Marketing Plan Template

1. Business & Marketing Overview
Business Name:

Business Owner/Founder:

Date:

Marketing Plan Period:
From ______________ to ______________
Business Description
Briefly describe the business, what it offers, and the problem it solves.
Example:
Strategic Growth Solutions provides leadership and business development coaching to entrepreneurs and small-business owners who need practical strategies to move from an idea to a sustainable business.
Mission
What is the purpose of your business?

Marketing Goal
What do you want your marketing efforts to accomplish?


2. Marketing Objectives
Define 3–5 measurable marketing objectives.
	Objective
	Target
	Deadline
	Measurement

	Increase website traffic
	+25%
	6 months
	Google Analytics

	Grow email list
	500 subscribers
	6 months
	Email platform

	Increase social engagement
	+30%
	90 days
	Social analytics

	Generate leads
	100 leads
	6 months
	CRM/forms

	Increase sales
	$25,000
	12 months
	Sales records


SMART Objective
Specific: What exactly do you want to accomplish?
Measurable: How will you measure success?
Achievable: Is the goal realistic?
Relevant: How does it support the business?
Time-Bound: When will it be completed?
SMART Goal:


3. Target Market
Describe the people most likely to purchase your product or service.
Primary Target Customer
Age: ______________________
Gender: ______________________
Location: ______________________
Income Level: ______________________
Occupation/Industry: ______________________
Education: ______________________
Interests: ______________________
Buying Behavior: ______________________
Customer Needs
What problem does your customer have?

What does your customer want?

What prevents your customer from purchasing?


4. Customer Persona
Create a realistic profile of your ideal customer.
Persona Name

Who are they?

What problem are they trying to solve?

What motivates them?

Where do they search for information?

What influences their purchasing decision?

Why would they choose your business?


5. Market & Competitive Analysis
Identify your competitors and evaluate your position in the market.
	Competitor
	Strengths
	Weaknesses
	Price
	Opportunity

	Competitor 1
	
	
	
	

	Competitor 2
	
	
	
	

	Competitor 3
	
	
	
	


Competitive Advantage
What makes your business different?

Unique Selling Proposition — USP
Complete the statement:
We help [target customer] achieve [desired result] by [unique solution].


6. Brand Positioning
Brand Promise
What do customers consistently receive from your business?

Brand Personality
Select or describe your desired brand personality:
· Professional
· Innovative
· Approachable
· Educational
· Inspirational
· Premium
· Authentic
· Bold
· Community-focused
· Other: __________________
Brand Message
What is the primary message you want customers to remember?


7. Marketing Strategy
Determine how you will reach your target audience.
Product/Service
What are you selling?

What problem does it solve?

What makes it valuable?

Price
What will you charge?

How does your pricing compare with competitors?

Place
Where will customers purchase or access your product/service?
· Website
· Physical location
· Online marketplace
· Social media
· Events
· Retail
· Other: __________________
Promotion
How will you communicate with your target audience?
· Social media
· Email marketing
· Content marketing
· SEO
· Paid advertising
· Networking
· Public relations
· Events
· Partnerships
· Referral marketing
· Influencer marketing
· Other: __________________

8. Marketing Channels
	Channel
	Purpose
	Target Audience
	Frequency
	KPI

	Website
	
	
	
	

	LinkedIn
	
	
	
	

	Instagram
	
	
	
	

	Facebook
	
	
	
	

	Email
	
	
	
	

	YouTube
	
	
	
	

	Events
	
	
	
	



9. Content Marketing Strategy
Content Goals
What should your content accomplish?
· Educate
· Build trust
· Generate leads
· Increase awareness
· Establish expertise
· Drive sales
· Build community
Content Pillars
Identify 3–5 major topics your brand will consistently discuss.
Pillar 1: __________________________
Pillar 2: __________________________
Pillar 3: __________________________
Pillar 4: __________________________
Pillar 5: __________________________
Content Types
· Blog articles
· LinkedIn posts
· Videos
· Podcasts
· Newsletters
· E-books
· Guides
· Webinars
· Case studies
· Infographics
· Templates
· Checklists

