A detailed environmental analysis and an outline marketing plan for Proctor and Gamble (P&G) in UK
Word Count:4056
[image: image1.png]



Marketing plan
Student Name：Shuoyan Hai
Student number:1900931

Table of Contents

1Executive summary


11.0 Introduction


11.1 Intro SOSTAC


11.2 Background of organisation


12.0 Situational Analysis


12.1 SWOT


32.2 PEST


62.3 Customer insights


63.0 Objectives


63.1 Sell – customer acquisition


63.2 Serve – Customer satisfaction


73.3 Sizzle – The wow factor


73.4 Speak – Engaging customers


73.5 Save – Cost effective


74.0 Strategy


74.1 Segments


84.2 Target markets


84.3 Objectives


94.4 Positioning


105.0 Tactics


105.1 Marketing mix


145.2 Content/contact plan


146.0 Actions


146.1 Responsibilities and structures


146.2 Processes and systems


156.3 Internal resources and skills


156.4 External agencies


167.0 Control


167.1 KPIS (key performance indicators)


167.2 Web analytics


167.3 User experience reviews


177.4 Conversion rates


177.5 Reporting


178.0 Conclusion


189.0 Recommendations


19References




Executive summary 
 The aim of this report was to detail a marketing plan for P&G in the UK. The report has conducted external environment analysis which reveal key threats and opportunities. The threats are, highly competitive pressure, pressure for innovation, rising labour costs, economic slowdown in the UK and Brexit. However, opportunities include stable political environment, government support, large UK population, love for grooming and personal car in UK and strong purchasing power of the locals. However, P&G have strengths like financial resources, several employees, production assets, efficient organisational structure, strong brand name and patented innovations. Some of the weaknesses of the company include less vibrant online presence, cases of product recalls, management issues, low product demand forecasting, high attrition rates and weak marketing strategies. Customer insights show that customers desire for more online engagement and personalised experiences. Therefore, smart objectives have been set to be addressed by the company in line with the macro-environment analysis. The objectives follow the 5S marketing which include sell, serve, sizzle, speak and save. The strategy indicates that P&G must segment its market in terms of age, usage rate, geographical location and income. Based on this segmentation, P&G must target young consumers living in towns and have low to medium income. The company need to position in terms of quality and innovativeness. The tactics for the company must include use of 7P’s marketing mix and content plan. The actions must include placing responsibilities on the marketing manager and establishing effective systems of reporting. The company need to engage agencies for implementation of the marketing plan, for instance, web analytics companies. Finally, the company must measure performance against the KIPS that have been detailed. 
1.0 Introduction

1.1 Intro SOSTAC
According to Chaffey (2016), SOSTAC is a model used for market planning. Market planning refers to the process of determining both short-term and long-term objectives and developing and monitoring strategies for their achievement (Chaffey, 2016). It involves examining the external environment and creating strategies of exploiting the opportunities and overcoming the existing challenges. Market efforts needs to be properly planned so as to increase the chances of achieving marketing goals and objectives (Chaffey, et al., 2014). The SOSTAC Model outlines major sections of a marketing plan. These are situational analysis, objectives and mission statement, segmentation, targeting and positioning strategies, tactics, implementation and finally control and evaluation (Chaffey, 2016). 
1.2 Background of organisation 

Proctor and Gamble (P&G) is an American MNC that manufactures and sells consumer goods worldwide (P&G, 2020b). The company has its headquarters in Cincinnati, Ohio, USA and was founded in 1837. The company is specialised in offering consumer goods like healthcare products, baby care products, beauty and grooming products, family care products and home care products. The company is listed in the London Stock Exchange (P&G, 2020b). P&G trades in UK consumer goods industry as P&G UK and Ireland and it produces main brands like Gillette, Pantene, Fairy, Oral B and Aussie among others.  
2.0 Situational Analysis
2.1 SWOT

