Internet Marketing Plan For (Company Name, Division) 

Submitted By (Your Name)

 (Today’s Date)
This document is a basic template for your Internet marketing plan.                                                                                                                                                                    Some sections of this plan may contain overlapping or duplicate information. The examples provided are suggestions. The exact placement of Internet marketing plan data is up to you. You may reorganize the final document in any way that makes sense to you. You may wish to rearrange it to match the organization of your traditional marketing communications plan, in which case it may change entirely.

Section One: Business Overview and Executive Summary

Instructions: Develop this section of your marketing plan from information you gathered during our class.  Emphasize any element of your company background and future that will be affected by or will affect your Internet marketing plan.


1.
Internet marketing plan introduction


a.
Briefly explain why you are writing an Internet marketing plan.


2.
Company overview


a.
What are your company’s goals, objectives, philosophies, and charter?


b.
Background and historical analysis


(1)
How long has your company been in existence?


(2)
State significant dates and events related to your company and its marketing programs.


c.
Future outlook


(1)
Mergers


(2)
Acquisitions


(3)
Joint ventures


(4)
Strategic alliances


3.
Products and/or services overview: What type of business is your company engaged in?


a.
Products


(1)
Product line


(2)
Manufacturing capabilities


b.
Services


c.
Sales


(1)
Pricing


(2)
Volume


d.
Goals and objectives


e.
Future outlook


(1)
Research


(2)
Technology


(3)
Pricing


4.
Market or industry


a.
Target definition


(1)
Customer


(2)
Industry


b.
Notable patterns or trends


c.
Competition


(1)
State other companies in your industry that are serious competitors.


(2)
Products


(3)
Strengths and weaknesses


d.
Market share


(1)
Company


(2)
Competition


5.
Section summary


a.
Risks in relying solely on traditional marketing activities

Section Two: Applicable Internet Market Statistics

Instructions: Develop this section of your marketing plan from information you gathered during our class.  Emphasize any element of both general and specific Internet market reports that support your plans for an Internet marketing program.


1.
Online users: numbers and percentages


a.
General Internet studies overview


(1)
Overall estimate of worldwide users, host


(a)
Browser, platform, and connection speeds


(2)
Internet business usage trends


(a)
Breakdown of domain name registrations


(b)
Purchasing behavior and revenue


b.
Market or industry-specific studies


(1)
Growth of Internet use within your industry


(2)
Demographic breakdowns


(a)
Average age of selected users


(b)
Internet users by gender


(c)
User profiles



—Purchasing influence and authority



—Computer and Internet proficiency among users



—Job titles



—Income


(d)
Other


2.
Section summary


a.
How market reports advocate Internet marketing for your company

Section Three: Marketing Communications Strategies

Instructions: Develop this section of your marketing plan from information you during our class. Emphasize any marketing communications strategy that will be affected by or will affect your Internet marketing plan.


1.
Objectives and goals


2.
Specific strategies for achieving these objectives and goals


3.
Section summary


a.
Traditional and Internet marketing strategies, comparisons, and contrasts


b.
How use of the Internet will strengthen your overall marketing goals

Section Four: Internet Marketing Budget

Instructions: Develop this section of your marketing plan from cost information you gathered while completing worksheets in each of these chapters.


u
Chapter 6.  Forming the Internet Marketing Task Force


u
Chapter 7.  Designing Advertising and Direct-Mail Campaigns


u
Chapter 8.  Utilizing Collateral Materials / Sales 
Literature


u
Chapter 9.
   Developing a Corporate Identity


u
Chapter 10.  Conducting Market Research


u
Chapter 11.  Executing Public Relations and Promotional Programs


u
Chapter 12.  Incorporating Sales Support Functions


u
Chapter 13.  Planning Trade Shows


u
Chapter  14.  Launching Your Internet Marketing Program


u
Chapter 15.  Measuring Internet Marketing Results

Do not go into too much detail in this section, other than to summarize budget line items. Remember, a complete description of each of these programs will be included in plan Section Five. Emphasize any element of your budget that will be affected by or will affect your Internet marketing plan.


1.
Traditional marketing budget overview


a.
Insert your completed Internet marketing plan spreadsheet (disk file budget.xls) here.


