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4 Marketing Plan Is a part of a business plan for identifying your market, attracting prospects, converting
them into customers, and retaining them as customers.
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O Usually operates at two levels (strategic and tactical)
o Strategic to identify the overall market. 5 e 5l
o Tactical to execute on the marketing plan. il y (Sl e Sl

U Does not need to be long or expensive, it will help your set goals, implement strategies, and measure
results.
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Good Marketing Plan
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good marketing plan details what you want to accomplish and helps you meet your objectives. It should
Explain the impact and results of past marketing decisions.
Explain the target market in which your business is competing.
Set goals and provide direction for future marketing efforts that are attainable.
Set clear, realistic, and measurable targets.
Include deadlines for meeting those targets.
Provide a budget for all marketing activities.
Specify measures for all activities.

document that is used, maintained, and updated as your business grows and succeeds
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Good Marketing Plan
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Ask yourself these five critical questions:

1.

What is unique about your business idea? What is the general need that your product or service aims
to meet?

Who is your target buyer? Who buys your product or service now, and who do you really want to sell

to?

Who are your competitors? How can your small business effectively compete in your chosen market?
What positioning message do you want to communicate to your target buyers? How can you position
your business or product to let people know about your product?

What is your marketing strategy? How will you get your product or service in the hands of your

QO O @ v .anardesnet

customers?
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] ) S\TUATION
Q Situation —where are we now? oY sl ANALYSIS

O Objectives — where do we want to be? Jsa sl 3 5 ol S
Q Strategy — how do we get there? <« ladll cangl) 38as as
Q Tactics — how exactly do we get there? adzdll &l shill L
Q Action —what is our plan? & Gl e ddadl) A

Q Control — did we get there? Cslhaall Cangll Ula s Ja
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. Business Description
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Describe your business : (Mission statement, vision). (bl és lidiagall) @by alall ui jull Coca

U Long-term goals and objectives, profit, ROI, market share, expanding reach into existing set of

core customers, or expansion into new markets. g sl iad y (gaall 3 jpad Clall s gad) il sh Gl

O Organization : A o A gall
o Key personnel. s sall dpaddll &l jlgall

o Team overview. Janll 51 8 &l jlga
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O Products and/or services: — <leaaally cilaiidl

I
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o Value proposition, including the problem or the needs your product is solving for customers. dilaall il

o Key differentiators.  <UaYl 4x

o Sales trends and profitability (years, seasonality).

o Pricing overview. Dwndll
o Branding. Al Al
o Growth opportunities. sail) Lalas
o Target market. Coagiusall (3 sudl

describe your business ??
AN/ DES AN ety
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SR Market Research and Analysis
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U Gaining information about your target market and key factors that influence customers’ buying decisions

is typically one of the following :
o Quantitative Research: Statistical and uses mathematical analysis. (Dhibasl) oS

o Qualitative Research: Identifies key issues from collected data. (Slosalas) S
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U Generally, market research includes :

» Identifying and testing potential target markets. AU el Jae g Aagial) mil il dass
» Determining ideal customer profile and demographics for your products. eanll (g0 day il S palliad aaas
» Determining market influences on timing, pricing, service. ilaadll g Hlans¥l 5 il Y il ppaas
» Gauging economy and buyer confidence. Slandl A8 o 55 LY ol bl b e Sland) S sl 5 SLaBY) 48
» Conducting competitive analysis. Omdliall iy Jae g S ] Al < jaall aaa3
» Testing perceptions towards brands, companies, images, packaging. & Seall 21,0 s
» Measuring customer satisfaction and benchmarking satisfaction against competitors. sl La; s30 il
> Capturing key criteria for your SWOT analysis. g Bl e
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SWOT analysis is a tool for auditing an organization and its environment.

It is the first stage of planning and helps marketers to focus on key issues.

