
competitors (see chart).  They found out things like the staff at one competitor 
was inexperienced, at another the location was not favorable, at a third the 
product line carried was considered inferior, and so on.  But the most important 
thing they found out was that the pricing of the market was a lot higher than they 
thought.  In fact, they were able to raise their prices because they were on the 
lower end of the market scale, but carried a higher end image.  So as you can 
see, you may set out to find one thing, but come up with totally different 
information that can affect your operation in significant ways . 
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Analysis of Hair Salon's competitor's strengths and weaknesses 

COMPETITOR STRENGTHS WEAKNESSES 

1.  ABC Hair National Chain Presence Inexperienced Stylists  
Prices are higher 

2.  DEF Stylists Been Around A Long 
Time 

Bad Location/Hard to find 
Prices are higher 

3.  XYZ Shop Good Stylists Inferior Products 
(shampoo, etc.) Prices 
same as ours 

4.  HIJ Salon  Next door to Day Care Located in Members-
Only Health Club. Prices 
are higher 

5.  LMN Concepts Good Location Poor Marketing. Prices 
are higher. 

 

     A "high risk" auto insurer found out that their competition didn't handle 
inquiries on the phone very professionally.  In fact, when they researched the 
competition they found that the other companies treated the caller more like a 
criminal than a prospect.  By implementing a respectable phone answering 
protocol, the business of this company increased because the callers were 
amazed at how nice they were to deal with.  What the competition didn't factor in 
was that ultimately many of these "high risk" drivers would clean up their act and 
become good regular customers. 

  The next crucial step in your Situation Analysis is the development of a 
positioning statement or Unique Selling Proposition (USP). 
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Position in the marketplace: Your Unique Selling Proposition (USP) 

         What group is known as "tax & spend"?  What group of people are said to 
"favor the rich"?  If you answered the Democrats and Republicans then you have 
been exposed to marketing Washington-style.  Politicians spend more time telling 
you who their competition is than telling you about themselves. If you have ever 
dealt with car dealers you know that they all offer "the best price, best selection, 
and best service."  But what really sets one apart from the other?  

    Your position in the marketplace is perhaps the single most important aspect 
of your marketing.  When I refer to position, I don't mean the ranking of 
companies by sales, but rather, where your company fits within the entire 
industry.  

    By developing a USP (Unique Selling Proposition) you will have a starting 
ground for a marketing strategy that sells!  

 

Start with ten words.   

     If you could describe your business in ten words or less, how would you do it?  
If you could only use ten words to sell your product or service what would they 
be? 

     The USP can either be a catchy slogan or simply a descriptive line to set your 
business apart from the rest.  The Yellow Pages originally used "Let your fingers 
do the walking" because it touted the fact that by using the phone and phone 
book you could save yourself a lot of time running around from store to store to 
find a product.  Then a number of other directories were introduced to compete 
with the Yellow Pages, so their campaign Unique Selling Proposition (USP) was 
changed to, "The one that gets used" implying their book gets used more than 
others. 

     Sometimes a USP can "reposition" the competition, as in the case with Avis 
Rent-A-Car who used, "We're #2, but we try harder."  They weren't as big as 
number one Hertz Corporation, but they told us that they would work harder at 
their job, implying that Hertz didn't work as hard. 

     Keeping in mind all the information you gathered when you researched your 
competitors, try to develop your own USP which sets you apart from your 
competition.   

     If you can clearly define your strengths (and your competition's weaknesses) 
then you can develop your marketing message emphasizing that position. 
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     Too often business owners just throw an ad or brochure together without 
taking the time to develop a strategy that sells.  By having a Unique Selling 
Proposition, whether it’s used as a slogan or not, you can be more effective in 
making your marketing work. 

Two Types of Unique Selling Propositions 

     There are two types of Unique Selling Propositions that are used by most 
companies.  The first is a sell-line USP or slogan.  This takes the actual words 
used to position the company and incorporate them in the ads of the company.  
When you say "Bounty paper towels" you immediately think "The quicker picker-
upper" because of the repetitive use of that USP in their ad.   

 

Examples of "Sell-line" Unique Selling Proposition or Slogan: 

Company                   Unique Selling Proposition 

Microsoft   "Where do you want to go today?"    

Bounty Paper Towels   "The quicker picker upper" 

Maxwell House   "Good to the last drop" 

McDonalds                  "You deserve a break today" 

 

     The second type of USP is the descriptive USP.  These words generally are 
incorporated somewhere in the ad copy, but are not an actual sell-line or slogan. 

Examples of descriptive USP 

COMPANY   USP 

Burger King    Our hamburgers are flame-broiled, not fried. 

Jim Jefferson, Realtor I specialize in working with empty-nesters who want 
to relocate. 

Linda Smith, Realtor I work with buyers and sellers in the lakes region of 
our city. 

Tim Jones, Financial Planner  I help architects and engineers with financial 
planning. 
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The 4 P's of Marketing 

     The four P's of marketing (also four ways to position yourself) should always 
be considered when developing your Unique Selling Proposition.  The four P's 
are; Price, Product, Place, and Promotion.  It is a common misconception that 
promotion is the dominant factor in marketing.  This simply is not true.  
Depending on your individual market, one factor may be more important than the 
others.  For example, in retail you always hear that the three most important 
factors are,"location, location, location."   However, equally important in retailing 
is the pricing of the products, the product mix (selection) and how the public 
hears about the business (promotion). 

    

Price 

Some businesses are definitely price driven.  It is ironic though, that many 
businesses that advertise "lowest price guaranteed," don't always offer the lowest 
prices.  Merely by suggesting they have the lowest prices they can fool some 
consumers.  I personally don't subscribe to this type of thinking, and would 
encourage you not to as well.   The customer of today is more sophisticated and 
aware.  You may wonder how to market against price.  There are several 
different approaches to take. 

Is the customer motivated by lowest price? 

First, and foremost, is to determine whether or not your customers are actually 
motivated by lowest price only.  Is there something else in the buying decision 
process that they also consider?  Perhaps, it is service after the sale or a quality 
issue.  Creating the client feed-back loop (one of the five essential tools every 
business should have) is one way to gain access to this information by your 
customer.   

Create your own niche 

     The second way to market against price is to create your own niche market or 
clearly define yourself differently than your price-oriented competitor. 

     A travel agency I work with focused its energy strictly on business travel.  It 
did not get caught up in the  Sunday paper price wars of cut-rate airfares to 
popular vacation destinations.  It promoted itself as the "business traveler's 
choice" and always promoted the benefits it offered to business travelers.  By 
positioning yourself as the answer to the customer's problem, price becomes less 
of a factor. 
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Add value 

     A third way to market against price is to add value.  Value-added selling has 
been heavily employed by the fast food industry.  The value meals, which 
combine a sandwich, fries, and soft drink, can be purchased as a whole for less 
than the stated individual prices of each food item.  This technique has allowed 
the fast food restaurants to increase the total dollar spent by the customer and 
still allowed them to give a "deal" or discount.  If the customer would normally 
only purchased a soft drink and sandwich, now for a few more cents they can get 
fries too.  The bottom line is that they have spent more money than they normally 
would.  And guess what, the fast food restaurant is not losing money.   

Sell quality 

     A fourth way to market against price is to sell quality.  Nordstrom's department 
store is a classic example of a company that sells quality.  They have very few 
sales during the year and focus their merchandise collection on quality apparel 
versus bargain clothing. 

The problem with selling quality is that the term is overused in the business world 
today.  Everyone says they offer quality.  With smarter consumers, quality now 
needs to be proven. 

     Pricing your product or service wrong can produce devastating results.  It is 
important to evaluate the market pricing of your competitors and the cost 
structure of providing the product and services to determine the price at which to 
sell.  Don't get caught in a situation where you are selling a widget for which you 
paid $50 to one of your customers for $45.  Examine the four different ways to 
market against price and implement the one that works the best for you 

 Loss Leaders 

     Don't confuse selling against price with competing against companies that use 
"loss leaders."   This pricing method is employed by many retailers.  This 
happens when a business advertises a product or service at a price less than it 
actually costs them to buy or produce it.  The thinking is that if you lose money 
on one sale to gain a new customer or create traffic in your store, subsequent 
sales can be made at regular profit margins to more than make up for the 
promotion cost.  The actual loss or difference between normal mark-up and 
actual selling price should be accounted for in your advertising budget.  I've seen 
this technique employed by many, including non-retailers.  It was once said the 
Gillette would "give away the razors to sell the blades."  As long as you realize 
everything has some sort of cost associated, you can account for the freebies or 
losses in your overall budget. 
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Product 

     Let's face it; there are a lot of bad products in the marketplace.  Worse yet, 
there are lot of people making money selling bad products.  If this is the case in 
your industry, perhaps there is an opportunity to use your product as a way to 
gain market share from your competitors.  Again, ask your customers for 
feedback and ideas, then listen and learn. They will let you know if they are 
dissatisfied with the current products they use.   

Always make sure there is a demand for what you are selling.  In addition, to 
make your product sell easier, make a clear list of features and benefits that it 
has to offer.  Features are the things associated with your product or service that 
you can describe.  Benefits are how the features will affect the consumer when 
they use the product or service.  These should be the selling points that you 
emphasize in your marketing materials again and again (especially the benefits). 

     I once worked with a man who wanted to manufacture the ultimate boat.  It 
would require a significant amount of handcrafting, and would thus have a higher 
labor cost.  He was willing to invest his life savings into developing a prototype, 
because he was sure that this boat would be the one that true boating 
aficionados would prefer.  However, since the cost of producing this boat put the 
selling price way out of the league compared to other boats in the same class, he 
was forced to abandon the product because of lack of interest.  He forgot to ask 
his potential customers what their price limit was on a custom hand-crafted boat. 

       

Place 

     As I mentioned before, location is one of the major considerations in opening 
a retail business.  The large lodging and food chains spend millions of dollars on 
research to determine the best location to construct a new building.  The "place 
element" takes on several meanings with respect to marketing.  Beyond the 
obvious of where do I put my store (based on demographics, traffic count, etc.) 
other factors fall under the place category. 

     When it comes to businesses that deliver, the location of shipping hubs is a 
major influence on the cost of services.  If your business uses delivery services, 
make sure you maximize your transportation costs to keep your prices 
competitive. 

Sometimes being located next to another thriving business that sells to a similar 
market as yours, would be a wise choice.  This can also provide for some 
synergistic marketing opportunities.   

     I once worked with a video store which was located right next door to a pizza 
shop.  The two developed a cross promotion where if you rented a video movie 
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you received a discount at the pizza shop, likewise if you bought a pizza you 
were then entitled to a discount at the video store.   The proximity of their 
businesses really made the cross-promotion effective.  Had these two 
businesses been located at the opposite ends of town, the results would have 
probably been less desirable. 

 

Promotion 

     Promotion is more than advertising.  Promotion is defined as all the different 
ways that messages (paid and unpaid) regarding your business are disseminated 
to potential customers.  The key to effectively promote is to do so through a 
coordinated effort.  I've seen too many businesses promote on a trial by trial 
basis, and in doing so, lacked continuity.  Later in this book I will describe 
promotion from a strategic level.  Promotion strategies include paid media, non-
paid media (public relations), and non-traditional media. 

     Paid media is the placement of any advertisement with any media where a 
charge for the media is incurred.  You have the most control over this type of 
advertising, but it also costs the most. 

     Non-paid media, or public relations, utilizes the services of a publicist or public 
relations agency to gain positive attention for your business through the strategic 
release of information to both the media and the buying public.  While the cost is 
generally less to execute public relations, the control of how much exposure you 
receive is in the hands of the media.        

     While the cost of a thirty second commercial on the ten o'clock news may be 
$4000, the cost to receive a thirty second story on your business on the same 
newscast may be a fraction of the cost.  Many business owners I encounter feel 
this is the only type of promotion to engage.  I always disagree, because usually 
a mix of promotional methods is much more effective. Granted, public relations 
has much more testimonial and credibility power than paid advertising, but with 
public relations you have no control of placement and timing, both of which are 
crucial in marketing. 

     Non-traditional media is a broad category that will also be covered later in the 
book.  It is important to remember that non-traditional media can offer an 
attractive reinforcement to your overall marketing, if it is employed wisely.  Non-
traditional media includes, but is not limited to ad specialties (imprinted pens, 
shirts, mugs, etc.), electronic new media (CD-Rom, Internet), special events 
(seminars, trade shows), back-end marketing, and other items which can't be 
classified under the paid media and non-paid media headings. 
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 Exercise-  Situation Analysis Summary 

     Before you move onto the next section of the marketing plan, you need to 
know, at minimum, the following things: 

1) Who are your major competitors? 

 

2) What are your competitor’s strengths and weaknesses? 

 

3) How are you different? 

 

4) What is your Unique Selling Proposition? 

     

 

     So, where are you today?  How well do you know yourself?  How well do you 
know your competition?  Does your customer know who you are?  Can you 
describe your business in ten words or less?  Have you thought about how the 4 
P's of marketing are going to affect your business?   

     Once you have these things in place you can start looking for customers.  The 
next chapter will outline how you go about determining who your best customer is 
and where you can find them. 
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Where Are Your Customers? (Section 2: Target Audience) 

    

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     I've always been amused at the way radio stations handle their new sales 
representatives.  The first day on the job the new reps are given their account list 
which consists of two parts.  The first part is a picked over list of former 
advertisers that haven't been on the air at the station for 3 years or more.  This 
list used to have more active accounts on it, but following the going away party 
for the previous ad rep, the other sales people at the station plucked away all of 
the best clients on the list.  But have no fear; the second part of the new ad rep's 
account list is a large yellow book, published by a division of the phone company.  
It lists hundreds and thousands of names of all of the businesses in the 
community. The new ad rep is told by the sales manager that this book will keep 
him busy for the first few months. 

     I am truly astounded by the number of firms which market by prospecting the 
yellow pages from A to Z.  This process is an incredible waste of time. 

     In Section I of the marketing plan we discovered the difference between you 
and your competition.  Determining your target audience (those who will buy from 
you) is the second step in building a winning marketing plan. 

     Finding customers is one of the most frequent reasons stated by small 
business owners for attending one of my seminars.  Especially for new or start-
up businesses.  I contend that anyone can find customers, if follow a few easy 
steps.  

These steps are: 1) Find out who has a need for your product or services, 2) 
Profile your ideal customer and their habits, 3) Use the appropriate resources to 
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locate and contact your ideal customer.  Sounds simple doesn't it. The process 
can be simple, but patience is needed to develop this part of the marketing plan. 

 

Two kinds of customers 

     There are really only two kinds of customers: those who have or are currently 
using your business, and those who haven't. Consequently there are two ways to 
increase your business.  Either sell more to those who already know you, or 
attract new business from those that don't. 

     It has been said that it costs five times as much to get a new customer than it 
does to keep a current one happy.  Furthermore, the typical business will lose 
some of its current customer base every year.  The conclusion here is that the 
first priority in determining who your target audience is involves paying attention 
to those who you are already doing business with. 

 

Need 

  The big question I always ask business owners is "Who has a NEED for 
your product or service?"  It's amazing how many people I run into who have 
this great idea, but haven't really determined if there is a need for it (remember 
the guy who wanted to build the ultimate boat!). 

     If you are creating a new product, starting a new business, or doing 
something other than what you are presently doing then you need to test for a 
need, in other words, market research.  Market research can be simple or 
complex. You will only be limited by your time and finances.  You can do-it-
yourself with a simple survey of your peers, or you can hire a full-fledged market 
research company to tailor a research program for your needs.   

With the do-it-yourself method, you can choose ten people you trust and ask 
them a set of questions regarding the viability of your product or service.  You 
may get no good information from this effort, or you might find out a few things 
you hadn't thought about.  Sometimes it's easy to get caught up in our own 
projects and not think about something obvious.  Someone with a fresh 
perspective can oftentimes see things that you don't. 

 One of my previous clients couldn't decide on a new name for her 
business.  She had narrowed it down to five alternatives.  One night she went to 
the local sports bar and passed around a sheet of paper with the five names.  
She literally took a vote of the crowd to determine her new name.  Having a 
marketing research company, on the other hand, will be more costly, but you will 
generally deal with larger and more targeted sample sizes and the results can be 
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analyzed in a more scientific industry standard manner.  This is another reason 
for having a client feedback loop.  You have the opportunity to get valuable input 
from your potential first buyers. 

 

Research 

     Here are some basics that you should consider when you want to attempt any 
kind of research: 

     1)  Define the problem.   What information is needed to solve the problem 
and why do you need it?  Avoid aimless research, such as "It would be nice to 
know this about our customers..."   

     2)  Design the research.  Questionnaires are used most often and can vary 
in style and length.  The wording of questions is crucial.  If you need help in 
designing a questionnaire get professional help.  Often times, students at 
universities are looking for "projects" to work on. 

     3)  Gather the information.  Make sure you have a big enough sample and a 
qualified sample.  Too often I see business owners gather opinions from a few 
employees and friends and make their marketing decisions based on what that 
small unqualified sample told them. 

     4) Analyze the data.  Much of what you find out from a survey may be 
irrelevant, especially if you use too small of a sample.  Try to find patterns among 
the answers.  At this stage computer tabulation is very helpful.  Most 
psychographic research will yield information that you can use for special 
purposes, rather than for general marketing decisions. 

     Finding out about the activities, interests, and opinions of your customer will 
provide you with an in-depth view of how your customer thinks and buys specific 
products or services.  Sometimes it will even show that changing your product or 
changing your target market is needed. 

 

Filling a need    

     The following information can be applied to both types of customers, those 
who know you and those who don't.  Marketing is all about filling needs.  
Businesses are born when opportunities are created based on need.  One 
common thing I run into when I talk to business owners is that many say that 
EVERYONE HAS A NEED for their product or service.  For example, a gas 
station owner says that everyone who drives needs gas; therefore, anyone can 
be his customer.  However, research shows that in a retail environment, most 
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customers come from a specified geographic region.  Also, in the gas station 
business, your customers only need gas when their tank is on empty!  Be critical 
and focused when it comes to determining who really needs your product or 
service. 
 

Exercise-  Who has a need for your product or service. 

      Write down in as much detail as possible, who has a need for your product or 
service.  Be careful not to write down who you want for your customer, but rather 
who has a genuine need.  Support it by listing reasons why they need your 
product or service.  You may also want to get the opinion of a few other people, 
and ask them to tell you who they think has a need for your product or service.  

 

 

 

 

Profile existing client base 

     One of the best ways to determine your target audience is to profile your 
current client base to determine if there are any obvious correlations you can 
extract.  This is one exercise I always ask my clients to perform, with amazing 
and surprising results.       

     Numerous times I've been told by the business owner that he or she knows 
exactly who their customers are, only to discover something totally different or 
surprising after conducting a profile of existing customers.  This profile may 
sound tedious, however, with the help of one of the five essential business tools, 
computer technology, this exercise becomes easier to handle. 

     I was once told by the owner of a bar/restaurant that his clientele consisted 
primarily of patrons in the 35-50 year old age range.  After he actually analyzed 
his sales records and conducted a customer survey, it turned out that his real 
clientele was younger, in the 25-35 year old age range.  Not only did this shock 
him, but we were able to adjust his marketing efforts to more effectively reach his 
real clientele.  Our perception of who we would like our clientele to be and who 
they really are is often quite different. 

     The first step is to sort your sales transactions for one year of business by 
customer type. Your customer type will be unique to your business.  If you spend 
some time looking at your list of active accounts, you will start to see some 
trends.  Keep sorting until you come up with four or five divisions. 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 36 www.MarketingPlanGuide.com 

 

     A band booking agency used the following divisions for its type of customers.  
There were weddings, corporate parties, class reunions, private parties (including 
miscellaneous functions like community celebrations, fairs, etc.).  The total 
number of sales (in this case bookings) are distributed across the types and 
percentages for each type are assigned (see chart) 

 

Music Agency Bookings Sorted by Booking Type 

Type    Bookings  Percent 

Weddings   300   60% 

Corporate   125   25% 

Reunions   50   10% 

Private Parties  25   5% 

Total    500   100% 

 

     The second step is to sort these divisions by dollar volume.  This will allow 
you to see the amounts that each category generates.  You can take this a level 
further by dividing the dollar amount for the category by the number of sales to 
get an average sale amount for each category. This will help you determine 
which type is more profitable. 

 

Music Agency Revenues Sorted by Dollar Amount per Booking Type 

Type  Bookings Total Revenue Avg. Per Booking Ranking 

Weddings    300  $90,000  $300      4 

Corporate    125  $50,000  $400      1 

Reunions     50  $16,250  $325      3 

Private Parties  25  $8,750  $350      2 

In this case weddings accounted for more bookings, but ranked last in average 
sale price. 
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     A third way to divide the information is by calendar date.  Use an increment 
which seems appropriate for your business.  This can be weekly, monthly, 
quarterly, or seasonally.  This information will be of great value later when 
creating your marketing calendar. 

Music Agency Bookings Sorted by Dollar Amount and Calendar Date 

Quarter # of Bookings  Percent 

Jan-Mar  50   10% 

Apr-Jun  100   20% 

Jul-Sep  200   40% 

Oct-Dec  150   30% 

     In this case seasonality played a factor, with most bookings occurring in the 
third and fourth quarters.  

      

A fourth way to sort the customer data is by when the actual purchase decision 
was made.  The band booking agency found out that its wedding clientele made 
the commitment for booking about 6 to 9 months before the actual date of 
performing the services (and subsequently, payment for the services).  They 
found that the month of January, while terrible for performing at weddings, was 
one of the best month for booking weddings. 

Music Agency Bookings Sorted by Calendar Date of Signed Contract 

Quarter # of Bookings  Percent 

Jan-Mar  275   55% 

Apr-Jun  100   20% 

Jul-Sep  50   10% 

Oct-Dec  75   15% 

 

     Are you beginning to see any trends by sorting this data?  Do certain 
categories outperform others?  How about seasonality does that affect your 
business?  These questions  will help you in determining who your target market 
is.  In the case of the band booking agency it was determined that the most 
bookings came from the wedding market, but that market was seasonal (May 
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through October).  However, the corporate market was the most profitable, but 
also very seasonal. 

     The importance of determining the make-up of your existing client base may 
help you in your quest to define your ideal customer.  Once the ideal customer 
has been determined, then the plan to reach them can be set in motion. 

 

Other ways to sort your customers are by: 

Sort by demographics 

The age, income, sex, etc. of the buyer.  Try to determine what kind of 
demographic factors are common among your customers.  Do they fall within a 
certain age range?  Do they generally have a certain income level?  Do you 
primarily sell to men or women? 

Sort by geography 

 Where the customer lives or works. Be careful when making the 
geographic designation of your buyer.  Think about whether it is more important 
where you are located versus where your customers come from.  A retailer is 
concerned with their immediate trade area and how far a customer will come, 
where a service provider who comes to your home may be located in one part of 
the city but do the majority of their work in another part of the city where their 
customer attributes are more appropriate.  An example of this is a carpet 
cleaning service that specializes in office buildings.  The location of their office is 
not as crucial as the location of their customer's office. 

