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[bookmark: _Toc513729862]Executive Summary

· This Marketing Plan has been produced for The Ship Inn, Port Eynon
· The plan explores the Macro and Micro factors that could effect the company as well as looking at the internal environment and then producing a SWOT analysis
· As with all marketing plans, objectives are outlined, including a mission statement
· Objectives allow for an overall direction for the plan
· The plan outlines strategies that will be used by The Ship Inn to meet their objectives
· The Ship Inn will use a variety of tactics in order to achieve their objectives and these can be seen in the marketing mix section 
· A Gantt chart is included to demonstrate timings 
· Resources are outlined, including manpower, equipment and physical resources and budget
· Methods of evaluation and control are included to show ways that performance can be measured




[bookmark: _Toc513729863]Introduction 

The main objective of this report is to product a marketing plan for The Ship Inn, Port Eynon. This report will aim to include a detailed environmental analysis which will be followed by the development of a marketing plan. The plan will use appropriate theoretical concepts and frameworks and the environmental analysis will evaluate both the external and internal environments. Strategic options available will be identified and the whole plan will demonstrate an integrative approach to design the marketing program for the forthcoming year. 

According to McDonald (1995, p.20) marketing planning is “a logical sequence and a series of activities leading to the setting of marketing objectives and the formulation of plans for achieving them”. Marketing planning is essential to all organisations in order for them to sustain a competitive advantage in an increasingly hostile and complex environment (McDonald, 1995).  

The marketing plan is delivered on behalf of The Ship Inn, Port Eynon, a family run and owned seaside village pub and restaurant focusing on delivering quality food and service to its clientele. The business is located in Gower village Port Eynon and has two sister businesses, The Greyhound Bar & Grill, Oldwalls and The Kings Head, Llangennith. The Ship Inn was fully refurbished and re-opened under new management in June 2014. It is a well known fact that the British pub industry has been in a slow decline. In 2006 there were 58,200 public houses but this fell to 48,000 by 2014 (Heath, 2014). However, the total number of licensed premises has been rising in recent years with businesses realizing diversification is key to surviving in a worrying climate. Successful pubs have altered drinking habits by offering food and non-alcoholic drinks such as coffees or smoothies (Alcohol Policy UK, 2017). Following the smoking ban in 2007, the culture of smoke-filled, ‘wet-led’ pubs has now long gone with the UK seeing a growth in popularity of gastro-pub and craft-beer venues. 




[bookmark: _Toc513729864]Marketing Plan for The Ship Inn, Port Eynon
1. [bookmark: _Toc513729865]Situational Analysis
1.1 [bookmark: _Toc513729866]The External Environment
By looking at the ‘environment’ of the organisation, in this case The Ship Inn, there becomes an acknowledgement that there are general, or Macro, environments that affect the business to which we have no control and there is industry, or Micro, environments that the business will have some control over. Environmental analysis allows organisations to identify all of the key influencers of the company which allows the business to adapt and learn from the environment. 
1.1.1. [bookmark: _Toc513729867]MACRO Environment
The macro-environment is defined by Jobber and Ellis-Chadwick (2013, p.861) as ‘a number of broader forces that affect not only the company but the other actors in the environment, e.g. social, political, technological and economic.’ 
1.1.1.1.1 Political
The revaluation and rise of business rates by the UK Government in 2017, saw hospitality market leaders estimate damage totaling £500million which is equivalent to 10 percent beer duty at 5 pence per pint, rising to 30p after other factors are included (Wedderburn, 2018). Duties on alcoholic drinks were forecast to rise in 2016/17 and following the introduction of a minimum pricing scheme of alcohol in Scotland in May 2018, it is feared that although the legislation does not currently affect pubs, a tax will soon be put in place to raise prices of alcohol. The UK-wide sugar tax that was introduced in April 2018 means that food and drink products with high amounts of sugar will now be more expensive for the consumer and potentially affect the soft drink and snack trade within pubs (Hughes, 2018). The introduction of the General Data Protection Regulation in May 2018 will affect any organisation that processes personal data of consumers and means that there will be stricter rules around privacy and data consent (Thompson, 2018). Pub businesses will have to ensure their information gathering systems are in line with GDPR policies and customers will have to be informed on how their data may be used (Marr, 2018). 

