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This Marketing Prep Kit is intended to help you 
UNDERSTAND YOUR BUSINESS BETTER, 
PUT YOUR GOALS DOWN ON PAPER AND 
PUT YOUR PLAN TOGETHER. 

Sometimes it can be hard to know where to start when you are planning your 
marketing... so we put together this handy marketing prep kit to give you a head start! It 
is intended to be used as a work book, so give it a run through, write all over it and be 
brutally honest with your answers to get the best result. Don’t worry, no one else has 

to see it (unless you want to share... then we’d love to see what you created!).
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Planning
“If you don’t know where you are going, you’ll end up someplace else.” -Yogi Berra

Gaining Clarity
Many ideas never reach greatness simply because 
there isn’t a clear understanding of the process 
necessary to make a vision a reality. A powerful 
vision can inspire, ignite, and empower your team.

Planning is essential to make your ideas 
and goals come to fruition. With a strong 
plan, you and your team will be able to 
see your vision and stay on track.

Making your vision a reality requires a clear-
cut understanding of where you are going, why 
you are going, and how you will get there.

1. Define Target Audience

2. Define Brand  

3. Know Your Competition

4. Set Your Goals

5. Track Analytics

6. Evaluate Brand Assets

7. Pick Channels

8. Set Your Budget

9. Review & Implement

Developing a plan may seem overwhelming at first, but once you have these 
items figured out, your marketing strategy will fall into place!

Developing a Strategy
Developing a marketing plan is a main step 
for your business to do each year. You should 
have a monthly and weekly plan that you and 
the rest of your team can look at to keep you in 
line with your yearly marketing goals. An annual 
marketing plan guides your decisions throughout 
the year and helps to streamline your efforts.

Once you finish your marketing plan, share 
the plan with your team, and remember 
to leave some wiggle room for when 
those unexpected hiccups occur.

Here are the important steps necessary to create a great marketing plan:
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Know Thyself
“If you aim at nothing, you will hit it every time.” -Zig Ziglar

There are many elements to creating a great marketing plan, but the first step is knowing yourself/your 
business. This section of the kit will walk you through defining your target audience, getting to know 
your brand, and pinpointing who your competition is. All of this will be necessary to move forward with 
your plan, and once it’s refined your team will have a clear idea of what your company stands for.

Define Target Audience
Defining your target audience is needed for your marketing plan because it will help 
you aim your messaging to those who want to hear it or those who would benefit from 
it the most. Think about who frequently purchases your product or services, what 
stage of life they are in, and who else may find use for your product or service. 

Here are some items you should write down to begin your journey in defining your 
audience. Remember, this is just your target audience, the group that is most likely to 
purchase from you. It doesn’t mean you can’t sell to others outside of this group… it 
just means that is the group that is most ideal to direct your marketing efforts.

Here are some questions to help you in defining your audience: 

Age
What is the age range of your average customer? _________________________________________

Gender
Does your offering appeal more to one gender? ___________________________________________

Income
What is their income range? _________________________________________________________

Interests
Does your audience enjoy Sports, Magazines, Dancing, Travel, etc? ____________________________

Ethnicity
Does your audience typically belong to a specific ethnicity? __________________________________

Geographics 
Where does your audience live? ______________________________________________________

Education
Is your audience typically higher-educated and if so, to what level? ____________________________
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Marital Status
Are they single, married, and does it matter? _____________________________________________

Kids
Does your audience have children? Does it matter what age these children are? ___________________

Employment
What industry does your audience work for? _____________________________________________

Clubs or other groups
Does your audience participate in volunteer groups or other hobby groups? ______________________

Personality types
Is your audience outgoing, reserved, organized, nurturing, etc? _______________________________

Free-write: What else can you think of about your target audience? 
Who is that ideal client? Write anything else you can think of.
______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

Honing in on your target audience requires reviewing data and even performing additional research 
into your industry, but the above will get you further than most businesses ever get. The team here at 
Rock Paper Simple is happy to help refine what you come up with if you’d like the help! Let us know!
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Define Your Brand
Now that you have a better understanding of who your target audience is, think about how well you know 
your brand. You should know what your brand stands for and what sets you apart from other brands. The 
better you know your brand, the better you can market it to those who want your product or service.

The brand that better knows itself and defines itself will always have 
the edge when it comes to messaging and marketing.

Here are some questions that will help you really define 
what sets you apart from other brands:
What are your core offerings?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

What is the need or problem you are solving with your product or service?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

What is your unique value proposition? The one thing that truly sets you apart from your competition.

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

And here are some questions that will help further define your brand:
What are your brand’s core values? How do they influence your offerings, 
your customer service and how you present your brand?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________
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If you visualized your brand as a person... can you describe that person?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

If you were to describe your brand as a personality, how would you describe that personality?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

If you were to describe the tone your brand conveys, how would you 
describe that tone? (tone in regards to how your brand sounds).

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

Do you have specific things you and your team say to customers or prospective 
customers a lot? Write these down and make sure they are consistent.

