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2008-2009 Marketing Workshops

For Value Added Wood Products Manufacturers

	Marketing Plan Template


B. Blank Form     

Your Company

Your City, BC

Marketing plan for 2009
Introduction

This template is designed as a do-it-yourself business planning aid. You are welcome to make any changes to the format that you wish, and to reproduce the template for your own use. The following tips will help you make effective use of the marketing planning process:

· Review the completed example on these pages, then write a first draft of your own marketing plan, on the blank template that you also receive.

· Complete the easiest sections first, in order to gain momentum.

· Use the internet to research competitors, markets, and opportunities.

· Use the internet to research local and international trends, challenges, and opportunities.

· After completing the rest of your marketing plan, write the highlights in your executive summary. This page appears first, but please complete this last, as it is based on the contents of the rest of your plan. 

· Ask key players in your company, as well as professionals you work with (banker, lawyer, accountant, forest industry specialists, consultants, etc.), to review your marketing plan and provide feedback and suggestions.

· If you plan to work with a marketing consultant, developing your own rough draft of a marketing plan will be a great way to prepare. This exercise will also help you better plan and manage any advertising investments that you plan to make.
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	EXECUTIVE SUMMARY
	

	Write the highlights of your marketing plan below:
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1. Describe your company

	QUESTIONS
	ANSWERS

	What does your company do?

(Your company name, and a very brief description of what you produce)
	

	Who do you serve?
	

	Company history and geographic market(s) served?
	

	Products and services?
	

	
	

	Size of business?

(Number of staff, most recent annual sales etc.)
	

	Goals for growth?
	

	Mission?
	


2. Current situation

	QUESTIONS
	ANSWERS

	SWOT Analysis (Strengths, Weaknesses, Opportunities, Threats)
	

	Strengths
	

	Weaknesses
	

	Opportunities
	

	Threats
	


3. Marketing strategies (based on “The Four P’s” + Two)

	QUESTIONS
	ANSWERS

	Strategies for Product, Price, Place, Promotion
	

	1. Product 

        Category: Residential

        Category: Commercial


	

	2. Price


	

	3. Place (distribution channels)
	

	4. Promotion
	

	5. The “Fifth P”--People
	

	6. The “Sixth P”--Processes
	


4. Positioning

	QUESTIONS
	ANSWERS

	1. What exactly do you sell (not just the product or service, but the “benefit” or result to your customers)?
	

	2. What could you do that no one else does?
	

	3. What you customers wish people in your sector would stop doing, and start doing?
	

	4. Where do your customers hurt? What keeps them awake at night?
	

	5. What could your company do to address these hurts and hopes?
	

	6. What is your key differentiator? Why should customers buy from you instead of a competitor?

(What is the one thing that you do—or that you plan to do— that is different from others in your sector—and is of special value and importance to your clients?)
	

	7. Who exactly are your ideal customers?

(Describe according to product line and/or market segment; and by demographics [age, income, geographic location, etc.] and psychographics [interests and values, etc.] noting reasons).

a. Residential

b. Commercial
	


5. Your positioning statement 

	QUESTIONS
	ANSWERS

	Your positioning statement.

a. Short form (your 10-second introduction)

(Imagine that you are introducing yourself, very briefly, at a Chamber of Commerce or industry event, and that you wanted the audience to know exactly what your company does that is exceptional and important to your customers. Don’t describe your company, but instead describe the unique benefit—often called your Unique Selling Proposition—that you deliver. Think of this as your “ten-second introduction.”)

Here is an example: 

“My name is Pat Smith. I’m with EcoPal Prebuilt Homes. The way we build green will actually save you money on construction – as well as on your energy bills. Please ask me for our free CD.”

b. Longer form (your 30-second introduction)

c. Your written positioning statement

(Not as a personal introduction this time, but as a statement you could place on your website, or in a brochure, or a poster at a home show or trade show, and so on).
	


6. Customer retention/referral strategy (“organic marketing”)

	QUESTIONS
	ANSWERS

	Place a dollar value on customer satisfaction and loyalty.