Lol 8 B aal e 58 5l ) gl aeluy s Jayadill dlee 8 <l shall (ol 8 il sall acloy Jila3 s

Strength
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O Your specialist marketing expertise. S8 Basadl panadia
U A new, innovative product or service. Byaa Cledd ¢ Cladiia
U Location of your business. 3 Al jaae &6 HLadl
U Quality processes and procedures. Cilatiall 33 gall daylia

O Any other aspect of your business that adds value to your product or service.
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O Lack of marketing expertise. Chagnad o) A Sl Y

O Undifferentiated products or services — <lwdlial il 3aoa Gladie o s Y

U Location of your business. By Aikaie (& (il OS6 Liia)
O Poor quality goods or services. gy latiall 33 ga
U Damaged reputation. PIGRAIPLING PO

QOO @ v .anardesnet

. Opportunity -
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U A developing market such as the Internet. i Y] JMA (e aaa (3 sul Jsi0
O Moving into new market segments that offer improved profits. eaall (5 AT il p& i)
O A new international market. e Gow Jsio
O A market vacated by an ineffective competitor. Sl o eilia z 5 5

QO O @ v .anardesnet
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Q A new competitor in your home market. Gomll A aaa (il ) gela
U Price wars with competitors. Cpadliddl G la¥) g s
O A competitor has a new, innovative product or service. B lead  Cladiia 4gal dlial)

O Competitors have superior access to channels of distribution. _88 4y gus &l 438 8 cludlia 29

U Taxation is introduced on your product or service. elilatie Je & gall e il il (2 8
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Determining the price you want for your product or service can be challenging if you don’t have some

10

historical price and demand data. Ways to determine your price include :

O What is your cost of doing business? Sely Galdl) i ) o L) 4813 L
O What is the cost to manufacture your product? faal g miie o L) 2415 L
U What is your break-even point? fdabarl) Aats (35 e
Q What amount do you need to charge to be profitable? S (a0 (S lea sllaall 4080 Lo
O What amount are customers willing to pay? Fllls o aall Ly iy AN A0S e
O What are competitors Pricing? Sopmadlidl el L
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You do not need serve everyone, but your customers’ needs should be well-defined.

O Whatis your current customer base(age, sex, income, and location)? 4l & gaall UL
O What habits do your customers and prospects share? ) 5 clalad)
O Where do they shop, what do they read, watch, or listen to? Clalaia ¥l g S gLl

O Which prospects are you currently not reaching? How can you reach them? ¢3eall il )4

QOO @ v .anardesnet
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O What qualities do your customers value most about your product or service? sl 8 allall Clatiall 326
O Do they value selection, convenience, service, reliability, availability, or affordability? Al dagll
Q Would you attract more customers? S Slandl o 2y 3l Xind o
U What qualities do prospects want you to change about your product or service? 4l gl Clatiall 3352

O What are the advantages for modifying your product? ¢ifleas 5 cilaiie Jpaad (e dlile 3523 Cgu () Ol jaeall 4 L

QO O @ v .anardesnet
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U It's not difficult to identify your competitors. However, it may be challenging to compile complete data.

You may be successful by:

o Visiting their location (if possible). Al < agle (i paall ST 1Y) cpunadliall (S 5 ) 3
o Browsing their website. ol S A a8 pall i
o Talking to their customers. alerd 5 Guailiall e e Dlanll Lia ) (520 48 20 5 agiDland Ciaaill
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Competitive analysis should include: ey O cng Gpedlaall Cany
Who are your major competitors? Sl (pandlia © aal a8 (g
what are their products, pricing, and strengths and weaknesses? —iall s 5 il Ll 5 b jlaud 5 cilaadll 5 cilatiall
How much do they spend on brand positioning, advertising, and promotional sales? & <l o sl cas
Sanll (g pe 5 lBle Y g & jlall Aadladl g ghat 5 agilaiial (g gudil)

How else do they reach customers? fogiDlanl () shiay S
Do they have new or improved products? 5 she B Gledd 5 Cilalie sl Ja
Have they entered new markets or territories? Sgalle (3 gl o alala saaa (3l sul 8 Guliall a5y Ja
What benefits or value do competitor products offer their customers? ey Al il el (2 L
How do your products differ from competitors? € Cmlial) Cilatia o 42 (o3 i) Caliny (oS

QO O @ v .anardesnet

. Who are your major competitors?
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Marketing Goals and Objectives
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1 SPECIFIC

What do | want to accomplish?

, ' MEASURABLE
> PrOfItS Cu‘)y\ 2 How will I know when it is accomplished?
» Market share 38 g daid
> Brand Awareness 2\""_)@‘ Z\AML, =y How can the goal be accomplished?

Does this seem worthwhile?

