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Executive Summary

1 to 2 page overview of strategy and tactics.  Includes a summary of marketing goals and objectives.  This section is usually written last.

1999 Marketing Plan For Product(s)

This marketing plan describes the general course of action and recommendations for this year’s marketing efforts for the ____ product line throughout the calendar year.  It touches briefly on the product, the market segment, size, product offering, positioning, and the opportunities for Company Name.  It then goes into detail about the tactics and execution to make this an explosive year for the Company Name/Division.  Please refer to the appendices for a copy of the pricing schedule, media schedule, and timelines.

Situational Analysis - Market Strategy

Brief paragraph introduction of the general product category

Market Environment

Environmental Issues

Trends and issues.

Economic Issues

Adoption calls (total and by state)

Market potential

Technological Issues

Trends

Platforms – PC/MAC/Server

Concerns

Social & Political Issues

Adoption and Open territory concerns

Competitive Environment

Current Competitors

Strengths and Weaknesses

Potential future competitors

Market Segments

Include a discussion of the characteristics and wants of your potential target customers to determine whether the market is heterogeneous (one product will not satisfy everyone’s wants) or homogenous (one product will satisfy most everyone’s wants).  The customer is defined as the teacher.  

If the potential customers’ wants are 1) heterogeneous, 2) can be identified and characterized, 3) are large enough to generate more profitability with multiple versus singular offerings, and 4) the segments can be reached (i.e., a direct mail list, etc.) then your product may justify segmentation and you may wish to discuss the segment differentiators and how to reach each segment.  

If any of these four variables do not apply then your analysis should recommend against segmentation and suggest an appropriate approach.

Product Offering

Include a very brief overview and definition of our product offering(s) to address the market needs.

Organizational Strategy

As we consider our product mix we have to decide on using either a growth or consolidation strategy for each existing product.  This decision is dependent on where the product is in its adoption and life cycle.  Below are two diagrams showing these two cycles followed by a brief analysis.

Adoption Cycle
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Include a brief analysis of where you believe your product is in its adoption cycle (i.e., EAP is in between the innovator and the early adopter stages of the adoption cycle.)

Product(s) Life Cycle

	Introduction
	Growth
	Maturity
	End-of-Life

	Slow sales growth as product is introduced. Promotions, market education.
	Rapid market acceptance leading to peak sales volume, increased profits and market expansion
	Slowdown in sales growth since product has achieved acceptance by most potential buyers.  Defend product against competition.
	Sales fall off, decide to maintain, harvest or prune the product line.

	Goals: Ramp up product awareness; educate the market; build customer reference accounts.
	Goals: Establish sales momentum; capture dominant market position; plan upgrades; prolong rapid sales growth.
	Goals: Maintain margins, modify pricing to differentiate; re-segment user base to find new niche opportunities.
	Goals: Develop exit strategy; transition customer base to next generation of the product.


Include a brief description of where your product(s) lie within its life cycle.

Based on this analysis, the products should be addressed according to the following organizational strategies:

	Product
	Strategy
	Comments

	Widget 1
	Consolidation
	We would use a retrenchment strategy with ____ since the 

	Widget 2
	Consolidation
	We would use a harvest strategy with _____

	Widget 3
	Growth
	This is our latest product which is hot off the press and  ready to launch.

	Widget 4
	Growth
	This product has been out for two years.  It is still in the introduction stage.


Growth Strategies

A brief analysis of the specific growth strategies that we should follow (if applicable).

Consolidation Strategies

A brief analysis of the specific consolidation strategies that we should follow if applicable.

Market Size

You may wish to address the following items within this section:

· Target customer

· Total Potential Market

· Market Reach

· Major adoption opportunities with significant dates

Market Share

This section lists market share by product and category.

Current

Expected

Sales Forecast

Potential revenue by units and revenue.  Include your methodology, historical projections and market share projections.

Growth Potential

Analysis, based on the above information, of the product(s) growth potential.

Gaining Market Share

A brief summary of the most direct way to increase market share.

Product Positioning

The previous exercise of determining market size and share was essential in refining our positioning.  Our objectives are therefore…

Chart showing the segmentation and/or the competitive market positioning if applicable.




Marketing Mix

The four P’s of the marketing mix include: 1) Product, 2) Price, 3) Place, and 4) Promotions.  Each of these is reviewed in the ensuing sections.

Product

Product description (including components)

Text

Major market issues

Text

Top 5 sales points

Text

Positioning statements – why to buy


Text

Packaging Configuration

Text

Publication Dates

Text

Required discipline and product research
Text

Price

Strategy and Approach

Listing of core products with pricing

Gratis

Placement

New methods to increase distribution may include:

· Telemarketing

· OEM

· Direct response

· Pilots

Promotions

Overview, approach, rationale and expectations

Advertising

Objectives and rationale

Text

Display

Text

Direct Response

Text

Tracking methodology & expected ROI

Text

Event Marketing

Objectives and rationale

Text

Show schedules calendar – HRW & Alliance activities

Include National, Regional, Seminars and Roadshows, Workshops & Task Force, 
Sales training

Tracking methodology & expected ROI

Text

Public Relations

Objectives and rationale

Text

Crisis Avoidance

Address potential concerns, positioning statements

Pro-active campaigns

Text

Editorial targets and schedule

Text

Product reviews

Text

Press tours

Text

Case studies and white papers

Text

Testimonial retrieval and usage

Text

Branding and positioning contributions

Text

On-line Marketing

Objectives and rationale

Text

On-line promotions

Possibly including site introduction campaigns, monthly and seasonal (back-to-school, etc.) promotions, newsletters, awards, testimonials, etc.

Business Development – Alliances

Objectives and rationale

Text

Opportunities and potential partners

Text

Outside vendors

Text

Promotional alliance schedule

Text

Expected ROI

Text

Collateral Support Materials

Overview

Text

Checklist 

Proposed materials showing specific collateral pieces and strategic rationale.  Could also include positioning statements, reviewer’s guides, and competitive matrix.

Summary

A brief two to three paragraph summary of the results you expect.  The Executive Summary would be comprehensive.

Appendix

Media Schedule


Campaign overview



Objectives and strategy



Process

Success Indicators and summary of tracking methods

Analysis of past campaigns



12 month media schedule for competitive products



Filtered and rated media selection base



12 month media schedule




Display ads




Event ads




Direct response/mail campaigns




Internet promotional schedule




Number of Impressions graphs

Gantt chart or Sequential Plan of Action 

Resource Requirements


Manpower – to address bandwidth constraints


Outside contracts


Training needs


Equipment needs


Additional resources

Competitive Matrix

Pricing schedules

Gratis schedules

Budget

Marketing Plan PowerPoint presentation
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Market Penetration – better ingress of existing markets.  Product Development – either changing the product or its perception.                 Market Development – finding growth in new markets.          Diversification – introducing new products.
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Harvesting – gradual decrease in company support for a product.             Pruning – eliminate support for certain market segments.                 Retrenchment – continue to offer the same product but retreat to the strongest line.                 Divestment – sell off weak fit products.
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� Include footnotes or in-line referencing whenever you state trends or figures





Page 2

_965476620

_965476622

_965476625.unknown

_965476618.unknown

