Rubric for Marketing Plan Project/Paper, Summer 2021

Use the following detailed rubric to review your marketing plan according to the directions in your marketing plan assignment. Your instructor will use this rubric, as well as reports from SafeAssign and Grammarly, to assign a grade to your final paper. NOTE!!!! Do NOT simply copy the points out of the sample marketing plan. Your plan needs to be original, and about your proposed product or service, and not simply a rewrite of the sample marketing plan. A rewrite of the sample marketing plan will earn you few if any points.

	Criteria
	General Comments
	Poor/Unacceptable (D/U work)
	Average (C work)
	Very Good (B work)
	Exemplary (A work)

	
Basic Grading Criteria
	
	The quality of the plan is below acceptable average. Basic concepts related to the plan are confused or vague. It is not certain that the student understands the basic concepts. Writing is disorganized and there is lack of understanding of basic concepts. Few to almost none of the required elements are elaborated upon in the plan.

	The plan is developed satisfactorily. Basic requirements of the section have been met. Writing is acceptable, and understanding of basic concepts has been demonstrated.
	The plan demonstrates high quality and material is presented well. Content shows good understanding of the topic.
	The plan is extremely well-developed. Content shows complete understanding of the material and concepts involved. Topics are presented in a logical and organized way.

	Cover Page content – Name, Title of Paper, Course Number & Section, Instructor, Date Submitted

	Page is missing. 
	Page is missing, or is missing any of the elements required.
	
	
	Contains all required information: Name, Title of Paper, Course Number & Section, Instructor, Date Submitted

	1. Executive Summary content
	Remember – the Exec Summary is the last thing written but goes at the front of the paper.
	Summary lacks meaningful content or meaningful description of the key elements; synopses are lacking or are poorly developed and do not summarize the plans conclusions and key points. Not in proper place (first) in paper.

	Contains lacks well-developed description of several of the key elements but not all. Synopses are not as well developed as they could be. Placed at beginning in paper.
	Contains basic synopses of all key elements including (a) Situation Analysis, (b) Marketing Objectives, (c) Marketing Strategies, (d) Implementation & Control. Executive Summary placed at beginning (first) of paper.
	Placed first in the paper; contains meaningful and well-developed synopses of key elements including (a) Situation Analysis, (b) Marketing Objectives, (c) Marketing Strategies, (d) Implementation & Control

	2. Situation Analysis
	
	Paragraph providing an introduction to the Situation Analysis is not provided
	Paragraph providing an introduction to the Situation Analysis is provided
	Paragraph providing an introduction to the Situation Analysis is provided and shows good overview of the elements of the Situation Analysis
	Paragraph providing an introduction to the Situation Analysis is provided and shows excellent overview of the elements of the Situation Analysis; reader had a very good idea of the main points after reading


	2.1  Internal                Environment content
	
	Contains all of the following subsections: (a) Mission Statement, (b) Organizational Structure, (c) Corporate Culture, (d) Past and Current Marketing, (e) Current Products, (f) Current Markets, (g) Pricing, (h) Customers/Sales, (i) Distribution – but the writing is poor and it is not clear that the student really understands the concepts and topics
	Contains all of the following subsections: (a) Mission Statement, (b) Organizational Structure, (c) Corporate Culture, (d) Past and Current Marketing, (e) Current Products, (f) Current Markets, (g) Pricing, (h) Customers/Sales, (i) Distribution – and a basic understanding of the topics is demonstrated.
	Contains all of the following subsections: (a) Mission Statement, (b) Organizational Structure, (c) Corporate Culture, (d) Past and Current Marketing, (e) Current Products, (f) Current Markets, (g) Pricing, (h) Customers/Sales, (i) Distribution – and all are explained and developed in such a way that good understanding of the topics is demonstrated
	Contains all of the following subsections: (a) Mission Statement, (b) Organizational Structure, (c) Corporate Culture, (d) Past and Current Marketing, (e) Current Products, (f) Current Markets, (g) Pricing, (h) Customers/Sales, (i) Distribution – and all are well-explained and well-developed and show great understanding of the topics

	2.2  External Environment
	
	Provides a discussion of one or more of (1) the competitive environment, (2) the economic environment, (3) the technological environment, (4) the political and legal environment, and the (5) socio-cultural environment; quality of work is sub-average and in great need of improvement.
	Provides a basic discussion of (1) the competitive environment, (2) the economic environment, (3) the technological environment, (4) the political and legal environment, and the (5) socio-cultural environment
	Provides a better than average discussion of (1) the competitive environment, (2) the economic environment, (3) the technological environment, (4) the political and legal environment, and the (5) socio-cultural environment
	Provides a thorough discussion of (1) the competitive environment, (2) the economic environment, (3) the technological environment, (4) the political and legal environment, and the (5) socio-cultural environment

	2.3 SWOT Analysis
	
	An attempt has been made to identify Strengths, Weaknesses, Opportunities and Threats, although this is not done well. It is not clear if concepts are understood. Strengths and weaknesses are clearly identified and are internal to the company; opportunities and threats are clearly external and linked to strengths and weaknesses.
	Strengths, Weaknesses, Opportunities and Threats are identified. Concepts are basically understood. Strengths and weaknesses are identified and are internal to the company (may have one error); opportunities and threats are external and linked to strengths and weaknesses although linkage may not be strong.
	Strengths, Weaknesses, Opportunities and Threats are identified. Concepts are understood. Strengths and weaknesses are identified and are internal to the company; opportunities and threats are external and linked to specific strengths and weaknesses.
	Strengths, Weaknesses, Opportunities and Threats are clearly identified. Concepts are demonstrably clearly understood. Strengths and weaknesses are clearly identified and are internal to the company; opportunities and threats are clearly external and definitively linked to strengths and weaknesses.

