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(YFC Pembrokeshire, 2020).
















The purpose of this presentation is to display the research into Pembrokeshire Young Farmer’ Club and to identify a subsequent marketing plan 





 “Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably” (The Chartered Institude of Marketing, 2009, p. 2).
“Marketing focuses on the most fundamental requirements of companies to identify customers, research their needs and preferences, analyse their attitudes to promotion and other factors that influence their purchasing decisions and persuade them to buy products and services from you rather than a competitor” (The Chartered Institude of Marketing, 2009, p. 8). 

















About Pembrokeshire Young Farmers’ Club
“Young Farmers Club (YFC) is a rural youth organisation, for anyone aged between 10 and 26 years old. Clubs and County Federations are affiliated to Wales and the National Federation of Young Farmers’ Clubs (NFYFC), Members enjoy socialising and interacting with people of the same age; learning; achieving and having fun. Despite the name, you don’t need to be a farmer to join!”
“Clubs organise their own programme for their regular meetings, with activities including sports, crafts, and skills development. With such a broad range, clubs ensure the interests of all members are catered for. Clubs’ activities are complemented by those organised by Pembrokeshire County YFC activities, such as competitions, and social/fundraising events.” 
(YFC Pembrokeshire, 2020)

“Founded more than 80 years ago, the National Federation of Young Farmers’ Clubs has grown into one of the largest rural youth organisations in the UK. Led by young people, for young people, YFCs provide their 23,000 members, aged between 10 and 26, with a unique opportunity to develop skills, work with their local community, travel abroad, take part in a varied competitions programme and enjoy a dynamic social life. This helps to tackle rural isolation and social exclusion, encourages self-reliance, individual responsibility and good citizenship, so members can reach their full potential.” (National Federation of Young Farmers' Clubs, 2020).



























Stakeholder Analysis 


The relationship between Pembrokeshire Young Farmers’ Club and their stake holders.

Stakeholders are an essential part of Pembrokeshire Young Farmers’ Clubs. It is important to identify all the stakeholders so that their interests and opinions are taken into account when creating a marketing plan. Each stake holder will have information relevant for their interest within the organisation. Stakeholders should be communicated with to ensure that are happy within the environment in regards to changes and decisions being made. 

Internal stakeholders

Members

Members of the 12 Young Farmers’ Clubs in Pembrokeshire, they have paid for a service.

Volunteers

Volunteers have their work environment and the experience by being a stakeholder in Pembrokeshire Young Farmers’ Clubs. They invest their time into the club. 

Employees 

Employees have a monetary interest, depending on the job specification they may have other advantages, such as, health care. Employees have to work in the environment set out by the organisation.


They have a direct interest within the organisation 

External Stakeholders
 
Parents/families

Members of any of the 12 clubs have parents and families who are stakeholders this is due to the fact that they have a relationship with that of the paid member. 

-Provide their services correctly and ethically.





Local businesses and attractions 

Local businesses and attractions are stakeholders because they benefit from the business and advertising that the clubs bring to them. An example of this is when the businesses/attractions give complementary visits, this is then posted about on social media and evangelism marketing takes place when members discuss their visits with non-members. This ultimately brings in more custom.  

Local communities, organisations and charities 

Local communities are stakeholders because they benefit from having a youth service present within their areas. It also help with their young residents learning and gaining skills, while being in a social club environment. Local Young Farmers’ Clubs also help within their local communities, they do this by fundraising and participating in helping with some community events. 

Not only are they providing opportunities and support for the local youth, Pembrokeshire YFC are also helping then back within their individual communities. 


Financial sponsors 

The year 2018/2019 saw sponsors including, Valero, NFU and FUW. These sponsors want their financial help to be put to good application and to have a positive impact on the charity. 



























Marketing Mix 



Product

The product is a rural youth service, this includes, completions, social activities and events, learning.

Price 

The price is dependent on the set price for said financial year, that means that prices alternate each club year. DUE TO THE ECONOMY 

Membership prices are usually segmented into age groups.

The membership fee covers insurance and competition entries.

Place

The Twelve Pembrokeshire clubs are located through Pembrokeshire countries, mainly based in rural areas.

Promotion

Promotion is mainly social media based.

Evangelism marketing is a method they rely on too.

The clubs also take part in events, such as, The Royal Welsh Show, were they are able to advertise themselves. 

Promotion must be good to create communication system, with both current and potential custom.

People

Memberships are for youth aged between 10 and 26 years old, so this is also their target market.

Their volunteers and paid employees.

The people involved within or associated with Pembrokeshire Young Farmers’ Club must have a positive influence on the organisation and its marketing brand.





Process

The creation of an events and an event’s calendar.

