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INTRODUCTION
Someone told me it was impossible to
write a marketing plan in 15 minutes a day.
And they were pretty condescending
about it. Of course, being a double Scorpio, redheaded, 100% Celt, my immediate
instinct was to shout “FREEDOM” and
prove this powerful corporate marketer
wrong!
I sat down and thought about the best
way to guide someone through the process of creating a marketing plan in just 15
minutes a day, for 20 days. This eBook is
the result.

Honestly, marketing doesn’t
have to be complicated.

In this eBook you’ll receive your daily task
plus helpful notes and instructions to
guide your work. At the end of this journey
you’ll have a simple, yet effective, marketing plan that will guide you.
Here’s who will benefit from this eBook:
»»

»»

Small businesses, consultants, B2B or
B2C—this will work. I promise.
Over the course of this eBook we’ll prepare the following components of your
plan:
»»

You can certainly choose to complete the
tasks in this guidebook all at once, but I
recommend taking them one day at a
time. Taking even longer than that is not a
bad idea. Crafting a great marketing plan
does take some time, research and careful
thought – so it’s not something you can
really rush. Pacing yourself with a 15-minute-a-day, 1-task-a-day pace will give you
time to really think about your ideas. And
you’re more likely to have fun with it than
if you try to crank everything out in a single sitting. The eBook is set up so that you
can take weekends “off” your marketing
tasks. Sometimes my best ideas arise when
I’m not thinking about my clients at all.

If you try to do a marketing plan every
year and get too busy, this is for you.
If you made a plan but couldn’t really
act on it last year, this is for you.

»»
»»
»»
»»

Measurable goals
Target Audience
Integrated strategies
Tactics
Measurements

Honestly, marketing doesn’t have to be
complicated. A short, concise plan can be
more effective than a long, complicated
document. To stay ahead of the competition, you must market in a way that is consistent and persistent.
Time to prove the doubters wrong. I know
we can create an effective, actionable marketing plan in just 15 minutes a day. Join
me as I take you through the steps to create a truly righteous marketing plan.
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THE GHOST OF MARKETING PLANS PAST
Let’s kick off this adventure with something super easy.
For the first task in your new marketing plan, dig out your old marketing plan. Highlight
anything you really wanted to do that you didn’t get to, but would still like to do in the
year ahead.
You are not allowed to use this as an excuse to beat yourself up.
Didn’t do a marketing plan last year? Then this task is finished. Told you it would be
easy!

WAX FACT

DID YOU KNOW? ... According to the Small

Business Association, 1/3 of all new businesses fail
within the first 2 years. 56% fail within 4 years.

A major contributing factor to the failure of many new businesses is lack of
a concrete marketing plan. Whether it’s on a lean budget or a multi-million dollar
spree, you can’t get customers if people don’t know you exist.
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EYE ON THE PRIZE
On to task number two. Here we’ll define your END GOAL. This is the goal your plan
will move toward. Please don’t spend more than 15 minutes on this one.

OPTION #1
If you know of one primary thing in your business that always drives the most sales,
make that your end goal. This driver should be such a big factor that nothing else
comes close. For example, if you own a retail location, and you know that getting
more customers in the store equals more sales, then “MORE CUSTOMERS” should
be your answer for this task. If you sell online, your end goal might be “MORE SITE
TRAFFIC.”
For option #1 you need to be pretty darn sure you know the NUMBER ONE driver of
sales for your business. If you’re at all unsure, or you’re clueless and think your driver
could be any one of a number of things (like me), do this instead:

OPTION #2
More sales.
That’s it! No need to define your customers yet, or think about how you’re going to
generate more traffic, or whatever else might be your number one driver of sales. We’ll
get to that further along in our marketing plan.
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TIME FOR SOME MATH
Now that you know your end goal for the
year, you need to quantify it. This means
coming up with a number to attach to your
goal for this year’s marketing plan.
I want to remind you that setting goals is an
indicator of the personal philosophy by
which you run your business. Some people
may have had a hard year last year and want
to sandbag it for the next year. This is okay.
Maybe you’ve had some setbacks and just
breaking even would be fantastic. Maybe
you’ve redirected your brand or company
and you know you’ll sell less in the coming
year. These are all okay scenarios as well.
On the flip side, if you’re an aggressive
personality, you might always choose
stretch goals. Or perhaps you’re a strong
believer that “thought transcends matter”
and you think whatever intention you put
out there you’ll manifest. Feel free to use
that philosophy to set your goals.
If you’ve chosen a goal that contributes to
your end goal you’d better know what per-

centage turns into actual sales. If you don’t
know this information, you might not want
to use that goal as a contributing factor,
simply because you don’t know enough
about it. Think on that. If you do know
what percentage contributes to sales, then
just do the math to quantify your goal.
Once you understand how you personally
like to set goals, it’s easy to come up with
a number.
Still stuck? You can just use a percentage
on top of last year’s numbers, too. 5% for a
larger company is great. Doubling if you’re
just gaining traction is excellent.
Feel free to tweet me or email me if
you’re struggling with this. If it’s really challenging, just stick something on there as a
placeholder. You can always change it later
after you’ve moved deeper into the plan.
Please don’t ruminate on this for more
than 15 minutes. If you leave it now, a
magic number may pop into your head
later in the day (or on the weekend).

AS A SIDE NOTE, in more sophisticated marketing plans you would choose objectives that contribute
to your end goal, and set both quantifiable and qualitative goals for those objectives. We’ll be talking
about setting those kinds of goals later on, so stay tuned. For now, you’re doing this because a marketing plan has been tough to get going. Stick with a simple goal.
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CHOOSE A HEADLINE
To begin this task, write your goal down in a sentence that will be the headline for your
marketing plan. Here are some examples:
EXAMPLE A: This year, I will sell $XX worth of business.
EXAMPLE B: This year, I will gain three new clients.
EXAMPLE C: This year, I will increase my website traffic by 50%, increasing sales by 10%.

WRITE DOWN YOUR GOAL:

Great. That’s done!
Hopefully you’ve been thinking a bit about how you like to set and achieve goals and this
is helping you come up with some defined goals. Are you a sandbagger that loves the
thrill of beating your goals? Do you prefer reachable targets? Do you shoot for the stars?
Wherever you fall on the spectrum is fine. Just knowing your preference will help you set
more specific goals later on as you become better at thinking strategically about your
marketing. Ultimately, that’s what this eBook is all about.

WAX FACT

NEED HELP? If you’ve never been particularly

good at setting (or keeping) goals, there are plenty
of resources for fixing that. Try:

»» Personal Goal Setting: Planning to Live Life Your Way
»» 7 Tips for Setting and Achieving Your Goals
»» 11 Expert Tips on Setting Life- and Business-Changing Goals
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CHOOSE YOUR MEASURING STICK
This is another easy task. How will you measure your progress?
Looking back at the previous task, measuring Example A might be a monthly sales
review. For Example B, perhaps you will review the number of new clients, or perhaps
the number of proposals you’ve generated. Example C is even easier—just download
your Google Analytics reports.
Here are a couple good axioms for measurement:
»»

»»

If your transaction volume is low, measure things (like proposals) that lead to sales
once a month.
If your transaction volume is high, you may need to measure weekly, or even daily.

Easy peasy! Stop saying this is too simple. When it’s done well, marketing is simple, but
effective.
Guess what? Your marketing plan is 25% complete.

WAX FACT

THE PLAIN TRUTH Without measuring, you’ll

never be able to gauge progress. That means your
company could be stuck in the mud, tires spinning,
tires spinning, achieving no forward motion. It’s actually possible not to notice this until it gets out of hand, simply because things may
seem like they’re headed in the right direction.
Measurement is the key to ensuring that not only your marketing is effective, but
that your business is truly growing.
How to Write a Marketing Plan in 15 Minutes a Day • © 2017 Wax Marketing, Inc.