1.1.1.2. Economic 
There is a fear that Brexit will negatively affect the pub industry in relation to attracting and retaining European staff (Samson, 2016). It was estimated in 2016 that 43% of workers in the hospitality industry came from overseas and the impact of Brexit means that it is unclear whether this workforce will be able to remain in the UK (Samuelson, 2018). Following the Brexit decision, the beer industry will face challenges associated with leaving the single market and the import and export of beer. In 2016, around 18% of the UK beer market was imported whilst 13% of the production volume is exported (Mortimer, 2016). However, Brexit could present opportunities for the pub industry, as a new tax system could potentially lower costs to support growth and investment (Townshend, 2018). The pub industry amounts to two percent of national GDP and community pubs provide 350,000 full or part-time jobs (Muir, 2012). The brewing and pub sector generates £28 billion of economic activity and four out of five jobs are created through the sale and production of beer in the hospitality sector (Ernst and Young, 2007, as cited in Muir, 2012). 
1.1.1.3. Social
While most studies warn of the health risks associated with alcohol consumption, a report by the University of Oxford have found that having a drink with friends in a ‘local’ that they visit regularly can have a positive social impact leaving individuals feeling more socially engaged and contented (Dunbar, et al., 2016). The consumption of alcohol in pubs is not always associated with a positive social impact as it can be a significant factor in driving levels of violent crime and disorder (Muir, 2012). British licensing laws are much stricter than those in Europe and this has been thought to cause a ‘binge drinking’ culture in the UK whereby consumers try to fit in as many drinks as possible in a shorter time (Watson, 2018).
Popularity of pubs is falling among 18-24 year olds and nesting couples and this could be attributed to declining interest in alcohol among young people, who are also much less likely to drink at home than older adults (Perkins, 2014). Younger people are now more likely to spend their time going to the gym rather than the pub now as restricting alcohol intake is part of a new culture of fitness and well-being (Sutton, 2017).

1.1.1.4. Technological
Mobile capability is having an increasing impact on pubs, both in operations and how they engage with customers. Managers can monitor and re-order stock, track staff activity through till systems, generate advertising campaigns and touch-screen tablets have revolutionized order taking (Huddleston, 2016). Customers can use smart phones to book tables, pay for their meals and engage with businesses through social media platforms (Huddleston, 2016). Contactless payments allow for staff to process transactions more quickly and are expected to account for 14 percent of all transactions by 2025 (Huddleston, 2016). 
Operations management applications are helping pubs improve productivity and ensure consistent standard of quality. Acknowledging traits of customers and applying some innovative thinking could benefit pubs and help them keep one step ahead. Pub businesses could benefit from taking advantage of technological gimmicks, such as virtual reality darts or pool, to keep up with current trends (Wedderburn, 2018). 
1.2 [bookmark: _Toc513729868]MICRO Environment 
1.2.1 [bookmark: _Toc513729869]Market Analysis
The UK pub and restaurant market is worth over £40 billion and contributes over £17.6 billion to the non-financial business economy a year (PWC, 2018). A report published by IBIS World in January 2018 found that the industry was made up of approximately 30,604 businesses employing over 400,000 people (IBIS World, 2018). The market has recently been negatively affected by increases in beer duty, declining alcohol consumption and competition from cheap supermarket alcohol (IBIS World, 2018).
The Ship Inn is an independent, family run and owned seaside village pub and restaurant focusing on delivering quality food and service to its clientele. The business is located in Gower village Port Eynon and has two sister businesses, The Greyhound Bar & Grill, Oldwalls and The Kings Head, Llangennith. The Ship Inn was fully refurbished and re-opened under new management in June 2014. 
A strong trend being seen recently is casual dining, whereby good quality food is offered, retailed at a price which is not as expensive as a full-service restaurant. This is seen at The Ship Inn. According to analysis by NPD Group, ‘there is no future in wet-only pubs which do not offer food’ (Chahal, 2014, p.1). There has been a shift from only offering alcohol in pubs and coffee held a 9.9 percent share of beverages in 2014 (Chahal, 2014). Research by NPD found that parents expect specifically crafted children’s meals that are healthy. People no longer see eating out as a treat, as food and drink now accompany the need for socialization and entertainment (McHattie as cited in Chahal, 2014). 
1.2.2 [bookmark: _Toc513729870]Segmentation of the Industry
Industries can be separated in to smaller and specific market sections known as segments which allows companies to correctly focus on differences in customer needs. According to Johnson et al, (2017, p.84) a market segment “is a group of customers who have similar needs that are different from customer needs in other parts of the market”. 
The Ship Inn focuses on the pub, club and bar category. The pub, club and bar segment of the foodservice industry is the largest in the UK and accounts for 35.7% of the industry’s total value (MarketLine, 2017). Other segments include quick service restaurants and fast food, full service restaurant and accommodation. As The Ship Inn is part of the largest segment in the UK, the business should focus on market growth to increase market share in its current segment. They could do this by retaining customers, converting non-users to users and increasing visitor volume and usage. 

