
Business Operations Consultant 
Marketing Plan 

 

Marketing Vision 
Our expertise has become well known in a very quiet manner. People are very 

aware of what we do and our referral partners continue to create our opportunities. 

We intend to become more active in other areas through trade association speaking 

and Internet content marketing. 

This should lead us into doing more assessments in the early stages of a business 

crisis. Accountants seldom share these clients with us but, through educational 

marketing material, we feel that our growth will be very much determined by the 

relationships we build in this area. 

    

1.1 Gap Dashboard 
Our metrics consist of building relationships. Our ultimate goal is to do assessments 

earlier in the process of a downturn. Our referral partners and end-customers must 

be educated about the early signs of trouble and what an operation assessment can 

do for them. Accountants must not feel that they are giving up any part of their 

income or customer dependency by including us in this process. 

 

Gap Dashboard 

 Year 1 Year 2 Year 3 

Business Goals    

Whitepapers 12 12 12 

Lunches with Referral 

Partners 
58 60 60 

    



Tactical    

Speaking engagements 7 8 10 

Blog postings per month 222 275 325 

    

Strategic    

Web traffic per month 8,025 10,000 15,000 

 

Ideal Customer 
My ideal customer has a privately-owned company which has had negative 

profitability for a period of time, typically more than 18 months, or they have a 

recently-started company which may never have achieved profitability.  

The driver of these losses is often accompanied by reduced market share, quality 

issues and employee morale. The reality is that, even with an infusion of 

capital which is difficult if not impossible to get, without intervention into how the 

company is being managed they are most likely to fail. If the owner still believes a 

capital infusion will correct their problem, they are not a likely candidate.  

 

Remarkable Difference 
As a turnaround specialist, I have worked with small businesses of many types. My 

experience has provided unique insights on why businesses fail or simply stagnate. I 

have that rare mix of practical operational experience with the ability to generate 

sales and, as a result, cure and show progress to cure the loan holder's concerns 

over increasing risk. My combined sales and marketing knowledge, 

organizational/project management skills and business background get me “up to 

speed” quickly. This means that we can implement many of the programs you may 

need with a limited budget. I am a “Systems” planner with a very thorough 

understanding of process mapping, project management, outsourcing and a variety 

of other disciplines. I believe strongly in developing a systems approach as we tackle 

issues and make the system work in lieu of relying on individual talents. 



 

Product/Service Innovation 
My prospects have been generated by referrals from accountants, bankers and 

insurance people who have developed a high degree of trust with my end client. This 

allows me to move through my marketing funnel very quickly and efficiently. The 

Know, Like and Trust phases are steps that until recently have been ignored 

because of these relationships.  

The trial stage is a paid assessment that is based on: 

1. Financial Ratio Assessment 

2. Sales and Marketing Evaluation 

3. Operational Assessment 

4. Organizational Assessment 

5. Present Cost Structure 

6. Product Mix Analysis 

7. Future Viability of Product(s) 

8. Cash Flow Projections 

The buy stage occurs after this intensive analysis and report; a meeting is made of 

key players to see if and/or future services are desired. The engagement is then 

proposed, with Objectives clearly defined. 

The repeat stage has been used to create an ongoing consulting fee to run an 

objective assessment, much like the trial phase, on a regular basis. 

The referral phase has been a neglected phase that we wish to expand in our new 

marketing strategies to help build better relationships among the financial 

communities. 

In the present economy, we feel there is a greater need for our services and that our 

experience can be utilized in the earlier declining stages of a company. "Why wait for 

trouble?" will be our tagline to develop awareness with the financial and small-

business community.  

 

Lead Generation Plan 
Advertising: Will be used on a limited basis. Direct mail will be used to encourage 

referrals and to promote a new tag line,"Why wait for trouble?" We will consider 



advertising in select trade magazines if the PR proves it to be an effective target 

market. 

Public Relations: We will create articles and several white papers on what to look 

for in troubled times and the first signs of decline, as a means to promote our 

company. Our vehicle for publishing will be primarily online, and offline will most 

particularly be with the local chamber. 

