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1.0 Introduction and Background
The marketing team of Llwchwr Workmen’s Club (LWC) have been tasked with conducting a detailed analysis followed by the development of a marketing plan. Llwchwr Workmen’s Club, it is a CIU affiliated Workingman's Club founded in September 1939. It is located in the town of Gorseinon, it was a small village up until the late 19th century when it grew around the coal mining and tinplate industries. In the last 2 years the club has become home to Gorseinon Rugby Club.
This report will include environmental analysis, including internal and external aspects, any marketing challenges that may arise or affect the marketing success, and the development of a marketing plan using an integrated approach, also including how the plan will be monitored and any limitations that may arise.
    1.1 Mission Statement and Objectives
Mission Statement
To be the most successful pub in the area, offer customers excellent products and service and ensure a comfortable and friendly atmosphere.
Objectives
1. Offer good quality products at a good price.
2. Employ friendly, helpful and knowledgeable staff.
3. Televise all large sporting events for customers to enjoy.

















2.0 Main Findings
This section will discuss the main findings of the report, including environmental analysis, marketing challenges, marketing theories and the development of a marketing plan, all of these will be discussed in detail.
    2.1 Environmental Analysis
The environment is fast moving and it changes rapidly, technological innovations are becoming advanced and these aspects can be disruptive for businesses. Customers are becoming more knowledgeable about products and services and can research to ensure they are getting the best deal, so environmental analysis can be essential to ensure a business is successful. Kotler defined the marketing environment as “the actors and forces external to the marketing management function of the firm that impinge on the marketing management’s ability to develop and maintain successful transactions with its customers” (Kotler & Armstrong, 1994). This suggests that external forces can impose the marketing teams ability to have a positive relationship with its customers. There are different levels of the environment, including internal and external. The external environment can be split into two sections; the macro and micro environment. 
        2.1.1 External Challenges
            2.1.1.1 Macro Environment
The macro environment is external influences that are indirect, these are also known as the general level environment that the company has no control over. These include the economy, legal structures, political structures, social factors, cultural forces and technology. The government and economy have possibly the biggest impact on businesses.
Interest and Inflation Rates
Interest rates and the rate of inflation can have a considerable impact on businesses. “Interest rate is the rate at which interest is paid by borrowers (debtors) for the use of money that they borrow from lenders (creditors).” (Yadav, 2016)“Inflation is defined as a sustained increase in the general level of prices for goods and services. As inflation rises every pound someone owns buys a smaller percentage of a good or service.” (Yadav, 2016) The interest rate and rate of inflation will likely affect LWC. The rate of inflation is the most likely to affect them as inflation increases so does the price of goods, therefore they will likely have to increase prices to keep the same profit margins. This means that customers may visit less often or spend less when they do visit. Interest rates may affect LWC because if they wish to borrow money to, for example, develop their business premises and interest rates are high it will cost them more to borrow, therefore they will be less likely to carry out any work on the premises as it will be too expensive. However, if interest rates are low then it will not be as expensive and they may wish to borrow money to carry out any work that they wish too. According to an article written by Richard Partington for The Guardian in 2017, he stated that “interest rates will stay low”. He added, “at most, interest rates may be nudged higher from 0.50% to 0.75%” (Partington, 2017). This suggests that it will be unlikely for interest rates to increase severely, therefore if LWC would wish to take a loan out interest rates would not be very high.
Economy
The state of the economy can also affect businesses dramatically, because if the economy is in a state of recession customers have less disposable income and therefore are less likely to spend money on luxury items. In addition, if the economy is in a boom then customers have more disposable income and are more likely to send money on luxury items. Nick Fletcher stated in an article for The Guardian that “the UK economy is set for another year of uninspiring growth in 2018” (Fletcher, 2018). This suggests that the UK is unlikely to go into a state of boom as the first quarter showed growth of just 0.2-0.3%. 
Minimum/Living Wage
According to an article written for the BBC, it states that “rates for the National Minimum Wages – for those under 25 – and the National Living Wage – for those over 25 – are rising by more than inflation” (Milligan, 2018). This suggests that it is more expensive to employ people, and as a small business they may need to increase the price of the goods they provide as they will likely not be able to ignore the increase in expenditure. 
