The Marketing Plan
A marketing plan is a formal, written document that directs a company’s activities for a specific period of time.  It details analysis and research efforts and provides a roadmap for how a product will enter the market, be advertised and sold.  It also communicates the goals, objectives and strategies of a company to members of the management team.
Elements of a Marketing Plan

I. Executive Summary-  brief overview of the entire marketing plan- briefly addresses each topic in the plan and gives and explanation of the costs involved for implementing the plan

II. Situation Analysis 

A.  (SWOT)- strengths, weaknesses, opportunities, and threats

B. Environmental Scan (outside influences that may have an impact on an organization- (political,

Economic, socio-cultural, and technological (PEST)

III. Objectives – what the marketing plan will accomplish- use measurable objectives

A. Company’s mission

B. Marketing objectives

C. Financial objectives

IV. Marketing Strategies
A. Positioning and Points of Difference

B. Marketing Mix (four P’s)

V. Implementation – how the company will put the plans into effect- consider how to obtain the financial resources, management, and staffing necessary to put the plan into action
A. Organization

B. Activities and Responsibilities

C. Timetables – when each part goes into play

VI. Evaluation and Control-
A. Performance Standards and Measurements- how plan will be evaluated 

1. Marketing Objectives

2. Financial Objectives

3. Marketing Mix Strategies

B. Corrective Action

VII. Appendix- supplemental materials