Referral: Our referral strategy will be to develop win-win workshops with the 

slant,"Why wait for trouble?" We are also looking at other avenues to pursue; most 

financial people are interested in our ability to stop the bleeding and preserve the 

equity in their accounts. By partnering with them,  it leaves them to perform the 

financial side while we handle the balance, and this adds a great tool for them to 

extend their service with their clients. 

 

Lead Conversion Plan 
Our lead conversion plan is very simple. If we can do the assessment, we will be 

successful. Companies that decide not to use us in some manner after the 

assessment is done, typically will not be our best clients anyway. They will not enact 

our complete set of recommendations or they will only do a small part of it. The 

clients must be convinced that they need help and not be "do it yourselfers."   

Our process is to utilize the assessments radar chart that shows their greatest area 

of weakness. We will communicate with the key players, demonstrating the expertise 

in that area the most. 

We will also demonstrate the short window of success they will have due to market 

trends and their financial situation. 

Our company will then offer a service agreement with the customer, at an attractive 

price, to help with the ongoing success of the company. 

Our lead conversion must include having the ability to say no to certain clients that 

we cannot be successful with. This may be difficult if the client came to us through a 

good referral partner. 

 

Service Experience 
Our customer loyalty program has been nonexistent in the past except through 

occasional phone calls. We intend to bring additional value to our customers with 



once-a-month mailings and by developing a website which allows them to 

communicate with us on a regular basis. 

7.1 Loyalty Product/Service Offerings 
Much of our success is based on meeting the objectives that are outlined to our 

customers and only taking jobs that we can be successful with. We owe it to our 

customers to provide a clear outline of what constitutes a finished job and to provide 

a completion report. Typically, we understand the customer's business so well that 

value features can be added after completion at a minimal cost to them. We will look 

for these opportunities so that our relationship is continued.  

We will leave a vehicle of communication open to our customers through our service 

agreement. 

 

Critical Numbers 
The following sub-topics outline our planned sales forecast, marketing expenses and 

key marketing metrics. 

8.1 Sales Forecast 
We project our sales to increase and to add at least one additional client each year. 

Due to the economic condition we feel that assessment will be strong and we can be 

a little selective in choosing our clients. This will help put us into a more successful 

position and command slightly higher fees. 

 

 
 



 
 

Sales Forecast 

 Year 1 Year 2 Year 3 

Sales    

Assessment $32,500 $40,000 $40,000 

Travel $20,000 $25,000 $28,000 

Consulting $117,500 $125,000 $150,000 

Total Sales $170,000 $190,000 $218,000 

    

Direct Cost of Sales Year 1 Year 2 Year 3 

Assessment $12,500 $14,000 $14,000 

Travel $20,000 $25,000 $28,000 

Consulting $12,000 $14,000 $15,000 

Subtotal Direct Cost of 

Sales 
$44,500 $53,000 $57,000 



8.2 Marketing Expense Budget 
We have certain online and off-line programs that we use to maintain our referral 

base. We also attend trade conferences and associations to maintain a presence in 

our area of expertise. 

 

 
 

 
 

Marketing Expense Budget 

 Year 1 Year 2 Year 3 

Advertising $1,350 $1,500 $2,000 

Social Media, Website, Blogging $1,575 $2,000 $2,500 



Associations, Trade $2,200 $2,500 $2,500 

 ------------ ------------ ------------ 

Total Sales and Marketing 

Expenses 
$5,125 $6,000 $7,000 

Percent of Sales 3.01% 3.16% 3.21% 

8.3 Key Marketing Metrics 
We will look at increasing our leads and gathering more assessments, but again will 

be more selective of customers we choose in actually handling the turnaround. If any 

area of the business is to grow, it will be in the assessment area. 

 

Key Marketing Metrics 

 Year 1 Year 2 Year 3 

Revenue $170,000 $190,000 $218,000 

Leads 99 120 130 

Leads Converted 17.08% 15.00% 15.00% 

Avg. 

