Three Keys to a

Successful
Marketing Plan
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Introduction

|’r takes a great deal of investment in time, energy, and financial

resources to start a business. This is why starting a business isn't
something you want to do in a random, careless fashion. Every
effort you make needs to count toward your ultimate goal, with
as little wasted effort as possible.

Because you'll be investing so much, it's even more important to
create a marketing plan for your business. Your marketing plan is
a roadmap for one of the main components of your business —
marketing. It helps you refine your strategies, how you will
actually reach your customers, keep them longer term and
maximise your efforts to get your products in front of the right
people who will then want to buy what you have to offer.

There are three simple keys you need to complete a successful
marketing plan. These keys are to:

Do your market research
= Hone your marketing mix

Assess your results.

This short report will explain each of these keys in detail and give
you action steps you can take today to get started.

If you enjoy the report and find it helpful, | am also planning to
offer a more detailed course that walks you step by step
through the process of creating a thorough marketing plan just
like the ones that big companies use. But for now, let's get to the
three keys.
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Key 1 - Do Your Research

|n marketing, hard data is everything. You can't base your

marketing on your gut feelings or assumptions about your
market. Your market includes your potential customers,
competitors, suppliers, partners, industry experts and influencers.
Your assumptions alone about these people and how they
might respond to your business may not be accurate and, in
fact, could be completely wrong.

This is why you need to conduct market research. Research
involves gathering objective data about your market so that
you can use it to make informed decisions based on facts.

Before the wonders of the Internet, marketers had to pay large
sums of money and invest a great deal of time in conducting
research. Traditional methods include focus groups, direct mail
campaigns, surveys, and one-on-one meetings with customers.
These methods aren't cheap. The fact that companies were
and still are willing to invest so much of their financial resources
toward this research shows you just how important it is.

You may feel that you have your finger on the pulse of your
market, but the data your research reveals may surprise you.
You need to not only pinpoint the exact demographics of your
market, but also how your customers think about your products,
your business, other brands they like, and how they spend their
money. You also need to find out how they like to make
purchases, their ‘buying behaviour’. There is only one place to
get this information. You have to go straight to the source — your
market.
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Understanding Your Market

An essential part of your marketing plan is to identify your

target market. You have to know as much as possible about the
people who do or will buy from you. You need to look at large
scale trends among your market as a group, as well as the
thoughts and feelings of individuals within this group.

You can gain this data through direct communication with
members of your market, through observation or web analytic
data available through third parties. Direct communication,
such as conducting surveys or asking questions to members of
your market, is very useful if they are happy to answer. But
observation also has its advantages.

When you ask questions directly, a person may feel that they're
put on the spot. They may give you the answer they think you
want to hear. Observation shows not what they say but what
they actually do. If's also very easy to observe your target
market online through things like social media, online forums,
blog comments, web analytics and so on.
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What you need to research

Customers

Get a clear understanding of the demographics of your market,
their needs, what factors influence their buying decisions and
purchasing habits.

Do they respond well to group promotions¢ Are they trend
setters, preferring up-to-the-minute goodse What types of
people are they and what do they all have in common? How
do they differe

You need to segment your market, dividing it into groups
according to important differences and similarities within it. If
you already have customers it also helps to describe your
customer groups in terms of those who buy regularly from you,
those who have bought once and those who express an interest
but have yet to buy from you.

Market Dynamics

This includes patterns in your market's behaviour that occur over
time. These patterns could be seasonal, occurring at different
times throughout the year, or they could be longer-term
patterns that stretch over years or decades.

Products or Services

Your research should include what products or services similar to
yours are already on the market. You need to know where your
products fit in to the overall scheme of things.

Competitors

It's also important to know what your competitors are offering so
that you can offer unique value with yours. In fact, you might
consider how your influential competitors might offer services or
products that complement yours and may mean you can add
value to each other’s products.
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What you need to research (continued)

Industry

Through research, you should look for current sales in
your industry. Each industry has benchmarks which state
the best and worst performance level in that specific
industry. Online experts comment on the latest industry
data and statisticians sell their results too.

Suppliers and Other Businesses

Locate suppliers and other businesses you'll need to rely on
when your marketing gets underway. Try to consider how to
minimise the number of these supportive businesses and the
time they need to deliver those services.

Market research is ongoing. It's not something you do just once
and then forget about. You need to constantly research your

market because it changes. You'll need to then incorporate these
changes into your marketing plan.
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Action Steps

Start with some basic research covering the list above.
Look at the overall economy and current marketing trends.

