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Market Planning - Product/Service Features and Benefits 

Examples of Benefits People Want or Need

	SAVE
	GAIN
	BE
	DO

	Time
	Health
	Good Parents
	Express Personality

	Work
	Dollars
	Sociable
	Satisfy Curiosity

	Discomfort
	Time
	Up To Date
	Appreciate Beauty

	Worries
	Popularity
	Creative
	Acquire Things

	Doubts
	Security
	Attractive
	Win Affections

	Risks
	Prestige
	Proud of Their Work
	Influence Others

	Embarrassment
	Praise
	Efficient
	Improve Themselves

	Dollars
	Gender Appeal
	Comfortable
	Advance Careers

	Energy
	Wealth
	Important
	Leisure Activities

	Pain
	Relaxation
	Winners
	Succeed

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Step 1: What customer problems are you solving, or what customer needs or wants are you filling?

Step 2: What major product or services do you offer?

Step 3: List the features and benefits of your primary products?

	Product/Service
	Features
	Benefits

	
	
	

	
	
	

	
	
	

	
	
	


Step 4: What are the strengths and weaknesses of your primary products/services?

	Product/Service
	Strength 
	Weakness 

	
	
	

	
	
	

	
	
	

	
	
	


Step 5: In what other ways could your customers full their needs or wants instead of buying your products/services?

Step 6: What actions should you consider to enhance your products/services?

	Products/Services Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Distribution Process 

Choices of Distribution

	
	
	
	
	
	
	Advantages
	Disadvantages

	A
	Your Business
	
	
	
	End-User
	-Higher selling price

- Lower production demands
	- Costly/time consuming

- Connect with fewer customers

	B
	Your Business
	
	
	Retailer
	End-User
	
	

	C
	Your Business
	
	Wholesaler
	Retailer
	End-User
	-Fewer customers, more end users

- Sell larger quantities
	- Lower selling price

-Higher production demands

	D
	Your Business
	Agent
	Wholesaler
	Retailer
	End-User
	
	

	E
	Your Business
	Agent
	
	Retailer
	End-User
	
	

	
	
	
	
	
	
	
	

	Assume
	Your cost $12
	Gets 7%
	Pays $18
	Pays $30
	Pays $50
	
	


Step 1: Who is your customer, your end-user, and in what ways are their wants and needs different?

Step 2: Which distribution method will work best for you and why?

Step 3: What costs are associated with your distribution method?

Step 4: What are possible weak links in your distribution channel?

Step 5: What are possible backup plans if your weakest link fails?

Step 6: What actions should you consider in how you distribute your products/services?

	Distribution Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Identify Your Industry 
Step 1: Is your industry growing, shrinking or stable and how do you know?

Step 2: Are companies entering or leaving the marketplace and how do you know?

Step 3: Is the industry different in your region or area compared to what is happening nationally?  If so, why, and what impact will it have on your sales or costs?

Step 4: What changes in the industry have occurred recently and what impact did they have?

Step 5: How do you think technology will impact the industry in the future and why?

Step 6: Are there trade associations available that would be helpful to your business?

Step 7: What actions must you take based on changes occurring in the industry?

	New Customer Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Your Customers – Existing 
Step 1: Who are your customers today?

Step 2: What benefits do your customers want or need?

Step 3: What quantities do they buy?

Step 4: What are they willing to pay?

Step 5: Why do they buy from you instead of someone else?

Step 6: What additional products/services might you offer?

Step 7: What actions must you take to gain more business from your current customers?

	Current Customer Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning – Your Customers – New 
Step 1: Are there potential customers or markets you are not reaching today?

Step 2: Are the benefits they want or need similar to your current customers?

Step 3: What quantities do they buy?

Step 4: What are they willing to pay?

Step 5: Why would they buy from you instead of someone else?

Step 6: What additional products/services might you offer?

Step 7: What actions must you take to attract new customers?

	New Customer Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Your Competitors 

Step 1: Identify your 3 main competitors.

	Competitor:         

	Name:
	Address:
	Phone:

	Competitor:           

	Name:
	Address:
	Phone:

	Competitor:               

	Name:
	Address:
	Phone:


Step 2: Evaluate your competitors.

	Competitors Name:

	
	Items Rated (based on customer needs/wants)
	Comments
	Rating (1-10)

	1
	Product 
	
	

	2
	Selection
	
	

	3
	Quality
	
	

	4
	Availability
	
	

	5
	Hours
	
	

	6
	Warranties
	
	

	7
	Expertise
	
	

	8
	Service after sale
	
	

	9
	Reputation
	
	

	10
	Image/Appearance
	
	

	11
	Location
	
	

	12
	Special orders
	
	

	13
	Reliability
	
	

	14
	Credit Policy
	
	

	15
	Management
	
	

	16
	Customer service
	
	

	17
	Advertisement
	
	

	18
	Customer type
	
	

	19
	Price
	
	

	20
	Other
	
	

	What is their greatest strength
	

	What is their greatest weakness
	

	What type of promotions do they use
	

	How does the promotion attract your attention?
	

	What is primary value offered
	


Market Planning - Position Your Products/Services
Step 1: Compare your competitors and your business by ranking each on the items below.