Rate of Unemployment
Rate of unemployment may affect LWC also, as stated in an article written for The Guardian in 2017, it stated that “the number of people in work across Britain fell by 56,000 during the three months to October to stand at just over 32 million. The Office for Budget Responsibility expects the unemployment rate to rise over the next five years” (Partington, 2017). This suggests that there will be more people to employ if LWC would need to. 
            2.1.1.2 Micro Environment
The micro environment is external influences that are direct, these include suppliers, competitors, customers and distributers. 
Customers
One of most direct microeconomic factors that impacts all businesses is customers. A company simply cannot survive without customers. Neil Kokemuller stated in an article written this year that “knowing your ideal customer types and developing and presenting effective marketing campaigns are integral to building a customer base and generating revenue streams” (Kokemuller, 2018). This suggests that business need to be able to understand what their customer needs and wants are to create effective marketing campaigns and to ensure success. LWC need to ensure they are giving their customers what they want, if they do not produce a marketing campaign that is targeted towards their customers then this will affect the success of the marketing strategy and it may prove to be ineffective if it does not target specific customer segments. 
Employees
Employees produce, sell or service goods/services that drive businesses. For economic success to be achieved the company must employ qualified and motivated people for their specific business type. For example, a business that is highly technical will likely have to pay a higher salary to attract a limited number of specialised workers (Kokemuller, 2018). For LWC highly qualified employees are not necessary, however highly motivated employees are. As bar staff, the employees must be motivated as they must make the customers feel valued and create a good atmosphere. If employees are unmotivated and unhappy customers will be less likely to visit LWC and may decide to visit a different pub in the area who have happy, motivated staff.
Suppliers
To operate profitably, a company must receive good value products from suppliers, and also, offer good value for its customers (Kokemuller, 2018). If a company does not receive good quality products from suppliers then they will not be able to provide quality goods for customers and therefore can only charge a low price as customers will not buy low quality products for a premium price. Therefore, for LWC, they must buy and receive good value products that customers want to buy for them to be able to provide them with a good value service.
Competitors
A company’s success is also impacted by the level of competition. High competition is usually seen as a bad thing for business. However, in an article it states, “in theory, more competitors mean your share of customer spend diminishes. However, a large number of competitors in an industry usually signifies lots of demand for the product or service provided. If an industry lacks competition, the company may not find enough demand to succeed in the long run” (Kokemuller, 2018). This suggests that high competition is not always a bad thing for businesses, for LWC there are around 5 direct competitors within the same area. This suggests that there is demand in the Gorseinon area for pubs and that LWC has competitors that are all competing for the same custom.
Investors
Investors can help fund a start up company or help a company to grow. With investors a company is willing to give up some control in exchange for funds, expertise, support and ability to share any risks (Partington, 2017). This could be helpful for LWC, because if they do wish to expand their business, investors could prove helpful as they can provide support and they will not have to repay a loan with interest added. 
Public
A businesses image can be affected by its local community and media, they often support businesses as they provide jobs, pay taxes and operate with social and environmental responsibility. However, if a company does not take social and environmental responsibility they may receive negative media attention and that will likely affect the success of the business. Local media can be helpful to advertise a company and ensure it gets the attention it deserves. For LWC the local media and community can severely help the success, for example, if the Club decides to put on a charity event then it will be raising awareness and the local media will likely advertise the event as it would be helping a charity, this would create a positive public opinion.
        2.1.2 Internal Challenges and SWOT Analysis
Internal analysis is identifying the organisations capabilities in terms of resources held and assets developed attempting to meet the needs of the customers through the organisation thereby creating a competitive position (Paul & Richter, 2007). Internal challenges include resources, such as money, workforce, time, materials and machinery. SWOT analysis looks at a company’s strengths, weaknesses, opportunities and threats. 
A company’s strengths are internal and what the company already does well. In LWC they already offer good customer service, good quality products and dedicated staff (Sarsby, 2016). LWC have recently started using a contactless card machine that offers cash back. They also have a website and Facebook page that displays all events that the Club has upcoming. 
Weaknesses are internal but can half the company (Sarsby, 2016). In LWC finance can sometimes be in short supply, throughout January and February after Christmas and New Years it becomes less busy and therefore the Club makes less profit. Therefore, they must ensure they do not plan to spend a lot of money during this period, and possibly postpone any marketing strategies until April or May when customers will begin to visit more often due to Spring and Bank Holidays.
