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1. Situational Analysis

1.1. Company Overview
BaseKamp is an artisanal coffee shop located on Kings lane in Swansea that opened in May
2019. The shop was set up by a couple who wanted to expand their roastery (Afan Coffee
co.) BaseKamp also has a coffee school atta@but their primary source of income comes
from the sales of coffee and food in the café. As can be seen from figure 1 although
BaseKamp is a coffee shop and therefore the core product is coffee there are many other

layers to this business and product.

Free WiFi & Power Outlets
Quality Service
Active Social Media

‘Comfortable Surroundings 7
s Artisanal Coffee Roastary : e b I&(‘bc\»&k -
o Expertly Brewed Coffes 3
155 o BaseKamp Brand

Core Benefit

Figure 1: Three levels of product for BaseKamp (adapted from Fahy & Jobber, 2012, page.

144}

1.2.  External Analysis
The coffee industry has transcended the death of the high-street and it continues to grow
and profit. @1 a economic perspective when the recession that hit the UK in 2008 it
‘stripped the high street of many retail shops, cafes filled the gaps’ (Gander, 2016).
The coffee market is worth over £10 billiqp and has grown 7.9% on last year. insuch a /Z,Z§ /

booming industry it is unsurprising that there is a vast amount of competition with over

e
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25,600 outlets in the UK alone (Allegra, 2019). Several external factors have been driving this
coffee boom within the UK; growth within the experiential economy and the open talent
econemy as well as social media enabling small independent ¢offee shops to market cheaply

and quickly.

1.2.1. Soclal & Economic
The “artisan” coffee movement has grown over the past few years to rival the large-scale
coffee brands. According to the World Coffee Portal, the UK is shifting into the fifth wave of
coffee which has a ustomer focus and combines the art of blending coffee and the
science of brewing it in coffee shops that help to enhance the customer experience (Allegra,
2019). The quality of coffee has become increasingly importantin drawing customeérs into
independent coffee shops due to the ‘increasing awareness amongst consumers of coffee as
a culinary, speciality product” analogous to the rise of ‘artisanal’ food (Gander, 2016). The
experience surrounding the pure coffee product is also a key reason as to why coffee culture
has grown so much in the last few years. ‘Research from Eventbrite shows that ene in four
millennials are more likely to pay for an experience over a product’ and given that millennials
are a key consumer group of coffee shops and experientially visiting a coffee shop is very
accessible to a high propensity of people (Fromm, 2016). In addition to this events may
benefit from this shift to an experimental economy and integrating events into a coffee

shops repertoire of products and services could maximise profits.

1.2.1.1.  Third Space
The growth of independent artisanal coffee shops, like BaseKamp, has also been filed by
their appeal as “third spaces”
| which as ‘comfortable and
4 welcoming place{s] away from
home and the office’ (EPOS,
2019). By installing charging
sockets, comfortable seating
and free WiFi for customers

coffee shops have established

7
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themselves as places to sotialise and work (Gander, 2016). BaseKamp has managed to
create an effective thirds space and has taken full advantage of the customers who want to
use the coffee shop space as an office/social space. In appealing to these customers
BaseKamp can capitalise on customers spending greater lengths of time o prem nd
therefore making multiple purchases that may not happen if the facilities mentioned

were not in:place.

1.2.1.2.  Hybrid Space
With coffee being a commodity that is consumed almost exclusively during the day and therefore in
order to utilise the coffee shop space beyond the standard 5pm dosing time many independent
coffee shops have looked into branching away from coffee into an additionat use for the space.
Combining coffee shops with a ‘wine and cocktail bors’ ‘yoga studios” and events lacations can help
to maximise the profit that can be generated from a single space {EPOS, 2019). BaseKamp has a
comparably large venue for Swansea and therefore hosting events within the space to turn itinto a

hybrid space could be beneficial to maximise BaseKamp's potentiall?}ffs.

1.2.2. Technological
‘The popularity of café culture was further cemented by the emergence of the digitol age,
when laptops, mobile phones, and fater tablets, freed some workers from their desk’
(Gander, 2016). University students and office workers have therefore been untethered

from their desks and have become a key target market for coffee shops.

Technology has also increased the availability of barista grade equipment for the home
brewer. it has been estimated that ‘o third of people have some form of coffee machine in
their kitchen’ which can be filled with quality coffee beans or grinds which can be purchased
online (Gander, 2016). With people able to create high quality coffee with steamed milk at
home with beans being delivered direct to their door it has negated the need for these
people to go into coffee shops at all. One way to draw these customers back into coffee
shops is to sell bags of beans for them to use at home however because of online orders this
may not draw everyone back. BaseKamp also has a coffee school that may appeal to novice
baristas who want to improve their skills; currently BaseKamp’s classes are very detailed last

2 -4 hours and cost from £40 - £90 {Afan Coffee, 2019). To create a more mass appeal

5
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BaseKamp could introduce sh@’nore affordable classes that focus on one piece of
equipment and lasting up to an hour and costing under £25. By doing this it may draw home
baristas into store and also provide a step for people to explorethe coffee school element
of the business and provide a spring board for customers wanting to come back and /

experience the more detailed classes.

