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 1.0 Executive Summary      (3-4 pages)  

 

  1.1 Introduction 

   -  Company Overview 

   -  Company Name 

   -  Legal Form of  Business 

   -  The Industry 

   -  Current  Status  

   -  Company Direct ion 

   -  Vis ion 

   -  Mission 

   -  Expectat ions Over T ime 

   -  Goals and Object ives 

 

1.2 Product and Service Concept 

-  Purpose of  the Product  or  Service 

-  What Need do They Fi l l  

-  Technological  Advantages or  Issues 

-  Del ivery Issues 

 

1.3 Target Market(s)  

-  Market  Def in i t ion and Segments 

-  Size of  Market  

-  Market  Character ist ics and Purchase Mot ivat ion 

-  Br ief  Compet i t ive Analysis 

-  Main Risks and Solut ions 

-  Synopsis of  the Pr imary Business Opportuni ty 

 

1.4 Competit ive Posit ion 

-  Status of  Market  

-  Current ly Without Recourse 

-  Under served 

-  Dissat isf ied with Al ternat ive Offer ings 

    

1.5 Goals and Object ives 

-  Goal = level  of  achievement to at ta in and Reach Mission 

-  Object ives = measurable act ions taken to achieve goals 

 

1.6 Marketing Team 

 

1.7 Summary of  Market ing Budget and Financial  Project ions 
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 2.0 Market and Competitive Analysis    (6-7 pages)  

 

  2.1 Market Overview 

   -  Analysis of  Current  Market  

   -  Current  Sales Methods 

   -  New Part ic ipants 

   -  Success of  New Part ic ipants 

   -  Sales and Market  Share  

   -  Products Offered 

   -  Pr ic ing 

   -  Product /Service Posi t ioning 

 

2.2 Competitors Strengths and Weaknesses 

 

2.3 Strengths and Weaknesses 

 

2.4 Conclusion 

 

 

 

 3.0 Marketing Strategies      (6-8 pages)  

  

3.1 Target Market(s)  

-  Industry 

-  Market(s)  

-  Strategic Thinking 

 

3.2 Product/Service Posit ioning 

-  Industry 

-  Product  Features.  Unique Benef i ts 

-  Research 

 

3.3 Pricing Strategy 

-  Product /Service L ine(s)  

-  Pr ic ing Schedule 

-  Average Gross Margin 

-  Research 

 

3.4 Sales Strategy 

-  Sales Force Components/Par tners 

-  Sales Support  

 

3.5 Customer Service Strategy 

-  Pat ient  Support  

-  Af tercare Programs 

 

3.6 Market Research Strategy 

-  To Determine Products and Fol low-ons 

-  To Determine Cost Parameters 

-  To Evaluate Posi t ioning,  Packaging and Market ing 

 Communicat ions 

-  To Reduce Risk of  New or Upgraded Compet i t ion 

-  New and Future Technologies  
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3.7 Market Development Strategy 

-  In i t ia l  Marketplace 

-  New Markets and Rol lout Schedule 

 

 

 

4.0 Marketing Communicat ions Plan    (9-10 pages)  

  

4.1 Introduction 

-  The Strategy 

-  Bui ld ing the Brand 

 

4.2 Paid Advert ising 

-  The Keystone 

-  Cost-ef fect ive Reach 

-  The Mission of  Media Advert is ing 

-  Message Guidel ines 

-  Creat ive Guidel ines 

-  Media Guidel ines 

-  Media L ist  

-  Monitor  Per formance and Results 

 

4.3 “Free” Advert ising 

 -  Edi tor ia ls 

 -  Press Releases 

 -  Bul let ins 

 -  Newslet ter  

 -  Product  Launches 

 -  Seminars 

 -  Awards 

 -  Corporate Brochure 

 -  Promot ional  L i terature 

 -  Publ ic Relat ions Campaign – External and Internal  

 -  Monitor  Per formance/Results   

 

4.4 Direct  Mail  

 -  Role 

 -  Brochure 

 -  Let ter  

 -  Request Informat ion Form 

 -  Product ion 

 -  Del ivery 

 -  Monitor  Per formance/Results 

  

4.5 Telemarketing 

 -  Fol low-up on Direct  Mai l  

 -  Fol low-up on Internet  Inquir ies 

 -  Who, How and When 

 -  Monitor  Per formance/Results  
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4.6 Sales Promotions 

 -  Trade Show Partnerships 

 -  Consumer Promot ions 

 -  Specia l  Offers 

 -  Bonus Awards 

  -  Monitor  Per formance/Results  

  

4.7 Events Marketing (Sponsorships)  

 -  Events Inter facing With Targeted Market  

 -  Cr i ter ia 

 -  Examples 

 -  Monitor  Per formance/Results 

  

4.8 Trade Shows/Consumer Exposit ions 

 -  Role 

 -  Dates 

 -  Steps to Maximize Effect iveness 

 -  Monitor  Per formance/Results  

 

4.9 Collateral  Materials 

 -  Corporate Brochure 

 -  Informat ion Packages 

 -  Pr ice L ist ,  Stay T imes, Add-ons 

 -  Audio/Visual /Mult imedia Shows 

 -  Budget Guidel ines 

 -  Monitor  Per formance/Results  

 

4.10 Quarterly Calendar 

 -  Monitor  Per formance 

 -  Measurement Against  Speci f ic  Goals 

 -  Adjustments and Ref inements to  

  The Market ing Communicat ions Plan 

   

 

 

5.0 Appendix A       (3 pages)  

  

5.1 Management Team 

-  Launch Task Force 

 

 

 

6.0 Appendix B       (1 page)  

  

6.1 Marketing Budget and Financial  Project ions 

 

 

 

       Total 28 – 33 pages 


