Marketing/Advertising Analysis
I – Purpose and Mission
II – Situational Analysis
· Internal Analysis

· Overall purpose – what are you trying to accomplish?

· Should be feasible, motivating and distinctive

· Will be the touchstone against which goals and objectives can be compared

· External analysis

· Know your competition (directly and indirectly, today and future)

· Publics 

· Environment (demographic, social-cultural trends, economic trends, legal-political trends, technological trends)

· Product/Market Analysis

· Distribution Analysis

· Financial Analysis

· Other?

III – SWOT Analysis
· Strengths – What does your organization do particularly well?  What competitive advantages do you have?

· Weaknesses – What does your organization do poorly or not at all?  What structural, cultural, or other limitations impact your effectiveness?

· Opportunities – What openings exist in the environment that you could benefit from or leverage for success?

· Threats – What events or trends in the environment could cause potential harm or damage to your organization?

IV – Strategy and Objectives
· Marketing strategy (who are your target markets, competition, marketing mix (four P’s – product, place, promotion, price))

· Market Growth (sell more to same market, find new markets, develop new products for existing and new customers)
· Market Stability (Techniques to keep the status quo)
· Cost control (techniques to contain costs or operate more effectively)
· Marketing objectives – goals to accomplish (Specific, Measurable, Attainable, Results-oriented, Time-determined)
· Target market 
· Market share (total, segments and channel)

· Customers (total, #/% new, #/% retained)

· Purchases (rate, size/volume)

· Promotion
· Level of brand/company awareness

· Traffic building 

· Product trials

· Sales force

· Channel (Place)
· Dealers 

· Order processing and delivery (on time rate, shrinkage rate, correct order rate)

· Market research
· Studies completed and initiated

· R&D objectives
· Product development

· Other
· Partnerships developed

V – Tactical Programs
· Set specific tactics to implement strategy and achieve goals, monitor results, allocate and organize resources, and interact with others to coordinate activities

· Target market (description, changes, product positioning in relation to target market, tactics to carry out changes, sales forecast)

· Product issues (branding, packaging, labeling)

· Promotion (advertising, sales promotion, personal selling, public relations)

· Determine message/theme

· Inter-relate promotion areas

· Determine methods

· Determine spending

· Distribution (types of channels used, level of market coverage, costs, positioning, etc.)

· Pricing (reason for pricing decisions and changes)

· Others (customer support, market research

VI – Budgeting, Performance Analysis and Implementation
· Outline spending requirements for each tactical marketing decision

· Show detailed spending timetable

· Performance Analysis

· Are we on schedule?  Are we reaching the desired targets?  Are we having the desired impact?  Has anything affected our marketing efforts?  Are we within budget?

· Implementation

· Detailed schedule of tasks and those responsible

