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[bookmark: _Toc39834122]Executive Summary

· The business that have been chosen for the purpose of this report has been Rope and Sling Specialists, a provider of heavy lifting equipment, products and services. Based in six locations around the UK they have attracted many customers and retained their loyalty.

· To create a marketing plan, the SOSTAC planning framework has been used. This framework has six sections each, split up into situational analysis, objectives, strategy, tactics, actions and control.

· The background of the organisation has been given, followed by a short SWOT and PEST analysis in the situational analysis section. This has been done to be able to see where Rope and Sling Specialists strengths lie and what their weaknesses are. Other factors have been discussed and these is used to create logical objectives to allow the business to grow.

· Following the objectives, the strategy and the tactics have been talked through. The strategy has been completed using STP, covering segmentation, who the target market is and the positioning of where the brand is. The marketing mix has been used to complete the Tactics and also a content plan has been established, addressing which social media platforms will be used for what.

· Actions has touched on the necessary training and resources that will need to be completed and available in order for the plan to be put into place. Finally, the last stage of the SOSTAC framework, Control, has delved into what type of KPI’s will need to be monitored in order to clearly understand whether the company are moving towards completing the objectives set.
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1. [bookmark: _Toc39834123]Introduction

1.1. [bookmark: _Toc39834124]SOSTAC

‘SOSTAC’ is a marketing planning model that was created by Paul Smith. The model is widely used and also voted in the top three business models of all time (PR Smith, 2016). The model is comprised of six stages, the first being the situational analysis, which includes a customer insight and SWOT analysis. Objectives asks the question of ‘where do we want to be?’ and will be set by using the ‘5 S’s’. The strategy section is for how the company are going to fulfil their objectives. Tactics will cover the specifics and will include the marketing mix. The action stage will explain how the framework will be brought to life, putting it to action. Finally, the control stage will look at how the company will monitor and measure the objectives that have been set. (Swan, 2019)


[image: What is the SOSTAC methodology? All you need to know]
1‑1 - The SOSTAC Model (Dave Chaffey, 2012)



1.2. [bookmark: _Toc39834125]Background of Organisation

The organisation that will be used for this report will be Rope and Sling Specialists, a provider of heavy lifting equipment, manufacturer of wire rope and on-site inspection services. They are one of the largest independent companies in the lifting industry (RSS, 2020). Their head office is based in Pyle and has five other locations, strategically placed around the nation with two in London and one in Warrington, Rotherham and Grangemouth. (RSS, 2020)
Rope and Sling do have an online presence, with their own website and also have social media accounts on Facebook, LinkedIn, Twitter and Instagram. They also advertise in sector related magazines and take part in trade shows to create new relationships and business. 

[image: ]
1‑2 – Rope and Sling Specialists magazine advertisements. 
[image: ]
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1‑3 - Rope and Sling Specialists Trade Show stand
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2. [bookmark: _Toc39834126]Situational Analysis

2.1. [bookmark: _Toc39834127]SWOT

The SWOT analysis is the approach to assessing the strategic position of a business, and looks at the Strengths and Weaknesses, which are internal, and also looks at the Opportunities and Threats, which are external (Jobber, 2010).

2.1.1. [bookmark: _Toc39834128]Strengths

Rope and Sling have established good relationships with their customers resulting with high levels of repeat business with other companies. Their services are of high quality and are available for a competitive price. Being a company that specialises in the lifting industry, they are a company in a niche market with all the necessary accreditations from various bodies in the industry. (RSS, 2020)

2.1.2. [bookmark: _Toc39834129]Weaknesses

Their weaknesses start at the lack of internal communication between depots and technology is becoming outdated. There is also a lack of marketing expertise in the company, with no strategy in place to propel the company forward. 

2.1.3. [bookmark: _Toc39834130]Opportunities

There are opportunities for Rope and Sling, with the recent pandemic many companies have been forced to temporarily close down, which gives an opportunity to the company to show they are still running and maintaining their services to a high level. 

2.1.4. [bookmark: _Toc39834131]Threats

The pandemic could pose a threat, due to companies closing there is less work available to complete. This could result in the company losing profit and may struggle to balance their income and expenses. 

2.2. [bookmark: _Toc39834132]PEST

The PEST analysis is the analysis on the Political, Economic, Socio-cultural and technological environments that may affect the business (Jobber, 2010, p. 98). 