Sort by psychographics 

 Lifestyles of the customer.  This includes the activities, interests, and 
opinions of your customer. A theater company chose for its customer types:  arts-
oriented, organizations, community locals.  The arts-oriented where those who 
participated heavily in all kinds of arts activities:  theater, music, ballet.  
Psychographic attributes.  The organizations and locals were more geographic 
attributes. 

Sort by industry category: 

 An industry accepted way of categorizing buyers. In the mortgage 
business you might have first-time buyers, new construction, up-sizers,empty-
nesters, and refinances as the five types of customers. 
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Sort by dollar volume: 

 This can be either gross revenue or net revenue. In some businesses it is 
better to reflect profitability versus gross sales.  This would typically be found in a 
situation where the profit margins are lower. 

Sort by season: 

The time of year the purchase is made or the time of year the product or service 
is used. Many businesses have seasonal swings, especially those that depend 
on the weather (ski resorts, golf courses, lawn service, etc.).  Customer types 
might simply be identified as fall, winter, spring, and summer buyers. 

 You may have heard the old saying that 80% of your business comes from 
20% of your customers.  See if that holds true for your company. If you were to 
classify your customers into four of five categories or types what would they be? 

 

Exercise-  Categorizing Your Current Customers 

List the four or five categories your customers would fall in: 

(Remember the 80/20 rule   80% of your business comes from 20% of your 
customers) 

1. 

2. 

3. 

4. 

5. 

 

Secondary Categories: (Those not listed above) 

1. 

2. 

3. 

4. 
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What percentage of business does each of these categories make up of your 
overall sales: 

Category   Total Revenue   Percentage 

1. 

2. 

3. 

4. 

5. 

Total Revenue for Year     100%   

(you can do this exercise by both gross sales and net profit) 

 

Profiling the ideal customer  

     To further define your target audience, you need to construct the profile of the 
ideal customer of your product or service.  While analyzing the data you have 
already studied on your existing customers, you may see some obvious 
attributes you can use as a guide to profile your ideal customer.  As with profiling 
your existing customer, there are many attributes you could associate with your 
ideal customer- your primary target audience including the main targeting 
attributes: demographic, geographic, and psychographic. 

Profiling Customers for a New Product or Service 

     If you are creating a new product or service you may not know which 
attributes are the best, so you may try to write down which attributes you think 
your target market will have and then test to see if you are right.   

      You may want to be aware that some of these factors are personal attributes.  
If you sell to companies, profile attributes of both the company and the buyer at 
the company. 

     Sometimes you will simply need to make assumptions from which to proceed 
(especially if you are a start up company or expanding your company into new 
markets).  For example, it would be an obvious assumption that a compact disc 
of rap music probably wouldn't appeal to an 80 year old person.  When trying to 
assemble the profile of the ideal customer remember that certain attributes may 
fall in a range (i.e. age).  If possible, narrow the range for this part of the profile 
exercise to only the most desirable elements.   
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Profiling Secondary Audiences 

     When you have more than one customer type, how do you decide who is the 
primary target audience?  In most instances, you will not only have a primary 
target audience, but secondary audiences as well. I knew a realtor whose ideal 
customer was a senior citizen ready to move out of a large home into a 
retirement facility.  The age of her ideal client was 70 years and older. She 
actively marketed to that group by being involved in community organizations 
that served seniors.  She cross-promoted special senior seminars with retirement 
facilities.  Most of her marketing efforts were geared toward her ideal client.  
However, this same realtor also listed and sold homes for a wide range of others.  
The others who can potentially buy your products and services, who don't fit into 
the profile of an ideal customer, are considered secondary audiences. 

 Take the time to go back and develop the profile and habits of each of your 
secondary audiences as well. 

Examples of primary and secondary profiles from the band booking 
agency:  

Primary Profiles (80% of their business) 

Weddings - Couples in their early twenties. 

Corporate - Companies in the city with 25-500 employees. 

Secondary Profiles (20% of their business) 

Reunions- Professional organizers, former class presidents (available from 
schools) 

Private Parties - Ages 40-60, birthday parties/anniversaries. 

 

Creating niche markets 

You may already have some niche markets that you don't know about. Until you 
evaluate your past transactions, you may not know what they are.  Niche markets 
(a type of secondary audience) are defined as ones that do not provide you with 
your primary source of sales.  They may also be markets where you see an 
opportunity that is not being filled.  Be careful not to confuse your USP (Unique 
Selling Proposition) with your secondary or niche markets.  While they may go 
hand in hand, they are two separate subjects.  The USP is how you are different 
from other companies. The secondary or niche markets are kinds or types of 
business that you attract or want to attract, that can be defined in their own 
unique way.   
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     For example, a computer hardware retailer I consulted with determined that 
his USP was "Tomorrow's Technology Today."  Instead of advertising head-to-
head against the superstore discounters, he focused his ads on the newest 
products released.  The superstores usually offered low prices, but on more 
generally mass-acceptable items.  The primary target audience of this company 
was other businesses, generally of 50 employees or less.  Their secondary or 
niche markets included: accounting firms, lawyers, and non-profit agencies, 
because it was shown that these companies were well serviced by his products.  
Using direct-mail and targeted publications this retailer was able to reach his 
secondary markets in a way that the superstore retailer wouldn't even consider. 

     If you can define who these secondary and niche markets are, getting 
targeted messages to them becomes very easy.  A word of caution; test the 
viability of servicing the secondary markets.  I've seen many business owners’ 
waste lots of money to reach an audience that was too small or non-existent.  
Since the secondary audiences generally account for only 20% of your business, 
you need to be diligent in how you allocate resources to reach them.  This 
reinforces the need for research and the establishment of a client feed-back loop. 

 

Prioritize your niches 

     If you have come up with a list of five niche markets that your product or 
service would be good for, then how do you know what kind of marketing 
resources to allocate to reach these people?  The easiest way is to prioritize the 
niche markets and allocate a certain percentage of your marketing dollars to 
reach each.  Or, choose just one or two and focus on them.  The only time it is 
worthwhile to pursue a niche market is if there is profit at the end of the road.  
Your budgeting must be tightly monitored.  You should also account for these 
niche markets in the goals section of your marketing plan. 

      Is it necessary to develop a separate marketing strategy for each niche?  In 
most cases, this would be a waste of valuable resources.  Any marketing 
strategy geared to a niche market should be a natural extension of your 
marketing activities that are geared to your primary audience.  For example, the 
computer retailer I mentioned earlier knew that most of his business came from 
service work and selling new equipment to local mid-sized businesses.  To reach 
the primary audiences he used direct mail newsletters and special offer circulars.  
To market to his niche audiences (lawyers, accounting  firms, and non-profits) he 
developed additional sale circulars that had the look and feel of his regular 
circulars, but with a more targeted message to that specific type of business.   He 
varied the creative concept only slightly and saved money by having all the 
circulars printed at the same time (it was a two color job).  His additional cost to 
reach the niche markets was nominal. 
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Where and how to find new customers. 

     So far, our discussion has been primarily directed towards cultivating 
customers who know you, have bought from you, or at least have received a 
quote from you.  But how do you go about finding the second type of customer, 
new customers who don't know who you are?  Along the same line of thinking 
one needs to ask what balance between o ld and new customers is needed.   

     I'm amused at how often I hear a business owner tell me that he has more 
customers than he knows what to do with.  I always ask the follow-up question, 
"Do you have all the profits that you need?" 

     By profiling your existing customer base, analyzing the buying habits and 
personalities of these customers, you can at least have a starting ground for 
finding new customers with similar interests. 

 

Common ways to obtain new customers are: 

1) Run new customer advertisements (which promote a product or service the 
person may want) in a media vehicle (newspaper, radio, TV, etc) that delivers an 
audience as closely as possible to the profile of your ideal customer. 

2) Use a "two-step" approach 

This is an old mail order technique which basically works this way.  You offer 
something free to get a potential lead in the first step, and then you follow-up with 
that lead to sell them your product or service in the second step. This will make 
your advertising more effective, plus give the potential customer a non-
threatening way to get to know you.  You can offer free information, a free 
sample, or something that is easy for them to respond to with little obligation. 

This can be handled through either a print ad, mailer, or internet offer. You may 
offer something to a new customer for free or at low cost, just for the chance to 
introduce yourself.  You can then use the name of that customer to pursue 
further selling opportunities.  

3) Obtain mailing lists from a variety of sources that fit the profile of the customer 
you have defined.  The Reference Librarian at your local library can help you find 
lists of customers that fit your target profile.  There are several directories that tell 
you where you can rent or buy mailing lists of practically any kind.   Use these 
lists to direct mail an offer of your product or service.  You can also use email 
lists that you create yourself (Opt-in lists) or secure through either joint-venture 
arrangements or email list brokers. 
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4) Target specific media for public relations efforts by finding out where 
customers that fit your profile get their information.  If you sell to skiers, one of 
the many periodicals like the Bacon Directories or SRDS can help you find all of 
the publications that are geared to  skiers. 

5) Ask existing customers for referrals.  Remember how many business owners 
count this as their best source of new business.  The trick is actually asking your 
existing customers.  So often we assume they will just provide us referrals 
without asking. Ask them if they know of others that fit the profile of your primary 
target.  Implement a referral program.  Make your current customers your allies, 
they already know the kind of work you do. 

6) Participate in an event or promotion that puts you in front of new potential 
customers. Trade shows and consumer events (such as the Home and Garden 
Show) work very similar to traditional media. The promoter of the show can 
generally provide you with audience profiles of those who have attended past 
shows.  Many shows will also provide mailing lists for follow-up after the show. 

7) Sell to your vendors.  The person you buy your copy paper from may be a 
candidate for your product or service.  Plus you generally have a built-in loyalty 
because you are already buying something from them.  Treat them as a potential 
new customer.  Are they on your mailing list?  Will they give you referrals? 

8) Your circle of influence.  Asking for referrals from your customers, as 
mentioned before, is not the only way to get referrals.  You can also tap into your 
own personal network.  Just think about all the people on your holiday card list 
and all the people they know.  It is said that the average person knows between 
500 - 1000 people.  People on your holiday card list, your bowling team, or others 
you know may be able to help put you in touch with other they know that might 
have a need for your product or service. 

9) Cold-call prospects based on criteria you have defined.  You may need to rent 
or purchase a list as described in item number three above. 

     The are several other media vehicles you can use to attract new business 
which will be discussed later in the section on strategies. 

     The key is when you have made contact for that first time CAPTURE THE 
DATA YOU NEED TO START THE SELLING RELATIONSHIP. And secondly, 
analyze the data and develop a model of who your customer really is. 
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The Least Expensive Source for New Business 

     If it isn't obvious by now, the best source for new customers is customers who 
already know you, or have used your services in the past.  The sales expense for 
reaching these kinds of customer is significantly less than finding brand new 
customers. 

     Once I was in the office of a new client and saw a stack of file folders piled on 
a table.  I asked the office manager about the files and she told me that they 
were "dead leads," or customers who they had previously quoted, but who chose 
not to purchase from the company.  Each of these "dead leads" had been given 
the company's sales pitch, but, for whatever reason, selected someone else to 
buy from. I've seen this same scenario in several other offices. One might say 
that these leads are not worth pursuing, however, after closer examination; these 
customers exhibit several attributes of a good prospect. 

     First, these leads, at one time or another, made contact with your company 
because they thought there would be a potential good match for your product or 
services. Perhaps, you originally contacted them.  In either case, the fact exists 
that a potentially mutually beneficial relationship was perceived by one of you.  In 
most cases that I have examined, the "dead lead" is one that was given only a 
single chance to buy.  Perhaps, their situation has changed. Maybe they 
purchased from your competitor and then were dissatisfied by the results of their 
purchase. 

     I've heard several figures thrown about by sales trainers that say, in effect, 
that you need to contact someone 5, 10, 20, etc. times before they decide to buy.  
Many times you need to be in the right place at the right time.  How often have 
you purchased on the "spur of the moment" from a sales person who happened 
to call at a convenient time? 

     Perhaps, you are starting to follow my logic.  What I am suggesting is that you 
treat a "dead lead" as a qualified "potential lead."   Obviously, you have made a 
decision at some time or another to make the prospect a "dead lead."  What I am 
proposing is go back and revisit that "dead lead" list as a source for new 
business.  

     The wedding photographer I spoke of earlier used this technique of 
resurrecting "dead leads," but in a different way.  When the date of a wedding 
had passed by, the brides name became a "dead lead" candidate. Instead of 
marketing to the bride, this wedding photographer tried to market to the brides 
friends, assuming that most of her friends were about the same age, and a 
percentage of them would be unmarried.   The photographer would contact the 
bride and state that "I realize we weren't able to do business with you, but could 
you give me the names of any of your friends who are planning on getting 
married in the next year?"  By this technique he was able to cultivate some new 
leads with out having to start from scratch. 
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     Another attribute that a "dead lead" exhibits is that they know who you are. 
While they may not know everything about your company, at least they have had 
exposure to your name. This gives you a slight edge over another company who 
has never been exposed to them.  And with repeated exposure to your company 
name this lead may become comfortable with you. 

 

Exercise-  Target Audience Summary 

Before you move on to the next section of the marketing plan you need to profile 
your primary and secondary target audiences (with a list of as many attributes as 
possible). You can achieve this list by looking at your current customer base 
and/or determining who has a NEED for your product or service. 

Primary Target Audiences    Attributes 

1. 

2. 

3. 

Secondary Audiences/Niches    Attributes 

1. 

2. 

3. 

4. 

 

Did you learn anything new when you profiled your client base?   Did you come 
up with some attributes of potential new customers?  With this data in hand it is 
much easier to quantify who you are targeting and how you might increase your 
current level of business by adding more customers with a similar profile.   

     After your ideal customer has been profiled in a demographic, geographic or 
psychographic manner, the next step is to determine how many customers of this 
type you would like to gain.  A realistic perspective is needed at this stage.  
Perhaps, before you determine how many of these customers you want to gain, 
an estimate of the total number available would be appropriate if possible.  In the 
case of the band booking agency, state records showed that approximately 
20,000 weddings took place per year.  
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Even if the band could play 30,000 gigs per year, there would only be a 
maximum of 20,000 weddings available , and not all of them would utilize the 
services of a band.  Therefore, it would be ridiculous to set a goal to perform at 
more than 20,000 weddings.         

    The next step to completing your successful marketing plan is to develop 
some achievable goals for what you want your marketing efforts to produce.  In 
the next chapter I'll show you a step by step method for taking your dreams and 
turning them into reality. 
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Where Do You Want To Be? (Section 3: Goals)  

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

     

     Volumes have been written on the art and science of goal setting.  The third 
section of the successful marketing plan is where you write out specific and 
achievable goals for the marketing efforts you will produce in the coming year. 

     Goals are important for the success of your marketing plan.  Without a 
measure of success you won't be able to gauge the effectiveness of your plan.  
One word of warning though, measure your success against your own efforts. 
You may have a competitor with a bigger budget or more muscle, and you 
shouldn't compare yourself against their results, rather against your own efforts 
or results. 

     Typically, when asked the question of what kind of growth they would like to 
achieve, the average business owner tells me they would like to double their 
current sales volume.  Whether it's adding one new big account or several; 
smaller ones, there seems to be something special about the doubling of one's 
business.  Be prepared, though, if you make a goal like that you may need to 
double or triple your marketing efforts. 

     Another way to look at how many new customers to attract is to analyze the 
profit potential of different increased levels of business.  For example, if you 
double your sales will you need to add additional staff to handle the business?  
How will an increase in sales affect your overhead costs?  These questions need 
to be analyzed in conjunction with your accountant.  Try to determine an ideal 
sales level (one at which you maximize profits utilizing the minimum amount of 
expense or overhead per sale) and that will most likely help you determine the 
number of new customers you need.  One of my clients ran a solo operation 
where he was the only employee.  His firm generated about $60,000 in profits.  
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One of his competitors sold twice as much as him, but had three full-time 
employees to support.  Consequently, the owner of the competing business 
experienced only a $30,000 profit, even though he did twice the volume.   

     A marketing plan without goals isn't a marketing plan, but rather a to-do list of 
marketing activities.  How does one go about setting goals for a marketing plan?  
Before we discuss the "how" let's look at the two kinds of goals you can set. 

 

Two Kinds of Goals 

     There are two kinds of goals you can set; quantitative and qualitative.  
Quantitative goals are those you can put specific numbers or results to.  For 
example an increase in sales by 10%, or to sell X more units by December 31st.  
Quantitative goals are generally more popular because most people think in 
terms of measuring success by the amount of increase in sales or dollars 
generated. 

     Qualitative goals are those that bring an increased value to the identity of a 
company or an improvement in a process or product that is directly experienced 
by the customer. An example is that you may want to improve your image in the 
marketplace by creating new materials or increase awareness of your company's 
involvement with a specific cause (i.e. child abuse prevention). 

     I've worked with many who have experienced an increase in sales as the 
result of the successful achievement of a qualitative goal. 

     One retail company I consulted with felt certain that if they could increase the 
quality level of their customer service, that increased sales would result.  In fact, 
after completing a customer survey, they found their biggest weaknesses came 
from their internal staff not anticipating and taking care of customer needs. 

     When we first discovered this discrepancy of service we set a goal for the 
next year to improve customer service.  This brings me to the most important 
point regarding goal setting.  If you are going to be successful, you must take the 
time to break larger goals into achievable sub-tasks. 

     Most time management programs tell you about starting with a long range 
goal or vision and then create an intermediate set of goals or tasks to achieve the 
long term goal. And then to take the intermediate goal and break it into three 
short-term tasks that you can accomplish in a definite period of time 

     The same is true for marketing goals.  You must start broad and narrow your 
goals to specific tasks that can be scheduled in your marketing calendar. 
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     We identified three ways to improve customer service for the retailer: 1) 
Manager leadership, 2) Policy communication, 3) Training. 

     In the manager leadership area we defined three specific topics that each 
manager needed to learn: 1) How to identify customer needs, 2) Presenting 
information at employee meetings, 3) Team building. 

     Each of those three areas were looked at and broken down into definable 
sub-tasks.  Training classes, that were available throughout the year through 
their industry, were selected and those dates were written on the marketing 
calendar for the year.  To improve presentation skills at employee meetings, 
each manager was assigned a spot at an upcoming meeting  to make a 
presentation based on what they had learned at the industry training meeting.  
This presentation would then be video taped and critiqued in a one on one 
meeting with the owner.  For team building, the owner created management 
groups which gave responsibility and nurtured leadership skills in each of the 
managers. 

     The other intermediate goals were similarly broken down into achievable sub-
tasks.  For employee communication, a quarte rly newsletter was added to the 
yearly calendar, in addition to scheduling the monthly staff meetings.  For 
employee training and team-building, specific topics were scheduled in advance 
into each of the monthly meetings so that at the end of the year, all of the 
employees would have been exposed to various topics relating to customer 
service.  Some topics were presented by the internal managers (as part of their 
effort to improve their presentation skills) while others were handled by external 
trainers. 

      A word of caution, qualitative goals require resources just as quantitative 
goals. For example, to increase sales by 10% from $200,000 to $220,000 (a 
quantitative goal) you may need to allocate an additional $3,000 for marketing to 
pay for brochures, ads, etc.  In the case of our retailer, they rearranged their tight 
budget and made a conscious decision to run fewer ads than normal and use 
those dollars for the achievement of their qualitative goal (to improve customer 
service).  A common mistake made by business owners is to forget to account for 
the costs of achieving qualitative goals (employee time, training cost, etc.). 

    You may choose a mixture of qualitative and quantitative goals.  The important 
point to remember is that each long-term goal needs intermediate goals and 
achievable sub-tasks. 
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Three levels of goals 

.Long Term Goals  (Qualitative or Quantitative)       

...Intermediate Goals (Long Term Goals divided into Several Intermediate 
Steps) 

....Achievable Sub-Tasks (specific things you can do to accomplish 
Intermediate Goals with associated deadlines) 

                

Evaluation Points 

     Another essential element in goal setting is to schedule evaluation points and 
deadlines.  Evaluation points should occur from two to four times per year and 
should be scheduled in your yearly calendar.  Make an appointment with yourself 
and block out time in advance in your calendar to analyze what kind of results 
your marketing efforts are producing.  While goals do provide benchmarks to 
gauge success at the end of the year, periodic evaluation points will let you know 
how you re doing and give you the opportunity to tweak your activities to stay on 
track. 

     Deadlines are associated with the shorter-term, more definable tasks.  By 
setting deadlines to achieve these smaller tasks, you improve your chance of 
success with your larger goals. 

      Use a day planner or some sort of electronic system (such as Microsoft 
Outlook ©) for best results.  The most common area where people fail is that they 
write down their big goals, but never transform them into a scheduled plan of 
action with smaller attainable parts and sub-deadlines.  Go back now to your 
long-term goals and try to break them down into several intermediate goals, with 
short-term definable tasks, including a deadline for each. 
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Exercise- Goals Summary 

Before you move on to the next section of the marketing plan, list the goals 
(qualitative or quantitative) that you want to reach as a result of your marketing: 

1. 

2. 

3. 

4. 

Goals are long-term in nature.  In order to accomplish them, you need to 
transform them into attainable sub-parts with their own sub-deadlines.  Start with 
the end in mind.  Break down your goals into three attainable intermediate sub-
goals.   

Intermediate Goals   

1 A. 

1B. 

1C. 

 

2A. 

2B. 

2C. 

 

3A. 

3B. 

3C. 

 

4A. 

4B. 

4C. 
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Now take each of those sub-goals and break them down into three attainable 
tasks with deadlines  

Achievable Sub-task 

Task     Deadline (to be completed on or before) 

1A-1 

1A-2 

1A-3 

 

1B-1 

1B-2 

1B-3 

 

1C-1 

1C-2 

1C-3 

 

2A-1 

2A-2 

2A-3 

 

2B-1 

2B-2 

2B-3 

 

 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 54 www.MarketingPlanGuide.com 

 

Task     Deadline (to be completed on or before) 

2C-1 

2C-2 

2C-3 

 

3A-1 

3A-2 

3A-3 

 

3B-1 

3B-2 

3B-3 

 

3C-1 

3C-2 

3C-3 

 

4A-1 

4A-2 

4A-3 

 

4B-1 

4B-2 

4B-3 
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Task     Deadline (to be completed on or before) 

4C-1 

4C-2 

4C-3 

 

Evaluation Points 

Choose dates throughout the course of the year where you can evaluate the 
progress of attaining your goals. 

Review    Date 

1st Quarter 

2nd Quarter 

3rd Quarter 

4th Quarter 

 

Be realistic 

     It should be noted that if you spend the required time completing sections one 
(situation analysis) and two (target audience) of the marketing plan, section three 
(goal setting) should be much easier.  You must also be realistic in what you can 
achieve and the resources that you have available.   

     The most exciting moment for a business person is that point in the future 
when they can say, "I achieved the goals I set out to accomplish!" 