10. Marketing Campaign Plan
Campaign Name

Campaign Objective

Target Audience

Core Message

Offer/Call to Action

Campaign Channels

Campaign Dates
Start: ______________
End: ______________
Campaign Budget
$________________
Success Metrics


11. Marketing Budget
	Marketing Activity
	Monthly Budget
	Annual Budget

	Advertising
	$
	$

	Website/SEO
	$
	$

	Social Media
	$
	$

	Email Marketing
	$
	$

	Events
	$
	$

	Content Creation
	$
	$

	Graphic Design
	$
	$

	Other
	$
	$

	Total
	$
	$



12. Sales & Marketing Funnel
Map how someone moves from discovering your business to becoming a customer.
Awareness
How will people discover you?

Interest
How will you keep their attention?

Consideration
How will you demonstrate your value?

Conversion
What will encourage them to purchase?

Retention
How will you keep customers engaged?

Advocacy
How will satisfied customers recommend your business?

Marketing Funnel:
Awareness → Interest → Consideration → Conversion → Retention → Advocacy

13. Marketing Calendar
	Month
	Campaign
	Content Focus
	Channel
	Promotion
	KPI

	January
	
	
	
	
	

	February
	
	
	
	
	

	March
	
	
	
	
	

	April
	
	
	
	
	

	May
	
	
	
	
	

	June
	
	
	
	
	

	July
	
	
	
	
	

	August
	
	
	
	
	

	September
	
	
	
	
	

	October
	
	
	
	
	

	November
	
	
	
	
	

	December
	
	
	
	
	



14. Key Performance Indicators — KPIs
Track the metrics that matter most.
Awareness
· Website visitors
· Social media reach
· Impressions
· Brand searches
· Media mentions
Engagement
· Likes
· Comments
· Shares
· Saves
· Email open rate
· Video views
Lead Generation
· Website inquiries
· Form submissions
· Email subscribers
· Consultation requests
· Downloads
Sales
· Number of customers
· Conversion rate
· Revenue
· Average order value
· Customer acquisition cost
Retention
· Repeat purchases
· Customer retention rate
· Referrals
· Customer lifetime value

15. Implementation Action Plan
	Action Item
	Responsible Person
	Start Date
	Deadline
	Status

	
	
	
	
	☐ Not Started

	
	
	
	
	☐ In Progress

	
	
	
	
	☐ Complete

	
	
	
	
	☐ Not Started

	
	
	
	
	☐ In Progress



16. Marketing Plan Review
Review your marketing performance regularly.
What is working?

What is not working?

What should we stop doing?

What should we start doing?

What should we continue doing?

What opportunities have emerged?

What changes should be made?


17. Executive Marketing Summary
Complete this section after developing the full plan.
Our target customer is:

Their primary problem is:

Our solution is:

Our competitive advantage is:

Our primary marketing channels are:

Our primary marketing objectives are:

Our marketing budget is:

Our most important KPIs are:

Our expected outcome is:





Marketing Plan Template — With Instructions & Example
Purpose: This template helps you turn your business goals into a practical plan for reaching your target customers, communicating your value, generating leads, and increasing sales.

1. Business & Marketing Overview
What is this section?
This section introduces the business and explains what the marketing plan is designed to accomplish.
What information should you include?
Include:
· Business name
· Owner/founder
· Type of business
· Products or services
· Marketing period
· Mission
· Overall marketing goal
· Brief description of the customer problem you solve
Template
Business Name:

Business Owner/Founder:

Marketing Plan Period:
From ______________ to ______________
Business Description:


Mission:


Overall Marketing Goal:


Example
Business Name: Strategic Growth Solutions
Business Owner: Barbara M. Soto
Marketing Plan Period: January–December 2027
Business Description:
Strategic Growth Solutions provides business strategy and leadership coaching to entrepreneurs and small-business owners who need practical tools to organize their ideas, develop a business strategy, and create sustainable growth.
Mission:
To help entrepreneurs transform ideas into organized, strategic, and sustainable businesses.
Overall Marketing Goal:
Build brand awareness, generate qualified leads, and establish Strategic Growth Solutions as a trusted resource for entrepreneurs and small-business owners.
Why it matters
Someone reading your marketing plan should understand the business and the purpose of the marketing effort within a few minutes.

