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[bookmark: _Toc133853571]Introduction 
This marketing plan's mission is to define the methods by which the set objectives will be accomplished. The purpose of this strategy is to provide the company's management team, stakeholders, and staff with a road map for putting their marketing ideas into action. In this strategy, we will use many frameworks, including SOSTAC, the Marketing Mix, and the Bowmans Strategy Clock, to direct our decisions and keep our marketing efforts focused on achieving our organisational objectives (Li, 2021). We will use the SOSTAC model to organise how we go about creating a marketing plan, and we will use the Marketing Mix and Bowman's Strategy Clock as tools to assist us create a marketing strategy that will help us effectively reach our target audience.
This marketing plan's overarching purpose is to serve as a guide for the company's marketing initiatives, helping to make sure that everything is working together and contributing to the company's overall mission.

[bookmark: _Toc133853572]Situation Analysis
Strategic analysis often uses a framework called the "5Cs" to assess the internal and external elements that have an impact on a company's performance (Mat et al., 2020). Companies, Clients, Competitors, Collaborators, and Environment make up the 5Cs. An overview of the 5Cs is as follows:

[bookmark: _Toc133853573]Company (SWOT Analysis)
The SWOT Analysis looks at the organisation on a more intimate level. SWOT stands for "strengths, weaknesses, opportunities, and threats," an analysis framework. Internal elements include strengths and weaknesses, whereas external ones include opportunities and challenges (Chung, 2020). Analysis of a company's SWOT enables the development of plans that capitalise on the company's strengths while mitigating its weaknesses and dangers.

[bookmark: _Toc133853574]Customers (Segmentation and Targeting)
Two crucial marketing ideas that aid in the identification and understanding of clients are segmentation and targeting (Schuckert et al., 2019). Market segmentation entails breaking the overall consumer base into smaller subsets defined by shared preferences, demographics, and buying patterns. In order to direct one's marketing efforts towards a certain demographic, one must first choose that demographic. You may learn a lot about your customers' demographics, hobbies, and behaviours with the help of Similar Web.

[bookmark: _Toc133853575]Competitors (Perceptual Positioning Map, Bowman's Strategy Clock)
A perceptual position map is a useful tool for understanding how consumers rate various brands along two criteria (Xu et al., 2020). Bowman's Strategy Clock is another method for gauging a firm's market strength. It aids businesses in recognising where their wares stand in terms of cost and value.

[bookmark: _Toc133853576]Collaborators (B2B Relationships, Partnerships, Franchises)
Collaborators are businesses that help a firm accomplish its objectives (Hidalgo et al., 2022). Business-to-business ties, partnerships, and franchises all fall under this category. Working with others allows businesses to broaden their impact, build on each other's strengths, and break into untapped areas.

[bookmark: _Toc133853577]Climate (PESTLE Analysis)
When it comes to the external elements that might make or break a business, PESTLE Analysis is the way to go for a broad assessment. The acronym PESTLE refers to the influence of government, society, technology, law, and the environment (Frawley et al., 2019). A company's ability to react to changes in its external environment may be better understood with the aid of this study.

[bookmark: _Toc133853578]Marketing Mix
The four Ps of marketing is product, price, placement, and promotion. The product is the company's wares or services. The cost to consumers is referred to as the price. Distribution channels are the "place" where a product is sold. The term "promotion" is often used to describe the many forms of advertising and public relations used to get the word out about a product.

[bookmark: _Toc133853579]Objectives
Our marketing strategy's ultimate objective is to raise consumer interest in and demand for our freshly launched offering. In the next three months, we want to see an increase of 8,000 followers on social media and 5,000 visitors to our website (Filimonau et al., 2020). We will monitor key performance indicators (KPIs) including traffic to our website, social media engagement, rate of conversion, and sales to evaluate the efficacy of our strategy. In addition, we'll use customer surveys and feedback analysis to determine how happy people are with the product and where we might make changes. We intend to meet these objectives by the end of the quarter, and we will continue to refine our approach to maximise our chances of long-term success.

