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Marketing is a process where you define the most important attributes o f your product/service, 
with the ultimate aim o f turning them into communicable benefits for your target audience. From 
the consumer/user point o f view, in any marketing category, the difference between attributes and 
benefits is best summed up in the ancient proverb: 'Don't tell me about your manure, tell me about 
my flowers'. The first step to planning successful marketing is to get a ream of butcher's paper and 
several clever people together in a room with lots o f tea, coffee and biscuits.

What's SWOT?

Lots of information about 
this analytic tool out 
there. Try http://www. 
mindtools.com/pages/ 
article/newTMC_05.htm 
or http://en.wikipedia. 
org/wiki/SWOT. ■

P utting  together a b a s ic  m arketin g  p lan  is 

a m atter o f a sk in g  y o u rse lf  som e s im p le  

q uestion s, in a m eth o d ica l m anner, in or­

der to create  a p latform  for fu tu re  c o m m u n ic a ­

tion a c tiv ity . It's no th ing  m ore than  a tem p la te  

to he lp  you e xa m in e  the issues and a n a ly se  the 

p o ss ib ilit ie s . S im p lic ity  o f language, b rev ity  and 

in te lle c tu a l honesty are key.

1. Start w ith  a sim ple description of your product/ 

s e rv ic e . Lo o k  at its re ce n t h is to ry , m a jo r 

even ts and cu rren t p o sitio n  in the m a rke t­

p la ce . W h e re  have you  been and  w h ere  are 

you  going? W h a t are yo u r p r im ary  benefits? 

H o w  w o u ld  you  lik e  to be v ie w e d ?  T h in k  

ab o ut y o u r m iss io n  s ta te m e n t. E m p h as ise  

c le a r ly  w h a t is u n iq u e , in n o va tive  or sp e ­

c ia l.

2 . D e sc r ib e  each  o f the m ain  markets ( in c lu d ­

ing potential custom er groups) that you w an t 

to target. Rank  them  as p rim ary , seco n d a ry  

and tertiary. Estim ate h ow  m any people from 

each group you m ay be ab le  to se rv ice  in the 

co m in g  year. D e sc r ib e  h ow  yo u r p roduct/ 

se rv ice  satisfies the ir needs. A s w e ll as cus- 

tom ers/users, co n sid e r the v ie w s  and needs 

o f funders , staff and other stakeh o ld ers .

3 . D e sc r ib e  the co m p e tit ive  environment (not 

ju st o ther lib ra r ie s , in c lu d e  a lte rn a t ive s  to 

lib ra r ie s ) . H o w  d oes yo u r p ro d u c t/se rv ice  

co m p are  in regard to rep utation , s ize , lo c a ­

tion , ease  of use and so on)? Is yo u r co m p e ­

tition  g row in g  or sh rin k in g ? W h a t are th e ir 

streng ths and  w e a k n e ss e s?  W h a t can  you 

learn  from  these trends? A n a ly s e  the te c h ­

n ic a l e n v iro n m e n t -  h o w  is te ch n o lo g y  a f­

fecting  you r product/serv ice? W ill it beco m e 

ob so le te? H o w  are you  e q u ip p e d  to ad ap t 

to changes? W h a t ab out the so c io -p o lit ica l 

e n v iro n m e n t -  d escrib e  re levan t chang es in 

attitudes and trends and you r responsiveness 

to th em . W h a t other s itua tio n a l facto rs w il l 

a ffect you r m arketing  p lan?

4 . D o  a SWOT a n a ly s is  (S tre n g th s , W e a k ­

n esses, O p p o rtu n it ie s , Th reats). T h is  co ve rs 

the cu rre n t bus iness e n v iro n m e n t, in te rna l 

and exte rna l issues. State each  p rob lem  and 

o p p o rtu n ity  and  w h a t can  be d o n e  ab out 

e ach .

5 . D e f in e  yo u r k e y  objectives ag a in st e ach  

ta rg et m arke t in p re c is e  and  q u a n t if ia b le  

term s: h ow  you w ill m easu re  w h en  you have 

reach ed  you r o b je c tive s . Th e  o b je c tive s  are 

about what you w an t to a ch ie ve .

