
Marketing plan 
basics



Thank you to our 
supporters



Webinar reminders
You can hear us, we cannot hear you!

Can’t hear?

Try turning up your volume

Call in by phone or use your computer headphones

Have a question? 

Use the chat box, any time. Will have time at the end and after the webinar. 

Downloads

Slide Presentation, other materials and webinar recording will be 

available on Ontario Presents site in one week



We are so glad you are here!
This is the last webinar for Digital Marketing for Arts Presenters.

You can access the previous three webinars anytime, as they are archived on the Ontario Presents 
website. 

Ask me any questions anytime via email at:

jfossitt@cityofkingston.ca 

or on Twitter @juliefossitt

or Instagram @juliefossitt



Welcome to our special guest
Karen Scott-Gagné
Analytics & Special Projects
Marketing and Communications Unit, 
Recreation, Cultural & Facility Services, City of Ottawa

karen.scott-gagne@ottawa.ca



Please introduce yourself
Please enter your name, position and geographic location in the chat box at this time. Knowing our 
audience will help us throughout our webinar. 



Agenda for today
1. Before you begin
2. Know your audience
3. The 5 Ws
4. Goals vs. objectives
4. Components of your integrated plan
5. Writing a show / event plan
6. Questions
7. Survey



Poll
Do you have a marketing plan? Yes/ No



“

Before you begin…



Ready Set Go!



“

If I had an hour to solve a problem and my life depended on it, I 
would use the first 55 minutes determining the proper question to 
ask, for once I know the proper question, solving the problem is 

easy.” 

- Albert Einstein



Know your audience

?



?



Ready Set Go!



The 5 Ws
Planning your Plan

?



Questions to ask yourself

◉ What is our goal?
◉ What target audience can help us meet our goal?
◉ What valuable experience can we deliver?
◉ What makes our approach to delivering this value 

differently? What are we saying that’s different?



Goals vs. objectives
Are you SMART?



◉Goals are broad things that 
you want to achieve - often 
from your mission statement
◉Objectives should provide 
concrete steps to move you 
towards high level goals, be 
measurable, and be time bound

1) SMART Goals 

S – specific (tasks, outcomes 
and groups)
M – measurable (ability to 
measure outcome)
A – attainable (realistic, 
reachable)
R – relevant (directly related to 
higher level goals)
T – timebound (has end dates)



Components of a 
marketing 
communications plan
Your template



“

Source: Ajay K. Sirsi: Marketing: A Roadmap to Success



◉Key issues to be addressed by the 
marketing communications plan 
◉ Key marketing communications 
strategies in place to address key 
issues 
◉ Key expected outcomes for your 
organization

2) Market analysis

S

TO

W



◉Are you segmenting your audience to create 
different target markets?

Poll



◉What customer segments do we serve? 
◉What do those segments look like – personas
◉What are the current and future needs of our 
customers?
◉Are our customers satisfied?

3) Customer analysis



What does our customer look like?



◉Strengths and weaknesses of 
business to respond to 
opportunities and threats
◉Analysis of past marketing 
communications effort 
◉What we did right last year 
◉What we did wrong 

4) Key Issues Analysis
◉Key lessons learned and 
implications for this year’s 
marketing communications plan 
◉Analysis of last year’s marketing 
communications strategy: what gaps 
exist in our strategy and 
implementation? 
◉Which marketing communications 
strategies from last year should we 
keep? 



◉Marketing communications objectives:
◉Brand awareness – Hi, I exist!
◉Brand identity – This is who I am
◉Brand equity – I am a trusted organization
◉Event marketing – Buy a ticket to this great show!
◉Other objectives

5) Objectives to be achieved



Ready Set Go!



◉Market segments selected and targeted – who are you talking to?
◉Product benefits and customer value created – why should someone 
bother?
◉Product positioning (how different from competition) 
◉Brand strategies 

6) Marketing Communications Strategies 



◉For each item identified in the previous section outline: 
◉What will be done (tactics) 
◉When will it be done (timeline) 
◉Who will do it (person or functional responsibility) 
◉What help will be needed (resources) 
◉Contingency plans in event of blockage of marketing communications 
plan 

7) Marketing Communications Plan Implementation 



◉Revenue and profit impact of marketing communications strategies 
◉Return on investment (ROI) – how much does it cost to get a bum in 
a seat?

8) Key Outcomes



◉How much does each tactic cost?

9) Budget



For key marketing communications objectives, identify: 
◉Goals to be achieved by period 
◉Information needed to track goals 
◉What mechanisms will be in place to test marketing plan assumptions, track 
progress toward goals, and make corrective changes? 

10) Marketing Communications Plan Control 



Writing a show or 
event plan

•Goals

•Target Audience

•Offer

•Media Buy

•Workplan

•Metrics



◉For each item identified in the previous section outline: 
◉What will be done (tactics) 
◉When will it be done (timeline) 
◉Who will do it (person or functional responsibility) 
◉What help will be needed (resources) 
◉Contingency plans in event of blockage of marketing communications 
plan 

7) Marketing Communications Plan Implementation 







Metrics

Percent Capacity Sold:

# of tickets sold
_______________________________________

# of tickets available

Per Capita Revenue:

Revenue from event
___________________________________________________

Number of tickets/admissions

ROIs or ROAs
or both?



Any questions ?

Thanks!



Please fill our our feedback 
survey 
at https://www.surveymonkey.
com/r/DTBCMM9

Now it’s your turn!