Opportunities are external, which means the company has no control over them, but could prove helpful for the company. This could include competitors withdrawing or entering from the market, new social trends, and technological innovations (Sarsby, 2016). For LWC an opportunity is the new nightclub that opened across from them in 2016, this proved to actually be an opportunity and not a threat as even though the new club would attract some of LWC current customers it is not a direct substitute for LWC itself. LWC and the nightclub offer different experiences for customers, LWC is for a social experience, where customers can go for a chat with friends and enjoy a drink, the nightclub is targeted towards a night out with loud music so customers do not have the ability to have a conversation. 
Threats are also external; therefore, the company has no control over them but it could he harmful for them. Threats can be tangible and intangible; a tangible threat would be new competitors or theft. An intangible threat would be potential loss of reputation or damaging factors to a company’s brand (Sarsby, 2016). One possible threat for LWC could be theft, in recent months theft has increased in the area, with many vans and houses/flats being broken into. It is a possibility that LWC could fall victim to crimes such as theft, however LWC have many CCTV camera and an alarm system that is set every night once it has closed, this will ensure that it is highly unlikely for them to be a victim of theft. 
    2.2 Marketing Challenges
        2.2.1 Globalisation
“Globalisation refers to the integration of markets in the global economy, leading to the increased interconnectedness of national economies” (EconomicsOnline, 2018). Globalisation has brought forward many advantages for businesses, such as increased trade, access to larger markets, enables worldwide access to resources (raw materials) and it provides incentives for countries to specialise and benefit from a comparative advantage. However, there are some challenges globalisation has caused. Firstly, increased power and influence of large multinational companies, this suggests that they can produce cheaper products, due to having access to them and therefore offer lower prices, making it harder for smaller companies to compete. One of Llwchwr Workmen’s Club’s competitors is a JD Wetherspoons, this is a large chain of pubs/restaurant, they have locations all over the UK and is the largest restaurant chain in the UK. They offer good value for money, and has become a customer favourite in recent years, especially students.
        2.2.2 Rise of Digitalisation
“Digitalisation is the use of digital technologies in order to create revenue, improve business, replace/transform business processes and create an environment for digital business, where by digital information is at the core” (iScoop, 2018).
LWC could use new technological advances to their advantage, possibly by implementing a loyalty scheme that would benefit the customer but also benefit the business. This is help the Club understand what customers are buying more of and what they could possibly replace with something different.
[bookmark: _Hlk513188018]        2.2.3 Increasing Competitiveness
“The extend to which a business or country can compete successfully against rivals” (Hall, et al., 2010). Competitiveness can sometimes be seen as an advantage, for example, Gorseinon has recently gained the addition of a nightclub, this has seen more customers visiting the nightclub from different areas as they have famous DJ’s performing, this has increased custom to LWC as customers like to enjoy a drink along with a socialising experience before visiting the club. New customers likely visit between 7pm-11pm before leaving for the nightclub, so even though this was first seen as a threat it turned into an advantage for the Club. 
        2.2.4 Faltering Brand Reputation
This suggests that a brand is unsure what their brand reputation is or what they want it to be. LWC must ensure they know how they want to be perceived by its customers, employees and local community. LWC want to be seen as a business that want to help the local community, for example by providing jobs and also being good value for money. 
        2.2.5 Drive for New Product Development and Innovation
Defined by the Oxford Dictionary, innovation is “the action or process of innovating a new method, idea or product” (Stevenson, 2010). Customers are always looking for something new and different, however this can become expensive and it is hard to know what the customer is looking for. LWC need to be innovative and they could do this by offering unique products that competitors currently do not. They could also offer a loyalty scheme that sends personalised offers to customers to create a more personable experience.
    2.3 The Segmentation Process
The segmentation process involves forming criteria by which groups of consumers with similar needs can be identified (Drummond, et al., 2001). Kotler stated in his Marketing Management book that “a company discovers different needs and groups in the marketplace (segmentation). It selects those targets it can satisfy in a competitive way, and then positions its offerings so the target market recognises the company’s distinctive offering and image” (Kotler, et al., 2009).