[image: ]
Figure 1.2: United Kingdom foodservice industry category segmentation: $ billion, 2016. Source: Marketline (2017)
1.2.3 [bookmark: _Toc513729871]Customers
The Ship Inn’s seaside location means that a large portion of the target population are tourists of all ages who visit the Gower, especially during summer and school holiday periods. The local community support the pub and become a vital population during the quieter winter months. The Ship Inn also attracts families, walkers, foodies and dog owners. 
[bookmark: _Toc513729872]1.2.4. Competitors
In the small village of Port Eynon, the main competitors are The Smugglers Haunt Restaurant as well as the two fish and chip shops located at the Beach front. The Smugglers Haunt Restaurant is only open from March to September yearly with 2018 being the final year of the lease for the current occupants, therefore meaning the business will be permanently closed following the forthcoming September.  Outside of Port Eynon, the Gower is home to around ten pubs and restaurants which is relatively saturated for the size of the area. 
	Competitor
	Strengths
	Weaknesses

	The Greyhound
	Large beer garden, fast service
	New management, out of town location

	Smugglers Haunt
	Pizzeria, Take-away menu
	Closing September 2018

	King Arthur
	Location, wedding venue 
	Large venue, impersonal service

	Fairy Hill
	Wedding venue, Grade 2 listed building
	Expensive, only offers wedding services



