Marketing Action Plan Worksheet

	1. Introduction

	a. What is the problem or customer need that prompted the development of this product/service?
	

	b. Describe this product/service.
	

	c. What has been done so far? Give an overview of the process completed for the product prior to the development of this marketing plan.
	


	2. Situation Analysis

	a. Background

	Product Profile. What are the important characteristics of this product/service that make it better than its alternatives?
	

	Market Profile. Describe the characteristics of the market, the users, and the potential for the product/service.
	


	2. Situation Analysis (continued)

	b. Opportunities and Barriers

	What are the strengths and weaknesses of the organization that may or hinder the marketing of the product/service? (Internal)
	

	What factors outside of the organization (private sector involvement, competition, special skill requirements, etc.) may enhance or hinder the marketing of the product? (External)
	

	c. Cost-Effectiveness of the Product

	What are the direct and indirect costs and benefits to the user of adopting the product (estimated)?
	

	d. Marketing Resource Allocation

	What priority has the agency placed on this product and what resources are to be allocated to market the product/service?
	


	3. Goals and Objectives

	What are the goals and objectives of this product/service? The goals and objectives of the marketing plan outline the results desired from implementing the plan. These goals should be specific to the product being marketed and should be quantifiable and measurable. Depending on the product, the goals and objectives may include both long term and short term elements.
	

	4. Marketing Strategy

The marketing strategy defines the methods, techniques, and policies that will be used to achieve the desired results.

	a. Target Markets

	Identify which parts of the overall market will be targeted.
	


	4. Marketing Strategy (continued)

	b. Delivery Methods. Determine which delivery methods are most appropriate given the product and the target audience. Consider the following:

What is the budget for delivery method?

How much time do you have to develop the actual marketing tool (promotion, training, etc.)

How much flexibility will be required of this marketing tool? How much will it need to change over the future?

Is it truly accessible to your target market?

What Behavior modifications are required of the user? How much effort will the user need to expend to use the product/service?

	Consider the following delivery methods:

	Promotion (e.g. brochures, advertisements)
	

	Information (e.g. outreach at conferences, websites)
	

	Training
	

	Direct Technical Assistance
	


	4. Marketing Strategy (continued)

	c. Strategic Techniques

	What other techniques are needed to facilitate adoption of the product?
	

	d. Funding Sources

	Where might potential users obtain funding to implement the product? (Include a discussion of financial and other incentives that might be utilized to stimulate interest in a particular product.)
	

	5. Work Plan

	The work plan provides a goal-oriented, time-phased program of activities for implementing the marketing strategy. Where appropriate, the work plan should have both long term and short term elements. Consider:

	What is your plan of action and milestones (POA&M)? (Use another sheet of paper, if necessary.)
	

	Who are the players and what are their responsibilities? (Use another sheet of paper, if necessary.)
	


	6. Budget Analysis

	The budget analysis presents the total costs to FHWA for each action item.

	Personnel costs:
	

	Material costs:
	

	Miscellaneous costs:
	

	7. Follow up Plan

	The follow up plan documents how to determine the success or failure of the marketing plan. Consider:

	What are the criteria you will use to measure effectiveness and accomplishments?
	

	How will you monitor the POA&M, obtain feedback from the user, and report the progress?
	

	How will you evaluate the effectiveness of the plan, and modify the marketing plan, if necessary?
	


