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1. Executive Summary
This section provides a high-level overview of the goals for the year, including key
initiatives, target market focus, and anticipated growth areas.
e Goal: Increase sales of [Services/Products] by [X]% in [Year] through targeted
business development, marketing, and partnerships
o Breakdown by each services/product offering
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¢ Annual Revenue Target:

Key areas of focus to strengthen and grow relationships
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2. Market Analysis

A detailed review of the market landscape, competition, and opportunities.
e Target Market:

Top ldeal Clients
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e Market/ Industry Trends:

e Competitive Landscape: [key competitors, trends, and differentiators]
e Geographic Focus:



3. Key Biz Dev and Marketing Objectives & Metrics

Objective Target KPI Goals

Expand market presence Grow in [Region A, B, C] [X] New Opportunities

Strengthen existing client

partnerships Renewal Rate

Launch new features/
programs/offerings

Ave Contract Value

Increase

brand awareness Adoption Rate

Strategic Partnerships

4. Business Development Strategy

4.1. Client Acquisition and Lead Generation
e |deal Target Audience(s):
e Tactics:
o A
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4.2. Relationship Building: Client Retention and Expansion
e Tactics:
o A

o

o

B
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4.3. Strategic Partnerships
e Tactics:
o A

o

o

B
C
D
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4.3. Strategic Partnerships
e Tactics:
o A

o B
o C
o D

5. Marketing and Brand Awareness
e (Content Strategy:

e Events & Conferences:

e Social Media:

e Referral Program:

e Community Engagement:

¢ Giveback/Philanthropic:

6. Sales Strategy and Approach
6.1. Sales Team Development
e A
e B
e C
6.2. Sales Process
e Areas of excellence
o A
o B
e Areas of opportunity
o A
o B

7. Community Engagement
Goal(s)

Tactics:
o A
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8. Budget & Allocation

The average annual marketing spend for a B2B professional services companies
typically ranges between 7-12% of annual revenue. However, for companies in growth
phases, it can be on the higher end of that range, or even slightly above, whereas
established companies might spend less. This percentage can vary based on factors
like the company's size, market competitiveness, and growth goals.

Overall Business Development Budget $[X] for [Year]

Budget allocation required to execute the strategy, including:

e Marketing Budget: [X]% for digital marketing, website, content creation, ads etc.
Marketing/Biz Dev: Events and conferences
Sales Team Needs: [X]% for hiring, training, and commission structure.
Sales & Marketing Technology/Tools: [X]% Investment in CRM systems, marketing
automation tools, and lead tracking software, ect.

9. Timeline & Milestones

Quarter Milestone Deliverable
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10. Risk Assessment and Mitigation
|dentify potential risks and strategies for mitigation.
e Risk 1:
o Mitigation:
e Risk 2:
o Mitigation:
e Risk3
o Mitigation

11.Next Steps
1. Team Alighment & Communication
e Hold an internal strategy session to align all teams (sales, marketing, client services)
on key objectives, KPIs, and timelines.
2. Detailed Action Planning
e Break down the strategy into quarterly and monthly plans, with specific campaigns,
partnerships, and content initiatives.
3. Resource Allocation & Budgeting
e Finalize budget allocation for each initiative, including events, content marketing,
partnerships, and tools.
4. Set Up Tracking & Analytics
e Implement tracking systems (CRM, spreadsheets) to monitor KPIs, sales pipeline,
and campaign effectiveness.
5. Campaign Planning and Launches
e Develop comprehensive campaigns aligned with business development strategy
and goals campaigns
¢ Roll out quick-win initiatives for retention and growth
6. Review & Optimize
e Establish a schedule for regular check-ins (monthly, quarterly) to review progress,
optimize strategies, and adjust as needed.
7. Client & Stakeholder Communication
¢ Inform existing clients and partners about new initiatives, opportunities for
collaboration, and ways to participate in growth.
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