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Common-Sense-Marketing 

How To Create Your Ideal Marketing Plan  
First, you’ve got to put your proposed plan into the context of your overall business plan and your 
overall marketing objectives and strategy. 

So your business objective may be, for example to become the leading provider in our market with 
X different routes to market, and with clearly defined gross profits and net profits before tax. 

Your marketing objectives must then be clearly defined and quantified, and contribute to 
achieving the overall business goals e.g. to increase market share to 25%, or to create 55 new 
client accounts, or to increase sales turnover by 35%, or to add 75% to your monthly residual 
income. 

Next comes your marketing strategy, which defines HOW you are going to achieve your 
marketing goals and objectives  

This would normally involve an analysis of what’s commonly known as your ‘Marketing Mix’ or 
the’ four P`s; i.e. product, price, place (distribution), and promotion. 

Product 
The product decisions should consider all the product's advantages and how they will be leveraged.  
Product decisions should include: 

Brand name and packaging 
Quality standards 
Scope of product line and variations etc 
Warranty  

 
Price 
Discuss pricing strategy, expected volume, and decisions for the following pricing variables: 

List price  
Discounts  
Bundling of products 
Payment terms and financing options  
Leasing options  

 
Distribution (Place) 
Decision variables include: 

Distribution channels, such as direct, retail, distributors & intermediates, online 
Motivating the channel - for example, distributor margins 
Criteria for evaluating distributors 
Physical Locations  
Logistics, including transportation, warehousing, and order fulfilment  
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Promotion  
(This is where the core of your marketing plan activities are focused) 

 How are you going to position your business in the market place 
 What is the combination of offers you are going to make to capture enquiries and leads 
 What’s the sequence of ongoing nurturing and education that will gradually influence 
your prospects and encourage them to enquire and buy 

 How will you implement guarantees and risk reversal 
 What proof elements are you going to use in your marketing 
 How will written proposals or quotes be presented 
 How will your service and delivery or fulfilment elements help reinforce your USP and 
set you apart from competitors 

 
Advertising, including how much and which media. 
Public relations strategy 
Promotional programs 
Budget; determine break-even point for new customer acquisition 
Projected results and break-even of promotional campaigns 

A simpler summary marketing strategy might be summarized as follows: 

1. Create a unique positioning in the market that prospects and clients recognise and trust as 
their best choice in the market 

2. Generate a steady stream of 50 new qualified leads per month 
3. Improve the conversion into new clients by creating an added value sequence of nurturing 

and quotation follow-up communications 
4. Increase the uptake of cross-selling opportunities by existing clients 

YOUR MARKETING PLAN is where “the rubber meets the road” as the Americans say .i.e. it’s 
where you define and map out exactly WHAT you are going to do, WHEN it is going to happen, 
and WHO is responsible for doing it. 

You can find dozens of approaches for creating a marketing plan. For example, some will 
recommend you consider and document issues such as … 

1) Analysis of your company 
Detailing Goals, Focus, Culture, Strengths, Weaknesses, Market share 
 

2) Analysis of your customers 
Number, Type, Value drivers, Decision process, Concentration of customer base for 
particular products 
 

3) Analysis of your competitors 
Market position, Strengths, Weaknesses, Market shares 
 



3 
 

4) Analysis of the Macro-environmental Climate 
PEST analysis: Political and legal environment; Economic environment; Social and 
cultural environment; Technological environment 

SWOT Analysis: The firm's internal attributes can be classed as strengths and weaknesses. 
The external environment presents opportunities and threats. 

5) Market Segmentation 
Present a description of the market segments as follows: 
How the segment is defined; Percent of sales each segment represents; What they want; 
How they use product; Support requirements; How to reach them; Price sensitivity 
 

But the critical key to making the plan usable and an actionable tool is to KEEP IT SIMPLE. 
 

STEP 1: Define your product / service features and their various benefits 

See separate webinar titled “How to bring your products benefits alive in the mind of your 
customers and prospects 

STEP 2: Identify and define your Core Marketing Message 

This is probably the most important thing you can ever do to improve your marketing and 
sales results: 

The crux of your effective marketing is to create a message that speaks very powerfully to the 
needs of your prospective clients. This message then becomes the focus of all your marketing. 