     With the information you have completed in section three (goals) together with 
section one (situation analysis) and section two (target audience) of the 
marketing plan, you are now ready to move on to section four (strategies) and 
identify and choose the appropriate strategic marketing tools that will launch your 
marketing efforts. 
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How Are You Going To Get There? (Section 4: Strategies) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     The fourth section in the marketing plan is called Strategies.  In this section 
you will choose the strategic marketing tools you will use to deliver your message 
to your target audience.  This will probably involve the use of either paid or non-
paid advertising mediums. 

     Frequently, I'll have people come to me and say they need help with their 
marketing, and they already have a great idea for an ad.  One of my former 
clients used to love coming up with clever headlines.  He would present me a list 
of ten headlines and ask me which one I would suggest using.  I would have to 
bring him down to Earth and say, "How do you know a newspaper ad is what we 
should use?  Therein lays one of the most common mistakes that business 
owners make over and over, choosing strategic marketing tools or methods 
before the other three sections of the marketing plan are completed.  In fact, 
most business owners have only two sections in their mental marketing plan; 
strategies and budget! 

     Hopefully, by completing the first three steps of your marketing plan; situation 
analysis, target audience, and goals, you will have a much easier time of creating 
your marketing strategy. 

     Actually, this section of the marketing plan and the next section of the 
marketing plan, tactics, go hand in hand with each other. 

     The strategy is choosing the best marketing tools, and the tactics are the  

implementation of these strategic marketing tools.  One of the best analogies I 
can use to describe the relationship between these two areas is in the fighting of 
a war. 
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     The generals survey the enemy and battlefield (much like sections one and 
two of the marketing plan) and then determine which weapons (strategies) would 
be best used to make their attacks to ultimately win the battle (goals).  Will it be a 
combination of ships, planes, and tanks or rather planes, artillery, and 
infantrymen?  After the weapons have been chosen, then a tactical 
implementation is put in place. 

     In the Persian Gulf War, we used air power to cripple the Iraq army by blowing 
up communications command and control, air fields, and key roads.  After they 
were weakened we moved in with tanks and troops to clean up the rest.  The 
plan, "Operation Desert Storm", was laid out on a day to day, hour to hour  basis. 

     If you remember back to the dream vacation exercise, when I asked you, 
"How are you going to get there?” there may have been more than one answer.  
As with marketing tools, you need to weigh the pros and cons of each tool and 
then make your best choice.  Then through the process of testing and tracking 
(which we will discuss later), you can evaluate the effectiveness of each. 

      

Marketing Communications Platform (MCP) 

     Once you choose the tools you are going to use, it is imperative that they 
work in concert with each other.  To accomplish this, you need to create a 
marketing communications platform (MCP).  Think of the MCP as a magic box 
that you feed in all your ideas on one end and out the other end comes your 
finished ad or other marketing materials.  Whether its radio, TV, or direct mail, all 
of your marketing materials need to have the same look, feel, and most 
importantly, the essence of your unique selling proposition. 

     The marketing communications platform is really made up of consistent 
elements you want to project from each ad.  In addition to the use of your USP 
either as the topic of your ad or as a sell-line (typically a slogan placed under 
your logo), there are other considerations. 

Consistency is the key 

Will your ads be serious or funny? Will you use a consistent color?  These are 
creative considerations that you don't want to change every time you run a new 
ad.  You want your ads to build on each other. You must have a "campaign 
mentality", which means think of all of your ads and marketing materials as a 
series or a set. 

     Another benefit of the marketing communications platform is that when you 
want to use a new medium or tool, you can adapt what you are doing so that 
your message to your audience remains consistent. 
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     Your ads need to have identity, much like your own signature, unique and 
distinguishable.  How do you develop an identity that's right for you?  If you have 
completed the first three sections of the marketing plan, the answer should be 
right in front of you.  If it isn't, or you can't see it, consider hiring some creative 
help.  Provide them with the information you developed in sections one through 
three.  

      

     Your MCP will help your ads and marketing materials adhere to these rules: 

Concentrate on one concept or idea, usually  your US 

     Even though you might list benefits of your product or service in an ad, the 
focus of your ad should be one thought or message that you want the customer 
to walk away with. 

 

Stress the benefits rather than the features.   

     Features are things associated with your product or service that you can 
describe, such as a twenty seven inch screen on a color television.  Benefits are 
how the features will affect the consumer when they use the product or service, 
such as “the colors and detail of the television picture will be clearer and easier to 
see." 

     Perhaps you've heard the old adage, "sell the sizzle not the steak."  The 
wording of your ads and materials should keep the customer's focus in mind.  
Describe how they will benefit from using your product or service.  

 

Be consistent from ad to ad. 

     You will gain more mileage out of your marketing if all of your messages seem 
to be coming from the same mouth.  Consistency is one of the most often 
violated rules of advertising.  By keeping your ads consistent, in look, feel, and 
sound, you will build recognition and reinforce your primary message ideally your 
USP. 
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Evoke a response from the customer. 

     Every ad should ask the customer to take some kind of action.  Unless you 
have a huge marketing war chest to run lots of "touchy-feely" image ads, you 
need to be asking the customer to contact you or reply to every one of your 
messages.  

 

Take time to test.  

     Don't experiment with one ad, then declare that it doesn't work.  You need to 
give your marketing a chance to succeed.   When you change your ads, try not to 
change them completely. Experiment with different elements: headline, offer, 
mailing list, timing, etc.  Try to not change the entire approach that you have 
developed in your marketing plan, but rather minor creative or wording changes, 
such as headlines, graphics, offers, or body copy. 

 

Working with an Advertising Agency, Marketing Consultant, or 
Freelancer 

     Don’t forget the possibility of using an outside source for the creation of your 
marketing materials.  If you do not enjoy writing ads, buying media, or some of 
the other tasks associated with marketing, you may want to consider hiring a 
specialist or professional that can assist you with implementing your marketing 
plan. 

     There are a variety of companies and individuals that you can contract with to 
handle any or all of your marketing functions .  Whether it is a full-service ad 
agency, or perhaps a freelance graphic designer, keep in mind there are several 
ways you can arrange to use their services.  Some helpful tips in hiring the right 
person include: 

- Ask how they charge (By the hour? On a percentage of media you 
buy? Other?) 

- Have them show you past examples of their work (or references) 

- Have them present a proposal to you in writing 

- Compare, at minimum, two or three alternatives 
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Marketing Tools 

     For the purpose of our discussion here we will divide the marketing tools into 
three categories: paid media, non-paid media, and non-traditional media.  While 
all three areas involve cost, paid media will be defined as the traditional tools that 
have standardized costs associated with them.  These include: direct mail, 
newspaper, radio, TV, magazines, outdoor (billboards), and telemarketing.  Non-
paid media includes:  public relations efforts used to generate exposure through 
traditional media, without having to pay for advertising in that particular media.  
Non-traditional includes everything else, like sponsorships, ad specialties, 
events, and electronic "new media" (Google Ad Words, Social Networking Sites, 
CD Rom, and other i nternet-based services). 

 

Direct Mail 

     Direct mail includes sending out, by mail, advertising messages to your target 
audience.  This can be postcards, letters, brochures, catalogs or other printed 
materials sent through the mail.  Direct mail is a multi-faceted technique that 
includes properly researching and purchasing mailing lists, maintaining those 
lists, timing your offers, writing effective copy, and testing all the elements on an 
on-going basis. 

     The advantage of direct mail is having the ability to precisely target your 
audience on a one to one basis, allowing  you the tightest control of the circulation 
of your message.     

     The downside of direct mail is that on a per-contact basis (when you add 
together the costs of list acquisition, maintenance and mailing costs) it is one of 
the highest costing marketing tools.  With prices of printing, paper, and postage 
always on the rise, keeping a control of costs is difficult.  Even the slightest rise in 
cost (on a per piece basis) of your mailings can eat away at any potential profit 
you may expect to realize from a direct mail campaign. If your printing cost 
increases 10% it will ultimately affect your cost per piece and subsequently you 
will need to sell more to make up the difference.  If you normally pay $100 to 
have 100 pieces printed, your cost per piece would  be $1 each.  If your printing 
costs rises 10% or $10, your cost per piece would now be $1.10 ($110 divided by 
100 pieces).   

Maximize your budget by planning ahead      

     Often times you can maximize your printing budget by planning ahead and 
printing multiple jobs at one time.  An example of this is a client I work with who 
used a postcard campaign to prospect.  When I first met with them, they would 
print postcards 1,000 at a time and mail them once per quarter.  The cost for their 
campaign was .65 per piece broken out as follows: 
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1000 cards printing 

$125.00 

1,000 postage @ 23 cents 

$230.00 

Mailing list (1,000 bought at $295/minimum list) 

$295.00 

 

Total $650.00 

Cost per piece 65 cents 

 

Over one year they spent $2600 ($650 times 4). 

 

On a typical mailing of 1,000 they got 20 responses, so their cost per lead was 
$31.50 per lead ($650/20 responses = $32.50/response). 

 We restructured their direct mail program by printing all their cards at one 
time, buying a larger list and splitting it into two mailings and came out with 
surprising results. 

Printing 8,000 cards 

$225.00 

Mailing 8,000 cards @ 23 cents 

$1840.00 

Mailing list (2 lists of 4,000 at $400 each) 

$800.00 

Total $2865.00 

 

Cost per piece was .358 cents 
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With the response rate the same as the previous mailing (20 out of each 1000) 
we can calculate the cost per lead based on 160 responses out of 8000.  The 
new cost per lead is $17.91 ($2705 /160 = $17.91).  Their cost per lead was cut 
almost in half (from $32.50 to $17.91). 

Their cost per piece dropped by 40%.  By spending $265 more per year ($66 per 
mailing) we doubled their reach (8,000 versus 4,000 cards) and reduced their 
price per piece from .65 to .36 and also their cost per lead from $32.50 to $17.91.  
This example shows you that your cost per lead can be lowered without changing 
your response rate, simply by planning and purchasing your printing in advance. 

     Mailing list maintenance is also essential, and often overlooked by most 
novice mailers.  A high number of mis-targeted or undeliverable mailing pieces 
can add up to lost profit in the long run. If you can reduce your undeliverable 
pieces by 10% by maintaining your mailing lists (by regularly removing incorrect 
or outdated addresses and purging your list of duplicate names) you can lower 
your cost per piece and thus lower your cost per lead and ultimately increase 
your profit. 

     A kissing cousin of direct mail is the use of flyers, door hangers, or other 
printed pieces that are distributed in mass manner other than by mail.  While 
these tools can often times be effective, the importance of targeting the 
distribution (who receives it) is the most significant factor in their ultimate 
success. 

 

Direct Mail 

PROS:   Highly Targeted, control of circulation    

CONS:  Cost per contact is high, need for list maintenance 

 

Newspaper 

       There are several types of newspapers, but usually they can be broken into 
three categories: major dailies, weekly community, and specialty, which really 
belong in the magazine category.  

     Newspapers generally provide a very strong geographic coverage with a very 
definable circulation.  A paid circulation, in most cases, is accepted as a more 
reliable readership than a free circulation publication.  However, with free 
circulation publications you can generally reach more people for a lower cost per 
reader. A paid circulation publication with a circulation of 20,000 might charge 
$1,000 for a full-page ad, giving you a cost per 1,000 readers of $50 (dollar 
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amount divided by the number of readers divided by 1,000 or $1,000 divided by 
20).  A free publication with a circulation of 50,000 might charge $1,500 for a full-
page ad giving you a cost per 1,000 readers of $30.  In this example you pay less 
per reader for the free publication, but you reach more readers.  The paid 
publication sales person will remind you that with the free publication the "pick-
up" rate (total number of people actually picking the publication off the rack) 
varies, whereas the paid publication goes to the same definable audience every 
time. 

     Is there a right choice?  Not every time.  However you can test both 
publications and try to get their relative costs (cost per 1,000 readers) close so 
you can make an educated guess. 

     One of the strongest reasons to use any print media is that you can track your 
results with coupon offers.  In fact, if you can work it into your creative approach, 
you should use these kinds of offers as often as possible to aid in tracking and 
stimulate reader response. Coupon offers motivate the reader to take action by 
cutting out and redeeming the printed coupon portion of your ad.  Coupons also 
provide a great way to measure and track your marketing results by including 
tracking codes right on the coupon.  You can run ads without coupons, but then 
you lose some of that reader responsiveness (and the immediacy the expiration 
date imposes) and tracking becomes more difficult. 

     What daily and weekly newspapers won't generally give you is a targeted age 
or income audience (other than that of a geographic area).  You usually will have 
a mix of readers, thus resulting in wasted readership, or people who are not 
qualified buyers of your product or service.  Also, in order to be seen in a 
newspaper you need to have a big enough ad to stand out.  This is always a 
challenge for smaller advertisers. 

     The most important thing to remember about using newspapers is that if you 
decide to run ads, run them regularly so you can build frequency with the loyal 
readers of the publication.  The most successful newspaper advertisers I' ve ever 
encountered are the ones who advertise over and over and over (at least ten 
consecutive ads) and the ones who use either coupons or incorporate some 
other form of tracking as part of their creative message.  For example, "mention 
this ad and receive ten percent off." 

     Specialty newspapers should really be categorized as magazines and are 
subject to the pros and cons of that media type. 
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Newspaper 

PROS:  Geographic, paid circulation or definable free circulation, trackable with 
coupons. 

CONS:  Lots of wasted readers (audience is broad), page dominance issues..is 
your ad big enough to be seen? 

 

Radio 

    Radio is one of my favorite advertising mediums because I have seen such 
impressive results from it for several clients.  The most exciting thing about radio 
is that it is such an immediate response medium.  If you run an ad with a phone 
number, quite often your phones will be ringing the instant the ad airs (that is, if 
you targeted the right radio station by matching the profile of your ideal customer 
with the profile of that particular station's listener.) 

  Like newspapers, radio is geographic in that each station has its own listening 
pattern (or geographic broadcast area) as defined by the power and direction of 
its radio signal.  However, unlike newspapers, radio typically can get very 
targeted when it comes to demographics. Most stations have a core listenership 
with a very definable age range (usually in a 10 year age span).  Many radio 
stations also offer a definable psychographic element as reflected by their format 
(i.e., country, rock, talk, etc.).  

     Psychographic profiles might include sports fans who listen to the sports talk 
stations. Someone who enjoys opera may spend more time listening to public 
radio than commercial radio.  Be aware that it might be easy to stereotype a 
station's listenership based on the format.  In fact, radio salespeople often spend 
lots of time trying to convince you who listens to their competitor's station.  They 
might say that the rock station only appeals to mechanics, or that the people who 
listen to country music are all "blue-collar" workers.  Fortunately, most stations 
are rated by the Arbitron Ratings Company and you can generally find out just 
about anything you want to know about the station from these Arbitron reports.  
Ask your radio salesperson if their station has these reports available. 

     The challenge in radio is creating a strong commercial since you can not use 
pictures.  Commercials need to be attention-getting, succinct, and call for an 
immediate response.  You also need a strong creative script and production so 
that your commercial stands out.  Most stations air their commercials in blocks of 
four to six spots at a time.  This block of four to six commercials airs at one of 
three to four predetermined times in a given hour.  The more commercials that 
occur in a block, the more frustrated the listener gets resulting in the possibility 
that the listener will decide to switch stations.  Many stations will play the best 
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sounding commercials first in the block to minimize the amount of switchover by 
listeners.  

 

Radio 

PROS:  Immediate response, geographic, demographic, psychographic 

CONS:  No visual (strong creative spot needed), commercials are grouped in 
blocks 

 

 

Television 

     Television is one of the most, if not the most, powerful advertising mediums 
today.  Like radio, it has a geographic footprint as dictated by its broadcast 
signal. But unlike radio, in most markets there are fewer TV stations than radio 
stations and the viewership is generally higher.  This gives television the unique 
ability to reach a large number of people since there are fewer choices.  There 
also is enough segmentation in television to allow for some decent demographic 
targeting.  For example, the weekly football game has a high percentage of men 
watching, while the daily soap operas have a high percentage of women 
watching (these are not my generalizations, but rather statistics that are reported 
by companies such as A.C. Nielsen, which monitor television viewing in most 
major markets.) A daytime soap opera might pull 30,000 women age 25-34 and 
5,000 men age 25-34.  Meanwhile the Monday night football game might have 
10,000 women age 25-34 and 60,000 men age 25-34. 

     While there are some fringe time slots (la te night/early morning) that are 
affordable on a per spot basis for advertisers with smaller budgets, TV is 
generally a medium that is more suited for advertisers with larger budgets.   The 
cost of an individual TV spot can be high, but the cost per viewer (price of 
commercial divided by the number of people watching at that time) may, in some 
instances, be very low.  

A commercial on the ten o'clock news might run $5,000, but if you reach 500,000 
people your cost per 1,000 viewers is $10.  At the same time a spot on late-night 
TV might cost $125 but only reach 5,000 viewers at a cost of $25 per 1,000 
viewers. 

     Cable TV is slightly different than broadcast TV, in that it has a paid 
subscriber base.  The same criteria of determining the number and kinds of 
viewers watching at any given moment is the basis for determining whether cable 
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TV is a smart buy or not.  While the cable TV sales representative will try to 
convince you that their audience is of higher quality because of their paid 
subscription base, it still comes down to a numbers game of determining the cost 
per viewer. 

     Another area of television which has exploded recently is in the use of 
infomercials.  These paid blocks of programming (purchased in half hour blocks) 
give the advertiser a longer time to show and describe their products or service.  
Many companies are using infomercials successfully, but the cost to develop and 
air these kinds of programs is generally not feasible for smaller advertisers.  Also, 
infomercials are generally sold  during fringe times (the less desirable times of 
day) where the viewership is typically lower. 

 

Television 

PROS:  Geographic, high reach, demographics 

CONS:   Generally not suited for advertisers with small budgets, costs to produce 
commercials is high 

 

 

Magazines  

     Like newspapers, magazines circulations can be either paid or free. Some of 
the same issues with respect to reader loyalty and quality that we discussed 
regarding newspapers apply to magazines.  Be careful of both newspaper and 
magazine circulation quotes.  Often time their circulation is inflated by the use of 
"pass-along" readership numbers.  They may claim that each issue printed is 
read by the average of 2.5 people.  While this may be true in some instances, 
you can easily be misled into believing that a lot more people will see your ad 
than you think. There are magazines for candle-makers, German shepherd 
owners, fly fishermen, and just about any other hobby, interest, political or 
lifestyle group on earth. 

     Magazines do provide a strong way to target specific audiences, usually in a 
psychographic manner. A publication with a printed circulation of 100,000 may 
claim a readership of 250,000 using a pass-along rate of 2.5.  Their readerships 
also tend to be more loyal than other printed publications, especially when it is a 
paid circulation. 

     Be aware, if you are going to advertise in magazines you must plan several 
months in advance, because deadlines are such that a July issue of a magazine 
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may have advertising materials due in April.  Also, if your target audience isn't an 
exact match with the publication, your cost per contact to qualified leads will be 
very high.  

     A hypothetical example would be if you produce a stadium chair pad for 
football and baseball games, you might be considering an ad in Sports Illustrated 
magazine.  While your target audience (football and baseball fans) probably does 
read Sports Illustrated, there are fans from other sports reading Sports Illustrated 
as well, but they don't fit your target audience.  Your cost to contact the football 
and baseball leads will be higher than if you sold something that appealed to the 
entire circulation of the magazine.  Another positive benefit magazines have over 
other printed mediums is they generally have a "shelf life" meaning they are kept 
around longer before being thrown away. 

     Almost every industry as some sort of trade magazine associated with it.  For 
many industrial companies, or companies that produced specialized products, 
industry-specific trade magazines are one of the only avenues to reach potential 
buyers (other than direct mail).  Most business publications have their 
circulations audited by BPA International.  BPA is an independent auditing 
organization that produces a statement which verifies the circulation numbers 
and types of readers (broken out by industry category or job function) of a 
particular publication.  If you are considering using a trade magazine, ask you 
sales representative for a copy of their BPA audit, so that you can see exactly 
how many and what kind of readers are included in the actual circulation of the 
magazine. 

 

Magazines      

PROS:   Psychographics, loyal audience (paid), shelf-life, topic/industry specific 

CONS:   Cost per contact, lead time (must plan ahead) 
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Outdoor Advertising (Billboards) 

     One of the most misunderstood advertising mediums is outdoor advertising or 
otherwise referred to as billboards.  This form of marketing can be highly 
effective if used properly.  The strongest attribute of outdoor is that it is a 
geographic medium which has the ability to reach a large number of people 
several times for a given time period.  Over the course of a typical thirty day 
showing (a showing is the length of time that a billboard is actually up); a 
billboard can build an incredible frequency with those who drive by it on a daily 
basis.  This allows your message to be seen over and over again. 

     Also depending on your location you can reach a high number of people.  
Billboards are often priced by location and the traffic count associated with that 
location.  You can often reach a higher number of people in a small geographic 
area than with most other mediums.  Billboards also provide a visual 
reinforcement to other advertising you may be doing at a reasonable cost.  For 
example, if you are running a series of TV spots for a restaurant chain, you could 
complement that campaign with a billboard located near each restaurant.  Your 
billboard would have the same look and feel as your TV spot and also have the 
specific address of the closest restaurant included on the sign. 

     One downfall of billboards is that you can't really reach a demographically 
targeted audience like radio or television (other than the demographics of a 
geographic area).  It is widely accepted that billboards should only be used as a 
supplementary medium in conjunction with at least one other advertising method.  
If you decide to market with only billboards, you must give adequate time for the 
reach and frequency of your message to be attained.   

     A local restaurant didn't have a large budget, but wanted to announce its 
name change.  Typically, they ran only ads in their local community paper.  They 
were able to arrange a two month billboard showing near their restaurant for 
almost half the normal price because they bought during a slow time of year 
(winter months).  The billboard introduced their new logo and name and was 
positioned in a high traffic area (at an exit ramp of a major freeway).  Their 
response was tremendous and helped to generate thousands of dollars in 
additional revenue. 

     Outdoor advertising also encompasses, for this discussion, alternatives such 
as bus boards (billboards mounted on the sides of buses), shelter advertising 
(signs within public bus stops), and to some extent indoor advertising such as 
stadium or arena boards and restroom advertising.  These alternatives are more 
difficult to measure utilizing traditional accepted reach and frequency methods.  
Proceed with caution when buying these alternative forms of display advertising, 
and only use them to supplement another form of media (newspaper, radio, TV, 
direct mail, etc.).  
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Outdoor 

PROS:   Geographically targeted, high reach (number of people driving buy), 
high frequency (number of times someone drives buy in a given month) 

CONS:  Supplemental medium only, not targeted demographically 

 

 

Telemarketing 

     The use of telemarketing has grown dramatically over the past two decades, 
particularly with the advent of telemarketing centers which utilize technology to 
dial hundreds of potential prospects per minute simultaneously. Have you ever 
picked up the phone at dinnertime and repeatedly said "Hello" with no answer on 
the other end for several seconds?  This occurs because a computer is dialing 
more numbers than there are telemarketers at a given center.  Assuming that 
there will be some no answers, phone machines, the auto-dialers always have 
enough people on the line saying "Hello" so the telemarketer can seamlessly go 
from call to call with minimal down time. 

