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Your Marketing Plan


	WHO ARE YOU TALKING TO?

	Primary Target Audience
	Secondary Target Audience
	Other

	List Characteristics














	List Characteristics







	

	Desired Behaviors/Mindset


	Desired Behaviors/Mindset









	

	Where  can you find these people?  How do they access information?













	Where  can you find these people?  How do they access information?



	









	WHAT IS YOUR MESSAGING?  What is your promise? What do you want them to know?

	Primary Target Audience
	Secondary Target Audience
	Other

	Key Messaging















	Key Messaging







	

	What are the benefits of working with you for this segment?












	What are the benefits of working with you for this segment?









	

	What is the specific transformation they will experience?












	What is the specific transformation they will experience?


	




















Goals and Objectives
What are the goals and objectives of your marketing plan? What do you want to accomplish? 
Remember to be specific and make the goals measurable.












Tactics
Which platforms and strategies will you engage to reach these goals?

___  Newsletter and/or blog

___ Facebook

___ Instagram

___ Linked In

___ Twitter

___ Tik Tok

___ Clubhouse

___ You Tube

___ Live Video (Live ‘show’)

___ Podcast Guest






Additional Projects:

___ Book

___ Own Podcast

___ Tedx Talk

___ Paid Professional Speaking

___ TV Appearances

___ Guest Writing for Publications

___ Other

























Facebook and Instagram Checklist
Three to Five posts a week. Stories, daily, if possible. What are your ‘buckets’? What are the content areas you can create posts for? For example: Tips, Inspirational quotes, Testimonials, Client Results, Resources


	BUCKET ONE
	BUCKET TWO
	BUCKET THREE
	BUCKET FOUR

	
	
	
	

	Week One








	
	
	

	Week Two







	
	
	

	Week Three







	
	
	

	Week Four







	
	
	


Additional Notes:


Linked In CHECKLIST

Outreach targets: Ideal Clients, Ideal Referral Partners

Linked In can be used effectively with as little as three posts a week:
Short Form post
2-3 Minute video
One long-form article


	MONDAY
	WEDNESDAY
	FRIDAY

	Week One __________







	
	

	Week Two  _____________






	
	

	Week Three ____________







	
	

	Week Four______________







	
	

	Additional Notes:








	
	




Repurposing Material
You do not have to have something different for every place you post.
Some of your content may need tweaking for the audience but can be
basically, the same.

For example, an article you put on Linked In can be broken up into several tips’ posts for other platforms. Conversely, something more humorous might need to be ‘tucked in’ a bit to go on Linked In.

You do not need to re-invent the wheel. There is likely plenty of material for your social media platforms in your archives that you can update and use now.


METRICS
How do you measure success of your marketing efforts?

Engagement: Are people interacting with your posts? (liking, commenting)  How can you add a CTA (call to action) to your posts so that they engage more?  

Tips: Do a poll, ask for input or advice, share an experience and ask if others can relate or have a story to share. Elicit a response by serving them well but also causing them to participate with you.

Videos typically gain more traction so look and see which of your videos performed best. Is there a type of video and content that is getting more engagement than others?

Sales/Conversions: The cherry on top is having your visibility bring in paying clients. It’s not that easy to track before you enter the world of paid advertising on social media, however, if you make it part of your intake how people found you, you’ll start to see what is most ‘sticky’ in your outreach.


Every 3 months, do an informal audit to see which marketing activities to keep and which might not be working as well.












Not included:  SEO, ADS, PR Campaigns which are their own trainings
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