1.2.5. [bookmark: _Toc513729873]Other Stakeholders 
The other stakeholders for The Ship Inn are local communities, local authority, and media.
1.2.6 [bookmark: _Toc513729874]Supply Chain
The Ship Inn tries to source as much produce as possible from local suppliers. This includes Paul Tucker butchers, Gower brewery and Fred Ley fruit and vegetables. The Ship Inn pride themselves on using locally caught fish and seafood which attracts customers. The Ship Inn uses Moolson Coors, Heineken, Cheers wine merchants and Gower Brewery to supply their beer products, wine and soft drinks. The Ship Inn is not tied to any breweries and operates as a free house. 
1.2.7 [bookmark: _Toc513729875]Intermediaries 
There are no intermediaries. 
1.3 [bookmark: _Toc513729876]Internal Environment 
1.3.1. [bookmark: _Toc513729877]Competencies 
An organisation should possess characteristics in order to have the ability to compete with other organisations in the market place. The Ship Inn offers the best possible quality food, accompanied with good service from well-trained staff. They have a good range of beer, wine, spirits and soft drinks available that cater for all types of people. 
1.3.2. [bookmark: _Toc513729878]Resources
1.3.2.1. Physical Resources
The Ship Inn operates one business currently. It has two sister businesses, The Kings Head and The Greyhound Bar & Grill. The building was mostly refurbished to a high standard in 2014, with work currently ongoing in parts of the building. The Ship Inn is located in the seaside village of Port Eynon, which allows for busy seasonal trade during the summer/school holiday periods. The kitchen equipment is of the best possible quality and is regularly maintained. The till systems need updating. The cellar equipment is of the best possible quality and is regularly maintained and serviced. 
1.3.2.2. Financial Resources
The Ship Inn is financed largely from the owners, Richard and Sarah Knox who are a vital part of the business. All profits made are put back into the company at the moment in order to allow maximum, organic growth. 
1.3.2.3. Human Resources
Staff are well selected and trained through induction program. On-the-job learning is paramount and staff are expected to take initiative when it comes to jobs that need to be done. Seasonal staff usually start work in July until September. The maximum number of staff at any one time is around 30. 
1.3.3. [bookmark: _Toc513729879]Assets
The Ship Inn’s main asset is the physical building the company operates in. Other assets would include, the kitchen equipment, bar equipment, cellar equipment and physical evidence such as tables, chairs, cutlery etc. 
1.4 [bookmark: _Toc513729880]SWOT Analysis
	STRENGTHS 
	WEAKNESSSES

	· Only pub in the village, allowing for audience capture
· Good range of products, both food and drinks wise
· Located in village with 3 camp sites 
· Large building with 3 separate rooms 
· Dog friendly in majority of establishment 
· Good quality food at reasonable prices
· Weekly live music events 
· Recently partly refurbished 
	· Seasonal trade
· Location of business, out of town
· Location of businesses means its difficult to retain staff
· Limited funds available due to expenditure and continued renovations
· No dedicated marketing staff, not enough advertisements 
· Out-of-date till systems
· Lack of Parking Facilities 
· Refurbishment still ongoing

	OPPORTUNITIES
	THREATS

	· Main competitor in village is closing permanently in September 2018
· Room on first floor for five B&B rooms 
· Taking advantage of new trends e.g. craft beer, beer/cider/gin festivals 
· Option to make a deal to operate council run car-park, increase parking availability for customers
	· Potential new business at The Smugglers Haunt premises
· Rise in costs from suppliers
· Fishing restrictions in Port Eynon Bay
· Licensing regulations













2. [bookmark: _Toc513729881]Mission Statement & Objectives
2.1. [bookmark: _Toc513729882]Objectives
Marketing goals and objectives are accomplishments that an organisation intends to achieve with the help of the marketing plan (Cohen, 1995). 
· Increase profits by 10% by 2019 
· Refurbish and open bed and breakfast rooms by 2020
· Implement new till systems by September 2018 
· To develop four alternative alcohol and food related events associated with the neighboring campsites to be held in the years 2018/2019
The marketing budget for The Ship Inn is £12,000 per year. 
2.2. [bookmark: _Toc513729883]Mission Statement
A mission statement defines the essence or purpose of a company, gives readers the raison d’être of the company and was initially designed to show potential shareholders the purpose of the company that they were considering investing in (Gleeson, 2018). The Ship Inn does not currently have a mission statement. A proposed mission statement is as follows:
 “The seaside pub ensuring locally inspired food and drink is delivered at a fair price to guests that appreciate warm service, good food and great beer” 