D AY

6

GET INSIDE YOUR CUSTOMER’S HEAD
In this task we’ll think about your best (and
next best!) customer in a different way.
Most of the time your customers are
defined by typical demographics like age,
gender, profession or income. You may
have started to define them geographically or by ethnicity, too. But the ideal way
to define your best customer is to combine those demographics with more information about what they do, how they think
and most importantly, how they buy. In
»»
»»
»»
»»
»»
»»
»»

»»
»»

»»

other words, define your customers by
their behavior.
Your best customers are the customers
who are loyal to you, who buy frequently
and refer others to you. Take a minute to
answer the following questions in terms of
what you know about your best customers.
Don’t get too analytical here. We just want
a quick, current understanding so we can
apply this knowledge to your growing
marketing plan.

What is the male to female ratio – best guess?
What is their average education?
If B2B, how big is their company?
If B2B, what role do they play in the organization?
Can you specify an age range at 10 years or less?
How do they find you?
How long is the average time between when they first engage with your company or
brand, and when they buy?
How much information do they need before they buy?
Where do they conduct the transaction? (In your store, online, on the phone if you’re
a consultant, etc.)
What is your average sale?

Now, is there a “next best” customer? Answer the above questions again. But don’t
take a long time, okay? All set! Now you’re ready for the next task. Read on.
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FANTASIZE ABOUT YOUR CUSTOMER
For this task I want you to close your eyes and imagine this dreamboat best customer.
Are they super rich? Would they buy over and over and rave about your brand everywhere? What would their persona be like? How about their buying behavior?
Okay, now answer the same questions from yesterday for this love-of-your-life. If you
seriously, honestly already have that customer, you’re all done for today!
Here are the questions again, slightly adjusted:
»»

Man or woman?

»»

Education?

»»

If B2B, how big is their company?

»»

If B2B, what role do they play in the organization?

»»

Exact age?

»»

How will you meet them?

»»

How fast will they buy?

»»

How much information do they need before they buy?

»»

Where do they conduct the transaction?

»»

What is their average purchase per year?

Happy dreaming!
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TARGETING YOUR DREAM CUSTOMER
By now you should have a pretty good idea of the profile of your actual best customer,
and your desired best customer. If you’re following along with this crash course you probably aren’t the type of person who has a lot of time for market research or the budget to
create a complex digital or traditional ad strategy. Don’t worry! There are only three
things you need to know to create the strategies and tactics for your marketing plan.
#1 Where do your customers get their information?
#2 What kind of messages do they respond to?
#3 What is the typical buyer's journey?
#2 is something that is an ongoing task for you, and you’ll be working on that throughout the year. Therefore, the last tidbit we need to gather is #1.
All I want you to do right now is consider your actual best and desired best customers. If
you can, try to numerically prioritize their information sources (in other words, do they
use Facebook or Twitter or do they like to read print papers, etc.). If not, just put an X
next to the three you think are their PRIMARY sources of information. To get a better
handle on this, start with yourself and narrow it down to your top three. Then think of
those two sets of customers (or one if you’re already happy with your customer base)
and do the same.
If you prefer to do this task with a printable PDF worksheet, you can download one here.
If you're not familiar with the typical buyer's journey, you can read more about it here.
*If there is a dominant social media network for your industry, call it out. Otherwise,
social media should be one of your choices, unless your customer is 55+.
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Here are the options:
❑ Print daily newspaper

❑ Direct mail

❑ Print magazines national (list a couple if
you can)

❑ Email

❑ Print magazines local (list a couple if
you can)

❑ TV news

❑ Online search (Google, Bing, Yahoo)

❑ Facebook

❑ Genre & influencer blogs (lifestyle,
music, etc.)
❑ Online national news sites (Huffington
Post, New York Times, etc.)
❑ Online local news sites (your local
paper.com, etc.)