  While telemarketing is seen in many consumers’ minds as a nuisance, it is one 
of the most effective means for generating sales.  Often, immediate sales can 
result from simply placing a certain number of phone calls to a targeted list of 
prospects.  Let's face it; most of us have purchased something from a 
telemarketer providing a product or service we just happened to be in the market 
for when they called. Most professional telemarketers look at fifty no's and one 
yes as all in a day's work.  It is a percentages game to them.  Make enough calls 
and someone will surely buy. 

     One effective use of telemarketing is not for selling at all, but for setting 
appointments for a future sales presentation.  When you switch the purpose of 
the call from selling a product or service to setting a time to show someone 
something that they might be interested in, your success rate will be greatly 
increased.  A wedding photographer I knew changed his approach from calling a 
prospective bride and asking if she already had a photographer for her date 
(which oftentimes they'd say yes even if they didn't) to asking her if she would be 
willing to look at some beautiful pictures of some recent weddings he shot.  He 
presumed if she already had a photographer she would say no, but if she was 
still shopping she would at least look at his pictures and give him the opportunity 
at that meeting to sell his services. 

     A problem often encountered with telemarketing programs is the reliability and 
longevity of those making the actual calls. I've seen countless companies go 
through many telemarketers simply because it is difficult to retain people who are 
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willing to make the required number of calls and receive the required number of 
no's before they get to that yes call. 

     It takes persistence, a thick skin for rejection, and a strong discipline to 
effective implement a successful program. 

 

Telemarketing 

PROS:   Direct, Immediate, Good for setting appointments 

CONS:   Offensive to some, telemarketers burn-out 

 

 

Pay-Per-Click Internet Marketing 

     Pay-Per-Click advertising on the internet has grown by leaps and bounds in 
the past several years.  The big players are Google Adwords © and Yahoo 
Search ©.  There are numerous other players with varying degrees of popularity.  
The attraction to Pay-Per-Click (PPC) is that you only pay when someone clicks 
on your ad.  The ads can show up alongside the natural search results on the 
major search engines. Assuming you have correctly targeted you audience this 
can be highly targeted and effective.  The downside is often with popular search 
terms there becomes a bidding war between competitors and the resulting higher 
price clicks drastically can affect your return on investment (ROI). 

     PPC ads can also show up on what Google calls the “content network.”  
These are websites outside of Google that have relevant content to your ads but 
are hosted and created by other companies.  You can get clicks on the content 
network for a lot less than the search arena.  These ads can be either text ads 
(like on the search engines) or you can create display ads (like banner ads) that 
will be served up on the appropriate content network sites. 

     Again, the key to using PPC is in the effective targeting of your keywords.  If 
you have completed the second section of the marketing plan (Target Audience) 
you should be well on your way to being able to set the criteria for your PPC ads 
so they will be shown to the right audience. 

     Another benefit of PPC ads is that you can place a special piece of software 
code on your web pages and actually track the actions of buyers from the time of 
the click through in the original ad through the completion of their transaction.  In 
the Internet marketing world this is termed a “conversion.”   
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You can track Impressions (how many times your ad is shown), your Click-
Through-Rate (how many times you ad was clicked on), and Conversions (how 
many people that have clicked on your ad actually purchased a product from you 
or completed an action you desired them to take (i.e. opt-in to your email list, 
request a quote, etc.) 

  

Pay-Per-Click Internet Marketing  

PROS:   Highly trackable and cost efficient 

CONS:    Bidding Increases for popular terms can lead to low or negative return 
on investment.  Possible click fraud or mistargeting if not managed correctly. 

 

 

 

Non-Paid Media 

     The second type of marketing tool is categorized as "non-paid media."  This 
term is often misunderstood.  Most people think of non-paid media as free press 
or having an article written about you or your company in a publication.  
Unfortunately, there is no such thing as free press.  While you may get an article 
printed about you in a publication, there is a cost associated with creating that 
free press (unless you create news in a noticeable way, such as committing 
murder or winning the lottery).  Non-paid media is generated through the public 
relations process. 

 

Public Relations 

     The other name for non-paid media is public relations.  Here I must 
emphasize the word RELATIONS.  It’s not just about sending out press releases.  
Public relations involves developing relationships, over time, with key people in 
editorial positions at publications or broadcast media.  These relationships are 
important when it comes time for you to release your information to them.  While 
the press release is the typical vehicle to present the information to the 
prospective media, the relationship you have built up with the editorial staff will 
go a lot further in actually getting your information in front of the media's 
audience. But what about all those books that talk about getting thousands of 
dollars in free exposure by just sending out releases to the press?  You can 
experience some success with blindly sending out releases, but you can 
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experience phenomenal results by establishing long-term relationships with those 
key people in the media that control the content of their respective media. 

     A commercial real estate company I work with managed a 65-year-old historic 
building in the central business district.  They wanted to generate some media 
coverage of their recent renovations to the building so that could attract some 
new tenants.  Our relations with the local media were good, but I recommended 
against sending out a release announcing the new renovations.  I thought that 
wouldn't be that interesting.  Instead we conceived a 65th birthday party for the 
building including free coffee and a piece of cake from a replica cake of the 
skyscraper created by a local bakery.  The media loved the event and we even 
attracted TV stations which wanted to feature the cake on the evening news.  As 
part of the story they told about the history of the building and how renovations 
were recently made.  That event coupled with a happy birthday billboard and 
some follow-up newspaper ads helped lower the vacancy of the building. 

Overall, public relations efforts can be relatively inexpensive and the 
endorsement value of an article or story about your company can be worth 
thousands of dollars.  Just be aware that you get no guarantees that your release 
will be reported and you also can't control how the particular media will present 
your story. 

      While the process of generating press is the subject for another book, you 
may want to work with either an on-line press release service (like prweb.com) or 
a public relations firm or an independent public relations consultant to implement 
a program for you.  Like selecting an outside advertising agency to produce your 
materials, choosing the right public relations firm or consultant should be handled 
in an appropriate manner.  Be sure to ask or find out: 

- How long have they been in the PR business? 

- What kinds of established contacts or relationships they already 
have? 

- Past success stories (or press clippings from previously published 
pieces of other clients)?   

- How they charge? 

 

Public Relations 

PROS:   Relatively inexpensive, endorsement value 

CONS:  No guarantees on placement or how media will present your story. 
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Non-traditional media/Special promotions 

     Under this third and final category falls everything else from back-end 
marketing (a process of marketing to those who already know you), ad 
specialties, seminars, the electronic mediums of CD-ROM, multimedia, special 
promotions, or sponsorship of events.  Some of these tools may be useful for 
you, just analyze the potential size and quality of the target audience for each 
before you choose them as your tool of choice. 

 

"Back-end" marketing 

     Back-end marketing is a term that is liberally used by many of my colleagues.  
In simple terms, the concept of back-end marketing is using your existing client 
base as a source of new business.  It is important to own a powerful computer 
with adequate database software to be able to implement this kind of plan. 

      Here is how it works.  When a customer purchases something from you for 
the first time, you capture their name, address, phone number, etc.  This is fairly 
common practice in most businesses today.  In fact, I've talked to several 
business owners who have had thousands of names of customers who have 
purchased from them, but they don't use the names at all.  They've gone through 
the painstaking task of writing down names and addresses off of checks or sales 
orders and entered them into their computer to use at some future time.  The 
most they might use the data for is to create an account list that usually sits 
untouched in their desk drawer.  Often times their fear is of learning how to 
produce a mail-merge form letter on the computer (where names from the 
database are merged into a form letter).  Other times business owners simply 
just don't take the time to utilize the information they have at their fingertips.  If 
you go to the trouble of recording the information, you should use it. 

     Other good information to record at the initial sale includes:  how they heard 
about you, how often they buy products or services like yours, other vendors they 
use, etc.  Some of these questions can be asked straight out, while others 
require a bit of savvy on the part of the person handling the transaction for your 
company.  Some of this information can be obtained over time. 
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Database Record Structure 

Use this chart as a beginning point and add or delete the things you would like to 
know about your customers. Make one record for each customer or contact. 

Database record 

Name: 

Address: 

City: 

State: 

Zip: 

Email/Website: 

Work phone: 

Fax: 

Home phone: 

Date of first purchase: 

Referred by: 

Date of most recent purchase: 

Largest purchase made: 

Item purchased most often: 

Personal information 

Spouse name: 

Children name: 

Hobbies: 

Birthdate: 

Organizations involved: 

Comment: 
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     Think about all the things you would like to know about your potential 
customer then set up additional fields in you database software to store this 
information.  As the amount of information in your database grows, the more 
useful it will become. 

     Even the simple technique of sending out birthday cards to your regular 
customers can be made much easier with a database application. There are 
online services that can help you automate this.  Go to 
www.marketingplanguide.com/sendoutcards/ to find out more about these 
services. 

     Once you have collected data, you can target specific promotions or 
messages to your current customers much more effective than with mass 
advertising. 

     Other ways to obtain information for your database include, customer surveys, 
warranty card registrations, contest entry forms (which include additional 
questions), and other opportunities which require your customer to fill out a form. 

     A hair salon I worked with had a birthday club where during the month of a 
customer's birthday they would send a "present" out to the customer which was a 
$10 off coupon. 

     To explain how Back-end Marketing works, suppose a florist wanted to 
increase business by reminding customers of special occasions, such as 
birthdays and anniversaries. They could either run an ad in the local paper which 
would hit a broad geographic market that might be coincidentally interested, or 
they could use back-end marketing to send out a reminder note to existing 
customers of birthdays, anniversaries, or other occasions a few weeks prior to 
the date of the special day, and have it personally addressed to the customer.   

     For example, "Dear Mr. Hunt, we know your wife's birthday is coming up on 
February 28th and we think she would love a special gift of flowers."      

The letter could even include several gift ideas that fall within the price range that 
the customer had previously spent in the store (if the price of the previous 
purchase was recorded in the database). 

     Because the florist collected data from all their customers when they 
purchased, along with the purpose of the purchase, the anniversary and 
birthdates were already captured.  The computer then did a monthly sort to 
create a list of all the customers in the coming month that had an impending 
special occasion, based on information from the previous year. 

     An important note to remember is to constantly update as much of the 
information in the database.   Whenever you send out a mailing make sure the 
words, "forwarding service requested" are included on the piece (typically near 
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the mailing label), so that any forwarding information or change of address can 
be sent back to you.  Maintaining your database has to become part of your life, 
much like the computer is one of the five essential tools for winning.  If you are 
not computer-literate, either hire someone who is, or invest in training. Think 
about being in the right place at the right time for your customers.  What a great 
increase in your service level if you could have targeted ad messages and offers 
arrive to your customers at the right time.  Don't be left behind, Back-end 
marketing is one of the hottest trends in marketing! 

     A variation of Back-end marketing is using the "two-step" approach to get new 
customers described earlier in this book.  The first step involves offering 
something for free (free information, sample, booklet, etc.) to get the new 
prospects name in your database.  The second step involves using that name to 
generate additional business through subsequent contacts. 

 

Back-end marketing 

PROS: Cost to implement is low, great for increasing business through follow-up 
sales to those who already know you 

CONS: Maintaining database is time consuming 

 

Ad specialties 

     The ad specialty business has come a long way from its "trinkets and trash" 
reputation of several years ago.  Ad specialties, or give-aways, that are imprinted 
with your company name, can be an effective way to build company name 
recognition and customer loyalty. 

     An important key to success in implementing ad specialties as part of your 
marketing efforts is to find a product that highlights your USP (Unique Selling 
Proposition) and has a perceived value to your prospect or client.  Don't hand out 
something just because it is cheap.  Your identity is linked to that specific 
product; make sure you are sending the right message. 

     One trend in the ad specialty business is corporate apparel.  Many companies 
are utilizing their logo on clothing worn by their employees.  In the past several 
years there has been a trend toward "business-casual" dress.  Rather than allow 
employees total pick of what they can wear, some companies are setting up 
guidelines to include approved corporate apparel (items such as polo shirts and 
hats) which fill two purposes: to have a consistent look and identity for their 
employees, and to build "corporate pride" attitude.  Corporate apparel can also 
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be extended to the customers and vendors of your company.  If you have a 
quality apparel item, people will proudly wear it. 

     One of the best ad specialties I've ever received is a phone cord un-tangler 
given to me by a phone systems salesperson.  Not only did the specialty match 
his product (phones) but it also was visible to me constantly because it was 
attached to my phone and when it finally wore out I called him to get another one! 

 A good ad specialty salesperson will provide you with ideas and catalogs 
with hundreds of products.  There are so many products available you are likely 
to find something that could work for you.  Also make sure you make the proper 
budget allocations and treat ad specialties as a media tool like all of the others. 

 

Ad specialties 

Pros: Name recognition, Build customer loyalty 

Cons:  Need to have value...not be thrown away 

 

 

Seminars 

     A way to build your credibility and find new customers is to conduct 
educational seminars. You may have seen examples of these before:  a realtor 
and mortgage banker holding "New Home Buyers Seminar," a stockbroker 
conducts a "Where to Invest Today" seminar, an estate attorney holds a "How to 
Protect your Wealth" seminar. 

     Seminars give your potential customer the access to useful information in an 
educational setting. Seminars can either be offered free or for a fee.  If you 
charge a fee you must be sure that the attendee gets adequate value for their 
money.  You don't really need to oversell yourself at a seminar because you have 
a built-in credibility as the presenter and authority of the subject. 

Seminars also provide a way to tightly target your audience by presenting 
specific subject material. If you know the need of your target market, creating a 
topic can be fairly simple. 

     Be aware that seminars are not inexpensive to produce and develop. If you 
want to be successful at seminars you need to spend time researching and 
perfecting the information you're going to present.  You also need to spend time 
and money marketing the seminars to generate an adequate audience.  You 
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might consider creating a separate marketing plan just for your seminars.  A big 
portion of my business involves producing seminars.  I know first-hand that they 
are not as easy as they seem.  A great book to read on this subject is How to 
Develop and Promote Successful Seminars & Workshops by Howard Shenson 
(Wiley Publishing). 

     You typically do not see an immediate return on your investment if you 
accurately add up all of your development and production costs. You might 
spend hundreds of hours and several thousand dollars to produce a fee-based 
seminar which in the end might barely break even as far as attendance receipts 
versus expenses are concerned, but if you convert seminar attendees into long-
term paying customers you can easily earn your money back.  An example of this 
is a half-day workshop I conducted for a fee of $99.  We had twenty attendees 
who together provided gross receipts of $1,980.  Our promotional expenses and 
the cost associated with renting the room where we held the event totaled about 
$1,600.  That left a whopping profit of $380 for a half-day's work and countless 
hours of preparation.  However, two of the twenty attendees became consulting 
clients which resulted in revenue of over $50,000 in the following year.  That 
made the seminar worth the effort. 

     A cost-effective alternative to live seminars at hotels is live teleseminars or 
webinars where the attendee can join the presentation from a remote location via 
phone or internet.  These might not be as effective since the personal eye-to-eye 
contact is not available; however the cost to produce these is significantly less 
than an in-person seminar. 

 

Seminars 

Pros:  Target, educational value 

Cons:  Expensive to produce and develop, Need to be marketed to be 
successful, Usually not a direct/immediate return on investment unless you have 
lots of back-end products to sell the attendees. 
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Trade Shows 

     Trade shows and consumer events (such as the Home & Garden show, The 
Auto Show, etc.) provide a way for you to meet face-to-face not only with new 
customers, but existing customers as well. Trade shows, like conducting 
educational seminars, don't always produce an immediate return on investment 
unless the show allows you to take orders on the spot.  Normally a trade or 
consumer show is good for generating leads. 

     If you plan on embarking on this kind of marketing, realize that the large cost 
to develop an attractive booth, and the cost to actually run the display (when you 
consider manpower requirements) can often make an immediate return on 
investment rare (but can pay for itself over time).     

     Typically, the cost of a professional booth may need to be amortized over 
several years so you may want to think through your commitment to participating 
at shows before you make that investment.  The cost to staff the booth may be 
already covered in your overhead (if everyone is on salary).  However, if out of 
town travel is involved the cost of hotels, meals, and other expenses need to be 
factored in.  I had a client, considered small in their industry that spent $30,000 to 
attend an out of town trade show.  They got 260 leads from the show for the 
product which they sold for $250,000.  Their cost per lead for this show was 
$115, which for this product actually was considered good.  They ultimately (after 
three months) sold two units directly as a result of leads from the show.  Also 
several of the other leads are still pending.  They have realized a return from 
their efforts, but it wasn't immediate.  They had to make that $30,000 upfront 
investment to receive $500,000 of business at a later time. 

The benefits with live trade shows or consumer events will be realized with the 
residual business that will be developed over time, or as part of concerted effort 
to follow-up and maximize on the exposure offered your company at the event. If 
you are ever involved in a show, make sure you have a way to gather the names 
of all who visited your booth, either through a contest drawing or some other sort 
of "registration."  Then, continually follow up those leads as part of your 
marketing plan. 

     A successful leader in a multi-level marketing company used a business 
opportunity show to get leads for new representatives.  As a result of the show 
he gathered 120 leads of which four he sponsored to become representatives.  
Out of those four, three went on to become successful in their own right, 
producing thousands of dollars of income over several years for themselves and 
their sponsor.  

     Trade shows also provide a convenient way to get face-to-face with a large 
number of people in one place.  If the trade show has special sessions or 
meetings, during which your booth would be closed, you should consider 
attending those sessions to show your current customers and prospects that you 
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take an active role in your industry.  All facets and ancillary events associated 
with a trade show, including hospitality suites and even the lobby bar of the hotel, 
increase the amount of time you can be exposed to both customers and 
prospects. 

 

Trade Shows 

 Pros: targeted, face-to-face contact, residual business 

 Cons:  cost to develop/cost of manpower 

 

 

 

Electronic New Media (CD-ROM/Multimedia Presentations) 

     Electronic new media is the fastest growing and fastest changing set of 
marketing tools available.  To prevent this book from becoming obsolete before it 
you are done reading it, I will refrain from describing the "state-of-the-art" as of 
today.   What I have found is that there are some definite advantages and 
disadvantages to using electronic new media. 

     First, the technology is impressive.  It is very easy to get excited about the 
way CD-ROMS (or interactive presentations loaded on your laptop computer) are 
used for sales presentations, training, and product information.  The amount of 
information you can store on that 5" disk is mind-boggling (and the capacity is 
increasing on an ongoing basis with the advent of DVDS).  The ability to use 
sound, video and graphics together in a multimedia fashion is truly impressive. 

     Second, the technology allows for immediate revision and interactivity. A 
presentation on your laptop computer, a CD or DVD (referred to as a demo-disk), 
or your corporate web site can be updated on a minute by minute basis.  CD-
ROMS can be linked to external databases or web sites to provide the ability for 
updated information.  The day of the obsolete brochure or price list is gone!  Also 
gone are the days of the linear presentation, where the participant has to see 
your information in a certain order.  Interactivity allows the user to work his way 
through a presentation or web site in a variety of ways based on their interests 
and questions. 

     Third, the technology is efficient.  The amount of information one person can 
process or utilize is incredible.  Between your own created presentations and 
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web sites, and the information that is available publicly over the Internet, one 
person can be a walking library of information.  

     The downside to electronic new media is the changing base of the 
technology.  While electronic forms of both online and offline media are growing 
on a daily basis, there are still lots of people who don't know how to access your 
information on their computer or the Internet because of the sheer volume of 
content that is available .  Plus, the costs to develop CD-ROMS, websites, and 
other multi-media presentations  can be high if you outsource the project 

 

Electronic New Media (CD-ROM/Multimedia Presentations) 

Pros:  Impressive cutting edge technology, quick revisions, interactive, efficient  

Cons: cost to develop (hardware and time), limited audience 

 

 

Direct Sales Force 

     You may wonder, when reading through the list of strategic marketing tools, 
where a direct sales force fits into the picture.  In reality, sales is a strategic 
marketing tool.  Many companies rely heavily on the use of a direct sales force to 
bring in business.  However, since sales is inherently a human endeavor, the 
discussion of how to utilize sales as a marketing tool will not be included in our 
discussion of marketing tools.  There are countless books on this subject      

      Good salespeople should have their own marketing plan, and many who 
have attended my seminars have used the material in this book to greatly expand 
their sales careers. 
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Exercise-  Strategies Summary 

Before you move on to the next section of the marketing plan, write down a list of 
the tools you would like to use.  Get some bids to find out how much they cost to 
use.  Don't worry about whether you can afford them or not right now, just look at 
the issue of audience quality and size, and we'll address the cost issue later in 
the budget section of the marketing plan. 
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Why are you doing it that way? (Section 5: Tactics) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     In the previous section of the marketing plan (section 4: Strategies), you 
chose the tools you thought would best reach your target audience.  In section 5: 
Tactics, you will develop a media campaign that will orchestrate the use of those 
tools.  Your media campaign consists of two parts: your media rationale and your 
marketing calendar. 

The media rationale is needed for those times when someone will ask you 
(including yourself), "Why are you doing it that way?"  You will quickly have an 
answer to quiet the critics. 

     The marketing calendar is the piece of the marketing plan that you will 
become most intimate with.  It tells you when everything will happen and ties in 
with the goals you set earlier. 

 

Media rationale 

     The media rationale is a written statement contained within the marketing plan 
to justify the use of a particular tool.  It is also used to describe how you will 
optimize the use of a tool. 

     For example, a ski resort wants to boost late season attendance by 
conducting a promotion on the radio.  The media rationale might look like this: 

     We will utilize WXXX radio in late February/early March to boost end of 
season attendance.  Since radio time is less expensive in the first quarter, and 
we can arrange a partial trade for lift tickets (100 pairs of lift tickets exchanged for 
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50 radio spots), the cost is very attractive.  Plus, the listenership of this station is 
dominantly 18-34 years old, which is our core target audience. 

     The reason that the media rationale is included in the tactics portion of the 
marketing plan versus the strategies section (which we discussed in the last 
chapter), is because it is more specific.  The tactics section of the marketing plan 
contains all the necessary details to execute the marketing of your company.  
Like in the fighting of a war, we have chosen our weapons and now it is time to 
start shooting! 

     In the previous example, we identified radio as a strategically good tool to 
use.  It could reach a target audience of 18-34 year olds.  However, it was a 
tactical decision when the radio would be used (at a time when rates were low) 
and how it would be packaged (a promotion involving giving away lift tickets by 
the station) during the end of the season. 