The Creation of guidelines that are used by the clubs, in regards to how they operate.

The better he process of the year the more satisfied the stakeholders are and this can lead to more success with the organisation. A poor or disappointing process will lead to unsatisfied stakeholders. 

Physical Evidence

The people involved and the events that are created for the youth service. The work that they do with the youth. 


Market Segmentation 

Targeting the target market, to understand the relevant target markets characteristics, target your marketing plan to relevant potentials 

Benefit – promotional performance, helps develop the service/product of offer, expand organisation, helps with business development decisions 

Geographic

-Location: Pembrokeshire 

-Characteristics: Rural areas 
Demographic

-Area: Rural Pembrokeshire 

-Sex: Male or female 

-Age: 10-26

-Occupation: Any or farming (no preference)

-Education level: Any 

Behavioural

-Social

-Youth organisation 

-A hobby 

-Loyalty to an organisation 

-Motivated 

Psychographic

-Personality Traits: No preference

-Interests: Becoming a club member and a team player 

-Lifestyle: Rural lifestyle, young person 











































Marketing strategy 
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(Dave Chaffey, 2019).
























Paid marketing – Social media paid advertisements. 

Earned media – They rely on Evangelism marketing, word of mouth, social media from people who share and are associated with Young Farmers’ Club.

Owned Media – They have a website, Social media pages, Instagram, Facebook and Twitter accounts.



Content Marketing

Content Marketing looks at the creation of content that is then used to target both existing and potential new members.
Pembrokeshire Young Farmers’ Club use content marketing when they create marking, information and current events that have happened within the clubs. 

Search engine optimization

This is a strategy that Pembrokeshire YFC does not use, they use a more organic strategy when driving traffic to their websites


Support the chosen method 

Digital marketing is largely free so this is great for this organisation, keeps ,marketing costs to a minimum. 

Social media -Cost effective, relates to the target audience 


Relationship marketing with members online that helps build relationships with associates, e.g. instead of looking at a stranger, that could be their friend


Self-promotion, e.g. charity work 








Marketing Plan

With the current global crisis Pembrokeshire Young Farmers’ Club have to create a new marketing plan that enables them to obtain and retain members


Goals and Objectives

“The National Federation of Young Farmers’ Clubs (NFYFC) is one of the largest rural youth organisations in the UK. It heads a nationwide body of 662 Young Farmers’ Clubs (YFCs) throughout England and Wales dedicated to supporting young people with an interest in agriculture and the countryside. Led by young people, for young people, YFCs provide their 25,000 members aged 10 to 26 with a unique opportunity to develop skills, work with their local community, travel abroad, take part in a varied competitions programme and enjoy a dynamic social life.’ (Club, 2010).

Raise funds, retain and gain memberships 

SWOT




Strengths

No direct competition, the biggest youth organisation, nothing like it in the area 

Weaknesses 

-marketing the message that you don’t have to be a young famer to join the club, promote the opportunities, the association with farming is impacting on the obtainment of new memberships. How can this be rectified? Marketing. 

Opportunities 

Evangelism, bring in non-farming associated youth, diversification growth, stats for non-farming back ground members?

No direct competition, biggest rural group

Threats 

Current threat is the economy 
The financial loss, meetings taking on virtual, changes in opportunities, but this will change so it’s about marketing the services that the club has now, a way to socialise while being at home through restrictions, also a lower membership fee etc 


Mission statement


“As a youth focused organisation, we empower and enable our members to make positive contributions to and be active citizens in their YFC, agricultural and rural communities. As a result, members become informed and articulate champions of rural life, and develop a strong sense of individual and collective responsibility along with the skills and resilience required for their transition into adulthood” (National Federation of Young Farmers' Club Board of Management, 2020). 

Ideas for plan 


Justification for the need – every organisation needs marketing to be sustainable, if they don’t have members, investment, they will end up with no product.

Gap in the market, competitors? – unique selling point.

Competitor analysis.

How products meets the needs of the people.
 


Conclusion 

-There are no direct competition, yes there are other youth groups but none with the variety of opportunities for the wide age groups. 


-Marketing strategy has had to adapt rapidly due to the changing environments of Covid. This shows how important it is to strategies differently based on the outcome of the current environment and how plans have to change. 

-Their free marketing tool is social media and that is where their target market is based.

-Why should the youth of Pembrokeshire join Pembrokeshire young farmers’ club rather than a smaller competitor or none at all

-So what is the importance of marketing to any business or organisation and how is this directly linked to Pembrokeshire Young Farmers Club 
The more successful an organisation is the more likely it is to succeed long term
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Figure 1.2 The intersection of the three key online media types
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