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MARKETING STRATEGY STATEMENT TEMPLATE

This template is designed to be used with the Marketing Strategy - Better Business Builder developed by Better Business Outcomes. It contains headings for each of the key areas of a Marketing Strategy Statement. Responses made in the Marketing Strategy Development Workbook are used at the source of information to populate each section of this template. 
Review & Feedback Offer:

Once you have prepared a draft marketing strategy statement you will receive a complimentary strategy review and feedback session with Mark Jocumsen. Simply e-mail mark@bbocoaching.com.au when your strategy is ready for review.
Better Business Outcomes retains copyright ownership and no part of this document may be reproduced without the express permission of Better Business Outcomes.
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Executive Summary of Marketing Strategy
Approximately 100 words summarizing where your business is going and how it is going to get there. Summarize the overall thrust of your marketing strategy.
Goals and Objectives
Overall goals and objectives or 'big picture' outcomes for the business. What you are fundamentally all about in your business? Mention your marketing objectives here. Where relevant also mention targeted market shares you would like to achieve and the time frames in which you would like to meet your objectives. Also any expansion or acquisition goals and objectives. This section is really outlining what you want to achieve with your strategy. 
Target Markets
Who are your targeted clients? Do you have various groups of customers (segments) in your market which 'behave' differently to other groups of customers? How big are your targeted markets? Where are your targeted markets located? What are the basic ways in which people in your targeted market make their decisions about buying your type of products or services?

Positioning and Differentiation
How do you plan to position your business relative to competitors within your targeted markets ? In other words, how do you want your targeted markets to see your products and services in relation to your competitors? Remember that positioning must be relevant to your target markets. i.e. Your target markets must be able to understand the ways in which your products & services differ from those of your competitors.
Product and Service Strategies
What will be your product and services strategies? (Refer to notes taken in Step 2 when brainstorming marketing strategy possibilities.)
 Promotional Strategies
What will be your promotional strategies? (Refer to notes taken in Step 2 when brainstorming marketing strategy possibilities.)
Pricing Strategies 

What will be your pricing strategies? (Refer to notes taken in Step 2 when brainstorming marketing strategy possibilities.)

Distribution Strategies
What will be your distribution strategies? (Refer to notes taken in Step 2 when brainstorming marketing strategy possibilities.)

People Management Strategies 

What will be your people management  strategies to support the above elements of your strategy? (Refer to notes taken in Step 2 when brainstorming marketing strategy possibilities.)






































