     The media rationale is used to reconcile the target audience you identified in 
Section 2 of the marketing plan (Target Audience) with the attributes of the 
marketing tools you selected in Section 4 of the marketing plan (Strategies).  A 
media rationale will help you minimize bad media choices.  Before you buy any 
media make sure your rationale is written in your marketing plan.  In the event 
you are tempted with a great media "deal" (fire sale ads) think through the media 
rationale process.  Another purpose of the media rationale is to optimize the 
timing of your use of a particular media.  Radio might be a great strategic 
medium that you have identified.  However, if you purchase radio during peak 
seasons (third and fourth quarter), your cost will generally be higher than if you 
purchase it during first and second quarters.  If you can possibly time your buys 
to the "slow seasons" of the media, that will benefit you the most.  If you can't 
advertise during off-peak times, evaluate all your options and determine the best 
time to advertise with each media.  Some of it will also have to do with the 
seasonality of your business.  The final reason for developing a media rationale 
is to force you to think through all of your options and choose the best one.  One 
retailer I worked with identified TV and radio as both good strategic alternatives.  
When we completed the final marketing plan, the media rationale stated that it 
was better to run radio first/second quarter and television third quarter because 
the rates we negotiated were optimized the best during those periods.  We could 
have run either or both during any time, but the media rationale helped us get the 
best deal we could. 
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Key points in the media rationale 

1) Clarification of your target audience. 

2) Timing of your use of the media 

3) Justification of why this is the best alternative 

 

 

Exercise- Media Rationale 

     For each media tool you selected in the previous section of the marketing 
plan, write a media rationale.  Expand how you would actually use the media and 
how it would optimally fit (from a timing standpoint) into your overall marketing 
calendar. 

 

 

 

Marketing Calendar 

     The marketing calendar is exactly what it sounds like, a calendar of all of your 
marketing activities.  A complete marketing calendar includes deadlines and key 
dates for making the execution of the marketing activities less painful. 

     The ultimate goal of the marketing calendar is to provide an idea of what you 
need to do today to accomplish your marketing goals. 

     You should review your marketing calendar as often as once per day to keep 
up with what you need to accomplish.  People that are "day-timer" driven should 
transfer all appropriate information from their marketing calendar to their personal 
calendar. 

     The beauty of a completed calendar is that you can accomplish great things 
by systematically accomplishing small details. 

     For example, let's look at how a newsletter (a specific marketing tool) might 
be incorporated into a marketing calendar.  Newsletters are effective tools to use, 
but can be challenging to keep on track because of the many individual details 
that are involved in the publishing process. 
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     First, and foremost, you must have decided that a newsletter was an 
appropriate media tool for you to use.  So, first we write the media rationale.  For 
our purposes here, let's say you are in the copier business and you want to keep 
your existing customers updated about new products and your service 
department. 

Media Rationale 

     We will utilize a quarterly newsletter mailed to our existing client base, and to 
hot prospects.  The newsletter will contain a feature article on a new piece of 
equipment along with a photo.  We will also include a coupon for a service 
special to generate awareness and sales for our service department. 

     On the marketing calendar you decide to mail the newsletter on January 1, 
April 1, July 1, and October 1.  You know that the addressing and stamping of the 
newsletters will take approximately one week to complete.  You schedule on the 
calendar, "address and stamp" during the last week of December, March, June, 
and September.  You give your printer one week to print the newsletter, so you 
schedule "print newsletter" on the week prior to "address & stamp" and so on, 
until you have a completed calendar for the year that looks like this: 

 

ABC Copier Company 

Marketing Calendar 

 

Date   Activity 

Week of Nov. 25 Decide on newsletter topics/Get artwork from manufacturer 

Week of Dec. 2 Write newsletter articles/Begin layout 

Week of Dec. 9 Proof final newsletter layout/make any last minute changes 

Week of Dec. 16 Print newsletter 

Week of Dec. 23 Address and stamp newsletter 

Week of Jan. 1  Mail newsletter to clients 

Week of Feb. 25 Decide on newsletter topics/Get artwork from manufacturer 

Week of Mar. 2  Write newsletter articles/Begin layout 

Week of Mar. 9  Proof final newsletter layout/make any last minute changes 
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Week of Mar. 16 Print newsletter 

Week of Mar. 23 Address and stamp newsletter 

Week of Apr. 1  Mail newsletter to clients 

Week of May. 25 Decide on newsletter topics/Get artwork from manufacturer 

Week of Jun. 2  Write newsletter articles/Begin layout 

Week of Jun. 9  Proof final newsletter layout/make any last minute changes 

Week of Jun. 16 Print newsletter 

Week of Jun. 23 Address and stamp newsletter 

Week of Jul. 1 Mail newsletter to clients 

Week of Aug. 25 Decide on newsletter topics/Get artwork from manufacturer 

Week of Sep. 2 Write newsletter articles/Begin layout 

Week of Sep. 9 Proof final newsletter layout/make any last minute changes 

Week of Sep. 16 Print newsletter 

Week of Sep. 23 Address and stamp newsletter 

Week of Oct. 1  Mail newsletter to clients 

 

     In this example we see how after one issue is mailed out, it is almost time to 
start working on the next issue.  Such is the nature of newsletter publishing.  But, 
with the calendar laid out for the entire year, it is much easier to see what needs 
to be done during each given week making the accomplishment of long term goal 
much easier. 

     To further illustrate how the copier company might complete their marketing 
calendar, let's look at the other tools they selected: direct mail to law firms (big 
users of copiers), a bi-weekly newspaper ad in the business section of the daily 
newspaper, yellow pages ad (emphasizing service and sales), and a  special 
customer appreciation event. 

     After a rationale is written for each of these, the completed calendar now 
looks like this: 
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ABC Copier Company 

Marketing Calendar 

 

Date   Activity 

Week of Nov. 25 Decide on newsletter topics/Get artwork from manufacturer 

Week of Dec. 2 Write newsletter articles/Begin layout 

Week of Dec. 9 Proof final newsletter layout/make any last minute changes 

Week of Dec. 16 Print newsletter 

Week of Dec. 23 Address and stamp newsletter 

Week of Jan. 1  Mail newsletter to clients 

   Newspaper Ad 

   Give all information for Direct Mail #1 to Graphic Designer 

Week of Jan. 8  Layout Direct Mail #1 by Graphic Designer 

Week of Jan. 15 Newspaper Ad 

   Proof layout Direct Mail #1 

Week of Jan. 22 Print Direct Mail # 1 piece 

Week of Jan. 29 Newspaper Ad 

   Address and Stamp Direct Mail #1 

Week of Feb.4  Send Direct Mail #1 to Law Firms 

Week of Feb. 11 Newspaper Ad 

Week of Feb. 18 

Week of Feb. 25 Decide on newsletter topics/Get artwork from manufacturer 

   Newspaper Ad 

Week of Mar. 2  Write newsletter articles/Begin layout 

Week of Mar. 9  Proof final newsletter layout/make any last minute changes 
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Newspaper Ad 

Week of Mar. 16 Print newsletter 

Week of Mar. 23 Address and stamp newsletter 

Newspaper Ad 

Week of Apr. 1  Mail newsletter to clients 

Week of Apr. 8  Newspaper Ad 

Week of Apr. 15 

Week of Apr. 22 Newspaper Ad 

Week of Apr. 29 

Week of May.4  Newspaper Ad 

Week of May. 11 

Week of May. 18 Newspaper Ad 

Week of May. 25 Decide on newsletter topics/Get artwork from manufacturer 

Week of Jun. 2  Write newsletter articles/Begin layout 

Newspaper Ad 

Week of Jun. 9  Proof final newsletter layout/make any last minute changes 

Week of Jun. 16 Print newsletter 

   Newspaper Ad 

Week of Jun. 23 Address and stamp newsletter 

Week of Jul. 1  Mail newsletter to clients 

   Newspaper Ad 

   Give all information for Direct Mail #2 to Graphic Designer 

Week of Jul. 8 Layout Direct Mail #2 by Graphic Designer 

Week of Jul. 15 Newspaper Ad 

Proof layout Direct Mail #2 
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Week of Jul. 22 Print Direct Mail # 2 piece 

Week of Jul. 29 Newspaper Ad 

Address and Stamp Direct Mail #2 

Week of Aug.4  Send Direct Mail #2 to Law Firms 

Week of Aug. 11 Newspaper Ad 

Week of Aug. 18 

Week of Aug. 25 Decide on newsletter topics/Get artwork from manufacturer 

   Newspaper Ad 

Week of Sep. 2 Write newsletter articles/Begin layout 

   Order Invites for Customer Appreciation Event 

Week of Sep. 9 Proof newsletter final layout/make any last minute changes 

   Newspaper Ad 

Week of Sep. 16 Print newsletter 

   Information for Yellow Pages Ad to Graphic Designer 

Week of Sep. 23 Address and stamp newsletter 

   Newspaper Ad 

Week of Oct. 1  Mail newsletter to clients 

   Address and Stamp Customer Appreciation Event invites 

Week of Oct. 8  Newspaper Ad 

   Mail Out invites for Customer Appreciation Event 

Week of Oct. 15 Make final corrections on Yellow Pages Ad 

Week of Oct. 22 Newspaper Ad 

Week of Oct. 29 Customer Appreciation Event 

Week of Nov. 4 Newspaper Ad 

Week of Nov. 11 
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Week of Nov. 18 Newspaper Ad 

     By looking at your calendar with a one-year perspective, you can maximize 
the use of your tools to account for: 

- Seasonal or cyclical Events 

- Budget or tax periods 

- Workload peaks and valleys 

- Media prices (They have their busy and slow seasons too!) 

 

     By completing the dream calendar first, determining a detailed budget is much 
easier.  We will cover the financial aspects of marketing in the next chapter on 
budgeting. 

      Remember, knowing what to do today to achieve success tomorrow will keep 
you leaps and bounds in front of your competition. 

 

Exercise- Tactics Summary 

    Before you move on to the next section of the marketing plan, lay out a 
marketing calendar for specific marketing activities.  List the 52 weeks of the 
coming year line by line.  You can start by laying out your dream calendar of all 
the things you would like to do and when.  We will then look at cutting back, if 
needed, to match the size of your budget. 

Try to consider the following: 

- What is your media rationale for each element? 

- When will you initiate the campaign? 

- What seasonal or cyclical events must you consider when 
scheduling the campaign? 

- What will be the length of your campaign (1 year suggested)? 

 

When you have a completed calendar laid out with dates and specific media 
events (and hopefully costs associated with each) you will be ready to reconcile 
that calendar with the budget you create in the next section. 
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What's it going to cost me? (Section 6: Budget) 

 

Situation Analysis 

Target Audience 

Goals 

Strategies 

Tactics 

Budget 

 

     "That's too expensive!"   I can't tell you how many times I've heard that phrase 
from business owners lamenting at my seminars about the cost of various 
marketing programs.  Which do you think is more expensive: a $50 business 
card ad in your local high school football program or a $500 ad on the top rated 
morning radio show?  The answer is, "It depends." 

     Hopefully, in the previous two sections of the marketing plan (strategies and 
tactics) you've been able to find the right tools to reach your target audience and 
have developed the rationale for using them efficiently. If you completed the 
exercise at the end of the previous chapter, you also now have a dream calendar 
of activities and costs associated with each one.  Now, reality can set in. Can you 
afford to execute them all?  The answer is, " It depends." This is the final step of 
the marketing plan process, where we reconcile the money you invest in 
marketing efforts with the potential for return, or profitability concerns. 

     The biggest mistake most company owners make is that they consider 
marketing an expense. While it is an expense for tax purposes, it is also an 
investment which should generate a return, much like investing in the stock of a 
publicly traded company.  As an investor, you are faced with many options on 
what the best way to make your money work for you.  Your job as an investor is 
to make the right decisions that will maximize the return on your investment. The 
same is true for marketing.  You need to make the best marketing decisions 
possible to maximize the return on your marketing dollars invested. 
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To illustrate this concept, look at the "marketing money cycle" below: 

 

BUDGET>>>>MEDIA TOOLS>>>>SALES>>>>BUDGET 

 

     Marketing money starts in a budget, is spent on media efforts, which should 
produce sales.  This then provides money to budget for more media.  The sales 
that are produced are often dependent on how well you have chosen the 
marketing tools; the budget is often dependant on how well you did in sales in the 
past year.  There is no perfect formula, except to say that you need to make a 
profit so that you are able to fuel next year's budget.  This brings up the whole 
concept of return on investment (ROI).  When marketing is looked at as an 
investment and you have appropriate systems in place to track your response 
and conversions, then the subject of budgeting takes a different twist. 

 

Determining what to spend on marketing 

     The only way to determine if your efforts are producing a return is to plan for a 
year, execute as planned, and then evaluate to see if the results you achieved 
matched your expectations or goals. 

There are three different ways to determine what to spend on marketing efforts: 

1) Percentage of Sales 

 This can either be a percentage of: 

  a) Last years sales or  

  b) Projected sales 

     If your sales for the last year were $5 million and you chose a marketing 
budget of 3% of sales, your marketing budget would be $150,000.  Once this 
figure is in place, now go out and shop with this money for the next year until it 
runs out.  This is a simplistic example, but it is representative of how companies 
approach their marketing budget. 

     The percentages will be different for every industry.  Research your industry 
to determine what an adequate percentage would be.  You can find information 
in annual reports of public companies, or oftentimes you can find this information 
in trade journals or industry reports.  Ask the reference librarian at your local 
library to help you locate some of these resources.  An accountant with 
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experience in your industry may also be familiar with standard percentages used 
by other companies similar to yours. 

 

 

2) Budget by task 

  Determine the different marketing tasks you would like and associate a 
cost to each one.  Prioritize the tasks from most important to least important 
(similar to what we did before in the calendar exercise).  Then determine what 
you can afford (set an overall amount) and select the tasks that will fall within that 
budget. 

     This is where "What If" Calculations can become important.  If you double 
your sales are you willing to double your marketing budget?  While there is no 
linear correlation between marketing dollars spent and business revenue 
increases, you need to make as educated a guess as possible.  Try to predict 
what outcomes will result from the implementation of each marketing element. 
Some of this, you may be able to rely on past experience.  If you mailed 1,000 
direct mail pieces and received 20 responses, chances are that if you mail 2,000 
pieces you'll get 40 responses, although that won't always hold true because of 
the timing, offer, and a host of other circumstances that can affect direct mail.  It 
at least gives you somewhere to start.  Your accountant can help you look at the 
financial implications of increasing your marketing budget. 

 

 

3) Budget with a Combination Approach   

     In this method you determine your budget with a combination of both the 
percentage of sales and task methods.  First select a percentage of sales you 
are comfortable with, say 5%.  Then create your task list with associated costs.  
Then pare that list down so it equals the budget figure that equals the percentage 
of sales.  Every industry is a little different.  Some industries use very small 
percentages, others, like the entertainment industry;  can budget up to 30% of 
sales for marketing costs. 

XYZ Corporation had sales of $2 million last year.  As a starting point, they would 
use the figure of $100,000 (5% of $2 million) as their budget for the next year.   
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The media tools they identified would be best suited (and approximate costs) 
were: 

 

Direct Mail   45,000  (4 mailings) 

Newspaper  $25,000  (2 ads per week) 

Telemarketing $15,000 

Trade Show  $15,000 

Ad Specialties $5,000 

Printing  $8,000 

Total   $113,000 

 

     The task list exceeded the budget so they had to make choices to stay within 
budget.  They decided to eliminate the trade show option and now they were 
within budget: 

Direct Mail   $45,000  (4 mailings) 

Newspaper  $25,000  (2 ads per week) 

Telemarketing $15,000 

Ad Specialties $5,000 

Printing  $8,000 

Total   $98,000 
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Amortizing vs. Expensing 

     Another thing to consider when budgeting is "What will be my start-up costs 
for a new marketing program?"  If you develop an element to your marketing plan 
that will be used over several years, you may consider amortizing the cost, say of 
a new brochure, over the number of years it will be used.  While the expense has 
to be paid for right now out of cash flow, you don't want to cut back on other 
efforts if the cost can be spread over more than one year.  How long of a period 
should you amortize that expense over?  This is a question you should discuss 
with your accountant.  The point I'm making here is that a larger expense 
shouldn't be ignored just because it doesn't fit into one year's budget. 

 

Keeping costs down 

     There are several ways to keep your costs down and give you more budget to 
work with.  Two areas where you can save money are in the purchasing of 
printing and the purchasing of media including print ad space and broadcast 
commercials.  This is referred to as media buying. 

 

The 3 things that make printing cost more than it should 

1) Not getting at least three bids on printing 

     Printing is a commodity business. You should always get at least three bids to 
compare against one another.  If for any other reason, to keep your favorite 
printer in check.  You can always go back and ask him to match your other bids.  
Of course, there are differences in printers, so the lowest price may not always 
be the best way to go.  You need to analyze all of the services that will be 
provided to you, what kind of equipment will be used, and exactly what is 
included in your bid.  Below, I have included a section entitled, "What's Included 
In Printing Proposals”, which should help you be smarter in the way you buy 
printing. 

     I had a client that printed brochures in 20,000 quantity runs.  His favorite 
printer gave him drastically different bids on the exact job about 10 months apart.  
Why the difference?  The first time the printer submitted a quote "Their shop was 
busy and they didn't need the work."  Ten months later after losing the original 
job and having a shop that was not as busy, the quote was 40% less than the 
original job and subsequently they won back the work. 
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2) Not having your bids based on finished art. 

     If your printer can see what your final project will look like, it will be easier for 
them to more specific with their bid.  Most extra costs in printing jobs come from 
changes after the process has begun.  This is why many printers will "pad" their 
bid to account for last minute changes.  I've seen printers charge customers 20-
30% more because they know the customer will not be prepared with the 
artwork, etc., and expect the printer to make all of the last minute changes at no 
additional cost. 

 

3) Not combining multi-colored print jobs together 

     If you are printing two-color cards, letterhead, and envelopes, it is best to plan 
to print them all as one job to avoid color "wash up" charges that printers 
normally charge whenever they change the color of ink on the press. Typically a 
printer will have a minimum charge just to get a press running.  This will vary 
from printer to printer based on the size of their shop.  A wash-up charge simply 
pays the downtime of the press while the pressman clears one color off the press 
and adds a new color.  One job a real estate agent printed as separate pieces 
consisted of 1,000 two-color cards priced at $89 plus $25 second ink wash-up 
charge, 500 two-color envelopes at $120 plus $25 second ink wash-up charge, 
and 1,000 two-color letterhead at $95 plus $25 second ink wash-up.  By running 
all three jobs at the same time (first color applied to all three pieces, then press 
cleaned, then second color applied to all three pieces) the agent was able to 
save $50 in wash-up charges. 
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WHAT'S INCLUDED IN PRINTING PROPOSALS 

 

     When you are ready to have printed materials created, you will want to 
consider having your printer prepare a printing proposal.  This proposal can 
either be an estimate (a dollar figure that is close to what you'll be charged with 
some room for variation) or a quotation (a set price you will be charged).  The 
more prepared your materials are going into the proposal stage, the more likely 
you will get a quotation versus an estimate. 

     The following list is what you can expect to see on your printing proposals: 

 

DESCRIPTION OF PROJECT 

     This will describe the kind of piece to be produced and usually include 
dimensions. 

 

PAPER STOCK 

     The name and weight of the specific paper to be used.  This area is often 
different between printers unless you specify the exact kind of paper to be used. 

 

TRIMMED SIZES 

     The dimensions of your final piece after it has been cut. 

 

ARTWORK/PRE-PRESS  

     (Will you provide them with a disk (artwork on a computer disk), keylines 
(artwork that is already typeset and laid out), or lasers (a lower quality final 
outwork output from a laser printer, sometimes used to proof jobs)?) 

     This tells who will provide the artwork and in what form it will arrive to the 
printer. 
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PROOFS 

      How many times you will get to approve the project before it is printed.  It is 
crucial to have someone from your business be involved in as many proof stages 
as possible.  I would suggest at least two times: 

1) Before films are made (If you are going direct-to-press you’ll get a proof of how 
your artwork downloaded into the printer’s system) 

2) Right after first few pages have rolled off the press (usually referred to as a 
press proof) 

 

PLATES (Paper or metal? Metal provides the best quality.) 

     The kind of plate determines the quality level of the printing job.  For smaller 
quantities (under 1000) without pictures and large areas of ink coverage, paper 
plates work fine.  For larger quantities (over 1000) with pictures and large areas 
of ink coverage (example white letters on a black background) metal plates are 
the best. 

 

COLORS  

One Side or both sides of the sheet?  Is one of the colors black?  Metallic inks?) 

The ink color specifications are given here, including any special PMS colors you 
indicate.  You may see wording such as 2C/2S which stands for two colors on 
two sides. 

 

BINDERY 

Will they fold, collate, staple, etc. your final piece or deliver it to you flat in a box. 

 

PACKING 

How the final pieces will be stored in cartons or boxes. 
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DELIVERY 

The details of how the piece will be delivered, or if you are expected to pick it up. 

Many printers offer free pickup and delivery, but many times there is a minimum 
order.  Check with your printer to see how they handle deliveries.  This could 
save you having unexpected charges when you get your final bill. 

 

QUANTITY AND PRICE 

Details on how many you order and the cost for each. 

Often times bids will offer multiple prices based on different quantity levels. 

 

SPECIAL INSTRUCTIONS 

Any special instructions that you or the printer would need to know. 

 

PRICING DISCLAIMER 

"THE FEES ARE USUALLY BASED ON CURRENT PAPER PRICES, WHICH 
ARE SUBJECT TO CHANGE." 

A notice that the printer may charge you more if their prices suddenly go up. 
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Tracking 

     One of the most important aspects of the budget is what tracking devices you 
implement to gauge the effectiveness of your marketing.  In this section we will 
examine different ways to track your advertising so that at the end of the 
campaign (or at one of your evaluation points) you can measure specific results 
of specific efforts. 

     There are several different ways you can track advertising: 

 

A) Call-in Logs 

    Call-in logs are used to track each person who calls your business that is 
asked the question, "How were your referred to us?" or "How did you hear about 
us?"  I like the first way, because it puts less emphasis on the fact that you ran 
advertisements and more emphasis on the concept that people refer others to 
you all the time.  At some future time (determined in your marketing calendar) 
you need to tally these logs to help determine the effectiveness of individual ads 
or offers. A resort owner I worked with diligently kept track on a phone log every 
call that was made to his resort.  He kept the log by the phone so it was readily 
available any time someone would call.  He also used the log to write down 
addresses and the dates that potential clients would be visiting.  It was very clear 
at the end of the year that one newspaper ad out-performed his other sources of 
leads (yellow pages and flyers).  For his next year, he redirected some of his 
budget into higher-producing newspaper ads (running more frequently) and as a 
result his sales increased. 

 

Sample Phone Log 

Date Called: 

Name: 

Address: 

Referred By:    [  ] Newspaper      [  ]YP     [  ] Flyer 
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Ad Codes 

     Each ad you run should have its own unique code.  This does not have to be 
a large code (traditionally a small letter in the corner works fine).  Or you can 
code your ad based on a different headline or other element (drawing, copy 
point, address).  The key is to have a way to identify which ads people respond 
to and write down the results.   

     A client of mine was sure she knew where her business was coming from until 
I made her put ad codes on each of her coupons. She was running in four 
different publications a variety of different offers. 