According to Gürel and Tat (2017), SWOT is an abbreviation for strengths, weaknesses, opportunities and threats used to give a snapshot of the internal and external issues of an organisation. SWOT analysis provides a summary of the internal resources of an organisation as well as the threats and opportunities which should be considered during planning. Based on the 5M model, P&G has strengths in terms of money, manpower, materials and machinery (Financial Times, 2020c). In 2019, the profits of P&G was $67.68 billion (Forbes, 2019). The company has approximately 6,000 employees in UK (P&G UK and Ireland, 2020). P&G has technical resources like production assets, an efficient organisational structure, strong brand name, strong customer base and patented innovations (P&G UK and Ireland, 2020). 
Its weaknesses include less vibrant online presence, cases of product recalls, management challenges, low product demand forecasting and high attrition rate (Reuters, 2018). The slow growth rate in the UK market signifies weak marketing strategies, for instance, poor market segmentation, targeting and positioning (P&G, 2019). 
The threats faced by the company include Brexit, strong competition, rising labour costs and pressure for innovation in the consumer goods industry (Trading Economics, 2019). 
However, opportunities include stable political environment, government support through subsidies and tax waivers, large UK population, love for grooming and personal hygiene among UK people, large UK economy, strong purchasing power of the locals, developed technological infrastructure and declining inflation rates (Forbes, 2019). A summary of SWOT is shown below. 

Table 1. SWOT analysis 
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Source: Author 
2.2 PEST
PEST is a framework used to investigate the political, environmental, socio-cultural and the technological factors in the macro-environment (Johnson, et al., 2008). Politically, the UK is stable since issues of political skirmishes and instability is non-existent (Financial Times, 2019c). This promotes P&G’s long-term planning in the consumer goods industry. The UK government offers support to businesses during uncertain economic times. During the current COVID-19 pandemic, the UK government has announced grants, subsidies, tax waivers, underwriting of risky loans and pay for workers whose employers cannot meet labour obligations (Financial Times, 2020). These opportunities can be sought by P&G to cushion it from COVID-19 crisis and facilitate it to achieve its plans. 
In terms of economic factors, the UK economy is large and is estimated to be $2.744 trillion as at 2019 (Trading Economics, 2019). This provides a strong base for consumption of goods produced by P&G. Additionally, the purchasing power parity of the locals has been rising over the last ten years (figure 1) and by 2018, it was estimated to be USD$40,158 (Trading Economics, 2019). In 2019, the GDP PPP rose to USD$46,827. This means that UK consumers have reasonable purchasing power to acquire even the most premium goods offered by P&G. 
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Figure 1. UK GDP PPP
Source: Trading Economics (2019)

However, the UK economic growth is on a slowdown. In 2017, the UK economy grew by 1.9% while this declined to 1.3% the following year. In 2019, the economy marginally grew by 1.4% (Financial Times, 2020b). The economic slowdown may lead to a slump in consumer demand hence necessitating possible losses for P&G. 
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Figure 2. UK economic growth rate 
Source: Financial Times (2020b)

In terms of socio-cultural factors, the UK consumers love personal grooming and hygiene as a key part of their lifestyle (Reuters, 2018). Therefore, consumer goods companies which produce household products like P&G are assured of steady demand. Moreover, the UK population is huge and is currently estimated to be 66.4 million people (Financial Times, 2020c). This means that through effective marketing strategies, consumer goods companies like P&G have a wide customer base to target. 
Importantly, the UK’s technological infrastructure is advanced (KPMG, 2019). For instance, the UK has well-developed ICT infrastructure which promotes efficient communication. P&G can exploit the advanced technological system for innovation. The UK spends an estimated 2% of its GDP on research and development. In 2019, the UK spent an estimated £39.8 billion in R&D (KPMG, 2019). This enhances development of advanced technologies which later becomes available for consumer goods companies like P&G. However, the fast pace of technological developments in UK puts pressure for innovation and investments in R&D by consumer goods companies like P&G. 
2.3 Customer insights
According to Wieneke and Lehrer (2016), customer insights refers to the process of understanding customers based on their purchase behaviours, experiences, beliefs and needs. Therefore, P&G’s target UK consumers demand for personalised experiences where products are accustomed to fulfilling their needs (Deloitte, 2019). This means that consumer goods companies like P&G must tailor its products to the local needs of the UK population. Also, most consumers prefer the convenience of purchasing items online. Statista (2020) states that in 2019, the e-commerce turnover of business to consumer reached 200 billion euros. This means that many UK consumers prefer to make purchases online because of the benefits associated with e-commerce compared to the brick and mortar stores.

