
What is Marketing?  Sales or Advertising probably popped into your head.  And, that’s a piece of it, but 
if we only focused on promotion it would be like driving a car with 3 flat tires.  When we think about 
marketing, we have to address all elements, better known as the 4Ps. 

• Product – What good or service you have to offer 
• Place – Where this good or service can be purchased 
• Promotion – How consumers know that the good or service is available or right for them 
• Price – What consumers will pay for your good or service (this is not the same thing as a cost) 

Marketing is defined as a philosophy focused on providing customer satisfaction.  It encompasses 
every activity from defining your target market, to identifying a problem, solving the problem and selling 
your solution.  It is all about delivering value.  Often you will hear people ask, “What’s your Unique Value 
Proposition?”  or “What makes you different?”  Ultimately you are doing something different or perhaps 
doing the same thing differently. 

The ultimate outcome for marketing is when a successful exchange occurs.  The second best outcome is 
if you can identify what led to that exchange and what the main point of value was.  This is where you 
need to implement controls as a process.  This includes Goal Setting, Performance Measurement, 
Performance Diagnosis and Corrective Action. 

Consumer behavior often drives marketing strategy and involves much more than the moment the 
purchase is made.  Is there a push or a pull of the product? The marketing strategy must be fulfilled 
through the 4Ps: Product, Price, Promotion and Place. 

Marketing decisions are often made in conditions where there is not enough information to 
conclusively make a choice.  There can be uncertainty, ambiguity, stress and strict timing deadlines.  
Marketing research is about trade-offs.  It depends on how much information is available, what the 
sources are, how it was collected, at what cost and completed by what date.  It helps to address these 
decisions logically.  The factors we need to consider are: 

• How big is the dollar potential? 
• Is this the best way to position my company in the market place? 
• Does it make sense to use the same media used by my competitors? 
• Does this hit my early adopters that I want to target with my initial marketing efforts? Is it going 

to the right audience? 
• How is my pricing strategy presented?  Will this accurately reflect or complement my pricing 

philosophy?   
• Is it clear how consumers can procure my good/service?   

Once we have addressed those questions in a logical manner, we need to determine: 

• What trade-offs can we live with 
• What is the actual decision we are facing 



If you are satisfied with the decision you have made, pull the trigger.  If you think you need more 
information, consider the end result you want to achieve and work backwards from there filling in the 
steps as you go. 

In conventional research we recognize a problem, identify information, analyze data and interpret the 
results.  However, when all is said and done, we often have lots of interesting facts that shed little if any 
light on the correct course of action to take.  If we do it backwards, we have better chances of delivering 
actionable results.  Therefore, the first step is to identify the key decision to be made, specify 
information that would lead to one decision versus alternative decisions, determine what data would 
need to be collected, develop questions to get that data, find out if there are existing answers to 
those questions, analyze the findings and select the most appropriate decision alternative. 

Entrepreneurial research methods can be eclectic and non-traditional.  There are both direct and 
indirect ways to perform research that address both qualitative and quantitative data.  Other tips are to:  

• Think like a Guerilla 
• Find Insights in the ordinary 
• Build research into daily operations 
• Use technology creatively 
• Make use of your surroundings 
• Create and mine databases 

• Talk to your customers 
• Study your competition 
• Observe customers in action 
• Conduct experiments 
• Monitor industry blogs and social media 

 

Why it’s important to have a Marketing Plan 

A Marketing Plan is important much in the same way that a Business Plan is.  It is a living document 
where you map out your goals, plans, objectives and strategy.  The Plan gives you a direction and begins 
with the end in mind.  Once you define your Vision and what you want to achieve, you can work 
backwards and determine the steps you must take to arrive at that destination 

What the components are:  

• Mission/ Vision, Goals 
• Measurements 
• Target Market 
• Graphic Standards 
• Marketing Needs, Demographics, 

Trends 
• Market Growth 

• SWOT Analysis 
• Competition (Who are they and how 

you are different) 
• Your Services/ Benefits (Value) 
• Brand/Image 
• Marketing Mix (4Ps) 
• Financials/ Budgets/Forecasts 

 

 



It’s important to consider innovation when working with individual portions or tasks within your 
marketing plan.  This is often where you can employ Guerilla Tactics.  These mini plans are sometimes 
called Marketing Inventions.  If you consider injecting innovation to a project delivery or plan, address 
the following elements – especially if you are pitching an idea to a partner or perhaps your employer: 

• Name of company, what they sell and to whom 
• The opportunity that you have identified (and which element of the marketing mix it concerns) 
• What the company currently does in this area 
• Your concept for change 
• What is innovative about it and why it represents a better way 
• Justification or rationale 
• How exactly it would work---how it would be implemented 
• Estimated timetable and costs 
• Potential downside, drawbacks, things that could go wrong 
• Support drawings, diagrams, illustrations (e.g., a new price list or a sample promotional piece) 
• How to implement the plan 
• How to measure results and adjust accordingly 
• Recap components and impact 

