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Executive Summary
Firstly, there will be an introduction into the organisation. Followed then by an analysis of the organisation including primary and secondary research. Following on from the analysis we will set objectives using the SMART method. Lastly strategies will be outlined on how the brand can these use strategies to meet their objectives. 

Introduction
Dabø UK is a new brand to the motocross and casual clothing industry. With the brand being formed in 2019 and very new to the market it was established that brand awareness was an issue when looking into the organisation. The organisation has the idea of adding something a little bit different to a market which is dominated by the leading brands Fox, Shift and Alpinestar. The brand is hoping to mix current trends from the fashion sector with trends in the motorsport industry to be appealing to the target market of 14-30-year olds.
The brand is inspired by tigers as they are a very powerful, tough, dynamic and mighty Travel China (2018). Tigers are similar to motocross riders as they are a lonesome predator whose all of their attributes to be successful in the wild. Whereas motocross rider pushes themselves and use all of their key attributes to be successful on track. 



Aims & Objectives

We have set SMART objectives by analysing the Primary and Secondary Research, Industry Analysis, Trends, BREXIT and SWOT Analysis. By analysing all of the data collected the objectives that have been choosing to help increase brand awareness have all different techniques required with them however all of the objectives have been realistically chosen to help benefit the brand. Herridge (2017) says that by using SMART objectives it gives a brand a more realistic chance of achieving the goals. The objectives have also been set over a two year period just to give the brand all the help in achieving.
Below are the objectives set in place:

1. Increase social media following on instagram by 10,000 followers by 2021.
2. Be ranked in the top 5 motocross kit websites when searched on google by 2021
3. Increase footfall on the website by 20% by 2020

Overall Aim – Increase Brand Awareness







Main Body
Analysis
Industry Analysis
What industry is Dabø UK in? – Inc (2018) By carry out an industry analysis it will allow an understanding on which industry the organisation falls into. Understanding the industry allows the organisation to set in place strategic planning. Dabø UK are currently in the motocross industry along with being in the lifestyle clothing industry. There main industry is definitely the motocross market as they specialise in producing high quality motocross kit for riders. The casual clothing is an extra for the organisation and mainly there for marketing to be seen off track.

Where is Dabø within the industry?  - The organisation is currently at the lower scale of their industry as motocross is dominated by major brands who have been involved in the sport for years and are associated with the top riders within the sport. These key factors have a massive impact on the brands and Dabø UK have to build gradually to ever compete with the major brands. Set aside from the major leading brands Dabø then is more in competition with new brands that have been released within the past 2 years. Analysing these brands as opposed to the major brands will be more effective as they are a realistic target as to what Dabø UK can achieve as they are very similar.
Competitors? – Analysing Dabø’s competitors is crucial for our secondary data so it is very important to establish who are the direct competitors for the organisation. More realistic competitors for the brand are brands who have recently started themselves within the industry and are more of a smaller organisation than the large market leaders. Competitors include:
· Montra MX
· FXR
· 818 Contingency
· T4R Racing
All of the competitors above are relatively small brands in the motocross industry however they are still very successful from the short time that they have been operating. For our secondary research that will be expanded in more depth further on we look at each brand individually and look into what they bring to the market and what makes them unique. 

“Knowing who your competitors are, and what they are offering, can help you to make your products, services and marketing stand out. It will enable you to set your prices competitively and help you to respond to rival marketing campaigns with your own initiatives.” (Entrepreneur, 2017, Page 1)

Classifying Production
 Current and Previous Trends? –  With technologies developing each year it is no surprise that the motocross kit industry has developed over the years. Below in figure 1.1 is a set of kit 




Figure 1.1 (Pinterest, 2017, Page 1)
[image: Image result for motocross gear 1990]

As you can see from the above image that this gear set of motocross apparel was produced in 1990. The kit was very popular over 25 years ago with the bright colours contrasting each other.
However, with greater development over the years below in figure 1.2 is an image of a set of kit released in January 2019 and is a top seller in the market. The market has changed in recent years and the kit manufacturers are more focusing on the fit of the racing kit as opposed to bright colours. They have also changed the market in a sense for colours as more and more dark colours are being introduced as the years go on. 







