Marketing Plan Versus Business Plan
Of course, firms consider more than marketing when they make plans and therefore commonly develop business plans as well. Yet as this book highlights, marketing constitutes such an important element of business that business plans and marketing plans coincide in many ways.3 Both marketing and business plans generally encompass the following:
1. Executive summary
2. Company overview
3. Objectives/goals, usually according to strategic plan and focus
4. Situation analysis
5. STP analysis (market/product/customer analysis)
6. Marketing strategy
7. Financial projections
8. Implementation plan
9. Evaluation and control metrics
However, a business plan also includes details about R&D and operations, and both documents may feature details about other key topics, depending on the focus of the company and the plan.


Structure of a Marketing Plan
This section briefly describes each of the elements of a marketing plan.4

Executive Summary
The executive summary essentially tells the reader why he or she is reading this marketing plan—what changes require consideration, what new products need discussion, and so forth—and suggests possible actions to take in response to the information the plan contains.
Company Overview
In this section, the plan provides a brief description of the company, including perhaps its mission statement, background, and competitive advantages.
Objectives/Goals
This section offers more specifics about why readers are reading the marketing plan. What does the company want to achieve, both overall and with this particular marketing plan?
Situation Analysis
Recall from Chapter 2 that a situation analysis generally relies on SWOT considerations; therefore, this section describes the strengths, weaknesses, opportunities, and threats facing the company.
STP Analysis
The analysis proceeds by assessing the market in which the company functions, the products it currently offers or plans to offer in the future, and the characteristics of current or potential customers.
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Marketing Strategy
The marketing strategy may be very specific, especially if the plan pertains to, for example, a stable product in a familiar market, or it may be somewhat open to varied possibilities, such as when the firm plans to enter a new market with an innovative product.
Financial Projections
On the basis of the knowledge already obtained, the marketing plan should provide possible developments and returns on the marketing investments outlined in the marketing strategy.
Implementation Plan
This portion of the marketing plan includes the timing of promotional activities, when monitoring will take place, and how expansions likely will proceed.
Evaluation and Control Metrics
The firm must have a means of assessing the marketing plan's recommendations; the marketing plan therefore must indicate the methods for undertaking this assessment, whether quantitatively or qualitatively.
Appendix
The final section(s) offers additional information that might be of benefit, such as a list of key personnel, data limitations that may influence the findings, and suggestions of the plan, relevant legislation, and so forth.


Linguistic and Visual Suggestions
Again, recall that all marketing plans differ, because all firms differ. However, just as rules exist that dictate what makes for good writing, some rules or guidelines apply to all well-written marketing plans
10. Maintain a professional attitude in the writing and presentation.
11. Keep descriptions and summaries concise. Get to the point.
12. Use standard, edited English.
13. Proofread the entire plan multiple times to catch grammatical, spelling, or other such errors that could dampen the professionalism of the writing.
14. Adopt a businesslike tone; avoid flowery or jargon-filled writing.
15. Employ direct, rather than passive, and present, rather than past, tense whenever possible (e.g., “We plan to achieve 30 percent growth in two years” rather than “The plan was that 30 percent growth would be achieved by the firm within two years”).
16. Be positive.
17. Yet avoid meaningless superlatives (e.g., “Our goal is tremendous growth”).
18. Be specific; use quantitative information whenever possible.
19. Insert graphics to convey important concepts succinctly, including photos, graphs, illustrations, and charts.
20. However, avoid using so many visual elements that they clutter the plan.
21. Lay out the plan clearly and logically.
22. Organize sections logically, using multiple levels of headings, distinguished clearly by font differences (e.g., bold for first-level heads, italics for second-level heads).
23. Consider the use of bullet points or numbered lists to emphasize important points.
24. Exploit modern technology (e.g., graphics software, page-layout software, laser printers) to ensure the plan looks professional.
25. Adopt an appropriate font to make the text easy to read and visually appealing—avoid using anything smaller than 10-point font at a minimum.
26. Avoid unusual or decorative fonts; stick with a common serif type to make the text easy to read.
27. Consider binding the report with a clear cover and an attractive title page.
Generally aim for a plan that consists of 15–30 pages.
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