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MARKETING FOR YOUR 
BUSINESS PLAN

1. 5 Basic Steps 
1. Analyze the Market: The first step is to analyze 
your customers, competition, and the market 
condition which is called a situation analysis. 
2. Strategy: How will you position your products 
and services within the market place?
3. Identify Your Tactics: Identifying the consumers, 
the costs of products and services, the convenience 
of the products and services, and how will you 
communicate those products and services to 
customers. 
4. Implement Your Market Plan: Which means 
deciding who you want your message to reach, 
what you want your message to say, when you 
need this message to reach them, and where it is 
going to reach them. 
5. Budgeting and Forecasting: Budgeting and 
forecasting future revenue and business goals 
for your products and services. This also includes 
describing the measures of success you will use to 
determine which edits you will need to make to 
your marketing plan. 

2. Assembling a Team
   To write a market plan, you will want to assemble 
a team that clearly knows their roles to help you do 
so. A finance person will be able to allocate budget, 
measure results, and improve the return on your 
marketing investment. Someone to assist with 
market research, would be a great addition, who 
can also provide customer insights. Make sure to 
include technical team members such as scientists, 
engineers, and software developers who create the 
products and services.You will also need people to 
represent your design team who will ensure that 
the intended user experience is delivered. Sales 
people who will have insight on customers and the 
competition need to be included. Lastly, you can 
consider including colleagues in manufacturing 
and operations or external partners, such as 
advertising or branding agency or even marketing 
consultants. 

3. Data Types to Include
When writing your market plan you will include 
important data but you may not have it all at once. 
This is normal and important assumptions may 
have to be made, that will be documented in the 
appendix of your market plan. 
Market Data: Size, fluctuations, trends, economic 
conditions and regulations that are currently 
affecting the market
Market Shares: For your company and competitors 
and how they are changing 
Competition: What do they offer, how is it priced, 
how are they promoting it, and what is their unique 
selling or value proposition 

4. Analyzing the Market
–  Market Analysis: This will give people a sense of 
how much revenue is at stake. Include information 
about the total addressable market, which is the 
total sales of all the companies in your industry and 
any potential sales to prospective customers. You 
will also want to detail the theoretical maximum 
sales to your current and potential customers. 
By dividing the total industry sales by your total 
addressable market, you will learn the percentage 
of total market that has already been reached. A 
low number is good because that means there is 
market share to be gained. 
–  Revenue Market Share: Your company’s total 
sales for products and services, that you are writing 
the market plan for, divided by the total market 
sales equals the revenue market share. 
– The total addressable market can be segmented 
into four groups: 
1. Qualified Customers that have not bought 
anything from you so far.
2. Current local exclusive customers. 
3. Customers that are buying from you and your 
competitors. 
4. Customers that buy exclusively from your 
competitors.
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4. Analyzing the Market cont. 
–Competitive Analysis: Your competitors include 
direct competitors who sell the same product and 
deliver the same benefits, indirect competitors 
who sell similar products with different benefits, 
and substitute competitors, sell unrelated products 
and have unrelated services that could possibly 
substitute for yours. To write this analysis compare 
your company’s size, market shares, strengths, 
weaknesses, value propositions, and other 
resources that your company has in comparison 
with others. 
– S.W.O.T. Analysis:  Which stands for strengths , 
weaknesses , opportunities , and threats 
–Customer Analysis: This should include a 
description of your customer including what you 
know about them, where can you find them, and 
how many customers do you have. 
 –Product and Service Analysis: This section should 
include the main features of your products and 
services, the main benefit that a customer gets 
from each of these features, and use the customer 
analysis to rank the benefits that customers want 
from highest to lowest. This section should also use 
the competitor analysis to compare the benefits of 
the features.

5. Writing your strategy
   The strategy of your market plan is the 
description of how you plan to win in the market 
place. Segmentation is an important part of your 
strategy which will be the grouping of customers 
around a particular benefit that they all see in your 
product or service. Then you will include targeting, 
which will be the customers you will be going after 
first. Once you have found your target market, you 
will need to create positioning in your plan, which 
is what will convince them to buy your product or 
service. This will be done through a claim or a value 
proposition that convinces customers to purchase 
from you and not one of your competitors. 

6. Tactical portion of the plan
   The tactical portion of your plan brings the 
marketing strategy to life. You will want to include 
changes or improvements that you want to make 
using your product and service analysis. Pay 
attention to gaps in performance so that you can 
write strategies on how to fill those gaps. List any 
other assets or activities that go into supporting 
your products or services.
   You will then want to determine your pricing 
strategy while taking into consideration your target 
market and positioning. Comparing yourself to the 
competition, is your pricing strategy higher, lower, 
or the same? If it is different than your competition, 
explain why. Include a price list with additional 
costs or discounts that pertain to your products or 
services. This list should be coordinated with your 
finance and sales team. Other things to include in 
your pricing strategy are how, when, and where will 
your prices be communicated. 
   Next you will write a plan for promoting your 
product or services by telling customers all the ways 
that they can learn about them. First determine 
who you are promoting to or your target audience, 
then describe your communication approach. Will 
you implement traditional advertising or digital 
assets? Be sure to include a schedule of when you 
want to run each advertisement. 
   Finally you will want to write a distribution plan 
in this section, which is the pathway to get your 
products and services to your customers. Consider 
the length of the distribution channel and how 
many intermediaries exist between you and the 
customer. When writing this section you should 
also consider are you selling directly or indirectly, 
how much of the distribution channel do you own, 
and how many partners will you need to help with 
the distribution process.  
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7. Implementation plan 
The implementation plan details your marketing 
plan rollout. It will include a dedicated 
communication outline, it lists and invites 
important personnel to the rollout, it outlines your 
marketing program and the responsibilities of each 
person involved, and denotes implementation 
timelines. These timelines should include details 
about where and how your marketing team will 
implement your program. 

Within your implementation plan you will want 
to set up KPI’s, or Key Performance Indicators, to 
help you keep track of your overall strategy. Each 
KPI should have a target and a high or low number 
around that figure. Good marketers reach their 
goals and also know how they achieved them.

8. Budgeting and Forecasting
   Including a budget and forecast section within 
your marketing plan, will help you allocate the 
right amount of resources to the right marketing 
programs, in order to make the most impact. 
The Top Down Approach to developing a budget, 
is by figuring out how much you can spend for 
marketing and allocating different amounts to 
different teams and programs. The Bottom Up 
Approach is to combine all of the marketing 
teams forecasted needs and allocate accordingly. 
Forecasting involves what you expect to achieve 
from your marketing, including potential revenue, 
number of units sold, or the number of new 
customers acquired.