= Find out about the people in your market and create a
simple profile for each of your customer groups.

Learn about your industry. Who are the expertse What
products and services are most populareg What is an expert
in your industry expected to knowe What don’t you knowe

Try to look for data that shows trends over time. This is
important because you can often get an inkling of future
trends by looking at past trends. Where are the gaps
showing in the market for new products or services?

=  Make points of contact with your customers and give them
a chance to express their opinions to you. Give them an
incentive to help with your customer research, perhaps a
competition prize. You can do this through forums, social
media or other online groups.
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Key 2 - Hone Your Marketing Mix

Ano’rher important element of your marketing plan is what's

called the marketing mix. Your market research and your
marketing mix will help you decide your main marketing goals
and objectives, how you will reach them and what specific
actions you need to take to get there.

This is called a 'mix' because every business's marketing is
different, so you need the right combination of factors to make
your marketing strategy work.

To define your marketing mix, start with large business goals and
work your way down to the smaller details. Each strategy and
tactic is related directly to the attainment of one of your
business goals.

An important part of the marketing mix is that it employs a
diverse range of useful digital and offline media, is expressed in
a way that appeals to target customers, and is received well by
industry experts and influencers.

You don't employ just one tactic, such as an email newsletter,
and call that a marketing plan. When you have many diverse
tactics, created to respond best to market research and your
business objectives, it multiplies your efforts and allows you to
reach and effectively communicate with and even sell to every
segment of your market.
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The 7 P's

To help you formulate your marketing mix, traditionally, you

would have looked at four different aspects and these were
known as the 4 P's — Product, Price, Place and Promotion.

As marketing became a more sophisticated discipline, a fifth ‘P’
was added — People. And recently, two further ‘P’s have been
added, mainly for service industries and that also allow for the
complexity of digital marketing— Process and Physical
evidence/environment.

So now it is recommended that you think in terms of the 7 P's:

Product — Your products or services; in other words, what you're
offering.

Price — The price at which you set your product or service; this
price should conform to the market and its expectations.

Place — Where you can put your offer in front of your market. This
includes online and offline distribution channels and all other
factors involved in getting the goods to buyers.

Promotion - How you can promote your product or service and
spread the word.

People - Having the right people is essential because they are
an integral part of your business offering, and often form part of
the products/services you are offering.
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Process — The delivery of your service and after-sales service is
usually done with the customer present so how the service is
delivered is once again part of what the customer is paying for.

Physical Evidence/Environment - Almost all services include
some physical elements, even if the bulk of what the customer is
paying for is intangible.

What do the 7P’s mean?

Product is the simplest consideration. This is what you're offering.
Consider the products’ features and how they benefit the buyer.
Look at similar products on the market and determine how yours is
different or better. From your market research, try to figure out
which unique problem it solves.

Price is fairly straightforward as well, but there's an important
point to keep in mind. Your price should be based on the
perceived value in the eyes of your market, not the actual cost.
This is why it's good to look at the pricing and sales of similar
products. Your customers expect to buy a certain type of product
at a certain price. You need to price your product according to
these expectations. Cheap is not necessarily good if your
customers expect the item to have a higher price tag as a means
of expressing its quality.

Place refers to the location online or offline where you sell your
product. The idea is to find out where your target market is and
likes to shop and to put your offer where they are.
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Creating integrated marketing solutions

There are many different things you can do with Promotion.
The whole idea is to spread awareness of your product and
brand, both online and off. Again, start with your target market
(particularly any current customers). Consider a variety of types
of promotions, both online and offline, and determine which
kinds would be most effective for gaining the attention of your
customers. When you start to promote your products make sure
the promotional tools you use are coordinated and offer
continuity of your brand to customers wherever they see them.

Your People are important. Anyone who comes into contact
with your customers will make an impression, and that can have
a profound effect - positive or negative - on customer
satisfaction. The reputation of your brand rests in your people’s
hands. They must, therefore, be appropriately trained, well-
motivated and have the right attitude.

The actual method of giving a service, the Process, and the
behaviour of those who deliver it are crucial to customer
satisfaction. Issues such as waiting times, the information given to
customers, both before and after a sale, and the helpfulness of
staff are all vital to keep customers happy. Customers are not
interested in the detail of how your business runs, what matters
to them is that the system works and it gets them what they
want. Process is often overlooked but can be a great source of
competitive advantage.
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Physical Evidence and Environment cover a wide range of
issues. Facilities such as a clean, tidy and well-decorated reception
area or website can help to reassure. If your premises aren’t up to
scratch, why would the customer think your service is¢ Case studies
and testimonials can provide evidence that an organisation keeps
its promises.

