
Marketing takes time, money, and lots of preparation. One of the best ways to prepare 

yourself is to develop a solid marketing plan. A strong marketing plan will ensure 

you’re not only sticking to your schedule, but that you’re spending your marketing 

funds wisely and appropriately. 

 

What can a Marketing Plan do for Your Small Business? 

A marketing plan 

includes every-

thing from under-

standing your tar-

get market and 

your competitive 

position in that 

market, to how 

you intend to 

reach that market 

(your tactics) and 

differentiate your-

self from your 

competition in 

order to make a 

sale. 

 

Your small business marketing budget should be a component of your marketing plan. 

Essentially, it will outline the costs of how you are going to achieve your marketing 

goals within a certain timeframe. 

 

If you don't have the funds to hire a marketing firm or even staff a position in-house, 

there are resources available to guide you through the process of writing a marketing 

plan and developing a market budget. 

 

Bend Your Budget When Necessary and Keep an Eye on ROI 

Once you have developed your marketing budget, it doesn’t mean that it’s set in stone. 

There may be times when you need to throw in another unplanned marketing tactic -- 

such as hosting an event or creating a newspaper ad -- to help you reach your market 

more effectively. 

 

Ultimately, it’s more important to determine whether sticking to your budget is help-

ing you achieve your marketing goals and bringing you a return on investment (ROI) 

than to adhere to a rigid and fixed budget. 

 

That's why it's important to include a plan for measuring your spend. Consider what 

impact certain marketing activities have had on your revenues during a fixed period, 

such as a business quarter, compared to another time period when you focused your 

efforts on other tactics. Consider the tactics that worked as well as those that didn’t 

work. You don't have to cut the tactics that didn't work, but you should assess whether 

you need to give them more time to work or whether the funds are best redirected else-

where. 

 

 

Developing a Marketing Plan 
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Small Farms Research Center, Alabama A&M University                 

 4900 Meridian Street                                                                                 

James I. Dawson Building,  Room 219                                                             

Normal,  AL     35762 

Small Farms Research Center Background. The Small Farms Re-

search Center was developed to assist small farmers  with limited re-

sources  in Alabama’s  underserved communities. The center was first 

developed in  2000 to assist  minorities, especially women, African 

Americans and underserved individuals improve  their farm manage-

ment  practices, given ones condition and resources. The mission of  

the Center and the Small Farmers Outreach program is to assist all 

small and limited resources farms effectively deal with risk manage-

ment and food safety issues and provide them with informational ses-

sions.  The Center has also expanded its outreach efforts to meet the 

needs of entrepreneurs and businessman. The center is located at Ala-

bama A&M University in the Dawson Building. The center specializes 

in  following areas      

    
 Marketing  and Business Plans                   -Record keeping and Loan Application                                                                               

-Identify alternative enterprises                      -Personal  Management                                  
-Legal Issues                                                    -Finances                                                                                                                             

-International Business and Procurement          -Accounting Issues                                          

-Taxes                        -Business Development                                     
-Conducting seminars on Government programs and other issues       

 

For more information about us give us a call at (256) 372-4970 and 

1-866-858-4970. 

Website: www.aamu.edu/smallfarmers 

Granted, some tactics are hard to measure -- such 

as the efficacy of print collateral (brochures, sales 

sheets, etc.), but you need to consider the impact 

of not having these branding staples in your mar-

ket tool kit before you reign in your graphic de-

sign and print funds. 

 

Marketing plans should be maintained on an an-

nual basis, at a minimum. But if you launch a 

new product or service, take time to revisit your 

original plan or develop a separate campaign plan 

that you can add to your main plan as an adden-

dum. 

 

At the end of the day, the time spent developing 

your marketing plan, is time well spent because it 

defines how you connect with your customers. 

And that's an investment worth making. 

 

Additional Resources 

SBA's Online Learning Center offers several resources to learn about marketing your business. 

 https://www.sba.gov/content/developing-marketing-plan 

 

http://www.sba.gov/tools/sba-learning-center/search/everything/marketing
https://www.sba.gov/content/developing-marketing-plan

