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MARKETING PLAN
Template and working guide
	
	

	Business name
	

	Prepared by
	

	Date
	

	Period covered
	




1. What you are selling, and to whom
Marketing fails most often because the audience is described too broadly. 'Small businesses' is not an audience.
· Describe your ideal customer specifically enough that you could name ten of them.
· What problem are they trying to solve when they come looking for you?
· What do they currently do instead of buying from you?
	







2. Positioning
One sentence: for [customer], who [need], we provide [offer], unlike [alternative], because [reason].
	





3. Objectives
Marketing objectives need numbers. 'More awareness' cannot be measured or budgeted.
	Objective
	Measure
	Target
	By when

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	




4. Channels and budget
	Channel
	What it is for
	Budget
	Expected result
	Review

	Website and SEO
	
	
	
	

	Google Ads
	
	
	
	

	Social media
	
	
	
	

	Email
	
	
	
	

	Referrals and word of mouth
	
	
	
	

	Networking and events
	
	
	
	

	Print, signage, local
	
	
	
	

	
	
	
	
	


· Referrals are usually the cheapest and most neglected channel. Give it a budget and an owner like any other.
5. The numbers that matter
	Measure
	Now
	Target

	Enquiries per month
	
	

	Conversion rate from enquiry to sale
	
	

	Average sale value
	
	

	Cost to acquire one customer
	
	

	Lifetime value of a customer
	
	

	Repeat purchase rate
	
	


If the cost to acquire a customer is higher than what they are worth to you, no amount of extra marketing will fix it. Fix the economics first.
6. Action plan
	Action
	Owner
	By when
	Budget

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	



This template is a general guide and does not take your particular circumstances into account. It is not financial, tax, accounting or legal advice. Speak to us before relying on it for a decision.
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