2. Marketing Objectives
What is this section?
Marketing objectives identify what you want your marketing activities to accomplish.
Your business goal might be:
"Grow the business."
Your marketing objective makes that goal measurable:
"Generate 100 qualified leads through the website within six months."
What information should you include?
Your objectives should ideally be SMART:
· Specific
· Measurable
· Achievable
· Relevant
· Time-bound
Template
Objective 1:

Objective 2:

Objective 3:

Example
	Objective
	Target
	Deadline
	Measurement

	Increase website traffic
	25%
	6 months
	Website analytics

	Grow email list
	500 subscribers
	6 months
	Email platform

	Generate leads
	100 leads
	12 months
	Lead forms

	Increase social engagement
	30%
	6 months
	Social analytics


Example SMART Objective
Increase qualified website leads by 25% within six months through SEO, educational blog content, downloadable business templates, and LinkedIn marketing.
Why it matters
Without measurable objectives, you may be marketing without knowing whether the marketing is working.

3. Target Market
What is this section?
This section answers:
Who are we trying to reach?
A common mistake is saying:
"Everyone who needs our product."
A stronger marketing plan identifies a specific audience.
What information should you include?
Consider:
· Age
· Location
· Occupation
· Industry
· Income
· Education
· Interests
· Needs
· Problems
· Buying behavior
· Where they spend time online
· What influences their decisions
Template
Primary Target Customer:

Age:

Location:

Occupation/Industry:

Income Level:

Interests:

Primary Problem:

Primary Need:

Buying Behavior:

Example
Primary Target Customer:
Aspiring entrepreneurs and small-business owners.
Age:
25–55
Location:
United States, with an initial focus on Virginia and Puerto Rico.
Occupation/Industry:
Entrepreneurs, consultants, coaches, service providers, and small-business owners.
Primary Problem:
They have a business idea or existing business but lack a clear strategy, organized planning process, or marketing direction.
Primary Need:
Simple, practical tools that help them organize their business and marketing decisions.
Why it matters
Your target market determines what you say, where you say it, and how you say it.

4. Customer Persona
What is this section?
A customer persona turns your target market into a realistic individual example.
Instead of thinking:
"Entrepreneurs ages 25–55"
you can think:
"Meet Maria. She is a 38-year-old consultant who has been operating for two years but doesn't have a formal marketing strategy."
What information should you include?
Describe:
· Who they are
· Their goals
· Their problems
· Their frustrations
· Their motivations
· Their purchasing concerns
· Where they get information
· Why they would choose you
Template
Persona Name:

Age:

Occupation:

Business/Industry:

Goals:

Challenges:

Motivations:

Concerns About Buying:

Where They Get Information:

Why They Would Choose Your Business:

Example
Persona Name: Maria
Age: 38
Occupation: Independent business consultant
Goals:
Maria wants to increase her clients and create a more professional business operation.
Challenges:
She struggles with marketing consistency and does not know which marketing activities deserve her limited time and budget.
Motivation:
She wants predictable growth and greater confidence in her business decisions.
Buying Concern:
She doesn't want to spend money on complicated consulting programs that don't provide practical tools.
Information Sources:
LinkedIn, Google, podcasts, webinars, business blogs, and professional networking groups.
Why it matters
A persona helps you create marketing that speaks to a person rather than a demographic.