	
	Items Rated (based on customer needs/wants)
	Competitor

A
	Competitor

B
	Competitor

C
	Your Business

	1
	Product 
	
	
	
	

	2
	Selection
	
	
	
	

	3
	Quality
	
	
	
	

	4
	Availability
	
	
	
	

	5
	Hours
	
	
	
	

	6
	Warranties
	
	
	
	

	7
	Expertise
	
	
	
	

	8
	Service after sale
	
	
	
	

	9
	Reputation
	
	
	
	

	10
	Image/Appearance
	
	
	
	

	11
	Location
	
	
	
	

	12
	Special orders
	
	
	
	

	13
	Reliability
	
	
	
	

	14
	Credit Policy
	
	
	
	

	15
	Management
	
	
	
	

	16
	Customer service
	
	
	
	

	17
	Advertisement
	
	
	
	

	18
	Customer type
	
	
	
	

	19
	Other
	
	
	
	

	
	Average
	
	
	
	

	20
	Price
	
	
	
	

	
	
	
	
	
	

	
	Strength
	
	
	
	

	
	Weakness 
	
	
	
	

	
	Promotions
	
	
	
	

	
	Primary Value
	
	
	
	


Step 2: What are your competitive advantages?  What makes you unique?

	Place an “X” next to items that will be your competitive advantage

	
	Most reliable
	
	Best warranty
	
	?

	
	Most convenient
	
	Best location
	
	?

	
	Best service after sale
	
	Best credit policy
	
	?

	
	Most unusual
	
	Best customer service
	
	?

	
	Most expertise
	
	Best reputation
	
	?

	
	Best selection
	
	Highest quality
	
	?


Step 3: What actions must you take to create this competitive advantage and improve your position in the marketplace?

	Market Positioning Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning – Create an Appealing Image
Step 1: Based on how I determined I want to position my products/services, what image do I want to portray to the marketplace?

Step 2: Assess your location.

· Where is your office/store located and what does it look like?

· Why is your office/store located here?

· What nearby businesses will help attract customers?

· What are the prospects of business growth in the area?

· What costs are you incurring associated with this location?

· What image does your location/store portray?  Does this image add to or detract from the image you want to portray?

· Are there changes in location or office/store itself that would enhance my company’s image?

· What financial costs/benefits would be incurred with these enhancements?

Step 3:  Assess your product design and packaging.

· What image does your packaging portray?

· What image does your product design portray?

· Does this image add to or detract from the image you want to portray?

· Are there changes in location or office/store itself that would enhance my company’s image?

· What financial costs/benefits would be incurred with these enhancements?

Step 4: Assess your company identity.

· Does the company name add to or detract from the image you want to portray?

· Does your slogan or would a slogan enhance your image?

· Do your business cards, stationary, signage add to or detract from the image you want to portray?

· Are there any changes in company identity that would enhance your image?

· What financial costs/benefits would be incurred with these enhancements?

Step 5: What actions must be taken to enhance my company image?

	Company Image Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Promotional Plan 
Step 1: What is the message(s) about your business you are promoting?

Step 2: What forms of promotion will you use and why?

	Type
	Why

	
	

	
	

	
	

	
	

	
	


Step 3: What will you ask your customers to do?

Step 4: What actions must be taken to promote my message

	Promotional Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Pricing Products/Services 
Step 1: Review how you are positioning your products/services

Step 2: Understand the costs of your products/services. Indicate the costs you incur.

	Variable Costs
	Fixed Costs
	Value Costs

	
	Direct labor
	
	Rent
	
	Business profit

	
	Raw materials
	
	Utilities
	
	Product selection

	
	Parts
	
	Office Supplies 
	
	Quality 

	
	Commission
	
	Insurance
	
	Availability

	
	Packaging
	
	Advertising
	
	Warranties

	
	Shipping
	
	Auto
	
	Expertise

	
	Inventory
	
	Loan/interest
	
	Service after sale

	
	Waste Disposal
	
	Repairs
	
	Reputation

	
	Purchases for resale
	
	Furniture/Fixtures
	
	Image/Appearance

	
	
	
	Equipment
	
	Location

	
	
	
	Remodeling costs
	
	Customization

	
	
	
	Legal/Accounting
	
	Reliability

	
	
	
	Licenses/Permits
	
	Credit policy

	
	
	
	Maintenance
	
	Management

	
	
	
	Dues/Subscriptions
	
	Customer Service

	
	
	
	Trash removal
	
	

	
	
	
	Entertainment
	
	

	
	
	
	Bank charges
	
	

	
	
	
	Owner draw
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


Step 3: Are there actions I should take around how my products/services are priced?

	Pricing Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Selling 

Step 1: Who is it you are selling to?

Step 2: What are some open-ended questions you can ask to build rapport?

Step 3: What are the benefit statements you will use?

Step 4: What facts or data will help with your sales presentation?

Step 5: Do you have a satisfied customer referral list to use?

Step 6: Are there actions I should take around how I sell my products and service?

	Selling Action Plan

	Action
	Who
	By When
	Cost

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


Market Planning - Writing the Marketing Plan 
Step 1: Refer to the sample business plan outline and use the answers from the previous sections to write your plan.
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