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[bookmark: _Toc40439208]Executive Summary

This report uses the SOSTAC model to develop the marketing plan for Holland & Barrett in the next year.


Holland & Barrett is one of the leading health and wellness retailers in the world and the largest in Europe, with over 1600 retail stores in over 18 countries worldwide. With 150 years of experience, the company has been constantly innovated in product lines and store types and is famous for its training programs with employees.

After conducting an extensive situational analysis, the overall aim has been proposed to refresh the brand image and to improve the digital business compacity, followed by 5S objectives. Although the company do not segment by age but on attitudes and behaviours, the report identifies an important group – Generation Z, who could help the company refresh its brand image and boost sales. Thus, content marketing, social media marketing and affiliate marketing are used, which are integrated into the 7Ps marketing mix. Particularly, TikTok is a social media platform that the company needs to reach. In terms of actions, a complete online customer journey is figured out and a one-year timeline is produced based on the development of the pandemic Covid-19. Finally, KPIs, Web Analytics and Conversion Rate are proposed to assess the performance of the plan.
[bookmark: _Toc40439209]1.0 Introduction
[bookmark: _Toc40439210]1.1 Report remit
As a recently appointed Marketing Manager of Holland & Barrett, the researcher is responsible for developing a marketing plan for the organisation in the next year from June 2020 to May 2021. This report uses SOSTAC to accomplish the plan, which aims to refresh the brand image and increase the digital business capacity.

[bookmark: _Toc40439211]1.2 Introduction to the organization
Holland & Barrett is one of the leading health and wellness retailers in the world and the largest in Europe, with over 1600 retail stores in over 18 countries worldwide (Holland & Barrett, 2020). It has a wide range of products in key areas of VHMS (Vitamins, Herbals, Minerals, and Supplements), Active Nutrition, Ethical Beauty, Specialist Food & Drink and FNSS (Fruit, Nuts, Seeds, and Seasoning), some of which are own-branded, and others are world's famous brand like Dr Organic (Holland & Barrett Retail Limited, 2020). Holland & Barrett was established by Alfred Slapps Barrett and Major William Holland, who sold groceries and clothing from a store in Bishop's Stortford in 1870. It has experienced several acquisitions by different groups since 1920. The latest one happened in 2017 when Holland & Barrett was bought by Letter 1 Retail Group (Superbrands, 2019).

In 2018, the group revenues increased by 7.1% to £702.5m, with £561.8m in the UK and Ireland markets (PR Newswire, 2018). As Holland & Barrett started to transform its online and mobile propositions and strive to become an omnichannel retailer, 2018 also saw 32.2% of digital sales growth (PR Newswire, 2018). Apart from standard stores, Holland & Barrett also introduced some new types of stores such as Pick n Mix stations, the Tea Bar and More stores to attract and adapt different customers’ needs.

To bring wellness to the world, Holland & Barrett cares not only for its customers but also the planet. Since the launch of Plan-it Green project in 2007, Holland & Barrett has taken proactive measures to protect the environment, such as being the first retailer in the UK to abandon plastic bags and microbeads from all products.

[bookmark: _Toc40439212]1.3 Introduction to SOSTAC
SOSTAC is a business model developed by PR Smith. As a business author, PR Smith has written several best-selling books, including E-marketing Excellence, SOSTAC® Guide to writing the perfect plan and Marketing Communications, in which SOSTAC model is discussed thoroughly (PRSmith, 2020). It cost PR Smith 10 years to build the SOSTAC model by collecting and sifting through dozens of other plans and books as well as talking to consultants (PRSmith, 2020). SOSTAC has such a crystal logic and simplicity that it has been “voted into the Top 3 Business Models worldwide by the Chartered Institute of Marketing's Centenary Poll” (SOSTAC, 2020).