3. [bookmark: _Toc513729884]Segmentation, Targeting and Positioning 
3.1. [bookmark: _Toc513729885]Segmentation 
Market segmentation is the process of splitting customers or potential customers, within a market into different groups, or segments, within which customers have the same or similar requirements satisfied by a distinct marketing mix (McDonald, 1998). 
3.1.1. [bookmark: _Toc513729886]Categories of pubs
· Wet only pubs
· Music pubs
· Sports pubs
· Microbreweries 
· Gastro pub
· Community pub
The Ship Inn fits mainly into the Gastro Pub category. 
3.1.2. [bookmark: _Toc513729887]Customer segments:
· The Locals
· The Ramblers
· The Foodies
· The Families
· The Singles
The Locals: regular, low risk purchases; mainly 40+ males; purchase large amount of beer
The Ramblers: usually one-time visits, mainly 50+ males and females, usually purchase cask beer and snacks only
The Foodies: somewhat regular visits, mainly 40+ wealthy couples or groups, visit purely for food reputation, likely to purchase high quality wine and food products
The Families: somewhat regular visits, usually twice monthly, visit during weekends, bank holidays and school holidays, appreciate healthy and fairly priced children’s food, Soft drinks, wine, cask beer
The Singles: 18-25, single, no children, disposable income, like live music and value for money deals, party nights e.g. Halloween, NYE


3.2. [bookmark: _Toc513729888]Targeting
The Ship Inn should target the gastro pub market, mainly with ‘The Foodie’ customer segment in mind.  
3.3. [bookmark: _Toc513729889]Positioning 
Positioning is defined by Fill (2009, p.931) as ‘an activity designed to manage the way in which audiences perceive brands… positioning is about visibility, recognition and understanding of what a brand represents to a buyer’.
Due to The Ship Inn being a relatively new company that has been trading under current management for only three years, visibility and awareness needs to be increased in order to be able to compete in a relatively saturated market of pubs and restaurants in the surrounding geographical area. 
Positioning Statement for The Ship Inn: 
· “Locally inspired food and drink by the seaside”
3.3.1. [bookmark: _Toc513729890]Perceptual Map
A perceptual map ‘represents a geometric comparison of how competing products are perceived…each product is positioned on the map according to the perception that buyers have of the strength of each attribute’ (Fill, 2009, p.930). 
Chart 1: Perceptual Map for The Ship Inn  
4. [bookmark: _Toc513729891]Strategy 

According to Johnson et al (2018, p.4) strategy is defined as “the long-term direction of an organisation”. An organisation will use resources in the best possible combination in order to achieve their intended plan. 

4.1. [bookmark: _Toc513729892]Porters Generic Strategies

Porter (1998) described three potentially successful generic strategic approaches to gaining a competitive edge: overall cost leadership, differentiation and focus. Cost leadership and differentiation strategies seek competitive advantage in a wide range of industry segments, whilst focus strategies are aimed to target cost advantages (cost focus) or differentiation (differentiation focus) in narrow segments (Porter, 2004). 

[image: ]

Figure 4.1. Porter’s Generic Strategy Model (University of Cambridge, 2016) 

The Ship Inn will use a focus differentiation strategy to gain a competitive advantage. A differentiation strategy calls for an organisation to select one or more attributes that customers perceive as important and position itself to meet those needs (Porter, 2004). Being within a highly competitive segment, The Ship Inn must differentiate to give customers a reason to choose them over the competition within the saturated area of the business location. 

The Ship Inn should analyse the strengths of the competitor they wish to differentiate from and see what they could do better. For example, The Smugglers Haunt offers takeaway pizzas which are popular. The Ship Inn could offer a takeaway menu at a lower price than the usual menu, and look to offering deliveries in the local area if the takeaway menu proves popular. This may prove successful as The Smugglers Haunt are due to close in September 2018 and there are no other pubs in Gower that offer this service. The Ship Inn should constantly analyse the tactics of their competitors to try and stay ahead of them and gain a competitive advantage. There is a potential threat to The Ship Inn in the form of a new business that will take on The Smugglers Haunt premises. As of yet any new occupants are unknown but The Ship Inn must be aware of this and act accordingly to any potential new threat. 