Transactions/Customer 
1 1 1 

Avg. $/Customer $6,800 $8,500 $9,000 

Referrals 22 25 25 

PR Mentions 8 10 12 

Testimonials 8 12 15 

Other 0 0 0 



Appendix 
 

Sales Forecast 

  
Month 

1 

Month 

2 
Month 3 

Month 

4 

Month 

5 
Month 6 

Month 

7 

Month 

8 
Month 9 

Month 

10 

Sales            

Assessment 20% $2,500 $0 $5,000 $2,500 $2,500 $5,000 $0 $0 $5,000 $5,000

Travel 12% $2,000 $1,750 $2,250 $2,000 $1,000 $1,000 $2,500 $2,500 $2,000 $1,000

Consulting 68% $5,000 $5,000 $25,000 $5,000 $5,000 $25,000 $5,000 $2,500 $5,000 $5,000

Total Sales  $9,500 $6,750 $32,250 $9,500 $8,500 $31,000 $7,500 $5,000 $12,000 $11,000

            

Direct Cost 

of Sales 
 

Month 

1 

Month 

2 
Month 3 

Month 

4 

Month 

5 
Month 6 

Month 

7 

Month 

8 
Month 9 

Month 

10 

Assessment  $1,000 $500 $1,500 $1,000 $1,000 $1,500 $500 $500 $1,500 $1,500

Travel  $2,000 $1,750 $2,250 $2,000 $1,000 $1,000 $2,500 $2,500 $2,000 $1,000

Consulting  $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000 $1,000

Subtotal 

Direct Cost 

of Sales 

 $4,000 $3,250 $4,750 $4,000 $3,000 $3,500 $4,000 $4,000 $4,500 $3,500

 

Marketing Expense Budget 

  
Month 

1 

Month 

2 

Month 

3 

Month 

4 

Month 

5 

Month 

6 

Month 

7 

Month 

8 

Month 

9 

Month 

10 

Month 

11 

Month 

12 



Advertising  $250 $100 $100 $100 $100 $100 $100 $100 $100 $100 $100 $100

Social 

Media, 

Website, 

Blogging 

 $125 $125 $200 $125 $125 $125 $125 $125 $125 $125 $125 $125

Associations, 

Trade 
 $250 $250 $0 $0 $500 $0 $0 $100 $100 $750 $0 $250

  
--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

--------

---- 

Total Sales 

and 

Marketing 

Expenses 

 $625 $475 $300 $225 $725 $225 $225 $325 $325 $975 $225 $475

Percent of 

Sales 
 6.58% 7.04% 0.93% 2.37% 8.53% 0.73% 3.00% 6.50% 2.71% 8.86% 2.65% 1.67%

 

Key Marketing Metrics 

  
Month 

1 

Month 

2 
Month 3 

Month 

4 

Month 

5 
Month 6 

Month 

7 

Month 

8 
Month 9

Revenue  $9,500 $6,750 $32,250 $9,500 $8,500 $31,000 $7,500 $5,000 $12,000

Leads  10 8 8 6 7 10 5 5 8 

Leads Converted  25.00% 20.00% 25.00% 25.00% 20.00% 20.00% 10.00% 10.00% 10.00%

Avg. 

Transactions/Customer 
 1 1 1 1 1 1 1 1 1 



Avg. $/Customer  $6,800 $6,800 $6,800 $6,800 $6,800 $6,800 $6,800 $6,800 $6,800

Referrals  1 1 1 1 1 11 1 1 1 

PR Mentions  0 1 1 0 0 2 1 0 1 

Testimonials  0 1 1 1 0 0 1 0 1 

Other  0 0 0 0 0 0 0 0 0 

 



 

Gap Dashboard 

  
Month 

1 

Month 

2 

Month 

3 

Month 

4 

Month 

5 

Month 

6 

Month 

7 

Month 

8 

Month 

9 

Month 

10 

Month 

11 

Month 

12 

Business 

Goals 
             

Whitepapers  1 1 1 1 1 1 1 1 1 1 1 1 

Lunches with 

Referral 

Partners 

 4 4 4 6 6 6 6 6 4 4 4 4 

              

Tactical              

Speaking 

engagements 
 0 0 1 0 0 0 1 0 2 1 2 0 

Blog postings 

per month 
 8 12 12 18 18 18 20 22 22 24 24 24 

              

Strategic              

Web traffic 

per month 
 100 125 100 200 300 500 600 700 900 1,000 1,500 2,000

 


