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The execution of a marketing strategy is a crucial step in the marketing process. Several elements must be considered while putting a company plan into action. Organizational readiness, synchronization, commercial viability, organization leadership, implementation time, and corporate culture are among these characteristics (Karlsson et al., 2020). It's also crucial to think about the process of putting a company plan into action.
To implement a market plan, I will first analyze the organization's or company's current status. This will aid in comprehending the elements that need to be included in the business plan for it to be productive and beneficial to the organization. Situation analysis is critical since it elucidates the company's or organization's needs. This process can take up to six months. Next, I'll analyze the target audience, what they enjoy and what will be useful to them, and what commodities can perform better or operate better with them (Kalashnikova, 2017). The audience must be considered for any business to be successful because they are the ones that determine the success of the proposed enterprise. This process can take around two months.  I'll also think about marketing objectives and include them in the marketing strategy. For every business to be effective and successful, it must have some objectives and goals, so the marketing plan must have well-defined goals. This can take less than a month. 
I'll also think about the marketing communication methods and tactics I'll utilize to put the marketing plan into action. Marketing tactics such as social networking, television advertisements, and internet adverts will be included. This can take around six months. In addition, I'll create a marketing budget. I'll also assemble a team and gather resources to aid in the marketing effort. These will be included in the timeline, which will be based on the business's timeline. Setting up a dashboard for tracking success would be pretty beneficial, and it should be followed by constant monitoring. As a result, I'll finalize the plan and keep an eye on the results and outcome. All of this should take ten to eleven weeks to complete.
Focusing on the present at the expense of the future is one of the primary barriers to putting a company plan into action (Zhang & Lim, 2019). For example, depending on the season, the population and audience will change; as a result, a marketing plan may appear excellent in the early stages of implementation but will likely change as the business grows. Guaranteeing that the company flows continually, it is critical to explore the best business plan strategies that are flexible and can work in all seasons. Another tactic is to have insufficient knowledge of the company and the marketing process in general. It's vital to remember that a business strategy is only helpful if all of the necessary information is available to the stakeholders. For example, if the implementer lacks sufficient knowledge throughout the marketing process, the firm is considered a failure. Therefore, before establishing a marketing plan, business owners must gather all relevant information about their company.
To address the issue of focusing on the present at the expense of the future, business practitioners must be aware of the inevitable business fluctuations that the marketing industry will experience (Simkin, 2002). For example, substantial research is required to identify all of the potholes to avoid in the marketing industry. It is usually a good idea to weigh the benefits and drawbacks of any business plan so that the marketing strategy can get off to a good start.
Finally, each business plan's implementation must be treated seriously because it determines the company's success. For example, to see the future of a marketing strategy, the implementation process must be successful, as this is where the marketing plan will be evaluated in order to see whether the marketing business will be successful or not.
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