2.2.1. [bookmark: _Toc39834133]Political

Political factors may include changes in trade, due to the recent outbreak of COVID-19 which may make countries put restrictions on trade, and this could result in the UK becoming more independent. 
2.2.2. [bookmark: _Toc39834134]Economic

In terms of economic factors, many businesses may close down due to the slow business surrounding the virus. Rope and Sling are currently still running as normal but have seen business slowing down in recent months. Unemployment rates may increase even though the government is helping to pay 80% of wages for companies. 

2.2.3. [bookmark: _Toc39834135]Socio-cultural

Social factors that may affect the business is the customers. Rope and Sling create strong relationships through frequent contact with their customers through phone calls or meet up to spend time together to socialise. Customers will not be able to meet up during the current events and if Rope and Sling to not keep up with their customers, they may lose trust in them.

2.2.4. [bookmark: _Toc39834136]Technology

Technology is constantly evolving at a fast pace (Dell, 2018). Hardware and software upgrades are frequent, and trends such as video calls are rising seeing a new way to communicate remotely (Herrington, 2008).

2.3. [bookmark: _Toc39834137]Customer Insights

The customers that Rope and Sling target are other businesses and the individuals are usually male and 35 years and over. This is due to the industry that the business runs within, which is a very physical nature.
Situational Analysis	
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3. [bookmark: _Toc39834138]Objectives

To set the top-level goals for the digital marketing in the organisation, the 5S’s framework will be used, which stand for Sell, Serve, Speak, Save and Sizzle. (Smith & Chaffey, 2017) 

3.1. [bookmark: _Toc39834139]Sell – Customer Acquisition

The aim of this section is to directly increase sales, the objective will be: - 

· Increase online sales by 5% by 2021

3.2. [bookmark: _Toc39834140]Serve – Customer Satisfaction

This element is used to create added value to the customer though their online journey (Prideaux, 2014). The objective for this will be: - 

· Achieve a 10% conversion rate of total web visits

3.3. [bookmark: _Toc39834141]Speak – Engaging Customers

The aim of this is to get closer to the customers and understand what they want. Due to the limited number of customer reviews, and the objective for this will be to: - 

· Double customer reviews by 2021

3.4. [bookmark: _Toc39834142]Save – Cost Effective 

The ‘save’ element is used to reduce the costs of overheads (Prideaux, 2014). The cost of sending certification in the mail and other forms of letters cost a large amount for the company, for this the objective will be to: -

· Reduce the cost of communications by 15% via email

3.5. [bookmark: _Toc39834143]Sizzle – The WOW Factor

The aim of this section is to apply a new experience to the customer to keep them engaged (Smith & Chaffey, 2017). The objective will be to: - 

· Triple the website visit duration via the use of video content
Objectives
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4. [bookmark: _Toc39834144]Strategy

The strategy element of the SOSTAC framework, summarizes how the company will get to where they want to be, and should explain the segments that will be targeted. (Swan, 2019)
The Segmentation, Targeting and Positioning (STP) is a strategic approach and is one of the more commonly applied marketing models (Hanlon, 2020). This section will use organisational segmentation methods, including macro and micro segmentation. (Jobber, 2010)

4.1. [bookmark: _Toc39834145]Segmentation

Rope and sling will need to focus their efforts on large sized companies, as “large organisation differ from medium sized and small organizations in having greater order potential (Jobber, 2010, p. 275). These companies will order larger and more expensive orders from Rope and Sling rather than smaller organisations ordering small amounts. 

There are many industries that rely on heavy lifting equipment or services. Sectors that need these services include the steel, petrochemical, shipyard, construction, oil and gas industries (RSS, 2020). All of these industries will need lifting services or products to be able to continue running in a safe and efficient environment. 

The geographic location that Rope and Sling are able to provide services are nationwide. They have strategically placed depots (RSS, 2020) around the UK to be able to supply any business that needs them and there will not be much difference in the cultural factors of the location, as a focus on the domestic market will be implemented. 

The key choice criteria’s that the buyers consider in this industry are deliveries and service. Next day delivery in all order will need to be enforced on all orders, and options for priority delivery will be available for companies that are loyal and big spenders as a reward. The service delivered by employees will need to be professional and simple to make the customers experience easy and quick. 