According to Statista (2020) young consumers in the UK are the leading customers for personal care, hygiene and grooming goods. This means that P&G must implement proper market segmentation which identifies and exploits this market niche in the UK consumer goods industry. McKinsey and Company (2017) reports that consumers in UK demand for stronger mutual relationships for better value co-creation. This calls for stronger relationship marketing by companies like P&G in the UK to create loyal consumers. Importantly, about three quarters of the adult population (42 million) in UK uses social media (Statista, 2020b). It is likely that most of the P&G customers are social media users. This means that P&G must invest in social media marketing as an avenue for engaging and relating with consumers.  
3.0 Objectives
3.1 Sell – customer acquisition  

To increase the sales volume of P&G in the UK consumer goods industry by 20% by the end of 2020 from the current $17.1 billion to $21 billion (P&G, 2019).
3.2 Serve – Customer satisfaction 

To achieve a 99% customer satisfaction in the next one and half years through quality products and better customer services. 
3.3 Sizzle – The wow factor 

To build trust, relationships and recognition with UK customers in the next one year by increasing investments in social media marketing by 50%.  
3.4 Speak – Engaging customers 
To improve customer engagement by 80% in the next one year through social media marketing, relationship marketing and integrated marketing communications.   
3.5 Save – Cost effective 

To reduce operational costs by 10% in the next one year through increase in digital and online marketing. 
4.0 Strategy
4.1 Segments 
According to Kotler et al. (2018), market segments refers to the smaller sub-markets that have been sub-divided from the main market. Each market segment bears a similar marketing mix characteristic. In the UK consumer goods industry, P&G can segment its market into young consumers and the old consumers. Young consumers are those that are aged 16 to 45 years while the old consumers are those that are 65-year-old and above. These consumers have different socio-economic backgrounds. There are low income earners (less than £28,000), medium income earners (£47,000) and high-income earners (above £176,221) (OECD, 2019). P&G can also segment its market in terms of female and male customers that are either working or not working. They could be parents, singles or couples without children (Kotler, 2012). However, geographically, P&G should segment its market in terms of urban consumers and rural consumers. In terms of psychographics, the company can derive segments like sports enthusiasts, professional celebrities and famous personalities (Andaleeb, 2016). Finally, regarding behavioural characteristics, P&G can subdivide its market into segments like people with high usage rate for consumer goods, people that seek health benefits, people that purchase because of loyalty schemes and discounts.  
4.2 Target markets 

Targeting refers to the process of connecting with and satisfying a specific defined market segment or segments that looks potentially profitable (Andaleeb, 2016). There are different types of targeting strategies which include differentiated, undifferentiated, concentrated and customised targeting strategies. Undifferentiated targeting/mass marketing involves appealing to the mass market while ignoring the distinct segment differences that exist in the market (Lotayif, 2016). Differentiated targeting involves using marketing strategies which appeals to two or more market segments. Concentrated targeting is that which is tailored to exploit a single market segment only (Lotayif, 2016). Alternatively, customised targeting refers to the process of tailoring strategies to suit a specific market segment. P&G should use the differentiated targeting strategy since it recognises the existence of different market segments in the market (Armstrong, et al., 2018). In this regard, P&G should target young consumers aged between 16 to 45 years old. This market segment consists of consumers who are more enthusiastic about beauty, personal care and grooming. As shown in the macro-environment analysis, young consumers love grooming and personal care hence they will be more willing to increase their spending on consumer goods sold by P&G (Deloitte, 2019). The company should target low to medium income consumers in the UK because they are the majority. P&G should target both male and female UK consumers who are either parents or singles. Owing to the love for sports in the UK, P&G should target sports enthusiast and people that show high usage rate for its products (Reuters, 2018). Targeting these market segments will make P&G increase its profits and widen its customer base.
4.3 Objectives  