THE MARKETING PLAN 

The Marketing Plan describes how your projected sales will actually be attained. How will you make 
sales actually happen? A great idea is meaningless if you cannot find customers. Thus, this section builds 
on the earlier Market Section, where you defined your market and outlined your targeted segments and 
their buyer behavior. The marketing plan needs to provide detail on the overall marketing strategy that 
will exploit the opportunity and your competitive advantages.  Include a discussion of sales and service 
policies, pricing, distribution, promotion and advertising strategies, and sales projections. The marketing 
plan needs to describe what is to be done, how it will be done, when it will be done, and who will do it.  

Overall Marketing Strategy:  

• Describe the specific marketing philosophy of the company.  
• How will your business be positioned in the marketplace? 
• How will you differentiate your product/service from your competitors?  

Include, a discussion of the kinds of customer groups that have already placed orders, have expressed an 
interest, or will be targeted for either initial intensive selling efforts. Explain how you will try to position 
your products or services in the marketplace and in the minds of particular target audiences.  

• Make it clear how your marketing strategy reflects the characteristics of the primary market 
segments you will be targeting. 



• Indicate whether the product(s) or service(s) will initially be introduced internationally, 
nationally, regionally, or locally; explain why, and indicate any plans for extending sales at a later 
date.  

• What is your firm’s unique selling proposition---the central theme of all marketing 
communications? 

• From an overall standpoint, make it clear whether marketing efforts will center on personal 
selling, media advertising, or what (you will get into specifics below).  

Pricing: 

When you think of what you have to offer the customer, organize your offerings into categories.  Then 
really look at what the contribution is of each good or service.  Where does the revenue come from? 
Where does the profit come from?  What is the total cost of each item (direct and indirect)?   What is 
your time worth?  It is important to recognize what is visible.  That is, what the customer “sees” and 
what the customer never “sees” - that will help you determine the value of your offering. 

There are many ways to position your product. It can be by price or quality; by attribute or benefit; with 
respect to the competition; with respect to the user; with respect to the application; or with respect to 
the product class. 

Of the 4Ps, Price is often overlooked or sometimes viewed as arbitrary…especially when you have a 
service company.  However, it can be one of the most important aspects of your marketing plan.  
Consumer perception relies heavily on pricing strategy and price can also impact profit and speed of 
product adoption.  Price is the amount a consumer pays for your product – it should take into account 
your contribution perspective, costs and allow room for profit.   

Profit margin is a ratio of profitability calculated as net income divided by revenues, or net profits 
divided by sales. It measures how much out of every dollar of sales a company actually keeps in 
earnings.  Looking at the earnings of a company often doesn't tell the entire story. Increased earnings 
are good, but an increase does not mean that the profit margin of a company is improving. For instance, 
if a company has costs that have increased at a greater rate than sales, it leads to a lower profit margin. 
This is an indication that costs need to be under better control. 

Pricing can sometimes be the biggest challenge to face a marketer.  A higher price can communicate 
quality and prestige, while a lower price might communicate cheapness or lesser value.  It’s up to you to 
balance the two based on your products – for example you might have one product that has a high 
profit margin, but you don’t sell very many of them and you off set your cash flow by having a lower 
price product with less margin or maybe even a loss that moves in great volume.  There are three major 
pricing strategies to choose from: 

• Profit Oriented Pricing – setting prices so that total revenue is as large as possible relative to 
total costs, this is most effective when you are in a monopoly like market – for example, you are 
the only one in your geographic area that does something or you have IP which creates a large 
barrier to entry. 



• Sales Oriented Pricing – basing price on market share or unit/dollar sales, sometimes referred to 
as undercutting the competition.  This extreme discounting is usually a short run objective since 
it can hurt profits in the long run. 

• Status Quo Pricing – the most conservative strategy because its objective is to maintain existing 
prices or to meet competitors. 

Pricing is the most flexible of the 4Ps in your marketing mix because it can be changed at any time.  The 
right strategy depends on market conditions, the competition and your overall corporate philosophy.   

• Discuss pricing strategy, including the prices to be charged for your product and service, and 
compare your pricing policy with those of your major competitors, including a brief discussion of 
payback (in months) to the customer.  

• Explain how the price you set will enable you (1) to get the product or service accepted, (2) to 
maintain an increase in your market share in the face of competition, and (3) to produce profits.  

• Justify your pricing strategy and differences between your prices and those for competitive or 
substitute products or services in terms of economic payback to the customer and value added 
through newness, quality, warranty, timing performance, service, cost savings, efficiency, and 
the like.  