4.2. [bookmark: _Toc39834146]Targeting

Target marketing is “the choice of which market segment to serve with a tailored marketing mix.” (Jobber, 2010, p. 291). As the lifting industry is a niche market, segmenting the target audience can make the market even smaller (Saari, 2017). 

The construction industry in the UK is set to grow 1.3% a year for the next five years (CITB, 2019), and oil and gas industry is said to returning to growth although sustainability of companies is uncertain (OGUK, 2019). The steel sectors economic output has been falling in recent times (Rhodes, 2018), although steel companies rely on heavy lifting equipment to continue running and Rope and Sling have a good relationship with the UK’s largest steel manufacturer, Tata Steel.

Targeting companies that have high levels of customer loyalty will be essential, as Rope and Sling like to create long lasting relationships with their customers to encourage them to make more purchases, such as Tata Steel.

Technology has made the ease of reach easier than ever before, with digital marketing and social media all providing different ways to target customers is certain demographics. Costs of advertising using these platforms are manageable with elements of cost control. 

Using market specialisation, where a company has various products in a single market where the firm concentrates on serving many needs of a particular customer group (Kotler, et al., 2008), Rope and Sling will only need to target the industries and companies that need products and/or services in heavy lifting. 

4.3. [bookmark: _Toc39834147]Positioning

Positioning is the process of evaluating where the company’s products and services compare to other in the same market. Perceptual mapping is a tool used to be able to see a visualisation of where the position of a brand stands in their market (Jobber, 2010). 

Rope and Sling have many competitors in their sector, with the largest being Speedy Services, as they are the largest tools and equipment hire company in the UK (Speedy Services, 2020). They are competing in mass market as they have equipment for not only lifting, but other environment such as generators and storage. As they are the largest hire company in the UK, they are able to cut their prices to attract more custom. 

King Lifting are competing in a niche market due to what their services include. They focus on providing only crane hires and services to other companies who need them, and their prices are slightly more expensive due to their market. 

[bookmark: _GoBack]Rope and Sling have been positioned in the niche, high price area due to the specific services they provide and the premium cost that follows it. They have been repositioned to change from competitive pricing to premium to take advantage of their niche market. 




4‑1 – Perceptual Map of Rope and Sling Specialists and their competitors in the Heavy Lifting Industry
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5. [bookmark: _Toc39834148]Tactics

The Tactics stage of the ‘SOSTAC’ model covers specific tools that will be used to fulfil the objectives that have been set. A marketing mix analysis will be included as it can be used to focus on the objectives and it can provide a checklist for areas to concentrate on (Swan, 2019).


5.1. [bookmark: _Toc39834149]Marketing Mix

The marketing mix is a commonly used model for business. The 7P’s are an extension of the original 4P’s that was proposed by Booms & Bitner in 1981. 

5.1.1. [bookmark: _Toc39834150]Product

All of the products and services offered by Rope and Sling are needed in the industrial market. Having products available to buy or hire is the most important feature. Focusing on marketing the products that have the highest value. Also making it known that the company offer on and off-site inspections for customers who need to recertify their equipment to make sure they all pass safety measures. Another service that Rope and Sling provide is training services in various categories, including ‘lifting and slinging’ and ‘LOLER’ amongst many others. (RSS, 2020)

5.1.2. [bookmark: _Toc39834151]Price

The company will need to re-evaluate their prices in order to stay competitive with competitors. Ensuring that they take advantage of their niche market, an increase in charges will be implemented to reflect the brands high quality services and professionalism. One thing that should be implemented into the price is to include a warranty for products they provide. Supporting the customer through after care will increase the chances of repeat business for the company.

5.1.3. [bookmark: _Toc39834152]Place

Customers are able to order products and services by visiting the depots directly or via telephone, and the customer is able to collect the order themselves from the depot or set up a delivery to them. Improving the user experience on the online store of the company’s website will increase the ways customers are able to place an order.

5.1.4. [bookmark: _Toc39834153]Promotion

There are many marketing tools for a company to use for promotion, although the best option for Rope and Sling will be the use of email marketing. This is due to the easy use of targeting based on a variety of factors such as previous order history. The company is able to include a variety of different promotional codes to use on their website, such as 10% off the next purchase or 15% off for every order over £500. This will encourage customers to use the online store over using the telephones to order, allowing the employees to focus on other work increasing efficiency.