	3. Marketing Objectives
	
	Are presented but lack clarity; student apparently does not understand the objectives well enough to explain them in an articulate manner. SMART format not followed well.
	Are identified and presented. The student appears to understand the objectives but could be clearer in explaining them. Are still basically in SMART format.
	Are identified, presented, and supported to a fair extent. Are in SMART format. The student appears to understand the objectives and articulates them in an understandable way.
	Are clearly and definitively identified, presented and supported. Are in SMART format. It is clear that the student understands what the objectives are and can articulate them well.

	4. Marketing Strategies

4.1 Target consumer markets

	
	Consumer or organizational markets are poorly defined – or not defined – with insufficient descriptive demographics, psychographics, and a poor or lacking explanation of the media habits of the target market(s). 

(If B2B) Organizational markets are poorly described along with poor or lacking explanation(s) of why these apply to our product or service.

Product positioning is lacking or not articulated.
	Consumer or organizational markets are basically defined, including a basic explanation of the demographics, psychographics, media habits of the target market(s). 

(If B2B) Organizational markets are described along with basic reasons why these are good organizational markets for our product or service.

Product positioning is alluded to, but is not well-defined and is vague.
	Consumer or organizational markets are defined, including descriptive demographics, psychographics, and an analysis of the media habits of the target market(s). 

(If B2B) Organizational markets are described along with clear explanation(s) of why these are workable organizational markets for our product or service.

Product positioning is developed and fairly well thought out.
	Consumer or organizational markets are clearly defined, including well-developed descriptive demographics, psychographics, and an analysis of the media habits of the target market(s). 

(If B2B) Organizational markets are well-described along with good, clearly-defined  explanation(s) of why these are good organizational markets for our product or service.

Product positioning is clearly and well-developed and presented.


	4.2 Product Strategies
	
	The product is not well understood – there is no distinction between the core, actual and augmented product forms. The product line/product mix strategies are not developed and articulated. Little if any attention is given to the packaging, branding, and labeling of the product or service. Little if any discussion about service quality.
	There is some discussion about the product, demonstrating some knowledge about the three parts of it (core, actual, augmented). Product line/product mix strategies are presented in basic form. Packaging, branding, and labeling of the product is discussed. Service quality is positioned as a way to enhance success.
	The three parts of the product are discussed; student shows understanding of the 3 elements and each is discussed. Product line and product mix strategies are discussed, along with packaging, branding, and labeling of the product. Service quality as a way to enhance success is clearly understood.
	The student displays a clear understanding of the core, actual and augmented product forms. Product line and product mix strategies are clearly articulated, and the student displays a clear understanding of packaging, branding, and labeling of the product. Student clearly shows how service quality is a way to achieve and enhance success.


	4.3 Pricing
      Strategies
	
	Student does not show understanding about how pricing will impact the consumer; break-even concept not understood, and little if any discussion of pricing tactics that should be used.
	Student shows basic understanding of pricing. Break-even concept is discussed, and basic pricing tactics are also discussed.
	Student shows understanding of pricing and how it impacts break-even. Student articulates pricing tactics that should be used and gives some rationale as to why these tactics make sense.
	Student clearly articulates the pricing strategies to be used; break-even is discussed and is clear that student understands the impact of pricing strategies on profit and break-even. Pricing tactics are discussed and rationale given as to why they were selected. 


	4.4 Distribution Strategies
	
	Student does not show understanding of distribution strategies – how to get the product or service to the customer, how to integrate supply chain elements to maximize customer value, and which retailers (if any) to work with.
	Student shows a basic understanding of distribution strategies. Basic ways to get the product or service to the customer are discussed, and some recognition of the role of the supply chain in maximizing customer value is displayed. Some rationale is given as to why certain retailers (if any) are selected.
	Ways to get product/service to the customers are discussed. Student shows understanding of how the supply chain elements may be integrated to maximize value to customers and stakeholders. If retailers are selected, they are listed with reasons why they have been selected.
	Distribution strategies are clearly defined. Supply chain elements are named and how they maximize value to customers and stakeholders is clearly shown. If retailers are selected, they are clearly stated and how they work to add value is discussed.

	4.5 Promotional Strategies
	
	Student does not show a clear understanding of messaging and developing buzz. Lack of understanding of the promotional mix (advertising, sales promotion, social media, direct marketing, personal selling, and public relations); little or no discussion about the role of sales force or direct marketing. 
	Student shows some understanding of messaging and buzz. Understanding of the promotional mix elements is shown, but approaches to them not well articulated. Little discussion about the role of a sales force in the marketing plan, and little discussion about direct marketing and how it could be used. 