• If your product is to be priced lower than those of the competition, explain how you will do this 
and maintain profitability (e.g., through greater value added vial effectiveness in manufacturing 
and distribution, lower labor costs, lower material costs, lower overhead, or other component of 
cost).  

• Discuss pricing structure, or how your prices will differ by aspect of the product or service, by 
customer group, and by time and form of payment (e.g., the discount structure).  

• Discuss the use of special price offers, rebates, coupons, and so forth.  This can be done under 
price or under sales promotion.  

The Selling Cycle: 

Describe the customer’s buying process. Now, map out a selling cycle or process that reflects that 
buying process. How do you plan to move a customer from never having heard of you to being a loyal 
user? Show the reader how a sale will be accomplished.  

Make it vividly clear how your overall use of personal selling, advertising, and publicity will reflect a 
blend of tools that moves your target customer through their buying process. So, if you have identified 
four key stages in the selling process (e.g., create awareness, generate understanding and interest, close 
the sale, build the relationship) then specify which marketing tools will be used to accomplish each of 
these stages. 

Sales Tactics: 

Describe the methods (e.g., own sales force, sales representatives, ready-made manufacturers’ sales 
organizations, direct mail, or distributors) that will be used to make sales and distribute the product or 



service. Also include both the initial plans and longer-range plans for a sales force.  Include a discussion 
of any special requirements (e.g., refrigeration).  

Describe how distributors or sales representatives, if they are used, will be selected when they will start 
to represent you, the areas they will cover and the build-up (a head count) of dealers and 
representatives by month, and the expected sales to be made by each.  

If a direct sales force is to be used, indicate how it will be structured and at what rate (a head count) it 
will be built up; indicate if it is to replace a dealer or representative organization and, if so, when and 
how. How will you recruit, train and compensate the sales force?  

Show the sales expected per salesperson per year and what commission, incentive, and/or salary they 
are slated to receive, and compare these figures to the average for your industry.  

Present a selling schedule and a sales budget that includes all marketing promotion and service costs.  

Discuss any seasonal trends that underlie the cash conversion cycle in the industry and what can be 
done to promote sales out of season. 

Advertising and Sales Promotions:  

Describe the media approaches the company will use to bring its product or service to the attention of 
prospective purchasers.  How will you inform your target market about the availability of your 
product/service and continue to communicate the benefits you are offering to that market  

If direct mail, magazine, newspaper, or other media, telemarketing, or catalog sales are to be used, 
indicate the specific channels or vehicles, costs (per 1,000), and expected response rates and yield (as 
percentage) from the various media, and so on, used.  Discuss how these will be built up. 

For original equipment manufacturers and for manufacturers of industrial products, indicate the plans 
for trade show participation, trade magazine advertisements, direct mailings, the preparation of product 
sheets and promotional literature, and use of advertising agencies.  

For consumer products, indicate what kind of advertising and promotional campaign is planned to 
introduce the product.  Specify types of media to be employed and what kinds of sales aids will be 
provided to dealers, what trade shows, and so forth, are required.  

Present a schedule and approximate costs of promotion and advertising (direct mail, telemarketing, 
banner ads, catalogs, etc.). Determine the total marketing budget required.  

Note any viral or buzz marketing efforts you plan to employ. 

Publicity:  

• What methods will you use to get free publicity for your business?   
• What sort of guerrilla publicity tactics will you employ?  



• How might you create news? 
• Customer Service  
• How will customer service be defined and measured?  
• What system will you have in place to manage customer service and ensure service levels are 

consistent?  

Warranty or Guarantee Policies:  

If your company will offer a product that will require service, warranties, or training, indicate the 
importance of these to the customers’ purchasing decisions and discuss your method of handling service 
problems.  

Describe the type and terms of any warranties to be offered, whether company service people, 
agencies, dealers and distributors will handle service, or simply return to the factory.  

Indicate the proposed charge for service calls and whether service will be a profitable or loss operation.  

Compare your service, warranty, and customer training practices to those of principal competitors.  

Distribution:  

Describe the methods of distribution you will employ. Why is this best/better?  

Discuss the value chain and the resulting margins to be given to retailers, distributors, wholesalers, and 
salespeople and any special policies regarding discounts, exclusive distribution rights, and so on, given to 
distributors or sales representatives and compare these to those given by your competition. 

What distribution channel(s) will be important to your business? How will you gain access to these 
channels? Note any special issues that need to be resolved, or present potential vulnerabilities.  

Explain any methods to be employed to obtain distributor cooperation and support.  

If international sales are involved, note how these sales will be handled, including distribution, shipping, 
insurance, credit, and collections.  

 

 