1.2.3. Soclal media
‘Social media marketing is an integrol part of 21* century business’ as people now have
access to social media 24/7 and are therefore susceptible to marketing 24/7 (Felix et al,
2017}. From a business perspective social media provides a platform to market cheaply and
instantly (Fahy & Jobber, 2012). Gallaugher (2010) also mentions that social media also
offers businesses an opportunity to "expressing the new products quickly fand] enhoncing
the relationship with customers by getting the comments from them and attracting new
customers’ and for a coffee shop which changes its menus on a regular basis this is essential.
There are many forms of social media BaseKamp could market on and this will be discussed

further in section 4.1.

1.3. Target Market
Coffee as a commodity has an almost universal appeal and therefore the target market for
coffee shops is very broad. There may be a particular appeal of coffee shops as a place to
socialise within the demographic of ‘o generation mostly too young to drink aduft
beverages’ (Gordon Food Service, 2G20). In addition to this with coffee shops being used @
third spaces there is also a large target market within the university student and office

worker segment. For BaseKamp the question of a target market lies primarily in

geographical dyéa phics.
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1.3.1, Customer journey

Customer Journey

Feeling Thirsty

Paying far the

Deciding they would
like a hot drink

Ordering coffee at
the counter

Choosing a coffee
shop

Walking into the
coffee shop

coffee

Waiting for the
coffee to arrive

Leaving the coffee

Drinking the coffee
shop

Shaﬁngtheexpenence
with others

Figure 2: Customer Journey of buying a coffee with possible gaps highlighted

The customer journey is, as defined by Halvorsrud et al (2016), ‘customer interactions with
ane or more service providers to achieve a specific goal’ which involve@several touch points
that provide the business with marketing opportunities, it is important to businesses to
model service delivery from the customer’s perspective to identify the potential gaps and
improving the customer service (Teixeira et al, 2012; Tseng et al, 1959). The customer
journey combined with th&gaps model can also help to highlight opportunitiesin the
decision process for marketing which may help influence more customers to engage with the
organisation. As shown in figure 2, above, the primary gaps where marketing may be the

Vs

most effective occf)while the customers are outside already. Due to this advertising on
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social media must be tailored to look as good en mobile devices as desktops as well as
comprising of bold images and messages that can be taken in whilé on the go. Another key

marketing moment is at the end of the journey when customers share their experience, be

that on social media or simply holding the branded take away cup. it is therefore important

P ﬁ{.‘y?dw’ :
sharing in'a positive light, this will be discussed

"
( the'the experience is as positive and wo
\

’.—'—'_"_"'\-u.._______—-’

' further in section 4.2. and 4.3.

1.4. Competitors
The coffee shop industry is a very crowded market

place with over 25,000 outlets in the UK over 7,000 of
which are independents {Allegra, 2019). Costa holds
the monopoly and the UK, as can be seen from figure
3, and axiomatically in Swansea with 8 café spaces
within the SA1 postcode alone {Allegra, 2019). Costa,
or other chains, may be the go-to for a large

percentage of people however due to the mass nature

of the business the quality of coffee can suffer in Figure 3: Leading UK coffee shops by number
. of outlets (Allegra, 2019).

favour of speed. For customers who value quality over

speed BaseKamp may hold the edge over chains like Costa. The most direct competition for

BaseKamp is Storm in a Teacup, a new artisanal coffee shop that has opened in the market in

November. Like BaseKamp it is an independent set up by a coffee enthusiast that serves high

guality coffee. Storm in a Teacup is in a more central location to BaseKamp and therefore in

e
SIQF\'M IN A TEACUP termsof the takeaway coffee market may have the

edge. However, the seating is very limited due to its
location and therefore may lose the custory er f people
wanting to sit do work and purchase multiple coffee’s
thought the day. The size of Storm in a Teacup also
prohibits it from serving food beyond cakes where as

BaseKamp has a very atiractive hot food menu as well

. & as the traditional cakes. For a tabulated list
BaseKamp's Swansea competitors see appendix 1, page 17.
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1.5. TOWS

For full TOWS analysis see appendix 2, page 18 this TOWS analysis it would beé
EXISTING _PRopuc:Ts NEW PRODUCTS : suggested that BaseKamp look

into diversifying into offering
events in order to differentiate

from its competitors and to

EXISTING MARKETS

utilise the space outside of

regular opening hours.