        2.3.1 Segmentation
“Market segmentation consists of a group of customers who share a similar set of needs and wants” (Kotler, et al., 2009). Another definition is “market segmentation is the process of splitting customers or potential customers, within a market into different groups, or segments, within which customers have the same, or similar requirements satisfied by a distinct marketing mix” (Mcdonald, 2007). This suggests that companies separate customer groups based on similar needs and wants to target their correct market.
Segmentation includes the consideration of different variables for segmenting the market from those currently used, looking at the profile of the new and existing segments and checking the validity of the segments.
Consumers can be segmented typically in four groups;
· Geographic; including countries, nations, states, regions, cities, neighbourhoods
· Demographic; including age, gender, family, education, income
· Psychographic; including life style, social class, personality
· Behavioural; including benefits sought occasions, loyalty, attitude
LWC segment their target market based on interest which would fit into the psychographic section, they target customers who have an interest in sport as they show all types of sporting events. They also target customer based on age and location, LWC are not targeting customers from other areas. They typically target customers 18+ as they serve a wide range of alcoholic beverages. In addition, they target customers to like to socialise with friends and customers who like to meet new people. 
        2.3.2 Targeting
Targeting includes deciding on an appropriate targeting strategy, considering which and how many segments should be targeted and deciding which are the priority target segments.
There are four different types of target market options; 
· Undifferentiated – or mass marketing
· Differentiated – 2 or more segments
· Concentrated – or niche marketing
· Customised – tailored to individual customers
The strategy LWC use is differentiated target marketing as they target customers who have an interest in sport and customers who like to socialise.
        2.3.3 Positioning
Positioning includes understanding customer perceptions of all key brands in each segment, positioning the organisations products in the mind of the customers in the targeted segment against rivals’ products and designing an appropriate marketing mix which conveys the desired positioning to the targeted customers. Truly, it means how to customer positions a company’s products and services in their mind against competitor’s offerings.
Companies use positions strategies to ensure they are remembered by customers. These include, attribute, feature or benefit, price and quality, use or application, cultural symbols. Brands can also use promises to be remembered above competitors.
Sometimes companies will have to use re-positioning approaches, these include; change in buyer attitudes, change in buyer preferences, inappropriate current position, new market developments and opportunities, merger and acquisition activity.
LWC position its brand in the mind of the customer by offering good customer service and friendly bar staff who are knowledgeable and chatty. They also do this by offering good value for money, as they offer branded products at a reasonable price. 
        2.3.4 Recommended Strategy
A marketing strategy LWC could implement is to put on events that benefit the community or a local charity, this will attract people who are in the local community and want to help, not only will this attract more people to come to the Club but it will also help with brand reputation. Customers like to feel like they are supporting a company with good morals and ethics. 
Another strategy that LWC could implement is a loyalty scheme, this would provide a more personalised experience and would be an innovative idea. None of the competitors in the same area are offering a loyalty scheme, and this could prove beneficial to the customer and company as data can be collected. The start up costs will likely be high however, if interest rates stay low (as mentioned in the macro environment analysis) then a loan would not be a bad option. Also, investors could be a good option as they would be able to provide support and assistance to help ensure success. The long-term benefits outweigh the start up costs and risk, and therefore a loyalty scheme would be a good option for LWC to implement. 
        2.3.5 Developing a Competitive Advantage
Porter stated that competitive advantage is a function of either providing comparable buyer value more efficiently than competitors (low cost) or performing activities at comparable cost but in unique ways that create more buyer value than competitors and command a premium price (differentiation) (Porter, 2008). 
LWC could benefit from having a competitive advantage as they offer more value than competitors, even though it is not the cheapest price compared to competitors it is better value for money. Customers get good quality products at a good price, whereas competitors offer low quality products at a lower price. To develop this competitive advantage further, LWC could consider offering a more unique experience by becoming more interactive with customers. For example, if LWC implemented a loyalty scheme to personalise the experience for customers by sending them promotions on beverages they enjoy and have previously purchased. 
    2.4 The Marketing Mix
The marketing mix can be defined as “a marketing concept that includes all of the tools available to marketers to develop efficient actions and achieve their sale penetration targets with a target market” (Shone & Parry, 2013). 
