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A	marketing	strategy	can	sway	consumers	to	buy	a	particular	company's	products	or	services.	It	may	include	multiple	marketing	ideas	for	each	of	the	firm's	sectors	or	product	lines.	A	marketing	strategy	contains	the	companys	value	proposition,	key	brand	messaging,	and	data	on	target	customerdemographics.	A	marketing	strategy	may	include
current	or	future	marketing	initiatives	and	detail	a	company's	goals	and	timetables.The	success	of	a	marketing	strategy	can	be	quantified	through	metrics	like	the	number	of	new	customers,	revenue,	and	sales.A	marketing	strategy	may	include	advertising,	outreach,	and	public	relations	campaigns.	A	clear	marketing	strategy	should	revolve	around	the
companys	value	proposition.	This	communicates	to	consumers	what	the	company	stands	for,	how	it	operates,	and	why	it	deserves	the	customers'	business.	A	well-constructed	value	proposition	provides	marketing	teams	with	a	template	that	should	inform	their	initiatives	across	all	of	the	companys	products	and	services.	The	ultimate	goal	of	a
marketing	strategy	is	to	achieve	and	communicate	a	sustainable	competitive	advantage	over	rival	companies.	To	do	this,	a	business	must	understand	the	needs	and	wants	of	its	customers.	Whether	its	a	print	ad	design,	mass	customization,	or	a	social	media	campaign,	a	marketing	asset	should	effectively	communicate	a	companys	core	value
proposition.	For	example,	Walmart	(WMT)	is	widely	known	as	a	discount	retailer	with	everyday	low	prices.	Low	prices	are	its	value	proposition,	so	all	its	business	operations	and	marketing	efforts	are	rootedin	that	idea,	which	appeals	to	its	core	consumer	base.	Its	marketing	strategies	may	be	found	on	TV,	in	print,	or	on	the	accounts	of	social	media
influencers,	but	they	all	emphasize	the	same	value	proposition	of	low	prices	on	everyday	products.	Many	companies	use	market	research	to	identify	what	is	most	important	to	consumers	and	how	to	differentiate	their	products	or	services	from	those	of	competitors.	This	information	can	be	used	to	identify	untapped	audiences	and	develop	a	plan	for
reaching	them,	which	will	increase	sales	and	improve	a	company's	bottom	line.	The	marketing	strategy	is	outlined	in	the	marketing	plan.	This	is	a	document	that	details	the	specific	types	of	marketing	activities	a	company	will	conduct	in	a	given	timeframe.	It	contains	important	information	such	as	what	the	current	and	near-future	marketing	initiatives
will	be,	how	they	will	be	conducted,	what	their	goals	are,	and	the	timetables	for	enacting	them.	A	company	may	have	separate	marketing	initiatives	for	each	of	its	products	or	services;	it	may	also	have	multiple	marketing	initiatives	for	the	same	product	or	service	that	are	implemented	at	different	times	or	on	different	platforms.	Marketing	strategies
inform	a	business's	marketing	across	many	verticals	and	over	a	longer	period.	These	strategies	should	ideally	have	longer	life	spans	than	individual	marketing	plans	because	they	contain	value	propositions	and	other	key	elements	of	a	companys	brand,	which	generally	hold	constant	over	the	long	haul.	Marketing	strategies	cover	big-picture	messaging,
while	marketing	plans	delineate	the	logistical	details	of	specific	campaigns.	For	example,	a	marketing	strategy	might	say	that	a	company	aims	to	increase	authority	in	niche	circles	where	their	clients	visit.	The	marketing	plan	puts	that	into	action	by	commissioning	thought	leadership	pieces	on	LinkedIn.	Creating	a	thoughtful	and	effective	marketing
strategy	requires	several	steps.	While	sales	are	the	ultimate	goal	for	every	company,	a	marketing	strategy	can	also	include	short-term	goals	such	as:	Establishing	authorityIncreasing	customer	engagementGenerating	leads	These	smaller	goals	offer	measurable	benchmarks	for	the	progress	of	your	marketing	plan.	Think	of	strategy	as	the	high-level
ideology	and	planning	as	how	you	accomplish	your	goals.	Every	product	or	service	has	an	ideal	customer,	and	you	should	have	a	profile	outlining	what	you	know	about	yours.	It	can	include:	Who	they	areWhat	they	are	most	interested	inWhat	problems	they	want	to	solveWhat	is	holding	them	back	from	solving	those	problemsWhat	solutions	your
competitors	offer	themWhat	types	of	media	are	ideal	for	reaching	them	If	you	sell	power	tools,	for	example,	youll	choose	marketing	channels	where	general	contractors	may	see	your	messaging.	This	could	be	TV	ads,	or	it	might	be	social	media	accounts	focused	on	home	renovation	and	DIY.	Now	that	you	know	your	goals	and	who	youre	pitching	to,	its
time	to	create	your	message.	Your	clients	have	a	problem	that	needs	to	be	solved	and	something	that	is	standing	in	the	way	of	that	solution.	Your	marketing	message	needs	to	communicate	how	your	product	or	service	will	solve	their	problem	and	improve	their	lives.	This	is	also	when	you	differentiate	your	solution	from	the	one	provided	by	your
competitors	and	show	how	it's	the	best	option	for	your	customers.	How	you	disperse	your	messaging	may	depend	on	how	much	you	can	afford.	Will	you	be	purchasing	advertising?	Working	with	thought	leaders	or	influencers?	Hoping	for	a	viral	moment	on	social	media	organically?	Sending	out	press	releases	to	the	media	to	try	to	gain	coverage?	Your
budget	will	dictate	what	you	can	afford	to	do.	Even	the	best	message	won't	work	unless	it	is	communicated	through	the	appropriate	medium.	Selecting	the	best	channel	for	your	marketing	efforts	will	depend	on	who	your	customers	are,	who	they	trust,	what	types	of	media	they	consume,	and	what	budget	you	have	to	work	with.	Some	companies	may
find	the	most	value	in	creating	blog	posts	for	their	website.	Others	may	find	success	with	paid	ads	on	social	media	channels.	Find	the	most	appropriate	venue	for	your	content.	To	target	your	marketing,	you	need	to	know	whether	it	is	reaching	its	audience.	Determine	your	metrics	and	how	youll	judge	the	success	of	your	marketing	efforts.	Make	sure
these	are	clearly	defined	and	measurable.	For	example,	you	may	decide	to	track:	New	leadsCustomer	signupsRevenueSales	of	an	individual	productSocial	media	followersCustomer	retentionNew	accounts	opened	Which	metrics	you	track	will	depend	on	the	goals	of	your	marketing	campaign	and	the	type	of	business	you	are	running.	A	marketing
strategy	is	a	plan	by	a	company	or	organization	to	reach	prospective	customers	and	persuade	them	to	buy	its	products.	As	part	of	its	marketing	strategy,	a	business	will	identify	its	target	customers,	determine	what	those	customers	want,	and	engage	with	those	customers	through	advertisements	and	promotions.	An	effective	marketing	strategy	will
focus	on	a	specific	goal,	like	increasing	sales	or	raising	brand	awareness.	The	four	Ps	are	product,	price,	promotion,	and	place.	These	are	the	key	factors	that	are	involved	in	the	marketing	of	a	good	or	service.	The	four	Ps	can	be	used	when	planning	a	new	business	venture,	evaluating	an	existing	offer,	or	trying	to	optimize	sales	with	a	target	audience.
They	can	also	be	used	to	test	a	current	marketing	strategy	on	a	new	audience.	A	marketing	strategy	will	detail	the	advertising,	outreach,	and	public	relations	campaignsto	be	carried	out	by	a	firm,	including	how	the	company	will	measure	the	effect	of	these	initiatives.	The	functions	and	components	of	a	marketing	plan	include	market	research,	tailored
messagingthat	targets	certain	demographics	and	geographic	areas,	platform	selection,	and	metrics	that	measure	the	results	of	marketing	efforts	and	their	reporting	timelines.	The	terms	marketing	plan	and	marketing	strategy	are	often	used	interchangeably	because	a	marketing	plan	is	developed	based	on	an	overarchingstrategic	framework.	The	plan
outlines	marketing	activities	on	a	monthly,	quarterly,	or	annual	basis,	while	the	marketing	strategy	outlines	the	overallvalue	proposition.	In	some	cases,	the	strategy	and	the	plan	may	be	incorporated	intoone	document,	particularly	for	smaller	companies	that	may	only	run	one	or	two	major	campaigns	in	a	year.	Companies	need	to	sell	their	products
and	services	to	generate	revenue	and	put	them	on	the	path	of	being	a	successful	business.	To	sell	their	products	or	services,	they	have	to	let	consumers	know	of	them.	They	must	also	convince	consumers	to	buy	them	as	well	as	convert	consumers	from	competitors.	Having	a	marketing	strategy	that	outlines	this	process	and	more	is	a	crucial	step	in
converting	consumers	into	customers.For	most	of	us,	digital	forms	a	significant	part	of	our	overall	marketing	strategies.	Consumers	and	businesses	alike	are	almost	always	online	and	on	the	go,	so	you	want	to	be	able	to	reach	them	wherever	they	are.	But	this	ever-changing	digital	landscape	can	quickly	become	overwhelming.	I've	put	together	this
guide	with	a	free	template	to	help	you	efficiently	create,	fine-tune,	and	maintain	an	agile	digital	marketing	strategy	and	improve	your	digital	presence.Table	of	Contents	Marketing	Strategies	vs.	Marketing	TacticsAre	you	confused	about	the	difference	between	a	marketing	strategy	and	marketing	tactics?You	can	think	about	it	like	this:	strategy	is
planning,	and	tactic	is	doing.	Having	a	strategy	without	ways	to	act	on	it	(tactics)	is	daydreaming,	and	taking	actions	with	no	common	goal	or	plan	(strategy)	wastes	your	time.Let's	dive	a	bit	deeper	into	the	differences	between	the	two.	Characteristics	of	a	StrategyMarketing	or	not,	there	are	three	parts	to	any	strategy:1.	A	diagnosis	of	your
challenge.2.	A	guiding	policy	for	dealing	with	the	challenge.3.	A	set	of	targeted	actions	is	necessary	to	accomplish	the	policy.Depending	on	the	scale	of	your	business,	your	marketing	strategy	may	include	several	moving	parts,	each	with	different	goals.	With	that	said,	working	on	your	strategy	can	become	daunting	at	times.So,	if	you're	ever	feeling
overwhelmed	about	your	marketing	strategy,	refer	to	these	three	steps	to	keep	you	focused	on	achieving	your	objectives.Characteristics	of	a	TacticWhile	strategies	provide	a	framework	for	your	overall	vision,	tactics	determine	the	specific	steps	taken	to	execute	that	vision.A	good	tactic	should:Be	specific,	actionable,	and	measurable.Align	with	the
overall	strategy.Have	a	relatively	short	timeframe.Depending	on	your	marketing	strategy,	your	tactics	may	include	email	marketing	campaigns,	publishing	a	blog,	or	organizing	an	event.Now,	let's	look	at	digital	marketing	strategy.A	strong	digital	marketing	strategy	helps	your	business	achieve	specific	digital	goals	through	carefully	selected
mediums.Similar	to	marketing	strategies	versus	marketing	tactics,	digital	marketing	strategy	and	digital	marketing	campaign	are	also	often	used	interchangeably.	So,	how	do	they	differ?Ill	discuss	that	in	the	following	sections.Components	of	a	Digital	StrategyGoals	and	ObjectivesFirst	of	all,	youve	got	to	lay	out	your	main	goals	and	specific	objectives
to	build	an	effective	digital	strategy.Goals	are	big-picture	ideas,	while	objectives	are	more	detailed	and	easier	to	measure.	They	have	clear	deadlines	and	show	what	success	looks	like.Here	is	an	example	of	how	I	like	to	think	about	the	difference:Goal:	To	increase	brand	awareness.Objective:	Grow	social	media	following	by	20%	within	the	next
quarter.See	the	difference?	When	it	comes	to	goals,	you	can	define	and	measure	them	through	SMART	goals	and	criteria.SourceAudience	AnalysisNext	step	get	to	know	your	audience.Research	and	identify	the	specific	groups	of	people	you	want	to	reach.Consider	their	age,	where	they	live,	and	how	much	money	they	make.	What	are	their	interests?
What	issues	do	they	face?	Where	do	they	spend	their	time	online?Study	their	online	behavior,	preferred	websites,	and	what	they	like	to	read	or	watch,	so	you	can	pick	the	best	platforms	and	make	content	that	grabs	their	attention.Pro	tip:	Take	it	further	with	Customer	Profiling	in	10	Easy	Steps	[+	Templates]Content	PlanA	content	plan	is	the	most
interesting	and,	at	the	same	time,	most	challenging	part	of	any	strategy.Your	content	must	inform,	entertain,	and	engage.Here	you	need	to	spy	on	your	audience	again.	What	kind	of	content	do	they	devour?	Where	do	they	leave	the	most	comments,	likes,	and	shares?	When	do	they	mostly	check	in	(morning,	lunch,	bedtime)?Here	are	my	top	tips	for
creating	a	content	strategy	that	works:Content	variety.	Use	blog	posts,	videos,	infographics,	and	more	content	formats	to	keep	your	audience	engaged.	Unique	research	and	case	studies	are	also	great.Content	pillars.	Build	content	around	core	ideas	that	resonate	with	your	brand	and	audience.Content	calendar.	Use	a	content	calendar	to	stay
consistent	and	ensure	a	steady	flow	of	material.SEO.	Research	keywords	and	sprinkle	them	in	for	better	online	visibility.Content	repurposing.	Turn	successful	content	into	new	formats	to	maximize	its	reach.Tracking	and	adapting.	Use	Google	Analytics	data	to	see	what	works	and	adjust	your	strategy	accordingly.Pro	tip:	Take	your	content	strategy	to
the	next	level	with	this	handy	guide:	How	to	Develop	a	Content	Strategy	in	7	Steps:	A	Start-to-Finish	GuideUX	DesignEvery	digital	strategy	should	prioritize	a	good	user	experience.	Your	site	or	app	needs	to	be	functional,	enjoyable,	and	easy	to	use.It	must	be	clear,	intuitive,	and	frustration-free.	Otherwise,	you	risk	losing	potential	customers.Here	are
my	tips	for	good	UX:Clear	navigation.	Make	the	menu	simple	so	customers	can	find	what	they	need	easily.Simple	forms.	Keep	forms	short	with	clear	instructions	and	no	annoying	error	messages.Mobile-friendly	design.	Your	site	must	look	good	and	work	well	on	any	device.Fast	loading	speed.	Speed	up	your	site	to	keep	visitors	and	improve	user
experience.Pro	tip:	Explore	more	UX	design	with	our	article	Perfecting	Your	Digital	UX	Design	The	Tips	You	Need	to	KnowData	AnalyticsData	analytics	track	traffic,	analyze	which	parts	of	the	campaign	resonate	most,	and	even	pinpoint	where	users	might	be	dropping	off.Data	analytics	can	also	track	how	users	behave,	understand	what	they	like,	and
even	predict	future	trends.Managing	data	analytics	can	be	overwhelming,	but	HubSpot's	Marketing	Analytics	&	Dashboard	Software	makes	it	easy	to	keep	track	of	all	your	marketing	efforts	effortlessly.	This	lets	you	identify	whats	working	and	whats	not.	You	can	then	refine	your	approach,	optimize	content	for	better	conversions,	and	ultimately
achieve	your	objectives	with	laser	focus.Pro	tip:	If	you	want	to	learn	more	about	data	analytics,	I	recommend	exploring	our	free	guide	to	data	analytics.What	is	a	digital	marketing	campaign?Digital	marketing	campaigns	are	the	building	blocks	and	actions	within	your	digital	marketing	strategy	that	move	you	toward	a	specific	end	goal.For	instance,	if
the	overarching	goal	of	my	digital	marketing	strategy	is	to	generate	more	leads	through	social	media,	I	might	run	a	digital	marketing	campaign	on	the	social	platform	X.Id	share	some	of	my	businesss	best-performing	gated	content	on	the	platform	to	generate	more	leads	through	the	channel.Let's	tie	it	all	together	to	help	you	create	a	digital	marketing
strategy	you	execute	with	your	digital	marketing	campaigns.1.	Build	your	buyer	personas.For	any	marketing	strategy	digital	or	not	you	need	to	know	who	you're	marketing	to.	The	best	digital	marketing	strategies	are	built	upon	detailed	buyer	personas;	creating	them	is	your	first	step.Featured	Resource:	Organize	your	audience	segments	and
strengthen	your	marketing	with	these	templates	to	build	your	buyer	personas.	They'll	help	you	organize	your	insights	and	have	a	clear	visualization	of	your	target	audience.Buyer	personas	represent	your	ideal	customer(s)	and	can	be	created	by	researching,	surveying,	and	interviewing	your	business's	target	audience.I	have	to	note	that	its	important
that	the	information	you	gather	is	based	on	real	data	whenever	possible.	Making	assumptions	about	your	audience	can	cause	your	marketing	strategy	to	go	wrong.Buyer	personas	are	especially	helpful	if	you	have	a	niche	audience.	For	example,	I	run	Breaking	the	Blueprint,	a	HubSpot	Blog	column	for	minority	business	owners	and	entrepreneurs	a
more	specific	group	than	the	general	HubSpot	audience.I	could	publish	content	based	on	what	I	think	they	might	look	for	and	benefit	from,	but	Im	much	more	effective,	impactful,	and	helpful	if	I	dig	deep	and	uncover	their	specific	interests,	needs,	and	challenges.To	get	a	well-rounded	picture	of	your	persona,	your	research	pool	should	include
customers,	prospects,	and	people	outside	your	contacts	database	who	align	with	your	target	audience.But	what	information	should	you	gather	for	your	buyer	persona(s)	to	inform	your	digital	marketing	strategy?That	depends	on	your	business	its	likely	to	vary	by	whether	youre	B2B	or	B2C	or	sell	a	high-cost	or	low-cost	product.Ive	outlined	some
starting	points	that	you	can	fine-tune	and	tailor	to	your	particular	business:Quantitative	and	Demographic	InformationLocation:	Use	web	analytics	tools	to	easily	identify	what	location	your	website	traffic	is	coming	from.Age:	Depending	on	your	business,	this	may	or	may	not	be	relevant	information.	But	if	it	is,	it's	best	to	gather	this	data	by	identifying
trends	in	your	existing	prospect	and	contact	database.Income:	It's	best	to	gather	sensitive	information	like	personal	income	through	persona	research	interviews,	as	people	might	be	unwilling	to	share	these	details	via	online	forms.Job	Title:	This	is	something	you	can	get	a	rough	idea	of	from	your	existing	customer	base	and	is	most	relevant	for	B2B
companies.Goals:	Depending	on	what	challenge	your	product	or	service	solves,	you	may	already	have	a	good	idea	of	the	goals	of	your	buyer	persona.	Cement	your	assumptions	by	speaking	to	real	customers	and	internal	sales	and	customer	service	reps.Challenges:	Speak	to	customers,	sales	and	customer	service	reps,	and	any	other	customer-facing
employees	to	get	an	idea	of	the	common	challenges	your	audience	members	face.Hobbies/Interests:	Ask	customers	and	those	who	align	with	your	target	audience	about	their	hobbies	and	interests.	If	youre	a	fashion	brand,	for	example,	its	helpful	to	know	if	large	segments	of	your	audience	are	also	interested	in	fitness	and	well-being	to	inform	future
content	and	partnerships.Priorities:	Talk	to	customers	and	target	audience	members	to	find	out	whats	most	important	to	them	in	relation	to	your	business.	For	example,	if	youre	a	B2B	software	company,	knowing	your	audience	values	customer	support	over	a	competitive	price	point	is	very	valuable	information.By	combining	all	of	these	details,	you'll
be	able	to	create	buyer	personas	that	are	accurate	and	highly	valuable	for	your	business.2.	Identify	your	goals	and	the	digital	marketing	tools	you'll	need.Your	marketing	goals	should	always	be	tied	back	to	the	fundamental	goals	of	your	business.For	example,	if	my	business	goal	is	to	increase	online	revenue	by	20%,	my	marketing	teams	goal	might	be
to	generate	50%	more	leads	via	the	website	than	the	previous	year	to	contribute	to	that	success.My	pro	tip:	I	recommend	using	a	high-level	marketing	plan	template	to	outline	your	annual	marketing	strategy,	identify	top	priorities,	and	more.Whatever	your	overarching	digital	marketing	goal	is,	you	must	be	able	to	measure	the	success	of	your	strategy
along	the	way	with	the	right	digital	marketing	tools.For	instance,	HubSpot's	Reporting	Dashboard	brings	all	of	your	marketing	and	sales	data	into	one	place,	so	you	can	quickly	determine	what	works	and	what	doesn't	to	improve	your	strategy	for	the	future.My	favorite	feature	is	that	you	can	customize	your	dashboards	with	the	drag-and-drop	editor	to
ensure	your	reports	feature	the	metrics	that	matter	most.3.	Evaluate	your	existing	digital	channels	and	assets.When	reviewing	your	existing	digital	marketing	channels	and	assets	to	determine	what	to	incorporate	in	your	strategy,	it's	helpful	to	first	consider	the	big	picture	this	will	prevent	you	from	feeling	overwhelmed	or	confused.Gather	what	you
have	and	categorize	each	vehicle	or	asset	in	a	spreadsheet	so	you	have	a	clear	picture	of	your	existing	owned,	earned,	and	paid	media.Owned,	Earned,	Paid	Media	FrameworkTo	do	this	effectively,	I	recommend	using	the	owned,	earned,	and	paid	media	framework	to	categorize	the	digital	vehicles,	assets,	or	channels	youre	already	using	and	decide
whats	a	good	fit	for	your	strategy.Owned	media	refers	to	the	digital	assets	your	brand	or	company	owns,	like	your	website,	social	media	profiles,	blog	content,	or	imagery.Owned	channels	are	what	your	business	has	complete	control	over.	The	HubSpot	Blog	is	an	example	of	owned	media,	but	this	can	also	include	some	off-site	content	you	own	(e.g.,	a
blog	you	publish	on	Medium).Earned	media,	also	called	earned	content,	is	anything	written	about	or	created	about	your	business	that	doesnt	come	from	paid	advertising	or	sponsorships.Its	published	by	a	third	party,	like	press	mentions	or	media	outlet	coverage,	people	sharing	your	content	via	their	networks,	user-generated	content,	and	even	word-
of-mouth	marketing	from	satisfied	customers.You	can	earn	media	by	getting	press	mentions	and	positive	reviews	as	well	as	by	people	sharing	your	content	via	their	networks	(e.g.	social	media	channels).Paid	media	refers	to	any	vehicle	or	channel	you	spend	money	on	to	catch	the	attention	of	your	buyer	personas.This	includes	things	like	Google	Ads,