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

How would you rate your logo (terrible, could be better, good, great, perfect)? 
Does it require any work? If so, when do you plan to have this work completed? 
(it should be completed before working on brand assets)

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

What is your tagline?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________
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What is/are your slogan(s)?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

Do you have guidelines of the fonts and colors your brand should be using 
consistently? If not, when will you plan to have this defined?

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________
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Know Your Competition
A Lesson From Our Head Honcho 
I was taught early on in my career the importance of knowing my competition and 
how my company stood apart and above them. I was in what I thought was the 
closing meeting of a very large account, sitting across from a very wise business 
owner who had seemed to take a liking to me. I was positive we had the deal… 
the biggest deal I had ever closed! Then he asked me a question… “so who 
is your competition… and why are you better?”. I froze! I didn’t know how to 
answer and I quickly named a few other companies in the area, but leaned 
on the cop-out answer of why we were better… Quality and Service of 
course! (WRONG ANSWER!). Everyone says their quality and service 
is better… and I knew it. I lost the sale and will forever remember what 
that gentleman told me on his way out. “You’ve got to know your competition, kid”. 

Ever since, I have made it my business to know who my key 
competitors are and what they sell as their key strengths. I know where they stand 
in the marketplace and I can make decisions to differentiate us from them.

Always, always know your competition... kid.

List your Top Competitors:

________________________  _______________________  _______________________

What do they offer?

________________________  _______________________  _______________________

What are their strengths?

________________________  _______________________  _______________________

What are their weaknesses?

________________________  _______________________  _______________________

What are they doing well (in both service and marketing)?

________________________  _______________________  _______________________

How can you position yourself ahead of them?

________________________  _______________________  _______________________

Once you’ve honestly answered these questions, you will have a clear idea of what you need 
to do to come ahead of your competition and it will help direct your marketing strategy.
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Set Your Goals
“Goals allow you to control the direction of change in your favor.” - Brian Tracy

All of your planning will be in vain if you do not set a few realistic goals for the year. Think 
about your numbers for the past year or two and write down a few generic goals that you 
would like this marketing plan to accomplish. We will get more specific shortly.

Now it’s time to think about how you will measure the success of your marketing 
this year. Will it be through Revenue? Sales? Leads generated?

Take some time out to write down and decide on some KPIs (Key Performance Indicators). A KPI is a 
measurable value that will help you keep in line with your goals. A few examples of good KPIs are:

• Number of customers retained

• Net Sales-in either dollar or percentage growth

• Average ticket/support resolution time

• Conversion rate for call-to-action content

• Dollar value for new contracts signed per period

Write in below the KPI’s you’ve chosen and how much you’d like to see them 
grow in the first month, each quarter of the coming year and the entire year. 
Be realistic, but also ensure your goals stretch you and your team.
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Know Thy Numbers
For some of you this is the fun part, but for most it can be pretty daunting. You will not be able to 
measure the success of your marketing plan without knowing your analytics and sales data. 

Gather data going back to the last 1-2 years and take note of the time of year when sales dropped or 
spiked and when your website had the most and the least traffic. Look at website traffic numbers to 
know which pages are most engaging to visitors and try to track what current marketing is working. 
You’ll also want to look at your social media engagement numbers and how your sales numbers are 
split among specific offerings (which offerings generate the most profit?). This will help you to make that 
monthly marketing plan because you will see when and where you should invest more time and money.

Track Analytics
The more data you collect, the better informed you will be as you continue to make marketing 
decisions for your company. Make sure you measure everything this year! If you don’t know if a 
marketing channel is working, you won’t know if you should spend more or less on it next year.

You decided on Key Performance Indicators earlier, so make sure you have implemented ways 
to measure those KPI’s. There are many ways to track this data, from Google Analytics to form 
submission tracking, call tracking, Customer Relationship Management (CRM) systems, and good 
old-fashioned asking, “where did you hear about us?“. You want to know what’s working and 
what’s not so you can make wise decisions about where to allocate your marketing money.

When you know the data, you can be more effective!
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What data are you tracking? Current Number Target Number

Data Tracker
Write in the data you have access to below. What are the numbers you are measuring? 
What’s the number now? What is your goal for that number in the future? 

Examples of data points to track - website traffic, social media reach, sales, leads, new clients, etc.

What analytics do you currently use to track your business? 

______________________________________________________________________________

______________________________________________________________________________

If applicable, how often are you checking your analytics? 

______________________________________________________________________________

______________________________________________________________________________

What tools would you like to start using to track analytics? 

______________________________________________________________________________

______________________________________________________________________________

How are you going to go about implementing this? 

______________________________________________________________________________

______________________________________________________________________________
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Brand Assets
Your brand assets are the foundation of your marketing efforts! These are the tools you and 
your team will be using, such as business cards, brochures, mailers, ads, your social media 
banners and profile images, website, etc. Ensuring these are consistent with your brand visuals 
and messaging will help your target audience notice and resonate with them more.

Take stock of your brand assets and determine if they are consistent with your brand and 
message. Maybe there are some brand assets that require work, or some your don’t have 
yet that need to be created. The following section is your Brand Asset Report card and is 
designed for you to determine where you stand and what you need to work on!

Having strong brand assets empowers your marketing and sales efforts to be more effective.