Specifically, SOSTAC refers to six business planning stages: 
· Situation analysis (where are we now?).
· Objectives (where do we want to be?).
· Strategy (how do we get there?).
· Tactics (the details of strategy, e.g. the marketing mix and the communications mix).
· Action (execution – checklists, guidelines, processes including internal marketing).
· Control (are we getting there? – metrics and measurement – daily, monthly).
(Smith and Zook, 2019, pp.25)

The following report will display a business plan for Holland & Barrett according to SOSTAC model. 
[bookmark: _Toc40439213]2.0 Situation Analysis
The first step of a market plan is the situation analysis, which entails a detailed analysis of the macro-environment and microenvironment.


[bookmark: _Toc40439214]2.1 PESTEL Analysis
· Political 
Coronavirus has become a pandemic affecting nearly all countries across the globe these months. The UK is one of the countries most affected by the pandemic. Gov.uk (2020) indicates that the risk to the UK has been raised to high. As a result, the UK government has adopted lockdown measures in which people are advised to stay at home as much as possible (Gov.uk, 2020). For retailers like Holland & Barrett, it means a sharp reduction of customer visits to the physical stores. 
Besides, the UK has left the European Union on January 31st this year and is now experiencing its transition period. At present, not much has changed. However, when the transition period ends, the UK can adopt "no-deal Brexit". If this is the case, "the UK could face higher food prices and disruption to medicines and other goods" due to tariffs (BBC News, 2020). The cost of Holland & Barrett is likely to increase after the transition period.

· Economic
Office for National Statistics (2020) published retail sales data in the UK this April. It shows that “in March 2020, the monthly retail sales volume fell sharply by 5.1%”, while “online sales as a proportion of all retailing reached a record high of 22.3% in March 2020 as consumers switched to online purchasing following the pandemic”. For the health and wellness industry, however, the pandemic provides great market opportunities since people are more concerned about their health conditions especially the immune system. Office for National Statistics (2020) also shows that compared with February 2020, consumers increased purchasing in food stores in March 2020 with a month-on-month contribution of 3.9 and 4.0 percentage points for value and volume sales respectively. 
[bookmark: figure1][image: ]
Figure 1 – Volume and value of goods sold in different retailers in March 2020
(Source: Office for National Statistics)

According to data from Eurostat (2019), 1 in 5 EU enterprises made e-sales in 2017, reflecting a rise of 7 percentage points compared with 2008. The share of e-sales in total turnover increased by 5% points from 2008 to 2017. Based on the above, it is a great opportunity for Holland & Barrett to increase sales online.

· Social
Nowadays consumers health awareness is improving due to two main factors. One is the ageing population that leads to more chronic conditions requiring treatment. WHO Regional Office for Europe (2020) reports that British people will live longer and in 2030, one in five British people will be over 65 years old on average. The other is the grind of modern lives and jobs, which puts people into a state of busy working, resulting in problems such as insomnia, anxiety and depression (Nelson, 2019). Holland & Barrett could look into these issues to engage and attract more customers as well as concern for the elderly group. Another social trend relating to the wellness industry is personalization. An increase in food allergies and intolerances worldwide accelerates this trend (Gerhardt, 2019), which Holland & Barrett should think highly of.

· Technological
Though desktops and laptops are of significance in people’s daily work and life, mobile access has overtaken desktop use since late 2016 (Chaffey, Hemphill and Edmundson-Bird, 2018, p.77). Besides, traceability enablers such as blockchain technology are developed to integrate data rapidly and identify products’ quality and origin, which will be adopted by more food companies to gain trust from customers (Gerhardt, 2019). Therefore, Holland & Barrett should adopt and integrate these technologies and make more efforts in mobile marketing.

· Environmental
[bookmark: _Hlk38823976][bookmark: _Hlk38823987][bookmark: _Hlk39964634]The environmental is deteriorating with IPCC (2018) warning that global temperature could rise by 1.5 ºC if current conditions persisted. The world is responding to this climate change. Not only customers especially young generations are striking for environmental protection, with one leading example of Greta Thunberg (Alter, Haynes and Worland, 2019), but also the business is doing good to reduce harm on the environment, such as the introduction to plant-based and animal-free products and ban on plastic (Gerhardt, 2019), where Holland & Barrett performs well.