Example:
Average customer spends $5000 a year with us, and stays with us for five years. 

Primary value: 5 x $5000 = $25,000.

Average customer introduces us to one new customer a year for five years.

Referral value: 5 x $25,000 = $125,000.

Total value of a customer: $150,000
	

	What guarantee of satisfaction do you offer?

Or: Do you plan to enhance your satisfaction guarantee, in order to gain a competitive advantage? If so, what is your new guarantee policy?
	

	What is the percentage of repeat customers During the past year, what percentage of your customers were repeat?
	

	What percentage of your customers were referred to you by customers, professionals, builders, etc.?
	

	What percentage of your customers are new?

(Note: If a small percentage of your customers are new each year, consider this  a significant marketing opportunity. Your high customer retention rate is proof that you do excellent work, and are reliable. Now look for ways to leverage that reputation in attracting new customers.)


	

	Do you have an incentive package that you offer new customers?
	

	Do you have a customer “onboarding” program”
	

	Do you have (or plan to launch) a loyalty program?

This is an incentive/reward program for your repeat customers.


	

	Do you have (or plan to launch) a referral program?

This is an incentive/reward program for customers and others who refer new customers to you.


	

	Do you ask customers for referrals and introductions to new clients?

Note: Introductions from customers and others who know someone who would benefit from meeting you are preferable to referrals. Ask your customers if they will introduce you (even briefly in a voice mail or email message) before you make contact. Otherwise, even with a referral, you are making an unsolicited sales call to a stranger who can be expected to react coolly.


	

	Do you ask for testimonial comments from customers?

Testimonial comments—that you can use on your premises, on your website, in your home show displays, etc.—are a powerful way of enhancing your credibility, by getting your client to speak for you. Testimonials are the core of what we call “your silent sales force.”
	

	Your “brand integration” program

Are all members of your staff committed to delivering on the promise contained in your guarantee, and in your positioning statement? If not, how do you plan to engage them and share ownership of your “brand promise?”


	

	Do you have a customer “touch” program, for maintaining contact with clients?

A touch program can be as simple as making systematic telephone calls to check on satisfaction when projects are complete, or product is delivered, and so on. It can also include sending thank you cards, producing an email newsletter, or any other “helpful” way of staying in touch. 
	

	Do you have, or plan to start, a Customer Relationship Management (CRM) program?

CRM is a way of gathering information about clients; their history with you; and  their wants, needs and preferences, as well as contact information—and a running record of who in your company has had what contact with the client, when—and what was said or promised. There are a number of CRM software programs on the market. (It is difficult but possible to collect and share this information manually, but software makes the task much easier.)


	

	Do you have an up to date database of all your customers? And if so how do you (or how do you plan to use) database marketing in your business?
	

	Do you have a “signature” message on your outgoing emails?

A signature is a block of text and graphics that usually carries your company name and logo. We advise you to include brief news messages as well, so that you leverage the value of your emails. Your signatures messages can announce special events, new talent or technology you have acquired; even testimonial comments from clients along with photos of finished projects—or links to web pages where pictures are displayed. You can also use different signature versions for different types of people you send email to.


	

	Do you have a systematic add-on selling and cross-selling program?

To make sure that your clients are aware of everything you can help them with—as a service to them, and a business boost for you—be sure to mention products and services that naturally “go with” and should be “added on” to whatever the customer is buying from you. Similarly, cross-sell by ensuring that clients know of product lines, or divisions other than the one they are talking to you about. Example: If they are buying trusses, do they know that you could also supply the lumber  they need through another division of your company? Loyalty is enhanced when we provide as much of a one-stop, turnkey solution as possible.


	

	What role does networking play in your marketing and sales program?

Do you belong to networking organizations?  Do you network by telephone? Do you ask people “who should I be talking to?” who they know that are planning projects that will need your products and services?
	


7. Sustainable products and practices (incl. LEED and “marketing green”)

	QUESTIONS
	ANSWERS

	The “Four E’s of Marketing.”

How does your company address the four E’s?

Ethics 


Engagement 


Education 


Environment 


	

	How does your marketing address the issue of “going green?”