paid	social	media	posts,	native	advertising	(e.g.	sponsored	posts	on	other	websites),	or	any	other	medium	through	which	you	pay	in	exchange	for	increased	visibility.Ill	go	over	an	example	now	that	Ive	outlined	the	framework.	Owned,	Earned,	and	Paid	Media	Framework	ExampleSay	I	have	an	owned	piece	of	content	on	a	landing	page	on	my	website
that's	been	created	to	help	me	generate	leads.I	know	I	want	to	incorporate	different	parts	of	the	framework	rather	than	just	working	with	owned,	earned,	or	paid	media	alone.To	amplify	the	number	of	leads	the	content	generates,	I	ensure	it's	shareable	so	my	audience	can	distribute	it	via	their	social	media	profiles.	In	return,	this	will	increase	traffic	to
my	landing	page.	This	is	the	earned	media	component.To	support	my	content's	success,	I	might	post	about	the	content	on	my	Facebook	page	and	pay	to	have	it	seen	by	more	people	in	my	target	audience.This	is	how	the	three	parts	of	the	framework	can	work	together,	although	it's	not	necessary	for	success.	For	instance,	if	my	owned	and	earned
media	are	already	both	successful,	I	might	not	need	to	invest	in	paid	methods.I	recommend	evaluating	what	solution	will	help	you	best	meet	your	goals	and	then	incorporating	those	channels	into	your	digital	marketing	strategy.Featured	Resource:	Keep	track	of	your	paid	media	efforts	with	HubSpot's	free	Paid	Media	Template.4.	Audit	and	plan	your
owned	media	campaigns.At	the	heart	of	digital	marketing	is	owned	media	and	it	almost	always	comes	in	the	form	of	content.Thats	because	nearly	every	message	your	brand	broadcasts	can	be	classified	as	content,	whether	its	an	About	Us	site	page,	product	descriptions,	blog	posts,	ebooks,	infographics,	podcasts,	or	social	media	posts.Content	helps
convert	your	website	visitors	into	leads	and	customers	while	improving	your	brands	online	presence.	And	when	this	content	is	search	engine	optimized,	it	can	boost	your	search	and	organic	traffic.Whatever	your	digital	marketing	strategy	goal	is,	you'll	want	to	incorporate	owned	content.	To	start,	decide	what	content	will	help	you	reach	your
goals.Continuing	with	the	example	from	above,	my	goal	is	to	generate	50%	more	leads	on	my	website	this	year.	My	About	Us	page	is	probably	useless	to	my	strategy	unless	its	somehow	been	a	lead-generation	machine	in	the	past.If	youre	feeling	stuck,	below	Ive	outlined	a	brief	process	you	can	follow	to	work	out	what	owned	content	you	need	to	meet
your	digital	marketing	strategy	goals.Audit	your	existing	content.I	promise	marketing	audits	are	significantly	less	scary	than	any	other	type	of	audit	and	much	simpler.Just	make	a	list	of	your	existing	owned	content,	then	rank	each	item	according	to	what	has	previously	performed	best	concerning	your	current	goals.For	example,	if	your	goal	is	lead
generation,	rank	your	content	according	to	which	pieces	generated	the	most	leads	over	the	last	year	(such	as	a	blog	post,	ebook,	or	site	page).The	idea	here	is	to	figure	out	whats	currently	working,	and	whats	not	so	that	you	can	set	yourself	up	for	success	when	planning	future	content.Identify	gaps	in	your	existing	content.Based	on	your	buyer
personas,	identify	any	gaps	in	the	content	you	have.For	example,	if	you're	a	math	tutoring	company	and	know	through	research	that	a	major	challenge	for	your	personas	is	finding	effective	ways	to	study,	create	some.By	looking	at	your	content	audit,	you	might	discover	that	ebooks	hosted	on	a	certain	type	of	landing	page	convert	really	well	(better
than	webinars,	for	example).In	the	case	of	this	math	tutoring	company,	you	might	make	the	decision	to	add	an	ebook	about	how	to	make	studying	more	effective	to	your	content	creation	plans.Create	a	content	creation	plan.Based	on	your	findings	and	the	gaps	youve	identified,	make	a	content	creation	plan	outlining	the	content	thats	necessary	to	help
you	hit	your	goals.This	should	include:A	title.Format.A	goal.Promotional	channels.Why	you're	creating	the	content.The	priority	level	of	the	content.This	can	be	a	simple	spreadsheet	and	should	also	include	budget	information	if	youre	planning	to	outsource	the	content	creation	or	a	time	estimate	if	youre	producing	it	yourself.5.	Audit	and	plan	your
earned	media	campaigns.Evaluating	your	previous	earned	media	against	your	current	goals	can	help	you	get	an	idea	of	where	to	focus	your	time.Look	at	where	your	traffic	and	leads	are	coming	from	(if	that's	your	goal)	and	rank	each	earned	media	source	from	most	effective	to	least	effective.You	can	obtain	this	information	using	tools	like	the	Sources
reports	in	HubSpot's	Traffic	Analytics	tool.You	may	find	a	particular	article	you	contributed	to	the	industry	press	drove	a	lot	of	qualified	traffic	to	your	website,	which	boosted	conversions.Or,	you	may	discover	that	LinkedIn	is	where	you	see	most	people	sharing	content,	which	increases	traffic.The	idea	is	to	build	a	picture	of	what	types	of	earned
media	will	help	you	reach	your	goals	(and	what	wont)	based	on	historical	data.However,	if	theres	something	new	you	want	to	experiment	with,	dont	rule	it	out	just	because	its	never	been	done	before.6.	Audit	and	plan	your	paid	media	campaigns.Auditing	your	paid	media	campaigns	(also	a	simple,	no-frills	audit)	is	the	same	process:	evaluate	your
existing	paid	media	across	each	platform	(e.g.	Google	Ads,	Facebook,	X,	etc.)	and	identify	whats	most	likely	to	help	you	meet	your	current	goals.Say,	for	example,	you	spend	a	lot	of	money	on	ads	and	find	that	you	dont	get	the	results	youd	hoped	for.	It	might	be	time	to	refine	your	approach	or	scrap	it	all	together	and	focus	on	another	platform	that
yields	better	results.Featured	Resource:	Use	this	Google	Ads	PPC	Kit	to	learn	how	to	leverage	Google	Ads	for	your	digital	marketing	strategy.By	the	end	of	the	process,	you	should	have	a	clear	idea	of	which	paid	media	platforms	you	want	to	continue	using	and	which	(if	any)	you'd	like	to	remove	from	your	strategy.7.	Bring	your	digital	marketing
campaign	together.You've	done	the	planning	and	the	research,	and	you	now	have	a	solid	vision	of	the	elements	that	will	make	up	your	digital	marketing	strategy.To	review,	here's	what	you	should	have	solidified	so	far:Clear	profile(s)	of	your	buyer	persona(s).One	or	more	digital	marketing-specific	goals.An	inventory	of	your	existing	owned,	earned,
and	paid	media.An	audit	of	your	existing	owned,	earned,	and	paid	media.An	owned	content	creation	plan	or	wish	list.Now,	you	bring	all	of	your	findings	together	to	plan	the	campaign(s)	that	will	make	up	your	digital	marketing	strategy.A	better	understanding	of	digital	marketing	strategies	is	vital	to	your	ultimate	success.	Earning	a	bachelors	in
marketing	or	a	related	field	can	be	valuable	and	boost	your	career.In	the	meantime,	I	made	a	list	of	basic	marketing	strategies	commonly	used	by	teams	across	various	industries.To	make	it	even	more	helpful,	I	used	our	2025	State	of	Marketing	Report	to	order	the	list	based	on	what	marketers	use	most	and	find	the	most	effective.Digital	marketing
isnt	one	size	fits	all.	Each	business	has	its	own	unique	needs	and	goals.	Therefore,	every	marketing	team	will	have	their	own	approach.	However,	there	are	many	online	marketing	strategies	that	you	can	implement	to	spread	awareness	about	your	business	and	attract	new	customers.Here	are	some	common,	effective	strategies	that	can	help	you	build
a	comprehensive	digital	marketing	plan.1.	Content	MarketingContent	marketing	involves	creating	and	sharing	valuable,	relevant,	and	consistent	content	to	attract	and	engage	your	target	audience.	Instead	of	bombarding	your	audience	with	ads	and	promotional	messages,	content	marketing	focuses	on	providing	your	customers	with	information	that
is	interesting	and	useful	to	them.Ultimately,	the	goal	of	content	marketing	is	to	build	trust,	establish	thought	leadership,	and	drive	profitable	customer	action.There	are	two	major	trends	in	content	marketing	were	seeing	in	2025:	Visual	storytelling	and	value-driven	content.Visual	Storytelling	is	the	New	NormShort-form	video,	images,	and	live-
streaming	video	were	among	the	most	commonly	used	and	highest	ROI	content	formats	in	2024,	and	our	research	shows	that	marketers	are	increasing	their	investment	in	these	visual	storytelling	formats	in	2025.This	increase	is	partly	because	marketers	are	shifting	their	focus	to	younger	audiences.Brands	are	Increasingly	Value-DrivenYounger
customers	are	also	more	likely	to	seek	out	brands	whose	values	align	with	their	own.	Content	marketers	are	meeting	that	demand	by	creating	more	content	that	reflects	their	brands	values	21%	of	respondents	said	theyre	exploring	this	trend	in	2025.Brand-led	marketing	strategies	in	general	are	increasing	in	popularity,	as	marketers	zero	in	on	brand
awareness	and	their	customers	experiences	with	their	brand.Since	buyers	view	around	three	to	five	pieces	of	content	before	engaging	with	a	sales	rep,	content	marketing	is	how	you	give	them	what	theyre	looking	for.	And	although	were	seeing	a	smaller	proportion	of	marketers	who	are	putting	more	resources	toward	blogging,	15%	still	told	us	that
theyre	increasing	their	investment	in	2025.Blogging	is	a	major	play	for	businesses	that	want	to	attract	customers	who	are	genuinely	interested	in	their	products	and	services.	And	well-written,	well-researched	blog	posts	often	answer	an	urgent	need	for	a	potential	customer.For	instance,	HubSpot	sells	marketing	software,	and	our	users	are	typically
marketing	professionals	who	create	plans,	campaigns,	and	editorial	calendars	for	their	employers.Recognizing	this,	Hubspot	offers	a	free	blog	maker	to	help	you	get	started	on	publishing	content	that	resonates	with	your	audience,	ensuring	you	can	easily	share	your	knowledge	and	insights	without	the	technical	hassle.The	key	is	not	to	blog	just
because:	Blog	with	the	intent	to	solve	for	the	customer.	To	effectively	do	so,	its	important	to	understand	your	target	audience	and	their	pain	points.That	way,	you	can	write	highly	targeted	content	thats	genuinely	helpful	for	readers,	especially	since	consumers	say	they	read	between	one	and	four	blog	posts	per	month.Online	Marketing	Benefits	of
Content	MarketingBoosts	web	traffic:	Regularly	publishing	fresh	and	relevant	blog	content	can	improve	your	SEO	rankings,	attracting	more	organic	visitors	to	your	website.	Plus,	sharing	content	on	your	social	media	pages	and	other	channels	can	help	you	stay	engaged	with	your	audience	while	increasing	visibility.Establishes	authority	and
credibility:	Sharing	your	expertise	and	insights	through	blog	articles	and	other	content	can	help	establish	you	and	your	company	as	a	thought	leader	in	your	industry.	This	also	allows	you	to	engage	with	your	audience	and	provide	them	with	useful	information	that	speaks	to	their	pain	points.	Not	only	does	this	build	trust,	but	it	also	positions	you	as	a
reliable	and	knowledgeable	resource.Generates	leads	and	conversions:	By	creating	engaging	and	relevant	content,	you	can	attract	potential	customers	who	are	interested	in	your	business	and	move	them	through	the	buyers	journey.	You	can	also	convert	readers	into	leads	by	including	CTAs	that	encourage	readers	to	take	action,	such	as	subscribing	to
a	newsletter	or	registering	for	a	free	trial.Recommended	Reading	2.	Influencer	MarketingThe	global	market	for	influencer	marketing	has	quadrupled	since	2019,	and	were	seeing	a	particular	rise	in	niche-influencer	marketing	in	2025.By	partnering	with	influencers,	brands	can	create	content	that	promotes	their	products	or	services	while	leveraging
the	influencers	reach.There	are	many	ways	you	can	partner	with	influencers,	such	as	sponsored	content,	guest	blogging,	product	collaborations,	influencer	takeovers,	and	more.Before	partnering	with	an	influencer,	its	important	to	do	your	research	and	make	sure	they	have	an	engaged	following	within	your	industry	or	niche	and	are	aligned	with	your
values	and	messaging.Not	sure	how	to	get	started?	Check	out	HubSpots	Ultimate	Guide	to	Influencer	Marketing.Featured	Resource:	The	Ultimate	Guide	to	Influencer	MarketingInfluencer	marketing	might	seem	unattainable	from	a	cost	perspective,	as	most	businesses	dont	have	A-list	budgets.	But	as	Eric	Munn,	the	director	of	marketing	for	the
Chicago	Transit	Authority	who	was	featured	in	our	Masters	in	Marketing	newsletter,	points	out,	local	and	regional	influencers	can	be	quite	affordable	and	have	valuable	audiences.Our	campaign	was	focused	on	using	the	CTA	because	it	saves	you	money,	which	means	more	money	in	your	pocket	to	go	do	all	of	the	things	that	Chicago	has	to	offer.	So
Munn	turned	to	Chicagoland	influencers	who	make	videos	with	themes	like	five	things	to	do	in	Chicago	this	weekend	or	Chicagos	hidden	gems.Followers	of	those	influencers	were	very	likely	to	be	in	the	CTAs	target	audience	already,	making	it	a	valuable	marketing	play	but	without	paying	national	influencer	prices.Many	marketers	prefer	working
with	niche	influencers	and	find	them	the	most	effective,	which	makes	sense	the	cost	is	lower,	and	these	influencers	typically	have	a	stronger	bond	with	a	smaller	and	more	engaged	community,	ready	and	open	to	hear	from	them.Online	Marketing	Benefits	of	Influencer	MarketingBrand	exposure:	Partnering	with	influencers	allows	you	to	tap	into	the
influencers	existing	audience	and	reach,	which	can	significantly	boost	your	brands	awareness.	By	leveraging	an	influencers	platform	and	following,	you	can	expose	your	products	or	services	to	a	larger	audience	and	gain	visibility	among	potential	new	customers.Authentic	content	creation:	Influencers	are	skilled	in	creating	engaging	and	authentic
content	that	resonates	with	their	followers.	By	partnering	with	influencers,	you	can	tap	into	their	creativity	and	expertise	to	develop	compelling	content	that	promotes	your	brands	offerings	in	an	organic	and	relatable	manner.	Plus,	user-generated	content	created	by	influencers	can	showcase	real-life	experiences	with	your	brand,	which	can	influence
buyer	decisions	and	foster	trust.Trust	and	credibility:	Influencers	are	seen	as	trusted	authorities	within	their	niches.	When	they	endorse	or	recommend	a	brands	products	or	services,	it	adds	credibility	and	trust.	This	can	positively	influence	consumer	perceptions	and	increase	the	likelihood	of	potential	customers	trying	or	purchasing	from	your
brand.Recommended	Reading	3.	Social	Media	MarketingSocial	media	marketing	is	another	way	to	generate	brand	awareness	online	and	boost	your	digital	strategy.It	involves	creating	and	sharing	content	on	social	media	platforms,	such	as	Facebook,	Instagram,	X,	and	others,	to	attract	attention,	drive	website	traffic,	and	generate	leads.	Visual
storytelling	is	a	natural	fit	for	social	media.	In	2024,	short-form	video,	images,	and	livestreaming	video	were	among	the	most	commonly	used	content,	and	were	only	seeing	that	trend	accelerate.Heading	into	2025,	all	three	formats	are	seeing	increased	investment	by	a	higher	proportion	of	marketers	than	all	other	formats.	Marketers	are	shifting	their
social	media	strategies	to	accommodate	visually	rich	storytelling	and	theyre	hiring	more	social	media	pros	at	all	levels.Social	media	marketing	is	also	great	for	building	communities	around	your	brand.You	can	speak	directly	to	your	audience,	engage	with	followers	through	comments	and	messages,	and	have	discussions	to	connect	with	them	on	a
more	personal	level.	According	to	our	research,	more	and	more	marketing	teams	20%	of	the	marketers	we	surveyed	are	exploring	using	social	media	DMs	for	customer	service.The	stronger	your	relationship	with	your	audience,	the	more	loyal	they	will	be	to	your	brand.Online	Marketing	Benefits	of	Social	Media	MarketingIncreases	brand	awareness:
With	billions	of	active	social	media	users,	you	can	reach	a	wide	audience	and	increase	your	brands	visibility.	This	is	especially	true	if	you	participate	in	relevant	social	media	trends,	run	paid	campaigns,	create	and	promote	branded	hashtags,	and	collaborate	with	other	brands.Boosts	engagement:	A	strong	social	media	presence	can	help	create	a
community	around	your	brand	and	build	a	strong	relationship	with	your	followers.	Plus,	you	can	use	tactics	like	contests	and	giveaways	to	encourage	specific	actions	that	support	your	marketing	goals,	such	as	asking	users	to	tag	a	friend	or	write	a	review.Rich	insights	and	analytics:	Social	media	platforms	typically	provide	robust	analytics	tools	that
allow	you	to	measure	the	effectiveness	of	your	marketing	campaigns,	track	key	metrics,	and	gain	insights	for	continuous	improvement.Recommended	Reading	4.	Paid	AdvertisingAn	organic	content	marketing	strategy	is	only	a	portion	of	the	story.	Its	just	as	important	to	implement	non-organic	plays,	such	as	paid	advertising.Not	only	will	this	help	you
drive	more	brand	awareness,	but	it	will	also	help	you	reach	audiences	who	cant	find	your	business	organically	yet.I	recommend	paid	advertising	if	youre	still	growing	your	blog	or	business	and	not	getting	as	much	traffic	as	you	want.	There	are	a	few	types	of	advertising	you	can	consider	adding	to	your	digital	strategy:	Nearly	every	platform	has	an
option	for	you	to	advertise	either	through	a	display	network	(such	as	Googles)	or	through	its	built-in	ad	system	(such	as	Instagrams,	Facebooks,	and	LinkedIns	self-serve	advertising	portal).Heres	one	example	of	an	ad	on	LinkedIn:SourceWhat	I	like	the	most,	and	the	biggest	benefit	of	paid	advertising,	is	that	its	not	dependent	on	a	content	or	SEO
strategy	where	success	can	take	a	while	to	build.You	choose	a	platform,	create	your	budget,	write	copy,	decide	on	images,	and	launch	your	advertising	campaigns.Still,	to	ensure	your	success,	Id	recommend	creating	an	advertising	plan	that	outlines	who	youre	targeting,	which	channels	youll	be	using,	and	how	much	you	plan	to	spend.I	recommend
downloading	the	following	template	to	create	your	plan.Featured	Resource:	Advertising	Plan	TemplateOnline	Marketing	Benefits	of	Paid	AdvertisingTargeted	campaigns:	Platforms	like	Google,	Facebook,	and	Instagram	enable	you	to	target	your	ads	to	specific	audiences	based	on	their	demographics,	interests,	behaviors,	and	more.	This	helps	ensure
that	your	ads	are	seen	by	the	right	people	who	are	more	likely	to	be	interested	in	your	products	or	services.Measurable	results:	No	matter	which	platform	you	advertise	on,	youll	be	able	to	track	the	success	of	your	ad	campaigns	by	analyzing	performance	metrics	such	as	impressions,	clicks,	and	conversions.	By	analyzing	this	data,	you	can	identify
which	ads	and	targeting	strategies	are	most	effective	and	make	informed	decisions	to	improve	future	campaigns.Flexibility:	Paid	advertising	gives	you	the	option	to	adjust	your	campaigns,	targeting	options,	and	budget	based	on	your	marketing	goals	and	audience	preferences.	This	can	help	you	stay	agile	and	responsive	in	the	fast-moving	digital
marketing	landscape	and	ensure	that	you	are	getting	the	most	from	your	advertising	budget.5.	Account-Based	Marketing	(ABM)Account-based	marketing	is	a	strategic	approach	that	focuses	on	targeting	and	engaging	specific	high-value	accounts	or	key	decision-makers	within	those	accounts.Rather	than	casting	a	wide	net	to	reach	a	broad	audience,
ABM	personalizes	marketing	efforts	to	cater	to	the	needs	and	preferences	of	specific	target	accounts.This	strategy	is	particularly	suitable	for	B2B	organizations	and	industries	with	complex	sales	cycles,	where	forging	strong	relationships	with	specific	key	accounts	is	critical.For	instance,	lets	say	my	software	company	wants	to	target	enterprise
account	XYZ	Inc.Instead	of	a	broad	marketing	approach,	I	adopt	an	ABM	strategy	and	tailor	my	efforts	to	XYZ	Inc.	by	researching	its	pain	points	and	business	objectives.Ill	develop	personalized	content	tailored	to	its	needs,	engage	with	decision-makers,	nurture	relationships,	and	coordinate	my	marketing	and	sales	efforts.	All	of	my	marketing	efforts
focus	on	what	works	for	this	one	account.Since	it	has	a	specific	use	case,	ABM	is	lower	on	the	list	of	popular	digital	marketing	strategies,	and	I	dont	recommend	it	to	anyone	but	B2B	organizations	or	industries	with	high-value	accounts	and	complex	sales	cycles.Dustin	Brackett,	CEO	and	founder	of	HIVE	Strategy,	feels	similarly,	and	says	he	believes	in
the	power	ABM	has	for	some	organizations	but	understands	why	its	not	a	popular	trend.ABM	is	really	only	valuable	for	organizations	that	have	high-value	customers.	There	isn't	a	ton	of	ROI	to	be	had	by	investing	in	ABM	for	a	B2C	organization,	or	any	organization	that	has	a	lower	customer	lifetime	value	because	ABM	is	a	large	investment	in	time,
resources,	and	dollars,	Brackett	says.Featured	Resource:	How	to	Implement	an	ABM	StrategyOnline	Marketing	Benefits	of	Account-Based	MarketingPersonalized	approach:	Unlike	other	marketing	strategies,	ABM	enables	you	to	create	tailor-made	content,	communications,	and	campaigns	for	each	account	you	target.	This	level	of	personalization
helps	you	establish	stronger	relationships	with	your	target	accounts	and	increase	the	likelihood	of	conversion.Alignment	between	marketing	and	sales:	Alignment	between	your	marketing	and	sales	team	is	crucial	for	implementing	a	successful	ABM	strategy.	It	ensures	that	both	teams	are	focused	on	the	same	goals	and	committed	to	creating
consistent	experiences	for	accounts.Improved	customer	retention:	ABM	emphasizes	building	long-term	relationships	with	target	accounts.	By	understanding	their	specific	needs	and	providing	relevant	solutions,	marketers	can	increase	customer	satisfaction,	retention,	and	even	drive	further	expansion	within	the	account.Recommended	Reading	6.