6 . Th e  strategy is about how  you m ean  to get 

th e re . C o n s id e r  w h ic h  stra teg ies  w il l  take  

you  to these  o b je c t iv e s . (Is it ab o u t n e w

m arket penetration  o r e xp an s io n  of m arket 

share?) Take  into a cco u n t the p rob lem s and 

op p o rtu n itie s m entioned  ab o ve , as w e ll as 

the po tentia l reaction  o f com p etito rs . H o w  

can  you best e xp lo it  yo u r opportun ities?

7 . N o w , you  sh o u ld  be a b le  to d e sc r ib e  the 

positioning o f y o u r p ro d u c t/ s e rv ic e  in a 

statem ent no m ore than one sen tence  long. 

A  p o s it io n in g  sta tem en t is d es ig ned  to be 

the b as is  o f a ll fu tu re  ad ve rtis in g  and p ro ­

m o tio n , as w e ll  as b e in g  so m e th in g  sta ff 

can  u n d e rstan d  and  feed  b a ck  e a s i ly  and  

c o n c ise ly . (Th is is the first step to w rit in g  an 

ad ve rtis in g  b r ie f  and  the c re a t io n  o f yo u r 

m ost im portant se lling  too l: a sing le-m inded  

p ro p o s itio n .)

8 . H o w  can  you best implement these strate­

gies? W ill you have to m od ify  yo u r product/ 

s e rv ic e  in te rm s o f im ag e , q u a lity , b ra n d ­

ing, p rog ram s, lo c a t io n , tra in in g , d is tr ib u ­

tio n , o r p r ic in g ?  E xa m in e  a ll the a v a ila b le  

p rom otio n  m ethods -  PR , e d ito r ia l, e x h ib ­

its, even ts , fu n ctio n s , ad vertis in g , w eb s ite s , 

c a ta lo g u e s , p e rso n a l s e l lin g , d ire c t  m a il, 

e -m arke tin g , te le m a rke tin g , jo in t  ven tu res 

and  o th e r c o lla b o ra to rs , e tc . Bud get y o u r 

e x p e n d itu re  s p e c if ic a l ly  fo r e ach  re le van t 

c o m m u n ic a t io n  c h a n n e l. Set o b je c t iv e s  

and strategies for e a ch . A  m o n th ly  ch art of 

a c tiv ity  and e xp en d itu re  is h e lp fu l. The m ar­

keting  p lan  shou ld  be shared  w ith  everyo ne  

in the  o rg an isa tio n  so th ey  a ll und erstan d  

h o w  to assist in m e asu rin g  and  e x e c u tin g  

the p lan . D o  you have a scrip t that everyo ne  

can  refer to represent the organ isation  to the 

c o m m u n ity  (fo r board  m em b ers , m an ag e ­

m ent, staff)? W rite  d ow n  a set o f key top ics 

to co ve r w h en  ta lk ing  to others outside  the 

o rg a n isa t io n . U lt im a te ly , a fter c le a r  fe e d ­

back , you  w il l be ab le  to learn w h at c o m b i­

nation  o f the va r io u s m arketing  ap p ro aches 

is w o rk in g  and w hy. A n d  v ic e  versa .

Using this as a basic template, after several 
attempts, you should be able to hammer out 
a simple, cogent marketing plan. Getting the 
strategy and positioning right is where most of 
your brainpower should be spent.

Only then can you determine where and how 
much money should be spent.

If you've done that, congratulations. You have 
reached the beginning.

M ic h a e l  N e w m a n  is o n e  o f  A u stra lia 's  b e s t-k n o w n  

c re a tiv e  d i r e c to r s  a n d  is th e  a u th o r  o f  tw o  s u c c e s s fu l  

a d v e rt is in g  b o o k s , Creative Leaps (W ile y  &  S o n s,

2 0 0 2 )  a n d  T h e  22 Irrefutable Laws of Advertising And 
When to Violate Them (W ile y  S o n s , 2 n d  e d it io n  2 0 0 5 ).
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