5.1.5. [bookmark: _Toc39834154]People

With online orders being encouraged, this leaves more opportunities for the employees to engage in customer service and after care for the customers. Similar activities are already in place with the availability to contact the company with any questions on their orders, such as delivery relocation or to book in inspection for later dates. Introducing a live chat on the online store may increase engagement and would help answer any of their questions on the product or service they are interested in. This would enable the customer to follow through with an order with full confidence and security (Vishnoi, 2019). All of the employees will need to undergo training to have the knowledge to provide customers with the right information to follow through with the sale. 

5.1.6. [bookmark: _Toc39834155]Process

The current process of completing an order includes taking an order over the telephone, inputting it into the system, printing out a confirmation letter and sending it to the customer through mail. For an inspection certificate the same process is in place, a letter through mail. This likely drives the cost of communications high. Using the online store, the process or creating an account, selecting a product/service, adding it to basket and inserting payment information is simple and requires no effort from the employees to input anything. 
Automatic emails such as an order confirmation and/or delivery progress would be sent to customer after the order has been placed. This would drastically decrease the cost of communications instead of using physical letters and mailing.

5.1.7. [bookmark: _Toc39834156]Physical Evidence

To provide physical evidence of the services and products, inspectors will be supplied with a video camera to be able to document the process of their service with instructions to commentate through what they’re doing. This video will then be uploaded to the company website and the customer will be able to log in to their account and view the video themselves to prove the job has been done to the highest standard. The video will be for the company that was serviced only and only they will be able to view it. 

Creating a YouTube channel for tutorials on how to use the products properly and to provide safety instructions to the users. This will create the opportunity to build trust with potential customers (Christians, 2018).

5.2. [bookmark: _Toc39834157]Marketing Tactics

5.2.1. [bookmark: _Toc39834158]Focus Marketing 

Rope and Sling will be using focus marketing, which is “a market coverage strategy where a company decides to target one market segment with a single marketing mix.” (Jobber, 2010, p. 291). As they are operating in a niche market, they will be targeting one market, those who need heavy lifting equipment and services. More specifically Rope and Sling will adopt a buyer-based focus strategy (Porter, 2004), as they provide only lifting products/services to the industrial market.

5.3. [bookmark: _Toc39834159]Content Plan

As an industrial business, Rope and Sling have found successes using the social media platforms LinkedIn, Twitter and Facebook. LinkedIn has been the most successful, with the most engagements and followers. The top three industries that follow the company on LinkedIn are construction, oil & energy and mechanical engineering (Appendix A).

5.3.1. [bookmark: _Toc39834160]LinkedIn 

LinkedIn will be used to post direct blogs and photographs to their followers. The content of the posts will focus on the direct dealings of the business such as recent orders and visually appealing photos of a project they are involved in. This will provide the followers to gain trust in the work that the company do and reading the blogs that on LinkedIn will increase traffic to their main website. Additionally, as the blogs rise in popularity, Rope and Sling can be considered a thought leader (Price & Rogers, 2012). 

5.3.2. [bookmark: _Toc39834161]Facebook

Facebook has not been utilised to its potential. The plan for Facebook will be to focus on the company culture. With 85% of the followers being male and 30% being aged 35-44, there is a large majority of men (Appendix B). Many of the engagements on the page have been from family members of the employees and close friends of the business. Marketing the company culture on this platform will help share the values of the company with potential buyers or those who are close to the business. The values of the company will need to be outlined and set in stone. Videos and pictures from behind the scenes in the workplace, such as the office and workshop can be uploaded to give the viewer a feel for the environment Rope and Sling work in and the services they offer in a fun way. (Gross, 2016) 

5.3.3. [bookmark: _Toc39834162]Twitter

Twitter will be used to post direct updates from the company, such as new products in, sales, and delivery information. These updates will be short but will be posted daily to give the customer a platform to check for latest news or information. Customers will also be able to use twitter to be able to ask the company questions for quick replies from the companies.