Search	Engine	Optimization	(SEO)SEO	is	the	practice	of	optimizing	your	web	content,	structure,	and	technical	aspects	to	improve	its	visibility	and	ranking	on	search	engine	results	pages	(SERPs).The	ultimate	goal	of	SEO	is	to	increase	organic,	non-paid	traffic	to	your	website	from	search	engines	like	Google	and	Bing.If	your	product	pages	arent
earning	traffic,	SEO	is	your	best	bet	to	get	those	pages	in	front	of	those	who	are	searching	for	those	products	and	services.To	ensure	that	your	content	engages	and	converts	users,	its	important	to	invest	in	an	on-page	SEO	strategy.According	to	our	survey,	B2B	brands	report	that	the	top	marketing	channel	resulting	in	ROI	in	2024	was	website,	blog,
and	SEO.	Im	not	surprised	by	this	because	of	my	own	experience.More	often	than	not,	Im	looking	to	Google	to	find	answers	to	my	questions,	and	so	are	my	other	consumer	peers	among	all	generations,	people	prefer	to	find	answers	to	their	questions	with	search	engines.And,	while	social	search	(which	Ill	cover	below)	continues	to	gain	steam,
consumers	still	find	the	best	answers	on	search	engines.AI	chatbots,	however,	are	gaining	popularity	our	2025	survey	named	it	as	the	top	channel	that	brands	are	planning	to	use	for	the	first	time.	Consider	building	up	a	solid	presence	in	AI	search	results	as	soon	as	possible	before	your	competitors	get	ahead	of	the	curve.An	AI	Search	Grader	lets	you
gauge	your	brands	and	competitors	visibility	across	AI-powered	search	engines,	along	with	popular	search	results	related	to	your	industry	or	company.	You	can	use	these	details	to	gain	more	control	over	what	type	of	information	chatbots	pull	from	your	website,	guide	them	to	show	accurate	results,	and	create	more	relevant	content.Online	Marketing
Benefits	of	SEOIncreases	organic	traffic:	Optimizing	your	digital	content	for	search	engines	can	help	you	rank	higher	in	search	engine	results	pages	(SERPs)	for	relevant	keywords	that	your	audience	is	using.	As	your	ranking	increases,	so	does	your	brands	visibility	and	your	websites	organic	traffic.Improves	user	experience:	When	it	comes	to	getting
higher	rankings,	optimizing	your	website	for	users	is	just	as	important	as	optimizing	for	search	engines.	This	includes	ensuring	that	your	website	is	easy	to	navigate	and	has	a	clear	hierarchy	of	information	so	users	can	quickly	find	what	they	are	looking	for.	In	doing	this,	you	not	only	improve	the	user	experience,	but	you	also	increase	the	chances	of
users	staying	on	your	website	longer,	engaging	with	your	brand,	and	ultimately,	becoming	customers.Provides	long-term	benefits:	Unlike	paid	advertising,	which	requires	ongoing	investment,	optimizing	your	content	for	search	engines	can	provide	long-term	benefits	by	driving	consistent	and	ongoing	organic	traffic	to	your	website.	Yes,	it	can	take
longer	to	reach	your	goals,	but	the	payoff	includes	saving	your	business	money	and	building	an	authentic	brand	reputation.Recommended	Reading	7.	PodcastingIn	2019,	just	32%	of	Americans	had	listened	to	a	podcast	within	the	last	month.	In	2024,	that	jumped	to	47%	thats	nearly	half	of	American	adults	who	have	their	headphones	on	and	are
looking	for	great	audio	content.Although	its	not	as	popular	as	some	forms	of	content	marketing,	13%	of	surveyed	marketers	told	us	that	they	were	increasing	their	investment	in	podcasting	in	2025.Dan	Stillgoe,	Blends	Marketing	Manager,	spoke	to	my	colleague	Caroline	Forsey	and	told	her	the	same	thing.He	says,	Its	true	that	you	cant	directly
attribute	leads	or	revenue	from	a	podcast,	but	that's	not	its	purpose."Podcasts	are	a	long-term	brand-building	channel	that	can	improve	affinity	and	connection	for	your	brand	like	no	other	channel,	he	explains.	When	you	realize	the	long-term	and	surrounding	benefits,	podcasting	becomes	a	clear	and	obvious	investment.He	adds,	Podcasting	is	the
perfect	way	to	craft	content	that's	engaging	and	authentic	something	buyers	are	beginning	to	crave	in	this	AI	era.For	inspiration,	check	out	the	HubSpot	Podcast	Network:Instead	of	looking	to	podcasts	to	drive	exponential	ROI,	I	recommend	leveraging	them	to	drive	engagement.Having	podcasts	in	your	digital	strategy	allows	you	to	reach	people	on
platforms	other	than	search	engines	and	social	media	channels,	and	its	a	much	more	unplanned,	natural	medium	though,	of	course,	you	should	plan	each	episode	carefully	and	ensure	youre	delivering	contact	that	actually	serves	your	listeners.As	a	consumer,	I	like	the	authenticity	of	podcasts	and	how	they	feel	like	a	free-flowing	conversation.	I	even
pay	for	premium	membership	subscriptions	to	some	of	my	favorite	shows	to	take	advantage	of	extra	content.Featured	Resource:	How	to	Start	a	PodcastOnline	Marketing	Benefits	of	PodcastingDiscoverability:	Podcasts	can	be	hosted	on	various	platforms,	such	as	Spotify,	Apple	Podcasts,	and	Stitcher,	expanding	your	brands	reach.	You	can	also
transcribe	your	podcasts	and	publish	the	transcript	to	make	them	more	SEO-friendly.	Plus,	you	can	invite	guests	to	speak	on	your	podcast	and	have	them	share	the	episode	with	their	followers.Authenticity:	Podcasting	allows	for	a	more	conversational	tone	compared	to	other	forms	of	content.	The	audio	format	lends	itself	to	authentic	and	unscripted
conversations,	creating	a	sense	of	connection	and	genuine	interaction	between	you	and	your	listeners.Sustainable:	Podcasts	have	a	long	shelf	life	and	can	remain	relevant	for	months	to	come,	helping	you	get	the	most	out	of	your	content.	Plus,	you	can	repurpose	the	audio	material	to	create	blog	posts,	videos,	ebooks,	and	other	types	of
content.Recommended	Reading	8.	Email	MarketingEmail	marketing	is	still	one	of	the	most	leveraged	channels	among	marketers	and	offers	the	second-highest	ROI	for	B2C	brands.It	gives	you	plenty	of	opportunity	to	nurture	customers	who	are	highly	interested	in	your	products.	Its	important,	however,	to	only	email	those	who	have	opted-in	to	receive
emails	from	you.Its	bad	form	and	illegal,	for	that	matter	to	do	otherwise,	and	it	risks	diminishing	your	email	deliverability.You	can	earn	subscribers	through	your	blog,	contests,	and	even	through	webinars.Any	time	someone	gives	you	their	email	and	every	time	they	give	consent	to	receive	communication	from	you	you	have	full	permission	to	target
them	with	an	email	marketing	campaign.Featured	Resource:	Email	Marketing	Planning	TemplateOnline	Marketing	Benefits	of	Email	MarketingBuilds	relationships:	Email	allows	you	to	communicate	directly	with	your	audience,	establishing	a	personal	relationship	and	building	trust	over	time.	You	can	also	customize	email	campaigns	to	the	interests
and	unique	preferences	of	your	target	audience,	providing	more	content	that	is	relevant	to	their	needs.	Fun	fact:	Segmented	and	personalized	emails	drive	30%	more	opens	and	50%	more	click-throughs.Drives	traffic	to	your	website:	Emails	with	links	to	your	website	or	blog	can	drive	traffic	to	your	website	and	engage	with	your	brand.	You	can	even
send	your	email	subscribers	exclusive	deals,	promotions,	or	discounts,	which	can	increase	the	potential	for	conversions.Easy	to	track:	Email	marketing	campaigns	can	be	tracked	and	measured,	providing	valuable	insights	such	as	open	rates,	click-through	rates,	conversion	rates,	bounce	rates,	and	unsubscribe	rates.	By	analyzing	these	metrics,	you	can
make	data-driven	decisions	that	can	help	you	reach	your	target	audience	more	effectively.My	pro	tip:	Streamline	your	email	marketing	efforts	with	generative	AI,	as	marketers	told	us	its	the	most	effective	at	creating	emails.Try	it	for	yourself	with	AI	Email	Writer,	HubSpots	generative	AI	tool	that	will	help	you	automate	copywriting	and	create
marketing	emails	that	capture	attention	and	inspire	clicks.Recommended	Reading	9.	Video	MarketingWith	platforms	like	TikTok	and	Instagram	Reels	on	the	rise,	video	marketing	is	more	popular	and	effective	than	ever.	Even	with	the	will-they/wont-they	TikTok	ban,	27.64%	of	surveyed	marketers	said	theyre	increasing	their	investments	in	the
platform	in	2025,	only	slightly	trailing	YouTube	(29.58%)	and	Instagram	(28.84%).One	of	the	reasons	videos	are	so	effective	is	because	they	allow	you	to	communicate	with	your	audience	in	a	more	personal	way.	And	with	the	aforementioned	shift	toward	visual	storytelling,	it	makes	sense	to	put	some	resources	behind	video	marketing,	particularly	if
your	target	audience	is	on	the	younger	side.Plus,	short-form	video	takes	less	bandwidth	and	effort	to	create,	you	can	still	share	a	lot	of	information,	and	shorter	videos	align	with	the	fast-paced	attention	span	of	many	watchers.By	making	video	an	integral	part	of	your	digital	strategy,	youre	able	to	showcase	your	brands	creativity	and	explore	more
content	formats,	such	as	product	demos,	explainer	videos,	expert	interviews,	customer	testimonials,	and	more.Online	Marketing	Benefits	of	Video	MarketingBoosts	SEO:	Since	Google	tends	to	prioritize	video	content	in	its	search	results,	implementing	video	as	part	of	your	marketing	strategy	can	improve	your	search	engine	visibility.	Plus,	video
content	can	be	optimized	with	relevant	titles,	descriptions,	and	keywords,	making	it	easier	for	search	engines	to	understand	and	categorize	the	content.Better	retention:	Video	is	easier	to	remember	than	text-based	content	because	it	allows	you	to	use	storytelling	techniques	and	communicate	important	messages	more	effectively.	Video	has	the	power
to	invoke	emotions	and	create	a	connection	with	your	audience,	making	it	easier	for	them	to	consume	and	remember	your	content.Enhances	reach:	Video	is	highly	shareable	on	social	media	due	to	its	easily	digestible	nature.	As	people	share	your	video	content	with	their	own	social	media	networks,	it	exposes	your	brand	to	new
audiences.Recommended	Reading	Now,	its	time	to	bring	all	of	this	together	to	form	a	cohesive	marketing	strategy	document.	Your	strategy	document	should	map	out	the	series	of	actions	youre	going	to	take	to	achieve	your	goals	based	on	your	research	up	to	this	point.Let's	discuss	how	our	digital	strategy	template	can	help.	Digital	Marketing
Strategy	TemplateWhile	a	spreadsheet	can	be	an	efficient	format	for	mapping	your	digital	marketing	strategy,	that	approach	can	quickly	become	messy	and	overwhelming.To	plan	your	strategy	for	the	long-term	typically	between	six	to	12	months	out,	I	recommend	a	reliable	digital	marketing	strategy	document.	But	where	to	start?	With	our	free
digital	marketing	plan	template.This	template	will	walk	you	through	your	business	summary	and	initiatives,	help	you	build	your	target	market	and	competitor	information,	and	flesh	out	your	marketing	strategy	including	your	budget	and	specific	channels	and	metrics.Use	this	digital	strategy	template	to	build	out	your	annual	digital	marketing	strategy
and	tactics.	By	planning	out	these	yearly	plans,	you	can	overlay	when	you	and	your	team	will	be	executing	each	action.	For	example:In	January,	you'll	start	a	blog	that	will	be	continually	updated	once	a	week	for	the	entire	year.In	March,	you'll	launch	a	new	ebook,	accompanied	by	paid	promotion.In	July,	you'll	prepare	for	your	biggest	business	month
what	do	you	hope	to	have	observed	at	this	point	that	will	influence	the	content	you	produce	to	support	it?In	September,	you'll	focus	on	earned	media	in	the	form	of	PR	to	drive	additional	traffic	during	the	run-up.This	approach	provides	a	structured	timeline	for	your	activity	which	will	help	communicate	plans	among	colleagues.Finally,	here	are	some
examples	of	digital	marketing	campaigns	and	their	strategies	to	inspire	you.Digital	Marketing	Campaign	Examples1.	Bis:	Paid	AdTravel	accessory	brand	Bis	ran	a	social	media	campaign	to	announce	feature	updates	to	one	of	its	products.	And	they	did	it	in	the	best	way:	by	showing	instead	of	telling.Why	I	like	this:	In	a	34-second	clip	distributed	on
Instagram	Stories,	the	brand	shows	how	its	product	performed	before	and	how	it	performs	now	after	updating	the	material.This	is	a	great	campaign	for	a	few	reasons:It	not	only	highlights	product	improvement	but	shows	customers	that	the	brand	is	committed	to	iterating	and	improving,It	makes	sure	to	include	captions	in	the	video	so	it's	accessible
to	everyone,Theres	a	CTA	button	at	the	bottom	of	the	screen	that	encourages	customers	to	make	a	purchase.2.	Omsom:	Social	MediaAsian	food	brand	Omsom	creates	starter	kits	for	home	cooks	who	want	a	simple	way	to	cook	Asian	cuisine	without	sacrificing	authentic	ingredients	and	flavors.The	brand	leverages	its	TikTok	profile	to	share	behind-the-
scenes	content,	recipes,	and	culturally	relevant	content.In	a	recent	video,	the	brand's	co-founder	shared	how	it	sources	one	of	its	key	ingredients	and	how	it	chose	the	more	difficult	route	to	preserve	the	integrity	of	the	food.	Why	I	like	this:	Heres	what	Omsom	did	right:Highlights	its	brand	values	while	still	building	excitement	around	the
product.Includes	its	website	link	in	its	TikTok	bio.Offers	a	discount	to	customers	who	find	it	through	the	video-sharing	platform.Sharing	behind-the-scenes	content	is	a	great	way	to	connect	with	your	audience	and	share	details	that	will	simultaneously	highlight	your	mission	and/or	values.3.	The	General:	Paid	AdvertisingAfter	reports	that	consumers
thought	the	brand	was	untrustworthy	due	to	its	low-budget	ads,	The	General	decided	to	revamp	its	entire	marketing	strategy.In	a	commercial	featuring	basketball	superstar	Shaq,	the	brand	addressed	the	elephant	in	the	room	and	introduced	a	new	and	improved	look.Why	I	like	this:	The	Generals	ad	is	a	great	example	of	effective	crisis	management.It
addresses	negative	perceptions	head-on,	showing	viewers	that	it's	in	tune	with	its	target	audience	and	their	needs,It	builds	back	credibility	by	emphasizing	how	long	its	been	in	business	and	the	number	of	people	it	has	helped.Digital	Strategy	ExamplesWhat	makes	a	winning	digital	strategy?	Let's	peek	behind	the	curtain	at	some	of	the	best	strategies
from	popular	brands.1.	Fenty	Beauty	-	Social	Listening,	Micro-Influencers,	and	DiversityBefore	the	launch	of	Rihanna's	makeup	brand	Fenty	Beauty,	there	was	a	huge	call	for	more	diverse	makeup	options	in	the	beauty	industry.I	remember	following	different	Black	women	and	women	of	color	who	were	makeup	artists	and	influencers,	says	HubSpot
staff	writer	and	social	media	expert	Erica	Santiago.They	would	often	echo	the	same	problem	my	friends	and	I	encountered	when	trying	to	find	makeup,	which	was	finding	foundation	and	colors	that	complemented	our	skin.When	Rihanna	launched	Fenty	Beauty	in	2019,	the	brand	consisted	of	40	shades,	more	than	most	makeup	brands	at	the	time.
Furthermore,	the	brand	leveraged	beauty	influencers	of	various	shades	and	backgrounds	to	promote	the	products.It	was	clear	the	brand	paid	close	attention	to	what	makeup	fans	were	saying	online	and	what	influencers	people	of	color	were	following	for	beauty	tips,	Santiago	recalls.	I	remember	seeing	prominent	Black	makeup	influencers	like	Jackie
Aina	promoting	the	brand	on	Instagram.Fast	forward	five	years	and	Fenty	Beauty	still	collaborates	with	a	diverse	lineup	of	beauty	micro-influencers	to	show	the	wide	range	of	Fenty	Beauty	shades	and	colors	and	how	they	look	on	consumers	of	different	backgrounds.What	I	like:	Fenty	Beauty	uses	diverse	micro-	and	nano-influencers	to	show	the
quality	of	their	products	and	connect	to	consumers.	Micro-	and	nano-influencers	are	known	to	have	a	close-knit	community	of	followers,	and	leveraging	this	online	helps	Fenty	build	brand	awareness.Lesson	to	LearnUse	social	listening.	Pay	close	attention	to	what	consumers	in	your	industry	are	saying	online	and	use	that	to	inform	the	strategy	and
vision	of	your	digital	marketing	campaign.Find	an	untapped	niche.	Black	women	and	WOC	were	a	very	underserved	audience	in	the	makeup	and	beauty	industry,	and	still	are	in	many	ways,	Santiago	says.	Fenty	Beauty	saw	that	and	made	a	point	to	carve	a	lane	with	that	audience	and	it's	really	helped	them	stand	out	as	a	brand.2.	Nike	Apps,	Games	&
the	MetaverseNike	has	impressed	everyone	with	its	digital	strategies	and	innovative	additions	in	recent	years.	First,	they	created	apps	like	the	Nike	mobile	app,	SNKRS	(for	sneaker	releases),	Nike	Training	Club	(NTC),	and	Nike	Run	Club	(NRC).These	apps	helped	Nike	sell	more	stuff,	especially	during	COVID-19.	NTC,	for	example,	saw	an	80%	sales



jump	in	China	in	one	quarterSourceNike	is	also	exploring	the	metaverse	with	a	place	called	Nikeland	on	Roblox.	Young	people	are	crazy	about	Roblox,	with	over	216	million	monthly	active	users.	Nike	jumped	on	this	trend	and	cleverly	integrated	its	brand	into	this	world.Nikeland	sells	digital	clothes,	shoes,	and	accessories	for	Roblox	characters.	They
bought	a	company	called	RTFKT,	which	makes	digital	sneakers.	People	fell	in	love	with	these	shoes,	showing	there's	a	big	market	for	this	stuff.Lessons	to	LearnStay	true	to	yourself.	Don't	lose	sight	of	your	mission.	Use	tech	to	help	you	achieve	your	goals,	not	just	to	make	a	quick	buck.Make	it	personal.	Speak	to	people	in	a	way	that	resonates	with
them	and	personalize	your	digital	offerings.Follow	trends.	Stay	vigilant	and	in	trend	with	what's	currently	popular	and	appealing	to	make	the	most	out	of	every	opportunity.3.	Hinge	The	Power	of	Disruption	and	AntimarketingA	popular	dating	app	Hinge	is	doing	something	different	than	its	competitors.They	want	people	to	stop	using	their	app	once
they	find	love!	This	is	a	cool	change	from	most	apps	that	try	to	keep	you	using	them	all	the	time,	like	Tinder.	That	said,	Hinge's	message	is	The	dating	app	designed	to	be	deleted.SourceHinge	uses	specific	prompts	to	help	you	create	a	meaningful	profile	that	gets	you	closer	to	finding	your	soulmate,	not	just	someone	to	go	on	a	date	with.These	prompts
are	like	conversation	starters	that	help	you	show	your	true	self	and	find	someone	who	connects	with	you	on	a	deeper	level.For	instance,	heres	one	of	the	prompts	Ive	seen:	The	one	thing	I'd	like	to	know	about	you	isYou	answer	it,	and	those	who	resonate	with	your	energy	or	share	the	same	vibe	will	connect.	Maybe	one	of	them	is	THE	person	who	will
make	you	want	to	delete	the	app	later.	Who	knows?	Lessons	to	LearnOutcome-based	marketing	works.	Focus	on	the	desired	outcome	for	the	user	rather	than	just	downloads,	purchases,	or	engagement.Disruptive	marketing	helps	you	stand	out.	Use	strategies	that	challenge	the	status	quo	and	stand	out	from	the	competition	in	unexpected	ways.	For
instance	with	guerrilla	marketing,	bizarre	campaigns,	or	unconventional	partnerships	the	key	is	to	disrupt	the	norm.Unique	selling	propositions	(USP)	bring	in	customers.	Use	antimarketing	tactics	in	your	copies	and	ads	to	sell	more.	Instead	of	being	pushy,	create	curiosity	by	not	seeming	too	eager	to	sell.	It	might	sound	strange,	but	it	works.4.	Apple
UGC	Hype	for	iPhone	13	ProApple	skipped	the	traditional	route	of	promoting	their	iPhone	13	Pro's	macro	camera	with	branded	content.	Instead,	they	launched	a	viral	social	media	campaign	called	"Shot	on	iPhone	Challenge."This	clever	content	marketing	strategy	relied	on	UGC.iPhone	users	were	encouraged	to	share	their	best	macro	photos	with
specific	hashtags	#ShotoniPhone	and	#iPhonemacrochallenge.SourceTo	make	things	even	sweeter,	Apple	ran	a	contest	where	people	submitted	their	best	close-up	photos.	Winners	had	a	chance	to	be	featured	on	Apples	official	channels	and	potentially	in	future	marketing	ads.This	got	users	excited	and	gave	Apple	great	marketing	material	from	their
creative	customers.Outdoor	equipment	brand	Deuter	applies	the	same	tactic	to	draw	attention	to	its	Instagram	page.Lessons	to	LearnFree	marketing	can	be	effective.	Motivate	users	to	create	exciting	content	about	your	product,	saving	money	on	ad	creation.User	trust	is	a	must	for	UGC.	Real	people's	photos	(and	especially	Reels)	resonate	more	than
staged	ads,	building	trust	in	the	brand.Contests	create	buzz.	Host	contests	to	create	excitement	and	encourage	spreading	the	word	about	your	brand.Unique	hashtags	grab	attention.	Create	original	hashtags	to	go	viral	and	inspire	people	to	use	them.5.	Spotify	Wrapped	Turning	Data	into	EngagementSpotify	Wrapped	is	a	year-end	summary	of	your
most-listened	songs	and	podcasts.	And	its	a	content	marketing	masterpiece.Wrapped	transforms	user	data	on	music	habits	(top	artists,	songs,	genres,	listening	time)	into	colorful	and	informative	visuals.	View	this	post	on	Instagram	A	post	shared	by	Spotify	News	(@spotifynews)Spotify	leverages	data	to	spark	self-reflection,	and	thats	the	best	part	of
this	strategy.In	fact,	Grace	Kao,	Spotify's	head	of	marketing,	told	HubSpots	Masters	in	Marketing	newsletter,	Spotify	Wrapped	does	so	well	because	its	personal,	but	its	also	about	community.	All	we	want	to	do	is	share	our	Wrapped	with	others.	I	want	to	hear	about	your	Wrapped	because	it's	a	connection	we	both	share.Wrapped's	success	shows	how
user	data	can	become	a	fun,	shareable	tool	that	strengthens	brand	loyalty.Lessons	to	LearnMake	data	engaging.	Don't	bore	your	audience	with	raw	numbers.	Transform	data	into	visuals,	quizzes,	or	interactive	experiences	that	are	fun	and	informative.Personalization	is	still	king.	People	crave	personal	experiences.	Tailor	content,	reports,	or
recommendations	based	on	user	data	to	build	a	unique	connection	with	each	customer.Spark	conversations.	Use	data	to	create	content	that	inspires	users	to	share	and	discuss	it	with	others.	This	can	be	insights	about	their	habits,	comparisons	with	others,	or	even	predictions	based	on	their	data.FOMO	works.	Create	a	sense	of	urgency	or	exclusivity
around	your	data-driven	experiences.6.	Myprotein	Influencer	Collaborations	&	Promo	IncentivesThe	health	and	fitness	industry	was	thriving,	and	Myprotein	wanted	to	stand	out.	However,	they	faced	a	challenge	athletes	often	stick	with	trusted	protein	brands.To	get	their	name	out	there,	Myprotein	teamed	up	with	fitness	stars	like	Bella	Rahbek	to
create	content	that	would	appeal	to	her	followers.	They	even	offered	special	discounts	and	bundles	to	people	who	followed	them	online.	With	catchy	hashtags	and	coupon	codes,	Myprotein	made	it	super	easy	for	people	to	try	their	stuff.Apparently,	it	worked!And	it	still	works	ambassador	and	affiliate	programs	are	their	go-to	methods	that	drive
sales.Lessons	to	LearnCollaborate	with	influencers.	Collaborate	with	micro	and	big	influencers	and	reach	their	audience.Engage	on	social	media.	Connect	with	your	audience	and	foster	a	community	around	your	brand.Offer	promotions.	Attract	new	customers	with	discounts	&	deals	to	sample	your	products.Foster	loyalty.	Use	ambassador	and	affiliate
programs	to	build	lasting	relationships	with	customers.Building	My	Own	StrategyWant	to	see	how	a	digital	strategy	works	in	action?	Lets	build	one	together	for	my	fictional	brand,	Charmaloo.	This	step-by-step	process	will	show	you	how	Im	planning	to	take	my	idea	from	concept	to	online	success.Crafting	the	Brand	IdentityI	want	a	fun,	energetic
brand	that	makes	people	smile.	So,	I	took	my	artistic	skills	online	and	started	designing	custom	clothes.Each	piece	is	unique,	made	just	for	the	customer,	with	whatever	designs	they	want	pictures	of	loved	ones,	pets,	funny	sayings,	love	quotes,	anything.Thats	how	I	came	up	with	the	name	Charmaloo;	its	short	and	catchy	and	combines	charismatic
with	loo	for	a	playful	feel.Defining	My	AudienceAfter	the	idea	took	shape,	I	defined	my	target	audience,	which	comprises	two	main	groups:Individuals	who	seek	unique	clothing	not	found	in	mainstream	stores.People	looking	for	heartfelt,	customized	gifts	for	loved	ones.At	this	point,	I	needed	to	find	where	my	potential	customers	hang	out	the
most.Choosing	the	Right	Social	Media	PlatformTo	show	off	Charmaloo's	fun	and	custom	style,	I	knew	Instagram	was	the	perfect	place	to	start.I	made	my	page	super	colorful	and	happy,	just	like	my	brand.	It	grabs	people's	attention	immediately	and	shows	how	much	fun	and	creative	Charmaloo	can	be.Creating	Mockups	with	CanvaStarting	a	new
business	is	pricey,	and,	unfortunately,	fancy	photos	were	out	of	reach.	That's	where	Canva	came	in	and	saved	me.With	Canva's	mockups,	I	could	put	my	designs	on	all	sorts	of	clothes	using	models	that	looked	real.	This	saved	me	a	ton	of	money	and	is	amazing	for	startups	and	anyone	offering	print-on-demand	services.Building	CommunityI	knew	there
were	people	out	there	looking	for	unique	gift	ideas,	so	I	started	joining	Facebook	groups	where	people	asked	for	suggestions.	This	was	a	great	way	to	organically	promote	Charmaloo.By	offering	personalized	artwork	on	apparel	as	a	special	and	creative	gifting	option,	I	can	connect	with	potential	customers	and	raise	awareness	for	my
brand.Collaboration	with	InfluencersNext	on	my	agenda	is	partnering	with	mom	influencers.	Ill	be	reaching	out	to	them	to	promote	my	special	offer:	kids	drawings	printed	on	t-shirts.Initially,	I'll	focus	on	offering	gifted	collaborations	to	build	relationships	with	micro-influencers	who	might	be	more	receptive	to	this	type	of	partnership.	As	Charmaloo
grows,	I	can	explore	incorporating	paid	collaborations	as	well.To	create	adorable	content	for	my	Instagram	page,	I'll	also	be	gifting	matching	mommy-and-me	sets.Collaboration	with	UGC	CreatorsA	collaboration	with	UGC	creators	is	inevitable,	so	Ill	send	a	sweatshirt	to	a	couple.The	boyfriend	will	film	his	girlfriend's	reaction	when	he	gives	her	the
gift.	This	genuine	moment	will	showcase	the	emotional	connection	to	my	products	and	create	authentic	content.Ill	do	the	same	with	UGC	creators	who	play	the	role	of	best	friends	to	get	more	great	content	for	my	feed	and	reels.	This	will	inspire	more	friends	to	do	the	same	and	help	me	reach	a	larger	audience.Storytelling,	Not	Just	SellingI	told
myself,	Charmaloo	must	be	more	than	just	clothes.	It	must	connect	with	my	audience.	They	need	to	enjoy	my	site	and	have	fun	here	so	they	can	transition	from	casual	browsers	to	loyal	customers.That's	why	I	started	incorporating	inspirational	quotes	into	my	feed.	The	quotes	make	Charmaloo	feel	more	personal	and	help	people	remember	the
brand.To	make	the	best	of	the	Charmaloo,	here	are	the	future	strategy	plans	for	it:Launch	a	website.	I'll	finally	have	a	place	online	where	customers	can	personalize	and	buy	their	items	quickly	through	the	automated	system.Expand	on	more	SM	platforms.	I'll	be	on	TikTok	and	Facebook	to	reach	more	customers.Get	started	with	email	marketing.