Figure 1.2 (Shift, 2019, Page 1)
[image: Image result for shift mx 2019]

The change in style of kits has dramatically developed over the years with more manufactures going for a slim fit to help rider comfort and performance on the bike. The whole development within the industry is to benefit the riders and how the kit can improve their way of riding where as 25 years ago it was all about bright colourways and not so focused on rider performance.
It is essential that Dabø UK stay up to date with trends within the industry as it could have a huge effect on the brand if they fail to do so. 

“Trends are important – they’re a documentation of progress and experimentation, and allow us to connect with people in this very moment” (Matt, 2016, Page 1)

BREXIT
Brexit is a huge issue regarding the UK currently with the United Kingdom residents voting the leave the European union. However, it has caused great controversy as MP’s in parliament cannot come to an agreement on how to leave the European union with a deal or without. If they decide to leave without a deal it could be very negative as currently organisations can trade with countries within the European union for free where as if there is no deal, they will have to pay fees when importing and exporting which will mean loss of profit for organisations as there is extra prices to pay. 
“The UK would sever all ties with the EU with immediate effect, with no transition period and no guarantees on citizens' rights of residence.” (Hunt, 2019, Page 1)


Dabø UK will not be affecting with larger import tax fees as currently they already pay import tax for their goods as their gear gets manufactured in Pakistan and China. The only negative effect that it can have on the brand is a lot of motocross riders whether they ride for fun or race a lot of them are business owners and if they are facing uncertainty with their own business, they will not spend money changing their motocross kit. Also, there may be delays at the UK ports as the government are warning organisations that there could be major delays at ports with the import charges changing if there is a no deal. 

PESTEL
Political – Brexit can have a political effect on the brand with delays on the ports with charges being set in place to be a problem for organisations trading with European union countries as described above in.
Economic – The economic state of the country could have an effect on the brand as Dabø UK are dependent on their sales in the UK and any economic change for the worse could have a negative effect on the brand
Social – For the social effect on the brand it is down to sponsorship and brand image. Many motocross riders all have a favourite rider that they look up to and many all purchase the same brand that they wear to be just like them. 
Technological – With technologies getting more advanced it means there are more resources to manufacture and design the motocross kits and helps the brand keep improving.
Legal – There are specific laws that Dabø UK currently have to follow. They have to pay tax for every item they sell, they also have import fees to pay when importing from china. 
Environmental – issues include the transportation of the garments from the countries where it is manufactured. Obviously, the garments must travel by airplane, boat and car to get to the brands headquarters. These vehicles all release gases and smoke which have a negative effect on the environment.

SWOT
A SWOT analysis is a great technique for an organisation to outline their strengths and weaknesses, also identifying opportunities and threats. Mind Tools (2018) believe that SWOT analysis is particularly powerful as it can help you exploit opportunities that are well placed for your brand.

Strengths – Dabø UK has a unique selling point in where they have matched inspiration from an animal being a tiger and merged it into designs for their kits. No other motocross manufacture has done anything like this. Dabø also focus a lot on the fit of the kit and make sure that its benefits riders’ performance whereas a lot of current brands just go for quantity over quality. Their price range is a lot cheaper than the high-end brands however you are getting the exact same quality but there pricing is strategized in where it is still more expensive than very cheap motocross kit.

Weaknesses – the weakness within the brand is the lack of variety compared to competitors. Also, brand awareness is the main weakness as it is a new brand. The brand is not associated with any big named rider who riders tend to look up to.

Opportunities – There is a massive opportunity for private label smaller motocross brands as with society changing a lot of 14-30-year olds purchase from smaller brands from the UK as many customers feel part of something new when purchasing. The trends in the market are currently focusing on slim fit motocross kit and that is something that Dabø UK provide. There are many motocross events in the UK to attend and potentially have a trade stand and sell items.

Threats – Because Dabø UK only have 2 kit sets currently they are very dependent on the sales of them to go well so that they can keep adding to the collection. Raising enough money to invest in sponsorship is another area which is a threat to the brand. 

Mind Tools (2018) also say that using a SWOT analysis can help you gain an understanding of your competitors which then you need to craft a coherent and successful competitive position.

