“Creative” Activity Action Sheet

Do not write it down unless you will act on it!

It takes consistency: a minimum of 3 to 6 months for it to work!
Marketing Concept: 
   


Campaign Name: _________________


____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 

Medium:

________________________________________________________________________________________________________ 

Research and Development:

________________________________________________________________________________________________________________________________________________________________________________________________________________

Marketing Schedule:

________________________________________________________________________________________________________

Measurement:  

________________________________________________________________________________________________________

CO-OP Partners:

________________________________________________________________________________________________________

Budget:  $________________

Creative Strategy Alignment:  ______

Marketing Mediums

1.   _______________

2.   _______________

3.   _______________

4.   _______________

5.   _______________

6.   _______________

7.   _______________

8.   _______________

9.   _______________

10. _______________

11. _______________

12. _______________

13. _______________

14. _______________

15. _______________

16. _______________

MARKETING PLAN

The _________________ is committed to the long term success and growth of our business through the use of a multifaceted marketing plan that is designed to make individuals, families and businesses see our agency and staff as “Insurance Consultants” or as the “Insurance Guys / Gals”.  We will be positioned so that we are first of mind when a consumer has a life event that requires insurance or financial services.  We will achieve awareness by consistently keeping our message in front of our target audience making them believe they can achieve peace of mind by doing business with us.  We will focus our efforts on up and coming singles, multiple need families, high net worth households and main street businesses within a five-mile radius of our office.  Our marketing weapons of choice are:


1.





2.


3.





4.


5.





6.


7.





8.


9.





10.


11.





12.


13.





14.


15.





16.

Our niche market is to find consumers in our target groups who see that we are different and understand our value proposition of educating them about all of their exposures while helping them grow and protect their assets.  We will be identified as the best and most sought after provider of insurance and financial products in our target geographic markets.  We are committed to consistently spending _________ percent of our total commission revenue to fund our marketing plan. 

12 Month 

Marketing Calendar

The Only Way to Achieve Results is to Implement Timely 

“The Greatest stumbling block”

Source:  Guerrilla Marketing by: Jay Conrad Levinson

To understand marketing commitment, think of the following list, each time you design and implement a new marketing program.

1. The first time a man looks at an ad, he does not see it.

2. The second time, he does not notice it.

3. The third time, he is conscious of its existence.

4. The fourth time, he faintly remembers having seen it.

5. The fifth time, he reads the ad.

6. The sixth time, he turns up his nose at it.

7. The seventh time, he reads it through and says, “Oh brother”!

8. The eighth time, he says, “Here is that confounded thing again!”

9. The ninth time, he wonders if it amounts to anything.

10.   The tenth time, he will ask his neighbor if he has tried it.

11.   The eleventh time, he wonders how the advertiser makes it pay.

12.   The twelfth time, he thinks it must be a good thing. 

13.   The thirteenth time, he thinks it might be worth something.

14.   The fourteenth time, he remembers that he wanted such a thing for a long time.

15.   The fifteenth time, he is tantalized because he cannot afford to buy it.

16.   The sixteenth time, he thinks he will buy it someday.

17.   The seventeenth time, he makes a memorandum of it.

18.   The eighteenth time, he sears at his poverty

19.   The nineteenth time, he counts his money carefully.

20.   The twentieth time, he sees the ad, buys the article or instructs his wife to do so.

Creative Strategy Statement

We will educate current and prospective clients at every moment of truth that they are under a false sense of security concerning their world.  By giving trusted advice and personalized quality service we will help our clients protect their lifestyles, enable their dreams and secure their futures, all in an effort to provide what’s most important:  Peace of Mind.  

Remember:  “Everything is marketing!”

Source:  Guerrilla Marketing by: Jay Conrad Levinson
Does the piece, process or presentation state our benefits as believably as possible?

Does the piece, process or presentation get peoples attention?

Does the piece, process or presentation have a strong call to action?

Does the piece, process or presentation communicate (100%) clearly?

Does the piece, process or presentation fulfill your creative strategy?

