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Recently, McGill Buckley helped
McCarthy Tétrault, Canada’s largest
law firm, launch an ad campaign
that will appear in airport posters
and business periodicals. 
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Answers To Common & 
Not So Common 
Marketing Conundrums

All Marketing
Success Starts 
With A Plan. 

What
Matters
ThisMonth 

Brazen Beating Of
Our Own Drum 

There’s an often repeated saying that goes something like “failing to plan, 

is planning to fail”. While truer words have seldom been spoken (especially

from a marketing perspective), it is also a sad and all too common occurrence

that many companies gallop madly in all marketing directions without being

guided by an intelligently conceived, well-written plan.

What Kind Of Plan Do You Need?

What kind of plan you need is ultimately
influenced by what you are trying to
accomplish. While product launches, niche
market penetration campaigns and the
unveiling of a new logo (notice we didn’t
say brand?) can all benefit from a plan, 
for the purpose of this month’s newsletter,
we’re going to focus on the mother of 
all plans, the marketing plan. 

Marketing Plans; Bigger Isn’t

Necessarily Better. A marketing plan
doesn’t have to have a page count that
rivals Stephen King’s latest novel in order
to be effective. Go for quality of thinking,
succinct writing, easy to understand 
number crunching and an action-
oriented schedule over heft. 

Start With A Situation Analysis. 

At the outset you need to talk about your
company, industry, products and services,
customers and (this is really important),
your competitors. Be realistic and don’t
sugar coat the situation because you don’t
want to ruffle feathers. A politically correct
marketing plan with lousy results will ruffle
a lot more than feathers. 

State Your Objectives. There could be a
single objective or several, but remember;
you have to be able to attain them (that 
doesn’t mean you make it easy by the way)
and you have to measure them. Always
have one core objective that takes prece-
dence over all others.

Determine Your Marketing Strategy.

There are a number of core strategies 
that are common, such as, to inform,
reach and compete. Whatever strategy
you choose, it should be chosen because 
it will help you achieve your objectives —
remember them? 

Pick Your Weapons. A plan should
include the tools or tactics that you plan to
use such as advertising, direct marketing,
trade shows, coupons, e-marketing, etc.
The choice of tools is driven by your 
marketing strategies. For instance, if you
are using an inform strategy, that usually
calls for significant advertising. 

A Budget, Please. A plan without a
budget really isn’t a plan. Typically, a 
marketing budget will be expressed as a
percentage of gross revenue. If you can
find out what companies in your industry
spend, great. If you can find out what your
competitors spend, even better. 

Timing Is Everything. Include an easy
to understand and realistic schedule that
lets people know when everything will
come together. Make sure you base the
timing on the best time to reach your 
audiences and keep everyone informed. 

Get Buy-In, Build Enthusiasm. 

A superbly researched, gutsy and well-
written plan that sits on the shelf is a 
waste of time. Make sure your plan is 
well received, understood and supported
by senior management. It will make it 
a lot easier to implement. 
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