Engaging	email	campaigns	will	keep	customers	up-to-date	on	new	designs,	promotions,	and	inspiring	stories.Start	an	affiliate	program.	I'll	create	a	program	for	affiliates	wholl	spread	the	word	about	Charmaloo	and	get	rewarded	for	that.Paid	ads.	While	my	main	focus	will	be	on	organic	growth	and	community	building,	I'll	also	run	occasional	paid	ads
to	reach	a	broader	audience.Grow	Better	With	Marketing	Strategies	That	Improve	Your	Digital	PresenceYour	strategy	document	will	be	very	individual	to	your	business,	which	is	why	it's	almost	impossible	for	us	to	create	a	one-size-fits-all	digital	marketing	strategy	template.Remember,	the	purpose	of	your	strategy	document	is	to	map	out	the	actions
you'll	take	to	achieve	your	goal	over	a	period	of	time.	As	long	as	it	communicates	that,	youve	nailed	the	basics	of	creating	a	digital	strategy.If	you're	eager	to	build	a	truly	effective	strategy	to	help	grow	your	business,	check	out	our	free	collection	of	content	marketing	templates	below.Editor's	note:	This	post	was	originally	published	in	December	2016
and	has	been	updated	for	comprehensiveness.	A	marketing	plan	is	an	operational	document	that	outlines	an	advertising	strategy	that	an	organization	will	implement	to	generate	leads	andreach	its	target	market.	It	details	the	outreach	and	public	relations	campaigns	to	be	undertaken	and	for	how	long,	as	well	as	the	ways	in	which	the	company	will
measure	the	effect	of	these	initiatives.	It	reflects	a	companys	overall	marketing	strategy.	A	marketing	plan	details	the	strategy	that	a	company	will	use	to	market	its	products	to	customers.The	plan	identifies	the	target	market,	value	proposition	of	the	brand	or	product,	campaigns	to	be	initiated,	and	metrics	to	be	used	to	assess	the	effectiveness	of
marketing	initiatives.The	marketing	plan	should	be	adjusted	on	an	ongoing	basis	based	on	which	efforts	are	having	an	impact	and	which	are	not.Digital	marketing	shows	results	almost	in	real	time,	whereas	TV	ads	require	rotation	to	realize	any	levelof	market	penetration.A	marketing	plan	is	part	of	a	business	plan,	which	describes	all	of	the	important
aspects	of	a	business,	such	as	its	goals,	values,	mission	statement,	budget,	and	strategies.	The	terms	marketing	plan	and	marketing	strategy	are	often	used	interchangeably	because	the	former	is	developed	based	on	an	overarchingstrategic	framework.	In	some	cases,	the	strategy	and	the	plan	may	be	incorporated	intoone	document,	particularly	for
smaller	companies	that	may	only	run	one	or	two	major	campaigns	in	a	year.	The	plan	outlines	marketing	activities	on	a	monthly,	a	quarterly,	or	an	annual	basis,	while	the	strategy	delineates	the	overallvalue	proposition.	The	components	of	a	marketing	plan	include:Market	research:	This	provides	information	to	support	pricing	decisions	and	new
market	entries.Tailored	messaging:	This	involves	targeting	certain	demographics	and	geographic	areas	and	can	include	the	use	of	affiliate	marketing	with	third-party	publishers	who	bring	customers	to	the	table.Platform	selection:	This	looks	at	the	best	vehicles	for	disseminating	product	information	for	each	advertising	campaign:	traditional	venues
such	as	radio,	TV,	newspapers,	and	commercial	and	trade	magazines;	digital	methods	such	as	websites,	online	ads,	search	engine	results,	informational	videos,	social	media	groups	(Facebook,	YouTube,	etc.),	email,	and	text	messages;	or	any	mix	of	these	platforms.Performance	metrics:	Metrics	accurately	assess	the	results	of	marketing	efforts	and
their	reporting	timelines	and	are	crucial	to	the	success	of	the	plan.	The	four	most	used	social	media	networks	in	2024	for	global	marketers	were,	in	descending	order,	Facebook,	Instagram,	LinkedIn,	and	YouTube.	There	are	a	variety	of	marketing	plans	that	suit	different	businesses	and	their	needs.	These	include:Product	Launch:	A	product	launch
marketing	plan	outlines	how	a	new	product	will	enter	the	market,	the	audience	it	will	target,	and	the	advertising	methods	used.Social	Media:	A	social	media	marketing	plan	focuses	on	the	advertising	strategies	on	different	social	media	platforms	and	how	to	engage	with	their	users.Time-Based:	Time-based	marketing	plans,	such	as	those	that	are
executed	quarterly	or	annually,	focus	on	the	time	of	the	year,	the	current	condition	of	the	business,	and	the	best	strategies	in	that	period.Content-Based:	A	content-based	marketing	plan	looks	in	detail	at	what	kinds	of	content	(blogs,	videos,	graphics,	etc.)	will	reach	the	target	audience.Search	Engine	Optimization	(SEO):	An	SEO	marketing	plan	is	all
about	getting	the	most	hits	online.	It	involves	keyword	research,	content	optimization,	link	building,	and	more,	all	with	the	goal	of	drawing	customers	to	your	website.	The	mission	and	value	proposition	is	a	statement	that	articulates	the	valuethat	a	product	or	brand	will	deliver	to	a	customer.	It	should	appear	front	and	center	on	the	company	website
and	any	branding	materials.	The	value	proposition	should	delineate	how	a	product	or	brand	solves	the	customers	problem,	the	benefits	of	the	product	or	brand,	and	why	the	customer	should	buy	from	this	company	and	not	another.	The	marketing	plan	is	based	on	it.	Establishing	your	key	performance	indicators	(KPIs)	will	allow	you	to	measure	the
success	of	your	marketing	plan	in	relation	to	your	companys	value	proposition.	In	other	words,	they	track	the	effectiveness	of	your	marketing	strategy.	For	example,	if	your	goal	is	to	engage	with	a	certain	demographic	in	a	certain	region,	you	can	track	social	media	impressions	and	website	visits.	There	are	a	number	of	KPIs	that	help	you	measure
success,	including	the	search	engine	ranking,	click-through	rate,	cost	per	click,	return	on	investment	(ROI),	and	conversion	rates,	which	track	the	percentages	of	visitors	to	your	website	that	make	a	specific	action	such	as	buying	a	product	or	becoming	a	newsletter	subscriber.	In	2024,	Facebook	had	the	highest	ROI	across	social	media	platforms	for
global	marketers,	followed	by	Instagram	and	YouTube.	The	marketing	plan	identifies	the	target	market	for	a	product	or	brand.	Market	research	is	often	the	basis	for	target	market	and	marketing	channel	decisionsfor	example,	whether	the	company	will	advertise	viasocial	media,	online	ads,	or	regional	TV.	Knowing	to	whom	you	want	to	sell	and	why	is
an	extremely	critical	component	of	any	business	plan.	It	allows	you	to	focus	your	business	and	measure	its	success.	Different	demographics	have	different	tastes	and	needs;	knowing	your	target	market	will	help	you	market	to	them.	The	marketing	plan	includesthe	rationale	for	these	decisions.	The	plan	should	focuson	the	creation,	timing,	scheduling,
and	placement	of	specific	campaigns	and	include	the	metrics	that	will	measure	the	outcomes	of	your	marketing	efforts.	For	example,	will	you	advertise	on	social	media	or	TV?	What	time	will	you	schedule	your	marketing	if	they	are	through	email	newsletters?	The	strategy	may	include	flighting	scheduling,	which	includes	the	times	when	you	can	make
the	most	of	your	advertising	dollars.	A	marketing	plan	costs	money.	Setting	a	budget	will	allow	you	to	create	a	workable	plan,	prevent	runaway	costs,	and	properly	allocate	your	funds.	A	marketing	plan	can	be	adjustedat	any	point	based	on	the	results	from	its	metrics.	If	digital	ads	are	performing	better	than	expected,	for	example,	the	budget	for	a
campaign	can	be	adjusted	to	fund	a	higher-performing	platform,	or	the	company	can	initiate	a	new	budget.	The	challenge	for	marketing	leaders	isto	ensure	thatevery	platform	has	sufficienttime	to	show	results.	Without	the	correct	metrics	to	assess	the	impact	of	outreach	and	marketing	efforts,	an	organization	will	not	know	which	campaigns	to	repeat
and	which	to	drop.	In	short,	maintaining	ineffective	initiatives	wastes	money.	Digital	marketing	shows	results	almost	immediately,	whereas	TV	ads	require	rotation	to	realize	any	levelof	market	penetration.In	the	traditional	marketing	mix	model,	a	marketing	plan	would	fall	under	the	category	of	promotion,	which	is	one	of	the	four	Ps,	a	term	coined
byNeil	Borden	to	describe	the	marketing	mix	of	product,	price,	promotion,	and	place.	A	business	plan	is	a	road	map	that	details	how	a	business	will	operate	and	function	in	its	entirety.	It	should	cover	the	goals,	missions,	values,	financials,	and	strategies	that	the	business	will	use	in	day-to-day	operations	and	the	achievement	of	its	objectives.	Among	its
many	elements	are	an	executive	summary,	the	products	and	services	sold,	a	marketing	analysis,	a	marketing	strategy,	financial	planning,	and	a	budget.	As	mentioned,	a	business	plan	should	include	a	marketing	plan,	which	focuses	on	creating	a	strategy	for	creating	awareness	of	the	companys	product	or	service,	reaching	the	target	market,	and
generating	sales.	Consider	the	following	marketing	plan	framework	that	is	designed	to	help	direct	marketing	objectives:Executive	Summary:	Describes	the	company	mission,	key	executives,	and	where	it	is	headquarteredSWOT	Analysis:	Describes	strengths,	weaknesses,	opportunities,	and	threats	for	the	company.	This	helps	you	define	how	to	build	on
your	strengths	and	how	to	find	ways	to	improve	on	your	weaknesses.	It	also	helps	a	company	analyze	its	competitors	and	how	it	may	achieve	an	advantage	based	on	its	unique	value	proposition.Business	Initiatives:	Outlines	the	goals	of	the	marketing	plan,	such	as	the	number	of	impressions,	Google	rankings,	or	email	subscribersCustomer	Analysis:
Describes	your	target	market	and	audience	characteristics	based	on	market	research.	These	may	include	age,	pain	points,	and	location,	among	other	variables.Competitor	Analysis:	Outlines	the	companies	providing	similar	goods	or	services	to	your	target	audience.	In	addition,	it	describes	their	strengths,	market	share,	pricing	structure,	and	most
importantly,	where	your	company	can	fill	an	important	gap.	A	marketing	plan	template	is	a	guide	for	writing	a	marketing	plan.	It	contains	all	the	important	elements	needed	to	create	one,	including	its	goals	and	KPIs,	marketing	channels,	budget,	content	type,	teams	involved,	and	design.	The	executive	summary	is	a	nutshell	description	of	the
marketing	plan.	It	should	contain	the	key	findings	of	the	market	research,	the	companys	objectives	and	marketing	goals,	an	overview	of	the	marketing	trends,	a	description	of	the	product	or	service	being	marketed,	information	on	the	target	market,	and	the	plan	budget.	A	top-down	marketing	strategy	is	a	traditional	one,	in	which	a	business	decides
how	best	to	sell	its	product	or	brand,	and	customers	are	then	spurred	to	take	action	through	advertisements,	generally	found	on	radio	and/or	television.	It	is	usually	determined	by	company	executives,	which	is	then	communicated	with	management	to	delegate	to	employees.	These	employees	then	develop	tactics	to	meet	the	strategys	objectives.	In
comparison	to	a	traditional	top-down	marketing	strategy,	a	bottom-up	strategy	begins	with	employees	who	formulate	marketing	tactics	based	on	their	analysis	of	customer	preferences	and	needs.	This	may	then	lead	to	collaboration	with	other	employees	to	develop	a	concrete	marketing	plan,	which	is	sent	to	executives	for	review.Todays	consumer
wants	to	relate	to	a	product	or	service	in	a	meaningful	way,	and	a	bottom-up	marketing	strategy	seeks	to	achieve	this	through	customer-centric	tactics.	The	cost	of	a	marketing	plan	will	vary	based	on	the	company,	the	plans	complexity,	and	the	length	of	the	overall	strategy.	In	fall	2024,	the	most	recent	data	available,	marketing	costs	made	up	7.7%	of
corporate	revenues	on	average.	The	consumer	services	sector	spent	the	most,	at	19.1%	of	revenues,	while	the	energy	sector	spent	the	least,	at	2%	of	revenues.A	separate	analysis	shows	that	the	cost	can	range	anywhere	from	$10,000	to	over	$40,000	for	a	marketing	plan.	A	marketing	plan	is	the	advertising	strategy	that	a	business	implements	to	sell
its	product	or	service.	It	determines	the	target	market,	how	best	to	reach	it,	at	what	price	point	the	product	or	service	should	be	sold,	and	how	the	company	will	measure	its	efforts.	Constantly	monitoring	and	adjusting	a	market	plan	is	an	important	part	of	running	a	business,	as	it	shows	the	most	effective	ways	to	generate	sales.	As	the	consumer
landscape	evolves,	it	is	important	for	businesses	to	adapt	in	order	to	meet	customer	needs	and	better	achieve	their	marketing	objectives.Enjoy	sharper	detail,	more	accurate	color,	lifelike	lighting,	believable	backgrounds,	and	more	with	our	new	model	update.	Your	generated	images	will	be	more	polished	thanever.See	What's	NewExplore	how
consumers	want	to	see	climate	stories	told	today,	and	what	that	means	for	yourvisuals.Download	Our	Latest	VisualGPS	ReportData-backed	trends.	Generative	AI	demos.	Answers	to	your	usage	rights	questions.	Our	original	video	podcast	covers	it	allnow	ondemand.Watch	NowEnjoy	sharper	detail,	more	accurate	color,	lifelike	lighting,	believable
backgrounds,	and	more	with	our	new	model	update.	Your	generated	images	will	be	more	polished	thanever.See	What's	NewExplore	how	consumers	want	to	see	climate	stories	told	today,	and	what	that	means	for	yourvisuals.Download	Our	Latest	VisualGPS	ReportData-backed	trends.	Generative	AI	demos.	Answers	to	your	usage	rights	questions.	Our
original	video	podcast	covers	it	allnow	ondemand.Watch	NowEnjoy	sharper	detail,	more	accurate	color,	lifelike	lighting,	believable	backgrounds,	and	more	with	our	new	model	update.	Your	generated	images	will	be	more	polished	thanever.See	What's	NewExplore	how	consumers	want	to	see	climate	stories	told	today,	and	what	that	means	for
yourvisuals.Download	Our	Latest	VisualGPS	ReportData-backed	trends.	Generative	AI	demos.	Answers	to	your	usage	rights	questions.	Our	original	video	podcast	covers	it	allnow	ondemand.Watch	Now	A	marketing	strategy	can	sway	consumers	to	buy	a	particular	company's	products	or	services.	It	may	include	multiple	marketing	ideas	for	each	of	the
firm's	sectors	or	product	lines.	A	marketing	strategy	contains	the	companys	value	proposition,	key	brand	messaging,	and	data	on	target	customerdemographics.	A	marketing	strategy	may	include	current	or	future	marketing	initiatives	and	detail	a	company's	goals	and	timetables.The	success	of	a	marketing	strategy	can	be	quantified	through	metrics
like	the	number	of	new	customers,	revenue,	and	sales.A	marketing	strategy	may	include	advertising,	outreach,	and	public	relations	campaigns.	A	clear	marketing	strategy	should	revolve	around	the	companys	value	proposition.	This	communicates	to	consumers	what	the	company	stands	for,	how	it	operates,	and	why	it	deserves	the	customers'
business.	A	well-constructed	value	proposition	provides	marketing	teams	with	a	template	that	should	inform	their	initiatives	across	all	of	the	companys	products	and	services.	The	ultimate	goal	of	a	marketing	strategy	is	to	achieve	and	communicate	a	sustainable	competitive	advantage	over	rival	companies.	To	do	this,	a	business	must	understand	the
needs	and	wants	of	its	customers.	Whether	its	a	print	ad	design,	mass	customization,	or	a	social	media	campaign,	a	marketing	asset	should	effectively	communicate	a	companys	core	value	proposition.	For	example,	Walmart	(WMT)	is	widely	known	as	a	discount	retailer	with	everyday	low	prices.	Low	prices	are	its	value	proposition,	so	all	its	business
operations	and	marketing	efforts	are	rootedin	that	idea,	which	appeals	to	its	core	consumer	base.	Its	marketing	strategies	may	be	found	on	TV,	in	print,	or	on	the	accounts	of	social	media	influencers,	but	they	all	emphasize	the	same	value	proposition	of	low	prices	on	everyday	products.	Many	companies	use	market	research	to	identify	what	is	most
important	to	consumers	and	how	to	differentiate	their	products	or	services	from	those	of	competitors.	This	information	can	be	used	to	identify	untapped	audiences	and	develop	a	plan	for	reaching	them,	which	will	increase	sales	and	improve	a	company's	bottom	line.	The	marketing	strategy	is	outlined	in	the	marketing	plan.	This	is	a	document	that
details	the	specific	types	of	marketing	activities	a	company	will	conduct	in	a	given	timeframe.	It	contains	important	information	such	as	what	the	current	and	near-future	marketing	initiatives	will	be,	how	they	will	be	conducted,	what	their	goals	are,	and	the	timetables	for	enacting	them.	A	company	may	have	separate	marketing	initiatives	for	each	of
its	products	or	services;	it	may	also	have	multiple	marketing	initiatives	for	the	same	product	or	service	that	are	implemented	at	different	times	or	on	different	platforms.	Marketing	strategies	inform	a	business's	marketing	across	many	verticals	and	over	a	longer	period.	These	strategies	should	ideally	have	longer	life	spans	than	individual	marketing
plans	because	they	contain	value	propositions	and	other	key	elements	of	a	companys	brand,	which	generally	hold	constant	over	the	long	haul.	Marketing	strategies	cover	big-picture	messaging,	while	marketing	plans	delineate	the	logistical	details	of	specific	campaigns.	For	example,	a	marketing	strategy	might	say	that	a	company	aims	to	increase
authority	in	niche	circles	where	their	clients	visit.	The	marketing	plan	puts	that	into	action	by	commissioning	thought	leadership	pieces	on	LinkedIn.	Creating	a	thoughtful	and	effective	marketing	strategy	requires	several	steps.	While	sales	are	the	ultimate	goal	for	every	company,	a	marketing	strategy	can	also	include	short-term	goals	such	as:
Establishing	authorityIncreasing	customer	engagementGenerating	leads	These	smaller	goals	offer	measurable	benchmarks	for	the	progress	of	your	marketing	plan.	Think	of	strategy	as	the	high-level	ideology	and	planning	as	how	you	accomplish	your	goals.	Every	product	or	service	has	an	ideal	customer,	and	you	should	have	a	profile	outlining	what
you	know	about	yours.	It	can	include:	Who	they	areWhat	they	are	most	interested	inWhat	problems	they	want	to	solveWhat	is	holding	them	back	from	solving	those	problemsWhat	solutions	your	competitors	offer	themWhat	types	of	media	are	ideal	for	reaching	them	If	you	sell	power	tools,	for	example,	youll	choose	marketing	channels	where	general
contractors	may	see	your	messaging.	This	could	be	TV	ads,	or	it	might	be	social	media	accounts	focused	on	home	renovation	and	DIY.	Now	that	you	know	your	goals	and	who	youre	pitching	to,	its	time	to	create	your	message.	Your	clients	have	a	problem	that	needs	to	be	solved	and	something	that	is	standing	in	the	way	of	that	solution.	Your	marketing
message	needs	to	communicate	how	your	product	or	service	will	solve	their	problem	and	improve	their	lives.	This	is	also	when	you	differentiate	your	solution	from	the	one	provided	by	your	competitors	and	show	how	it's	the	best	option	for	your	customers.	How	you	disperse	your	messaging	may	depend	on	how	much	you	can	afford.	Will	you	be
purchasing	advertising?	Working	with	thought	leaders	or	influencers?	Hoping	for	a	viral	moment	on	social	media	organically?	Sending	out	press	releases	to	the	media	to	try	to	gain	coverage?	Your	budget	will	dictate	what	you	can	afford	to	do.	Even	the	best	message	won't	work	unless	it	is	communicated	through	the	appropriate	medium.	Selecting	the
best	channel	for	your	marketing	efforts	will	depend	on	who	your	customers	are,	who	they	trust,	what	types	of	media	they	consume,	and	what	budget	you	have	to	work	with.	Some	companies	may	find	the	most	value	in	creating	blog	posts	for	their	website.	Others	may	find	success	with	paid	ads	on	social	media	channels.	Find	the	most	appropriate
venue	for	your	content.	To	target	your	marketing,	you	need	to	know	whether	it	is	reaching	its	audience.	Determine	your	metrics	and	how	youll	judge	the	success	of	your	marketing	efforts.	Make	sure	these	are	clearly	defined	and	measurable.	For	example,	you	may	decide	to	track:	New	leadsCustomer	signupsRevenueSales	of	an	individual
productSocial	media	followersCustomer	retentionNew	accounts	opened	Which	metrics	you	track	will	depend	on	the	goals	of	your	marketing	campaign	and	the	type	of	business	you	are	running.	A	marketing	strategy	is	a	plan	by	a	company	or	organization	to	reach	prospective	customers	and	persuade	them	to	buy	its	products.	As	part	of	its	marketing
strategy,	a	business	will	identify	its	target	customers,	determine	what	those	customers	want,	and	engage	with	those	customers	through	advertisements	and	promotions.	An	effective	marketing	strategy	will	focus	on	a	specific	goal,	like	increasing	sales	or	raising	brand	awareness.	The	four	Ps	are	product,	price,	promotion,	and	place.	These	are	the	key
factors	that	are	involved	in	the	marketing	of	a	good	or	service.	The	four	Ps	can	be	used	when	planning	a	new	business	venture,	evaluating	an	existing	offer,	or	trying	to	optimize	sales	with	a	target	audience.	They	can	also	be	used	to	test	a	current	marketing	strategy	on	a	new	audience.	A	marketing	strategy	will	detail	the	advertising,	outreach,	and
public	relations	campaignsto	be	carried	out	by	a	firm,	including	how	the	company	will	measure	the	effect	of	these	initiatives.	The	functions	and	components	of	a	marketing	plan	include	market	research,	tailored	messagingthat	targets	certain	demographics	and	geographic	areas,	platform	selection,	and	metrics	that	measure	the	results	of	marketing
efforts	and	their	reporting	timelines.	The	terms	marketing	plan	and	marketing	strategy	are	often	used	interchangeably	because	a	marketing	plan	is	developed	based	on	an	overarchingstrategic	framework.	The	plan	outlines	marketing	activities	on	a	monthly,	quarterly,	or	annual	basis,	while	the	marketing	strategy	outlines	the	overallvalue	proposition.