· Legal
For a digital business, one law that must be considered and obeyed is the General Data Protection Regulation (GDPR), which was implemented on 25 May 2018 to protect the privacy of users. There are also regulations on food supplements, which are based on the principle that food supplements must be safe for consumption and cannot be misleadingly labelled (HSIS, 2020). Holland & Barrett must assure it obey the laws and regulations to avoid legal punishment and reputation loss.

[bookmark: _Toc40439215]2.2 SWOT Analysis
· Strength
1. H & B has developed an omnichannel strategy to provide customers with a seamless shopping experience. Recent years have seen a £30m investment in its online and mobile channels (Holland & Barrett Retail Limited, 2020). Online engagement with customers is also gained through the Health Hub blogs and social media like Instagram and Facebook (Rigby, 2018).
2. The organisation provides its colleagues with comprehensive training programs about health and wellness in the Holland & Barrett Training Academy to provide qualified advice for its customers. The qualification is validated by Gateway, a body accredited by the Government to award vocational qualifications (Holland & Barrett Retail Limited, 2020).
3. The organisation has outstanding achievements in sustainability. For instance, in 2018 Holland & Barrett vegan food and cruelty-free beauty products in its vegan-only shops (Butler, 2018); 2019 saw Holland & Barrett being the first UK high street retailer to stop selling wet wipes (Smithers, 2019); this year the company launches “clean & conscious” concept store in Birmingham (Wright, 2020).

· Weakness
1. The brand image is kind of “dusty”, which means it is outdated and lacks attractiveness and engagement with customers. With 150 years of experience, Holland & Barrett has remained its dark green logo with similar product lines in many people’s minds. In order to change the old image, the brand initiated a marketing programme named “Me.No.Pause.” last year, encouraging customers to communicate honestly and make decisions independently (Hammett, 2019).
2. The customer satisfaction rating is low. Trustpilot (2020) show that the organisation only gets 1.4 trust scores with 1257 reviews, which ranks bad. Many customers are complaining about the huge delay in online orders and poor customer services.


· Opportunity
1. The coronavirus stimulates people to buy more healthy food and supplements and online sales for food is on a sharp rise. More details can be seen in the economic analysis.
2. Consumers health awareness nowadays is improving. More details can be seen in social analysis.


· Threat
1. Stress comes from staff when Holland & Barrett keeps stores opening during the pandemic. The staff are complaining about the opening of Holland & Barrett during the coronavirus crisis. They think it is risking their lives since some stores are too small to keep a social distance of 2 metres and unlike supermarkets, Holland & Barrett does not sell essentials (BBC News, 2020). The staff have set up a petition calling for the closure of its retail outlets and more than 6890 people have signed (change.org, 2020).
2. Competition stress comes from strong competitors such as Superdrug and Boots. Superdrug and Boots are both large health and beauty retailers in the UK. Superdrug has a point of 3.9 while Boots gets a point of 2.7 in customer satisfaction rating (Trustpilot, 2020).



[bookmark: _Toc40439216]3.0 Objectives
The overall aim of the marketing plan is to shake off the dusty brand image and improve digital business capacity. To achieve the aim, “5S” objectives have been developed.
· Sell
This deals with customer acquisition and retention targets. Next year, the number of new customers should grow by 20%, with digital participation of 10%. The average order value should increase by 10%.
· Serve
It is about customer satisfaction targets. The objective is to improve customer satisfaction ratings to a point of 3 in Trustpilot and generate more positive customer reviews next year.
· Sizzle
It is about building the brand online. By good sizzling, customers are willing to visit the site and use the online services again and recommend to others. The objective is to increase repeat visits and sales by 10% and increase word of mouth (WOM).
· Speak
This deals with trialogue and the number of engaged customers. The objective is to increase the content output online and double the engaged customers.
· Save
This is about quantified efficiency gains. Next year the cost per acquisition (CPA) should reduce 20% and the group operating profit should increase by 1.5%.




