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(Client Business Logo if available)
It’s Your Time to Shine!
Develop a Customized Plan to Communicate the Benefits of 
Your Product or Service with your Consumers in VT and Beyond
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Business Summary
Our Business – Situation Analysis
[Company name] is located in [location of HQ]. The company’s vision is (vision here). Our core values encompass: (core values here). The company’s mission is to [mission statement]. The WHY.
Our Marketing Leaders
[Marketing Leader 1] Name of person who is responsible for creating the plan, overseeing implementation, and measuring results.
[Marketing Leader 2] Name of person who will help execute the plan: buy and place advertising, do creative, write news releases, take on the tasks to achieve the objectives.
[Marketing Leader 3, 4 etc.] Name of potential person or persons to assist Marketing Leader 2.
SWOT Analysis
To help the brand lean into what it does well, improve upon what it doesn’t do well, capitalize on what it can do, and defend against what could challenge it. With that in mind, here is our SWOT analysis for [current year].
	Strengths
	Weaknesses
	Opportunities
	Threats

	What we’re good at. What’s working. What our customers like about us.
	What we want to fix. What we want to strengthen. What we want to become more efficient at.
	What the industry might soon want.
What we think we’ll be good at. What will be our difference-maker. 
	What we think could hinder our growth. What/who we think could take our customers.
(Impact of COVID-19 for example)

	[Enter strengths here]
	[Enter weaknesses here]
	[Enter opportunities here]
	[Enter threats here]



Our Brand – Our Promise
How is our business perceived by those who experience it? More than simply a name, term, design, or symbol, our brand is the recognizable feeling a product or business evokes. It’s a promise to our people. How does that translate to our business?
Brands are perceptions, and they live in the mind. They live in the minds of everyone who experiences them: employees, investors, the media, and, perhaps most importantly, customers.
Your brand is a key to your success, and you can help it evolve to be your business’ most valuable asset.
[bookmark: 8a59lxy0qk5b]

Business Initiatives
[Company name] has the ambitious goal of [overarching company goal]. To help the business do that, our marketing person or team will pursue the following initiatives in [current year]:
Initiative 1
Description: [Example: Over the next 12 months, we’ll work on building a website that becomes a go-to resource for our customers’ burning questions -- and our number-one source of leads month over month.]
Goal of initiative: [Example: To increase our website’s rank on Google and create critical top-of-the-funnel marketing content that helps us start more conversations with prospective customers.]
Metrics to measure success: [Example: 50,000 organic page views per month 10 content downloads per month]
Initiative 2
Description:
Goal of initiative:
Metrics to measure success:
Initiative 3
Description:
Goal of initiative:
Metrics to measure success:
Initiatives Reflecting the Impact of COVID-19
Description: Over the next month, six months, one year and 18 months, we will implement the following action steps to reopen/restart our business. The VtSBDC Recovery Roadmap provides Messaging action steps to get started. 
Goal of initiatives:
Metrics to measure success:
[bookmark: x36ytrxbjheh]Target Markets
Business to Business
In [current year], we’re targeting the following businesses or organizations where we’ll sell our product or service and reach out to customers:
[Business 1]
This includes [sub-industries where your business might target more specific segments of your audience]. [Example: Industry 1: Food and Beverage. This includes restaurants, bakeries, etc.] 
[Business 2]
This includes [sub-industries where your business might target more specific segments of your audience]. (Example: if you are a restaurant owner, this includes corporations for business meetings/luncheons, or hospitals for lunch specials, etc.)
Business to Consumer
Within our target market(s), we’ve identified the following buyer personas to represent our ideal customers:
[Buyer Persona 1]
[Buyer Persona 1] is [age range] years old. S/he works in [job title or industry name] for a living and spends his/her free time [describe lifestyle, family size, etc.]. Ultimately, [Buyer Persona 1] wants [personal or professional challenge(s) that your business will try to solve]. 
[Buyer Persona 2]
[Buyer Persona 1] is [age range] years old. S/he works in [job title or industry name] for a living and spends his/her free time [describe lifestyle, family size, etc.]. Ultimately, [Buyer Persona 1] wants [personal or professional challenge(s) that your business will try to solve]. 
Competitive Analysis
Within our target market(s), we expect to compete with the following companies:
[Company 1]
Products we compete with: [This competitor’s product/service, what it does, and what it might do better than yours]
Other ways we compete: [Example: This competitor places advertising in all of our local newspapers and is now a household name]
[Company 2]
Products we compete with:
Other ways we compete:
[Company 3]
Products we compete with:
Other ways we compete:
[Company 4]
Products we compete with:
Other ways we compete:
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Market Strategy
Product or Service
[Describe the products with which you will enter the target market described in the section above. How will this product solve the challenges described in your buyer persona description(s)? What makes this product different from (or at least competitive against) your competition?] What is your value proposition?
Price
[How much are you selling this product for? Is it competitive? Realistic for your customers’ budget? Will you run any seasonal promotions/discounts associated with this product?]
Promotion
[How will you promote this product? What about this content will drive value into your product?]
People
[Who in your business or network plays a role in your market strategy? Describe what each of them will do to bring your market strategy success.]
Process
[How will the product be delivered to your customer? Is it an ongoing service? Can they only buy in-store, or can they buy online?]
Physical Evidence
[Where is your product displayed? If you sell an intangible product, how would customers discover visible evidence of your business?]  
Other Considerations
What is your town known for? Does your business fit into that mindset/theme? Think about how you can add value to your town’s value proposition.
[bookmark: fd79515vd3zk]