    After one year of analysis, it was clear which publications pulled and which 
didn't.  By using this information she was able to place more effective ads in the 
following year. Not only did she know which publications worked best, but also 
which specific ads worked best. 

 

  

Reply Cards 

     Direct mailing is much more effective when you utilize a reply or response 
card. A reply card allows the customer to respond to the offer you are presenting.  
The card can be postage-paid or allow for the customer to use their own stamp.  
If you send more than one mailing, make sure you code each reply card so you 
know which mailing pulled the best.  You can also use reply cards to find out 
more information from your customer (client feed-back loop) or sell them 
additional products or services by including them as impulse options on the card. 
One perfect use of reply cards is for qualifying prospects.  Rather than try to sell 
something off the mailing, make it your goal to have the potential customer 
respond to an offer for free information.  One client of mine used this technique to 
offer a free book on how to avoid costly mistakes when preparing for government 
hospital inspection.  The free booklet not only contained great advice, but also 
illustrated how my client's services could keep the hospitals from making the 
mistakes.  The leads of those responding for the free booklet were highly 
qualified because these people have a concern about their upcoming inspection. 
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Tracking while testing 

     If you are not sure about which ad campaign works the best, you can test 
using different tracking codes for each effort.  You can change your headline, 
your offer, your mailing piece, and each will have different results. For each copy 
change utilize a different tracking code.  Keep track of the results so that when 
you review your performance at the end of the year you will make budgeting for 
the next year easier. 

     One client used tracking codes on four different postcards (same basic card 
but different copy headlines) sent to the same mailing list over an eight-month 
period (a new card every two months).  After all four were mailed out, it was clear 
that one card out-pulled the others three to one.  After evaluating the campaign, 
the next series of cards used the strongest pulling headline with different sub-
offers.  This process of testing and reviewing results helped the client increase 
the effectiveness of their direct mail program. 

 

Implementation 

What do you need to do operationally (in-house) to guarantee accurate tracking?  
This is an important question, especially if you have never tracked your 
advertising in the past.  Make sure all the players on your team, or anyone who 
will answer the phone or open mail, knows the importance of tracking and how 
they will record the appropriate data. 

1) Analyze  

    Step one is to analyze who will be opening mail, answering phones or making 
the first contact with new customers. 

2) Train 

     Step two is to train each of those people on how to properly record data from 
the contact (see the sample phone log). 

3) Collect   

  Step three is to create a way to store the recorded information so that it can be 
easily calculated. 

4) Evaluate 

     Step four is to schedule a time in the future to review the numbers so that you 
can make intelligent future marketing decisions. 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 104 www.MarketingPlanGuide.com 

 

     A retailer recorded all of their incoming phone calls utilizing a phone log and 
asking the question, "How were you referred to us?"  They suspected most of 
their calls were coming from the yellow pages, but weren't sure.  After one year 
they noticed that more calls were coming from their radio ads versus their yellow 
pages, so the following year they experimented with running a smaller yellow 
pages ad and increasing their radio buy and their sales increased. 

 

Don't overreact  

     The worst thing you can do in testing and tracking is to make snap decisions 
based on a small sample size.  Remember that all good marketing takes time.  
Allow for plenty of time for an offer to be made and responded to.  I recently 
talked with a client that wasn't initially satisfied with a postcard campaign that had 
been mailed out over the course of six months.  The offer on the first card was 
weak (it didn't call for an immediate response).  What changed this person's mind 
about the effectiveness of the postcard campaign was that after the third card 
was sent out, they continued to get calls off the first card.  This illustrates not only 
the usefulness of tracking, but also the residual effect of multiple mailings and the 
"shelf life" on some direct mail pieces. 
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Media Buying 

     Some people pride themselves on being tough negotiators able to extract the 
lowest price possible out of the media sales representative.  While price is 
important there are other factors to consider when negotiating a media-buy. 

     I talked with a jubilant business owner who was proud that he had worn down 
a TV salesperson to get commercials for $25 each on a station that normally 
charged $200 and up for their spots.  His only concession was that they would 
run his commercials only when they had unsold time spots.  Of course, the 
salesperson told him that he might get lucky and get a spot during a newscast 
(usually priced on this station at around $1500).  In fact, the week before the 
station wasn't sold out.  A few weeks later I ran into him and he was not real 
happy with the result of his TV campaign after he received his bill from the station 
(showing when the spot actually ran).  He ended up with almost all of them 
running "late night" between 1:00 AM and 5:00 AM.  Subsequently, he got no 
business from the spots he ran, even though he got "a great deal." 

 

Newspaper 

     Buying print media (newspapers and magazines) can often be frustrating 
because many of the larger publications have fixed (non-negotiable) prices.  
There are a few other ways to get a good "bang for your buck" when it comes to 
newspapers and magazines.  First, always ask for a discount to see if they are 
available.  Don't say "Can you give me a discount?"  This question is easy to 
answer "No."  Instead say something like "What kind of price can you do for me 
on this?"  Even if they say "Nothing," at least you've engaged yourself in a 
negotiation.  Check out the availability of other possibilities such as stand-by 
rates, placement (what page the ad will appear on in the publication, preferably 
near the front and on a right-hand page), multiple and pre-paid discounts. 

 

Stand-by Rates   

If possible check out the availability of "stand-by", "space available" or "remnant" 
rates.  This allows you to run an ad for up to 50% off by allowing the paper to run 
the ad if they have room.  You don't get guaranteed placement, but it is a great 
way to reduce your cost, especially if your paper is having a seasonally slow 
period (generally first quarter January - March and summer time). 

     A glass repair service created a stand-by ad offering a free dinner for two at a 
local restaurant for anyone who had their auto glass repaired as a result of 
mentioning their newspaper ad.  They put a "stand-by" order in at the local paper 
authorizing to run this ad as many times as possible up to a budget of $5,000 
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(the ad normally cost $200, but with 50% for being a stand-by ad, each time it ran 
cost $100 so the ad could run 50 times).  The benefit for the company was a 
$5,000 savings in advertising costs, plus the ad ran in about 75% of the issues 
during the given time period.  Since the company didn't have to have an ad in the 
paper all the time, this approach worked well.  Two points to remember about 
buying stand-by ads:  First, have your ad ready in advance and, second, don't be 
dependent on the ad running.  If you absolutely need ads to run, this method is 
not for you. 

 

 

Placement 

     While some publications will charge you extra for prime placement, you can 
often negotiate to have the prime placement at no cost.  When placing ads in 
printed publications always request a right-hand page as close to the front as 
possible.  It is widely accepted that this is the best placement for an ad.  The 
relationship your advertising representative has with the production staff at the 
magazine can go a long way in helping you get good placement.  Always ask 
your representative how well they know the production people and if they can ask 
for a special favor of forward placement. 

 If you are running a series of ads over a longer period of time, it will often be 
beneficial to have the ad in the same place every issue so regular readers will 
get used to seeing it there.  An example of this is a bookstore that runs their ad 
right next to the New York Times bestseller list in the Variety section of the 
newspaper.  

 

Multiple ad discount 

     Make sure you maximize the use of multiple day discounts and bulk annual 
contracts to lower the overall cost of your ad. You will have the benefit of a one-
year plan by completing all the exercises in this book.  If you do so, you'll know 
how to best take advantage of these types of discounts offered by the 
publications because you'll know how much you'll be running over a longer term.  
I had one client who saved 20% by preplanning a year's worth of advertising and 
took advantage of the annual bulk contract. 
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Pre-pay discount 

     Some publications offer a 2%-5% discount for pre-payment of ads.  If your 
cash flow can support this, don't hesitate to take advantage of it.  Many 
publications require that new advertisers pre-pay anyway, so you might as well 
get an additional discount. 

These types of discounts aren't always promoted by the publications, so make 
sure you ask.  On a $100,000 annual media buy this kind of discount could save 
you $2,000 to $5,000. 

 

Coupon 

 Coupons are a great way to test and track newspaper and other print 
advertising, but coupons have another benefit in that they can get your ad 
favorable placement if the ad is designed properly. 

     Design the coupon in your ad to be on the right-hand edge, then make sure 
you tell your ad rep to tell their production and layout people that the ad contains 
a right-hand coupon (Have him or her write it on your order or contract).  This will 
generally get your coupon ad right-hand placement in the publication.  Most 
layout people will not put a right-hand edge coupon in the middle or on the left 
edge of a publication. 

      Be careful to always include an expiration date on your coupon.  I know of 
one company that offered a free gift with a coupon and left out an expiration date.  
They eventually ran out of the gifts and had to buy more just so they could keep 
honoring their coupons for several months after they had anticipated the 
promotion to end. 

 

Coop funds 

     Many industries offer coop dollars for use in advertising. Coop funds are 
typically available for manufacturers and supplied to dealers or retailers to use to 
generate additional business.  XYZ copier manufacturer is represented in your 
city by ABC retailer.  ABC retailer does $300,000 in sales of XYZ copiers.  For 
this effort, XYZ manufacturer gives 10% of sales ($30,000) to ABC retailer to use 
in their local market to promote XYZ copiers.  The only condition to using the 
coop money are that ABC company can only use the money to pay 50% of an 
advertising bill and XYZ copiers must be the dominant theme of the ads (and pre-
approve the ad copy).  ABC retailer purchases $60,000 of newspaper ads during 
the year, but only has to pay $30,000 out of pocket because the other $30,000 is 
paid by XYZ copiers.  One thing to remember about coop funds are that if you 
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don't use them in the course of a set time (usually a year) then you (as a dealer 
or retailer) lose that money. 

      If your product has this available check into the rules for using it.  Many of the 
major publications (daily newspapers and magazines) will have departments that 
will help you coordinate this. 

 

Special issues 

     Special topical issues included along with a regular publication (i.e. 
automotive guide) can be a curse or a blessing.  If a publication offers one, make 
sure that there is an additional incentive to be involved, such as bonus circulation 
or a special price.  Otherwise, treat the timing and profile of a regular issue of the  
main publication as the benchmark to whether this would be a good buying 
decision.  Just because the daily paper has an automotive guide, doesn't mean 
that new readers will pick up the paper just for that (unless they run a special ad 
campaign to promote the issue). 

     I knew one wedding retailer that hated the fact that nearly every local 
publication (newspapers and magazines) had a special "wedding issue."  While 
some offered nice benefits (such as bonus circulation and bridal shows and 
wedding contests where brides would register to win a honeymoon cruise), 
others would simply try to sell ad space to as many wedding advertisers as 
possible with no special incentive for generating additional circulation.  Analyze 
exactly what you will get for your money. 

 

Radio 

     Always look at packaging and merchandising your radio buy.  This means 
instead of buying straight spots, have the station throw in some extras, such as a 
contest or promotion involving your product or service, a retail promotion in 
someone else's establishment that includes your product or service as a prize, or 
additional spots mentioning your business as part of some other station 
sponsored event.  

     A local bar ran a "beach party" night promotion where a DJ from the radio 
station makes a guest appearance and hands out free samples of suntan lotion.  
The bar could have bought straight spots promoting the event, but through 
packaging got more bang for their buck as follows:  (1) the radio station paid the 
DJ appearance fee (a $200 savings); (2) the name of the suntan lotion company 
was mentioned on the bar's spots fulfilling an obligation to them through a 
different radio buy at the same time and the bar got free prizes to give away 
($100 savings); (3) the bar gets additional free mentions (short live 
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announcements) by the DJ while he was on the radio because he wanted a good 
crowd to show up at the event; (4) the bar got mentioned in the spots paid for by 
the suntan lotion company giving them additional exposure; (5) the radio station 
gets two advertising buys (one from the bar and one from the suntan lotion 
company) plus they get signage at the bar event promoting the station.  It's a win-
win-win situation and no additional money was spent. 

     When you write up the contract for your packages make sure that the spots 
you run are at times when your audience is listening (most stations subscribe to 
the Arbitron ratings that tell you how many people of a particular age and sex that 
are listening at any given time.)  Too often, stations will offer package deals of 
their own which include X # of spots for X $.  Which on paper looks good, but 
when you see when the spots run you realize why the price is so cheap (these 
are often referred to as "rotators" which run in a window of time.  The broader the 
rotator (window of time the spot is eligible to run during), the less control you 
have of when they actually run). 

 

The key points to buying radio ads are: 

1) Get your spots placed at the best times (without paying a premium). 

2) Try to create a promotion with the station where your business will be 
named in conjunction with an event or contest utilizing spots other than 
the ones you buy. 

3) Get testimonials from the on-air announcers (live on-air spots are the 
best).  This will dramatically increase the effectiveness of your ads. 

4) Get your best deals with radio stations during first quarter (January - 
March) when rates are often 50% off regular rates. 

5) Be cautious when buying broad rotator spots (those which cover a wide 
time range). 
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TV 

     Buying TV spots is similar to buying radio spots in that stations have a fixed 
number of spots that are available for sale priced accordingly to the size and type 
of the audience that is watching at any given time.  

When you buy TV consider asking for these extras: 

1) "Sponsorship billboard" during a newscast.  This will not only give your 
business name an additional mention, but will in most cases give your spot the 
first placement in the set. You've probably heard and seen how this works.  Right 
before the weather comes on, the station takes a commercial break.  A logo 
appears on the screen and an announcer says something like "This newscast is 
sponsored by ABC Company."  Immediately following this a commercial for ABC 
Company is shown. 

2) Buy a packaged promotion (see point #2 in the section on buying radio) 

3) Save money by buying during the slow season (summer) when rates are 
generally discounted heavily.   One retailer I work with saved almost $10,000 on 
a $20,000 TV buy by running in the summer.  Granted, the audience was smaller 
by about 20%, but this cost difference made TV affordable.  Plus, the station 
included ten newscast sponsorship billboards which well made up the difference 
in audience due to reduced viewing in the summer. 

 

Billboards (outdoor advertising) 

     While buying billboards doesn't offer the cross-promotion packaging of 
broadcast media, there are still a few ways you can keep your budget tight. 

The following points will help you save money with your billboard buys: 

1) Buy during the slow periods (Usually December - March).   Not only will you 
get a better price, but often your board will stay up for additional time if they 
haven't sold the spot to someone else. The billboard company will not take down 
an old board until there is a new one to replace it (that way they only have to 
send a crew out once).  During slow periods I've seen some billboards stay up for 
an additional two months with no charge to the advertiser.  Don't bank on this 
happening to you, but if it does, pat yourself on the back. 

2) Buy multiple months to save dollars. Typically, a billboard company wants you 
to buy a minimum of three months, but it will offer discounts if you buy six or 
twelve months, especially if it is the same location and they don't have to move it. 
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Local versus agency rates 

  Many marketing books will tell you to set up your own in-house agency so that 
you are able to demand an "agency discount" of 15%.  While most media still 
offer this discount, in most cases you can simply request "local" rates which will, 
in effect, give you the 15% discount without the hassle of the additional 
paperwork.  Many media outlets now up-charge agencies 15% so that the 
agency can pass along the gross bill to its client.  Always ask about the policy of 
the media before you sign any contract and make sure you are getting the lowest 
quotable rate or "net" rate.  One thing to note is that media salespeople typically 
get paid more commission for a “direct” account than they do for an “agency” 
account, so by offering to buy direct they will be much more willing to negotiate 
on price since they will be making a higher commission. 
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Exercise-  Budget Summary 

     Create your budget.  Make projections for each line item and reconcile the 
costs of each with the overall budget amount you determine is appropriate.  
Using the goals you set in section 3, estimate what increase in sales you will 
have and see if the numbers, when put together, make a profit for you.  

 

 Activity          Jan       Feb        Mar       Apr      May       Jun 

1. 

2. 

3. 

4. 

5. 

Totals 

Activity          Jul       Aug        Sep      Oct      Nov       Dec 

1. 

2. 

3. 

4. 

5. 

Totals 

 

Total for the year ______________ 

% of Projected Sales ___________  (Budget/Total Sales) 
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III.  Fifty Ideas You Can Use Today  

 

 Congratulations you've finally made it.  If you satisfactorily completed all of 
the exercises in this book you should have your completed marketing plan.  

     In your marketing plan you should have sized up your competition and 
developed your unique selling proposition (Section 1: Situation Analysis).  You 
should know who your target audience is and where to find them (Section 2: 
Target Audience).  You should have set goals to accomplish, that you will review 
periodically and measure you own success against your own efforts (Section 3: 
Goals).  You have strategically selected the appropriate marketing tools (Section 
4: Strategies) that will deliver your Unique Selling Proposition to your target 
audience in a logical tactical campaign that you have charted on a marketing 
calendar, complete with a rationale for each activity (Section 5: Tactics).  And 
finally, your budget shows you that you are spending the appropriate amount of 
money in the smartest way (Section 6: Budget).  If you track your efforts, and 
repeat this process in one year, I assure you that you will achieve new heights in 
your business!  

     I hope you will stick with it and give it time to work for you.  Remember, things 
don't happen over night.  Good Luck! 

 

50 Ideas You Can Use Now 

     Now sit back and let your mind do some thinking.  What follows here is a 
series of fifty marketing ideas and tips that you can implement now to increase 
your business.  Not all of these ideas will work for your business, but many could 
be appropriate.  While reading these you may also be inspired with a few new 
ideas of your own.  At minimum if you try a few new things you'll be surprised at 
the results you will achieve.  Take out a highlighter and mark the ones you think 
you can implement right away. 
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1. Get involved in an Internet Newsgroup or Networking Site 

     Newsgroups or forums are places on the internet where people with like-
interests exchange and share ideas.  Participate in these forums and always sign 
your messages with a descriptive signature line and include your website URL or 
Twitter address if you have one. (i.e. John Hunt, Author of "The Do-It-Yourself 
Marketing Handbook" www.brightmarketing.com  Follow me on twitter: 
twitter.com/JohnFHunt). 

On Social Networking Sites (i.e Facebook.com, MySpace.com, Linkedin.com, 
etc.) you can create a profile telling other people about you and your business.  
This is a great 24-hour a day networking tool.  Use the two-step process to get 
names to build a database by offering something for free (i.e. a free report or 
ebook).  Then treat those new names as you would any new prospect.   

 

 

2.  Market to Dead Leads 

     Take a few hours and dig through your old files, especially those marked 
"dead leads" and create a list of customers to market to for a second time.  
Perhaps with enough time having passed, they may be ripe for your product or 
services.  The advantage here is that they at least know who you are and what 
you sell, which is more than a cold lead will provide.  Of course, some dead leads 
won't be useful depending on the business you are in. 

     If you use an auto-responder series (see 
www.marketingplanguide.com/autorepsonder for recommendations) take a look 
at some of your older opt-in leads.  You may find that sending a new message to 
someone you haven’t talked to in awhile may spark some activity.  When using 
autoresponders a lead is not “dead” until they opt-out of your list. 

 

 

3.  Purchase Fire Sale Ads 

     Many publications, especially weekly newspapers, offer "fire sale" rates on 
their space ads if you buy on the day of deadline.  The key to being successful in 
getting the fire sale rates is acting like you're not really interested in buying the 
publication when the ad rep first calls on you, but say something like, "If you have 
any remnant space on the day of your deadline give me a call."  You must have 
any ad ready to go, so have that worked up in advance.  Many times you'll get a 
call a few hours before the paper's final deadline and be offered a great rate.  
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While you may not get great placement (location) for your ad, your price is well 
worth it, as long as the publication matches your target market criteria. 

 

 

4.  Barter Your Product or Service 

     Trade your product or services for other products or services.  This allows you 
more exposure (which should lead to more business) and literally lets you create 
your own "money".  I once worked with a hair salon where I received free hair 
cuts for me and my family and they got great marketing help! 

 

 

5.  Include Reply Cards 

     All mailings you send should have a reply or response card.  Give your 
customer a reason to respond (a good offer) and let them know you want them to 
take action.  Make sure when you have a check-off area on your reply card that 
you offer at least three different YES options.  For example; "[ ] Yes send me 
information 

[ ] Yes have someone call me  [ ] Yes let's get started right away  [ ] No not right 
now, but keep in touch."  You may also want to add another check-off area for 
their own answer, like "[ ] ______________". 

When using autoresponders you can create a second list that keeps track of 
leads that respond to a special offer.  Create an opt-in form on your web page or 
a link to one in your email offer.  This acts very much like a reply card, only 
electronically. 

 

 

6.  Publish Newsletters 

     A great way to keep in contact with your customers on an on-going basis is by 
publishing a newsletter either monthly, bi-monthly, or quarterly.  To be successful 
you need to set up a publication schedule and stick to it (refer to the earlier 
section on newsletter publication).  Always have some kind of offer or response 
generator contained within the publication so that you can give your customers 
an opportunity to talk back to you. The newsletter can be printed or electronic. 
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7.  Send Double Postcards 

     One way to increase your message space but keep your mailing costs down 
is by using a double postcard.  These are the same size as regular postcards 
when they are folded up, but when unfolded contain twice as much space.  As 
long as one of the sides is reserved for mail-back with your return address on it, 
then the cost to mail the postcard is the same as a single postcard.  This 
technique gives you four sides for the price of two. 

 

 

8.  Use Available Coop Dollars 

     If you have any access to manufacturers coop dollars don't hesitate to use 
them.  So many companies throw this money away because they don't know how 
to use or claim it.  Most manufacturers have guidelines in writing, so all you need 
to do is ask for their coop regulations.  A copier company I worked with 
discovered they had $6000 worth of coop to use.  Had they not found this out 
they would have lost the opportunity to use those dollars. 

 

 

9.  Use Caller ID to track incoming calls 

     One interesting marketing use of Caller-ID is to run an ad promoting a 24-hour 
recorded information line.  Your Caller-ID unit captures the phone numbers of all 
those who call in.  Utilizing a reverse directory (available at www.anywho.com), 
you can look up the addresses of all of those calling in by typing in their phone 
number, and add them to your mailing database.  

 

 

10. Network with others 

     Get out there and start meeting people.  There are formal groups (look in your 
local business paper for meeting listings- they are typically called business 
network groups or lead-exchange groups) and civic groups (such as, Lions, 
Rotary, Kiwanis, etc.)  If you have no groups in your area, get involved in an 
organization like a church or school parent organization.  This is a low cost way 
to increase business and probably one of the most effective. 
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11. Produce a Video Brochure 

     If your product or service can be demonstrated or show well, consider 
producing a video brochure (either on a DVD or hosted on your website).  If you 
make a lot of DVD copies, your final cost per brochure can be low (a few dollars 
each).  This technique has proven highly successful for companies that sell high-
ticket items that are hard to transport around (i.e. high-tech equipment) or for a 
target market that is spread out over a large area which is not cost-effective for 
an in-person sales visit.  There area also many companies that specialize in one-
off fulfillment. In other words, you give them a master copy and they will produce, 
shrink-wrap, and mail copies one at a time for under $5 each.  While per copy 
this may sound like a lot of money.  You can automate this via the internet and 
you will need to store no inventory. 