In	some	cases,	the	strategy	and	the	plan	may	be	incorporated	intoone	document,	particularly	for	smaller	companies	that	may	only	run	one	or	two	major	campaigns	in	a	year.	Companies	need	to	sell	their	products	and	services	to	generate	revenue	and	put	them	on	the	path	of	being	a	successful	business.	To	sell	their	products	or	services,	they	have	to
let	consumers	know	of	them.	They	must	also	convince	consumers	to	buy	them	as	well	as	convert	consumers	from	competitors.	Having	a	marketing	strategy	that	outlines	this	process	and	more	is	a	crucial	step	in	converting	consumers	into	customers.	Share	copy	and	redistribute	the	material	in	any	medium	or	format	for	any	purpose,	even	commercially.
Adapt	remix,	transform,	and	build	upon	the	material	for	any	purpose,	even	commercially.	The	licensor	cannot	revoke	these	freedoms	as	long	as	you	follow	the	license	terms.	Attribution	You	must	give	appropriate	credit	,	provide	a	link	to	the	license,	and	indicate	if	changes	were	made	.	You	may	do	so	in	any	reasonable	manner,	but	not	in	any	way	that
suggests	the	licensor	endorses	you	or	your	use.	ShareAlike	If	you	remix,	transform,	or	build	upon	the	material,	you	must	distribute	your	contributions	under	the	same	license	as	the	original.	No	additional	restrictions	You	may	not	apply	legal	terms	or	technological	measures	that	legally	restrict	others	from	doing	anything	the	license	permits.	You	do	not
have	to	comply	with	the	license	for	elements	of	the	material	in	the	public	domain	or	where	your	use	is	permitted	by	an	applicable	exception	or	limitation	.	No	warranties	are	given.	The	license	may	not	give	you	all	of	the	permissions	necessary	for	your	intended	use.	For	example,	other	rights	such	as	publicity,	privacy,	or	moral	rights	may	limit	how	you
use	the	material.	In	todays	fiercely	competitive	business	environment,	understanding	what	is	strategic	marketing	planning	and	creating	a	successful	plan	is	crucial	to	achieving	growth,	profitability,	and	long-term	sustainability.	This	step-by-step	guide	will	not	only	help	you	comprehend	the	importance	of	what	is	strategic	marketing	planning	but	also
provide	essential	insights	on	how	to	develop	and	implement	a	well-rounded	marketing	strategy	to	stay	ahead	of	the	competition.	Strategic	marketing	planning	is	a	systematic	approach	to	achieving	business	objectives	and	optimizing	resources.	Key	components	include	market	research,	target	audience	identification,	objective	setting	&	utilization	of
the	4	Ps	of	marketing.	The	process	involves	effective	execution	&	monitoring	with	regular	reviews	for	successful	results	and	continuous	improvement.	Strategic	marketing	planning	is	a	systematic	approach	that	our	agency	follows	to	reach	predetermined	marketing	objectives.	It	provides	the	essential	foundation,	guidelines,	and	steps	to	achieve	those
objectives.	Strategic	planning	plays	a	pivotal	role	in	optimizing	marketing	efforts	and	achieving	better	results,	ultimately	leading	to	business	growth	and	profitability.	Strategic	marketing	planning	is	defined	as	a	systematic	approach	to	achieving	marketing	goals	through	the	analysis,	segmentation,	and	identification	of	competitive	advantages.	Efficient
marketing	operations	are	crucial	for	the	successful	strategic	marketing	implementation	of	the	successful	strategic	marketing	plan.	By	employing	successful	strategic	marketing	planning,	businesses	can	ensure	that	their	marketing	plan	is	well-executed	and	delivers	the	desired	results.	Crafting	a	successful	marketing	strategy	primarily	emphasizes	the
marketing	mix,	which	consists	of	the	following:	Product	Price	Place	Promotion	Incorporating	price	into	a	strategic	marketing	plan	is	essential	to	guarantee	that	the	value	of	the	product	is	justified	to	prospective	customers.	The	essential	elements	of	strategic	marketing	planning	include:	Market	research	Identification	of	the	target	audience
Establishment	of	objectives	Formulation	of	the	marketing	mix	Assessment	of	performance	A	SWOT	analysis	is	a	tool	used	to	evaluate	a	companys	internal	strengths	and	weaknesses	in	comparison	to	external	opportunities	and	threats.	Defining	the	ideal	customer	profile	is	crucial	in	creating	efficient	marketing	communication	strategies,	conserving
time	and	resources	by	concentrating	on	the	requirements	of	the	current	consumer,	and	serving	as	the	foundation	of	any	marketing	campaign.	The	strategic	marketing	planning	process	is	a	comprehensive	approach	to	achieving	business	objectives	by	conducting	market	research,	identifying	the	target	audience,	and	setting	marketing	goals	that	align
with	overall	business	objectives.	This	process	enables	marketers	to	gain	an	understanding	of	the	businesss	current	standing	and	craft	suitable	marketing	strategies,	optimizing	marketing	efforts	and	achieving	better	results.	By	following	this	process,	marketers	can	ensure	that	their	marketing	efforts	are	aligned	with	the	overall	business	objectives.
Market	research	and	analysis	play	an	essential	role	in	understanding	external	factors,	market	trends,	and	consumer	behavior	and	conducting	a	competitive	analysis	to	identify	potential	opportunities	and	threats.	By	analyzing	the	business	environment,	prevailing	market	trends,	and	consumer	behavior,	the	likelihood	of	the	marketing	plans	success	is
enhanced.	A	competitive	analysis	assists	in	identifying	opportunities	for	improvement	in	the	largest	competitors	marketing	strategies,	enabling	the	agency	to	focus	on	areas	where	they	are	lagging	behind.	Identifying	the	target	audience	involves:	Defining	the	ideal	customer	profile	based	on	similarities	between	existing	clients	and	prospective
customers	Recognizing	the	target	audience	is	significant	in	the	strategic	marketing	planning	process	Assisting	businesses	in	creating	efficient	marketing	communication	strategies	Conserving	time	and	resources	by	concentrating	on	the	requirements	of	the	current	consumer	Serving	as	the	foundation	of	any	marketing	campaign	It	is	important	to
understand	the	target	audience	in	order	to	create	effective	marketing	campaigns	that	will	reach	the	target	audience.	Setting	marketing	goals	requires	using	prior	data	and	desired	business	outcomes	to	establish	realistic	objectives	that	are	specific,	measurable,	achievable,	relevant,	and	time-bound	(SMART).	In	strategic	marketing	planning,	specific
marketing	goals	may	include	acquiring	a	certain	number	of	new	clients,	growing	followers	on	social	media,	or	sourcing	additional	leads	for	the	sales	funnel.	Establishing	marketing	objectives	enables	the	ability	to:	Assess	performance	Assign	resources	Maintain	a	clear	direction	Make	decisions	based	on	data	Ultimately	leads	to	improved	marketing
results.	Developing	marketing	strategies	involves	crafting	the	marketing	mix	and	selecting	appropriate	marketing	channels	to	reach	the	target	audience	effectively.	The	marketing	mix	is	a	combination	of	product,	price,	promotion,	and	place,	which	can	be	utilized	to	select	marketing	channels	by	determining	which	channels	are	most	effective	at
reaching	the	target	audience.	By	understanding	the	target	audience	and	the	marketing	mix,	marketers	can	determine	which	channels	are	most	effective.	Crafting	the	marketing	mix	involves	focusing	on	the	four	Ps	of	marketing	to	create	a	comprehensive	marketing	strategy.	The	components	of	the	marketing	mix	are:	Product	Price	Place	Promotion	A
successful	marketing	strategy	primarily	emphasizes	the	marketing	mix.	Each	of	the	four	is	one	of	the	four.	Ps	of	marketing	must	be	carefully	considered	when	creating	a	marketing	strategy.	Product	refers	to	a	product.	Selecting	marketing	channels	involves	choosing	the	most	effective	digital	and	traditional	channels	to	boost	brand	recognition,	draw
in	new	customers,	and	accomplish	marketing	objectives.	Digital	channels	such	as	websites,	social	media,	email,	search	engine	optimization,	and	online	advertising	are	available,	as	well	as	traditional	channels	such	as	television,	radio,	print,	and	outdoor	advertising.	Choosing	marketing	channels	can	assist	businesses	in:	Connecting	with	their	target
audience	Maximizing	visibility	Utilizing	resources	effectively	Increasing	brand	recognition	Monitoring	and	assessing	outcomes.	Implementing	and	monitoring	the	strategic	marketing	plan	involves	executing	the	plan,	managing	projects,	and	measuring	performance	to	ensure	success.	Execution	and	project	management	are	essential	components	of	the
strategic	marketing	plan,	which	can	be	ensured	by	using	tools	such	as	Teamwork	or	Plaky	to	assign	tasks,	set	timelines,	and	track	milestones.	These	tools	can	help	ensure	that	the	plan	is	executed	on	time	and	that	all	tasks	are	completed.	We	utilize	project	management	tools	such	as	Teamwork	or	Plaky	to	assign	tasks,	set	timelines,	track	milestones,
and	ensure	the	successful	implementation	of	the	marketing	plan.	These	tools	offer	a	convenient	solution	to	marketing	planning	by	providing	capabilities	for	task	management	and	assignment,	as	well	as	a	pre-made	marketing	strategy	plan	template.	With	these	tools,	teams	can	easily	collaborate	on	tasks,	assign	deadlines,	and	track	progress.	This	is	a
very	good	article.	Performance	measurement	entails	tracking	progress,	assessing	effectiveness,	and	making	data-driven	modifications	to	marketing	strategies,	tactics,	and	KPIs/OKRs.	Monitoring	progress	assists	in	assessing	the	efficacy	of	marketing	strategies	and	tactics	and	in	recognizing	areas	that	require	adjustment.	Assessing	effectiveness
enables	us	to	recognize	which	strategies	and	tactics	are	successful	and	which	are	not	and	to	make	adjustments	as	needed.	Adapting	to	market	changes	in	the	strategic	marketing	planning	process	involves:	Modifying	the	marketing	strategy	to	remain	competitive	Consistently	reviewing	and	updating	the	marketing	plan	Recognizing	and	responding	to
the	changing	needs	of	the	target	market.	It	may	also	include	product	adaptation	to	appeal	to	a	new	or	evolving	customer	base.	To	avoid	potential	implementation	issues	caused	by	fluctuating	internal	and	external	factors	and	to	guarantee	compatibility	with	corporate	objectives,	it	is	essential	to	regularly	review	and	revise	the	strategic	marketing	plan.