Action Steps

Once you have each of these 7 P's defined, test your marketing
mix from a customer's perspective. Put yourself in the shoes of
your customer and ask questions such as these:

1. Doesit meet the buyer's needs? (Product)
2. Will your customers consider it priced fairly2 (Price)

3.  Will your customers find the product where they shop@
(Place)

4. Will your marketing communications reach themge
(Promotion)

5. Have you got all the steps in place to deliver
effectivelye (Process)

6. Do you have the right help/support in place? (People)

7. Are the right elements in place to support your
product/service? (Physical Evidence/Environment).

Next,

Draft each of the 7 P's for your business and its products. If
you have a segmented market, you may want to do the
same for each segment.

= lestyour7 P'sfrom a customer's point of view. If you are
unsure, ask them.
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Key 3 - Assess Your Results

Jus’r as you need objective data in order to formulate your

marketing plan, you also need follow-up data to keep it current
and to improve your marketing mix.

You can obtain this data through monitoring. Monitoring your
marketing shows you exactly what's working and what's not so
that you can make changes to your strategy. Just as the
objective data you discover about your market may surprise
you and destroy your assumptions, so can this follow-up data.

Monitoring means watching sales and watching your customers.
Like every other part of your marketing plan, it should be based
on your customers and their tastes. Once you start your
campaign, pay attention to what they say, do and think in
regards to your offering and promotions. Watch how they react
and their preferred methods of communicating and buying.
Online most successful businesses use web analytics to monitor
these.

You should also stay abreast of changes in the market or in your
industry. These changes could be the cause behind changes in
your customers' buying behaviour.

There are many tools available for monitoring the progress of
your marketing plan. You just need a few that are good and
reliable, and give you the specific data you need.
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With these tools in place, you can monitor your marketing by
sefting goals and milestones, and seeing whether your efforts
reach these goals or not. They need to be measurable so that
you can tell whether your tactics are working or not. Decide
how you'll identify success or failure based on these goals and
milestones.

Where you encounter success, replicate your efforts and refine
them so that they're even more fruitful. For example, if you find
that posting a weekly blog increases traffic to your website,
keep posting that weekly blog. You may even want to post two
per week or add videos to the mix.

On the other hand, where you find results that don't add up, this
is where you need to change your tactics. If you're placing
banner ads on websites similar to yours and the frickle of traffic
they're bringing you isn't worth the money you're paying to
place them, this is a tactic you should stop.

All the major social media networks now have sophisticated
analytics features, and are improving them all the time, so it's
worthwhile reviewing these and making them part of your
measurement system.

Look for weaknesses or gaps. Like your failures, these are areas
that can be improved. You can tweak them until they're in line
with your marketing objectives.
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Action Steps

Track sales, leads, visits to your website, and any other

metrics that are related to your marketing goals.

= Set benchmarks you can reach that will define success for

you.

Put together a plan for following up with your customers

after purchase.

Ask them what they liked about the experience of why

they left for a competitor.

=  Adapt and improve your marketing plan based on your

monitoring and evaluation of your actions to date
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Conclusion

Thonk you for reading this e-book and | hope you have found it

useful. However, reading about marketing won't get you the
new customers you are looking for — you have to get into action!

The 3 keys you learned in this report offer just a basic outline of
what your marketing plan should entail.

There is much more involved in creating a good plan. You need
to identify your unique value proposition, state your goal or
vision, define your goals and objectives, and create a budget.

This is just a start and a marketing plan should be freated as a
continuous process of business improvement.

If you're still not sure that you want to write your own Marketing
Plan, why not check out our Marketing Plan service where | will
prepare a one year Marketing Plan for you. For details, just
follow this link.
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About Morr Marketing and Kim
Morrison

Do you want to grow your business?
= Work with clients you enjoy?
Become more profitable?

Know which of the marketing tools and methods would be
effective from the myriad of choices?

= Feel overwhelmed by the ever changing options to choose
from?e

I've spent the last few years working in social media grges
and digital marketing and a career in fraditional f

marketing in the UK and internationally, both in B2B B ¥= -
and B2C markets. e -

g‘ '
| now provide actionable advice to small to medium

businesses to help them reach and keep their profitable
customers.

| will work with you to develop a strategy to achieve the business
growth objectives you want from your online and offline
marketing and social media. I'll advise you on the best routes to
succeed in engaging your audience for your business, charity or
product. | will also tell you which ones not to bother with! ©
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