4.2. [bookmark: _Toc513729893]Kotler Competitive Strategy
The Ship Inn should take a pre-emptive defence in its current market in relation to their current localized competitors. 

	Competitor
	Frontal Attack
	Flank Attack
	Encirclement
	Bypass Attack
	Guerrilla Warfare

	The Greyhound Inn
	Match products at better price and in better way
	
	
	
	

	Fairy Hill
	
	Wedding only venue, no food offered through their restaurant
	
	
	

	King Arthur
	
	
	
	
	Increase customer base by events etc, take customers away from KA

	Rake & Riddle
	
	
	
	Big competitor, easier to attack smaller competitors
	

	The Smugglers Haunt
	
	
	Launching takeaway menu
	
	





4.3. [bookmark: _Toc513729894]Growth Strategy 
The Ship Inn will continue to carry out organic growth within its market in the UK.



5. [bookmark: _Toc513729895]Marketing Mix

The marketing mix is a set of tactical marketing tools that the firm will blend to produce the response it wants within the target market (Kotler and Armstrong, 2014). An effective and integrated marketing mix will blend all the elements to achieve the marketing objectives by delivering value to consumers and will establish a strong position in target markets (Kotler and Armstrong, 2014). The ultimate aim of the tactics stated in the marketing mix will be to raise customer awareness and engagement which will lead to an increase in year-round trade and then an increase in profit and market share. 

5.1. [bookmark: _Toc513729896]Product
· Introduce Takeaway Menu
Specific takeaway menu to be introduced. Including pizzas, chips, sausages, fish, etc. Lower cost than main menu and available only to takeaway. Potential to introduce delivery service if takeaway menu proves popular. 
· Expand current offerings
Create new children’s menu with meals specifically crafted, healthy meals for children. Create new coffee menu and train staff in coffee art. 
· Refurbish and Open Bed & Breakfast rooms
Refurbish upstairs of the building to house 5 bed and breakfast rooms which would be run to compliment the pub business. Ongoing process to be completed by 2020. 

5.2. [bookmark: _Toc513729897]Price

Low price indicates low quality in pub and restaurant industry, The Ship Inn needs to stay away from that stereotype. The Ship Inn uses high quality products both within their beer products, and food products. The raw materials have a high cost and therefore, these costs can be passed onto the consumer within the pricing structure. However, the quality of the products can be used as part of a promotional strategy and therefore, proves to be an advantage. Meetings should be arranged with current suppliers to negotiate costs and see if there are any deals available for new and existing products. Prices should be kept reasonable and not as expensive as full-service restaurant. 

5.3. [bookmark: _Toc513729898]Place

As The Ship Inn has no intermediaries, this element cannot be implemented.  

5.4. [bookmark: _Toc513729899]Promotion 
· Competition
Run competition in conjunction with The Wave- win a free three-course meal for 2, when public enter they have to supply us with email address allowing for data capture
· Increase brand awareness
Advertise in local publications, What’s On, Taste of Swansea, Swansea Life etc. Increase activity on social media, promote live music events via Facebook. 
· Sponsor Gower Triathlon
Offer food and drinks packages, as well as hosting end of event party with live music and buffet. 
· Food Events 
Food festival, invite local producers to showcase their produce. To be held on a weekend in July. Put innovative dishes on the specials board that include local produce to show customers how they can use the products.
Cruise nights- ‘Cruise around the world’. Five course menu from that originate from different areas around the world, ticket only event, possibly include wine for each course. 
· ‘Sea Shanty’ Weekend
To be in association with neighboring campsites for extra audience capture. Could coincide with a food festival, celebrating local produce especially seafood and fish. Live music and guest ales, inclusion of a new gin and rum menu. 
· Pub Quizzes
Run weekly pub quizzes with prizes to encourage extra trade, especially during winter months. Offer prizes to entice people to come, gift vouchers, Gower Brewery keg etc. 
· Charity Night
To be in association with neighboring campsites for extra audience capture. Put on event to improve awareness and support local charity. Comedy or Magic night, sell tickets and offer basket meal. Auction or raffle to raise extra funds.


