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1. Company description 
[Describe the company and the history for the company]

1.1 Vision
[Describe the company's vision, long-term future plan of what the company wants to achieve in 50 years]

1.2 Mission
[Describe the company's mission, a mission should answer the questions: what should the company achieve? (Purpose), which shall be aimed at? (Customers), what will the company offer customers? (Products), how will the company realize the objective? (Resources)]

1.3 The company's overall long-term objectives 
[Describe the company's overall objective within a time frame of 5-years, the financial results and other non-financial results that the company must achieve in 5 years]

1.4 The company's overall long-term strategy
[Describe the long-term strategy to achieve the overall objectives, the long-term strategy extends over five years ahead and describes in general terms how the company will achieve its long term objectives.]

2. Analysis of the current situation
The following analysis of the current situation will be about the company's current market, production, competition, distribution, and macroeconomic situation in the markets where our company is currently active.

2.1 Markets 
[Describe in general terms the size of the overall global market and which markets the company today is targeting, which target groups, which customers, which geographic markets and market segments that the company is focusing on at the moment]

2.1.1 The USA market
[Describe the USA market specifically, how large is the market, how much is the estimated market growth, political constraints, customer preferences, the overall national economy, etc..]

2.1.2 The Mexican market 
[Describe the Mexican market specifically, how large is the market, how much is the estimated market growth, political constraints, customer preferences, the overall national economy, etc...]

2.1.3 Another market etc.
[Describe the other market specifically, how large is the market, how much is the estimated market growth, political constraints, customer preferences, the overall national economy, etc...]

2.2 Products
[Describe the products, which products does the company sell, what new products are developed, what is the cost and profits of the products, which products sell best, which products shall be phased out, etc..]

2.3 Competition
[Describe in general terms the company's competitive situation, how hard is the competition, can new competitors arrive, are some competitors about to close down, which is the strongest and weakest competitors, market shares, what is important in order to withstand competition, etc..]

2.3.1 Competitor one
[Describe one of the largest and strongest competitors, the markets they are on, what are their strengths and weaknesses, what they lack, their market share, potential future acts and actions, etc..]

2.3.2 Competitor two
[Describe one of the largest and strongest competitors, the markets they are on, what are their strengths and weaknesses, what they lack, their market share, potential future acts and actions, etc..]

2.3.3 Competitor three
[Describe one of the largest and strongest competitors, the markets they are on, what are their strengths and weaknesses, what they lack, their market share, potential future acts and actions, etc..]

2.4 Distribution
[Describe how the company delivers and reaches out to customers, restrictions, marketing channels, which marketing channels have given the best results, new marketing channels, etc..]

3. SWOT analysis
The following SWOT analysis, we will analyze our company's strengths (S), weaknesses (W), opportunities (O) and threats (T).
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3.1 Opportunities 
[Describe the external opportunities the company can´t influence but which can be exploited to achieve better results, such as demography, economics, policies, preferences of customers]
3.2 Threats 
[Describe the external threats that the company can´t influence but which can destroy value for the company, such as demography, economics, policies, preferences of customers]
3.3 Strengths 
[Describe the company's internal strengths, what the company is good at, what it can, what works well in the company.]
3.4 Weaknesses 
[Describe the company's internal weaknesses, what the company is bad at, and what the company can´t do, what works poorly in the company.]

4. Problem 
[Describe the problems identified on the basis of the current situation analysis and SWOT analysis, these problems are there to be solved and to solve them they must be described]
5. Marketing objectives 
[Describe the long-term objectives, 5 years, for marketing, which revenue and sales growth to be achieved, market share, etc...]
6. Marketing strategy
Here we are to describe the long-term marketing strategy (5 years) to be applied and implemented to achieve the long-term marketing objectives.
6.1 Target market 
[Describe the company's target market, which customer segments or customers that the company will target their offers to.]
6.2 Differentiation
[Describe how the company will differentiate itself against competitors, that is, how will the company distinguish itself from competitors in products, proximity, delivery, marketing, price, service, etc..]
6.3 Positioning 
[Describe how the company is positioning itself in the customers' consciousness, how do the company want the customers to perceive the company? what are the main thoughts that must come up in customers head when your company name or brand is mentioned, such as low prices, quick delivery or quality.]
6.4 Sales force/staff 
[Describe how the sales force will be used to achieve the marketing objectives, how should the sales force be trained, how should education be done, do we need more sale staff, commissions, bonuses, etc...]
[Describe how the company will use the sale staff to achieve the marketing objectives, how should the sales force act/perform to the customers? how will the sale staffs make follow ups after customer’s purchases? etc...]

6.5 Product 
[Describe how the product will be used to achieve the objectives, what changes in the product to be made, etc...]
6.6 Place 
[Describe how the company is going to reach out to customers by geographic location to achieve the objectives, which location changes should be made, etc...]
6.7 Price
[Describe how the company should set their prices, the use of discounts for longer or shorter campaigns to achieve objectives, pricing strategy, the price changes to be made, etc...]
6.8 Promotion
[Describe how the company will affect customers through advertising, public relations, sales promotion and other promotional activities to achieve marketing objectives, which campaigns should be implemented, etc..]
[Describe how publicity and advertising should be used to achieve the marketing objectives, how much to spend on advertising, what is important to think about when making advertising? etc...]

7. Action plan
Here we describe the specific marketing actions or activities to be carried out month by month over a period of 12 months within the framework of the action plan.

January
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

February
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

Mars
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

April
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

May
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

June
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

July
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

August
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

September
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

October
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

November
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

December
[Describe the marketing activities to be undertaken during the month with an indication of the person responsible for them and how much these measures probably will cost]

8. Monitoring and evaluation
8.1 Capital budgeting for marketing investments
[Here you will present an investment calculation for the marketing investments in order to make it easier to assess the financial aspects of the marketing plan and the activities in the action plan that you intend to take.]

8.2 Marketing budget 
[Here you should present a financial budget where you show the costs of your planned activities and how much turnover you expect to achieve after twelve months and what you expect for other measures that are derived from the objectives after twelve months of implemented activities.]

8.2 Campaign monitoring and evaluation
[Here you should describe how the action plan, capital budget and marketing budget will be monitored and evaluated, the measurements that are required and how the comparison between expected results and outcomes should be evaluated.]
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