
MARKETING
STRATEGY
PLAN

Michelle Roberts, MCIM
www.web-editing.com

https://twitter.com/EditingContent
https://www.facebook.com/WebsiteDesignAndEditing
https://www.linkedin.com/in/michelle-roberts-marketing-consultant/


 

Marke&ng Strategy  

  

Overview  

 
 

The future of your company hinges upon a robust and forward-thinking marke8ng strategy 
that aligns with the company's core objec8ves and market dynamics.   

This 2025 Marke*ng Strategy and Plan Template sets the founda8on for achieving 
sustainable growth and compe88ve advantage in an ever-evolving marketplace. This 
document serves as a roadmap, providing clear direc8on for your marke8ng ac8vi8es over 
the coming year. Through a disciplined approach, you will enhance brand recogni8on, foster 
customer loyalty, and drive business growth.  

 

Key Objec*ves:  

- Strengthen brand posi8oning.  

- Expand market share in key segments.  

- Enhance customer engagement and sa8sfac8on.  

- Leverage digital plaCorms for broader reach and impact.  

Write the salient points of your strategic plan to encapsulate this document.  

 

Tip: Complete this sec8on last to make sure you include everything!  

  

  



PURPOSE  State the primary aim of the strategy and its significance for the brand. Highlight 
how the strategy will align with business objec;ves and guide your brand’s 
marke;ng efforts.  

VISION  Envision where you see the brand in the coming years, focusing on growth, 
market posi;on, and industry or community impact.   

OBJECTIVES  1. Iden;fy goals your marke;ng efforts aim to achieve.  
2. Ensure they are specific and measurable.  
3. Use clear and concise language to ar;culate these.  

STRATEGIES  • List ac;onable strategies that align with your marke;ng plan’s overall vision.  
• Iden;fy core marke;ng tac;cs like digital marke;ng or influencer 

partnerships.  
• Emphasise how each strategy addresses specific goals.  

AUDIENCE  Define specific consumer groups your brand aims to reach.   

Demographics  Outline key demographic details like age, gender, 
and loca;on.   

Psychographics  Include psychographic characteris;cs like 
interests, values, and purchasing behaviour.  

UNIQUE SELLING 
PROPOSITION  

What sets the brand apart from its compe;tors?  
• List the key benefits or features of your product or service.  
• Use concise language to explain how these can effec;vely meet customer 

needs.  
• Emphasise emo;onal advantages that resonate with consumers.  

SUCCESS METRICS  Provide a framework for evalua;ng progress by outlining key performance 
indicators (KPIs).   

Goal  KPI  

• Brand awareness    Website traffic  
  Social media engagement  

• Lead genera;on    Lead quality score  
  Cost per lead  

 

  



Where We Are Now  

 
 

An in-depth analysis of our current marke8ng environment reveals both strengths to 
capitalise on and areas needing improvement.   

 

Current Posi*on:  

- Brand Recogni8on: Strong in exis8ng markets; moderate in new regions.  

- Digital Footprint: Increasing engagement on social plaCorms, yet untapped poten8al in 
content marke8ng.  

- Customer Loyalty: High reten8on rates, with the opportunity to increase brand 
advocates.  

Challenges:  

- S8ff compe88on in emerging markets.  

- Rapid technological advancements influencing consumer behaviour.  

- Need for increased agility in our marke8ng opera8ons.  

Through this assessment, lay the groundwork to strategically address these challenges while 
amplifying our strengths.  

  
PESTLE Analysis  
A list of external factors that may influence or impact your company or industry.  

POLITICAL  Governmental or legisla;ve policies and the overall poli;cal climate  

ECONOMIC  Macroeconomic trends, such as infla;on, growth, unemployment, 
and interest rates  

SOCIAL  Social factors such as cultural, educa;onal, or lifestyle issues  

TECHNOLOGICAL  Developments in technology, science, and research  

LEGAL  New or changing regulatory requirements or policies  

ENVIRONMENTAL  Emerging issues regarding climate or the natural world  



SWOT  

Summarise your compe8tors’ posi8ons in the market through a comprehensive SWOT analysis. 
Use this to guide your strategic decisions and compe88ve posi8oning.  