❑ Your own content (blog, website, etc.)
❑ Radio news
❑ Twitter
❑ Instagram
❑ LinkedIn
❑ Social media*
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REVIEW LAST YEAR’S WORK
According to Feng Shui, the number nine is the most powerful of all. (Just a random
number fact to spice things up.)
Today’s marketing plan task is really easy. Write down all the places you advertised,
gained PR coverage or placed your own content or stories in the past year. You can use
a fresh version of yesterday’s checklist, if you’d like.
It might be a good idea to Google yourself or your brand right now in case you missed
something. We just found an awesome Tumblr review for a client that we had no idea
we got for her! You never know just what’s out there until you take a good look.

WAX FACT

GOOGLING YOURSELF No, it’s not as dirty as it
sounds. But it is important not only to locate things
like previously unknown media hits, but to get a handle on your company’s reputation.

If people are happy—or unhappy—about a product or service, they let the Internet
know. Loudly, and often. Google your brand regularly and pull praise as testimonials
or nip problems in the bud with professional customer service.
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CHOOSE YOUR CHANNELS
Time to celebrate! You’re halfway done with your plan. Don’t worry if the last few steps
seemed odd. The tasks you’re about to dive into will start pulling everything together.
Okay, here’s a definition for you.
Those lists from the past couple days? In integrated marketing, those are called “messaging channels.” Now you have some hip lingo to impress your friends. (Maybe not?)
For this task in your marketing plan, I want you to look at your lists from the past several
tasks. Compare the “channels” you used in the past year with the ones your actual best
and desired best customers use. See anything interesting? Are you spending money on
ads where none of your best customers get their information? Are there any channels
(online ads, for example) you’re missing?
Write down any new channels that seem like good fits for the coming year. That’s it, all
done!

WAX FACT

WHAT MAKES A CHANNEL A CHANNEL? So

what constitutes a messaging channel? Simple: if you
can reach customers, or potential customers, through
your given method, then you’re using a channel.

As you’ve already seen from the worksheet on day eight, channels include social
media (Facebook, LinkedIn, etc.), email, direct mail, television, newspapers, blogs—
even billboards and skywriting!
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THE DIFFERENCE BETWEEN STRATEGIES
AND TACTICS
In the first half of this eBook, we needed to figure out WHAT to do in your marketing
plan. The rest of this eBook focuses on HOW to do it. And you have to start with strategy. So today is more about thinking than anything else. And no joking this time…I’m
very serious when I talk about strategy! Here’s why:
Lots of people can’t distinguish between a strategy and a tactic. But there’s a big difference and it’s an important one. Your strategies act as guides for your marketing
activities, and they direct the tactics you choose. Tactics are actionable and specific. Without strategy, you feel
like you’re just jumping from
Think about how you’ve promoted
one marketing task to the next,
and sold your products & services
and results seem hit or miss.
in the past.
With a good strategy in place,
you can select tactics that align
with your overall strategy. If the tactics don’t work as well as you want, you can change
them up or tweak them. (If you want to learn more about strategies you can find some
good information here.)
Defining your best customer as you’ve already done is part of choosing your strategy.
Defining the channels you’ll use is another part of creating your strategy.
Now it’s time to think about how you’ve promoted and sold your products and services
in the past. Are there new ways you think you can reach your best customer? Did you
identify some channels in the past few exercises that might be new avenues to reach
that customer? Have you always wanted to try a different marketing approach? Now is
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the time to write those ideas down and ask yourself, “If I do these, will I meet more of
my best customers?” Maybe it’s a new event or webinar you’ve always wanted to do.
Maybe, like me, you’ve always wanted to do a series of blog posts. Write these ideas
down.
You may be thinking right now that you’re not a marketing person and there’s no way
you can come up with new strategies. I love that Cult Branding developed a list of 52
Marketing Strategies because believe it or not, I run out of ideas too. Read that post
and pull a few that resonate with you. If you’ve got more time, ChiefMartec.com has
created a great list of strategies and links to more information on each one. It’s a little
older so the digital strategies may not be up to date, but it’s an excellent glossary of
information.

