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B u s i n e s s  S u c c e s s

M A R K E T I N G  P L A N ( N I N G )

S T R A T E G I E S

If marketing is  about building good customer relationships it follows that having a marketing plan is 
a prerequisite to making money. 

Ask any successful entrepreneurial business owner and they will gladly admit to 
spending 50% of their time on marketing. This is a rarity. Most business owners 
don’t. Now, they may want to but often they just do not  have the time – even if they 
wanted to – because they have to wear so many hats and are being pulled every 
which way. Most  business owners agree to the occasional bit of marketing and then 
complain about it not delivering any results. 

The harsh reality is that  the most  terrible product  or service, marketed well, does well. Wonderful products 
and services, marketed badly, do badly. Certainly the product or service or product must be good to sustain 
any prolonged success, as customers will vote with their feet  and a bad reputation is as hard to un-spread 
as butter off bread. But let’s be honest the intent  behind the person touting the bad product  or service is to 
be in and out quickly and make a killing on the way through a well-planned marketing strategy. 

What  is the point of developing something that  delivers benefit  and value if you are going to go bust  before 
anyone knows about it? 

Marketing does not have to cost  a fortune. Indeed the old rules of 
enormous marketing and PR budgets no longer work – much to the 
chagrin of the wining and dining marketers whose main goal is to secure 
a major campaign.

Millions spent  on branding will not deliver as effectively as a strategy specifically designed to make a 
product  or service a profitable success. Peter Drucker made the point that: ‘Plans are worthless; planning is 
invaluable.’ To develop a marketing plan as a tick box is missing the point. They need to be tested and 
reviewed continuously for what is working and what  is not working. And that  is the real point. Don’t judge 
your plan as a success or failure. View every outcome as a test. Keep reviewing and planning until one of 
the tests inevitably delivers the positive results anticipated. Then go for it.

Involve every medium – and there are lots –within your planning that  will deliver. Tweak everything 
starting with your headline; your sales letter copy, your offer, and your guarantee. Do deals with the media. 
Because the other point is that  when you spend 50% of your time on your marketing you discover lots of 
ways that work – ways you never knew existed. 

Whatever your business understand that you are in the business of marketing your product  or service – 
period – irrespective of what your business is. And if you don’t  think that  you are any good at  marketing 
then either get good or delegate to someone that  is good. The alternative is to just forget about  making 
money. 

If you don’t have a marketing plan – start planning one right NOW!
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