5 TIME BOUND

When can | accomplish this goal?

QO O @ v .anardesnet
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U Once you've defined your marketing goals and objectives, you need to develop a marketing
strategy or idea on how you put your goal into action to achieve profitable success. A basic

example includes: Calaal) o3a Gaiail duail iuY) ana s gakiiu ol LAl ol Caas 1)

> Goal: Gain 10% more customers within the next 12 months. 4is M %)+ Jaras o Daall Zaud 334 ) 1caagl)
» Strategy: Change the color of your product’s packaging to make it more appealing and entice

customers to choose it. REENPS DR SLEN N PENG EN |8 A Ve SRR WEN AR
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| Marketing Strategies
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U Marketing strategies are generally concerned with ¢ Ps:

o Product : What is the right product or product improvement? ¢ il s cilaiiall aal o Lo il

o Pricing : What is your price? fliall jaudl s L

Is it in line with current economic conditions and/or competitors? Does it support your product positioning?

o Placement : Are we targeting the right customer base at the right locations?9cuutiall ¢Sall (8 duulia day yd & al Ja

o Promotional : How can we gain more publicity or increase awareness? bl ¢Slaall e 5 (10 3 359 Al aniSS Cas

QO O @ v .anardesnet
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Marketing Methods
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U Part of the challenge of marketing is determining which distribution method and placement

strategy to use for your business.

o Retalil 4 il il
o Direct or Print Mail daa¥) JBa (e
o Telemarketing Ol JMA e
o Digital Marketing Sl G el
o Sales Force Uaaia Cilaase (31
o Advertising Sde Yl
o Networking ClBle Ayl
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Marketing Budget
ANA@DES e

O Determine marketing line items by answering these questions:

-

o What previous marketing methods have been most effective? Uy dadiinall Aladll 3Lkl ST L
o What are your costs compared to sales? Shlazaally 4 lie il o Le
o Whatis your cost per customer? fas) gl Jraal) 480<5 L
o What marketing methods will you use to attract new customers? 202 ¢ Slee dal et Sl 44y i Le

o What percentage of profits can you allocate to your marketing campaign? felidlan (o 4lfia (o3 Crulall L

o What marketing tools (newspapers, magazines, Internet, social media, direct mail, telemarketing, event
sponsorships) can you implement within your budget? el i (para (0 Lgaadinl gdans Al AiSle ) Jilugll o L

o What methods are you using to test your marketing ideas? € Laa 3 Lgeadins Al Bl gl L

o What methods are you using to measure results of your marketing campaign? sl lgaadins Al Jilusll L
€48 gl Sl 3 Adadl) il
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Success Measurements
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O Sales: Sl

* How many products did you sale? i ) sl sse <
» How many proposals did you submit and how many did you win? Aglad Gl s oS g lilatial (a je il B e oS
* What were your projected and actual sales? 94 1ral) Cilagaalls 45 jlie 428 giall chilayie cailS 13l

O Return on Investment; JLiiuy) (e i)

How much profit did you receive after deducting expenses? $ld 5 padll Gl aay (Giaall galddl 2ilall Lo
O Web Site: a@sdl &l 45

*  How many people clicked on your web page? fely palall ad sall il jaill aae oS
«  Did more click on your web site after your ads campaign? €5 3AY) Dl V) dlilea 33Uail 2y STl i i Ja
*  How many requested additional information? Sebilasd Jualdi e Jlpul] Ciela 1) ALY 3 oS
¢ How many became leads? 3 s Ay | 5ald ) () slainall ¢Dlanll 22 e
*  How many became new customers? fiia ad Jaee oS
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O Customer Satisfaction: 3wl L,

»  Are your customers satisfied with your products? FaS Ay g eliladd 5 Slatiia e G gl ) lidlee Ja
* Do they have brand loyalty? 93 jlall cliadle olad oY 5 lidlas (53l maal Ja
*  Are they repeat customers? 550 (e SESH gyt Gaaily @iMae | gasal dlidlee Ja

O Phone Calls or Presentations; 4silel) culall<all
* How many did you make in a week, month, quarter, and year? fia Al GLadlSall s oS

*  How many did it take to lead to a customer? S ot Jaae ()l g Al oS

_ 0 e . . www.anardes.net _

Any Questions ?
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Thanks
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