Regular	review	and	updates	of	the	strategic	marketing	planning	process	are	essential	for	the	following:	Assessing	effectiveness	Responding	to	changing	market	conditions	Ensuring	alignment	with	business	goals	Optimizing	resources.	Continuous	improvement	involves	executing,	monitoring,	and	refining	the	marketing	plan	to	reach	goals,	increase
competitiveness,	and	foster	strategic	thinking.	Launching,	executing,	reporting,	and	iterating	the	marketing	plan	should	be	done	in	an	orderly	fashion	to	ensure	objectives	are	met,	competitiveness	is	increased,	and	strategic	thinking	is	promoted.	Ongoing	improvement	is	fundamental	for	any	effective	strategic	marketing	plan.	It	guarantees	that	the
plan	is	current	and	that	objectives	are	being	achieved.	Moreover,	it	encourages	strategic	thinking	and	boosts	competitiveness.	In	conclusion,	a	successful	strategic	marketing	plan	is	pivotal	to	achieving	business	growth,	profitability,	and	long-term	sustainability.	Through	a	step-by-step	approach	involving	market	research	and	analysis,	target	audience
identification,	goal	setting,	marketing	strategy	development,	implementation,	monitoring,	and	continuous	improvement,	businesses	can	adapt	to	market	changes,	stay	competitive,	and	achieve	their	objectives.	Strategic	marketing	planning	is	the	process	of	creating	a	plan	to	achieve	a	specific	marketing	goal,	such	as	increasing	revenue	and	profits	or
improving	the	brands	visibility.	Companies	use	this	process	to	outline	their	objectives,	the	programs	theyll	use	to	reach	them,	who	is	responsible	for	those	metrics,	and	when	theyll	be	achieved.	These	objectives	are	typically	broken	down	into	short-term	and	long-term	goals,	each	goal	having	its	own	set	of	strategies	and	tactics.	The	plan	should	also
include	a	timeline	for	when	each	goal	should	be	achieved,	as	well	as	a	budget.	Strategic	marketing	planning	is	an	essential	process	that	involves	creating	a	plan	to	reach	specific	marketing	goals.	This	plan	outlines	objectives,	programs,	who	is	responsible,	and	when	the	goals	need	to	be	achieved	in	order	to	increase	revenue	and	profits,	gain	visibility,
discourage	competitors,	or	improve	their	appearance.	A	strategic	marketing	plan	consists	of	five	core	components:	product,	price,	promotion,	place,	and	people.	These	are	the	key	elements	that	you	need	to	focus	on	in	order	to	create	a	successful	plan	that	will	help	your	brand	reach	its	goals.	Each	of	these	components	should	be	carefully	considered
and	planned	out	in	order	to	ensure	that	your	plan	is	effective.	The	product	should	be	tailored	to	meet	the	needs	of	your	target	audience,	while	the	price	should	be	reasonable.	The	4	phases	of	strategic	marketing	planning	are	formulation,	implementation,	evaluation,	and	modification.	This	process	involves	setting	goals	and	objectives,	analyzing
internal	and	external	business	factors,	product	planning,	implementation,	and	tracking	progress	to	ensure	successful	outcomes.	Setting	goals	and	objectives	is	the	first	step	in	the	process.	This	involves	identifying	the	desired	outcomes	and	the	resources	needed	to	achieve	them.	Internal	and	external	business	factors	must	be	considered.	Strategic
marketing	planning	involves	market	research,	target	audience	identification,	goal	setting,	creating	a	marketing	mix,	and	assessing	performance.	It	is	essential	for	businesses	to	have	an	effective	strategy	in	place	to	be	successful.	How	to	Develop	a	Marketing	StrategyWhen	creating	a	marketing	strategy,	it	is	important	to	choose	the	specific	actions
that	the	organization	will	focus	on	to	increase	sales.	A	good	marketing	strategy	should	align	itself	to	these	elements:SegmentationA	companys	target	market	falls	into	different	segments.	The	company	can	identify	the	segments	and	use	its	market	data	to	categorize	customers	based	on	their	needs.	The	segments	created	should	comprise	customers	who
share	the	same	interests,	needs,	or	live	in	the	same	locations,	and	who	will	respond	similarly	to	the	marketing	strategies	of	the	company.By	grouping	customers	into	smaller	segments,	the	company	can	utilize	their	time	and	money	more	efficiently	rather	than	running	marketing	campaigns	targeting	each	customer	individually.	Also,	if	a	specific
segment	responds	more	positively	than	other	segments,	the	company	can	prioritize	its	resources	better	to	maximize	results.Targeting	and	PositioningTargeting	involves	identifying	the	most	attractive	segments	in	the	target	market	and	planning	the	marketing	activities	to	make	the	segment	appealing.	The	segment	selected	should	be	the	most
profitable	for	the	business.	The	products	or	services	offered	to	the	segment	should	meet	the	needs	and	expectations	of	the	customers	in	the	target	segment.Positioning	is	the	final	stage	of	the	segmentation,	targeting,	and	positioning	process,	and	it	focuses	on	gaining	a	competitive	advantage	in	the	market	over	the	competitors	products.	The	company
must	assess	its	competitive	advantage	in	the	segment	and	plan	how	to	position	itself	as	the	most	attractive	option	in	the	mind	of	the	consumer.Overall,	positioning	should	provide	better	value	to	consumers	than	competitors,	and	communicate	the	products	uniqueness	in	an	effective	way	to	the	end	consumer.Promotional	TacticsPromotional	tactics	are
activities	that	direct	how	an	organization	promotes	products	or	services.	It	is	the	process	that	companies	use	to	make	sure	that	the	target	segment	is	aware	of	the	product	or	service,	and	how	the	product	offered	can	meet	their	needs.Using	the	best	promotional	tactics	can	help	a	company	utilize	its	scarce	financial	resources	efficiently.	Promotional
tactics	may	include	activities	such	as	distributing	promotional	products,	TV	and	broadcast	advertising,	social	media	communication,	public	relations	campaigns,	exhibitions,	etc.Monitoring,	Assessment,	and	EvaluationOnce	the	organizations	developed	a	marketing	strategy	and	rolled	it	out,	it	should	monitor	and	evaluate	it	to	determine	how	well	it	is
performing,	and	whether	the	desired	outcomes	are	being	achieved.Strategy	evaluation	should	be	an	ongoing	process	rather	than	a	one-time	process.	It	should	help	the	management	make	changes	to	the	current	marketing	strategy	and	understand	how	to	structure	future	marketing	strategies.Marketing	Mix	The	4	Ps	of	MarketingWhen	creating	a
marketing	strategy,	an	organization	must	conduct	market	research	to	understand	the	target	market,	know	its	competitors,	and	identify	other	factors	that	affect	its	ability	to	turn	potential	customers	into	actual	consumers	of	its	products	or	services.The	organization	should	then	incorporate	the	4	Ps	of	marketing	into	the	marketing	strategy.	The	4	Ps	are
involved	in	promoting	a	brands	unique	value	and	help	an	organization	stand	out	from	the	competition.The	following	are	the	4	Ps	of	Marketing:ProductA	product	is	the	good	or	service	offered	to	the	target	customer	to	satisfy	their	needs	and	wants.	The	product	should	meet	an	existing	need	in	the	target	market,	and	marketers	should	have	a	clear
concept	of	what	the	product	stands	for.	For	the	product	to	be	successful,	an	organization	should	understand	the	product	life	cycle	and	how	to	deal	with	the	product	at	each	stage	of	its	life	cycle.	The	organization	should	also	understand	how	the	product	stands	out	from	the	competition.PriceThe	price	of	a	product	is	the	monetary	value	of	a	product,	and
it	is	an	important	factor	in	how	much	revenue	the	company	will	earn.	When	setting	the	price	of	a	product,	an	organization	must	consider	the	real	and	perceived	value	of	a	product.They	must	skillfully	determine	the	appropriate	price	of	the	product	so	that	it	is	not	too	low	or	too	high	in	a	way	that	damages	the	brand	reputation.	Marketers	should	also
determine	when	discounting	the	products	price	is	appropriate.PlacePlace	refers	to	the	location	where	the	organizations	products	or	services	will	be	available	for	sale.	The	marketers	should	determine	where	to	sell	the	product	and	how	the	organizations	will	deliver	the	products	to	the	end	consumer.	The	organization	should	ensure	that	the	customer
not	only	has	easy	access	to	the	product	but	that	the	product	is	conveniently	located.PromotionPromotion	includes	all	marketing	tactics	employed	by	the	organization,	including	advertising,	public	relations,	social	media	marketing,	direct	marketing,	etc.	The	goal	of	promoting	a	product	is	to	communicate	relevant	product	information	to	the	consumer
and	reveal	why	they	should	pay	a	certain	price	for	it.	The	digital	age	has	made	product	promotion	easier,	and	marketers	can	target	a	larger	audience	at	a	lower	cost	than	traditional	marketing.Additional	ResourcesCFI	is	the	official	provider	of	the	global	Commercial	Banking	&	Credit	Analyst	(CBCA)	certification	program,	designed	to	help	anyone
become	a	world-class	financial	analyst.	To	keep	advancing	your	career,	the	additional	CFI	resources	below	will	be	useful:	A	marketing	strategy	can	sway	consumers	to	buy	a	particular	company's	products	or	services.	It	may	include	multiple	marketing	ideas	for	each	of	the	firm's	sectors	or	product	lines.	A	marketing	strategy	contains	the	companys
value	proposition,	key	brand	messaging,	and	data	on	target	customerdemographics.	A	marketing	strategy	may	include	current	or	future	marketing	initiatives	and	detail	a	company's	goals	and	timetables.The	success	of	a	marketing	strategy	can	be	quantified	through	metrics	like	the	number	of	new	customers,	revenue,	and	sales.A	marketing	strategy
may	include	advertising,	outreach,	and	public	relations	campaigns.	A	clear	marketing	strategy	should	revolve	around	the	companys	value	proposition.	This	communicates	to	consumers	what	the	company	stands	for,	how	it	operates,	and	why	it	deserves	the	customers'	business.	A	well-constructed	value	proposition	provides	marketing	teams	with	a
template	that	should	inform	their	initiatives	across	all	of	the	companys	products	and	services.	The	ultimate	goal	of	a	marketing	strategy	is	to	achieve	and	communicate	a	sustainable	competitive	advantage	over	rival	companies.	To	do	this,	a	business	must	understand	the	needs	and	wants	of	its	customers.	Whether	its	a	print	ad	design,	mass
customization,	or	a	social	media	campaign,	a	marketing	asset	should	effectively	communicate	a	companys	core	value	proposition.	For	example,	Walmart	(WMT)	is	widely	known	as	a	discount	retailer	with	everyday	low	prices.	Low	prices	are	its	value	proposition,	so	all	its	business	operations	and	marketing	efforts	are	rootedin	that	idea,	which	appeals
to	its	core	consumer	base.	Its	marketing	strategies	may	be	found	on	TV,	in	print,	or	on	the	accounts	of	social	media	influencers,	but	they	all	emphasize	the	same	value	proposition	of	low	prices	on	everyday	products.	Many	companies	use	market	research	to	identify	what	is	most	important	to	consumers	and	how	to	differentiate	their	products	or
services	from	those	of	competitors.	This	information	can	be	used	to	identify	untapped	audiences	and	develop	a	plan	for	reaching	them,	which	will	increase	sales	and	improve	a	company's	bottom	line.	The	marketing	strategy	is	outlined	in	the	marketing	plan.	This	is	a	document	that	details	the	specific	types	of	marketing	activities	a	company	will
conduct	in	a	given	timeframe.	It	contains	important	information	such	as	what	the	current	and	near-future	marketing	initiatives	will	be,	how	they	will	be	conducted,	what	their	goals	are,	and	the	timetables	for	enacting	them.	A	company	may	have	separate	marketing	initiatives	for	each	of	its	products	or	services;	it	may	also	have	multiple	marketing
initiatives	for	the	same	product	or	service	that	are	implemented	at	different	times	or	on	different	platforms.	Marketing	strategies	inform	a	business's	marketing	across	many	verticals	and	over	a	longer	period.	These	strategies	should	ideally	have	longer	life	spans	than	individual	marketing	plans	because	they	contain	value	propositions	and	other	key
elements	of	a	companys	brand,	which	generally	hold	constant	over	the	long	haul.	Marketing	strategies	cover	big-picture	messaging,	while	marketing	plans	delineate	the	logistical	details	of	specific	campaigns.	For	example,	a	marketing	strategy	might	say	that	a	company	aims	to	increase	authority	in	niche	circles	where	their	clients	visit.	The	marketing
plan	puts	that	into	action	by	commissioning	thought	leadership	pieces	on	LinkedIn.	Creating	a	thoughtful	and	effective	marketing	strategy	requires	several	steps.	While	sales	are	the	ultimate	goal	for	every	company,	a	marketing	strategy	can	also	include	short-term	goals	such	as:	Establishing	authorityIncreasing	customer	engagementGenerating	leads
These	smaller	goals	offer	measurable	benchmarks	for	the	progress	of	your	marketing	plan.	Think	of	strategy	as	the	high-level	ideology	and	planning	as	how	you	accomplish	your	goals.	Every	product	or	service	has	an	ideal	customer,	and	you	should	have	a	profile	outlining	what	you	know	about	yours.	It	can	include:	Who	they	areWhat	they	are	most
interested	inWhat	problems	they	want	to	solveWhat	is	holding	them	back	from	solving	those	problemsWhat	solutions	your	competitors	offer	themWhat	types	of	media	are	ideal	for	reaching	them	If	you	sell	power	tools,	for	example,	youll	choose	marketing	channels	where	general	contractors	may	see	your	messaging.	This	could	be	TV	ads,	or	it	might
be	social	media	accounts	focused	on	home	renovation	and	DIY.	Now	that	you	know	your	goals	and	who	youre	pitching	to,	its	time	to	create	your	message.	Your	clients	have	a	problem	that	needs	to	be	solved	and	something	that	is	standing	in	the	way	of	that	solution.	Your	marketing	message	needs	to	communicate	how	your	product	or	service	will	solve
their	problem	and	improve	their	lives.	This	is	also	when	you	differentiate	your	solution	from	the	one	provided	by	your	competitors	and	show	how	it's	the	best	option	for	your	customers.	How	you	disperse	your	messaging	may	depend	on	how	much	you	can	afford.	Will	you	be	purchasing	advertising?	Working	with	thought	leaders	or	influencers?	Hoping
for	a	viral	moment	on	social	media	organically?	Sending	out	press	releases	to	the	media	to	try	to	gain	coverage?	Your	budget	will	dictate	what	you	can	afford	to	do.	Even	the	best	message	won't	work	unless	it	is	communicated	through	the	appropriate	medium.	Selecting	the	best	channel	for	your	marketing	efforts	will	depend	on	who	your	customers
are,	who	they	trust,	what	types	of	media	they	consume,	and	what	budget	you	have	to	work	with.	Some	companies	may	find	the	most	value	in	creating	blog	posts	for	their	website.	Others	may	find	success	with	paid	ads	on	social	media	channels.	Find	the	most	appropriate	venue	for	your	content.	To	target	your	marketing,	you	need	to	know	whether	it	is
reaching	its	audience.	Determine	your	metrics	and	how	youll	judge	the	success	of	your	marketing	efforts.	Make	sure	these	are	clearly	defined	and	measurable.	For	example,	you	may	decide	to	track:	New	leadsCustomer	signupsRevenueSales	of	an	individual	productSocial	media	followersCustomer	retentionNew	accounts	opened	Which	metrics	you
track	will	depend	on	the	goals	of	your	marketing	campaign	and	the	type	of	business	you	are	running.	A	marketing	strategy	is	a	plan	by	a	company	or	organization	to	reach	prospective	customers	and	persuade	them	to	buy	its	products.	As	part	of	its	marketing	strategy,	a	business	will	identify	its	target	customers,	determine	what	those	customers	want,
and	engage	with	those	customers	through	advertisements	and	promotions.	An	effective	marketing	strategy	will	focus	on	a	specific	goal,	like	increasing	sales	or	raising	brand	awareness.	The	four	Ps	are	product,	price,	promotion,	and	place.	These	are	the	key	factors	that	are	involved	in	the	marketing	of	a	good	or	service.	The	four	Ps	can	be	used	when
planning	a	new	business	venture,	evaluating	an	existing	offer,	or	trying	to	optimize	sales	with	a	target	audience.	They	can	also	be	used	to	test	a	current	marketing	strategy	on	a	new	audience.	A	marketing	strategy	will	detail	the	advertising,	outreach,	and	public	relations	campaignsto	be	carried	out	by	a	firm,	including	how	the	company	will	measure
the	effect	of	these	initiatives.	The	functions	and	components	of	a	marketing	plan	include	market	research,	tailored	messagingthat	targets	certain	demographics	and	geographic	areas,	platform	selection,	and	metrics	that	measure	the	results	of	marketing	efforts	and	their	reporting	timelines.	The	terms	marketing	plan	and	marketing	strategy	are	often
used	interchangeably	because	a	marketing	plan	is	developed	based	on	an	overarchingstrategic	framework.	The	plan	outlines	marketing	activities	on	a	monthly,	quarterly,	or	annual	basis,	while	the	marketing	strategy	outlines	the	overallvalue	proposition.	In	some	cases,	the	strategy	and	the	plan	may	be	incorporated	intoone	document,	particularly	for
smaller	companies	that	may	only	run	one	or	two	major	campaigns	in	a	year.	Companies	need	to	sell	their	products	and	services	to	generate	revenue	and	put	them	on	the	path	of	being	a	successful	business.	To	sell	their	products	or	services,	they	have	to	let	consumers	know	of	them.	They	must	also	convince	consumers	to	buy	them	as	well	as	convert
consumers	from	competitors.	Having	a	marketing	strategy	that	outlines	this	process	and	more	is	a	crucial	step	in	converting	consumers	into	customers.	A	document	that	lays	out	the	marketing	efforts	of	a	business	in	an	upcoming	period	Over	2	million	+	professionals	use	CFI	to	learn	accounting,	financial	analysis,	modeling	and	more.	Unlock	the
essentials	of	corporate	finance	with	our	free	resources	and	get	an	exclusive	sneak	peek	at	the	first	module	of	each	course.	Start	Free	A	marketing	plan	is	a	document	that	lays	out	the	marketing	efforts	of	a	business	in	an	upcoming	period,	which	is	usually	a	year.	It	outlines	the	marketing	strategy,	promotional,	and	advertising	activities	planned	for	the
period.Elements	of	a	Marketing	PlanA	marketing	plan	will	typically	include	the	following	elements:Marketing	objectives	of	the	business:	The	objectives	should	be	attainable	and	measurable	two	goals	associated	with	SMART,	which	stands	for	Specific,	Measurable,	Attainable,	Relevant,	and	Time-bound.Current	business	marketing	positioning:	An
analysis	of	the	current	state	of	the	organization	concerning	its	marketing	positioning.Market	research:	Detailed	research	about	current	market	trends,	customer	needs,	industry	sales	volumes,	and	expected	direction.Outline	of	the	business	target	market:	Business	target	market	demographics.Marketing	activities:	A	list	of	any	actions	concerning
marketing	goals	that	are	scheduled	for	the	period	and	the	indicated	timelines.Keyperformance	indicators	(KPIs)	to	be	trackedMarketing	mix:	A	combination	of	factors	that	may	influence	customers	to	purchase	products.	It	should	be	appropriate	for	the	organization	and	will	largely	be	centered	on	the	4Ps	of	marketing	i.e.,	product,	price,	promotion,	and
place.Competition:	Identify	the	organizations	competitors	and	their	strategies,	along	with	ways	to	counter	competition	and	gain	market	share.Marketing	strategies:	The	development	of	marketing	strategies	to	be	employed	in	the	coming	period.	These	strategies	will	include	promotional	strategies,	advertising,	and	other	marketing	tools	at	the	disposal
of	the	organization.Marketing	budget:	A	detailed	outline	of	the	organizations	allocation	of	financial	resources	to	marketing	activities.	The	activities	will	need	to	be	carried	out	within	the	marketing	budget.Monitoring	and	performance	mechanism:	A	plan	should	be	in	place	to	identify	if	the	marketing	tools	in	place	are	bearing	fruit	or	need	to	be	revised
based	on	the	past,	current,	and	expected	future	state	of	the	organization,	industry,	and	the	overall	business	environment.A	marketing	plan	should	observe	the	80:20	rule	i.e.,	for	maximum	impact,	it	should	focus	on	the	20%	of	products	and	services	that	account	for	80%	of	volumes	and	the	20%	of	customers	that	bring	in	80%	of	revenue.Purpose	of	a
Marketing	PlanThe	purpose	of	a	marketing	plan	includes	the	following:To	clearly	define	the	marketing	objectives	of	the	business	that	align	with	the	corporate	mission	and	vision	of	the	organization.	The	marketing	objectives	indicate	where	the	organization	wishes	to	be	at	any	specific	period	in	the	future.The	marketing	plan	usually	assists	in	the
growth	of	the	business	by	stating	appropriate	marketing	strategies,	such	as	plans	for	increasing	the	customer	base.State	and	review	the	marketing	mix	in	terms	of	the	8Ps	of	marketing	Product,	Price,	Place,	Promotion,	People,	Process,	Physical	Evidence,	and	Performance.Strategies	to	increase	market	share,	enter	new	niche	markets,	and	increase
brand	awareness	are	also	encompassed	within	the	marketing	plan.The	marketing	plan	will	contain	a	detailed	budget	for	the	funds	and	resources	required	to	carry	out	activities	indicated	in	the	marketing	plan.The	assignment	of	tasks	and	responsibilities	of	marketing	activities	is	well	enunciated	in	the	marketing	plan.The	identification	of	business
opportunities	and	any	strategies	crafted	to	exploit	them	is	important.A	marketing	plan	fosters	the	review	and	analysis	of	the	marketing	environment,	which	entails	market	research,	customer	needs	assessment,	competitor	analysis,	PEST	analysis,	studying	new	business	trends,	and	continuous	environmental	scanning.A	marketing	plan	integrates
business	functions	to	operate	with	consistency	notably	sales,	production,	finance,	human	resources,	and	marketing.Structure	of	a	Marketing	PlanThe	structure	of	a	marketing	plan	can	include	the	following	sections:	Marketing	Plan	ObjectivesThis	section	outlines	the	expected	outcome	of	the	marketing	plan	with	clear,	concise,	realistic,	and	attainable
objectives.	It	contains	specific	targets	and	time	frames.Metrics,	such	as	target	market	share,	the	target	number	of	customers	to	be	attained,	penetration	rate,	usage	rate,	sales	volumes	targeted,	etc.	should	be	used.Market	Research	Market	Analysis/Consumer	AnalysisMarket	analysis	includes	topics	such	as	market	definition,	market	size,	industry
structure,	market	share	and	trends,	and	competitor	analysis.	Consumer	analysis	includes	the	target	market	demographics	and	what	influences	their	buying	decisions	e.g.,	loyalty,	motivation,	and	expectations.Target	MarketThis	defines	the	target	customers	by	their	demographic	profile,	such	as	gender,	race,	age,	and	psychographic	profile,	such	as
their	interests.	This	will	assist	in	the	correct	marketing	mix	for	the	target	market	segments.SWOT	AnalysisA	SWOT	analysis	will	look	at	the	organizations	internal	strengths	and	weaknesses	and	external	opportunities	and	threats.	SWOT	analysis	includes	the	following:Strengths	are	the	organizations	competitive	advantages	that	are	not	easily
duplicated.	They	represent	the	skills,	expertise,	and	efficiencies	that	an	organization	possesses	over	its	competitors.Weaknesses	are	impediments	found	in	the	operations	of	an	organization,	and	they	stifle	growth.	These	can	include	outdated	machinery,	inadequate	working	capital,	and	inefficient	production	methods.Opportunities	are	prospects	for
growth	in	the	business	through	the	adoption	of	ways	to	take	advantage	of	the	chances.	They	could	include	entry	into	new	markets,	adopting	digital	marketing	strategies,	or	following	new	trends.Threats	are	external	factors	that	can	affect	the	business	negatively,	such	as	a	new	powerful	competitor,	legislative	changes,	natural	disasters,	or	political
situations.Marketing	StrategyThe	marketing	strategy	section	covers	actual	strategies	to	be	included	according	to	the	marketing	mix.	The	strategy	centers	on	the	8Ps	of	marketing.	However,	firms	are	also	at	liberty	to	use	the	traditional	4	Ps	of	marketing	product,	price,	place,	and	promotion.	The	8	Ps	are	illustrated	below.The	correct	marketing	mix	is
determined	by	the	target	market.	The	most	expensive	options	are	advertising,	sales	promotions,	and	PR	campaigns.	Networking	and	referrals	are	less	costly.Marketers	also	need	to	pay	attention	to	digital	marketing	strategies	that	make	use	of	technology	to	reach	a	wider	market	and	have	also	proven	to	be	cost-effective.Digital	marketing	channels,
which	became	popular	in	the	early	21st	century,	may	eventually	overtake	traditional	marketing	methods.	Digital	marketing	encompasses	trending	methods,	such	as	the	use	of	social	media	for	business.Other	strategies	within	the	marketing	strategy	include	pricing	and	positioning	strategy,	distribution	strategy,	conversion	strategy,	and	retention
strategy.Marketing	BudgetThe	marketing	budget	or	projection	outlines	the	budgeted	expenditure	for	the	marketing	activities	documented	in	the	marketing	plan.	The	marketing	budget	consists	of	revenues	and	costs	stated	in	the	marketing	plan	in	one	document.It	balances	expenditures	on	marketing	activities	and	what	the	organization	can	afford.	Its
a	financial	plan	of	marketing	activities	to	be	carried	out	e.g.,	promotional	activities,	cost	of	marketing	materials	and	advertising,	and	so	on.	Other	considerations	include	expected	product	volume	and	price,	production	and	delivery	costs,	and	operating	and	financing	costs.The	effectiveness	of	the	marketing	plan	depends	on	the	budget	allocated	for
marketing	expenditure.	The	cost	of	marketing	should	be	able	to	make	the	company	break	even	and	make	profits.Performance	AnalysisPerformance	analysis	aims	to	look	at	the	variances	of	metrics	or	components	documented	in	the	marketing	plan.	These	include:Revenue	variance	analysis:	An	analysis	of	positive	or	negative	variance	of	revenue.	A
negative	variance	is	worrisome,	and	reasons	should	be	available	to	explain	the	cause	of	deviations.Market	share	analysis:	An	analysis	of	whether	the	organization	attained	its	target	market	share.	Sales	may	be	increasing	whilst	the	organizations	share	of	the	market	is	decreasing;	hence,	it	is	paramount	to	track	this	metric.Expense	analysis:An	analysis
of	marketing	expense	to	sales	ratio.	This	ratio	needs	to	be	compared	to	industry	standards	to	make	informed	comparisons.The	ratio	enables	the	organization	to	track	actual	expenditures	versus	the	budget.	It	is	also	compared	to	other	metrics,	such	as	revenue	analysis	and	market	share	analysis.	It	can	be	dissected	into	individual	expenditures	to	sales
to	get	a	clearer	picture.Administration	of	a	Marketing	PlanThe	marketing	plan	should	be	revised	and	adapted	to	changes	in	the	environment	periodically.	The	use	of	metrics,	budgets,	and	schedules	to	measure	progress	towards	the	goals	set	in	the	marketing	plan	is	a	continuous	process	by	marketing	personnel.There	should	be	a	continuous
assessment	to	verify	that	the	goals	of	the	marketing	plan	are	being	achieved.	The	marketing	manager	should	be	able	to	review	if	the	strategies	documented	are	being	effective,	given	the	operating	environment.It	is	irrational	for	the	marketing	manager	to	notice	anomalies	and	wait	to	review	at	year-end	when	the	situation	might	have	already
deteriorated.Changes	in	the	environment	may	necessitate	a	review	of	plans,	projections,	strategies,	and	targets.	Therefore,	a	formal	periodical	review	such	as	monthly	or	quarterly	may	need	to	be	in	place.	This	may	mean	preparing	an	annual	marketing	plan	but	reviewing	the	plan	quarterly	to	keep	targets	and	plans	aligned	closely	to	environmental
changes.	It	goes	without	saying	that	plans	are	as	good	as	their	feasibility	to	succeed	in	the	given	environment.More	ResourcesThank	you	for	reading	CFIs	guide	to	Marketing	Plan.	To	keep	learning	and	advancing	your	career,	the	additional	CFI	resources	below	will	be	useful:	Discover	the	digital	marketing	industry	trends,	winning	opportunities	and
challenges	brands	face	thi...	Discover	the	top	digital	course	pitfalls	to	avoid	from	experienced	creator	Amy	Porterfield.	Skip	com...	Consumers	want	to	see	themselves	in	marketing	materials.	Learn	why	representation	in	marketing	is	so...	Ever	wonder	why	short-form	videos	are	so	popular?	Turns	out	there's	a	bit	of	psychology	behind	it.	Learn	how	AI
can	enhance	your	social	media	strategy	plus,	how	social	media	marketers	are	already	u...	Ive	found	that	an	airtight	marketing	plan	is	the	key	to	going	from	strategic	vision	to	measurable	goal.	If	youre	wondering	what	goes	into	a	marketing	plan	or	why	you	need	one,	this	is	the	place	to	start.	Below,	Ill	walk	you	through	how	to	write	a	marketing	plan,
the	different	types	you	can	create,	and	share	some	helpful	examples	of	marketing	plans	to	use	as	inspiration	for	crafting	your	own.By	the	end,	youll	be	ready	to	begin	implementing	your	marketing	strategies	to	take	them	from	ideas	to	action.	So,	grab	your	free	marketing	plan	template	and	lets	get	started.Table	of	Contents	Marketing	Plan	vs.	Business
PlanMarketing	plans	and	business	plans	are	both	strategic	documents.A	business	plan	covers	all	aspects	of	a	company's	operations,	including	goals,	finances,	purpose,	and	strategies.A	marketing	plan	is	one	aspect	of	a	business	plan.	It	shows	how	your	marketing	strategies	and	objectives	will	support	your	overall	business	goals,	and	provides	detailed
steps	for	how	to	carry	them	out.Pro	tip:	If	youre	wondering	where	to	start	with	executing	a	marketing	plan,	I	recommend	HubSpots	Marketing	Hub.Marketing	Plan	vs.	Marketing	StrategyA	marketing	plan	is	a	detailed	account	of	how	youll	execute	your	marketing	strategy.Marketing	strategies	are	shaped	by	your	business	goals	and	come	before	a
marketing	plan	can	be	written.	Thats	because	the	marketing	plan	is	a	step-by-step	guide	for	how	to	accomplish	your	marketing	strategies.In	other	words:A	marketing	strategy	will	define	why	your	marketing	efforts	are	important	for	your	business	goals.A	marketing	plan	will	support	that	strategy	with	actionable	steps.So,	for	example,	if	my	goal	is	to
increase	traffic	to	my	website,	my	marketing	strategy	might	be	to	run	ads	on	social	media.	My	marketing	plan,	then,	would	detail	the	campaigns,	content,	channels,	and	marketing	software	Ill	use	to	execute	my	strategy	and	track	its	success.Whats	included	in	a	marketing	plan?Executive	SummaryHere,	youll	state	the	purpose	of	your	marketing	plan
and	how	it	will	help	you	accomplish	your	goals.	This	is	a	condensed	overview	of	the	entire	plan,	which	should	give	critical	information	and	also	spark	the	interest	of	leadership	and	stakeholders	to	explore	the	plan	further.Target	Market	AnalysisThis	section	will	compile	the	efforts	of	your	market	research	to	identify	your	target	audience.	It	can	specify	a
new	audience,	or	aim	to	reach	a	broader	group	within	your	target	market.Some	characteristics	to	define	are:	location,	age,	lifestyle,	attitudes,	values,	interests,	and	pain	points,	among	others.	This	is	also	a	place	to	build	out	buyer	personas,	indicating	the	audience	you	aim	to	attract.Competitive	AnalysisIntroduce	the	companies	youre	competing	with
for	your	target	audience.	Include	their	strengths,	weaknesses,	and	strategies,	as	well	as	how	you	will	gain	market	share	in	the	context	of	the	competition.Marketing	StrategiesHere,	youll	specify	your	marketing	strategies	that	is,	your	high-level	approach	to	meeting	your	objectives.	Outline	the	overall	methods	and	how	theyll	move	you	toward	your
goals.For	example,	your	strategy	might	be	to	implement	a	paid	social	media	campaign	to	drive	traffic	to	your	ecommerce	site.TacticsTactics	are	the	specific	actions	youll	take	to	implement	your	strategies.	These	are	detailed	tasks	and	activities.For	example,	if	the	strategy	is	to	implement	a	paid	social	media	campaign	to	drive	traffic	to	your
ecommerce	site,	then	your	tactics	will	specify	everything	about	how	to	carry	it	out:	channel,	frequency,	type,	etc.Budget	and	CalendarThis	is	where	you	take	your	tactics	and	define	the	timing	and	pricing	of	each.	Plot	out	a	weekly	and	monthly	calendar	showing	when	each	tactic	should	be	accomplished,	and	allocate	a	budget	to	go	along	with	each
point.The	budget	should	also	include	higher	level	costs,	such	as	staffing,	tech,	or	partnerships.MetricsYoull	need	to	define	how	to	measure	the	success	of	your	marketing	plan.	For	this,	discuss	targets,	such	as	number	of	new	customers	to	be	attained,	market	share,	or	sales	volume.	State	your	expected	outcomes	and	how	youll	measure	results.	1.	State
your	mission.The	first	step	in	writing	a	marketing	plan	is	to	state	your	mission.	Although	this	mission	is	specific	to	marketing,	it	should	be	tied	to	your	business	overarching	goal.If	your	business'	mission	is	to	make	booking	travel	a	delightful	experience,	your	marketing	mission	might	be	to	attract	an	audience	of	travelers,	educate	them	on	the	tourism
industry,	and	convert	them	into	users	of	our	bookings	platform.Be	specific,	but	keep	it	short	(a	few	sentences).	The	rest	of	the	marketing	plan	is	the	place	to	elaborate	on	how	you'll	accomplish	this	mission.If	you	need	help	building	your	mission	statement,	I	like	this	guide	with	mission	statement	examples	and	templates	to	help	me	write	the	ideal
mission	statement.And	if	youre	running	a	startup	or	small	business,	HubSpots	starter	bundle	is	a	great	all-in-one	solution	it	can	help	you	find	and	win	customers,	execute	content	marketing	plans,	and	more.2.	Determine	the	KPIs	for	this	mission.To	describe	how	youll	track	your	missions	progress,	youll	need	to	decide	on	your	key	performance



indicators	(KPIs).KPIs	are	individual	metrics	that	measure	the	various	elements	of	a	marketing	campaign.	These	units	help	you	establish	short-term	goals	within	your	mission	and	communicate	your	progress	to	business	leaders.Let's	continue	with	the	same	example	from	above.	If	part	of	your	mission	is	to	attract	an	audience	of	travelers,	you	might
track	website	visits	using	organic	page	views.	In	this	case,	organic	page	views	is	one	KPI,	and	you	can	see	the	number	of	page	views	grow	over	time.Also,	make	sure	to	check	whether	your	current	reporting	software	facilitates	the	KPIs	you	need.	Some	reporting	tools	can	only	measure	a	set	of	pre-defined	metrics,	which	can	cause	massive	headaches
in	particular	marketing	campaigns.However,	other	tools,	like	HubSpots	analytics	software,	offer	full	flexibility	over	the	KPIs	you	wish	to	track.You	can	generate	custom	reports	that	reveal	average	website	engagement	rates,	page	visits,	email,	social	media	traffic,	and	more.	3.	Identify	your	buyer	personas.A	buyer	persona	is	a	description	of	who	you
want	to	attract.	This	can	include	age,	sex,	location,	family	size,	and	job	title.Each	buyer	persona	should	directly	reflect	your	business'	current	and	potential	customers.	All	business	leaders	should	agree	on	your	buyer	personas.Try	out	this	Make	My	Persona	tool	to	jumpstart	this	process.4.	Describe	your	content	initiatives	and	strategies.Heres	where
youll	include	the	main	points	of	your	marketing	and	content	strategy.Because	there	are	so	many	content	types	and	channels	available,	explain	how	and	why	you	chose	each	one.I	like	to	specify:What	types	of	content	I'll	create.	These	might	include	blog	posts,	YouTube	videos,	infographics,	and	ebooks.How	much	I'll	create.	I	typically	describe	content
volume	in	daily,	weekly,	monthly,	or	even	quarterly	intervals.	It	all	depends	on	my	workflow	and	the	short-term	goals	for	my	content.The	goals	(and	KPIs)	I'll	use	to	track	each	type.	KPIs	can	include	organic	traffic,	social	media	traffic,	email	traffic,	and	referral	traffic.	Your	goals	should	also	include	which	pages	you	want	to	drive	that	traffic	to,	such	as
product	pages,	blog	pages,	or	landing	pages.The	channels	on	which	I'll	distribute	my	content.	Popular	channels	include	Facebook,	X,	LinkedIn,	YouTube,	Pinterest,	and	Instagram.Any	paid	advertising	that	will	take	place	on	these	channels.5.	Clearly	define	your	plan's	omissions.A	marketing	plan	explains	the	marketing	team's	focus.	It	also	explains
what	the	marketing	team	will	not	focus	on.If	there	are	other	aspects	of	your	business	that	you	arent	serving	in	this	particular	plan,	include	them	in	this	section.	These	omissions	help	to	justify	your	mission,	buyer	personas,	KPIs,	and	content.In	my	experience,	this	section	is	particularly	important	for	stakeholders	to	help	them	understand	why	certain
decisions	were	made.	And	if	your	team	isnt	on	the	hook	for	something	in	this	round,	youll	need	to	make	it	known.6.	Define	your	marketing	budget.Whether	it's	freelance	fees,	sponsorships,	or	a	new	full-time	marketing	hire,	use	these	costs	to	develop	a	marketing	budget	and	outline	each	expense	in	this	section	of	your	marketing	plan.You	can	establish
your	marketing	budget	with	these	8	free	marketing	budget	templates.7.	Identify	your	competition.Part	of	marketing	is	knowing	your	competition.	Research	the	key	players	in	your	industry	and	consider	profiling	each	one.A	great	way	to	go	into	depth	on	this	is	to	run	a	comprehensive	competitive	analysis,	which	will	uncover	who	your	competitors	are
and	in	which	aspects	you	compete	with	them.	You	can	get	started	with	this	exercise	using	these	10	free	competitive	analysis	templates.8.	Outline	your	plan's	contributors	and	their	responsibilities.With	your	marketing	plan	fully	fleshed	out,	its	time	to	delegate.	For	this	step,	I	like	to	write	out	which	teams	and	team	leaders	are	in	charge	of	specific
content	types,	channels,	KPIs,	and	all	other	aspects	of	the	plan.Now,	I	know	starting	a	plan	from	scratch	can	be	overwhelming.	To	ease	that,	in	the	next	sections,	Ill	share	some	of	the	best	guides	and	templates	to	help	you	build	effective	results-driven	plans	for	your	marketing	strategies.	Types	of	Marketing	PlansThe	type	of	marketing	plan	you	create
will	depend	on	your	company,	your	industry,	and	your	business	goals.	Here,	Ill	outline	five	common	types,	along	with	templates	from	real-world	businesses	and	brands.1.	Quarterly	or	Annual	Marketing	PlansSourceQuarterly,	annual,	or	any	other	time-based	marketing	plans	highlight	the	strategies	or	campaigns	you'll	take	on	during	a	certain
period.This	template	from	Forbes	highlights	the	10	key	sections	youll	need	to	include:ResearchCompetitive	analysisSWOT	analysisGoalsObjectivesTarget	MarketsMessageTacticsTimelineBudgetBest	for:	If	you're	lost	on	where	to	start	with	a	marketing	plan,	I	recommend	this	guide	to	help	you	define	your	target	audience,	strategize	how	to	reach	them,
and	develop	a	plan	to	ensure	that	the	audience	becomes	loyal	customers.	2.	Social	Media	Marketing	PlanA	social	media	marketing	plan	highlights	the	channels,	tactics,	and	campaigns	you	intend	to	accomplish	on	social	media.One	subtype	of	this	is	a	paid	marketing	plan,	which	includes	paid	strategies	like	native	advertising,	PPC,	and	paid	social
media	promotions.To	give	an	example	of	this	type,	Ill	use	Shane	Snow's	Marketing	Plan,	which	he	used	to	promote	his	book,	Dream	Teams.	For	this,	he	chose	a	data-driven	content	strategy	framework	known	as	the	content	strategy	waterfall.SourceThe	content	strategy	waterfall,	as	defined	by	Economic	Times,	is	a	model	used	to	create	a	system	with	a
linear	and	sequential	approach.In	Snows	Contently	article,	he	details	how	the	waterfall	model	helped	him	successfully	launch	his	new	book.	From	it,	I	pulled	out	the	following	helpful	advice:Apply	your	business	objectives	to	decide	which	marketing	metrics	to	track.Use	your	ultimate	business	goal	of	earning	a	certain	amount	in	sales	or	garnering	a
certain	number	of	purchases	to	estimate	the	conversion	rate	of	each	stage	of	your	funnel.Create	buyer	personas	to	figure	out	the	best	channels	for	your	target	audience.Use	your	average	post	view	on	each	of	your	marketing	channels	to	estimate	how	much	content	youll	need	to	create	and	how	often	to	post	on	social	media.Calculate	how	much	earned
and	paid	media	could	cut	down	the	amount	of	content	you	have	to	create	and	post.Design	your	process	and	workflow,	build	your	team,	and	delegate	tasks.Analyze	content	performance	metrics	to	refine	your	overall	content	strategy.Best	for:	I	use	Snows	marketing	plan	to	think	more	creatively	about	my	content	promotion	and	distribution	plan.	I	like
that	its	linear,	building	on	each	prior	step	and	creating	an	airtight	strategy	that	doesn't	leave	any	details	out.3.	Content	Marketing	PlanA	content	marketing	plan	highlights	the	strategies,	tactics,	and	campaigns	in	which	you'll	use	content	to	promote	your	business	or	product.For	this	example,	Ill	refer	to	HubSpot's	Comprehensive	Guide	for	Content
Marketing	Strategy.SourceHubSpot	built	its	marketing	team	from	two	business	school	graduates	working	from	a	coffee	table	to	a	powerhouse	of	thousands	of	employees.	Along	the	way,	countless	lessons	have	shaped	its	current	content	marketing	strategy.HubSpot	compiled	its	insights	in	a	guide	to	teach	marketers	how	to	develop	a	successful
content	marketing	strategy,	regardless	of	their	team's	size.In	this	comprehensive	guide	for	modern	marketers,	I	found	these	key	points:What	content	marketing	is.Why	your	business	needs	a	content	marketing	strategy.Who	should	lead	your	content	marketing	efforts.How	to	structure	your	content	marketing	team	based	on	your	company's	size.How	to
hire	the	right	people	for	each	role	on	your	team.What	marketing	tools	and	technology	you'll	need	to	succeed.What	types	of	content	your	team	should	create,	and	which	employees	should	be	responsible	for	creating	them.The	importance	of	distributing	your	content	through	search	engines,	social	media,	email,	and	paid	ads.And	finally,	the
recommended	metrics	each	of	your	teams	should	measure	and	report	to	optimize	your	content	marketing	program.Best	for:	I	think	this	is	a	fantastic	resource	for	content	teams	of	any	size,	whether	one	or	one	hundred.	It	includes	how	to	hire	and	structure	a	content	marketing	team,	what	marketing	tools	youll	need,	what	type	of	content	you	should
create,	and	also	recommends	what	metrics	to	track	for	analyzing	campaigns.Pro	tip:	If	you're	aiming	to	establish	or	boost	your	online	presence,	try	tools	like	HubSpot's	drag-and-drop	website	builder,	which	will	help	you	create	a	digital	footprint	that	sets	the	foundation	for	all	your	content	marketing	endeavors.4.	New	Product	Launch	Marketing	PlanA
new	product	launch	marketing	plan	is	a	road	map	for	promoting	a	new	product.	One	of	my	favorite	examples	is	the	Go-To-Market	Plan	for	a	New	Product	by	Chief	Outsiders:SourceIn	this	plan,	I	learned	to:Validate	a	product.Write	strategic	objectives.Identify	my	market.Compile	a	competitive	landscape.Create	a	value	proposition	for	a	new
product.Consider	sales	and	service	in	my	marketing	plan.Best	for:	If	you're	looking	for	a	marketing	plan	for	a	new	product,	the	Chief	Outsiders	template	is	a	great	place	to	start.	Marketing	plans	for	a	new	product	will	be	more	specific	because	they	target	only	one	product.5.	Growth	Marketing	PlanGrowth	marketing	plans	use	experimentation	and
data	to	drive	results,	like	I	found	in	Venture	Harbours	Growth	Marketing	Plan	Template.SourceVenture	Harbour's	growth	marketing	plan	is	a	data-driven	and	experiment-led	alternative	to	the	more	traditional	marketing	plan.	This	template	has	five	steps,	intended	to	allow	refinement	with	every	test-measure-learn	cycle,	which
are:GoalProjectionExperimentsRoad	mapInsightsBest	for:	I	recommend	this	plan	if	you	want	to	experiment	with	different	platforms	and	campaigns.	Experimentation	can	feel	risky	and	unfamiliar,	but	this	plan	gives	you	a	framework	for	accountability	and	strategy.Sample	Marketing	PlanTo	put	all	this	information	together,	Im	going	to	outline	the	step-
by-step	creation	of	a	sample	marketing	plan.Psst!	Follow	along	with	HubSpot's	free	marketing	plan	template.1.	Create	an	overview	or	primary	objective.Our	business	mission	is	to	provide	[service,	product,	solution]	to	help	[audience]	reach	their	[financial,	educational,	business	related]	goals	without	compromising	their	[your	audiences	valuable	asset:
free	time,	mental	health,	budget,	etc.].	We	want	to	improve	our	social	media	presence	while	nurturing	our	relationships	with	collaborators	and	clients.2.	Determine	the	KPIs	for	this	mission.For	example,	if	I	wanted	to	focus	on	social	media	growth,	my	KPIs	might	look	like	this:We	want	to	achieve	a	minimum	of	[followers]	with	an	engagement	rate	of
[X]	on	[social	media	platform].The	goal	is	to	achieve	an	increase	of	[Y]	on	recurring	clients	and	new	meaningful	connections	outside	the	platform	by	the	end	of	the	year.3.	Identify	your	buyer	personas.Use	the	following	categories	to	create	a	target	audience	for	your	campaign.AgeGenderProfessionBackgroundInterestsValuesGoalsPain	pointsSocial
media	platforms	that	they	useStreaming	platforms	that	they	preferPro	tip:	For	more	useful	strategies,	consider	creating	a	buyer	persona	with	HubSpots	Make	My	Persona	tool.4.	Describe	your	content	initiatives	and	strategies.Our	content	pillars	will	be:	[X,	Y,	Z].Content	pillars	should	be	based	on	topics	your	audience	needs	to	know.	If	your	ideal
clients	are	female	entrepreneurs,	then	your	content	pillars	might	be:	marketing,	being	a	woman	in	business,	remote	working,	and	productivity	hacks	for	entrepreneurs.Then,	determine	any	omissions.This	marketing	plan	wont	be	focusing	on	the	following	areas	of	improvement:	[A,	B,	C].	5.	Define	your	marketing	budget.Our	marketing	strategy	will	use
a	total	of	[Y]	monthly.	This	will	include	anything	from	freelance	collaborations	to	advertising.6.	Identify	your	competitors.I	like	to	work	through	the	following	questions	to	clearly	indicate	who	my	competitors	are:Which	platforms	do	they	use	the	most?How	does	their	branding	differentiate?How	do	they	talk	to	their	audiences?What	valuable	assets	do
customers	talk	about?	And	if	they	are	receiving	any	negative	feedback,	what	is	it	about?7.	Outline	your	plan's	contributors	and	their	responsibilities.Create	responsible	parties	for	each	portion	of	the	plan.Marketing	will	manage	the	content	plan,	implementation,	and	community	interaction	to	reach	the	KPIs.Social	media	manager:	[hours	per	week
dedicated	to	the	project,	responsibilities,	team	communication	requirements,	expectations]Content	strategist:	[hours	per	week	dedicated	to	the	project,	responsibilities,	team	communication	requirements,	expectations]Community	manager:	[hours	per	week	dedicated	to	the	project,	responsibilities,	team	communication	requirements,
expectations]Sales	will	follow	the	line	of	the	marketing	work	while	creating	and	implementing	an	outreach	strategy.Sales	strategists:	[hours	per	week	dedicated	to	the	project,	responsibilities,	team	communication	requirements,	expectations]Sales	executives:	[hours	per	week	dedicated	to	the	project,	responsibilities,	team	communication
requirements,	expectations]Customer	Service	will	nurture	clients	relationships	to	ensure	that	they	have	what	they	want.	[Hours	per	week	dedicated	to	the	project,	responsibilities,	team	communication	requirements,	expectations].Project	Managers	will	track	the	progress	and	team	communication	during	the	project.	[Hours	per	week	dedicated	to	the
project,	responsibilities,	team	communication	requirements,	expectations].Marketing	Plan	FAQsWhat	is	a	typical	marketing	plan?A	typical	marketing	plan	includes	the	following:Summary,	mission,	and	objectivesTarget	audienceCompetitive	analysisStrategiesTacticsBudgetMetricsFor	example,	if	I	were	leading	a	tech	startup	that's	launching	a	new
mobile	app,	my	marketing	plan	would	include:	What	should	a	good	marketing	plan	include?A	good	marketing	plan	is	unique	to	your	business.	That	said,	most	marketing	plans	will	include	the	following	sections:Detailed	description	of	the	product	or	service.Unique	value	proposition	of	the	product	or	service.Target	market	analysis.Competitive
analysis.Comprehensive	marketing	strategy,	including	online	and	offline	channels.Strategic	marketing	mix	details	(such	as	product,	price,	place,	and	promotion).Budget.Measurable	goals	with	defined	timelines.What	are	the	most	important	parts	of	a	marketing	plan?A	marketing	plan	is	developed	by	looking	at	your	marketing	strategy	and	your
business	goals,	and	then	creating	steps	to	take	you	from	the	what	and	why	of	your	strategy	to	exactly	how	youll	reach	your	end	goals.While	each	plan	will	look	different,	you	can	use	this	checklist	to	ensure	that	all	the	important	steps	are	covered,	if	necessary:Marketing	goalsExecutive	summaryTarget	market	analysisCompetitive	analysisMarketing
strategiesTacticsBudgetMetricsWhat	questions	should	I	ask	when	making	a	marketing	plan?Try	using	one	or	more	of	these	questions	as	a	starting	point	when	creating	your	marketing	plan:Who	is	my	target	audience?What	are	their	needs,	motivations,	and	pain	points?How	does	my	product	or	service	solve	their	problems?How	will	I	reach	and	engage
them?Who	are	my	competitors?	Are	they	direct	or	indirect	competitors?What	are	the	unique	selling	points	of	my	product	or	service?What	marketing	channels	are	best	for	the	brand?What	is	my	budget	and	timeline?How	will	I	measure	the	success	of	marketing	efforts?How	much	does	a	marketing	plan	cost?The	marketing	plan	itself	may	not	cost	much,
but	the	cost	of	executing	a	marketing	plan	will	vary	by	business,	industry,	and	scope,	as	well	as	whether	your	team	handles	marketing	in-house	or	hires	external	consultants.Total	costs	can	range	from	a	few	thousand	dollars	to	tens	of	thousands,	and	should	be	assessed	to	include	in	your	marketing	plan	budget	(yes,	there	are	free	marketing	budget
templates	for	that!)	1.	Louisville	TourismSourceI	find	this	marketing	plan	to	be	a	masterclass	for	companies	in	the	tourism	industry.	It's	comprehensive,	and	divides	its	target	market	into	growth	and	seed	categories	to	allow	for	more	focused	strategies.For	example,	the	plan	recognizes	millennials	in	Chicago,	Atlanta,	and	Nashville	as	the	core	of	its
growth	market,	whereas	people	in	Boston,	Austin,	and	New	York	represent	seed	markets	where	potential	growth	opportunities	exist.	Then,	the	plan	outlines	objectives	and	tactics	for	reaching	each	market.Why	I	Think	This	Marketing	Plan	WorksThe	plan	starts	with	a	letter	from	the	president	and	CEO	of	the	company,	who	sets	the	stage	by	providing	a
high-level	preview	of	the	incoming	developments	for	Louisville's	tourism	industry.The	focus	on	Louisville	as	Bourbon	City	effectively	leverages	its	unique	cultural	and	culinary	attributes	to	present	a	strong	brand.It	incorporates	data	from	Google	Analytics,	Arrivalist,	and	visitor	profiles	to	define	their	target	audience	with	a	data-informed	approach.2.