MSIH ONISYIHONI

Because BaseKamp's existing

market is so diverse it makes

NEW MARKETS

sound business serise to
introduce a new
INCREASING RISK .
product/service to those

customers. To be able to put

Figure 4: Ansoff Matrix adapted from Fahy & Jobber (2012)

. on an events offering on top of
BaseKamp's existing offering it rmay be necessary to bring in an events consultant to focus

on creating and delivering an event offering for BaseKamp; this may include craft fairs,

coffee tastings, guizzes, private hire functions etc. — c\.ﬂ.&%l:@;‘—m}??‘ﬂ A

2. Objectives

o To achieve 5% events contribution to total revenue within 12 months

\ o Tohost at least 6 private hire events in BaseKamp within 12 months

KO 3. Strategies

o Tocreate a portfolio of events that could work within BaseKamp

o To usedigital marketing tools to create an awareness and market for events

o Toenable customers to become brand ambassadors l/

N e ou. s
wf:: c:,‘dt-\-xo\_kiafm& I Al

?_Q/Mao o r\:u\,eght Saoose rr\_oi\(_,

C one =0 -
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4, Tactics & Action

A table of marketing channels can be found in appendix 3, page 19, which establishes which
marketing techniques are the most appropriate to use for promoting an events offering at

BaseKamp.

4.1. Social Media Marketing & basekampswansea
Facebook can be an incredible useful marketing tool

especially with events as Facebook events means that
customers can book tickets or reserve a space directly
through Facebook negating the need of the customer
clicking through to a different site and potentially
increasing bookings (Eventbrite, 2018). With Instagram
now being owned by Facebook linking the two
platforms up can also be useful to gain both user bases
without any additional effort from the business; given
that BaseKamp has a very small team being able to
reduce the man hours spent on marketing whilst also
maxirnisig the reach of said marketing. Instagram
works best with image heavy marketing and ensuring

that picture guality is essential. Twitter and Linkedin

can also be used to market events however twitter as AJ
ne

——

platform can be limiting with the message that can be A Q @) %

put out and for a small-scale business can be less effective (Gilliand, 2018). LinkedIn is an
effective platform for business to business marketing, rather than most other social media
platforms are business to customer and customer to customer, and therefore Linkedln may
only be an effective marketing platform for certain events for example team building coffee
workwventarite, 2019). To start marketing an event offering it is recommended that
BaseKamp use Facebook and instagram, both of which they already have a strong following

on, and then branch into LinkedIn if it is appropriate for the specific type of event.

Targeting paid for adds on Facebook and instagram can help a business or event reach a

specific audience that is more likely to act upon viewing the advert. Targeting can be done

10
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geographically, which for events is a usefu! feature, but can also be done based on the
interests based on people’s social media profile. For example, for a Makers Market

BaseKamp may wish to target: people within Swansea, who like notonthehighstreet, follow

#SwanseaCrafters and have attended a previous craft market (Eyefitbrite, 2018).

With events it is important the the marketing transcends the perishable end of the event.
This can be achieved by posting pre, during apd post event. Live story feature on Facebook
and Instagram can help in putting out real-time content and saving videos and photos taken
during the event to post after can help to extend the experience for the people that

attended, provide a tangible element to an otherwise intangible experience, and draw in

more customers for t?eygént {Gilliand, 2018]). ﬂo (v &M‘L &&D(b

v AR,

, « \s=h R o musnts e
4.2, Word of Mouth 0/) o s s \T wrod s —
oto:

Having a unique hashtag or encouraging customers to share any ph
the event and tag BaseKamp provides free marketing to groups of people that may not have
been within the originally anticipated target market. Word of mouth has a much larger
impact in the current digital age as no Ipng)is this a process of one person telling a small

group of people it's that one person telling however many hundred followers they have. /

4.3. Brand Ambassadors

The ultimate aim is to turn customers into “brand ambassadeors” who effectively become the
marketing department, promotion often feels more authentic when it is not coming directly
from the brand (Marketing Week, 2004).0nline engagement is one method of turning
customers into brand ambassadors, another is to give away, or sell, branded merchandise.
Afan Coffee Co, the roastary run by the owners of
BaseKamp, already does this on a small scale. They were
giving away free tote bags with every order of coffee
grinds until December 16" 2019 {Afan Coffee, 2019).
Linking events and merchandise marketing can be very
effective as once someone has bought a ticket or arrives at

the event, they can be given a badge, bag, mug or pencil

11
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that can also be used after the event ta promote BaseKamp past the perishable end of the ’
event, in effect tangiblising the intal}ﬂgi.b'ré experience. Below are some example of possible
merchandise that could be used to market BaseKamp. This methed of marketing can be
more expensive than other forms of marketing as the cost of the merchandise needs to be

factored in however if they are going to bé given out at a ticketed event then the cost of

manufacturing the merchandise can be factored into the ticket price.