Brand Assets Brand Consistency Needs Updating Importance 
(scale of 1-10)

Notes

Website
Business Cards
Letterhead
Envelope
Brochure/Rack Cards
Power Point
Signage
Proposal
Name Badges
Instagram
Facebook
YouTube 
LinkedIn
Twitter
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Picking the Right Marketing Channels 
Picking the right marketing channels for your company is key to a successful marketing plan. 
You first need to think of your target audience and research what channels they are using.

For example: 

• Email is still a favored marketing method in many industries. 
Does your business value a cultivated email list?

• Postal has been known to be more expensive than social media channels 
but still has its place for many companies using the right techniques.

• Instagram and Facebook have advanced targeting that can 
be great for a plethora of demographics.

• Many other channels may fit your business’s goals. We suggest exploring several. 

Have your goals in mind. Who do you want to target? What are the actions you are wanting 
them to take? This is where your KPI’s come in, whether it be brand awareness, conversion 
traffic to your site, and more. Once you determine the who, what, when, and why of your 
marketing plan, you can determine the where. There are many channels where your 
campaign(s) can take place, you just need to figure out what works best for your brand. 

List the channels you are currently using here, before moving on to selecting new channels. 
______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________
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Channels
There are various marketing channels where you may or may not want to designate time and money. 
Decide which of these marketing channels would be the most effective in reaching your target audience.

Check off the channels that would best benefit your company. Some 
examples of the many marketing channels include:

Other Channels: ____________

________________________

________________________

________________________

________________________

________________________
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Other Social Channels: ____________________

_____________________________________

_____________________________________

_____________________________________

_____________________________________

_____________________________________

_____________________________________

_____________________________________

Social Media Channels
With social media channels, you have the option between paid and organic marketing. 
There are a plethora of social media channels you can use; these are our favorites: 

With organic marketing, you are 
able to create and share content 
for free on your social channels. 
With paid marketing, you can set 
an ad spend and audience that you 
want your marketing to target.
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Channels January February March
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $

Total Budget $ $ $

Channels January February March
Paid Search (adwords) $1000 $2500 $2500
Facebook Ads $1000 $1500 $1500
Sponsored Events $2500 $0 $0
Printing Brochures $0 $1800 $0
Printing Business Cards $200 $0 $200
Direct Mail $2000 $0 $2000
Misc Marketing $1000 $1000 $1000
Total Budget $7700 $6800 $7200

Example Budget

Set Your Budget
Setting a budget for your marketing is important because it helps you keep track of estimated costs 
and what your actual costs are at the end of the year. The budget always determines the marketing 
strategy because it will define what and how much you can do. It will also help you to decide if you can 
focus on items that require a spend budget or if you have to focus on more time-intensive methods.

Ideally, your budget will be planned for the year and broken into a monthly budget. You can 
adjust this budget based on the seasonality of your industry. For example, some tourism-based 
companies will do well to up their budget during spring break or peak travel seasons. According 
to the U.S. Small Business Administration and the Counselors to America’s Small Business, 
most companies should allocate between 2%-10% of their sales to their marketing budget.

Once you’ve decided on what channels you want to use, you will need to decide on how 
much you want to spend per channel, annually, then monthly. You should include costs 
for any brand assets such as design, printing or other costs. Make sure to set realistic 
budgets per channel. Knowing what your goals are helps to establish a sensible budget. 
If you want to see larger growth, be sure to establish a larger marketing budget.

Marketing Budget Spreadsheet

First Quarter Marketing Budget
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Channels April May June
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $

Total Budget $ $ $

Channels July August September
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $

Total Budget $ $ $

Channels October November December
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $
$ $ $

Total Budget $ $ $

Second Quarter Marketing Budget

Third Quarter Marketing Budget

Fourth Quarter Marketing Budget

Want this chart as an Excel Spreadsheet? Click Here!

https://rockpapersimple.com/wp-content/uploads/2020/03/RPS-Marketing-Prep-Kit-Budget-Sheet.xlsx
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To schedule a discovery session, visit 
rockpapersimple.com/discover 

or call 321-626-2172.

Task Name & Description Who Will Complete This Task? By When?

Time to Implement!
“Good planning without good working is nothing.” -Dwight D. Eisenhower

Well done! You’ve gone through this entire workbook and hopefully you learned something 
about your business and marketing. You defined your brand, set some goals, worked on 
budgets and determined what marketing channels or assets you wanted to work on.

So here it is… it’s time to commit! What will you do next to implement all of this?! 
We know… it’s hard! When we have to work on our own marketing, it can sometimes 
be challenging to carve the time out and determine who is doing what. 

Next, fill out the key tasks you, your team, and/or your marketing agency need to complete to 
implement this marketing plan. What are the tasks? Who will complete them and by when?

Tasks and Milestones 

We are here for you!
If you’d like to chat with the Rock Paper Simple team, we’d be happy to take some time and 
see if we can be of any help. We offer a complimentary Discovery Session where we learn 
more about each other and see if it makes sense to work together. We are also happy to look 
over a completed workbook and provide feedback (only if you want to share, of course!).



______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________

Notes:








