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Within each section below, major content areas (A, B, C, etc.) each contain from one to ten sub-topic areas. The Marketing Plan, when completed, becomes an integral part of the overall Business Plan (appearing as Section VI within such Business Plan). 

Section I: Define the Business Situation

A. Scope of Market

B. Sales History

C. Market Potential; Major Trends

D. Distribution Channels

E. E. The Customer (End-User)

Section II: SWOT

A. Strengths

B. Weaknesses

C. Opportunities

D. Threats

E. Perceptual Map (with competitors)

Section III: Objectives

A. Assumptions of Future Conditions

B. Primary Market Objectives

C. Overall Strategy to Achieve Primary Objectives

D. Specific Objectives (8 elements)

Section IV: Marketing Strategy and Management Action

A. Action Steps Detail, Timeline, Priorities

B. FMEA: Back-Up Plans, Contingencies, Failure Mode

Section IV: Control and Review

A. Types of Feedback

B. Schedule of Evaluations

C. Timeline for All Review Processes; Actual Progress vs. Plan

Proposed Time and Fees:

Completing the Marketing Plan will involve a series of meetings with the company principals as each of the above sections is completed. Development of the Plan and completion of the written report will be dependent on maintaining the scheduled meetings as planned.  