5. Market & Competitive Analysis
What is this section?
This section examines the businesses competing for your customer's attention and money.
Your competitors aren't necessarily businesses selling exactly the same thing.
They can also be:
· Direct competitors
· Indirect competitors
· Substitute solutions
· Free resources
· Do-it-yourself alternatives
What information should you include?
Research:
· Competitor products/services
· Pricing
· Strengths
· Weaknesses
· Marketing channels
· Customer experience
· Positioning
· Gaps in the market
Template
	Competitor
	Strengths
	Weaknesses
	Price
	Opportunity

	Competitor 1
	
	
	
	

	Competitor 2
	
	
	
	

	Competitor 3
	
	
	
	


Example
	Competitor
	Strengths
	Weaknesses
	Price
	Opportunity

	Business Coach A
	Strong personal brand
	Limited templates
	High
	Offer affordable tools

	Consulting Firm B
	Established reputation
	Less personalized
	High
	Offer accessible support

	Online Course C
	Low price
	Self-paced
	Low
	Add personalized guidance


Competitive Advantage
Strategic Growth Solutions combines structured business planning tools with practical leadership and marketing guidance designed for entrepreneurs who want an accessible alternative to traditional consulting.
Why it matters
You need to understand why someone should choose you instead of another option.

6. Brand Positioning
What is this section?
Brand positioning defines how you want customers to perceive your business compared with competitors.
What information should you include?
Define:
· Brand promise
· Brand personality
· Primary message
· Customer experience
· Unique selling proposition
· Desired market perception
Template
Brand Promise:

Brand Personality:

Primary Message:

Unique Selling Proposition:

Example
Brand Promise:
Practical strategies and tools that make business planning easier.
Brand Personality:
Professional, approachable, educational, strategic, and empowering.
Primary Message:
Turn your business ideas into a strategy you can execute.
USP:
We help entrepreneurs organize their ideas, clarify their strategy, and build practical marketing plans through accessible business planning tools and guidance.
Why it matters
Your positioning helps create consistency across your website, social media, advertising, presentations, and sales materials.

7. Marketing Strategy
What is this section?
This is the big-picture approach you will use to reach your customers.
This section can use the traditional 4 Ps of Marketing:
Product + Price + Place + Promotion
Product/Service
What are you offering?
Example:
Downloadable business planning templates, marketing resources, workshops, and coaching services.
Price
What will customers pay?
Example:
Free templates will introduce customers to the brand, while premium workbooks, courses, workshops, and coaching programs provide additional revenue opportunities.
Place
Where will customers access your products/services?
Example:
· Business website
· Digital downloads
· Online workshops
· LinkedIn
· Email marketing
Promotion
How will customers learn about you?
Example:
· LinkedIn content
· SEO
· Blog articles
· Email marketing
· Webinars
· Partnerships
· Networking
· Lead magnets
Why it matters
This section connects your business offering to your customer acquisition strategy.

8. Marketing Channels
What is this section?
Marketing channels are the places and methods you use to communicate with your audience.
What information should you include?
For every channel, explain:
Why are we using it?
Who are we reaching?
What will we publish?
How often?
How will we measure success?
Example
	Channel
	Purpose
	Audience
	Frequency
	KPI

	Website
	Education & conversion
	Entrepreneurs
	Weekly
	Traffic

	LinkedIn
	Thought leadership
	Professionals
	3x weekly
	Engagement

	Email
	Lead nurturing
	Subscribers
	Weekly
	Open rate

	Instagram
	Brand awareness
	Entrepreneurs
	4x weekly
	Reach

	Webinars
	Lead generation
	Business owners
	Monthly
	Registrations


Why it matters
You don't necessarily need to be everywhere.
The goal is to identify where your target audience is most likely to respond.