Research Methods
Primary Research
Shetty (2015) believes that primary research is essential when trying to understand the full information behind the brand. The research will give an insight into information from the brand owner which nobody else has access to. By gaining this information it will allow for realistic objectives and targets to be then set in place so that the organisation can build and improve brand awareness. Setting realistic objectives will be more beneficial for the organisation as the are more achievable. 
For our primary research we conducted a 30-minute interview with the brand owner and asked 10 valuable questions for our research. The questionnaire can be found in the appendix. The interview gave a more personal view within the brand and realistic term on where the owner would like to see his brand in 2 years’ time. Questions also included the budget that is set in place for marketing to also give an indication on how much there is available for marketing techniques. From the questionnaire it also gave an indication on how the organisation is doing currently whether it be from sales or how active the social media accounts are with reactions from the public. 
The findings from the interview were very positive. The brand owner stated that he would like to see his brand in 2 years’ time as a well-known brand within the industry and be associated with some of the best in the sport. He also added that because he is an ex racer himself, he would always like to help up and coming talent as he personally knows how hard it is in the sport. A budget of £1000 has been allocated by the owner for market. The owner also added in the interview that he would like to expand on his range of two kits up to at least 6 within the next year. He would like more variety for his customers. He also added in the interview that he currently only has t-shirts and hats on sale for casual clothing but would like to add in hoodies, sweatshirts, tracksuits and shorts before the end of 2019. 

Secondary
Bl (2017) say that secondary data is a cheaper and effective way to conduct market research. They believe that analysing similar data can give a good direction. 
For our secondary data we analysed competitors. The competitors we closely looked at were Montra MX, FXR and T4R Racing. The reason for choosing these brands is they are all brands which less than 2 years are old, so it gives a realistic data collection to compare with Dabø UK. Montra MX and FXR both have a huge following on social media, and it is obvious to see that without social media their brands would not be as successful. They both respectively have gained 18-20K followers in less than a year of launching. Whereas T4R have got a following of 1.4K as their social media pages are not as active.
Starting with Montra MX and FXR we looked into how they started and how they announced their new designs to the public. We found that they had very professional releases for the new designs. They both also done a video launch and had various riders in them although none of which were high profile. Throughout the year they kept their social pages very active by posting customer pictures of them riding in their kit then it seems once the excitement for the kit releases slowed down, they then had another big launch of a completely different style of kit. Montra MX had a huge demand for their second designs and were sold out inside days of releasing. Whereas FXR then took a different approach were instead of investing in new designs the actually invested into rider sponsorship and are now sponsoring high profile riders in America. Both brands took a different approach however they are both still rising on the success. FXR have definitely got a safer investment rather than Montra mx as they are taking big risks on hoping the demand is there and hoping that they continue to have new ideas for releases. This is one of the main reasons why major brands only release once a year is because there is so much work goes into the range and because it is only tops, bottoms and gloves there isn’t really much you can do apart from change designs.
As for T4R Racing they have taking a completely different approach in the market and instead of investing a lot into their social media and ecommerce side of their brand they have actually started attending races all around the UK and selling their kits from trade stands. With the succession of doing this they have now in 2019 started rider sponsorship and their sales and brand awareness is now on the rise.
“When data through both primary and secondary methods are used correctly, the researcher is able to test the validity of the research by analysing secondary data.” (Shetty, 2015, Page 1)


Strategies

Sponsorship – Rider sponsorship is a major area within motocross with all of the current major brands being associated with some of the biggest names within the sport. Riders influence supporters who look up to them and usually they follow in the footsteps and wear the same gear as the rider they follow. The strategy that I have set in place for Dabø UK is that for the 2020 season they sponsor at least 5 up and coming riders in the British Youth Championship and the Adult British Championship. Also, for the 2020 season Dabø UK to sponsor Ex World Champion Tommy Searle who is near the end of his career but is still a major fan favourite within the British scene. Tommy is a great personality and face for the brand and many young riders in Britain look up to him as an Ex World Champion as they understand how hard it is to make it on the World level. Sponsoring Tommy is very realistic the owner of Dabø currently works within the motorcycle industry so contacting Tommy about the deal is possible and this is a great advantage that the brand has over others is the contacts that the brand owner has access to within is other work. All of the sponsored riders will wear different colours of the kits for their teams and they will also wear the casual clothing in and around the paddock. This is a great platform for Dabø to enter into the sponsorship market. There also is the opportunity for team sponsorship with the brand. Currently the brand owner is a great friend with the team manager of team Ireland MX team. There is the possibility of supplying the Team Ireland kit for the Motocross of Nations which happens every year in September where all of the countries go head to head with a team of rider. It is also the biggest event in attendance for spectators so it would be another great platform for the brand.
“Sponsorship is the fastest growing form of marketing in the UK” (Freidman, 2013, Page 1)