5.3.4. [bookmark: _Toc39834163]YouTube

YouTube is a platform that has not yet been used by Rope and Sling, but it will be important to use to add additional styles of content. Video content can be used to reach a new audience, and adding one to the company’s website can increase the chance of being shown at the top of Googles search results by 53% (Patel, 2018). The video content will revolve around helping current or potential customers with tutorials around the products we provide, once again building trust with the viewer.
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6. [bookmark: _Toc39834164]Actions

This section is in place to ‘bring the plan to life’ and making actionable measures. (Swan, 2019) 

6.1. [bookmark: _Toc39834165]Responsibilities and Structures

One person from each of the six depots will be chosen to give updates on their depots business, and then the information will be forwarded to the main depots employees who have access to the company’s accounts. 

6.2. [bookmark: _Toc39834166]Processes and Systems

A new internal communication software will be utilised, instead of relying on email to communicate with the other depots. Microsoft Teams will be used, and groups will be sectioned into each depot and then there will be a combined group for faster conversations and file sharing.

6.3. [bookmark: _Toc39834167]Internal Resources and Skills

The correct resources will need to be provided to the employees to ensure the job is completed to the highest ability. Some of the resources that will be needed is up-to date computers, high quality equipment e.g. cameras for inspectors to video, and the correct software e.g. analytics and photoshop for social media posts. Training will be essential for the employees to fully understand how to use the equipment they have been provided with.

6.4. [bookmark: _Toc39834168]External Agencies

Eternal agencies will need to be used to help the jobs such as ghost-writing for the company’s blogs to make them more enjoyable for potential customers to read. A video creator will be needed to create compelling videos for YouTube and also the website. Updates to the website such as a live chat function will also need to be added by the website’s administrators. 


Actions

7. [bookmark: _Toc39834169]Control

7.1. [bookmark: _Toc39834170]KPI’s

Key Performance Indicators are metrics used to assess the performance of a process and/or whether goals set are achieved (Chaffey, 2012).  All the KPI’s will be monitored and evaluated every two weeks, which gives time for the strategies to take place and the results will provide useful and meaningful data to show whether the company is on track with the plan.

7.2. [bookmark: _Toc39834171]Web Analytics

The Google analytics tracking code will need to be inserted into the website to allow the programme to start tracking all of the information from the website. The current visit duration for the website is 51 seconds (Appendix C) and the aim is to triple that to three minutes by 2021. 

7.3. [bookmark: _Toc39834172]Social Media Analytics 

The use of social media analytics will be in place. The accounts for Facebook, LinkedIn, Twitter and YouTube all have analytics available to make use of. The goal of increasing visit duration can be influenced by activity on social media. Posts that gain the most engagement and the ability to identify the source of traffic to the website can be found here. 

7.4. [bookmark: _Toc39834173]User Experience Reviews

Rope and Sling currently have ten user review in their Google page and one review on their Facebook page. The aim is to double the amount of reviews on the platforms used to 22 by 2021. This will be controlled by counting the reviews of each website and combining them.

7.5. [bookmark: _Toc39834174]Conversion Rates

The way that the company will monitor the conversion rate will be by making use of the heatmap function available on Google Analytics, which is already linked with the Rope and Sling website. The heatmap function provides the user with information on where visitors of the website have clicked. This can be used by seeing how many people interacted with the live chat function and how many followed through with the purchase.

7.6. [bookmark: _Toc39834175]Communications

The aim to decrease the cost of physical communications such as mailing letters and certificates can be monitored by calculating the costs of using mail to send information. Once the total amount has been calculated, costs will be compared each fortnight to see any changes.
Control
Control
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8. [bookmark: _Toc39834176]Conclusion


Rope and Sling Specialists have been identified as a company that need a new marketing plan. An analysis using SWOT and PEST was conducted and used to identify where the company’s strengths and weaknesses lie. Having a strong relationship with their customers, loyalty and returning customers are seen as a strength showing their professional service. Internal communications have been seen as an issue along with outdated technology. 

Smart objectives have been set in accordance to their performance, pinpointing what they need to do, whilst making the objectives measurable. Creating a strategy and segmenting the market with a clear recognisable target market is essential to make sure the company are marketing to the right audience. 

After identifying the target market, determining where the company stands in the heavy lifting industry against competitors follows along with a perceptual map to aid visualise the position of the company. Using the marketing mix to know which areas to concentrate on and a content creation plan for Rope and Slings social media account has been created, using different platforms for different content to be more appealing to the users of the website. 

Establishing what actions need to be made will help the company’s plan to launch. The control, measures to help Rope and Sling understand if they’re on course to complete their objectives or not.





Conclusion
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