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My Business follows a 
strategic marketing plan

(and it’s working!)  : 
A. Yes

B. Somewhat

C. Uh oh. What plan? 



IN 1960, THERE 
WERE 5 
MARKETING 
CHANNELS



TODAY, THERE ARE 
HUNDREDS OF 
MARKETING 
CHANNELS!



5 CRISIS 
POINTS IN 
MARKETING

1. Who Am I? 
2. Who Are They? 
3. Marketing Tools
4. Marketing Plan
5. Execution
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Objectives & Measures 
for success from this 

marketing campaign: 

Primary Goal:
conversions 

(triage, attainable, aspirational) 

Secondary Goal: 
awareness



Positioning In The Marketplace

Promise

  - What is your promise to your target customers?

   - What can and what should they expect when they interact with your brand?
   - Why should they believe your claims?

Personality

 - How do you want to be perceived? 

Unique Value Proposition (UVP)

- What do you offer that separates you from your competitors?



Positioning In The 
Marketplace



Value Proposition



Turo: 
“The Airbnb of
 Car Rentals”



Hotels By Day



Hotels By Day



1. Strengths

2. Weaknesses

3. Opportunities

4. Threats

5. Trends



Target 
Customer(s)

1. Identify specific groups 
within your target based on 
key motivators and unique 

communication needs. 

2. Divide target customers into 
subgroups

3. Tailor your message and 
your campaigns for personal 

and more effective 
communication



So easy to understand, 

a cave person gets it



Need It

Want It

Willing to Pay For it

Target Customer 
Criteria



All Media/outreach 
channels/venues 

for reaching target 
customer(s) in their 

environment 

Paid

Earned

Owned



• Events
• Memberships
• Media Buys

Digital
• Google Ads
• Social Ads/Influencer Campaigns
• Streaming Services
• Paid Eblasts/list purchase

Traditional
• Radio
• TV
• Print

Paid



• Press Releases
• Referral Programs
• Awards/Recognition
• User Generated Content
• Online Reviews
• Brand Reputation/Goodwill

Earned



A l l  C o l l a t e r a l

• Website
• Social Profiles
• Print Materials
• Mailing/email list

C o n t e n t / T h o u g h t  L e a d e r s h i p

• E-newsletter
• Blog
• Social Posts
• Videos
• Podcast

• Partnerships

Owned





1. Campaign tools assessment

2. Adjustment to current tools

3. Inventory/Create new tools 

Tools Needed For 
Executing Above 

Campaign 



• How well  is  your website convert ing?

• How frequently  is  your news/blog 
sect ion updated? 

• How act ive and engaged is  your social  
media?

• Digital  ads  updated. 

• Customized landing pages.

• How frequent are your press  releases?

• How dated are your print  materials?
 
• Review ALL market ing tools .  

Marketing Tool 
Assessment



• Lead capture system / Tracking 
system

• Nurture system

• Sales conversion strategy



Retention

• How will I deliver an exceptional experience?
• Cross selling/increase customer value
• Referrals



Assign Budget



Evaluate, Adjust for Maximum ROI





Who Is The #1? 



Campaign Duration

Phase Two: 90-day outreach 

campaign - measure/ adjust

Phase One: 90 days - 

development (messaging/tools) 

& initial launch

Phase Three: extended longer-

term campaign



Build Execution 
Calendar



Make First 
Downs!



One Page Marketing Plan



Q & A 

Download 
• One Page Marketing Plan & Presentation Slides

• Complimentary Marketing Assessment
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