[bookmark: _Toc40439217]4.0 Strategy
[bookmark: _Toc40439218]4.1 Segmentation
As a health and wellness brand, Holland & Barrett is essentially for everyone since everybody wants to stay healthy. This is true as the organisation exists in nearly every major cities and towns across the UK (Superbrands, 2019), with a total of 715 owned stores based in the UK (Holland & Barrett, 2020). However, as the company aims to refresh its brand image, it must catch up with the trend of young generations.

Generation Z was born from the mid-1990s to the late 2000s, and it is predicted that by 2020 this group will take up over 25% of the workforce and will see a huge purchase power (Sun Branding Solutions, 2018). It is essential for the company to get familiar with their purchasing features as they get huge potential purchase power and creative ideas.

Generation Z grows up on the internet. They are the most web-savvy and app-friendly generation (Mastroianni, 2016). Social media has played a huge role in Generation Z’ s purchasing decisions. Research shows that 42 per cent of this youngest generation think that social media has a direct impact on how they feel about themselves (Mastroianni, 2016). And unlike celebrities on TV, influencers in social media such as YouTube and Instagram have become more familiar to Generation Z.

[bookmark: _Toc40439219]4.2 Target
Generation Z is not the only group that Holland & Barrett targets, but they are the group that the company needs to concern about and get inspiration from. As Caroline Hipperson, chief marketing officer at Holland & Barrett said, “H & B does not segment by age but on attitudes and behaviours” (Kemp, 2019), the target customers of Holland & Barrett are those who care for their health and the planet with a trend of online searching and shopping.

[bookmark: _Toc40439220]4.3 Positioning
It still works “to enhance the well-being of our customers around the world by delivering the highest quality, best value nutritional supplements and wellness products, bringing wellness to the world one happy customer at a time” (Holland & Barrett Retail Limited, 2020). However, the company needs to develop its online value proposition (OVP) more clearly. Gan and Wang (2017) figured out that in social commerce context, utilitarian value is found to be the most essential factor influencing purchase intention, while hedonic value has the greatest effect on satisfaction. Including the unparallel training programs which provide qualified advice for customers, the OVP of the company should be a professional and happy health communication.

To reach the OVP, content marketing and social media marketing are recommended to the organisation. They should carry topics that customers really care about, and engage trialogue not only between the company and customers but also between customers themselves. If operating well, it can generate both utilitarian and hedonic value and increase customer satisfaction and purchase intention. Besides, affiliate marketing will also be adopted to increase recommendations and gain new customers.



[bookmark: _Toc40439221]5.0 Tactics
7Ps developed by Booms and Bitner (1981) will be used in this part, which is a marketing mix including product, price, place, promotion, participants, process and physical evidence. 

[bookmark: _Toc40439222]5.1 Product
· Develop new products with customers.
Personalisation has become a trend in the wellness industry (Gerhardt, 2019), and today's generation is eager to participate in creation (Mastroianni, 2016). Healthbox is a wonderful example, which allows customers to choose specific supplements focusing on their health needs by communication with nutritionists both online and offline. It has helped to achieve a 1.3% increase in overall sales since its launch in October 2018 (Calnan, 2019).

As the company is going to enter the food-to-go market (Hammett, 2019), it is better to interact with customers before the initiation about the food categories, packaging and designs. With internet prevalent nowadays, it is much easier to cooperate with customers. The company can do some votes on different choices, or to launch a competition about the designs of the food-to-go products, or integrate both. Do it not only on websites but also on social media platforms such as Instagram and Facebook. It can not only cut the cost of R&D but also attract much more attention from potential customers and increase engagement.


[bookmark: _Toc40439223]5.2 Price
· Offer discounts and penny sale for a certain time.
The penny sale is that if customers buy one product, he or she can get another one for just one penny (Holland & Barrett Retail Limited, 2020). It is popular because customers can get a big bargain. And it can boost sales when the products for penny sale are chosen right. For example, to get those not very popular products a penny sale can help clear the inventory and gain profits.