· Battle of the Bartenders
Monthly competition between staff. Offer bar and restaurant promotions (2 for £10) to encourage purchase. Guests vote on the best drink and bartender wins a prize for most popular drink. Increase social media presence and create talking point. 
· Direct Marketing
With email addresses gathered through competition, emails to be sent out with information regarding upcoming events and competitions etc. A specific staff member will be appointed to undertake all marketing activities. Management will be aware of social media activity and post when necessary. 

5.5. [bookmark: _Toc513729900]Process

A new till system is needed which will allow the business to monitor activity more accurately. Ensure menus are as detailed and easy to read as possible. Dishes on menu should be seasonal and easy to repeat as consistency is very important. Staff should try to get feedback from customers whenever possible, guiding them to online rating sites such as Trip advisor. The site will be controlled by management and all comments will be answered. A complaints procedure will be put in place to ensure all complaints are handled appropriately. 

5.6. [bookmark: _Toc513729901]People

A more thorough training program should be put in place to ensure staff are fully trained in all aspects of the job. Customer experience can be completely altered depending on the staff they deal with so there is an importance of having a fully committed and knowledgeable team. Staff should be made fully aware that they need to be polite and well presented at all times as they act as the face of the business. To ensure maximum customer experience, new till systems need to be implemented. 

5.7. [bookmark: _Toc513729902]Physical Evidence
The building that is home to The Ship Inn is an old building that needs repair work and refurbishment. Although major refurbishment was undertaken when the business was taken over by new management in 2014, there is still more renovations to do and to ensure customers get the best experience they possibly can, renovations should continue until the whole building is up to standard. The outside of the building should also be kept looking fresh and a new sign is needed. 


6. [bookmark: _Toc513729903]Implementation

Figure 6.1.: The Strategic Wheel applied to The Ship Inn

6.1. [bookmark: _Toc513729904]Resources
6.1.1. [bookmark: _Toc513729905]Budget 
The Ship Inn has a marketing budget of £12,000 per year. 








6.1.2. [bookmark: _Toc513729906]Manpower

Figure 6.2.: Organisational Chart for The Ship Inn


6.1.3. [bookmark: _Toc513729907]Timings- Gantt Chart

	Activities
2018/2019
	M
	J
	J
	A
	S
	O
	N
	D
	J
	F
	M
	A

	Cost in £
	Comments

	Advertise in Swansea Life and Taste magazines
	
	
	
	
	
	
	
	
	
	
	
	
	100
	Set up advertising page, stating upcoming events, special offers , takeaway menu

	Introduce takeaway menu
	
	
	
	
	
	
	
	
	
	
	
	
	100
	Launch takeaway menu for summer months, re-evaluate continuation for winter months 

	Sponsor Gower Triathlon
	
	
	
	
	
	
	
	
	
	
	
	
	2000
	

	Posters 
	
	
	
	
	
	
	
	
	
	
	
	
	500
	Local shops and businesses 

	Charity Night 
	
	
	
	
	
	
	
	
	
	
	
	
	600
	September time, hire magic or comedy act

	Pub Quizzes
	
	
	
	
	
	
	
	
	
	
	
	
	1500
	Hire quiz master and equipment, prizes worth £20 per week

	Social Media 
	
	
	
	
	
	
	
	
	
	
	
	
	100
	Social media content ongoing, sponsor posts

	New Till System
	
	
	
	
	
	
	
	
	
	
	
	
	5000
	

	Staff training
	
	
	
	
	
	
	
	
	
	
	
	
	1000
	Invest in staff training program 

	Meet with suppliers
	
	
	
	
	
	
	
	
	
	
	
	
	100
	Negotiate deals

	General materials
	
	
	
	
	500
	Ongoing- computers, mobile phones, stationary, expenses

	Staff Wages
	
	
	