 

 

12. Write a Column or Article for a Trade Publication or E-zine 

     Become known as an expert in your field by writing articles for a trade 
publication.  Many publications are very open for submissions and a "by-line” 
creates credibility.  Start by determining what trade publications your target 
market reads and then approach them about the possibility of writing an article or 
editorial first.  If all goes well, develop the relationship further by offering to write 
a column. 

 

 

13. Synergize/Co-promote 

     Find a complementary business you can do some cross-promoting with.  
Example: a video store and a pizza shop; rent a movie and get $1 off a pizza or 
buy a pizza and get $1 off a video rental.  Think about what kind of business 
would synergize and fit well with yours. 
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14. Send a Broadcast Email Blast 

     After you have created some great copy for an offer or even a completed 
sales piece (flyer, sales letter, etc.), broadcast email it to your target market (of 
course, you need their email address as a result of some other previous contact 
with them).  This is a primary feature of autoresponder programs.  To find out 
more about autoresponders visit www.marketingplanguide.com/autoresponder  
Make sure you allow the recipient to opt-out by having their name removed from 
your list.  Most autoresponder programs require you to include an opt-out line at 
the bottom of the email that that reads something like this, “To be removed from 
our email list click here."  Please don't promote the use of "spamming", where 
businesses or customers receive unsolicited emails.  Law requires you also to 
include a physical mailing address at the bottom of all of your broadcast email 
offers. 

 

 

15. Create a Laptop Multi-media presentation 

     If your business involves a lot of face-to-face meetings, consider a multi-
media presentation shown right on your laptop computer.  You can show video, 
animation, or play sound.  If you are unfamiliar with how to assemble a 
presentation like this, contact a local computer training firm or multi-media 
development company.  Even simple programs like Microsoft PowerPoint © can 
give you a professional presentation with much ease. 

 

 

16. Public Relations Lesson # 1 - Timing 

     The first lesson of public relations is timing.  Get to know all the deadlines of 
the publications where you want to send your press releases.  To find out when 
the best time is to send releases to publications, call and ask for their media kit 
and rate guide.  This will give you all the information you need to know about the 
publication and the names of who is in charge of what.  Make a contact with the 
appropriate editor and ask when their deadlines occur.  Press releases can be 
sent out with ease now via the internet using services like www.prweb.com .  
Keep in mind the  professional publications are used to receiving press releases 
in a particular format and with a particular look.  Make sure yours follows the 
industry-specific guidelines. 
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17. Public Relations Lesson #2 -  Use a Visual or Story Hook 

     The second lesson of public relations is that a good press release should 
contain a good "story”  or "visual hook".    Anything that can make an impression 
on the editor reading your release will increase your chances of getting press 
coverage.  Make sure this is clearly stated in the headline.  A supporting photo 
will particularly give you and advantage and help support your “hook” 

 

 

18. Use Low-cost Labor Programs 

     Many states have subsidized labor programs where you can hire someone to 
label, fold, and stuff envelopes for your mailings at a low cost.  Check with your 
local governmental offices for details on the availability in your area.  This can 
save you time and money while helping someone gain employment.  You can 
also hire your children and make them earn their allowance or track their pay 
using checks, and create IRAs for them. 

 

 

19. Present Educational Seminars 

     Educational seminars are great ways to introduce a product, educate your 
prospects, and make it easier for some to get to know you better.  The key to a 
successful seminar is to provide value.  You can often team up with a 
complimentary business to help keep the costs of promoting the seminar down 
(e.g. a home buyers seminar conducted by a realtor and mortgage banker) 

 

 

20. Publish a Booklet or Report/Offer Free Info 

     Highlight some educational aspects of your product or industry in a booklet 
that you give away.  Place the names and addresses of all that request the 
booklet into your database for follow-up later.  Make sure the booklet or report 
contains valuable information that your audience can use.  Avoid making it too 
overtly sales-oriented. 
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21. Give Away Free Stuff 

     Samples, ad specialties, etc.  People like to get something for nothing.  Use 
these kinds of things to begin a dialogue with a customer or capture their name 
and address for future follow-up.  Don't forget to account for them in your budget.  
Remember, there is no such thing as a free lunch.  Ad specialty companies can 
provide you with catalogs and ideas for thousands of products.  Items like 
imprinted shirts and caps become walking billboards for your company when 
your customers wear them. 

 

 

22. Use Value-added Selling 

     If you are in a price competitive environment, offer an additional product or 
service for a slightly higher price.  Add value by combining the right mix of 
products at the right price.   

 

 

23. Use Under Pricing 

     To qualify your buyer's budget say things like, "Would you buy if I could get 
you that for under $X."  A successful promotional products salesperson I know 
use this technique to qualify his buyer's budgets. 

 

 

24. Sell to your vendors 

     Make sure your vendors are on your mailing list.  Send them copies of all 
offers.  They might buy, or refer someone else to buy from you.  I knew a 
graphics/sign company that sold its creative services to one of its sign paint 
vendors because they had sent them their company newsletter that included an 
offer for a one-hour free design session.  This free hour of work led to several 
thousands of dollars of future business. 
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25.  Create Short-run Color Laser-printed Brochures 

     A great way to get the impact of full-color on a low run of brochures is to 
utilize color laser printed copies.  You can create your own document in most 
popular desk-top publishing programs and then output it directly to a color laser 
printer.  Ask your printer for samples so can see how dynamic this tool can be.  
There are also online solutions that allow you to print and mail four-color cards 
and brochures one-at-a-time.  Visit www.marketingplanguide.com for more 
details and sources. 

 

 

26. Set up a Database Program 

     Learn how to computerize all of the information about your customer 
(including name, address, phone number, etc.). Add additional fields in your 
database for other customized information about your customer that relates to 
your business.  At a minimum learn how to print labels and form letters utilizing 
the mail-merge function.  Database software is available both for installation on 
your computer or through web-based applications.  Do a Google search on the 
term “CRM” (which stands for customer relationship management) and you’ll see 
all kinds of options.            

 

 

27. Send Reminder Notes 

     A nice personal way to stay in front of your customers is to write personal 
notes to thank them or remind them about something.  A graphic artist I know 
uses this technique with great success.   He sends his prospects samples of his 
latest work with a hand-written note about the  details of the job.  There are also 
web-based applications that allow you to send handwritten notes and cards from 
your computer through the mail.  You can even set up reminders that alert you by 
email about a week before a client’s birthday.  For more details check out the on-
demand card printing system recommended at www.marketingplanguide.com. 
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28. Make Courtesy Calls 

     Another version of the reminder note is a courtesy call.  Use it to bring 
something to the attention of your current customer (i.e. something you saw in 
the newspaper or heard from someone else in your industry).  Keep track of your 
best customers and try to call them once a month with some interesting or useful 
information. 

 

 

29. Use Loss Leaders 

     Retail stores use these all the time.  Sell something at or below cost to 
establish a relationship with a customer then make profits from them in the long-
run as a result of them being a regular customer.   

 

 

30. Use Expiration Dates 

     Always have an expiration date for any offer you make.  This helps the 
customer make a quicker buying decision (the fear of loss).  If you tell someone 
that your sale ends Friday, this makes them decide by Friday if they want to buy 
or risk losing the chance for this offer. 

 

 

31. Restructure Your Offer 

      2 for 1...50 percent off...1/2 price all mean the same thing, but some sound 
better than others depending on your product or service.  Experiment with 
changing your offer and track the results.  Use a code for each offer that the 
customer needs to provide when responding. 
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32. Use Split-run Tests 

     When using direct-mail and some magazines, you can test the effectiveness 
of two different ads by splitting your mailing list or magazine circulation in half.  
Each half of the list or circulation uses a different ad or offer.  Use this technique, 
and track the results to gauge the effectiveness of your individual ads.  Try 
several ads and work toward increasing your response to each new ad. 

 

 

33. Use Magazine Re-prints 

     If you are ever written up in a magazine get reprints of the article and send to 
your customers and hot prospects.  Or you can use the piece as an addition to 
your general information package that you hand out to new or prospective 
customers.  Keep in mind that reprints can be costly ($1 to $2 each) so use them 
in a very targeted way by choosing the best customers and prospects to receive 
them. 

 

 

34. Conduct a Contest 

     A great way to gather names for a database is to conduct a contest for a prize 
(your product or service) and use the names of those who didn't win to follow-up. 

 

 

35. Use Product in Barter for Prizes on Radio 

     Ask your radio sales representative to set up a contest on the radio using your 
products or services as prizes (Most likely you will have to negotiate this as part 
of a paid advertising package, unless you have a great prize that the station 
wants.)  Your name will be heard on commercials for which someone else is 
paying. 
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36. Get Prizes in Exchange for Promotional Mentions on Your Radio Spots 

     If you are running radio ads, ask your ad rep to get prizes from other 
merchants who you can then mention on your paid radio ads as part of a 
promotion.  You get the prizes for free while adding value to your promotion. 

 

 

37. Form an Association 

     Form a group for people who would be good candidates for your product or 
service.  Associations provide information and coordinate activities for their 
memberships.  Your direct selling efforts must keep a low profile during 
association activities, but with your involvement and proper networking, the 
business will come. 

 

 

38. Adopt a Cause 

     If you believe in a cause, cross-promote it in your ads.  Be consistent and 
long-term about your support for a specific cause and don't over-sell your 
association.  A law firm I know has had a long-term association with a non-profit 
group that promotes child safety.  The firm not only donates a percentage of their 
profits to the group, but mentions their involvement in their sales literature. 

 

 

39. Always Buy Media Packages You Create 

     When buying media always try to buy packages you create perhaps as a 
counter-offer to an existing package offered by the media.  Don't ever buy at the 
"open rate."  Radio and TV are especially receptive to creative deals that involve 
air time purchases packaged with either on-air promotions or merchandise give-
aways. 
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40. Use Card Decks 

     Targeted card decks (often times sold as an extra product by trade 
magazines) can be a cost-effective  way to reach your audience.  The key is to 
utilize the two-step process (free information in exchange for a name and 
address) with a strong offer that will generate a response and then follow-up on 
all leads received. 

 

 

41. Make New Product Announcements 

     Any time you introduce a new product, make sure you send a press release 
not only to the media, but to all of your current customers and prospects as well.  
Look for ways to introduce either new products or variations on old products. 

 

 

42. Create a Web Site 

     Put information about your company on the  Internet.  Make sure you keep it 
informational and useful to your prospects and customers. Also include your web 
site address on all of your other marketing materials.  Give web surfers a way to 
contact you either by e-mail or by including a guest register or feedback form on 
your web site. 

 

43. Offer a Money-back Guarantee 

     This is one sure-fire way to increase your sales.  Study after study has proved 
that a guarantee brings down the defenses of a buyer and makes it easier for 
them to commit to a purchase.  Be sure the terms of your guarantee are available 
in writing. 
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44. Use Packaging to Sell 

     Use the actual packaging of a product to help sell it.  Not only is the visual 
appearance important, but you can include things such as "instant rebates" on 
the package to increase sales.  If you currently sell something in a box or 
package, re-examine how you can use that package to generate more sales. 

 

 

45. Announce a "First" 

     Being the first at anything is always newsworthy.  Make sure everyone in your 
database (prospects and customers) and all the media know when you become 
the first to do something.  Whenever you are the first at something, you have the 
competitive edge. 

 

 

46. Create a Teaser Campaign 

     Send out announcements prior to the release of a new product or program.   
Get your customers anticipating what will happen when you make the "big 
announcement."  Use wording such as, "On October 1st find out a whole new 
way to do business..." 

 

 

47. Recognize a Customer or Client 

     Give an award or gift to valuable clients.  Tell them that you care.  A small 
certificate or plaque can go a long way in building a relationship with a key 
customer. 
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48. Join a Committee 

     A great way to network and find new business is by volunteering your time on 
a committee or participate in charitable work.  When you do this work you not 
only help the organization, but you open yourself up to a great networking 
opportunity. 

 

 

49. Tell Your Neighbor What You Do 

     Do you know what yours does?  A great way to start a conversation and find 
out about new networking possibilities.  This speaks to the power of networking.  
Everyone knows other people that you don't.  The more you tap into other 
people's networks, the more successful you become.  Start in your own 
backyard. 

 

 

50. Do at Least Five of These 50 things 

I'm not asking you to do all fifty of these ideas, but try at least 5 that you have 
highlighted and are not currently doing, and I guarantee that you will see some 
increase in your business right away!  

 

 

Exercise- The Five Ideas I’ll Implement are: 

1. 

2. 

3. 

4. 

5. 
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Do you have any favorites or suggestions for increasing the list? 

     I would love to hear from you if you have any favorite marketing tips that you 
use from this list, or if you have any new ones for increasing the list.  You can 
contact me at the following address: 

John Hunt 

C/O Bright Marketing 

15733 Diamond Way 

Apple Valley, MN  55124 

e-mail: johnhunt@marketingplanguide.com 

Web Site: www.marketingplanguide.com 
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Appendix A:  

What the final marketing plan should look like 

 

 

Here is a sample completed marketing plan to show you what a final document 
might look like. 

 

 

Background 

 

     Andy Peterson worked for a local computer company, called SpecialSoft, 
which sold specialty software to businesses.  In addition to the software, the firm 
also sold computer hardware as an "add-on" sale for its regular customers.  
Andy's job was to install the software packages for the customer after they had 
purchased them from SpecialSoft.  Quite often, when Andy was installing 
software for the customer, he would be asked to help solve other computer 
problems the client was having.   

     Since Andy had a background in computer networks and was well versed in 
all areas of repair, he would quite often fix these problems.  Andy approached his 
manager at SpecialSoft several times to identify the potential for extra income 
from SpecialSoft customers as it related to computer and network repair.  Each 
time his manager would politely remind Andy that SpecialSoft had no intention of 
getting into the computer repair business.   

     Andy was entrepreneurial in nature so he began to take "side work" from 
these clients by offering to repair their systems after hours when he wasn't on 
SpecialSoft's payroll.  Soon thereafter Andy was inundated with work and he was 
faced with the decision to leave SpecialSoft and pursue this repair business full-
time.  He left SpecialSoft and started Andy's Computer Repair.  The business 
grew quickly and within 2 years he had two full-time employees and annual sales 
of $288,000.  Realizing he was growing fast, Andy wanted to implement a 
marketing plan.  As a result of this plan he changed his company name to ABC 
Computer Repair. 
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   Andy wrote the following marketing plan for his company.  PLEASE 
NOTE: It takes time and several steps to complete a marketing plan.  While 
this plan is presented in its finished form, there were many steps in getting 
it to this point (which you hopefully have learned by now!).  Also, some of 
the headings were left in this document to help show you where certain 
parts of the marketing plan go.   

 

 

Marketing Plan For 

ABC Computer Repair 

 

 

I.  SITUATION ANALYSIS 

 

     Andy Peterson started ABC Computer repair after seeing a need for computer 
repair work that was not being adequately handled by local sources. 

 

Challenges 

What challenges do you face in your particular industry (market trends, etc.)? 

 

     In the computer industry products are always changing.  New technology is 
being introduced at a fast pace, rendering hardware outdated and useless in less 
than two years.  In addition, more and more people are now relying on computers 
for both home and work use. 

     The challenge I face in this industry is staying updated on all of the new 
technology and keeping my customers updated as well.  Many of their problems 
could be avoided if they were kept abreast of the changing technology and were 
proactively serviced to meet those changes. 

     Most of the computer retailers simply want to sell new equipment and let the 
service aspect of it be handled by someone else.  This provides a great 
opportunity for ABC Computer Repair. 
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What challenges do you face with respect to financial resources? 

 

     Since I am a newer business, I do not have a large amount of capital to 
launch a large scale marketing effort.  I have saved some money over the years 
while I was employed at SpecialSoft and the income from my first two years of 
business has been rising.  This will allow me to operate a few months without 
generating any new income and let the new marketing efforts take effect. 

     Fortunately, I have some customers that have already been using me for 
contract work. These customers provide a base to work from.  I do, however, 
need to generate more business in order to grow the business to the next level, 
which includes new office space and an additional technician. 

 

 

What is the history of your industry? 

 

     The personal computer was introduced in the early 1980's.  Technology has 
changed drastically over the years with respect to processing speed and data 
handling capabilities. I have worked in the industry for the past twelve years, in a 
variety of capacities.  The industry has splintered into two parts; 
Hardware/software sales and service/repair.  Very few companies offer both 
aspects, while most specialize in one part or the other. 

 

How has your industry grown or changed over time? 

 

     The computer business is a growth industry.  More and more people use 
personal computers each year.  With the advent of home offices and 
telecommuting (where people work from home via computer) the sales of 
computer hardware and software has exploded.  Consequently, the growth of 
computer service and repair has occurred as a natural extension of the 
hardware/software sales boom. 
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What is the history of your company? 

 

     ABC Computer Repair is a young company.  Most of the current customers 
are people I have worked with in the  past as a result of my employment with 
SpecialSoft.  Since SpecialSoft did not want to pursue computer repair work on a 
regular basis, and since I saw a demand for this type of work, I started ABC 
Computer Repair to fill that service need.  I started part-time for one year, 
working evenings and weekends.   Two years ago I went full-time, and ultimately 
added two more employees as the workload grew.  We have outgrown our 
current office space and need to expand.  Plus I would like to add another 
technician so that I may have more time to manage the business and generate 
new sales. 

 

 

What past marketing efforts have you made? 

 

     I really have not done much marketing.  I made up a simple flyer that I passed 
out to some of my old contacts.  Most of my business has come from word-of-
mouth referrals from my past contacts.  Lately though, we haven't been getting 
any new business which is another reason why I want to implement a marketing 
program. 

 

 

Which marketing efforts have worked and which haven't? 

 

     Referrals have been the best source so far.  The flyer drew a limited 
response, but I did not pass that many out, and I only did a few. 
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Competition 

 

Who are your major competitors? 

 

1.  The Chain Stores (Computerama, Shoppers Paradise) 

 

2.  Budget Computer Repair 

 

3.  NSI Network Systems 

 

4.  SpecialSoft (previous employer..although they don't officially do repair) 

 

 

What do you want to know about your competition? 

 

Phone Manners/Sales Pitch 

 

     I would like to know how they handle call-ins, especially for emergency 
repairs. 

 

Product Offerings/Pricing 

   

    Do they charge by the hour or do they offer service contracts? 
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Closing Techniques 

 

     Not applicable 

 

Marketing Materials 

 

     What kind of brochures do they use?  What do their brochures say? 

 

Follow-up 

 

     How do they follow-up after sending out information or receiving an inquiry for 
their services. 

 

 

Spy on your competition: 

 

Design a research scenario:  (hint: What would your ideal customer ask you?) 

 

     A friend of mine has a small company and he has agreed to help me.  I will 
call up the competitors and ask them to solve a problem for him. I will create a 
typical problem that can't be solved over the phone.  Rather than have them 
come out to fix it, I will ask for general information on their company and I will 
have brochures sent to his address, saying that I will make a decision after I 
receive literature.  I will see how long it takes them to send out their brochures 
and see if they call to follow-up. 
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Other sources of information on your competitor: 

 

Trade Publications (list appropriate ones) 

    

     I will check back-issues of a local computer magazine to see if there are either 
articles or advertisements from any of the competitors. 

 

Customers  

 

     I will get informal feedback from people I know who have used the 
competitors for service in the past. 

 

Vendors (which ones do you use that your competition uses?) 

 

     I will ask the parts suppliers if they know anything about the competitors.  I 
know one of the managers at the local supply distributor that would be willing to 
help me. 
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List the strengths and weaknesses of each competitor.  Attempt to make 
some conclusions about how others would perceive them. Try to find the one 
weakness of each competitor that you can really sell against. 

Competitor  Name Strengths Weaknesses 

1. The Chain Stores        

(Computerama, 
Shoppers Paradise)    

Big Advertising Budget  
Name Recognition 

They don’t actually 
service units themselves.   
Sub the work out. They 
only offer "drop in" 
service. 

        

2   Budget Computer 
Repair 

Low Cost They have a reputation 
for poor work. 

3.  NSI Network Systems Impressive brochures 
have lots of employees. 

High overhead. They 
Work with big companies. 

Highest prices.  

 

4.  SpecialSoft Established in market. Don't want service work. 

 

What do you feel are the strengths and weaknesses of your company?   

Strengths: 

We provide the following: 

1) Fair Prices  (not too low and not too high) 

2) High service quality.  I will do all of the work, so the job will be handled by 
someone with experience. 

3) Free pick-up and delivery when not doing work on-site. 

4) We explain all situations to the customer so they know what is going on.  We 
like to make sure they are educated on the entire process. 
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Weaknesses:  

1) We don't have unlimited resources to spend on marketing. 

2) Growing Pains - We don't always have enough hours or people to complete all 
of our work. 

 

 

Position in the marketplace 

 

How are you different than the others? 

 

     We keep the customers informed at all times.  We offer free pick-up and 
delivery. And we make the whole process easy for the customer. 

 

 

WHAT IS YOUR UNIQUE SELLING PROPOSITION (USP)? 

 

 Sell line/Slogan  

 

  I have chosen the following USP: 

 

 "Fixing your computer is as easy as A-B-C." 
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Positioning Statement 

 

We will be different in the marketplace because we will offer personalized service 
at a fair price.  We will offer our clients information and education regarding their 
equipment and strive to keep them informed at all times.   We will go the extra 
mile with our customers by offering convenient free pick-up and delivery, and 
make their experience with us easy. 

 

 

 

Can you re-position the competition?   

 

     You will be unclear about your situation when you work with one of our 
competitors because they will not keep you educated and informed.  They use 
technical "jargon" which most customers don't understand.  Most of them lack the 
personalized service that ABC Computer Repair can provide. 
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II. TARGET AUDIENCE 

 

 

Who has a NEED for your product or service? 

 

     The person who has a need for our service is someone with a broken or 
malfunctioning computer.  

 

What are some ways to target your customers? 

 

Demographic? 

     Companies: Small to mid-sized. 

 

Geographic? 

     Preferably companies within a 20 mile radius of my office 

 

Psychographic? 

    Someone who is paranoid of computers and is unclear about how they work. 
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Profile of Existing Client Base 

 

List the four or five categories your customers would fall in: 

(Remember the 80/20 rule   80% of your business comes from 20% of your 
customers) 

1.    Small businesses (1-25 employees). 

2.    Home-based businesses utilizing personal computers 

3.    Personal PC users. 

Secondary/Niche Categories: (Those not listed above) 

1.   Accountants 

2.   Lawyers 

 

What percentage of business do each of these categories make up of your 
overall sales: 

Category    Total Revenue   Percentage 

1. Small Businesses  $175,000    61% 

2.       Home-based business $69,000    24% 

3. Personal PC Users  $43,000    15% 

Total Revenue for Year $288,000    100%  

 

 

     It was concluded, based on the information I outlined above that the most 
lucrative part of my business is currently the small and home-based business 
(accounting for 85% of all my business).  The  personal PC users have all been 
referred to us, and have never been an actively sought market segment.  Within 
the small business target market is the niche markets of accountants and 
lawyers, who we are very well suited for because of the kind of service we offer 
and my experience with them in the past (we deal with many of them at 
SpecialSoft, my previous company). 
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Determine your Primary & Secondary Target Markets 

 

Profile your Primary Target Audience ( with a list of as many attributes as 
possible) and your Secondary Audiences or Niches. You can achieve this list by 
looking at your current customer base and/or determining who has a NEED for 
your product or service. 