However, if the penny sale lasts for too long, it can lose the interest of customers and even reduce profits. Therefore, it is recommended to launch a penny sale three times in one year, and each time lasts for about three months. Besides, during the pandemic, it is wise to offer some discounts to customers to increase the goodwill and purchase intention.


[bookmark: _Toc40439224]5.3 Place
· Adjust the layout of the workforce and physical stores during the pandemic.

Coronavirus has prevented many people from going out, and it is a threat for in-store colleagues as well. As a result, some small stores which could not assure social distancing should close to keep customers and employees safe. One of the company's competitors – Superdrug has already done this (Superdrug, 2020). Besides, as a number of customers turn to online shopping, the company needs to deploy more employees to help with online issues such as increasing queries via e-mails, websites and social media.

· Create payment channels on social media after the pandemic.
The research found that 70% of Generation Z group are willing to purchase items via social media, which has a huge driving impact on their purchase intention (Sun Branding Solutions, 2018). After the pandemic when online shopping is not so crowded, it is time to grab the market of Generation Z.

[bookmark: _Toc40439225]5.4 Promotion
· Generate more interesting short videos on social media.
Videos combine words, sounds, pictures together to provide an integrated experience for viewers, which viewers are more engaged with. For the short-format user-generated video, there is YouTube. However, recent years have seen TikTok – the short video mobile app which has over one billion users worldwide, as the fastest application around the world (BBC, 2019). The application attracts a number of youngsters, with 60% of TikTok users being Generation Z (Wallaroo Media, 2020), and it has got great sizzle from their users: one user opens the app about nine times a day and spends over 45 minutes on it on average (Liffreing, 2020).

Superdrug has already made use of this platform and has got 24.6k followers (TikTok, 2020). Next year, it is recommended for Holland & Barrett to open an account on TikTok and generate contents on it. Based on the features of the platform, the first value is hedonic value, and utilitarian one comes next. The intrinsic of the platform is raw recording without comprehensive polishing and filtering. It is a good start with the employees recording fun activities. Hashtags are also significant, with good mentions the company can gain a huge number of views as well as user-generated video submissions (Liffreing, 2020).

· Conduct affiliate marketing with influencers on social media.
Affiliate marketing is an endorsement marketing strategy that pays affiliates (the content publishers) money when users click on their customized URLs (Mathur, Narayanan and Chetty, 2018). Research has found that on social media platforms, contents with affiliate URLs gain much more engagement than that without affiliate URLs (Mathur, Narayanan and Chetty, 2018).

[bookmark: _Hlk40286763][bookmark: _Hlk40284348]To engage more potential customers, mere interaction on its own social media platform is not enough, the company must cooperate with influencers that are in line with the fields and values of Holland & Barrett. In Tiktok, “most brands that have launched hashtag challenges have also paid influencers to get the ball rolling” (Liffreing, 2020). 

[bookmark: _Toc40439226]5.5 Participants
Participants include all people coming into contact with customers, and they are divided into two types: employees and other customers.

For employees, they need to continue working the company's values. This requires strict training, coaching and feedback from their superiors. Therefore, the training programs in the Holland & Barrett Training Academy needs to continue.

For other customers, it is essential for the company to draw their persona and segment them into groups based on different attitudes and behaviours. Investment needs to be on big data to achieve that. After segmentation, the company can build different communities in social media to engage them with different contents.

[bookmark: _Toc40439227]5.6 Process
During the pandemic, it is essential to assure the social distancing in the physical store. The branch in Spalding has already offered an hour for the elderly and ‘more vulnerable’ customers (Myall, 2020), and it can be adopted by other stores which are busy dealing with customers offline.

[bookmark: _Toc40439228]5.7 Physical evidence
It is about the company’s buildings, furnishings, layout, etc. Currently, the company has the Pick n Mix stations, the Tea Bar, the More Stores as well as one newly opened “clean & conscious” concept store other than the standard stores. Due to the pandemic, the pace of opening new stores will be slowed, but the efforts to make stores more modernized and fashionable carry on.