WAX FACT

THE MAN YOUR MAN COULD SMELL LIKE

You probably recall the marketing campaign Old Spice
launched a few years ago, initially featuring Isaiah
Mustafa as “The Man Your Man Could Smell Like.”
It’s a great example of a strategy with multiple tactics. Not only did they hit TV heavily with memorable ads, but they supported it with viral YouTube campaigns and
extensive social media. This really shows us the sky’s the limit when it comes to a successful marketing strategy, as long as your best customer’s in mind, and your tactics
are working in harmony.
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THE THINKING PART OF MARKETING
Strategies can be hard, even though marketing overall is simple. Don’t worry if you feel
like you really didn’t “get” the previous task. Or maybe you came up with too many
ideas. Either way it’s okay. Strategies are supposed to be the “thinking” part of marketing. So it’s important to chew them over, just like cud. Some you spit out. Some you
digest. I promise not to take the analogy any farther.
Today I want you to think about strategies that you use currently and rate them from 1-5.
1 means they’re terrible and you will never do them again. (Like the time I paid to be on
a panel where a woman actually sang our bios.) 5 means they bring in amazing results.
Remember, strategies are not actionable. Yours might be like these:
»»

Print advertising

»»

Direct sales

»»

Networking events

»»

Social media

»»

Content marketing

»»

Local public relations

Consultants tend to write beautiful marketing strategies like this:
“Attract moms age 30-35 via online public relations campaign
featuring pitches and alerts pegged to celebrity news.”
You don’t need to get that fancy. Make your list and keep chewing.
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THE LUCKY NUMBER
Thirteen may be your lucky number because today you’re going to choose TWO new
strategies to implement in your marketing plan. Remember you’ve already ranked your
existing strategies and reviewed possible strategies.
George Patton said ”A good plan, violently executed now, is better than a perfect plan
next week.” That means don’t over-think this one. Choose a couple of simple strategies
and commit to them. They can be as basic as “pick networking events where I can meet
influencers in my industry.”
I will tell you one thing though. A new marketing plan without at least a tiny bit of content marketing is incomplete. Even if it’s as simple as sharing articles you like on your
social media networks, you should have some content marketing to be complete.
Think back to your best customer. Consider the strategies that appealed most to you.
Where is the intersection between those appealing strategies and the ones you think
will best reach your customer? That’s where those two new strategies lie. Write them
down. You can have three if you want. Again, strategy can be hard. Ask me questions.

WAX FACT
DELVE DEEPER Want

more information? Try these
on for size:
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FOCUS ON THE NEW
Today we think about your new strategies for your marketing plan. You should have two
new ones, and some good ‘uns from last year you’ll do again. Remember these are
STRATEGIES, not tactics. If you could give one of your strategies to a friend and they
could go out and execute it without asking more detail, it’s a tactic. If you’re still confused, remember that strategy is your bridge to your overall goal. Tactics are the
“how’s” for that bridge.
Another note. Take a look at your strategies and test them with two questions:
#1 Do they help you reach your overall goal?
#2 Do they help you reach your best customers?
If the answer is ‘yes’ to both, think a tiny bit about what you’ll need for those strategies.
Make an educated guess. You’re smarter than you think you are in this stuff. Marketing
is not rocket science.
Now, ask yourself these questions and write down the answers.
What kind of budget will you need?
What kind of human resources will you need?
Is there specific timing associated with this? (For example, if your strategy will help
pump up a slow summer season, or if you’re going to try to speak all over the place in
the spring.)
Are there any major obstacles to the strategy?
That’s it, you’re done for today.
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JOT IT ALL DOWN
This task is simple. Just write down your strategies for your marketing plan. They don’t
have to be poetically written, they just have to be written. There is a huge amount of
power in writing them as often as you can.
In the last five tasks you’ve done the heavy lifting. Congratulations! Most entrepreneurs
and small business owners find that creating tactics is much, much easier – and that’s
what we’ll do to round out our plan in the coming tasks. Then I’ll help you wrap it up
into a nice, neat package!