        2.4.1 Product
A product is a good or service that has been produced to satisfy the needs of a particular segment of a market. Businesses must ensure that their product or service is meeting the needs of the customer to secure success (Hall, et al., 2010). 
Llwchwr Workmen’s Club offer alcoholic and non-alcoholic beverages, with big brands such as Carling, Coors, Magners, Smirnoff, Bacardi and Coca Cola. As the Club sells name brands the price will likely be higher than if they were offering non-branded beverages.
        2.4.2 Price
Price is concerned with how much a company is charging for its product or service. The way in which a company prices its products usually shows a reflection of what customer they are targeting. A business may charge a higher price for their good as it is aiming to sell to customers that regard their product as exclusive (Hall, et al., 2010). 
Llwchwr Workmen’s Club pricing strategy is competitive, as there are several pubs in the area they must compete for customers and if the price is too high, customers can decide to spend their money at a different location. Pricing is crucial to the Clubs success because if customers feel the price is too high for the products/service they are receiving and do stop visiting the Club then it will become less popular and therefore be making less profit, this will likely lead to the closure of the Club. Furthermore, if the Clubs prices are competitive and good value for money, customers are likely going to spend more per visit or visit more often, thus making the Club more popular and becoming more competitive. 
One of the Clubs competitors is JD Wetherspoons, and their pricing strategy is very competitive, offering good quality, name brands at a good price. LWC offer around the same prices for the same brands. Furthermore, another competitor is Gorseinon Workmen’s Club, however this competitor is different to JD Wetherspoons as they sell low quality products at a low price. They offer non-branded spirits and cheap cans of lager and cider at a low price, this can affect the success of the Club as there are more 18-30-year-olds visiting Gorseinon on a Friday and Saturday night, due to a new nightclub opening late 2016 and in turn wanting to spend as little as possible on their night out.
However, with the new nightclub opening it has increased the number of people visiting the area on the weekends, and this has increased the popularity of the Club as it is across the road from the nightclub. With the nightclub charging between £5-£20 entry and over £4 for a single spirit and mixer, customers are looking elsewhere for drinks between 7pm-11pm, and even though LWC is not the cheapest it offers a lively atmosphere with friendly staff, people enjoy coming to the Club for a social experience. 
        2.4.3 Place
This relates to how the customer will receive the product (Kotler, et al., 2009). 
LWC receives their stock from Molson Coors, who deliver directly to their premises on a weekly basis. This makes it easy for the Club to receive their usual weekly stock, and any additional stock, like extra spirits, wine and soft drinks, can be ordered and will be delivered along with their usual delivery of barrels of lager, cider, and beer. This ensures the bar is fully stocked with beverages for customers, this guarantees that customers have optimum choice. 
The location of the Club is ideal as it is located in a lively area, amongst several other pubs. It is also located near The Lewis Jones, previously known as Gorseinon Rugby and Cricket Club. Due to the new owners, Gorseinon Rugby Team had to move from their previous location to LWC, which is a short walk from the pitch where they play their rugby games. 
        2.4.4 Promotion
Promotion can be separated into multiple sections, such as public relations, advertising and sale promotion. Promotion is important as it can increase brand recognition and sales (Kotler, et al., 2009). 
[bookmark: _GoBack]LWC has a sales promotion that changes weekly to attract customers in. For one week they put one draft lager, cider or beer on offer in hopes it will increase the popularity. This has proven to be successful as sales for the alcoholic beverage on offer increases and customers spend more per visit as it is cheaper.
        2.4.5 People
This relates to people in the target market the company has selected and people directly related to the business (Kotler, et al., 2009). 
LWC target local people who want to socialise. The age range they target is large, ranging from 18-65+. They target customers who have an interest in sport, as they show all sporting events, such as football, rugby and boxing. They also have 3 darts teams and 2 pool teams, who play in the local league. They are also home to Gorseinon Rugby Club and therefore target customers who have an interest in their home team and in interest in rugby overall. 
LWC employ staff who are friendly and motivated, this is essential as customers come to socialise and if staff are demotivated and unhappy customers may feel uncomfortable. Staff that currently work at the Club are out-going, chatty and hard-working, this ensures that a friendly atmosphere is created and therefore reaching one of the objectives that they wish to achieve. 