Brand Ambassadors – Brand ambassadors is another strategy to help raise awareness for brand. The key behind brand ambassadors is to choose wisely as they represent and are the face of your brand. Egg (2017) say that influencers play a huge part for brans as they empower the general public and influence them on the decisions they make when purchasing. The brand ambassadors choosing are Taylor McKenzie son of world champion Naill McKenzie. Taylor is a great face for the brand as he is young and a very positive individual within the industry and he has a great following of fans. The motocross rider is Conrad Mewse who is a young talented rider from the UK who is racing all over the world. Again, he has a massive following of fans who look up to him. Lastly, we have choosing Maura Higgins who is a monster energy girl within the sport. Maura also has 60K followers on social media and attends motorsport events all over the world. Each brand ambassador chosen is very realistic as if the brand is supplying with free garments they will wear and post all over their social pages for free. The brand owner also has great contacts with the three individuals. The specific ambassadors will also get a percentage of any sale that goes through using their discount that customers could have got from their social media posts.

Celebrity Endorsement – As well as brand ambassadors the brand should also give free items of clothing to other riders within the industry for them to post on their social media and just get it on show to as many people as possible. Celebrity endorsement.
“Social media marketing infused with celebrity endorsement is very widely used nowadays.” (Rantanen, 2017, Page 2)
Event Sponsorship – Sponsoring motocross events around the UK is another key strategy to raise awareness for the brand. The event that has been choosing first is the two-day national weekend race at Desertmartin motocross track in Northern Ireland. The event is not the largest of motocross events in the UK, but it attracts a great number of riders and is a great platform to start on with event sponsorship. By sponsoring the event the brand logos would be on banners around the track and also vouchers for the website could be gave out to all of the winners. 

“Sponsorship marketing is one of the simplest ways of marketing that is suggested by the expert team of professionals in each and every firm in the world.” (Bhasin, 2018, Page 1)

Social Media Competitions – Another technique through social media platforms is to host competitions for followers to have the chance to win a prize and what they have to do is like, share and tag a friend in the post. By doing this it creates major extra traffic onto your social pages which then raises a lot more awareness to the brand. The social media competition that has been choosing is two weekend tickets to the motocross of nations in the Netherlands in September. Carter (2018) believes that social media contests boost online engagement, build your email list and inspire virality.

Trade Stands – Trade stands are a very common way to sell at motocross events. They are a perfect platform to drive sales and brand awareness. Whether spectators at the racing buy something or not the brand is still on show for everyone to see. The first event that Dabø UK should attend is Hawkstone International in February 2020. It is a race weekend before the season starts and a lot of riders all over the world attend to get ready for their season ahead. It also would be a smaller entry fee to be paid as it is not actually a championship round. From this event then you can then build on attending events.

Search Engine Marketing -  Using google analytics will help search engine marketing as when customers either type into google “dabo uk” “motocross kit” the brand should aim to use these keywords to then be close to the top so that customers can enter their website instead of the competitors.

Cost
Calculated below is the costs involved with each of the strategies. The brand ambassador and celebrity endorsements have not been included as they will not be getting paid and they will just be offered free garments every time there is a new release.

Rider Sponsorship = £525 worth of motocross kit
Event Sponsorship = £1,500
Competition Prize = £180 
Trade Stands = £700

Total = £2,905










[bookmark: _GoBack]Conclusion
After careful analysing of all of the primary and secondary research the realistic objectives were set in place followed by strategies on how Dabø UK can achieve each of the objectives. If the brand implements each of the strategies outlined, they will have every opportunity to achieve each of the objectives. If the organisation achieves the objectives, they will reach the overall goal for the brand and that being raising brand awareness and becoming a well-known motocross kit manufacture within the industry.

“Don’t lower your expectations to meet your performance. Raise your level of performance to meet your expectations. Expect the best of yourself, and then do what is necessary to make it a reality.” (Marston, 2018, Page 1)
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Appendix

Interview Questions

1. Where do you want the company to be in regards compared to competition in 2 years?
2. What is your budget for Marketing?
3. How active is the brands social media accounts?
4. Do you currently sponsor any riders?
5. How many kits would you like to release within the next 2 years?
6. What type of casual clothing would you like to produce?
7. What are the current trends like compared to previous? Do you know what is going to be on trend next year?
8. Do you sell worldwide? If yes how far have you sold to out of the UK
9. What is your target market?
10.  What makes you different from your competitors?
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