WAX FACT

IT’S REALLY TRUE! Writing things down really is

powerful. It's a habit you should get into not only in
business, but in all aspects of life. Writing things down
gives you a record of events or ideas, and it also
improves your memory (things get shuffled from short-term memory to long-term
memory) and heightens your focus.
In terms of your marketing plan, writing it down makes it real—and gives you something to tweak and improve over time, too.
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THE NITTY GRITTY
Ready to jump into the last five days to your marketing plan? I hope you can see how it’s
coming together.
Now we finally get down to the nitty gritty – tactics. This is where most small business
and entrepreneurs live when it comes to marketing, and no wonder. Our days are so jam
packed it’s often hard to think of anything but the next step.
The problem with only focusing on tactics is that you’re really just playing hit or miss.
Without a focus on your best customer you don’t have a target. Without strategy you
don’t even have anything to shoot with. (We are talking target practice, not hunting
analogies – just to be clear!)
So today I want you to think about the tactics you used last year. For example, a strategy would be to advertise in print magazines. The tactic would be “ran 10 ads in Woodbury Magazine.”
List your tactics and rate them 1 - 5, with 5 being most effective.

❶
❷
❸
❹
❺
And that’s it!
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BRAINSTORMING NEW TACTICS
Today we’ll think about new tactics to try for your marketing plan. Take a look at your
strategies from the last week’s exercises. What are the next logical steps to make those
strategies actionable? Remember, your tactics need to be in alignment with your overall
strategies. If they’re not, they won’t lead you to your best customer and to your end goal.
If you’d like, you can start brainstorming them under your strategies. If you need help,
the great Jay Conrad Levinson has created a laundry list of marketing tactics and strategies. Here are some examples of strategies and their associated tactics:
STRATEGY DEVELOP CONTENT MARKETING TO REACH INFLUENCERS IN MY FIELD.

Tactic Write one blog post per week and distribute via Twitter and LinkedIn.
Tactic Find five influencers each week, follow them on Twitter and RT their
work.
Tactic Curate influencer work on blog.
STRATEGY CREATE COOL ONLINE AD CAMPAIGN TO REACH MY BEST CUSTOMER.

Tactic Develop Facebook ads and run them once a month.
Tactic Create banner ads for targeted zip codes within 5 miles of my retail
store.
Tactic Review response from ads and adjust every two months.
STRATEGY DEVELOP CONSISTENT PUBLIC RELATIONS CAMPAIGN.

Tactic Create one press release per quarter and distribute to local newspapers and blogs.
Tactic Create five SlideShare presentations and distribute via social media.
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THE MAD SCIENTIST
First of all, let me say that there are a bazillion pictures of mad scientists on the internet.
This one was my favorite by far.
And why, do you ask, do I need a photo of a mad scientist at this point in the plan? Here
is where we begin to think about how you’ll test the efficacy of your marketing programs. For most entrepreneurs and small businesses – well, for most people really – we
mainly just look at sales. Did we sell more or didn’t we?
If you wait that long until you review your results you could be dead in the water. Waiting until the end game means that you hold your breath, click your heels three times
and hope your marketing works by looking at your numbers every three months or so.
Yeah, that’s pretty stupid…and why most people hate marketing.
Instead you’ve got to test your results – and you have to test at the tactical level. And in
order to do that, you have to decide if the tactic has contributed to the strategy. You’ve
done enough work now to know that your strategies are pretty solid. So here is where
you put the guarantee into your marketing plan.
Take last year’s tactics (3 or more) you want to keep – and you know they’re good
because a) they contribute to a chosen strategy and b) they were effective. Add the new
tactics you’ve brainstormed. And then write down how you’ll know if they worked and
when you’ll check.
Here are our tactic examples again, with the test criteria added. What you’re really measuring here are the conversions that lead you to your best customer and ultimately to
more sales – or whatever your end goal was at the beginning of this madness.
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STRATEGY DEVELOP CONTENT MARKETING TO REACH INFLUENCERS IN MY
FIELD. SUCCESS EQUALS SIGNIFICANT ENGAGEMENT, RELATIONSHIP BUILDING AND/
OR PARTNERSHIP WITH SAID INFLUENCERS.