PRIMARY TARGET AUDIENCE 

1.  Small businesses within a 20 mile geographic area 

2.  Home-based businesses within a 20 mile geographic area 

 

SECONDARY AUDIENCES/NICHES 

1.  Accountants located within a 20 mile geographic area 

2.  Lawyers located within a 20 mile geographic area 

3.  Personal PC users that are recommended by word-of-mouth 
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III. GOALS 

 

Remember the types of goals: Qualitative Vs. Quantitative 

 

List the goals that you want to reach as a result of your marketing: 

1. Increase total sales to $375,000 (an increase of 35%).  This will allow us to 
add a new technician and afford new office space. 

  

2.  Establish the ABC Computer Repair name in the marketplace. 

 

3.  Get more referrals from current customers. 

 

 

 

Goals are long-term in nature.  In order to accomplish them, you need to 
transform them into attainable sub-parts with their own sub-deadlines.  Start with 
the end in mind.  Break down your goals into three attainable intermediate sub-
goals.  

 

1 A.  Grow our customer base to increase revenues by 35%.  This is a rate of  

         approximately three percent per month over a twelve month period 

1B.    Focus on getting more Accountants and Lawyers to use our services by   

         using specialized marketing to reach them. 

1C.     Conduct on-going marketing on a weekly and monthly basis. 
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2A.     Develop marketing materials that focus on our strong points (service). 

2B.     Make it a priority to educate each client on the latest technology. 

2C.     Consistently use our sell line "computer repair as easy as ABC" in all  

          materials. 

 

3A.    Join a networking group. 

3B.    Create a customer incentive program for referring new business to us. 

3C.    Send out a mailing to current customers to ask for referrals. 

 

 

 Now take each of those sub-goals and break them down into three 
attainable tasks with deadlines  

 

TASK        DEADLINE 

1A-1    Increase sales by 3%    Within one  

month 

1A-2    Review marketing budget    As soon as possible 

1A-3     Implement new marketing programs    As soon as possible 

 

1B-1     Obtain mailing list for Lawyers /Accountants Within one  

month 

1B-2     Create direct mail piece for above  Within one  

month 

1B-3     Schedule mailings to Lawyers/Accountants Within one  

month 
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TASK        DEADLINE 

1C-1    Create a marketing calendar with all   Within one month 

activities scheduled  

1C-2   Block out time to prepare and send mailings Within one month 

 

2A-1    Meet with graphic artist to discuss   Within three months 

new service brochure  

2A-2    Outline copy ideas for new brochure  Within three months 

2A-3    Meet with graphic artist to discuss   Within one month 

other materials (ads, etc)   

 

2B-1   Create a list of  FAQ's    Within six months 

(frequently asked questions) to distribute to clients. 

2B-2   Conduct an informal client survey   Within six months 

to find out topics they would like to know more about.    

2B-3    Research the feasibility of conducting   Within nine months 

a seminar   

 

2C-1 Work with graphic artist to incorporate   Within one month 

sell-line into materials.        

3A-1     Locate network groups in the area.  Within one month 

3A-2     Visit several network groups to find right fit Within six months 

3A-3     Join a network group     Within nine months 
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TASK        DEADLINE 

 

3B-1     Create details of customer incentive program Within 3 months 

3B-2 Meet with graphic artist to design    Within 4 months 

incentive piece   

3B-3 Implement customer incentive program  Within 5 months 

 

3C-1    Meet with graphic artist to design   Within 3 months 

referral piece   

3C-2     Send out mailing to all current customers Within 6 months 

3C-3     Send out follow-up mailings   Every three months 

 

 

Choose dates throughout the course of the year where you can evaluate 
the progress of attaining your goals. 

 

Review   Date 

1st Quarter   April 3rd 

2nd Quarter   July 1st 

3rd Quarter   October 2nd 

4th Quarter   January 3rd 
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IV. STRATEGIES 

 

Choose Your Marketing Tools 

 

Primary Paid Advertising Mediums 

 Direct Mail - Several different mailing pieces: 

 (a) Standard brochure - focusing in on service 

 (b) Targeted piece for Lawyers and Accountants 

 (c) Customer incentive  program 

 (d) Current Customer referral piece 

(e) Educational pieces.. "Frequently Asked Questions (FAQ's) 

 

 Newspaper- Weekly ads in the local business paper 

 

 Magazines -  Ads in Accountant and Lawyers industry magazines 

   Ads in monthly business publication   

  

Non-traditional media/Special promotions 

Back-end marketing - Free educational piece for new customers (FAQ 
piece) 

Ad specialties  - Mouse Pads for all current and new customers (holiday 
gift) 

 Seminars - Need to investigate more (conduct client survey to find topic). 

 Trade Show -Booth at local Chamber of Commerce event 

 Special Events - Customer Appreciation Event in late fall.  
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Marketing Communications Platform 

 

Our message will adhere to these rules: 

 a)  Concentrate on one concept or idea (Generally your USP) 

  -"computer repair as easy as ABC" 

 

 b)  Stress the benefits rather than the features. 

  -    Customer will understand what we are fixing and why 

- Save time with our free pick-up/delivery or on-site emergency service 

- Reasonable prices 

 

 c)  Be consistent from ad to ad. 

- All ads will be designed by same graphic artist. Using same color scheme. 

- Sell-line will be used under logo in all materials. 

   

 d)  Evoke a response from the customer. 

  - Always offer a free educational booklet (FAQ piece) or free 
consultation. 

 

 e)  Don't experiment with one ad, then declare that it doesn't work. 

  -We will commit to our program for at least one year. 
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V. TACTICS 

 

Develop a one-year (or longer) Campaign 

     We will start with a one-year plan (see calendar) 

 

 

Media rationale 

 

     Direct mail was chosen because of its ability to reach the kinds of customers 
(lawyers, accountants) in a specific geographic manner.  We can acquire the list 
for these types of customers by zip code in a twenty mile radius. 

 

     The newspaper and magazine ads will help support the direct mail and will be 
targeted to business readers in our geographic region.  Since cost prohibits us to 
direct mail to all businesses in our geographic area, these ads will allow us to 
have a continual presence in our city.    

 

 

When will you initiate the campaign? 

     January 1st. 
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Marketing Calendar 

ABC Computer Repair 

 

 

Date   Activity 

Week of Dec. 9 Meet with Graphic Designer to create newspaper and 
magazine ads 

Week of Dec. 16 Finalize copy for newspaper and magazine ads 

Week of Dec. 23 Designer to complete newspaper and magazine ads 

Week of Jan. 1  1/8 page Newspaper Ad- local business paper 

Meet with Graphic Designer to create Lawyer/Accountant 
piece 

   Obtain mailing list for Lawyers and Accountants 

Week of Jan. 8  Layout Lawyer/Accountant piece by Graphic Designer 

   1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

   Locate ten network groups in area 

Week of Jan. 15 1/8 page Newspaper Ad- local business paper 

   Proof layout Direct Mail #1 

   1/4 Page ad in Accounting Today 

   Visit Network Group # 1 

Week of Jan. 22 Print Direct Mail # 1 piece 

   1/8 page Newspaper Ad- local business paper 

   Visit Network Group # 2 
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Week of Jan. 29 1/8 page Newspaper Ad- local business paper 

   Address and Stamp Direct Mail #1 

   1/4 page magazine ad- Business Monthly 

   Visit Network Group # 3 

Week of Feb.4  Send Direct Mail #1 to Lawyers/Accountants 

   1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

Meet with graphic designer to discuss service/repair 
brochure 

Week of Feb. 11 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

   Visit Network Group # 4 

Week of Feb. 18 1/8 page Newspaper Ad- local business paper 

   Visit Network Group # 5 

   Outline Details of Customer Incentive Program 

Week of Feb. 25 1/8 page Newspaper Ad- local business paper 

   Visit Network Group # 6 

   Proof service/repair brochure 

   1/4 page magazine ad- Business Monthly 

Week of Mar. 2  1/8 page Newspaper Ad- local business paper 

   Visit Network Group # 7 

   * Print service/repair brochure 
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Week of Mar. 9  1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

   Visit Network Group # 8 

   Meet with Graphic Artist to discuss referral piece 

Week of Mar. 16 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

   Visit Network Group # 9 

Week of Mar. 23 1/8 page Newspaper Ad- local business paper 

   Visit Network Group # 10 

Meet with Graphic Designer to discuss customer incentive 
piece 

   Proof referral piece 

   1/4 page magazine ad- Business Monthly 

Week of Apr. 1  1/8 page Newspaper Ad- local business paper 

   REVIEW MARKETING PLAN 

   * Print referral piece 

Week of Apr. 8  1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

   Meet with Graphic designer to discus FAQ piece 

   Proof customer incentive piece 

   Obtain updated mailing list for Lawyers/Accountants 

Week of Apr. 15 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

   Print customer incentive piece 

   Address and stamp Direct Mail #2 to Lawyers/Accountants 
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Week of Apr. 22 1/8 page Newspaper Ad- local business paper 

   Send Direct Mail #2 to Lawyers/Accountants 

   Proof FAQ piece 

Week of Apr. 29 1/8 page Newspaper Ad- local business paper 

Print FAQ piece 

1/4 page magazine ad- Business Monthly 

Week of May.4  1/8 page Newspaper Ad- local business paper 

Write informal survey for customers regarding education 
topics 

Week of May. 11 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

   Mail out FAQ piece to existing clients and hot prospects 

Week of May. 18 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

   Conduct informal phone survey with existing  clients 

Week of May. 25 1/8 page Newspaper Ad- local business paper 

   1/4 page magazine ad- Business Monthly 

Week of Jun. 2  1/8 page Newspaper Ad- local business paper 

   Start process of possibility of producing a seminar 

   (based on what was learned from client survey) 

Week of Jun. 9  1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

Week of Jun. 16 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

   Mail out referral piece to current clients 
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Week of Jun. 23 1/8 page Newspaper Ad- local business paper 

   Booth at Chamber of Commerce Event 

   1/4 page magazine ad- Business Monthly 

Week of Jul. 1 REVIEW MARKETING PLAN 

1/8 page Newspaper Ad- local business paper 

Week of Jul. 8 1/8  page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

Week of Jul. 15 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

Week of Jul. 22 1/8 page Newspaper Ad- local business paper 

   Obtain updated mailing list Lawyers/Accountants 

Week of Jul. 29 1/8 page Newspaper Ad- local business paper 

Address and Stamp Direct Mail #3 Lawyers/Accountants 

   1/4 page magazine ad- Business Monthly 

Week of Aug.4  Send Direct Mail #3 to Lawyers/Accountants 

   1/8 page Newspaper Ad- local business paper 

Week of  Aug. 11 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

Week of Aug. 18 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

Meet with Graphic Designer to create Customer Event 
invites 

Week of Aug. 25 1/8 page Newspaper Ad- local business paper 

   Join a network group by now 

   1/4 page magazine ad- Business Monthly 
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Week of Sep. 2 Proof Invites for Customer Appreciation Event 

   1/8 page Newspaper Ad- local business paper 

Week of Sep. 9 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

Week of Sep. 16 Information for Yellow Pages Ad to Graphic Designer 

   1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

   Print Customer Appreciation Event invites 

Week of Sep. 23 1/8 page Newspaper Ad- local business paper 

   1/4 page magazine ad- Business Monthly 

Week of Oct. 1  REVIEW MARKETING PLAN 

Address and Stamp Customer Appreciation Event invites 

   1/8 page Newspaper Ad- local business paper 

Week of Oct. 8 1/8 page Newspaper Ad- local business paper 

   Mail Out invites for Customer Appreciation Event 

   1/4 Page ad in Law Journal 

Week of Oct. 15 Make final corrections on Yellow Pages Ad 

   1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

Week of Oct. 22 1/8 page Newspaper Ad- local business paper 

   Order Mouse Pads to give for holiday gift 

Week of Oct. 29 Customer Appreciation Event 

   1/8 page Newspaper Ad- local business paper 

   1/4 page magazine ad- Business Monthly 
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Week of Nov. 4 1/8 page Newspaper Ad- local business paper 

Week of Nov. 11 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

Week of Nov. 18 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

   Obtain updated mailing list Lawyers/Accountants 

Week of Nov. 25 1/8 page Newspaper Ad- local business paper 

   Address and Stamp Direct Mail #4 

   1/4 page magazine ad- Business Monthly 

Week of Dec. 2 1/8 page Newspaper Ad- local business paper 

   Send Direct Mail # 4 Lawyers/Accountants 

Week of Dec. 9 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Law Journal 

   Send Mouse Pad to customers for Holiday Gift 

Week of Dec. 16 1/8 page Newspaper Ad- local business paper 

   1/4 Page ad in Accounting Today 

Week of Dec. 23 1/8 page Newspaper Ad- local business paper 

   1/4 page magazine ad- Business Monthly 

Week of Jan. 1   REVIEW MARKETING PLAN 

* Possibly print referral piece, customer incentive piece, and FAQ piece all at one 
time to save money. 

* Direct Mail #1-4 is the same piece mailed four different times throughout the 
year. 

 

 

 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 156 www.MarketingPlanGuide.com 

 

VI. BUDGET 

 

Determining What To Spend on Marketing 

 

 1) Percentage of Sales... (2 ways) 

  a) Last year's 

  b) Projected 

 

 2) By Task 

  a) Determine the task and associate a cost to it. 

  b) Can you afford to invest in the task? (Prioritize each task) 

 

    I have laid out my ideal marketing calendar and estimated costs for all of the 
tasks (using method # 2... By Task).  I have come up with a marketing budget of 
$24,730.  This will be approximately 6.59% of what I project my sales to be if I 
implement this plan.  I am comfortable with this figure and believe that it is 
conservative. 
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Below is the actual budget broken out by month and task: 
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Tracking 

 

What tracking devices will you implement to gauge the effectiveness of your 
marketing? 

 

A) Call-in Log for our receptionist 

 

B) Ad Codes on each ad 

 

C) Reply Cards on all direct mail pieces 

 

What do you need to do operationally (in-house) to guarantee accurate tracking? 

Train all key employees on the tracking system. 
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Appendix B:   Blank Marketing Plan 

 

 

 

 

Use the following format to assemble the marketing plan for your business. 

 

Section Headings 

 

I.  Situation Analysis    

II.  Target Audience 

III.  Goals     

IV. Strategies    

V.  Tactics 

VI.  Budget 
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I.  SITUATION ANALYSIS 

 

This section lays the groundwork for your marketing plan.  Answer the following 
questions about your business: 

 

 

Challenges 

  

What challenges do you face in your particular industry (market trends, etc.)? 

 

 

What challenges do you face with respect to financial resources? 

 

 

What is the history of your industry? 

 

 

How has your industry grown or changed over time? 

 

 

What is the history of your company? 

 

 

What past marketing efforts have you made? 
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Which marketing efforts have worked and which haven't? 

 

 

Competition 

 

Who are your major competitors? 

 

1. 

 

2. 

 

3. 

 

4. 

 

5. 
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What do you want to know about your competition? 

 

Phone Manners/Sales Pitch 

 

Product Offerings/Pricing 

 

Closing Techniques 

 

Marketing Materials 

 

Follow-up 

 

Other (list) 

 

 

 

 

 

 

 

 

 

 

 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 163 www.MarketingPlanGuide.com 

 

Spy on your competition: 

 

Design a research scenario:  (hint: What would your ideal customer ask 
you?) 

 

 

 

 

 

Other sources of information on your competitor: 

 

Trade Publications (list appropriate ones) 

 

 

Customers  

 

 

Vendors (which ones do you use that your competition uses?) 
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List the strengths and weaknesses of each competitor.  Attempt to make some 
conclusions about how others would perceive them. Try to find the one weakness 
of each competitor that you can really sell against. 

Competitor  Name     Strengths                 Weaknesses 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

 

 

On a separate page write down what you feel are the strengths and 
weaknesses of your company.  Take all of the brochures from your competitors 
and lay them side by side on a table next to yours (if you have one). Imagine 
what a potential customer would think if they looked at these same brochures 
side by side. 
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Position in the marketplace 

 

How are you different than the others? 

 

 

 

 

WHAT IS YOUR UNIQUE SELLING PROPOSITION (USP)? 

 

2 Forms of a USP 

 

1)  Sell line/Slogan  

 

  

 

2)  Positioning Statement 

 

 

 

 

 

 

 

 

 



Copyright © 1997-2009 John F. Hunt All Rights Reserved. Page 166 www.MarketingPlanGuide.com 

 

Can you re-position the competition?   

 

In one paragraph re-define your competition: 
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II. TARGET AUDIENCE 

 

 

Who has a NEED for your product or service? 

Write down in as much detail as possible, who has a need for your product or 
service.  Be careful not to write down who you want for your customer, but rather 
who has a genuine need.  Support it by listing reasons why they need your 
product or service.  You may also want to get the opinion of a few other people, 
and ask them to tell you who they think has a need for your product or service.  

 

What are some ways to target your customers? 

 

Demographic? 

 

 

Geographic? 

 

 

Psychographic? 
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Profile of Existing Client Base 

 

List the four or five categories your customers would fall in: 

(Remember the 80/20 rule   80% of your business comes from 20% of your 
customers) 

1. 

 

2. 

 

3. 

 

4. 

 

5. 

 

 

Secondary Categories: (Those not listed above) 

1. 

2. 

3. 

4. 
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What percentage of business does each of these categories make up of 
your overall sales: 

Category   Total Revenue   Percentage 

1. 

 

2. 

 

3. 

 

4. 

 

5. 

 

Total Revenue for Year     100%  

(you can do this by both either gross sales and net profit) 
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Determine your Primary & Secondary Target Markets 

 

Profile your Primary Target Audience ( with a list of as many attributes as 
possible) and your Secondary Audiences or Niches. You can achieve this list by 
looking at your current customer base and/or determining who has a NEED for 
your product or service. 

 

PRIMARY TARGET AUDIENCE 

1. 

 

2. 

 

3. 

 

 

SECONDARY AUDIENCES/NICHES 

1. 

 

2. 

 

3. 

 

4. 
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III. GOALS 

 

Remember the types of goals: Qualitative vs. Quantitative 

 

 

 

List the goals that you want to reach as a result of your marketing: 

 

1. 

 

 

2. 

 

 

3. 

 

 

4. 
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Goals are long-term in nature.  In order to accomplish them, you need to 
transform them into attainable sub-parts with their own sub-deadlines.  Start with 
the end in mind.  Break down your goals into three attainable intermediate 
sub-goals.  

 

 

1 A. 

1B. 

1C. 

 

 

2A. 

2B. 

2C. 

 

 

3A. 

3B. 

3C. 

 

 

4A. 

4B. 

4C. 
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Now take each of those sub-goals and break them down into three 
attainable tasks with deadlines  

 

TASK     DEADLINE 

1A-1 

1A-2 

1A-3 

 

1B-1 

1B-2 

1B-3 

 

1C-1 

1C-2 

1C-3 

 

2A-1 

2A-2 

2A-3 

 

2B-1 

2B-2 

2B-3 
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TASK     DEADLINE 

2C-1 

2C-2 

2C-3 

 

3A-1 

3A-2 

3A-3 

 

3B-1 

3B-2 

3B-3 

 

3C-1 

3C-2 

3C-3 

 

4A-1 

4A-2 

4A-3 

 

4B-1 

4B-2 

4B-3 
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TASK     DEADLINE 

4C-1 

4C-2 

4C-3 

 

 

 

 

Choose dates throughout the course of the year where you can evaluate 
the progress of attaining your goals. 

Review    Date 

 

1st Quarter 

 

2nd Quarter 

 

3rd Quarter 

 

4th Quarter 
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IV. STRATEGIES 

 

Choose Your Marketing Tools 

 

Primary Paid Advertising Mediums 

 

 Direct Mail 

 Newspaper 

 Radio 

 TV 

 Magazines  

 Outdoor 

 Telemarketing 

  

Non-Paid Media 

 Public Relations 

 

Non-traditional media/Special promotions 

 Back-end marketing 

 Ad specialties 

 Seminars 

 CD-Rom 

 Multi-media 

 Special Promotions 

 Special Events 
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Exercise- Write down a list of the tools you would like to use.  Get some 
bids to find out how much they cost to use.  Don't worry about whether you 
can afford them or not right now, just look at the issue of audience quality 
and size, and will address the cost issue later. 

 

 

 

Exercise- Create Your Marketing Communications Platform 

 

 

 

 

Your message should adhere to these rules: 

 a)  Concentrate on one concept or idea (Generally your USP) 

 b)  Stress the benefits rather than the features. 

 c)  Be consistent from ad to ad. 

 d)  Evoke a response from the customer. 

 e)  Don't experiment with one ad, then declare that it doesn't work. 
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V. TACTICS 

 

Develop a one-year (or longer) Campaign 

 

 

Create your Media Rationale- Explain why have you chosen the marketing 
tools in Section IV. (Media , Audience, etc.) 

 

 

 

 

 

 

 

When will you initiate the campaign? 

 

What seasonal or cyclical events must you consider when scheduling the 
campaign? 

 

What will be the length of your campaign (1 year suggested)? 
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Marketing Calendar for Specific Activities 

 

LAYOUT YOUR CALENDAR BELOW: 

(Include all of your media activities side by side.  List important deadlines.) 

 

Date    Activity 

1. Week of  

2. Week of 

3. Week of 

4. Week of 

5. Week of 

6. Week of 

7. Week of  

8. Week of 

9. Week of 

10. Week of 

11. Week of 

12. Week of 

13. Week of  

14. Week of 

15. Week of 

16. Week of 

17. Week of 

18. Week of 

19. Week of  
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20. Week of 

21. Week of 

22. Week of 

23. Week of 

24. Week of 

25. Week of  

26. Week of 

27. Week of 

28. Week of 

29. Week of 

30. Week of 

31. Week of  

32. Week of 

33. Week of 

34. Week of 

35. Week of 

36. Week of 

37. Week of  

38. Week of 

39. Week of 

40. Week of 

41. Week of 

42. Week of 

43. Week of  

44. Week of 
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45. Week of 

46. Week of 

47. Week of 

48. Week of 

49. Week of  

50. Week of 

51. Week of 

52. Week of 
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VI. BUDGET 

 

Determining What To Spend on Marketing 

 

 

 

 1) Percentage of Sales (2 ways) 

  a) Last year's 

  b) Projected 

 

 

 

 

 2) By Task 

  a) Determine the task and associate a cost to it. 

  b) Can you afford to invest in the task? (Prioritize each task) 
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Tracking 

 

What tracking devices will you implement to gauge the effectiveness of your 
marketing? 

 

A) Call-in Log 

 

B) Ad Codes 

 

C) Reply Cards 

 

D) Testing 

 

E) Other 

 

What do you need to do operationally (in-house) to guarantee accurate tracking? 
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