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Marketing Plan Guide
Section 1: Business Snapshot 
Business Information
· Business Name
· Owner(s)
· Website
· Industry
· Location
· Date Completed
Business Overview
In one sentence, what does your business do?
What problem do you solve for customers?
What are your top three products/services?
Vision for the Next 12 Months
· Biggest opportunity?
· Biggest challenge?
· Major goal?

Section 2: Marketing Goals
What Do You Want Marketing to Accomplish?
Prioritize Your Top Goals
☐ Increase awareness
☐ Generate more leads
☐ Increase sales
☐ Increase website traffic
☐ Improve customer retention
☐ Launch a new product/service
☐ Expand geographically
☐ Other: __________
SMART Goals (Specific, Measurable, Achievable, Realistic, and Time-bound)
	Goal
	Current State
	Target
	Deadline

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Success Metrics
How will you know your marketing is working?
☐ Sales Growth
☐ Leads
☐ Website Traffic
☐ Social Media Engagement
☐ Repeat Customers
☐ Referrals
☐ Other

Section 3: Customer Analysis
Who Is Your Ideal Customer?
Primary Customer Profile
· Age:
· Gender:
· Income:
· Occupation:
· Location:
· Education:
Powerful Questions
· What problem keeps your customer awake at night?
· What motivates them to buy?
· What objections might they have?
· What influences their purchasing decisions?
· Where do they go for information?
· What social media platforms do they use?
· How do they prefer to communicate?
Most Profitable Customer
Who is your best customer?
Why are they your best customer?

Section 4: Competitive Positioning
What Makes You Different?
Competitor Snapshot
	Competitor
	Strengths
	Weaknesses
	Your Advantage

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Powerful Questions
· Why should a customer choose you?
· What do you do better than competitors?
· What can competitors easily copy?
· What can competitors NOT easily copy?
· What reputation do you want to own?
Unique Value Proposition
Complete this statement:
We help __________ achieve __________ through __________.

Section 5: SWOT Analysis
Use your existing SWOT worksheet. 
Strengths (Internal)
· What should you build on?
· What do customers praise most?
Weaknesses (Internal)
· What limits growth?
· What skills or resources are missing?
Opportunities (External)
· What trends favor your business?
· What unmet customer needs exist?
Threats (External)
· What could reduce sales?
· What market changes concern you?
SWOT Action Items
	Finding
	Action

	Strength
	How will you leverage it?

	Weakness
	How will you address it?

	Opportunity
	How will you pursue it?

	Threat
	How will you prepare?



Section 6: External Environment (PEST)
Rather than paragraphs, use a worksheet.
Political
What government, regulatory, licensing, or policy changes may affect your business?
Economic
How could inflation, interest rates, labor costs, or consumer spending impact you?
Social
What customer behavior changes are occurring?
Technological
What technologies are changing how customers buy?
Biggest External Risk:

Biggest External Opportunity:


Section 7: Brand & Messaging
Brand Positioning
Complete the Following:
Our business is:
☐ Premium
☐ Affordable
☐ Innovative
☐ Convenient
☐ Local
☐ Trusted
☐ Specialized
☐ Other
Key Message
If customers remember only one thing about your business, what should it be?
Elevator Pitch
Describe your business in 30 seconds or less.

Section 8: Marketing Channels
Which Channels Matter Most?
	Channel
	Use?
	Goal
	Frequency

	Website
	☐
	
	

	SEO
	☐
	
	

	Google Business Profile
	☐
	
	

	Facebook
	☐
	
	

	Instagram
	☐
	
	

	LinkedIn
	☐
	
	

	Email
	☐
	
	

	Events
	☐
	
	

	Direct Mail
	☐
	
	


Powerful Questions
· Where are your customers already spending time?
· Which channel has produced results before?
· Which channel offers the greatest opportunity?
· Which channel wastes the most time or money?

Section 9: Marketing Action Plan
This is the section most small businesses need.
	Priority
	Action Item
	Owner
	Deadline
	Measure of Success

	High
	
	
	
	

	High
	
	
	
	

	Medium
	
	
	
	

	Low
	
	
	
	


90-Day Priorities
What are the three most important things you will do in the next 90 days?

Section 10: Budget
	Activity
	Annual Budget

	Website
	

	Social Media
	

	Advertising
	

	Events
	

	Printing
	

	Email Marketing
	

	Other
	


Budget Questions
· Where will you spend the most?
· Which activities generate the best return?
· What can be eliminated?






Section 11: Results Dashboard
Monthly Scorecard
	Metric
	Current
	Goal

	Sales
	
	

	Leads
	
	

	Website Visitors
	
	

	New Customers
	
	

	Repeat Customers
	
	

	Referrals
	
	


Review Questions
· What's working?
· What's not working?
· What should be stopped?
· What should receive more investment?


West Central MN SBDC and the Minnesota SBDC Network is a proud part of the Department of Employment and Economic Development in the State of Minnesota. It is funded in part through a Cooperative Agreement with the U.S. Small Business Administration. All opinions, conclusions, and/or recommendations expressed herein are those of the author(s) and do not necessarily reflect the views of the SBA. Minnesota SBDC is a nationally accredited member of America’s SBDC. To request accommodation or discuss accessibility needs, please contact (218) 299-6605 in advance to allow adequate time for coordination.
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