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IS your marketing plan and budget set to generate revenue ?

keep focused on specific goals that build your customer base
Most business people agre that good planning is essential for success. Even so, it is surprising how many companies dorater a
thorough marketing plan to generate and manage their customers.

A marketing plan is aletailed r oadmap that outlines all your marketing strategies, tactics, activities, costs andgjected results over
a period of time. The plan keeps your team focused on specific goals s é@’critical resource for your entie company

A good marketing plan typically includes: Highlight your competitive position, value pr  oposition and
brand strategy

w  Financial goals

w  Positioning strategy w Your positioning strategy defines how you'll érentiate your

w  Brand strategy offering from your competitors.

w  Product/service overview w Your value poposition defines the primary value you deliver:

W Detailed goals by poduct, distributionchannel &for operational eficiency, product leadershipor customer intimacy
customer segment w  Your brand strategy defines what you stand for and how you'll

w  Sales plan communicate with the market.

w  Major marketing campaigns Outline any plans for your pr oducts & ser vices

w Detailed budget If you need to do anything to sengthen your poduct line and better

w Dates to eview pogress deliver on your value mposition, addess those issues in your plan.

It takes time to develop a solid plan, but &important because it Develop your tactical sales plan

ties all of your activities to tangible goals. f’also a great opportu-

. . . w  The number of saleseps you'll need and the markets they'll
nity to focus on the futue, generate new ideas, and insggryour

. . . target
team. Even a simple plan ibetter than none, but when you invest 9
more effort upfront, you'll have a bettersadmap towad your goals. w  Whether you'll need to héx, train, or develop new compensation
plans

KEY STEPS TO DEVELOPING A BUDGET AND PLAN

w  Top priority markets, industries or customer segments; if you
Set your annual goals ) )
have a list of key pospects, include them
Build your entie marketing plan to achieve the goals that yadefine: )
w  Your plan for managing cuent customers
w  Quantitative (numeric) goals such as totavenue, pofit,

. w  Plans for launching any new distribution channels and drivin
number of customers, units sold, andreakdowns by poduct gany ¢

revenue though existing channels
or channel as needed.

w  Strategic goals forexample, you may want to expand into a
new market with a new distributionhannel, or you may need to
reposition your brand to eflect a change in your business.
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is your marketing plan and budget set to generate revenue?

Outline your major marketing campaigns Develop a budget

You don'’t need to list every campaign jusiutline your major w  Budgeting can be a dffcult process. Many companies just
promotional plans for the yearYou'll need toset your budget too, so estimate or base their budget on last yea/n estimate is better
the more planning you do nowthe better. Your plans should include: than nothing, but if you've defined your major campaigns and

. needs, you candevelop better numbers.
w  The top thee campaigns you'll run to generate leads, rure Y P

customers, close, and/or market toexisting customers w  You can also use ROI to determine the apypriate total budget

w  The media you'll use (for example, email, online, print, for your marketing eforts.

telemarketing, trade shows, publicityetc.) Revisit your plan r egularly
w  Tools, technologies or esources you'll need — for example, a w  The planning pocess itself is incedibly valuable, but if you
new website, an email service pwider, a new piece of softwae don't review the plan egularly it's easy tolose focus.

W Your ROI and other financial goals Continually evisit the plan and measwryour progress.

Give us a call (203) 254-8556 or email us at
hello@palmer-farrington.com for help planning your marketing

campaigns.
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