Tactic Write one blog post per week and distribute via Twitter and LinkedIn.
Success equals engagement of at least 2 RT’s per post and/or LinkedIn likes/comments.
Tactic Find five influencers each week, follow them on Twitter and RT their
work. Success equals getting a strong response from 5 major influencers within two months. The response must be a RT of my work,
guest blog on their site or something of equal value.
Tactic Curate influencer work on blog. Success is same as above.
STRATEGY CREATE COOL ONLINE AD CAMPAIGN TO REACH MY BEST CUSTOMER. SUCCESS EQUALS SIGNIFICANT TRAFFIC TO THE LANDING PAGE AND 30%
CONVERSION TO DOWNLOADING MY EBOOK.

Tactic Develop Facebook ads and run them once a month. Success equals
adding 200 new Facebook likes per month.
Tactic Create banner ads for targeted zip codes within 5 miles of my retail
store. Success equals increase in store traffic of 20% over three
months.
Tactic Review response from ads and adjust every two months. Success is
same as above.
STRATEGY DEVELOP CONSISTENT PUBLIC RELATIONS CAMPAIGN.

Tactic Create one press release per quarter and distribute to local newspapers and blogs. Success equals 2 news stories per quarter.
Tactic Create five SlideShare presentations and distribute via social
media. Success equals 50% increase in site traffic to landing page
from SlideShare.
This task might seem tricky, but it’s crucial. You’re figuring out the steps in the buying
cycle that lead to a sale or the end goal for your brand. For many of you this part will be
mainly an exercise. You’ll see the true benefits from tactics as they happen. This will
make your testing get better and better as it goes. You may be choosing targets right
now just to get used to the idea of choosing targets (other than sales). That’s fine. Marketing is about learning. You’re learning. Me too.
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PULL IT ALL TOGETHER
Okay, in this task you PULL IT ALL TOGETHER!
If you’re like me, you probably have a bunch of Word docs scattered – or one that looks
like a mess. Or you printed it out and it’s covered in handwritten notes.
Or maybe you’re bloody perfect and it’s all written out neatly already. If that is the case,
the rest of us hate you and you’re done for today.
If not, it’s time to get your document together. This might take you more than one day,
so don’t sweat it. The next task is REALLY easy.
Here is the outline with the information you should have by now:
1. END GOAL This is the sentence where you write in quantifiable terms what you’ll
achieve in 2017 / 2018. For most of you, this will be a sales figure.
2. MEASUREMENT How will you measure this, and how often? Again, a sentence or
two will suffice.
3. BEST CUSTOMER Describe your best and next-best customer in a few sentences.
Pull out the questionnaire we did and summarize.
4. MESSAGING CHANNELS This is the list of channels that worked last year (that
reached your best customer) plus the new ones you brainstormed. Remember, you
did this already.
5. STRATEGIES Okay stud, plop in those strategies you developed.
6. TACTICS You just finished these, so I shouldn’t need to give you a reminder.
Now you have a marketing plan in front of you. Just leave it alone for now.
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THE END
If you’re still working on the previous task, keep going. Once that’s done, you may want
to take another look at your overall marketing plan and check to see if you want to
tweak it at all. Sometimes when you see it all together, you realize some things aren’t in
alignment. That’s okay. You have to look at it at a high level sometimes. It’s just easier
to write it at the micro level. (Can you tell my undergrad was economics? Can you also
tell that my grades were really bad?)
Add any reporting or testing as calendar reminders so you don’t forget. Also, add a
monthly review of the plan on your calendar and commit to doing that.
And then let me know how it goes. Well. Done. You.
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