2.
Estimates on Internet marketing


a.
Internet service costs


(1)
Account setup or activation fee


(2)
Monthly service or usage


(3)
Upgrade expenses


(a)
Hardware


(b)
Software


b.
Purchasing, configuring, and operating an in-house Web server


(1)
Hardware


(2)
Software


(3)
Additional personnel


(4)
Telephone company service


c.
Internet marketing plan activity costs


(1)
Advertising and direct-mail campaigns


(2)
Collateral materials / sales literature


(3)
Corporate identity


(4)
Market research


(5)
Public relations and promotion


(6)
Sales support


(7)
Trade shows


(8)
Program launch


(9)
Measurement


(a)
Outside audit bureaus or agencies


(b)
Software tools


(10)
Other


3.
Web development costs


4.
Revenue opportunities


a.
Internet advertising placement / sponsorship


b.
Online sales


(1)
Products


(2)
Services and subscriptions


c.
Other


5.
Section summary


a.
An assessment of the financial impact of your Internet marketing program on other traditional media expenditures


b.
Before and after charts: traditional and Internet 
marketing


(1)
Comparisons of marketing expenditures


(2)
Comparisons of sales revenue


c.
Recommendations for cost savings in traditional marketing communications functions


d.
Bids from outside vendors and suppliers


e.
Other recommendations and support for Internet 
marketing

Section Five: The Internet Marketing Task Force

Instructions: Develop this section of your marketing plan from information you gathered while completing exercises in Chapter 6, Forming the Internet Marketing Task Force. Use your answers from completed worksheets in this chapter. Emphasize any personnel or outside vendor issues that will be affected by or will affect your Internet marketing plan.


1.
Task force overview


2.
Details


a.
Task force leadership


b.
Current staffing options


(1)
Marketing

(2)
Sales


(3)
Customer service


(4)
Technical support for Internet operations


(5)
Other


c.
Temporary personnel agency


d.
Outside vendors and services


(1)
Internet service provider


(2)
Web developers


(3)
Interactive agencies


(4)
Consultants


(5)
Other


3.
Section summary


a.
How Internet marketing will affect staff and operations


(1)
Efficiency improvements


b.
In-house versus outsourcing considerations


(1)
Career opportunities for current employees


(a)
Training


(2)
Talent and capabilities comparisons


(a)
Agency review


(3)
Other

Section Six: Internet Marketing Program Implementation

Instructions: Develop this section of your marketing plan from program implementation information you gathered while completing exercises in the following chapters:


u
Chapter 7.  Designing Advertising and Direct-Mail Campaigns


u
Chapter 8.  Utilizing Collateral Materials / Sales 
Literature


u
Chapter 9.  Developing a Corporate Identity


u
Chapter 10.  Conducting Market Research


u
Chapter 11.  Executing Public Relations and Promotional Programs


u
Chapter 12.  Incorporating Sales Support Functions


u
Chapter 13.  Planning Trade Shows


u
Chapter 14.  Launching Your Internet Marketing 
Program


u
Chapter 15.  Measuring Internet Marketing Results

Use answers from the worksheets in each of these chapters. This section can also be supported by including data from any Chapter 3 market research report that includes references to impact of the Internet on other media, Internet business usage trends, and purchasing behavior and revenue. Emphasize any element of your marketing communications program that will be affected by or will affect your Internet marketing plan.


1.
Implementation overview


2.
Marketing communications

Each of the Internet marketing communications functions that follow can be described by including these items:


a.
Brief paragraphs on each Internet marketing communications activity


b.
Your rationale for individual program selection


c.
A discussion of how each Internet marketing activity complements and impacts your traditional program


d.
A plan of action for converting selected materials to the Internet


e.
Summary of activities that will include your Internet addresses for cross-promotional purposes


f.
Evaluations of outside vendors who might perform any or all of these functions


(1)
Advertising and direct-mail campaigns


(2)
Collateral materials / sales literature


(3)
Corporate identity


(a)
A preliminary draft of your corporate Internet style manual


  (4)  Market research


(5)
Public relations and promotion


(6)
Sales support


(7)
Trade shows


(8)
Measurement


(a)
How selected measurement functions will demonstrate that you are meeting your Internet marketing plan objectives


(9)
Other


3.
Program launch


a.
Launch summary


(1)
Brief overview of each element in your online promotional plan


b.
Month-by-month schedule


(1)
Timeline charts showing Internet marketing activities alongside traditional marketing 
activities


4.
Section summary


a.
A summary of your entire marketing communications program, including how traditional and Internet activities will supplement each other

Section Seven: Internet Marketing Plan Summary

Instructions: Develop this section of your marketing plan by reviewing your entire written Internet marketing plan. Summarize any element of your overall traditional marketing communications program that will be affected by or will affect your overall Internet marketing plan.


1.
Overall recommendations for action


a.
Why your company should execute a new or enhanced Internet marketing program


b.
Why we should take action now: important timing considerations

Section Eight: Supporting Documents

Instructions: You may include supporting documents in Section Seven or you may decide to weave them into your plan throughout as you discuss each section. The choice is up to you. Suggested materials for inclusion in this section are as follows:


1.
Press clippings


2.
Research reports


3.
Other