  COMPETITOR 1  COMPETITOR 2  COMPETITOR 3  

STRENGTHS  Innova;ve design  
Loyal customer base  

Iden;fy the strengths 
of the compe;tor.  

Unique features, 
resources, and 
brand reputa;on.  

WEAKNESSES  Limited product range  
Higher price point  

Highlight specific 
weaknesses that 
affect the 
compe;tor’s 
performance.  

poor brand 
recogni;on  
customer service 
challenges  

OPPORTUNITIES  Partnerships with 
influencers  
Opportuni;es to 
enter emerging 
markets  

Outline available 
opportuni;es in the 
market.  

Examples:  
trends  
emerging 
technologies  

THREATS  Economic downturn  
Intense compe;;on  

List external threats 
and poten;al 
challenges that could 
nega;vely impact the 
brand.  

Examples:  
shiZ in consumer 
preferences  
compe;;ve 
pressure  

Compe55ve Analysis  

Briefly elaborate on the current posi8on of the company's market share or sales percentage 
in the sector. Highlight important observa8ons about compe8tors' posi8ons.  

 



Where We Want To Be  

 
 

By seVng ambi8ous yet achievable goals, cement your place at the forefront of the industry.  

Strategic Goals:  

- Achieve a 15% increase in market share across target demographics.  

- Enhance the digital customer experience with an integrated omni-channel approach.  

- Improve brand percep8on through targeted communica8on and storytelling.  

- Develop a responsive marke8ng framework that adapts swiZly to market changes.  

Achieving these outcomes will require a concerted effort across all levels of your 
organisa8on, fostering a culture of crea8vity, innova8on, and accountability.  

  

Vision  

Phrase your vision as a "To be..." statement. Be ambi8ous yet realis8c!  

  

Mission Statement  

State your company's primary purpose or reason for being.  

  

Company Objec5ves  

• Add measures of success  

• They can be quan8ta8ve or qualita8ve  

  

  



How Will We Get There?  

 
 

To reach your desired des8na8on, a detailed and strategic approach is essen8al, focusing on 
innova8on, customer experience, and efficiency.  

  

Strategy Implementa*on:  

- Innova8on in Marke8ng: Introduce cuVng-edge technology for personalised marke8ng 
campaigns and leverage ar8ficial intelligence to gain insights into consumer preferences.  

- Enhanced Customer Experience: Develop a seamless customer journey across all 
touchpoints, ensuring consistency and excellence.  

- Content and Digital Strategy: Create engaging and relevant content aimed at building 
las8ng connec8ons with our audience through social media, blogs, and digital 
adver8sing.  

- Talent Development: Invest in training and development to ensure our marke8ng team 
possesses the skills to execute advanced strategies effec8vely.  

These strategic pillars will guide your ac*ons and decisions, driving you toward your 2025 
goals.  

  

Strategic Goals  

1. Add your goals here  
2. Make them SMART - specific, measurable, achievable, relevant, and 8me-bound  

  

 

 

 

 



Target Audience: user personas  

Create profiles to highlight specific audience segments. Include informa8on such as interests, 
pain points, and buying behaviour.  

 

Example: The 
Tech-Savvy 
Millennial  

 

Name: Ray Agus)n  

Age: 32  

Occupa-on: Copywriter  

Interests: Outdoor ac)vi)es, arts 
and cra:s, sustainability  

Pain points: Lack of transparency 
in product sourcing  

Buying behaviour: Influenced by 
peer recommenda)ons  

 

Persona 5tle  

Name: Persona name here  

Age: Age  

Occupa-on: Role  

Interests: Ac)vi)es and hobbies 
that resonate with the persona  

Pain points: Challenges faced by 
the persona in rela)on to their 
needs  

Buying behaviour: How the 
persona makes purchasing 
decisions  

 

Persona 5tle  

Name: Persona name here  

Age: Age  

Occupa-on: Role  

Interests: Ac)vi)es and hobbies 
that resonate with the persona  

Pain points: Challenges faced by 
the persona in rela)on to their 
needs  

Buying behaviour: How the 
persona makes purchasing 
decisions  

  

  



Financial Projec5ons  

 

Quarterly es8mates of sales and returns  

  

  

Marke5ng Plan  

A. Unique Selling Proposi8on (USP): Iden8fy what makes your brand stand out from the 
compe88on  

B. Key Messages  

• Ar8culate your USP in a way that connects with your intended audience  
• These phrases or sentences will frame your brand's posi8oning  

• They will also become 
the basis of your 
marke8ng materials  

C. Distribu8on Plan  

 



Distribu(on Channel  Purpose  Budget  Metrics  

Digital Ads  Brand Awareness  £XXX.XX  Likes and 
followers  

Print Media  Promo8ons  £XXX.XX  Sales  

Events  Community 
Building  

£XXX.XX  Agendance  

  

 

Budget  

 
 

Effec8ve execu8on of your marke8ng strategy requires careful alloca8on of resources and a 
realis8c 8meline.  

Budget Alloca*on Example:  

- Increase investment in digital marke8ng by 30%.  

- Allocate 20% of the marke8ng budget for innova8on projects.  

- Dedicate resources to training and development ini8a8ves.  

  

Objec(ve  Success Metrics  

How much are we 
spending?  
   

Example: £10,000 
allocated for LinkedIn 
Ads and email 
automa8on.  

Include a measurable outcome that will indicate when 
the objec8ve has been reached.  

Add another metric   

Add another metric   



Timeline and Tasks  

 
 

These financials and 8ming elements ensure your ini8a8ves are financially feasible and 8me-
bound, seVng clear expecta8ons for all stakeholders involved.  

Key Milestones:  

- Q1 2025: Launch revised brand messaging and introduc8ons.  

- Q3 2025: Mid-year review assessing digital campaign performance against KPIs.  

- Q4 2025: Full evalua8on and adjustment of the strategy for con8nued success.  

  

The Roadmap   

  Month 1  Month 2  Month 3  Month 4  

Phase 1  
Provide 
further 
details here  

What goes on 
at this stage?  

      

What goes on at this stage?      

  What goes on 
at this stage?  

    

Phase 2   
Provide 
further 
details here  

      

      

      

Phase 3  
Provide 
further 
details here  

        

    

        

  

  



Ac=on Plan  

 
  

Task  Priority  Due Date  Owner  Status  

Break down the goals 
into ac8onable tasks here  

High  MM/DD/YYYY  Assign the 
task  

    

Add rows to 
accommodate more 
ac8on items  

Medium        

  Low        

          

          

  

  

 

 

 

 



Conclusion  

 
 

This 2025 Marke*ng Strategy and Plan is a comprehensive blueprint that outlines your path 
to future success. By understanding where we stand, defining where we want to be, and 
ar8cula8ng how we will get there, the path forward becomes clear and ac8onable.  

This approach embodies a commitment to excellence, innova8on, and customer-centricity. 
Through this plan, you will not only meet your strategic goals but exceed them, ensuring your 
company's place as a leader in your industry. As you embrace these plans and strategies, you 
lay the founda8on for a prosperous and impacCul future.  

 

Next Steps:  

- Immediate alignment with cross-func8onal teams.  

- Con8nuous monitoring and adapta8on to ensure alignment with dynamic market 
condi8ons.  

- Commitment to fostering a culture of innova8on and con8nuous improvement at all 
levels of the organisa8on.  

  
 
  

Prepared by:  

Approved by:   

Date: MM/DD/YYYY  
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