Companies that “go green” in significant ways can easily attract the attention of media—which can form an important part of a marketing program. In what ways do you (or could you) further the greening of your company—and earn media attention in the process?

This question is not intended to downplay the importance of developing pride and enhanced corporate citizenship by going green, it is simply intended to help you look for an opportunity to differentiate yourself—and raise your profile—in the process.


	


8. Your program for attracting new customers 

	QUESTIONS
	ANSWERS

	How do you plan to attract new customers during the coming year?

Your “attraction marketing” program includes anything you do that tells the world you exist and moves potential buyers to contact you, including:


Public speaking


Publishing 


Blogging  


Forming “live” local groups on social media/networking sites like MeetUp 


Joining and offering expert advice to members of relevant groups on social media/networking sites like Facebook  


Joining and actively using the connecting and endorsing power of sites like LinkedIn


Putting a hilarious blooper video up on YouTube (and everywhere else) showing people how “not” to use your product or service  


Hosting educational events for your customers (and their friends who would make ideal new customers)


Sending out press releases and getting free media publicity whenever you introduce a new product, person or event


Being interviewed on radio or television or in print


Offering a “gift for attending,” like developers do when they want to attract potential buyers to their time-share and resort condominium sales presentations


Entering home shows/trade fairs


Using guerrilla marketing to attract customers at minimal cost


Using paid advertising that delivers

And more !


	


9. Marketing your credibility

	QUESTIONS
	ANSWERS

	How do you plan to assemble and display materials that demonstrate your capability and credibility?

We use the term “silent sales force” to describe a display of Customer testimonials, FAQ’s, press clippings, project before-and-after photos, and so on—that tell your story—with “third party credibility” to prospective customers. On your premises, on your website, in your home show or trade fair exhibits, even on your vehicles—a silent sales force answers prospects questions and concerns, and does your initial “selling” for you. Your silent sales force can consist of any or all of the following elements (and more):


Show cards and posters that tell the story of your products, services and people (using the same messages you developed when writing your 10, 30 and 60 second introductions, in Section A)


Testimonial letters and brief quotes, and testimonial audio and video clips and photos 


Media news reports about you; your industry, and your products, services and people


Feature and benefit comparison charts


Photos and credentials (including biogs) of you and your people


Before and after photos/videos of projects, if applicable


Photos/videos of projects in progress, if applicable


How-to photos, posters, videos


Problem solving photos, posters, videos


Customer reviews of your products and services


Reviews by industry analysts and publications


Video and Power Point presentations (click to play or continuous)


Charts, facts and figures etc. from trusted industry and government sources (third party credibility)


Awards you have won


Evidence of your participation in the community and your industry 

FAQ lists (lists of frequently asked questions, and your answers) that respond to common objections or concerns that prospects voice when thinking about buying what you sell.
	


10. Your ecommerce marketing program

	QUESTIONS
	ANSWERS

	How do you plan to market your business using the internet and ecommerce?

In the “old days” of the internet, having an attractive website was enough. It could be used as an inexpensive brochure, without the costs of printing—and without the time it takes to mail it or send it by courier. Today, however, a basic site is not enough. Now, we need to search engine optimization (SEO) to make sure that potential customers are able to find us when they are searching for people who do what we do. And, once a visitor has arrived, we need to convince them of our competence and credibility, so they believe that we are worth their consideration. We must also have a mechanism that encourages them to “leave a trail” of their visit in the form of their email address (by offering a free how-to guide for example—or a list of “The ten questions you must ask” before contracting a log home builder, for example. And, finally, we need to provide a way for the visitor to reach use (immediately if possible), to ask their questions, or take advantage of a special offer. And all of this just deals with our website. We also have to think about reaching out to people in the internet world who are in our market—but haven’t yet visited our website. There are many ways to do this, including utilization of the social media, YouTube, news release distributors, industry news and event outlets, and so on. As we mention in the workshop, if you aren’t internet savvy, why not contract a local college student who is interested in ecommerce and social media, to help you develop your knowledge—along with a program to utilize this tremendous new marketing vehicle. Elements of a typical ecommerce program include:

•     Google tutorials ( a great place to start)

•     Search engine Optimization (SEO)

•     Google Maps for local promotion

•     Squeeze pages (capture those email addresses)

•     Email marketing

•     Automated marketing

•     Pay per click advertising

•     Google Analytics

•     Social media

•     And more!
	