[bookmark: _Toc133853580]Strategy
Our company has shifted its attention to a new USP in an effort to stand out from the crowd and provide superior service to our clientele. Our new service will use our current knowledge and tools to address a widespread issue in our field in a way that no one else can.
We shall use Ansoff's matrix, and more especially the diversification method, to carry out this plan. This entails releasing a brand-new product or service into untapped consumer markets. While we are entering an already established market, the service we are offering is novel in that it offers a fresh take on an old problem.
We will need to adjust our marketing strategy to accommodate this revised value offer. To ensure the new service is priced competitively while still offering value to clients, we will be implementing new pricing techniques (Thuy et al., 2022). New methods, such as an online portal for users, will be used to further facilitate service delivery. Finally, we will be forming partnerships with companies in related sectors as part of our strategy to broaden our distribution network and access untapped markets and consumer bases. We are confident in our capacity to expand our company and improve our service to our clients if we follow through with this approach and make these adjustments.

[bookmark: _Toc133853581]Tactics
We will be employing the RACE framework for our communications mix to solve the problems found in the scenario analysis. The acronym RACE stands for "Reach, Act, Convert, and Engage," and it will serve as a framework for our communications strategy. First, we'll evaluate each component of the marketing mix to see how we can adjust it to support the new communications strategy. If we want to improve the brand's image, say, it may be necessary to rethink our pricing policy, customer service methods, and distribution channels to guarantee that we are satisfying the demands of our clientele.
Improving our social media presence and interaction with our intended audience is a top priority for our communications strategy. Increasing our social media advertising budget, working with industry influencers and micro-influencers, and using social media listening technologies to monitor and react to client feedback are all possibilities.
In order to better serve our clientele and keep in touch with them, we will also be updating our approach to email marketing. That could mean using a combination of A/B testing, list segmentation, and personalised promotions to find the sweet spot for your inbox.
Finally, we will be using SimilarWeb's data and analytics to determine where we can make improvements to our online presence and search engine optimisation (SEO), and then plot a course of action to get there. Improving our website's user experience, leveraging pay-per-click (PPC) advertising, and producing more focused and optimised content are all potential strategies for accomplishing this goal. Overall, our strategy will centre on getting the word out to the right people about our new value offer and fixing any problems that may be getting in the way of our progress. We are confident in our capacity to meet our SMART goals and propel development for the company by using the RACE framework and optimising each component of the marketing mix.

[bookmark: _Toc133853582]Action
We've developed a Gannt chart of marketing activity that details the timeline for our various marketing channels to make sure everything goes well. Social media marketing, email marketing, pay-per-click advertising, and influencer marketing are just some of the digital and conventional channels we plan to use in our marketing strategy. The results of our study and the guidelines provided by the RACE framework guided our judgements about which marketing channels to use at each step of the customer journey. Brand recognition and expansion into new demographics will be prioritised via social media advertising and influencer marketing, while conversion and revenue goals will be met through pay-per-click (PPC) and email marketing.
To evaluate the efficacy of our marketing efforts, we have included monthly monitoring of key performance indicators and analytics in our marketing channels plan. Some examples of these indicators include visits to the website, clickthrough rates, conversion rates, and activity on social media platforms. We are confident in our ability to reach our SMART objectives and create growth for the company by keeping a close eye on these indicators and changing the timetable for our marketing channels as required.

[bookmark: _Toc133853583]Control
To ensure we are on track to reach our SMART objectives and advance the company, it is crucial that we track the results of our marketing efforts. Success will be determined by a mix of quantitative and qualitative indicators, such as the number of new customers attracted, the number of returning customers, consumer satisfaction with the brand, and the amount of money brought in.
We have chosen measurements and key performance indicators (KPIs) that are unique to each marketing channel and consistent with our SMART goals for that channel in order to gauge its efficacy. For social media advertising, for instance, we plan to monitor metrics like interaction rate, audience size, and interest level. We plan to monitor email marketing metrics including delivery, engagement, and sales.
These key performance indicators and metrics were selected because of their proven ability to assist us evaluate the success of our marketing initiatives and pinpoint problem areas. Keeping an eye on these KPIs will help us make sure our marketing efforts are having the greatest possible impact on our business's development.

[bookmark: _Toc133853584]Conclusion
In a nutshell, we want to strengthen our brand's image, expand our online presence via advertising and social media, and boost sales and conversions. The RACE framework, SWOT analysis, Ansoff's matrix, and PESTLE analysis have all been utilised to help us make decisions and keep our marketing efforts focused on achieving our company objectives. We have also created metrics and key performance indicators (KPIs) for each marketing channel to evaluate the efficacy of our efforts and make necessary adjustments to our tactics. Our suggestions for future enhancements include the introduction of more customised and interactive content, the enhancement of our website's user experience, and the pursuit of new collaborations and partnerships. Our marketing strategy is well thought out and we are certain that it will help us meet our SMART goals and expand our company.
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