1. To increase the social media marketing of P&G by 50% within the next one year 
2. To improve the brand positioning of P&G within the next one year through improving brand image and affinity 

3. To increase the UK market share by 25% in the next one year through employing digital marketing strategies.

4. To enhance the brand loyalty of P&G by 50% in the next one year through effective segmentation and targeting strategies 

5. To improve customer awareness of P&G brand products by 90% through digital, relationship and integrated marketing communications.

6. To increase sales volumes in the UK by 20% before the end of the year through offline and online marketing strategies 
4.4 Positioning 

Positioning refers to the place occupied by a brand in the consumer’s mind relative to other competing brands in the market (Iyer, et al., 2016). Organisations should always identify and establish an appropriate image on the minds of consumers so that they develop specific favourable perceptions. Perceptual maps or positioning maps are very integral in achieving a perfect market positioning relative to other existing competitors in the market. In this regard, P&G should position in terms of innovativeness and quality. The rapid pace of technological developments in the UK (KPMG, 2019) has led to a sharp rise in demand for smart innovative products produced from latest technologies (Deloitte, 2019). As such, positioning in terms of innovativeness will appeal to the techno-savvy UK consumers and make them P&G loyal customers. Besides, quality is a non-negotiable factor in the UK consumer goods industry (Financial Times, 2020c). The competitive pressure in the industry is based on producing and marketing high quality products that exceeds the expectations of customers. The positioning map for P&G is shown below. 
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Figure 3. Perceptual map for P&G
Source: Author
5.0 Tactics
5.1 Marketing mix 

P&G should use 7P’s marketing mix which consist of seven marketing elements that must be captured in the marketing plan as shown in figure 1 (Kotler & Armstrong, 2018). 
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Figure 4. 7P’s marketing mix 
Source: Kotler and Armstrong (2018)
In terms of product, P&G must produce and sell augmented products that have additional benefits beyond their physical characteristics. The products should be of high quality and bear high levels of innovativeness. The products which include Gillette, Pantene, Fairy, Oral B and Aussie among others (figure 5) should bear attractive packaging and branding. The products like Gillette should have core benefits like allowing consumers to shave smoothly without developing side effects like razor bumps. The actual products must have quality design and supportive information which guides customers on how to use them (Rowley, 2016). Importantly, P&G should continue with its individual branding strategy where each product bears a distinct brand. The company has shown ability to succeed with its house of brands strategy which makes it easy to extend and stretch its overall brand (P&G, 2019).   
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Figure 5. P&G products in UK
Source: P&G (2020b)