LushSourceThe	marketing	plan	for	cosmetics	company	Lush	is	a	33-page	digital	flipbook	created	for	its	move	into	the	Portuguese	market.	The	executive	summary	contextualizes	the	company	in	the	market	for	green	products,	linking	its	mission	to	environmental	responsibility	as	its	hook	and	selling	point.The	one-page	summary	goes	on	to	outline	its
target	audience	(people	who	prefer	green	products),	how	it	differentiates	itself	from	the	competition	(ethically	sourced,	handmade	products),	and	its	strategic	vision	for	entering	Portugal	(increasing	brand	awareness	by	allowing	customers	to	create	their	own	products).The	rest	of	the	plan	addresses	the	history	of	the	company,	the	state	of	the	global
cosmetics	market,	and	Lushs	products,	values,	and	tactics	including	photos	from	prior	successful	launches.	Its	got	all	the	parts	of	a	successful	marketing	plan,	even	a	colorful	diagram	of	its	budget	and	calendar.Why	I	Think	This	Marketing	Plan	WorksIts	thorough,	with	a	well-researched	state-of-the-market	section	that	places	it	in	the	context	of	other
global	cosmetics	companies.The	first	paragraph	clearly	links	its	mission	to	a	topic	of	greater	global	importance,	giving	weight	to	the	business	and	its	goals.It	leverages	prior	successes	to	show	how	it	will	make	a	similar	impact	in	the	new	market.3.	Timberland	Regional	LibrarySourceThis	two-year	marketing	plan	for	Timberland	Regional	Library	has
four	very	strategic	goals:	increase	brand	awareness	in	the	surrounding	counties,	promote	impact	stories,	create	new	marketing	videos,	and	add	new	marketing	locations.It	breaks	down	the	plan	into	district-wide	campaigns	and	major	projects,	laying	out	the	specific	tactics	to	meet	its	goals	(from	a	new	podcast	to	a	sign-up	month	aimed	at	new	library
card	holders).	The	tasks	are	broken	down	by	month	for	both	promotion	and	production.Why	I	Think	This	Marketing	Plan	WorksIts	simple,	visually	appealing,	and	has	clear	goals.With	a	local	geographic	audience,	it	understands	its	target	market	well	and	defines	how	it	will	reach	them	through	specific	channels	online	and	offline.It	targets	a	single	time
period	of	two	years	and	breaks	down	its	marketing	efforts	by	month.	4.	Northeast	Climate	HubSourceThis	marketing	plan	is	from	the	Northeast	Climate	Hub	of	the	U.S.	Department	of	Agriculture,	promoting	its	first	feature-length	environmental	documentary,	Delmarva	and	the	Ground	for	Change.In	an	easily	skimmable	34-page	PDF,	it	uses	each
slide	for	a	single	component	of	its	plan.	The	product	overview	gets	a	slide,	for	example,	where	dense	summary	text	is	offset	by	an	image	from	the	film.	On	another	slide,	its	one-line	mission	statement	is	by	itself,	creating	impact	through	the	surrounding	blank	space.Using	SMART	marketing	goals	and	core	marketing	messages,	the	plan	goes	into	depth
about	its	three	target	markets	and	then	showcases	four	distinct	audience	personas	that	it	aims	for.Why	I	Think	This	Marketing	Plan	WorksPresented	as	slides,	with	only	one	piece	of	information	per	page,	the	components	of	the	plan	are	easy	to	digest.Dedicated	to	a	clear	color	scheme,	the	text	and	images	become	a	cohesive	whole,	creating	an
engaging	presentation.Its	competitor	analysis	lists	other	environmental	documentaries	that	could	take	interest	away	from	this	one,	and	establishes	its	position	amongst	them	with	a	simple	graph.5.	Wright	County	Economic	DevelopmentSourceWright	County	Economic	Developments	plan	drew	my	attention	for	its	simplicity,	making	it	good	inspiration
if	youd	like	to	outline	your	plan	in	broad	strokes	without	frills	or	filler.It	includes	key	information,	such	as	marketing	partners,	goals,	initiatives,	and	costs.	The	sections	are	easy	to	scan,	but	also	contain	plenty	of	information	for	those	who	like	to	dig	into	the	details.Most	importantly,	it	includes	a	detailed	breakdown	of	projected	costs	per	marketing
initiative,	which	is	critical	for	upper-level	managers	and	other	stakeholders.Why	I	Think	This	Marketing	Plan	WorksIt	begins	with	a	quick	paragraph	stating	why	the	recommended	changes	are	important.It	uses	clear	graphics	and	bullet	points	to	emphasize	key	points.It	includes	specific	budget	data	to	support	decision-making.6.	The	Cultural	Council
of	Palm	Beach	CountySourceThis	marketing	plan	by	a	cultural	council	is	a	great	example	of	how	to	use	data	effectively.	It	also	offers	extensive	details	of	specific	marketing	strategies.For	instance,	one	slide	is	dedicated	to	the	countys	cultural	tourism	trends,	and	the	plan	also	makes	sure	to	mention	what	an	arts	and	culture	agency	is	in	the	first	place
which	is	important	when	presenting	to	unfamiliar	audiences.	Defining	terms	at	the	beginning	is	a	great	way	to	get	stakeholders	to	understand	your	organization	and	the	importance	of	what	you	do,	like	in	this	example.Why	I	Think	This	Marketing	Plan	WorksIt	uses	quality	design	and	images	to	support	the	goals	and	priorities	in	the	text.There	are
separate	pages	for	each	big	idea	or	new	strategy.It	includes	sections	for	awards	and	accomplishments	to	show	how	the	marketing	plan	supports	wider	business	goals.It	defines	strategies	and	tactics	for	each	channel	for	easy	skimming.7.	Cabarrus	County	Convention	&	Visitors	BureauSourceThe	Cabarrus	County	Convention	&	Visitors	Bureau	takes	a
slightly	different	approach	with	its	marketing	plan,	formatting	it	like	a	physical	magazine.It	offers	information	on	the	countys	target	audience,	channels,	goals,	KPIs,	and	public	relations	initiatives,	as	well	as	its	tactical	digital	media	strategies.I	especially	love	that	the	plan	includes	contact	information	for	the	bureaus	staff,	so	its	easy	for	stakeholders
to	contact	the	appropriate	person	for	a	specific	query.Why	I	Think	This	Marketing	Plan	WorksIt	uses	infographics	to	expand	on	specific	concepts,	like	how	visitors	benefit	a	community.It	highlights	the	team	members	responsible	for	each	initiative	with	a	photo	to	emphasize	accountability	and	community.It	closes	with	an	event	calendar	for
transparency	into	key	dates	for	events.8.	Visit	BillingsSourceThe	marketing	plan	for	tourism	to	Billings,	Montana,	is	laid	out	like	a	52-page	pamphlet,	full	of	colorful	photos	of	the	life	and	landscape	of	the	city.	It	uses	infographics	to	convey	bits	of	information	and	goes	into	detail	about	why	tourism	is	important	at	this	moment	in	time	for	the	local
economy.Its	told	like	a	story,	starting	with	an	about	Billings	section,	and	moving	on	to	key	business	metrics	from	recent	years	as	a	benchmark	for	their	current	initiatives.Since	their	target	markets	are	related	to	regional	geographics,	it	includes	a	map	with	regular	flights	from	nearby	cities,	showing	how	people	arrive	in	Billings.	All	of	this	is	housed	in
a	context	that	tells	about	the	state	of	the	American	traveler	right	now.Why	I	Think	This	Marketing	Plan	WorksIts	vibrant	and	displays	the	local	landscape	that	its	trying	to	draw	visitors	to.In	between	all	the	parts	of	a	basic	marketing	plan,	it	includes	facts	and	figures	to	increase	interest	in	the	area.Information	is	presented	visually	from	maps	to
graphics	to	photos,	giving	a	sense	of	the	place	and	what	it	has	to	offer,	as	well	as	whats	worked	in	the	past	and	how	theyll	meet	their	current	goals.Get	started	on	your	marketing	plan.The	marketing	plan	sample	and	templates	Ive	included	are	only	initial	resources	to	get	you	started.	To	deliver	what	your	audience	wants	and	needs,	you'll	need	to	test
out	ideas,	measure	their	success,	and	refine	your	plan	as	you	go.The	key	thing	I	try	to	remember	is	that	theres	no	one-size-fits-all	when	it	comes	to	marketing	plans.	Whatever	steps	you	devise	to	take	you	from	marketing	strategy	to	measurable	outcome	will	be	unique	to	your	business	and	its	goals.Editor's	note:	This	post	was	originally	published	in
June	2018	and	has	been	updated	for	comprehensiveness.	#1	Rated	Online	Provider	of	Finance	and	Banking	Training	Certifications	Specializations	FMVA	BIDA	CBCA	CMSA	FPWMP	FTIP	FP&A	ESG	Leadership	Excel	Business	Intelligence	Data	Science	Digital	Assets	Real	Estate	Macabacus	Financial	Modeling	&	Valuation	Analyst	(FMVA)	Business
Intelligence	&	Data	Analyst	(BIDA)	Commercial	Banking&	Credit	Analyst	(CBCA)	Capital	Markets	&Securities	Analyst	(CMSA)	Financial	Planning	&	Wealth	Management	Professional	(FPWMP)	FinTech	Industry	Professional	(FTIP)	Financial	Planning	&	Analysis	(FP&A)	Environmental,	Social,	&	Governance	(ESG)	Data	Analysis	in	Excel	Certificate
Business	Intelligence	Analyst	Cryptocurrencies	and	Digital	Assets	Specialist	Commercial	Real	Estate	Finance	Specialist	Corporate	Finance	Investment	Banking	Capital	Markets	Private	Equity	Commercial	Banking	Wealth	Management	Asset	Management	Business	Intelligence	Excel	Fundamentals	-	Formulas	for	Finance	Excel	Fundamentals	-	Formulas
for	Finance	Reading	Financial	Statements	Reading	Financial	Statements	Corporate	Finance	Fundamentals	Corporate	Finance	Fundamentals	Financial	Analysis	Fundamentals	Financial	Analysis	Fundamentals	Math	for	Finance	Professionals	Math	for	Finance	Professionals	Introduction	to	Business	Intelligence	Introduction	to	Business	Intelligence
Budgeting	and	Forecasting	Budgeting	and	Forecasting	Advanced	Excel	Formulas	&	Functions	Advanced	Excel	Formulas	&	Functions	Dashboards	&	Data	Visualization	Dashboards	&	Data	Visualization	Monthly	Cash	Flow	Modeling	Monthly	Cash	Flow	Modeling	Provides	a	through	coverage	of	all	products	in	the	Capital	Markets	universe	with	the	ability
to	dig	down	further	in	need.	The	epitome	of	practical	financial	analysis	and	with	it,	you	do	not	need	years	of	practice	to	know	the	content.	Self-learning	online	format	worked	well	and	allowed	learning	at	my	own	pace.	I	wish	I	had	taken	this	course	years	ago.	Thoroughly	recommended	for	anyone.	How	MSH	used	CFI	to	Fuel	40%	YoY	growth	How	CFIs
training	boosted	financial	modeling	skills	and	organizational	impact	at	YoungMinds	UK	I	wish	I	had	taken	this	training	10	years	ago.	After	taking	these	courses,	I	feel	more	confident	in	analysing	financial	statements.	I	also	feel	like	my	models	are	more	auditable	and	easier	to	follow.	Axos	Banks	internship	program	revamp:	Boosting	skills	and
motivation	With	CFI	I	am	recommending	corporate	finance	institute	for	everyone	who	are	financial	professionals.	The	course	content	is	very	practical	and	closely	resonates	with	the	real-world	work	we	do.	CFI	has	the	best	delivery	mode	of	difficult	topics	in	Finance.	SilverChef	and	CFI:	A	story	of	profitability	Sarh	International	uses	CFI	to	give
learners	the	experience	they	want	and	employers	the	skills	they	need.	CFI	has	a	large	catalogue	of	courses	that	are	well	organized	and	thorough.	Makes	it	easy	for	me	to	dive	into	multiple	topics,	instead	of	trying	to	piece	together	learning	materials.	Provides	the	BEST	educational	experience.	Even	though	I	don't	come	from	or	work	directly	in	Finance,
I	feel	the	overall	learning	through	CFI	turned	out	to	be	a	great	asset	for	me.	Helped	me	grow	in	my	career	and	added	immense	value	to	my	CV.	I	have	a	much	better	understanding	of	the	fundamentals	and	practical	knowledge.	Join	a	network	of	experts	to	support	your	learning	journey,	access	exclusive	resources,	and	professional	development
opportunities.	Unlock	hundreds	of	ready-to-use	templates,	cheat	sheets,	guides,	and	discounts	on	must-have	finance	tools	to	boost	your	skills	and	productivity.	Get	personalized	advice,	resume	reviews,	cover	letter	support,	and	access	to	a	vast	library	of	resources.	Our	experts	are	committed	to	your	career	success,	ensuring	you	grow	and	thrive
professionally.	A	marketing	strategy	can	sway	consumers	to	buy	a	particular	company's	products	or	services.	It	may	include	multiple	marketing	ideas	for	each	of	the	firm's	sectors	or	product	lines.	A	marketing	strategy	contains	the	companys	value	proposition,	key	brand	messaging,	and	data	on	target	customerdemographics.	A	marketing	strategy	may
include	current	or	future	marketing	initiatives	and	detail	a	company's	goals	and	timetables.The	success	of	a	marketing	strategy	can	be	quantified	through	metrics	like	the	number	of	new	customers,	revenue,	and	sales.A	marketing	strategy	may	include	advertising,	outreach,	and	public	relations	campaigns.	A	clear	marketing	strategy	should	revolve
around	the	companys	value	proposition.	This	communicates	to	consumers	what	the	company	stands	for,	how	it	operates,	and	why	it	deserves	the	customers'	business.	A	well-constructed	value	proposition	provides	marketing	teams	with	a	template	that	should	inform	their	initiatives	across	all	of	the	companys	products	and	services.	The	ultimate	goal	of
a	marketing	strategy	is	to	achieve	and	communicate	a	sustainable	competitive	advantage	over	rival	companies.	To	do	this,	a	business	must	understand	the	needs	and	wants	of	its	customers.	Whether	its	a	print	ad	design,	mass	customization,	or	a	social	media	campaign,	a	marketing	asset	should	effectively	communicate	a	companys	core	value
proposition.	For	example,	Walmart	(WMT)	is	widely	known	as	a	discount	retailer	with	everyday	low	prices.	Low	prices	are	its	value	proposition,	so	all	its	business	operations	and	marketing	efforts	are	rootedin	that	idea,	which	appeals	to	its	core	consumer	base.	Its	marketing	strategies	may	be	found	on	TV,	in	print,	or	on	the	accounts	of	social	media
influencers,	but	they	all	emphasize	the	same	value	proposition	of	low	prices	on	everyday	products.	Many	companies	use	market	research	to	identify	what	is	most	important	to	consumers	and	how	to	differentiate	their	products	or	services	from	those	of	competitors.	This	information	can	be	used	to	identify	untapped	audiences	and	develop	a	plan	for
reaching	them,	which	will	increase	sales	and	improve	a	company's	bottom	line.	The	marketing	strategy	is	outlined	in	the	marketing	plan.	This	is	a	document	that	details	the	specific	types	of	marketing	activities	a	company	will	conduct	in	a	given	timeframe.	It	contains	important	information	such	as	what	the	current	and	near-future	marketing	initiatives
will	be,	how	they	will	be	conducted,	what	their	goals	are,	and	the	timetables	for	enacting	them.	A	company	may	have	separate	marketing	initiatives	for	each	of	its	products	or	services;	it	may	also	have	multiple	marketing	initiatives	for	the	same	product	or	service	that	are	implemented	at	different	times	or	on	different	platforms.	Marketing	strategies
inform	a	business's	marketing	across	many	verticals	and	over	a	longer	period.	These	strategies	should	ideally	have	longer	life	spans	than	individual	marketing	plans	because	they	contain	value	propositions	and	other	key	elements	of	a	companys	brand,	which	generally	hold	constant	over	the	long	haul.	Marketing	strategies	cover	big-picture	messaging,
while	marketing	plans	delineate	the	logistical	details	of	specific	campaigns.	For	example,	a	marketing	strategy	might	say	that	a	company	aims	to	increase	authority	in	niche	circles	where	their	clients	visit.	The	marketing	plan	puts	that	into	action	by	commissioning	thought	leadership	pieces	on	LinkedIn.	Creating	a	thoughtful	and	effective	marketing
strategy	requires	several	steps.	While	sales	are	the	ultimate	goal	for	every	company,	a	marketing	strategy	can	also	include	short-term	goals	such	as:	Establishing	authorityIncreasing	customer	engagementGenerating	leads	These	smaller	goals	offer	measurable	benchmarks	for	the	progress	of	your	marketing	plan.	Think	of	strategy	as	the	high-level
ideology	and	planning	as	how	you	accomplish	your	goals.	Every	product	or	service	has	an	ideal	customer,	and	you	should	have	a	profile	outlining	what	you	know	about	yours.	It	can	include:	Who	they	areWhat	they	are	most	interested	inWhat	problems	they	want	to	solveWhat	is	holding	them	back	from	solving	those	problemsWhat	solutions	your
competitors	offer	themWhat	types	of	media	are	ideal	for	reaching	them	If	you	sell	power	tools,	for	example,	youll	choose	marketing	channels	where	general	contractors	may	see	your	messaging.	This	could	be	TV	ads,	or	it	might	be	social	media	accounts	focused	on	home	renovation	and	DIY.	Now	that	you	know	your	goals	and	who	youre	pitching	to,	its
time	to	create	your	message.	Your	clients	have	a	problem	that	needs	to	be	solved	and	something	that	is	standing	in	the	way	of	that	solution.	Your	marketing	message	needs	to	communicate	how	your	product	or	service	will	solve	their	problem	and	improve	their	lives.	This	is	also	when	you	differentiate	your	solution	from	the	one	provided	by	your
competitors	and	show	how	it's	the	best	option	for	your	customers.	How	you	disperse	your	messaging	may	depend	on	how	much	you	can	afford.	Will	you	be	purchasing	advertising?	Working	with	thought	leaders	or	influencers?	Hoping	for	a	viral	moment	on	social	media	organically?	Sending	out	press	releases	to	the	media	to	try	to	gain	coverage?	Your
budget	will	dictate	what	you	can	afford	to	do.	Even	the	best	message	won't	work	unless	it	is	communicated	through	the	appropriate	medium.	Selecting	the	best	channel	for	your	marketing	efforts	will	depend	on	who	your	customers	are,	who	they	trust,	what	types	of	media	they	consume,	and	what	budget	you	have	to	work	with.	Some	companies	may
find	the	most	value	in	creating	blog	posts	for	their	website.	Others	may	find	success	with	paid	ads	on	social	media	channels.	Find	the	most	appropriate	venue	for	your	content.	To	target	your	marketing,	you	need	to	know	whether	it	is	reaching	its	audience.	Determine	your	metrics	and	how	youll	judge	the	success	of	your	marketing	efforts.	Make	sure
these	are	clearly	defined	and	measurable.	For	example,	you	may	decide	to	track:	New	leadsCustomer	signupsRevenueSales	of	an	individual	productSocial	media	followersCustomer	retentionNew	accounts	opened	Which	metrics	you	track	will	depend	on	the	goals	of	your	marketing	campaign	and	the	type	of	business	you	are	running.	A	marketing
strategy	is	a	plan	by	a	company	or	organization	to	reach	prospective	customers	and	persuade	them	to	buy	its	products.	As	part	of	its	marketing	strategy,	a	business	will	identify	its	target	customers,	determine	what	those	customers	want,	and	engage	with	those	customers	through	advertisements	and	promotions.	An	effective	marketing	strategy	will
focus	on	a	specific	goal,	like	increasing	sales	or	raising	brand	awareness.	The	four	Ps	are	product,	price,	promotion,	and	place.	These	are	the	key	factors	that	are	involved	in	the	marketing	of	a	good	or	service.	The	four	Ps	can	be	used	when	planning	a	new	business	venture,	evaluating	an	existing	offer,	or	trying	to	optimize	sales	with	a	target	audience.
They	can	also	be	used	to	test	a	current	marketing	strategy	on	a	new	audience.	A	marketing	strategy	will	detail	the	advertising,	outreach,	and	public	relations	campaignsto	be	carried	out	by	a	firm,	including	how	the	company	will	measure	the	effect	of	these	initiatives.	The	functions	and	components	of	a	marketing	plan	include	market	research,	tailored
messagingthat	targets	certain	demographics	and	geographic	areas,	platform	selection,	and	metrics	that	measure	the	results	of	marketing	efforts	and	their	reporting	timelines.	The	terms	marketing	plan	and	marketing	strategy	are	often	used	interchangeably	because	a	marketing	plan	is	developed	based	on	an	overarchingstrategic	framework.	The	plan
outlines	marketing	activities	on	a	monthly,	quarterly,	or	annual	basis,	while	the	marketing	strategy	outlines	the	overallvalue	proposition.	In	some	cases,	the	strategy	and	the	plan	may	be	incorporated	intoone	document,	particularly	for	smaller	companies	that	may	only	run	one	or	two	major	campaigns	in	a	year.	Companies	need	to	sell	their	products
and	services	to	generate	revenue	and	put	them	on	the	path	of	being	a	successful	business.	To	sell	their	products	or	services,	they	have	to	let	consumers	know	of	them.	They	must	also	convince	consumers	to	buy	them	as	well	as	convert	consumers	from	competitors.	Having	a	marketing	strategy	that	outlines	this	process	and	more	is	a	crucial	step	in
converting	consumers	into	customers.

Marketing	strategy	and	marketing	plan.	What	is	a	marketing	strategy	in	a	business	plan.	What	is	the	key	purpose	of	a	marketing	plan	in	a	business	strategy.	Marketing	plan	strategy	and	tactics.	What	is	the
purpose	of	a	marketing	strategy	in	a	business	plan.	What	is	a	strategic	marketing	plan.	How	to	do	a	marketing	plan.	What	is	the	purpose	of	a	marketing	and	sales	strategy	in	a	business	plan.	What	is	involved	in	a

well	planned	marketing	strategy.	What	is	the	difference	between	a	marketing	strategy	and	a	marketing	plan.