	Student shows competent understanding of messaging and buzz. Promotional mix elements are identified and the role(s) of a sales force discussed. Direct marketing is discussed and uses for it suggested.
	Student shows clear understanding of messaging and buzz. Promotional elements are clearly identified with specific uses explored for each. Role of sales force is clearly defined and discussed. Direct marketing is discussed and value of it analyzed.

	5. Implement and Control the Marketing Plan
	
	
	
	
	

	5.1  Action Plans
	
	There are no action plans listed.
	There is an attempt made to list action plans, but the list is minimal and not explained well (e.g., dates not included, specific purpose not included or poorly explained.

	Student demonstrates understanding of action plans and has a good list of action plans that will help the company successfully implement the marketing plan.
	Student demonstrates clear understanding of action plans and has a comprehensive list of action plans (one for each marketing strategy) that will ensure the successful implementation of the marketing plan. All elements (specificity of purpose, implementation and ending dates of specific campaigns included.


	5.2 Responsibility

	
	Person or department of the business responsible for each action plan is not identified.
	Person or department of the business responsible for each aspect is identified.
	Person or department of the business responsible for each aspect is identified and tied to each action plan.
	Person or position in the business responsible for each aspect is identified and tied to each action plan with a brief explanation of how that person is responsible.


	5.3  Timeline 
	
	Timeline showing the implementation schedule of each of the action plans is lacking or is present but poorly developed.
	Basic timeline or implementation schedule is present but is only marginally developed.
	Timeline showing the implement schedule of the action plans is present, and is fairly comprehensive.
	Clearly shows when each action plan is to be implemented, concluded, and clearly illustrates the place and role of each action plan in the successful implementation of the marketing plan.


	5.4  Budget
	I don’t expect you to provide a budget with actual costs – you will have little idea of how to cost this out or get those numbers. Instead, determine the percentage of the overall budget that you would assign to each marketing plan.
	Budget is lacking, or is poorly developed.
	Budget is adequately explained.
	Budget is clearly explained and depicted graphically – for ease of understanding – as well as verbally.
	Budget is clearly depicted on a bar or pie chart for maximum understanding. Reasons why specific percentages were applied to specific action plans are given.

	5.5  Measurement and Control
	How do we measure the actual performance of our marketing plan so we know if we are meeting the goals explained in the plan and in the action plans?
	
	Basic metrics are provided for each action plan – such as, “meet stated goals”
	Metrics are defined and explanation is given as to how they will be applied for each action plan.
	Metrics are well defined for each action plan . How they will be applied is clearly explained. What constitutes acceptable/unacceptable performance is clearly indicated.


	6. Works Cited
	
	A Works Cited section is either missing or has only 1 citation – APA format not followed.
	Works Cited section contains 2 citations. Basic APA format followed but not completely.
	Works Cited contains 3 citations. APA format followed.
	At least 4 selections taken from other works are cited correctly in APA format.

	

	
	
	
	
	

	Style and Mechanics
	
	Does not meet the criteria
	Meets minimum criteria

	Exceeds minimum criteria
	Greatly exceeds minimum criteria

	1. Paper is submitted in MS Word or MS Word compatible format and uses Times New Roman 12 point font
	
	Paper submitted in format that does not meet criteria
	Paper submitted in format that meets criteria
	Paper submitted in format that meets criteria
	Paper submitted in format that meets criteria

	2. Margins are 1” all around
	
	Margins do not meet criteria
	Margins meet criteria
	Margins meet criteria
	Margins meet criteria

	3. Line spacing – must be double spaced
	
	Line spacing does not meet criteria
	Line spacing meets criteria
	Line spacing meets criteria
	Line spacing meets criteria

	4. Paper, checked through SafeAssign and Grammarly for plagiarism, shows acceptable results
	
	Does not meet the criteria
	Meets the established criteria
	Meets the established criteria
	Meets the established criteria

	5. Paper is well written, without spelling or grammatical errors 
	
	Does not meet the criteria – paper contains spelling and grammatical errors that materially detract from the presentation of the marketing plan.
	Satisfactorily addresses the established criteria; there are an “average” number of grammatical and spelling errors.

	Exceeds the established criteria; there are fewer than the average number of  spelling and grammatical errors.
	Paper is exceptionally well-written. There are very few, if any, errors in grammar and spelling. 

	6. Sub-sections were submitted on time
	
	One or more sections submitted late; after the due date on the syllabus/course schedule.
	All sections submitted on time per the course schedule.
	All sections submitted on time per the course schedule.
	All sections submitted on time per the course schedule.

	7. Length of paper is sufficient for the project
	
	Paper does not provide sufficient information to make plan comprehensible. Needed much more information.
	Sufficient information is present to make plan understandable. More information should have been presented for full clarity.
	Paper is sufficient in content to cover the points listed in the assignment; would be better if more information provided.
	Paper is long enough to cover all the required information in the assignment – this will generally be around 15 pages; length will vary.