[bookmark: _Toc40439229]6.0 Actions
[bookmark: _Toc40439230]6.1 Responsibilities and Structures
· A complete online customer journey needs integrated efforts from Sales representatives, CRM system, SOP system and Customer service.
[bookmark: figure2][image: ]
Figure 2 Relationship between actors and use-cases for a B2C company, sell-side e-commerce site
(Source:  http://ebookcentral.proquest.com/lib/trinity/detail.action?docID=5785532 )

· A social media team needs to be developed and strengthened to tackle issues from various social media platforms.

According to different platforms, the team can be divided into smaller parts. The team should work independently from other parallel departments to gain efficiency. Therefore, the roles and functions in the team are complete, ranging from content generation, events plan, statistic analysis and customer service.

[bookmark: _Toc40439231]6.2 Time management
Due to the impact of Covid-19, the timeline will be divided into three parts: Insecurity, Transition and Recovery. 


BBC News (2020) says people can go high street shopping again from 1 June at the earliest, “but only if the government's five tests to ease restrictions are met”, so the report estimates that from June 2020 to August 2020, the UK still stays in the Insecurity period. During this time, staff need to be deployed more in online working and some stores that cannot meet the social distancing requirement should be closed. Social media team needs to work actively among current platforms like Facebook as well as the new one in TikTok.

The transition period is estimated from September 2020 to November 2020, followed by Recovery period from December 2020 to June 2021. During these periods, the company is entering the food-to-go market and needs to develop new products with customers. Penny sales will be launched for two more times, and social media is ready to receive payments. 


[bookmark: _Toc40439232]7.0 Control
[bookmark: _Toc40439233]7.1 KPIs
[bookmark: _Hlk39964278][bookmark: _Hlk39964289][bookmark: _Hlk39964300]KPIs can be monitored from three aspects: First, Holland & Barrett needs to know its total revenue, costs and return on investment to measure the business contribution. Next, statistics of leads, sales, conversion rate and channel satisfaction need to be collected to measure the marketing effectiveness. Last, as a significant part, online marketing effectiveness also needs to be measured by page impressions, visitors, repeat visits and conversion rates (Chaffey, Hemphill and Edmundson-Bird, 2018, p.360).

[bookmark: _Toc40439234]7.2 Web Analytics
Web analytics are techniques used to assess and improve digital contribution to Holland & Barrett. First, the company should obtain the number of visitors to its official websites, visitors to register and those to purchase on the website. Next, clickstreams to certain contents are also important, which can be an indicator that leads staff to generate more popular contents. Then, customer satisfaction should be measured by online questionnaires, focus groups, interviews as well as ratings and reviews from the third party like Trustpilot. Last, data from social media are also essential. Take Twitter as an example. The KPIs include the number of followers, the times the brand is referred to in other users’ tweets, which official tweet gain the largest number of likes, comments and share, etc.

[bookmark: _Toc40439235]7.3 Conversion Rate
Conversion rate is the percentage of potential customers who conduct a particular behaviour which provides value for the company. For the online conversion rate, there is the conversion rate for registration, online purchase, request for further information, an offline lead to the physical store, etc.


[bookmark: _Toc40439236]8.0 Conclusions
The report is to develop a marketing plan for Holland & Barrett for the next year, aiming to refresh the brand image and increase digital business capacity. A SOSTAC model has been used to draw the outline of the plan. After extensive situational analysis, it is suggested that Holland & Barrett segment by attitudes and behaviours with an emphasizing concern on Generation Z. 7Ps are used to tell in detail and the plan will be divided into three periods based on the development of the pandemic. Finally, KPIs, Web Analytics and Conversion Rate are used to assess the performance.
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Figure 2: In March 2020, there was a significant decline in the value and
volume of goods sold in non-food stores and fuel stations, while food
stores and non-store retailing increased
March 2020 compared with February 2020
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