11. Home show/trade show marketing

	QUESTIONS
	ANSWERS

	Do you plan to participate in home shows and/or trade shows this year?

If so, how do you plan to ensure that your booth is heavily visited by people in your target market? And how do you plan to follow up on qualified leads after the show? Here are a few tips on how to get the most out of your participation: 


Focus your entire exhibit on one special theme—a product or service you are introducing, or a specific problem that can only be solved by what you offer, or a valuable exclusive benefit, etc.


Base this core theme on your 10-second introduction (from Section A of your Niche Marketing workbook).


Example: “The way we build your green home will actually save you money in construction costs—as well as on your energy bills.  Ask us how.”


Do not hold contests or draws that are open to anyone to enter. Instead, hold a private contest for qualified prospects only (for example, people who are planning to build or buy in the next three months, or coming season, etc.)  


Try to set sales appointments on the spot.


Don’t hand out literature (too much of it gets dumped) instead provide literature request forms.


Many serious buyers attend shows on the first or second day (usually a Thursday or Friday), when crowds are smaller and there is more time to talk) so be sure to staff up on these days.

Make your exhibit a “silent sales force” that includes:


Testimonial posters, quotes, photos, videos.


FAQ’s that answer all of the most challenging objections you hear when selling.


Photos and videos that show your product, service, 


people and customers in action—and getting the benefits of using what you sell.


Use “Before and After” and “By Comparison” photos and videos.


Use feature and benefit comparison charts.


Show media coverage and government/industry reports and statistics that support your claims.


Avoid clutter; no chairs; good floor covering for staff.


Staff breaks every two hours (no alcohol on breaks), so everyone stays fresh.

Establish your purpose (“to generate sales”) and design everything to support that specific purpose.
	


12. Paid advertising program
	QUESTIONS
	ANSWERS

	What are your plans to use paid advertising in the coming year?

· Newspaper advertising

· Magazines

· Radio 

· Television

· Direct mail

· Pay per click (PPC) advertising on the internet

· Outdoor

· Other


	


13. Your “Guerrilla Marketing” program

	QUESTIONS
	ANSWERS

	What are your plans to use guerrilla marketing to promote your business in the coming year?

Guerrilla marketing is a term used to describe alternative ways to promote business that are usually less expensive--and often more effective and faster-acting—than using the usual media campaigns. A typical guerrilla campaign consists of the following:

· Sandwich boards

· Bannners and balloons



· Inexpensive temporary street signs 


· Car top signs 

· Attention getting special events

· Publicity stunts

· And more!!
	


14. Your marketing budget

	QUESTIONS
	ANSWERS

	What is your budget for marketing in the coming year?  A. As a percentage of sales. B. In actual dollars.

There is no formula for marketing expenditures that covers any industry, or any group of companies. But there are guidelines. For example, most small businesses spend between 2 and 5% of gross revenues on marketing. Very aggressive companies spend between 5 and 8%. Making things more complicated is the fact that internet marketing (ecommerce), special event marketing, and guerrilla marketing campaigns can cost very little—when compared with paid media advertising. The key to success is developing an overall campaign—with a mix of approaches—that  you believe will be effective, and then fine tuning your budget until you have reached a level of expenditure that is comfortable for you. 

	


15. Your marketing calendar

	QUESTIONS
	ANSWERS

	What is your marketing schedule, month by month, for the coming year?  

We suggest that you obtain a large “white board” wall calendar, and plan your marketing activities “visually” using this aid. Then update your white board as you go through the year. In this way, everyone in your company will be aware of what you are planning and doing at any given time. This approach also makes it difficult to “forget” to organize an activity that you planned at the beginning of any given year.
	


Executive Summary





Your text here....
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