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4.2 CREATE THE MARKETING PLAN

JUMP START
After checking with the local Chamber of Commerce, Cheryl found that 
there is a population of over 500,000 and a median household income 
of $71,000 in her community. She believed the customer base was 
adequate, so her next step was to find out if the population would be
interested in day spa services. Her friend Sergio suggested that she take
a survey to find out what potential customers thought about her idea. 
What questions should Cheryl include in her survey to determine people’s
interest in her day spa?

GOALS
 

Identify the six steps 
involved in primary data 
market research
Explain the importance of 
setting short-, medium-,
and long-term goals for 
your marketing strategy
Describe the information 
that should be included 
in a marketing plan
 
KEY TERMS
 

marketing strategy, p. 98
marketing plan, p. 99

Six Steps of Market Research
Performing market research is vital to creating an effective marketing plan. 
Primary data market research is time-consuming and expensive, but it can 
uncover valuable information that you may not find in secondary data 
research. Primary data research involves six steps.

the Question
In the first step in the market research process, you should define exactly what 
you need to know. Entrepreneurs have many concerns and questions about the 
businesses they are planning. By determining what they need to know, they are 
defining the question that will be the focus of their research.

2.  Determine the Data Needed
Once you have defined the market research question, you are ready to
determine what data you need to collect to provide the answer to your question.

SCHEDULE
Block 45 minutes
Regular 1 class period

FOCUS 
Jump Start
Ask students if they have ever 
answered a questionnaire or 
were ever asked product or 
demographic questions. Ask 
them what kinds of questions 
were asked and why.

TEACH
Discuss the first step in 
conducting primary data market 
research, pointing out the 
importance of knowing exactly 
what you are trying to find
out before beginning market 
research.

TEACHING STRATEGIES 
Visual Learners
Prepare a transparency or slide 
of the steps in primary market 
research for reference as the 
steps are reviewed.
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TEAMWORK
Working with team 

members, come up with 
a new product that you 
think will be useful for 
students in your school. 
Develop a questionnaire 
for potential customers
of this product to
gauge their interest. 
Have students from 
your school complete 
the questionnaire.
Tabulate the results and 
determine if the product 
is a good idea.

TEAMWORK
Answers will vary based on the 
products chosen by students and
the questionnaires developed.

TEACH
Discuss how to decide what 
data is needed. It is a waste 
of time and money to collect 
data that is not useful to the 
entrepreneur.
Review the methods for 
collecting data. Discuss the 
advantages and disadvantages 
of each method.
Have students compare two ad
campaigns for similar products
designed for different 
consumers (for example, car 
ads targeted to middle-aged 
men and to teenagers). Ask 
students if they think the ad 
campaign began with surveys, 
interviews, or observation.
Was secondary or primary data 
collection more useful?
Explain the fourth step in 
market research, analyzing 
data. Point out that data are 
useless if they are not studied.
Explain that in the fifth step of
market research the 
entrepreneur determines how 
to use the data that has been 
collected and takes some kind 
of action.
Emphasize the importance of the 
evaluation step. Entrepreneurs 
must constantly evaluate the 
results of actions taken and 
adjust plans as needed.

Entrepreneurs need to be sure that the data they collect will be helpful. By 
identifying the data needed, the data collection process will be more efficient.

3.  Collect the Data
Before you begin collecting data, you need to decide how you will gather the 
data. The method you use will depend on what type of information you want 
to gather. For example, you can find out people’s opinions in a survey or focus 
group, but not by observation. You should perform some secondary market 
research first to familiarize yourself with your market. Demographic and
psychographic data and information on economic trends and industry forecasts 
will help you determine what kind of primary data research to perform.

If you use observation, you need to determine where and when to get the 
best information. With a focus group, you should think about what kinds of 
individuals to include and what questions to ask. If you choose a survey, think
carefully about how long it should be, what questions it should include, how it 
should be administered, and how many people you should survey.

Making a good survey questionnaire is very important. Questionnaires 
should be kept to a page in length when read over the phone or mailed to 
respondents. Only questions that serve a specific purpose should be asked.
A sample survey for a new dog-walking business is shown on the next page. 
It asks questions about the lifestyles, opinions, and choices of dog owners.

4.  Analyze the Data
Once you have collected all your data, you need to analyze and interpret 
the information. The analysis should be in an organized format that it is 
meaningful and easy to study.

