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Part One: The Marketing Plan



Chapter 1

The Marketing Plan as a Business Document 



Figure 1. The Marketing Plan as a Business Document
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Chapter 2

Marketing Planning as Value Creation



Figure 1. Identifying the Target Market: The 5-C Framework 
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Figure 2. The 3-V Market Value Principle 
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Figure 3. Marketing Tactics: The Seven Attributes Defining the Market 
Offering 
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Figure 4. Marketing Tactics as a Process of Designing, Communicating 
and Delivering Value
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Figure 5. Marketing Tactics: Company Actions and Customer Impact
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Figure 6. The Market Value Map
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Figure 7. The Customer Value Map
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Figure 8. The Collaborator Value Map
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Figure 9. The Company Value Map
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Part Two: Developing a Marketing Plan



Chapter 3 

Crafting a New Marketing Plan



Figure 1. The G-STIC Framework for Action Planning
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Figure 4. Defining the Company Goal
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Figure 5. Company Goal and Objectives
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Figure 6. Goal and Objectives Worksheet
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Figure 7. Marketing Strategy Worksheet
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Figure 8. Designing the Tactics: Customer Value Scorecard
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Figure 9. Resource Development Flowchart
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Chapter 4

Updating the Marketing Plan



Figure 1. The Marketing Audit Framework
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Part Three: Specialized Marketing Plans
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Chapter Five

Crafting a Brand Management Plan
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Chapter Six

Crafting a Communication Plan
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Figure 2. Defining the Communication Message
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Figure 3. Push and Pull Promotions
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Part Five: Marketing Plan Toolbox



Chapter Ten

Developing Meaningful Exhibits



Figure 1: Organizing the Information Presented as a Table
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Figure 2: Organizing the Information Presented as a Figure
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Figure 3. Line Chart
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Figure 4. Column Charts
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Figure 5. Bar Charts

© 2020 Alexander Chernev

Single Bar Chart

Brand C

Brand B

Brand A

0 10 20 30 40

Subdivided Bar Chart

Brand C

Brand B

Brand A

0 10 20 30 40

Current 
sales
Potential 
sales



Figure 6: Pie Chart
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Figure 7. A 2 x 2 Matrix
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Figure 8. Perceptual Map
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Figure 9. Flowchart
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Figure 10. Project-Management Chart
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Figure 7. The Responsibility Assignment Matrix 
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Figure 11. Functional Organizational Chart    
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Chapter Eleven

Key Performance Metrics and Analyses



Figure 1. The Income (Profit and Loss) Statement
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Figure 2. Calculating Trade Margins
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Figure 3. Break-Even of a Fixed Cost Investment 
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Figure 3. Break-Even of a Fixed Cost Investment 
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