Regarding the price element of the marketing mix, P&G should use pricing strategies which communicates value and quality to the consumers. Based on Kotler’s price-quality mix (Kotler, 2012), P&G should provide high quality products with medium pricing. This will communicate value and affordability to consumers. Specifically, P&G should use both product line pricing and psychological pricing strategies in the UK market (Johnson, et al., 2008). Product line pricing should entail separating products into different cost segments to create perceived quality levels on the consumer’s mind (Kotler, et al., 2018). Already, the Gillette brand of the company has different product categories like Fusion5, March3, Gillette SkinGuard Sensitive and Fusion5 ProGlide (P&G UK and Ireland, 2020). These Gillette types have different quality hence attracting different pricing methods. Gillette Fusion5 ProGlide has the best quality and can attract premium pricing method (P&G UK and Ireland, 2020). However, Gillet single razors has the lowest quality hence should be lowly priced. Additionally, the psychological pricing method should adopt odd prices so as to psychologically influence consumers that the prices are affordable (Rowley, 2016). For instance, the Gillette Fusion5 ProGlide should be priced at $39.99. 
Additionally, the place component of the marketing mix means how an organisation ensures that its goods reach customers (Johnson, et al., 2008). For effective distribution of products, P&G should use intermediaries and online methods to distribute its products. The intermediaries in this case should include wholesalers and retailers. The company should keep few intermediaries so as limit the costs spent on product distribution. This will ensure that consumers get fair prices. The company should employ the intensive distribution strategy which ensures that retailers and wholesalers carry as many products as they can afford (Abril & Rodriguez-Cánovas, 2017). However, the company should establish a robust online delivery where goods are ordered through the website, social media or email.     
Regarding promotions, P&G should use integrated marketing communication because it ensures that marketing messages are consistently relayed to customers (Percy, 2018). The promotional mix of the company should consist of personal selling, advertising, public relations, sales promotions and direct marketing. The company should employ competent, motivated and appealing sales force to conduct face-to-face personal selling to customers. Advertising should be conducted online through the digital methods like social media and offline methods through brochures.  As part of public relations, P&G can publish some meaningful stories in reputable magazines. Occasionally, the company can conduct sales promotions where consumers enjoy some price reductions on selected items. Finally, direct marketing can be conducted by the company through the email, social media and short text messages (Percy, 2018). 
In terms of people, P&G should ensure that its employees are presentable in appearance and handle customers with utmost professionalism. They should be committed, have prerequisite skills and always portray appropriate behaviour and attitude (Johnson, et al., 2008). The employees should exemplify the strong brand nature of P&G through their commitment to value provision. Moreover, in terms of processes, P&G should have policies and procedures of quick order processing. The policies should also set a maximum response time for providing feedback to customers. Finally, the physical evidence should concentrate on providing customers with attractive design and packaging which truly communicates the corporate identity of the company (Kotler & Armstrong, 2018).   

5.2 Content/contact plan 

According to McDonald and Wilson (2016), a content/contact plan is a process which entails building and specifying a plan for delivering relevant communications to customers, setting success measures and harnessing resources and data for making the plan a reality. The content/contact plan for P&G is summarised in table 2 below. 
Table 2. P&G content/contact plan
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6.0 Actions
6.1 Responsibilities and structures 

The implementation of the marketing plan will be done by the marketing manager of P&G. The marketing manager will create a team which may include supervisors and field officers who will offer support to ensure that all the marketing plan components are implemented. The marketing manager will report to the head of the P&G UK and Ireland.    

6.2 Processes and systems  

According to Chaffey (2016), processes and systems refers to the mechanisms of achieving objectives in the marketing plan. These are actions that have been put in place to hasten success achievement. Specifically, P&G should adopt digital systems and process of connecting to customers. These should include social media, search engine optimisation (SEO), website marketing, email and pay per click. The digital strategies should be integrated with customer relationship marketing and integrated marketing communications. These processes and system will make P&G achieve higher customer base, improve profits, enhance customer satisfaction and increase market share as outline in the marketing plan objectives.    
6.3 Internal resources and skills 

According to Chaffey et al. (2014), successful implementation of a marketing plan requires adequate financial resources and human resources with prerequisite skills to execute the plan. This means that P&G should employ more employees that will increase its social media marketing activities as well as directly interact with customers. However, both the existing and additional marketing personnel must have key marketing skills like courtesy, honesty, truthfulness and empathy. These skills will make P&G earn customer loyalty and increase customer experiences. Moreover, the company must allocate adequate finances to the marketing department for the execution of the marketing plan.  

6.4 External agencies 
 These are entities that play a critical role during the implementation of the marketing plan (Rowley, 2016). Therefore, P&G may use social media marketing agencies, recruitment agencies, web analytic companies and Customer relationship marketing agencies. Social media marketing agencies will help P&G increase its social media marketing activities in a coordinated manner with little effort. Recruitment agencies will help P&G recruit qualified, competent and committed individuals with both professional and interpersonal qualifications. Web analytic companies will help P&G analyses big data and derive useful insights for better customer services. Finally, relationship marketing agencies will help automate relationship marketing activities of P&G and make it more efficient. 
7.0 Control
7.1 KPIS (key performance indicators) 