With BaseKamp being such a small team, it is unrealistic to have one person whose §

is marketing and therefore using customers as brand ambassadors could increase the reach

of BaseKamp's marketing with no extra paid for man %uired, \1%\

4.4. Resources -
Due to BaseKamp being a small company that has a small team a simple and relatively cheap

marketing strategy is required. For a brief budget see appendix 5, page 20. The most
expensive element is the hire of an events consultant however without hiring ané)additional
person it may not be possible to deliver a quality events offering. However, the events
coordinator will not be required for the same number of hours every week. During busy
events periods such as Christmas they will be required to work more hours but during q@

periods, they may not be required therefore it may be beneficial for BaseKamp to employ an
events consultant on a zero-hour contract basis, © ¢ U NSSUALT- g s oy

5. Control

5.1. Metrics
When setting objectives, it is important that they are measurable and can therefore be
evaluated in metric terms.

12
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S.1.1. Profitability _
One of the aforementioned aims was to have events equating for 5% of BaseKamp’s profits — S

by 2021. This should be monitored throughout the year and aim adjusted for the following
year or if events have not been contributing enough profit to be viable as regular
occurrences strip the events portfolio back to only the events that have beén proven to be /

profitable.

5.1.2. Event Uptake
Another aim was to host at least 6 private hire events in 2820. In addition to this any public

ticketed events should be monitored for tptake; the aim should be for the event
uptake on ticketed events should be at 70%+. If any ticketed events are below 50% uptake

they should be reviewed, and potential removed from the évenits portfolio. /

5.1.3, Social media presence
Facebook and Instagram, which will be the primary sources of event marketing for

BaseKamp, have built in analytics for push advertising. BaseKamp should review these
analytics in real time to establish if more money needs to be put into a campaign or if a

campaign is not creating the desired uptake of an event and therefore requires changing. /

5.2.  Responsibility and timescale
For a Gantt chart outlining a timescale in which the marketing plan should be carried out

can be found in appendix 5, page 21. Due to the small team the plan has several repeated
elements and therefore as more events are booked and run the less time will need to be put
in as the processes will already be in place and may require less time than accounted for as

the year goes on.

13
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7. Appendices

7.1.  Appendix 1: Tabulated list of BaseKarhp’s Swansea Competitors

Company Strengths Weaknesses Price of a regular latte

Costa Well known brand Often crowed £2.65°
f Multiple city centre locations  Mass production orientation
Later openings {quality can suffer)

Coffeetil Well known brand Small tables and lack of £2.65
space to use laptops

McDornalds ‘Cheap coffee Lower quality coffee £1.58
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7.2.  Appendix 2: TOWS Analysis of BaseKamp

‘oppor by overcoming

| o Gaining the customer of the

~ people within the art culture

| around '_BéseKamp

o Utilising sotial media to
create maximum marketing

impact-with least time input

WT: Minimise weaknesses and

threats

2 to host events o Bring in an events

to"dlversify out of the consultant to run events
crowded coffee marketplace within BaseKamp that add
o Using the quality of the value to the existing
coffee and experience of the products and diversify the
shop to stay competitive offering further than simply /

w2
/(,P P
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7.3.  Appendix 3: Marketing Channel Table

Marketing
Targeting
Input Time
Customer

Channel

Facebook

Instagram

Twitter

Linkedin

Posters

Flyers

™v

Radio

Magazine

Direct

Marketing

VL_'ord of Mouth

Brand
Ambassadors
{Online}

=T

‘Medium

Brand 'Medium

Ambassadors

(Offline}

Interaction
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7.4. Appendix 4: Basic Marketing Budget

Estimated Marketing Budget

Item Cost per unit Number of units Estimated Cost per year
Events ConsultantPay | £9.00 per hour 4 |8 hours a week _ £3,743
Paid for Facebook advertising £10daily budget ~ 50days of pushaddsayear | £500
Paid for Instagram advertising £10 daily budget |50 days of push adds a year £500
Printing flyers and posters 6p per A4 page |1500 pages per year £90
Badges 22p per badge 1000 £220

Total | £5,054 |
A ]/

N chesf o
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Appendix 5: Gantt Chart

7.5.
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This section details the extent to which the assessment criteria are demonstrated by you, which in turn
determines your mark. The marks available for each category of skill are shown. Lecturers will use the
space provided to comment on the achievement of the task(s), including those areas in which you have
performed well and areas that would benefit from development/improvement.
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3. Cognitive and Intellectual Skills
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Apecd fe = S0/

Assessment Mark (Assessment marks are subject to ratification at the

appropriate)
Exam Board. These comments and marks are to give feedback on module work

Late Submission Penalties (tick if

and are fgr guidance only until they are confirmed. ) Up to 1 week late (40% Max)
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