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Developing a marketing plan for your small business 
Creating a basic marketing plan for a small business involves several key steps designed to focus your efforts, allocate 
resources effectively, and measure success. Here’s a structured approach to help you craft a comprehensive marketing 
plan: 

1. Executive Summary 

 Briefly outline the main goals and recommendations of the plan. Although this comes first in the document, it's 
usually written last. 

2. Business Overview 

 Mission Statement: Define what your business stands for and its core values. 

 Business Goals: Outline the short-term and long-term goals of your business. 

3. Market Analysis 

 Target Market: Identify who your ideal customers are, including demographics, psychographics, and buying 
behaviors. 

 Competitive Analysis: Examine your competitors' strengths and weaknesses, and identify gaps in the market. 

 Market Trends: Analyze current trends that could impact your business, including technological advancements, 
regulatory changes, and shifts in consumer behavior. 

4. SWOT Analysis 

 Conduct a SWOT analysis to identify your business's Strengths, Weaknesses, Opportunities, and Threats. This will 
help in strategic planning and in understanding where to focus your marketing efforts. 

5. Marketing Goals and Objectives 

 Set clear, measurable goals related to market penetration, revenue, customer acquisition, and brand awareness. 
Ensure these goals align with your overall business objectives. 

6. Marketing Strategies 

Outline strategies based on the 4 Ps of marketing: 

 Product: Detail the products or services you offer, focusing on the unique value proposition and benefits to the 
customer.  

 Price: Define your pricing strategy, considering factors like cost, perceived value, and competition. 

 Place (Distribution): Outline how your products or services will be distributed to your target market, including 
physical locations and online platforms. 

 Promotion: Develop a comprehensive promotional plan that includes a mix of advertising, public relations, social 
media, content marketing, and sales promotions tailored to your target audience. 
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7. Tactical Plans 

 Break down the strategies into actionable tactics. For example, if social media marketing is a strategy, outline 
which platforms you'll use (Facebook, Instagram, LinkedIn, etc.), the type of content you'll post, and the posting 
frequency. 

8. Budget 

 Create a detailed budget that allocates resources to different marketing activities based on their expected Return 
on Investment (ROI). Consider both fixed and variable costs. 

9. Marketing Channels 

 Digital Marketing: Include Search Engine Optimization (SEO), Pay Per Click (PPC) via Google Ads or Bing Ads, 
email marketing, and social media. 

 Traditional Marketing: Depending on your market, consider direct mail, print ads, TV, or radio. 

 Events and Sponsorships: Identify opportunities for in-person engagement with your target audience. If in-
person interaction is not practical, consider hosting webinars or participating in webinars hosted by other 
businesses. 

10. Measurement and Evaluation 

 Establish key performance indicators (KPIs) for each marketing activity. Use tools and analytics to regularly track 
progress towards your goals and adjust tactics as necessary. 

11. Adjustments and Future Planning 

 Be prepared to pivot your strategies based on performance data and market changes. Keep an eye on the latest 
marketing trends and technologies that could benefit your business. For example, think about how you could 
apply ChatGPT or other artificial intelligence (AI) tools to help you generate new marketing ideas and content. 

Conclusion 

Your marketing plan should be a living document that evolves with your business and market conditions. Regularly review 
and adjust your plan according to the performance data and feedback to ensure your marketing efforts remain effective 
and aligned with your business goals. Remember, the key to a successful marketing plan is not only in the planning but 
also in the execution and ongoing optimization. 

 
Note – this document is meant to be accompanied by oral commentary from a Harvard Business School alumni coach. 
 




