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One of the most powerful strategic®
plann-ing tools a business can possess is a
marketing plan. Here is not referring to an
academic exercise found in college marketing
textbooks. Your marketing plan should be a
simple (in some cases, one-page) document
that spe-cifically answers who you are, what
you do, who needs what you do and how you
plan to attract their attention. it's a combi-
nation of the planning process and the
completed action plan.

Follow these seven simple steps to build
the perfect marketing plan:

Step 1:
to describe your ideal

Narrow your market focus. Try
customer in the
narrowest and most detailed terms possible,
as though you're describing him or her to a
referral @( £3&) source.

Step 2: Position your business. Figure out
what you do best and what your target market
wants. Maybe it's how you serve a nich (IR 55
%) or package your products. If you don’t know

what it is, call up three or four of your clients
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and ask them why they buy from you. Craft® a
core marketing message that allows you to
quickly differentiate® your business.

Step 3: Create education-based mark-
eting materials. Recreate all your marketing
materials, including your website, to focus on
education. Make certain every word in your
marketing materials speaks of your core
messages and to your target market.

Step 4: Never cold call. Make sure all your
advertising is geared toward creating pros-
pects, not customers. You must find ways to
educate before you sell. Your target market
needs to learn how you provide value in a way
that makes them want to pay a premium® for
your services or products. You simply can’t do
this in a 3-inch-by-4-inch ad. Your ad must get
viewers to ask for more information. Then you
can proceed to selling. Determine all the ways
you can get your education-based messages
in front of your narrowly defined target
market.

Step 5: Earn media attention. Create a
list of journalists who cover your industry or
community, and build relationships with each
by becoming a reliable resource of inform-
ation. Plan out an entire year of new items
you can promote by season or event.

Step 6: Expect referrals. Create a referral
marketing engine that systematically® turns each
client and referral network into a kind of unpaid
sales pro. You must instill a referral marketing
mind-set into your business’s culture. Do this by
making every customer a marketing and referral
contact. Map every contact and build processes

that focus on referrals.
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Step 7: Live by a calendar. After you
complete steps 1 through 6, determine what
you need to do to put them into action. Then
create an annual@ marketing calendar, noting
the required monthly, weekly and daily appo-

intments necessary to move your plan forward.

g,

B RITUNE. HEIRTRT 1~
6B 2ZE. IMBBERENQTRENLET
. REW—HEHEIT, THEBR.B
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1. Your marketing plan should be a simple (in some cases,one-page) document that specifically

answers who you are, what you do, who needs what you do and how you plan to attract their

attention.

@47 . A %) T4 Your marketing plan should be a simple document. that f& [ ¥ ¥ 43 J&
document [ & 15 M A . 12 A B SR ALEE T YA I 5 Y 44 1) P R4

2. Create a list of journalists who cover your industry or community ,and build relation ships with

each by becoming a reliable resource of information.
BT . A< 4] = T 4 Create a list of ournalists,and build relationships with each by becoming a
reliable resource of information., A<4i) J& i and i 42 %) 3§ 41 19 W5 4~ #7 fi 41 . who cover your

industry or community J& journalists (1Y 7€ 15 M 4] .

1. What should a good marketing plan be like, according to the passage?

[A] It is an academic and complex document.
p

[B] It should follow the college marketing textbook.

[C] it's all about the ways to attract your target market.

[D] It should include planning process and the completed action plan.

2.How can you position your business?

[A] Make a cold call to know about what your clients need.

[B] Make use of your advantages and find out what your clients need.

[C] Follow other successful companies’ plan and try to learn something from them.

[D] Instill the strong points of your products into your clients’ mind.

3. Which of the following is TRUE about the education-based marketing?

[ A] You take on the role of a salesperson and deliver a sales message to your target market.

[B] You take on the role of a consultant and tell clients about their problems and the solutions

you can provide.

[C] You need to provide them with good education opportunities if the clients decide to buy

your products.

[D] You must make sure that the education-based marketing materials must come from

marketing text books.
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4. What is the function of your business advertisement?
[A] To tell the viewers everything about your products in order to attract them to buy them.
[B] To tell the viewers how to pay for the services and products.
[C] To tell the viewers something about your products in order to encourage their curiosity.
[D] To encourage the viewers to buy your products as much as possible.
5. Which of the following statements is TRUE according to the passage?
[ A A successful businessman should turn every client into a referral contact.
[B] A businessman should pay nothing for client and referral network.
[C] A successful businessman should pay more attention to step 7 than step 1—6.

