
Strategies and Tactics for Your Marketing Plan
 

In today’s column, I will discuss the heart of your marketing plan. It details what your 
marketing message is, what you plan to do to market your materials, how you plan to 
achieve your marketing goals and what tactics you’ll use to meet them.  

 

Up to this point, we have focused on your market, your target customer, and your 
business goals.  Now we will look at your “message” that you will bring to your current 
and potential customers.

 

Your marketing message determines how you want to communicate your products 
and/or services to the customer. What story about your business do you want to tell? 
Here are some of the key points to include in your strategy:

•        What it is that you do?
•        What’s special about your customer?
•        How do you perceive your potential customer’s problems?
•        Are these problems critical to your customer, if so how? How can 

you solve these problems? 
•        What are the benefits that customers will receive from your products

or services?
•        Do you have testimonials from customers about your products or services?
•        What details can you give about your pricing structure for your goods or 

services?
•        What kind of guarantee are you willing to offer customers?

 

Your tactics are the means that you will use to inform your customer about your business
and your products/services. Your tactical plan will include all the steps you need to take 
to meet your goals. Are you planning to advertise in a particular way? Will you be 
attending trade shows? Do you plan to offer a special promotion? Your tactics need to be
carefully spelled out, with dates and actions associated with them, and what tools you’ll 
use to reach your customer. 

 

Your tactics will include the actual elements you will use to deliver your message to the 
customer. Of course, you want to use a method that is going to give you the highest 
return on your marketing dollar. You’ll use tactics that are going to get you in front of 
your target customer or niche market. 

 



Which tools or medium you use should be the correct blend of market, message, and 
medium. For instance, if you’re marketing your Yoga fitness center and the benefits to 
triathlon training, you wouldn’t place an ad in a magazine targeted at senior citizens.

 

There are a lot of options available.  Here are some of the tools you may choose to use 
are:

•        Flyers 
•        Brochures 
•        Business cards 
•        Gift certificates
•        Catalogs 
•        Posters 
•        Postcards 
•        Door hangers 
•        Newsletters
•        Banners
•        Signs 
•        Window display 
•        Billboards 

•        Newspaper ads
•        Television ads 
•        Infomercials
•        Radio ads 
•        Magazine ads 
•        Movie ads 
•        Articles 
•        Sales letters 
•        Media releases 
•        Trade shows 
•        Public speaking 
•        Social Media
•        Online Advertising

•        Charity events 
•        Networking 
•        Contests
•        Seminars 
•        Sweepstakes 
•        Special events 
•        Agents 
•        Word-of-mouth 
•        Classified ads 
•        Yellow pages 
•        Door-to-door 
•        Website 
•        Email 

_______________

Dean L. Swanson

Southeast Minnesota SCORE

c/o Rochester Area Chamber of Commerce

220 South Broadway, Suite 100

Rochester, MN 55904

www.seminnesota.score.org/ 

*Dean is a volunteer SCORE Mentor and Regional Vice President for the North West Region

http://www.seminnesota.score.org/