        2.4.6 Process
This relates to the systems and processes of the organisation that affect the execution of service to customers (Kotler, et al., 2009). Customers are pay for a service as well as a product in LWC. Customers expect a high-quality service as well as a good value product, this means that the Club must employ friendly and helpful staff who have experience and know what they customer expects. New staff are trained on the job and learn by doing and following a more experienced member of staff until they are fully skilled to do the job on their own. This ensures that new employees completely understand everything that is needed to be done to fulfil their job role and to guarantee the customer has a positive experience. 
        2.4.7 Physical Evidence
This relates to physical products (Kotler, et al., 2009), for LWC it would be alcoholic and non-alcoholic beverages as well as staff, friendly staff are essential to creating a positive experience. This could also include a company website; a professional website ensure that the brand reputation looks professional.
    2.5 Marketing Plan
“Marketing planning is the planned application of marketing resources to achieve marketing objectives” (Mcdonald, 2007).
        2.5.1 Integrated Marketing Approach
The integrated marketing process guides the manager to focus on key factors, such as acquiring new customers, communication with and managing present customers, integrating customer service in, and rewarding customer loyalty (Iacobucci & Calder, 2003).
        2.5.2 Analysis, Planning, Implementation and Control
Analysis involves a full analysis of the business’ current position, including an internal and external. The external analysis included the macro and micro environment, and the internal analysis included restrictions such as workforce, time and money, it also included a SWOT analysis, evaluating the company’s strengths, weaknesses, opportunities and threats.
Planning relates to understanding the businesses mission and vision, objectives and goals. This also includes segmentation, targeting and positioning and marketing strategies. 
Implementation is designing operational programmes of tasks and activities including the marketing mix, and allocating time, money, staff, and resources. The 7p’s of the marketing mix, which have previously been discussed. 
Control is monitoring the performance of the plan, therefore taking corrective action whenever necessary. 
        2.5.3 Monitoring
The first method that could be used to monitor if the marketing plan is effective is to track sales before the marketing plan is in place and after to ensure that it is working as it should. Sales should increase once the marketing plan is in effect if it is successful, if sales stay the same or decrease then the marketing plan is not effective and should be evaluated and changed to ensure it becomes effective.
Another method could be to talk to customers to understand how they feel, to see if they feel the marketing plan is making a difference. If they feel like it is ineffective or unnecessary then changes should be made, by talking the customers they could offer suggestions as to what should be done differently.
Monitoring systems could be implemented to be able to see differences within the business. For example, if using a website and want more traffic attracted to that website then a tracking tool could be implemented to see any differences. Another example could be to set up spreadsheet to monitor the sales progress. 
Finally, monitoring is an integral part of a marketing plan and when a marketing strategy is proving to be ineffective then it should be eliminated. Monitoring is crucial as a marketing strategy that a marketing team may feel is going to be successful may prove to be a failure, therefore monitoring will provide evidence as to whether a marketing strategy is actually being successful or not (Smith, 2017).
        2.5.4 Limitations
There are many limitations to implementing a marketing plan, firstly budget constraints. This is typically one of the biggest limitations for any company who wish to create and implement a new marketing strategy. A company can budget how much money it is going to need to develop and execute a new strategy, however setbacks happen and sometimes they can be costly. Therefore, a backup budget should be able to be accessed in case of any setbacks, or a slightly larger budget should be available, however target for the original budget.
Another limitation is competition, a company cannot forecast what another company’s marketing strategy is going to be. Therefore, it makes competition fierce and all companies are competing to have the best marketing strategy. The Club must ensure they have a marketing team that is willing to produce the best marketing plan they can and be able to develop and implement it, and once they have done that they must ensure they are monitoring the process in several ways to ensure it is effective and if it is not then changes must be made.
For any marketing strategy there is no guarantee of success, this may discourage some companies from developing a new marketing strategy as they do not want it to fail. However, it is important to try something new and take risks. Customers like when companies take risks and tries to be different as it is innovative and something they have not seen before. In addition, companies are also afraid of making wrong decisions. If someone within the marketing team makes a recommendation and it is implemented and then proves to be unsuccessful, that one person may be fearful of losing their job. When in reality, all of the marketing team should be held responsible and all try to evaluate what has gone wrong and what should be changed. 
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