
 

 

 
 
 

AAA Business Bulletin 
 

The AAA approach to writing a Marketing Plan  
 

A Marketing Plan is a written document that describes a company’s market 

position, its marketing goals and the marketing strategy to reach these goals 

within a specific time-frame, normally between 1 and 5 years. It summarizes 

the what, the why and the how of reaching a company’s marketing targets. It 

is closely related to the company’s Business Plan, but focuses specifically on 

the core activity of marketing. This Business Bulletin explains the highlights of 

the AAA Marketing Plan approach and where to find more information for 

writing your company’s Marketing Plan. 

 

1. Analysis: capturing market insights  

 

A large part of the Marketing Plan reflects the results of thorough market 

research. In order to understand where your company stands and what its 

chances are in often competitive markets, you will need to carefully study the 

market for your products, your existing and potential customers, your 

competition, as well as the strengths, weaknesses and opportunities and 

threats of your own company. You’ll need to map clearly how your products 

and services will fulfill the specific needs of your target customers and 

develop an informed vision on what will be your keys to success.  

 

2. Strategize: set your goals & define your actions 

 

After having gathered all relevant available market insights, you can 

determine your target market, your marketing objectives and financial 

objectives. Then you can start planning the strategies to reaching your goals, 

building your brand and shaping your marketing mix.  

 

 

 

 

 

 

 

 

 

1. Set your target market and objectives. Which segment of the market 

will you target and why? How much do you want to sell to this target 

market, or what market share do you want to gain? What sales, margin 

or profit increase should that bring to your company? 

 

Set target market 

and objectives 

Define how much 

you want to sell, to 

whom and what 

the company will 

gain from this 

financially. 

Build your brand 

Define your 

unique value 

proposition and 

create a unique 

company image 

and product 

brand. 

Shape your 

marketing mix 

Establish your 

product position-

ing, pricing, 

distribution chan-

nels, promotion, 

service & delivery.  

 

Communicate 

your product 

Define the right 

marketing 

communication 

mix, from PR to 

social media. 



 

 

 

 

2. Building your brand. Design your offering and image to occupy a 

distinctive place in the minds of the target customers. Define your 

unique value proposition towards them. 

3. Shaping your marketing mix. This is the combination of your marketing 

programs and company offering, including product positioning, pricing, 

distribution channels, advertising and promotion, service and delivery.  

4. Communicating your product. Defining the right marketing 

communication mix for your product is key. Nowadays companies can 

choose from a very broad range of options including advertising, word-

of-mouth, events and experiences, direct and interactive marketing, 

public relations and publicity, sales promotion, sales force, etcetera. 

 

3. Calculate & control to create long-term growth 

 

After setting your goals, determining your marketing mix and branding 

strategy and the ways to communicate to customers, you’ll want to get 

insight into financial numbers. In the process of carrying out your Marketing 

Plan, these numbers can tell you what’s happening and why and they can 

help you identify corrective actions when needed. The calculations are:  

 

 Profit & loss to calculate projected revenues 

 Sales forecasts linked to your sales strategy and target markets 

 Expense forecasts to map your total expense budget, how much you’ll 

spend on sales and marketing, linked to your sales forecasts. 

 Linking Sales and Expenses to Strategy. Are you spending your money 

where you’re receiving your sales? How well does your spending match 

your strategy and priorities? Do the priorities match your sales patterns? 

 Break-even analysis. This can be a valuable addition to your Marketing 

Plan but it’s not necessary or mandatory to include this. 

 

As your strategy is implemented, you will need to track your results and 

monitor for new developments in the internal and external environments. This 

requires you to 

 set implementation milestones against which you can monitor progress 

of the implementation of your marketing strategy; 

 assign clear roles & responsibilities for sales and marketing to staff; 

 think of a contingency plan, or what you will do if things don’t work out 

as planned. 

 

4. Where to find more information? 

 

AAA members can ask their Country Coordinators for more information. A 

more detailed AAA manual for Marketing Plan writing is linked to this Business 

Bulletin and can be downloaded from the AAA Resource Centre. 

 


