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Introduction

The marketing plan is an enterprise operational documents in which the outreach, as well as advertising, is documented to create a lead as well as reach to its target market in a particular segment of the market. In other words, the marketing plan will pull together the campaigns which an enterprise intends to undertake over some time. It also provides additional information on how such targets will be measured and monitored. The marketing plan interacts with others in the business operations in various ways such as providing the marketing research which supports the pricing decisions as well as new marketing entries (Chernev, 2015). It helps to customize rather tailoring of the main message to different demographics as well as geographic areas. The marketing plan also involves selection of the platforms which will be essential in promoting the product and services. Services of product promotion can be done either through radio, digital media, trade magazines as well as a mix of either of the marketing campaign. The marketing plan also involves the setting of the success metrics as well as the results reporting timelines. Marketing the plan is based on the company’s overall marketing strategy. There are various steps undertaken towards the creation of the marketing plan such as the creation of the market plan, executing of the marketing plan, monitoring, and evaluation.

Components of the Marketing Plan
As stated above, the marketing plan should start with the thorough development or creation of a marketing plan. Through a marketing plan, a company can evaluate the marketing potential about specific products or services. An enterprise will proceed to develop strategies which will facilitate or instead enable it to achieve the market potential identified. A complete marketing plan should incorporate various marketing components as discussed below

Market research and analysis- when planning to create or develop a marketing plan, the first and foremost step is to conduct market research which involves collecting huge data in a specific market segment. The corrected data is analyzed and interpretation made. Such information is pertinent about the market feasibility since it helps to identify and target a specific audience (Morrison, 2013).

Marketing and financial goals as well as objectives- it is a fundamental component of the marketing plan as it incorporates or instead involves defining the marketing as well as financial goals and objectives. Such a strategy to develop the goals and objective is essential as it will help the company in evaluating the marketing efforts.

Marketing mix- this is an important aspect or component of a marketing plan. It enables an organization or an enterprise to outline and describe the particular strategies which the business intend to implement to reach the target audience or to allow a business to sell to a specific market segment. It enables the business to entice the target audience to spend their money as well as creating a desire in the customers to return for purchase in the company (Westwood, 2013). It is a fundamental strategy as it covers four different elements of marketing mix which is regarded as the 4P’s of marketing mix including the product, price, place as well as promotions. The fourth component of the marketing plan is the marketing budget. It is essential to develop a sound marketing budget since it enables an enterprise to plan for the marketing expenditures

Monitoring and the evaluation of the marketing response- a good marketing plan must describe the various strategies. It must evaluate the effectiveness of the marketing plan to enable the organization makes the necessary adjustments which will allow a company to meets multiple goals. Also, a sound marketing plan should have a contingency plan; it is essential because it helps in describing the possible adjustments to be made if the marketing tactics adopted are more or less effective than it was initially planned (Singh, 2012).  Finally, the marketing plan is made if the marketing plan checklist as the final component. It is fundamental as it helps to develop the task which is needed to accomplish a specific task which must be translated into actions. When a company incorporates all the components of the marketing plan in its marketing strategy, there are high chances such a company will succeed. It is therefore fundamental that, the marketing plan should be developed effectively and efficiently. Other components of the marketing plan include the SWOT analysis which involves the identification of the company strengths, weakness, opportunities and threats. As a resulting weakness is turned to strengths and threats to opportunities.

Part 2

In the execution of the marketing strategies, the components of marketing plan such as the SWOT analysis, goals and objectives can be incorporated into the plan through various ways. For example, a company can identify various means in which the company strengths such as having a highly competent team of the employees, high technology and enough resources all which can influence the market into various ways (Morrison, 2013). For example, technology can be used to deliver materials or the products and services to the customers as soon as possible. Also, financial resources can be used to ensure mass production which will lead to cost reduction in the pricing since the economies of scales will reduce product cost per item. Also, threats such as the completion can be overcome through the establishment of the firm cost and service leadership which would act as the firm competitive advantage. Therefore, despite such incorporation, there various ways in which the marketing plan components can be incorporated into the practice.

Also, the availability of highly skilled and competent employees can be useful resources towards helping a company stand out among the key competitors. This can be achieved through a great sense of professionalism, competency, and excellent customer services. In addition, the skilled persons or rather employees work in the company can be very useful for the company, this is because, they will be creative and innovative, the highly innovative team will spearhead significant innovations which will cause increased in the production, cheap methods of production which will make products to be priced affordably and the company will have to sell the items as well as offer services at price which can be afforded by people (Morrison, 2013). With such, the company will have established a competing or rather a competitive marketing advantage through standing out as cost leadership.

Conclusion

As it has been discussed in the paper, the marketing plan is fundamental as it helps a company to sell its products more effectively and efficiently. When developing a marketing plan, the company need to establish or incorporate all the component into the plan. However, having a contingency plan is essential since the original plan may fail to work. A marketing plan is a way to go for high sales to be achieved.
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