5.  Take Action
Once you have analyzed and interpreted your data, you will need to determine 
how to use the data to make a decision. This is when you will develop a plan of 
action based on the information you found in your market research.

6.  Evaluate the Results
It is not enough just to develop a plan of action. Entrepreneurs must regularly 
evaluate the effectiveness of the actions they take as a result of the plan to 
determine if any changes are needed.

CheckPOINT
Why should you define the question you want your market research to answer?
If the question is not well defined, you will waste time and energy gathering data that you 

don’t need.
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COMMUNICATE
 

Call your local Chamber 
of Commerce and ask 
them for information 
that would help the 
owner of a new dog-
walking business that
is opening in your town
or city. Do not forget
information on
demographics and
psychographics. Also, 
ask for statistics on dog 
ownership in your area. 
Write a report on your 
findings and present it
to your class.

 
 

COMMUNICATE
Answers will vary depending on
the information students obtain 
from their local Chamber of 
Commerce.

 

TEACH
Review the sample survey for 
a new dog-walking business. 
Discuss what type of 
information is being gathered 
with each of the survey
questions and how it will be
helpful to the business owner.
For example, you might ask 
students why they think the 
age of the potential customer
matters. Would older residents 
be more or less likely to hire
a dog walker? Have students 
explain why or why not.
Ask students why they think the 
question about kinds of pets 
lists fish and birds. Should this 
question be rewritten? Have 
students explain why or why not.

 
TEACHING STRATEGIES 
Kinesthetic Learners
Give students sample
questionnaires. Have them 
critique the questions and 
determine what information the 
researcher is trying to gather.
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TEACH
Discuss the items that a
marketing strategy should 
address. Ask students why it is 
important to consider each of 
these elements when creating 
the marketing strategy.
Explain that short-term goals 
are what you want your 
business to achieve in the next 
year. Point out that goals can
be stated in quantities such as 
number of customers, sales 
levels, profit levels, or other 
measures of success.
Explain that medium-term goals 
describe what you want your 
business to achieve in the next 
two to five years. Point out that 
even though the marketing 
strategy is largely driven by
short-term goals, it is important 
to keep medium-term goals in 
mind.
Explain that long-term goals 
describe where your business 
will be 5, 10, or even 20 years
from now. Explain that long-
term goals can help drive 
current marketing plans.

 
ONGOING ASSESSMENT 
Review what SMART goals 
are (specific, measurable,
attainable, realistic, and timely). 
Ask students to explain why
marketing strategy goals should 
be SMART.

The Marketing Strategy
 

As a business owner, you will need to outline the goals you want to accomplish 
through your marketing efforts. A marketing strategy is a plan that identifies 
how these goals will be achieved. Your strategy should address
 

• Product introduction or innovation • Promotion
 

• Pricing • Projected profitability
 

• Distribution • Sales or market share
 

It is important that your marketing strategy be consistent with the overall 
goals you have set for your business. Your marketing goals should be written 
following the SMART guidelines (see Chapter 1). These goals should reflect 
your short-term, medium-term, and long-term plans for your business. Do 
you want to offer additional products or services after one year? Perhaps in 
five years, you want to sell your product internationally. Establishing short-,
medium-, and long-term marketing goals ensures that the marketing you do 
today fits in with the vision you have for your business tomorrow.
 
 
Short-Term Goals
 

Short-term goals are what you want your business to achieve in the next year.
They can be stated in terms of number of customers, level of sales, level of 
profits, or other measures of success. Identifying your short-term goals will 
help you determine how to target your marketing. If your goal is to build
a customer base, you may decide to keep prices low and spend money on
promotion. If your goal is to have a positive cash flow, you may decide to price 
your products or services higher.
 
 
Medium-Term Goals
 

Medium-term goals describe what you want to achieve in the next two to five 
years. Although your marketing strategy will be determined largely by your 
short-term goals, you will need to make sure that the strategy you are planning 
will make it possible to achieve your medium-term goals.
 
 
Long-Term Goals
 

Long-term goals show where your business will be 5, 10, or even 20 years from 
now. Thinking about what you want to do in the long term can help you decide 
how to market the business today.