9. Content Marketing Strategy
What is this section?
This section explains what information you will consistently create and share.
What information should you include?
Define:
· Content goals
· Content pillars
· Content formats
· Topics
· Publishing frequency
· Calls-to-action
Example Content Pillars
Pillar 1 — Business Planning
Business plans, executive summaries, SWOT analysis, and strategic planning.
Pillar 2 — Marketing
Marketing strategy, customer research, branding, and digital marketing.
Pillar 3 — Leadership
Leadership development, self-leadership, decision-making, and organizational growth.
Pillar 4 — Entrepreneurship
Starting, organizing, and growing a business.
Example
A LinkedIn post might educate the audience about:
"Business Plan vs. Marketing Plan: What's the Difference?"
The post could then direct readers to a free downloadable template.
Why it matters
Content should not simply fill your social media calendar.
It should move people toward a business objective.

10. Marketing Campaign Plan
What is this section?
A campaign is a focused marketing effort with a specific objective and timeframe.
What information should you include?
Define:
· Campaign name
· Objective
· Audience
· Message
· Offer
· Channels
· Dates
· Budget
· KPIs
Example
Campaign: Business Planning Toolkit Launch
Objective:
Generate 250 new email subscribers.
Audience:
Aspiring entrepreneurs and small-business owners.
Core Message:
Build your business with the right tools—not guesswork.
Offer:
Free Business Planning Toolkit.
Channels:
· LinkedIn
· Website
· Email
· Facebook
· Blog
Campaign Period:
January 5–31
KPI:
250 new email subscribers and 500 toolkit downloads.
Why it matters
A campaign takes your overall marketing strategy and turns it into a specific action plan.

11. Marketing Budget
What is this section?
This section identifies how much money you plan to invest in marketing.
What information should you include?
Consider:
· Advertising
· Website
· Software
· Email marketing
· Design
· Photography
· Video
· Events
· Printing
· Consultants
· Content creation
Example
	Marketing Activity
	Monthly
	Annual

	Advertising
	$300
	$3,600

	Website/SEO
	$150
	$1,800

	Email Marketing
	$50
	$600

	Content Creation
	$200
	$2,400

	Events
	$150
	$1,800

	Total
	$850
	$10,200


Why it matters
Marketing should be treated as an investment that needs measurable results, not simply an expense.

12. Sales & Marketing Funnel
What is this section?
The funnel shows how someone moves from:
Stranger → Prospect → Lead → Customer → Repeat Customer → Advocate
What information should you include?
Explain what happens at each stage.
Example
Awareness
Someone discovers a LinkedIn post.
↓
Interest
They visit the website.
↓
Consideration
They download a free business plan template.
↓
Conversion
They purchase a premium workbook.
↓
Retention
They receive educational emails.
↓
Advocacy
They recommend the resource to another entrepreneur.
Why it matters
This helps you identify where potential customers are entering—and where they may be dropping out.

13. Marketing Calendar
What is this section?
The calendar turns your strategy into scheduled marketing activities.
What information should you include?
Include:
· Campaigns
· Content topics
· Promotions
· Holidays/events
· Product launches
· Email campaigns
· Social campaigns
· Important deadlines
Example
	Month
	Campaign
	Content Focus
	Channel
	KPI

	January
	Toolkit Launch
	Business Planning
	LinkedIn/Email
	Downloads

	February
	Marketing Basics
	Marketing Strategy
	Blog/LinkedIn
	Traffic

	March
	Entrepreneur Series
	Business Growth
	Social/Email
	Leads

	April
	Workshop
	Strategic Planning
	Webinar
	Registrations


Why it matters
A calendar transforms:
"We should market more."
into:
"Here is what we are publishing, when we are publishing it, and why."

14. Key Performance Indicators — KPIs
What is this section?
KPIs tell you whether your marketing is producing results.
What information should you include?
Choose metrics connected to your objectives.
Example
Awareness
· Website traffic
· Impressions
· Reach
· Brand searches
Engagement
· Comments
· Shares
· Saves
· Email engagement
Lead Generation
· Downloads
· Email subscribers
· Consultation requests
· Contact forms
Sales
· Revenue
· Conversion rate
· Number of customers
Retention
· Repeat purchases
· Referrals
· Customer lifetime value
Example Goal
Generate 100 qualified leads per quarter while maintaining a website visitor-to-lead conversion rate of at least 5%.
Why it matters
Likes are not necessarily business results.
A strong marketing plan measures the metrics that connect marketing activity to business outcomes.

