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Developing a simple marketing plan 

The following information will be of value in regards to developing a simpler version of 

a full blown marketing plan. Firstly you need to recognise that your Marketing is an 

investment rather than an expense. It’s an investment in your clients and business. 

You must get smart about your marketing dollar and spend it well to bring the results 

you want. 

Introduction 

While a full marketing plan for any business is a good idea, there are several benefits 

to an abbreviated simple marketing plan for entrepreneurs wanting to save time but 

without ignoring a marketing plan altogether:  

1. A simple marketing plan can be prepared quickly. 

2. A simple marketing plan give business owners a marketing to-do list, in addition to a 

general snapshot of their marketing situation. 

3. A simple marketing plan can later work as a springboard into a more comprehensive 

marketing plan, almost like a marketing plan outline. The areas included are: 

• Target Market - This is who you’re hoping to reach with your marketing 

message (including demographics, like age groups, ethnic groups, sex, location, 

etc.).  

• Industry Trends - If your industry is experiencing widespread growth or decline 

it might affect your marketing efforts, so you need to be aware of that and take 

note of it.  

• Goal(s) - Choose specific and measurable goals that you hope to attain with 

your marketing efforts and note them on your simple marketing plan.  

 



• Strategies - Strategies very generally state how you plan to reach your goals. 

For example, if your goal is to increase sales by $120,000 in a year, an example 

strategy might be to complete a direct mail out campaign or set up a web site. 

Anything more specific would be considered a “tactic.”  

• Yearly Marketing Budget - You need to estimate your yearly marketing 

budget, which will serve as a guideline when choosing your marketing tactics.  

• Marketing Mix - The marketing mix is basically a breakdown of the 4 Ps of 

marketing.  

• Product (or service)    Price  

• Placement      Promotion  

• Top 3 Competitors - While you likely have many competitors, pick at least the 

top three competitors that you’ll need to position your products or services against 

in order to analyze them and form a comparison. By “top competitors” we’re 

talking about those that are most directly related to you, not necessarily the most 

well-known.  

• Your Strengths - List your primary strengths as opposed to your top competitors.  

• Your Weaknesses - List your primary weaknesses as opposed to your top 

competitors. Saying “I don’t have any weaknesses” isn’t acceptable. Every 

entrepreneur has weaknesses in the competitive environment. You can’t 

overcome them if you don’t acknowledge them.  

• Quarterly/Monthly Tactics - Here’s where you’ll choose very specific marketing 

tactics that fit within your strategies and your marketing budget. The two page 

marketing plan template lets you break them down quarterly/monthly in order to 

ensure that your marketing efforts are continual, instead of using up the 

marketing budget on one or two tactics early on. 

• Time Line - List your strategies with dates to commence and complete over the 

period listed.  

 

 



 
[Company] Marketing Plan 
Prepared  
 
 
1. Marketing Objectives 
 
 
2. Marketing Goals 
 
 
3. Current Client Profile 
 
 
4. Target Markets, Niches, Groups – ‘The Who’ 
 
 
5. Target Market – Where will we Find Them in the Highest Concentration – ‘The Where’ 
 
 
6. Budget for Marketing 
 
The budget allocated to Marketing for the full year is $__,000 or $___,000 per month. This represents ____% of budgeted 
income. 
 
Therefore the next Quarter Budget is $___________. 
 
 
7. Marketing Strengths 
 
 
8. Marketing Weaknesses 
 
 
9. Industry Trends 
 
 



10. The Business Niche – Point of Difference 
 
 
11. Offers the Business can use – The ‘What’ 
 
 
12. The Benefits - Why do they Want to Buy It – ‘The Why’ 
 
 
13. Marketing Strategies – How to communicate the offer - ‘The How’ 
The strategies I will use include the following:- 
 
 Marketing area Action Strategy Annual 

Budget $ 
Completed 
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14. Timeline to Action – ‘The When’ 
The strategies will be actioned as follows: 
 
 