The first step in creating your Core Marketing Message is to answer the following questions as 
carefully, and in as much detail as possible: 

1) Target Market 
What clients do you serve? Provide a detailed profile of your ideal client, including 
demographics e.g. their industry, type of business, job titles, socio-economic type e.g. 
lower, middle or higher income earners; their psychographic details e.g. their values, 
beliefs, character and interests/hobbies etc. 
 

2) Their Problem 
What problem, issue, frustration, pain, inconveniences, or challenges are your prospects 
facing which they are actively seeking a solution to? 
 

3) Your solution 
Explain exactly HOW your product or service solves the problems they are facing. Write 
down in detail the process your service delivery follows, or the way that your product is 
used or operates, or how your product is manufactured. Don’t make the mistake of 
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assuming that your prospects won’t be interested. 
 

4) Proof and Results 
Document in detail the before and after examples for as many of your customers or clients 
as possible i.e. this was their situation before working with us; here are the quantified 
effects of our solution e.g. % increase in productivity; £ increases in sales revenues; 
increase in % gross profit margins; number of man-hours or days saved; reduction in down-
time, or call-outs, or warranty claims etc. 

You also need to list references you have available, testimonials, documented case studies, 
laboratory or user test results; product or service accreditations 

5) Differentiation 
What makes you stand apart from your competitors? What makes you unique, memorable 
and special? What is it about your business that offers a true advantage to your customers 
compared to your competitors? 

I can’t emphasise enough the importance of working through these 5 key steps, because they will 
define the degree of success (or failure) of your business. Take as long as you need over the 
coming days, weeks and months to answers these five critical aspects to your Core Marketing 
Message. 

A key skill is to be able to verbalise your Core Marketing Message (this is particularly 
important for all directors or senior managers and everyone in your sales team who may be 
meeting prospects at various networking events or socially. 

So, when someone asks you what you do, 99% of people will simply say “I run (or work in) an 
XYZ business” but this done nothing to promote your cause. 

Instead here’s what you say to get their attention and interest… 

Don’t start talking about what you do, but tell them who you work with and what their problem is. 
This takes the focus off you and onto your clients and customers. Your words are focused on what 
you do for your clients and what benefits they get from working with you. This conveys the 
“What’s in it for me?” factor that your prospect wants to know. 

So someone asks “What do you do?” 

You respond,  

1) Target Market i.e. who you work with 

“I work with IT Directors in large-sized corporate businesses” 

2) Their Problem Communicate the problem or pain or predicament your prospects are 
experiencing in terms that are meaningful to them. 
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“…who are having difficulties in managing and coordinating multiple IT projects across 
different locations and different business units.” 

3) Illustrate with Stories and Examples Tell them more about the problem and recount 
stories of people/clients you have worked with 

“… Many IT Directors are finding that work is being duplicated unnecessarily, and that 
some systems don’t integrate with other parts of their operations because projects are not 
being coordinated effectively” 

4) Your Solution and Point of Difference  Tell them about your solution and what makes 
you different 

“… We’ve had fantastic results where our programmes provide a consistent management 
framework for all IT projects, which have speeded up delivery of projects by up to 35% 
and nearly always reduce costs quite significantly” 

STEP 3: Other than delivering your message face-to-face, you’ve next got to determine how 
you are going to convey your core marketing message to your market place. 

Your selection of which media to use to get your message across will have an enormous impact on 
the results you get from your marketing. 

Some Media Produce Higher Response Rates Than Others… 

 If you ever had the opportunity to run the exact same ad copy on every medium available, you’d 
probably find that the percentage of prospects who respond to your ad will be up to 100 times 
greater in some media than in others. 

Same ad; same copy; same offer – massive response difference. 

Why?   

Well, for one thing, there’s the competition.  If your sales message is just one in a big newspaper 
or magazine or clustered with others on TV or radio, not all readers will see or hear you – and 
therefore, the media will probably cost you less. 

On the other hand, if your sales message is delivered all by itself (as in direct mail or e-mail 
broadcasts), your response rate could be up to 100 times higher – and the media cost will also be 
higher. 

