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INSTRUCTIONS TO HELP YOU COMPLETE YOUR LEAN MARKETING PLAN TEMPLATE: BREVITY IS KEY!
Video Help: https://www.youtube.com/watch?v=PMheZkVrYMk (Business Plan help, but much is the same…)
	IDENTITY/PITCH
Describe your business in one to three sentences. What do you do and who do you do it for? Focus on client outcomes, not the actions you take as a business. For example, a bike shop’s identity might be: “We make cycling safe and fun by offering high-quality biking gear for families and regular people, not just gearheads.”

Your identity is a combination of your mission statement, your value proposition, and how you do it. It’s how you define who you are as a business. The goal is to establish a clear and memorable identity that sets the business apart and resonates with your target audience.

	   MARKETING GOAL(S) & STRATAGIES
Read the help articles listed below and then list the main goals you’d like to achieve. Are you looking to increase awareness, establish authority, increase revenue, etc.?

Follow that with the high level strategies you’ll execute to achieve those goals: will you focus on a social media strategy, or will you use events to achieve your goal? Influencers? Will you leverage a cause to reach your goals?

Help: https://blog.hubspot.com/marketing/goals-of-marketing
https://www.growthcollective.com/blog/marketing-strategy


	PROBLEM(S) WORTH SOLVING/NEED(S) WORTH FULFILLING
Describe the problems that your potential customers have or the needs they would like fulfilled.  Focus ONLY on the problem or need, not how you address them.
Video Help: https://www.youtube.com/watch?v=4Wl54nFYS3o&t=1s
	  OUR SOLUTION(S)
How does your product or service solve the problem or fulfill the need? Focus on outcomes, stating the solution from the customer’s perspective.
Video Help: https://www.youtube.com/watch?v=4Wl54nFYS3o&t=1s

	TARGET MARKET/MARKET SEGMENTATION
What are your target markets? Who are your customers? How many of them are there? From here on out, use bullets for better readability. 

For assistance with demographics and more:
https://sizeuparizona.com/
Video Help: https://www.youtube.com/watch?v=dBT6sJ8pm2U
	THE COMPETITION
What other products and services do your potential customers use today to solve their problems? How are you better than the competition? Use bullets for better readability.

Video Help: https://www.youtube.com/watch?v=dBT6sJ8pm2U
https://blog.hubspot.com/marketing/competitive-analysis-kit

	MARKETING CHANNELS
Where will you engage with your potential customers? Your options include Social media, website, blogs, emails, events, influencer marketing, newsletters, podcasts, video, SEO, word-of-mouth, traditional marketing through mass media and print, Chamber of Commerce, and more.
Help: https://mailchimp.com/resources/what-are-marketing-channels/
https://blog.hubspot.com/marketing/marketing-channels
(HINT: Complete your Customer Analysis FIRST)
	PRICING
Are you bargain, luxury, or middle of the road?
What are your costs, fixed and variable, including labor?
What’s the average competitor’s price of your product/service?
What’s a reasonable profit?
Help: https://www.shopify.com/uk/blog/how-to-price-your-product
Video help: https://www.youtube.com/watch?v=k_gHX9nt9AY

	CUSTOMER ANALYSIS: IDEAL CUSTOMER
Who is your ideal or best customer? What are their demographics: age, gender, location, education, income, occupation, marital status, family, ethnicity, etc.
Psychographics: lifestyle, values and beliefs, personality, interests, opinions, motivations, behavioral patterns, challenges, goals.
For example:
Demographics: Target audience might be individuals aged 18-35, both male and female, with a middle to high income, living in urban areas.
Psychographics: Focus on individuals who value health and wellness, enjoy active lifestyles, participate in sports, and are motivated by personal fitness goals.
	CUSTOMER ANALYSIS: OTHER CUSTOMERS
Do the same as your Ideal Customer, but identify your second, third, etc. best customer. In most cases you’ll have three to five customer types.

Create their personas if you’d like to go deeper.

Help: https://userpilot.com/blog/customer-analysis/
https://helpcrunch.com/blog/customer-analysis/



	WHAT GETS CUSTOMERS TO “YES!”
What is the collection of elements that convince your customers to hand over their hard earned money? Marketing message, language that “rings customer bells”, B-card, website, printed and electronic brochures, tchotchkes, bundles, add-ons, guarantees, loyalty and referral programs, first-time buyers, etc.
Marketing activities must always map back to these things otherwise you’re wasting your time.
Before you discount, add value first: bundles, add-ons, etc. 
	MARKETING ACTIVITIES (TACTICS)
What are the primary ways you will reach your customers? Print advertising? Social Media? TV and radio?? Conventions? List those activities here. Use bullets for better readability.

They must map back to “YES!”

Video help: https://www.youtube.com/watch?v=xszh70wZ200

	BUDGET

List your major marketing activities you have planned for the year and what you expect to spend on each. Then total them up to determine your marketing budget.
	MILESTONES
List your primary goals and objectives that you hope to achieve over the next year, assign a date for completion and who’s responsible for getting it done. What do you need to get done to take your business from idea to reality? Use bullets for better readability.
You should also create a marketing calendar that lists all your activities and the steps needed before hand to make it all possible.
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SWOT Analysis

	Strengths (internal to you/your company)
· 












	Weaknesses (internal)
· 

	Opportunities (external to you/your company)
· 












	Threats (external)
· 
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