	
	500
	Ongoing

	
	
	
	
	Total Cost 
	12,000
	Of £12,000 budget



6.2. [bookmark: _Toc513729908]Equipment and Physical Resources
Computing software is needed to carry out marketing tasks, e.g. laptop, poster editing equipment. Access to a company email address will be needed as well as a company phone. 
7. [bookmark: _Toc513729909]Evaluation and Control 
When compiling a marketing plan, it is important to remember that the campaign strategy would stem from the objectives (Fill, 2009). 
The objectives as detailed in section 2.1. of this plan were;
· Increase profits by 10% by 2019 
· Refurbish and open bed and breakfast rooms by 2020
· Implement new till systems by September 2018 
· To develop four alternative alcohol and food related events associated with the neighboring campsites to be held in the years 2018/2019
Market share, sales, quality control, budgets, customer relationships, activities of competitors, feedback from customers and pricing policies must all be monitored and reviewed regularly. Previous budget and sales information should be made available to management so they can successfully measure future performance. Evaluating all of these elements will ensure The Ship Inn marketing efforts will be as successful as possible. Mistakes are inevitable but this marketing plan should allow The Ship Inn to build their strategy for the future. 
Staff meetings will be held weekly where any issues that have arisen will be discussed. All staff are to be made aware of any upcoming events and any social media activity that needs to be done. All minutes of each meeting, who attended and the outcome of any issues will be recorded and reviewed regularly. Every three months, beginning June 2018, financial statements and any extra expenses will be reviewed. During these meetings, changes to the marketing plan can be approved if all staff agree it is to the benefit of the business. All staff will communicate through a company messaging group and meetings can be called at any time if need be. 
7.1. [bookmark: _Toc513729910]Key Performance Indicators
· Gross Margin
Work out the difference between what The Ship Inn pay for products and what it is sold for. Break down into food and drink categories. If gross margin can be high as possible, this should support organic growth. 


· New Till System
New till system will allow management to see what products are performing better than others, as well as allowing them to see which staff are selling more efficiently.  
· Customer Satisfaction
Staff should always seek feedback from customers and any negative comments dealt with accordingly. Rating site Trip Advisor to be monitored on daily basis and any comments answered. 
· Promotions 
Voucher redemptions from quiz night prizes, amount of email addresses gathered can be used to send out direct marketing emails to increase awareness


8. [bookmark: _Toc513729911]Appendices 
8.1. [bookmark: _Toc513729912]Background of The Ship Inn 

Address: The Ship Inn, Port Eynon, Swansea, SA1 3NN
Telephone Number: 01792 390204
Website: http://www.shipinngower.co.uk
Located in the heart of Port Eynon, Gower, The Ship Inn provides a warm and welcoming environment to all visiting the Gower coast. Serving local beer and produce as part of the Port Eynon community is something the company are very proud of. Food is served everyday from 12pm to 9pm and the bar is open every day from 12pm to 11pm. Sunday lunch is served during the winter months with a bar menu consistently on offer with the addition of specials boards for that extra touch. 
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Quality food, Quality service 


Products- good quality food and beer, reasonable prices 


Marketing & Service- Promotion activity to be increased, within local publications and social media presence


Supply chain- local suppliers wherever possible, wholesalers, breweries


Customers- The Locals, The singles, The Families, The Ramblers, The Foodies 


Sales & Distribution- Maximum 30 staff, more thorough training to be implemented, new till systems to be put in place


Finance- Financed largely by the owners. Profits put back into business. Relitively new business, still growing (organic)


Operations- independant business, good range of products, good assets, Not tied to a brewery (free house)


























Owners- Richard & Sarah Knox 


General Manager- Max Williams


Bar Manager- Jo O'Keefe


Restaurant Manager- Lee Evans


Assistant General Manager- Jack WIlliams


Supervisor- Jade Knox 


Bar Staff x4


Front of House x3
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