But there’s another, more crucial reason why the response rates produced by some media are so 
much higher than others … 
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The Importance of Accurate Targeting 

Media that produce the greatest response rates are invariably those that deliver your ad to your 
most qualified prospects.  Put simply, they allow you to select your audience using one of three 
general criteria … 

Factor 1. Geographic Selection:  
Some media – Posters, general-interest newspapers and tabloids and local TV and radio stations, 
for example – can’t guarantee who’ll see or hear your ad.   

Of course -- they’ve done readership or listenership research, so they can also give you a good idea 
of the average age and income level of their readers – and what percent are men vs. women.  But 
that’s about it.   

Beyond that, all they can really tell you for sure is the geographic area in which your ad will be 
seen -- a particular neighbourhood … Post code… city … county … region, for example.   

By their very nature, they can’t offer you the choice to advertise only to men or women or 
prospects above a particular income level. 

On the other hand, these media are extremely cheap.  So, if just about everyone in a particular area 
is a prospect for your product, these geographically defined media can actually be highly cost-
effective. 

But … 

If only women buy your product, you could be wasting up to half of your advertising budget – 
effectively doubling your media costs ...   

If only women over 50 are prospects, you could be quadrupling your media costs ...   

If only women over 50 with osteoporosis are prospects, you could be multiplying your media costs 
by a factor of ten …   

And if your best prospect is a woman over 50 with osteoporosis who would try an alternative 
treatment, and can afford your product, you could be wasting 99% or more of every advertising 
pound you spend. 

Factor 2. Demographic Selection: 
Because they exclude obvious non-prospects, media that deliver consumers based on their sex, 
sexual orientation, race or ethnic group, age, education, profession, income level, home ownership, 
etc. – tend to produce substantially higher response rates. 

Media that allow you to focus exclusively on the appropriate demographic for your product 
include … 
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Special-interest magazines:  Lad’s mags such as Loaded or FHM, and magazines such as What 
car? and Angling Times deliver mostly men.  Cosmopolitan, Elle and Woman’s Own give you the 
ladies.   Seventeen gives you young girls, and Guitar & Bass gives you young boys.  Yachting 
World gives you sailing enthusiasts … Sporting Gun gives you shooting enthusiasts … Amateur 
Gardening gives you gardening enthusiasts … ad infinitum. 

Special-interest cable and satellite channels:  Allows targeted advertising to every interest from 
travel to religion, art and crafts, business, jewellery and dating audiences. 

Special-interest web sites:  With millions of sites out there, it’s certain that you’ll find a site that 
delivers your prime demographic – and then place your banner adverts on that site.   

Plus, just about every special-interest magazine you can name has a website and most will allow 
you to place banners on their sites for a fee.  

Direct mail and e-mail lists:   
There are generally three kinds of lists:   

1) Compiled lists – lists of names and addresses that were compiled from public records.  Typical 
compiled lists include lists of addresses without names attached, (“occupant lists”), lists of people 
with drivers’ licenses, homeowners, plus lists of professionals and so forth.   

2) Inquiry lists – people who have asked for more information in response to a lead-producing ad, 
but who have not made a purchase. 

3) Buyer lists – people who have actually purchased a product (or donated money) as the direct 
result of a promotion sent to them by mail.  Naturally, these include the lists of people who 
subscribe to the specialty magazines as above. 

Depending on your product, all of these lists might give you the ability to ensure that your message 
is going to prospects who satisfy your demographic criteria – but because buyer lists contain the 
names of people who have actually spent money through the mail, they’re by far the most 
responsive of the three. 

Factor 3. Psychographic Selection:  
The greatest response rates you’ll find – by a long shot – are produced by media that allow you to 
select your prospects psychographically, e.g. by social class, personality or general approach to 
life. 

Psychographic selection allows you to choose prospects on the basis of their PROVEN interests, 
beliefs, fears and desires. 

“Proven” is the key word, here.  Psychographic media – mostly mailing lists and e-mail lists -- 
 deliver prospects who have actually purchased a product like yours through a medium like the one 
you’ll be using! 
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For each of the following media options, you need to ask yourself several questions. 

First, and most importantly, ask “How closely does this medium target my ideal prospects? It’s 
obvious, but the more you can eliminate wasted spend, the better.  

Media that deliver your ad to the gray masses are the cheapest on a Cost per thousand basis: 
 Posters, general-interest newspapers and tabloids, local TV and radio channels. 

Media that deliver your ad to better-defined audiences cost a little more:  Special interest 
magazines, cable or satellite channels and websites, for example. 