These are the measures by which success of the marketing plan will be measured (Johnson, et al., 2008). P&G should measure the success of the marketing plan using the following KIPs.
· Increase in market share 

· Increase in website visits 

· Increase in users engaged digitally or through online means  
· An increase in online traffic from social media 

· Increase in click rates for social media advertisements 

· A significant reduction in operational costs.
· An increase in positive product reviews and customer feedbacks 

· An increase in repeat sales 

· An increase in positive electronic word of mouth
· Increase in customer satisfaction levels

· Increase in customer loyalty
7.2 Web analytics  

Chaffey et al. (2014) defines web analytics as the collection, analysis, measurement and reporting of data from web sources so as to understand and optimise web usage. The main web analytic tool that P&G should use is the Google analytics. The company should use this to track, analyse and drive traffic to its websites. Other possible tools which can be used by P&G include Woopra, Chartbeat and User Testing. The web analytics should collect and analyse data on page views, page visits, number of likes, number of online requests, duration of online activity, click rates and YouTube views among others.   
7.3 User experience reviews
According to Iyer et al. (2016), a user experience review refers to a case where a user experience practitioner collects data, business metrics and insights and assess the quality of user experience of an app or a website and provide recommendations for improvements. P&G should engage a qualified and experienced user experience practitioner that will help it improve the user experiences of its websites. The practitioner should help P&G provide personalised information based on the web history of the users. The target should be towards hyper personalisation of the web contents and web pages. Other user experiences should include ease of use and accessibility of the websites.  
7.4 Conversion rates 

According to Chaffey and Ellis-Chadwick (2019), conversion rates refers to the percentage of online visitors that completes an intended goal compared to the total number of visitors to the website. P&G should measure the conversion rates in its website so as to determine the effectiveness of its marketing strategies and web design. To drive higher conversion rates, P&G should provide websites that have high ease of use, informativeness, ease of access and secure. Higher conversion rates will indicate the ability of the company to increase its profits and expand its market share in the UK. 
7.5 Reporting  
The marketing manager will oversee the implementation of the marketing plan. All employees involved in the management and implementation of the marketing plan will report to the marketing manager of P&G in UK. The marketing manager will then collate and report this information to the top-level managers at P&G UK. On the other hand, necessary resources for implementation of the marketing plan will be channelled to the marketing manager for deployment. Reporting will be through electronic means, for instance, emails, Skype, Zoom or even Teleconferencing. 
8.0 Conclusion
The aim of this report was to detail a marketing plan for P&G in the UK. The report has conducted external environment analysis which reveal key threats like Brexit and opportunities like government support. However, P&G have strengths like financial resources and weaknesses like less vibrant online presence. Customer insights show that customer desires for more online engagement and personalised experiences. Therefore, smart objectives have been set to be addressed by the company. The objectives follow the 5S marketing which include sell, serve, sizzle, speak and save. The strategy indicates that P&G should segment its market in terms of age, usage rate, geographical location and income. However, the company should target young consumers living in towns and have low to medium income. The company should position in terms of quality and innovativeness. Finally, tactics and actions have been provided for P&G.  
9.0 Recommendations
Firstly, P&G have relatively low and less vibrant online marketing activities. Therefore, it is recommended that the company improve its digital marketing techniques by employing the use of social media, website marketing, email marketing, YouTube marketing and web app marketing. Secondly, the company should increase investments in research and development that will lead to production of high quality products which exceeds the expectations of customers. The company should exploit the advanced technological infrastructure to innovate products which resonates with the aspirations and admirations of customers. Importantly, there is a strong demand for personalised experiences for consumers. To implement this personalisation, P&G should invest in online marketing and web analytics that will provide useful data for personalised contents and marketing services. Finally, it is recommended that the company should employ a competent, skilled and professionally qualified marketing manager that will competently coordinate all the elements of the marketing plan. All employees involved in the implementation of the marketing plan must report to the marketing manager who will in turn communicate progress to the top UK managers of P&G.
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