 
 

CheckPOINT
 

Why is goal setting important when developing a marketing strategy?
Setting goals for your business ensures that the marketing you do today fits in with the 

vision you have for your business tomorrow.
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The Marketing Plan
 

After you have conducted your research and developed your 
marketing strategy, you will be ready to write your final 
marketing plan. The purpose of the marketing plan is to define 
your market, identify your customers and competitors, outline 
a strategy for attracting and keeping customers, and identify 
and anticipate change. A written marketing plan will help you
determine whether it is solid and all parts are consistent. Your 
written plan becomes a guiding document as you operate your 
business. You can always review it later to determine if you 
need to change the way you are marketing your business. The 
marketing plan becomes a part of your business plan. Having
a marketing plan as part of your business plan is essential 
when you seek financing for your business. Investors will 
expect your marketing plan to answer the following questions.

 

• What product or service will I offer?
 

• Who are my prospective customers?
 

• Is there a constant demand for this product or service?
 

• How many competitors are providing the same product or
service?

• Can I create a demand for the product or service I want to 
offer?

 

Why is it important to map out a marketing plan?
 

TEACH
Explain that it is important to

• Can I compete effectively in price, quality, and delivery of my product or
service?

 

To answer these questions effectively, the marketing plan for your business 
must include information on the following topics.

 

1. Product or Service 5. Business Location
2. Target Market 6. Pricing Strategy
3. Competition 7. Promotional Strategy
4. Marketing Budget 8. Distribution Strategy

As part of your marketing plan, you should include performance standards 
that will help you measure your effectiveness. After your marketing plan is 
implemented, you should compare your actual results to your performance 
standards to see how well you are progressing.

 
 
 

CheckPOINT
 

Why is it important to put your marketing plan in writing?
Putting the marketing plan in writing helps you determine whether it is solid and 

consistent. It becomes part of your business plan and will help you get financing.

put your final marketing plan in 
writing. Point out that a written 
marketing plan helps determine 
whether the plan is solid and 
consistent, and it may help 
obtain financing.
Review the questions that a
marketing plan should answer.
Advise students to return to 
this list after they have written 
a marketing plan for their
business as a way to verify that 
it is complete.
Go over the list of topics 
that must be covered by the 
marketing plan.
Discuss the idea of setting 
performance standards and 
reviewing progress quarterly.
Point out that researching 
industry standards and
reviewing past performance 
can provide guideposts for 
establishing these standards.
 

THINK VISUALLY
Ask students to answer the 
photo caption question. 
Mapping out a marketing plan 
will help you outline a strategy
for attracting and keeping 
customers.



 

4.2 ASSESSMENT
 

RETEACH
Using a sample business idea, 
have students define the steps 
to be taken to conduct primary
market research and the type
of information that would be 
gathered from the research.

 

ENRICH
Obtain an actual written 
marketing plan from a local 
business to share with the 
class and/or have the local 
entrepreneur field questions 
regarding the marketing plan.

 

ASSESS
Ask students to describe what

 
 
 

Think Critically
 
1. What are the limitations of primary market research?

Primary market research can be costly and time-consuming, and it must be carefully
 

analyzed so that incorrect decisions are not made.
 
 
 
 
2. Describe the six steps of market research in your own words.

Define the questions, determine the data needed, collect the data, analyze the data, take

action, and evaluate the results

makes a good questionnaire.
 

CLOSE
Ask students to list the six
steps of market research and 
the different approaches for 
gathering data.

 

Make Academic Connections
Answers

3. What makes a good questionnaire?
A questionnaire should be short and to the point. Questions should be clear and easy to 

answer, and only the most important questions should appear.

5. Students should apply all six
steps: Define the questions, 
determine the data ne

eded, collect the data, analyze
the data, take action, and 
evaluate the results.

6. Answers will vary but might
include questions about
other in-home services, use

4. What is the relationship between short-, medium-, and long-term goals? 
Short-term goals should be consistent with and lead to fulfillment of medium-term goals 

which, in turn, help lead to fulfillment of long-term goals.

of other pet services, and
number of days out of town 
in a year.

7. Answers will vary depending 
on the business selected. 
Be sure students write
short-term (one year), 
medium-term (two to five 
years), and long-term goals 
(beyond five years).

Make Academic Connections
 

5. Problem Solving Suppose your family-owned business processes and sells 
orange juice to food distributors. In order to grow, the business needs to add 
to its product line. On one page, discuss how to apply the six market research 
steps to help determine an additional product your business could offer.

6. Communication Write four more questions that the owner of the dog-
walking business could have included in her survey shown on page 97. Also 
write why you think it would have benefited the business owner to ask these 
questions of her target market.

7. Management Choose one of the following businesses: Mexican restau-
rant, organic food store, advertising agency, or home improvement company.
List short-, medium-, and long-term goals for the business.
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