And the media that put your sales message only in front of people who are most highly 
qualified to buy your product charge out the most:  Highly selected direct mail and e-mail lists 
of people who have bought your type of product through this kind of medium in the recent past are 
at the top of the media cost pecking order (and usually, well-worth it!). 

Second, what level of competition exists? i.e. will you be advertising alongside dozens of 
competitors e.g. Google listings and Pay Per Click, trade directories, yellow pages etc. Ideally you 
want to minimise the amount of competition, so that your prospects are more likely to notice and 
read your sales messages, and less likely to be distracted or swamped by competing messages. 

Third, you must determine exactly how you can measure the response of your marketing activity. 
For example, are you sending people to a unique web landing page where visits or sign-ups can be 
measured? Are you including an 0800 telephone number which can be monitored? Will the 
medium you choose allow you to include a coupon which can be redeemed, and monitored? 

MEDIA OPTIONS OFFLINE 

Advertising in magazines, newspapers, directories (both display and classified ads) 

Posters 

Direct Mail to targeted prospects and customers (includes Sales letters and self-mailers – self-
contained mailers without an envelope) 

Postcards 

Leaflets and flyers 

Magazine inserts 

Door-to-door distribution (flyers and samples) 

Promotional gifts 

Signage (in-store, vehicles, uniforms etc.) 



9 
 

Point of sale, and Point of purchase 

Telemarketing 

Joint ventures and Host-recipient arrangements 

Radio advertising 

TV advertising 

Audio CDs / mp3s 

Video on DVDs  (interviews, presentations, welcome messages) 

Written reports and Buyer’s guides 

Consultation or interview transcripts 

Special events, open-days, demonstrations, road-shows 

Exhibitions 

Seminars and Events (free or paid-for) 

Printed literature (Brochures, case studies, testimonials and references) 

Sales presenters, PowerPoint presentations 

Quotation and tender documents 

Newsletters 

Press releases 

VIP or Preferred Customer Club or membership 

Networking 

Speaking engagements 

SMS Text messaging 
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MEDIA OPTIONS ONLINE 

Email marketing 

Web site (information-rich, value giving lead generation) 

A stand-alone web landing page on the web 

Google AdWords 

Re-Marketing 

FaceBook advertising 

Banner advertising or (Display advertising) 

Social Media (Twitter, LinkedIn, FaceBook etc.) N.B. you can boost initial responses by using the 
pay-per-click options that these different platforms offer (including ‘sponsored posts’ within the 
newsfeeds – known as ‘native advertising’. 

Teleseminars and Webinars 

Email newsletters (E-zines) 

Video (interviews, presentations, welcome messages) including YouTube 

Press releases and article submissions 

Search Engine Optimisation 

E-Bay and other trading platforms (Gumtree etc.) 

Competitions 

Affiliate networks 

Now of course, WHICH combination of media you should choose will be influenced by your 
specific chosen strategies, and will vary from business to business and product to product, 
according  to your prospects habits, buying processes and work environment. 

Make sure you commit your marketing plan to writing, in the form of a simple spreadsheet. We 
provide one for all members of the Marketing Mastermind Club with Priorities and Activities in 
the left hand column, and then columns across the top of “Steps Required”, “Who’s Responsible”, 
“Target Date For Completion” and then columns for the results of each activity, including “Cost 
per enquiry”, “% Conversion to Sales” and “Cost per sale” 
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You can obviously add your own columns as required. 

Other issues to consider in your marketing plan: 

Customer and Prospect Databases – this is the true raw material of your business. How big do 
you want to grow them? How well cleaned? Do they have email? 
 
How segmented in terms of products/services already purchased? 
 
What ongoing education programmes do you conduct with your customers? 
 
Do you use any contact management or CRM software? 

Test, test, test! 
Consider every individual marketing activity i.e. every mailing or emailing you send out, every 
individual advertisement, every exhibition etc. to be a stand-alone test where you measure your 
results and then tweak the next version to see if you can improve response. 

I recommend you go back through your notes, and make a commitment, and a time and date in 
your diary, to start reviewing your Core Marketing Message.  

Then you can identify your best marketing strategies, and then the plan of test activities and media 
you are going to use to get active in your market-place. 
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