DITTON CONSULTANTS

Marketing Plan Format
1.
Present Position and Prognosis

Content

Current and historical achievements by segment and what will happen to the organisation if it continues as at present.

Objective

Provide the context for the plan and quantify the ‘planning gap’ (what the new plan will achieve versus what would happen without it).

2.
Marketing Objectives

Content

Specify the sales, market share and market positioning goals that need to be achieved in order to meet the organisation’s objectives.

Objective

Translate financial goals into market and customer objectives.

3.
Market Strategies

Content

Summarize the key strategies, firstly across the whole market and secondly for each segment.  Identify market choices, the ‘Value Proposition’ and the key relationships required to deliver the strategies.

Objective

Produce a matrix of market strategies by segment.

4.
Competitor Reactions

Content

Evaluate competitors’ probable responses. 

Objective

Identify key risks and weaknesses.  Identify areas where contingency plans are needed.

5.
Marketing Programmes

Content

Reduce market strategies to requirements in terms of products/services, prices, distribution/service arrangements and marketing communications.

Objective

Specify what is needed to make the strategies happen.

6.
Tactics and Action Plans

Content

Break the segment strategies down into specific lists of tactical actions, with responsibilities, timing and financial forecasts.

Objective

Produce detailed action plans.

7.
Evaluation and Control

Content

Identify the critical success factors and benchmarks that will be required to monitor the progress of the plan.  Include timing and costs.

Objective

Specify the marketing control system.

8.
Financial Forecasts

Content

Evaluate the costs and revenue for each segment strategy and its associated tactics over the lifetime of the plan.

Objective

Develop profit and loss forecasts, broken down by segment, for the period covered by the plan.

Source

Adapted from: Piercy, Nigel F. (2002) Market-Led Strategic Change. 3rd edn. Oxford: Butterworth-Heinemann.
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