[D] A businessman should realize journalists are not as important as clients in advertising.

T,

1.[D] dFsc4i 15 ., iy BT 5% # i7] marketing plan 5E i 3 45 — BE 2% — % P4 41) : Here is not
referring to an academic exercise found in college marketing textbooks. Your marketing plan
should be a simple (in some cases,one-page)document. . . It's a combination of the planning
process and the completed action plan. 7] %1, 1% BL48 1 I A S 76 K0 58 85 iR A Ll
B 2E AR R 2T, T8 A RN R s B T O B R — T 4Kk BT LA e % T R By —
Bt RIS RMBETIT RS AK, D SR -, HIEH. A“ER—H
FARVER I H A A 47 B R A R BT A A R XA RO — A,
HAS AT A HEA

2. (B HE R 5 Wy, Hy 8T 56 4k 1) position your business 52 {37 1| 45 P4 B 0] %1, 5% A B 1R 4R
BRI 5 AR B A B X R R . WERIRA BB A RAT AFED 38k 4 (i),
[fa] P At AT T A A SRR 7 o A B — 3 0 B B SO AR T LR R A 2 A F
L Mo 2 w9 DO BT AE . 5 BE R AR IR AR BRI & P IO T B2 5 L SCH A5, M IE#
B ATRLE MRS U5 SO Step 4 ANFF L T H SCEM A R RS R UK T HE
Fih 3 5 G BB A 1800 Al (R A 1) Al AT 27 2 7 R D™ 1) AR 1) % 7 O B R B 7 o O A
TE SRR 3 B, B HEBR

3.[B] gy B, T 5k 8t i the education-based marketing & {7 3| 48 L Bt 45 — &)
Recreate all your marketing materials. including your website.to focus on education. 1] 4l , B
15 LA S Ok B Ak ) B AR OB SO I A B AR AR AR R T, SR S RE S B L
BB R A7 8 — P A A VR AR B P AT )RR T DR R RS
JESCRA 51 o Sl — B, e Al .l G T HEBR AR — A R B R
SAL B AR E 77 CUMURAR 5 1 R KR 00 7 i o AR 05 B 20 b D 4 36 L B i 2 T ML
27 DR AR E AR K BRI K B 113 8 9 00 BB R R SO AR AR, AT HEBR .

4. [C] dr524n v B, M ¢ 8t i) business advertisement & fi7 345 S B 45 = U4 Your
target market needs to learn how you provide value in a way. . . must get viewers to ask for
more information. W] 1, 4% 1) 475 15 X 52 5 B A VRSB 4 Lk A 0] AR R R AL B IR 45 R S
gk, PRI HEBLANLEMAG N 2 THELZERNT R, 8 CEFRHE P LT
PRI i A5 B LA M T TAQ 22 1 i s 2 I AP a7 07 A5 A S0 . A TRIRIN R 1 6 TR
77 s ) — DD R W 5 A AT T B 4 R R 9 & P ] S A DB IR AR i & P T RE £ 1 K
AE VRGP a3 5 B SCASRF S SR HERR .
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5.[A] FHScgnd5 8. 4\ B4 — 4] Create a referral marketing engine that systematically
turns each client and referral network into a kind of unpaid sales pro. A] 1, W i & v7. — F i
FEA R B L B AT LA R G A B — A & A 2 ) I g AR A R — A o AR R A
7R, H A — AR B RN 1 B A AR P AR AR R — e B O 0 5 RO AT .
HEBR B —AN R ZN B89 BT AR % R & R 4 =X 4% A AT o] AR 0 5 SR B R A
A R T B PR AR LA, X S A P A B R R CF AN T B R R TE B AR T
B EMIAR 1~6 5 745 i A & & P R0 & 1E BB, i D — AN B3 i i A B
BRI B ZEHE R BT A AR N AR R O E R P B AR ICE B BT W HERR .
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1 3% 5 44 (Marketing) XN T %% G AT s sl AT 8 2. IR B 8. 618 W FAIE“ 1T
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