Budget
Over the course of [current year], given the dollars allotted, we expect to invest in the following items to ensure we meet the objectives outlined in this marketing plan:
	Marketing Expense
	Estimated Price

	Branding Tools: Logo, Tagline, Creative for Traditional/Social Media Use
	 

	Marketing Software
	 

	Event 1 [Hosting or Attending] – Online or Off
	 

	Event 2 [Hosting or Attending]
	 

	Content Sponsorship [time period of campaign]
	 

	SEO/Pay-per-click (Google)
	 

	Website Development/Enhancement
	 

	Paid Advertising/Media Placement
	 

	Collateral Materials
	 

	COVID-19 Reopen Support/Messaging Materials
	 

	Outsourcing
	

	Total
	[Total Marketing Expense for Current Year]
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Marketing Channels
Over the course of [current year], we will launch/ramp up our use of the following channels for educating our customers, generating leads, and developing brand awareness:
[Website/Publication 1]
Purpose of channel: [Example: Brand Awareness]
Metrics to measure success: [Example: 50,000 unique page views per month]
[Website/Publication 2]
Purpose of channel:
Metrics to measure success:
[Website/Publication 3]
Purpose of channel:
Metrics to measure success:
[Social Network 1]
Purpose of channel:
Metrics to measure success:
[Social Network 2]
Purpose of channel:
Metrics to measure success:
[Social Network 3]
Purpose of channel:
Metrics to measure success:
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Marketing Tactics
Over the course of [current year], we will develop and implement the following tactics to accomplish the goals described above:
[Creative/Design: Logo, Colors, Fonts, Creative Focus to Communicate Your Brand]
List here
[Website Development, Look, Functionality, and Maintenance, ecommerce(?)]
List here
[Collateral Materials Needed – online and offline]
List here
[Event Hosting & Sponsorships – Online options]
List here
[Paid Advertising: Print, Broadcast, Online]
List here
[Facebook/LinkedIn Page Creation & Strategic Posting]
Describe here
[Instagram, Twitter, Blog, Other]
Describe here – strategic interaction with “like” pages, post to educate, use of hashtags, connect with higher profile sites – for example, online tourism websites, TripAdvisor, AirBNB etc.
Award Submissions
What kind of awards are given for my industry? How do I apply?
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Public Relations – The Art & Science of Building Mutually Beneficial Relationships
Over the course of [current year], we will develop and implement the following public relations action steps to build relationships with our customers/clients, employees, vendors, media, and community partners:
[Internal Communications Plan]
List here – how do you communicate with your staff? Is there open communication, advance notice of changes, etc.
[Customer/Client Communication]
List here
Action Steps and Response Strategies (including Crisis/Disaster Communication Plan)
Message Strategies & Spokesperson(s)
[Vendor and Media Relationships]
Describe here
[Community Partners]
List here
[Opportunities for Community Relationship Building]
Describe here
[Media Contacts and Opportunities for Media Relationship Building]
Describe here
[Evaluation/Measurement]
Describe here how this is measured: Visits to website, phone calls or store visits, attendance at events, social media “likes,” etc.
“In business for yourself not by yourself”
For additional resources visit our website
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