15. Implementation Action Plan
What is this section?
This section answers:
Who is going to do what, and when?
What information should you include?
For each action, identify:
· Task
· Person responsible
· Start date
· Deadline
· Status
Example
	Action
	Responsible
	Start
	Deadline
	Status

	Create landing page
	Marketing
	Jan. 2
	Jan. 5
	In Progress

	Create template
	Design
	Jan. 2
	Jan. 7
	Not Started

	Write LinkedIn campaign
	Marketing
	Jan. 5
	Jan. 8
	Not Started

	Launch email campaign
	Marketing
	Jan. 10
	Jan. 31
	Not Started


Why it matters
Strategy without implementation remains an idea.
This section turns the plan into accountability.

16. Marketing Plan Review
What is this section?
Marketing plans should not be static.
This section gives you a structured way to evaluate performance and make adjustments.
Questions to answer
What is working?

What isn't working?

What should we stop doing?

What should we start doing?

What should we continue doing?

What opportunities have emerged?

Example
LinkedIn generated significantly more qualified leads than Instagram. We will increase LinkedIn content from three posts per week to five and reduce Instagram posting frequency.
Why it matters
Marketing is a process of testing, measuring, learning, and adjusting.

17. Executive Marketing Summary
What is this section?
This is the one-page snapshot of the entire Marketing Plan.
It should be written after completing the rest of the plan.
What information should it include?
Summarize:
· Target market
· Customer problem
· Solution
· Competitive advantage
· Marketing objectives
· Primary channels
· Budget
· KPIs
· Expected results
Example
Strategic Growth Solutions will target aspiring entrepreneurs and small-business owners seeking practical tools to organize and grow their businesses. The company will differentiate itself by providing accessible business planning resources combined with practical strategic guidance.
Marketing efforts will focus primarily on LinkedIn, SEO, email marketing, downloadable resources, webinars, and educational content. The first-year objectives are to increase website traffic by 25%, generate 500 email subscribers, and develop 100 qualified leads. Marketing activities will be measured through website traffic, downloads, email engagement, lead generation, conversion rates, and revenue.

The Complete Marketing Plan Flow
The most important thing for your downloadable template is that the user understands why each section comes next.
I would structure the workbook flow like this:
1. Business Overview
↓
2. Marketing Objectives
What do we want to accomplish?
↓
3. Target Market
Who are we trying to reach?
↓
4. Customer Persona
Who is our ideal customer?
↓
5. Competitive Analysis
Who else is competing for this customer?
↓
6. Brand Positioning
Why should the customer choose us?
↓
7. Marketing Strategy
How will we reach them?
↓
8. Marketing Channels
Where will we communicate?
↓
9. Content Strategy
What will we say?
↓
10. Campaign Plan
What specific campaigns will we run?
↓
11. Marketing Budget
What will we invest?
↓
12. Marketing Funnel
How will we move people toward becoming customers?
↓
13. Marketing Calendar
When will we do it?
↓
14. KPIs
How will we measure success?
↓
15. Action Plan
Who will do the work?
↓
16. Review & Optimization
What should we change?
↓
17. Executive Marketing Summary
What is the overall marketing strategy?
A key distinction for your toolkit
Your Business Plan answers:
"How will this business operate and become financially sustainable?"
Your Marketing Plan answers:
"How will this business find, attract, convert, and retain customers?"
And your Executive Summary answers:
"What does someone need to know about the overall business plan in a concise format?"
That distinction will make your downloadable toolkit much easier for entrepreneurs and students to understand and use.

