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2. Executive Summary 

The purpose of this report is to create a marketing plan for Clarks shoes to be implemented by April 2021, in order to achieve a new main objective. It goes though the marketing planning stages of the SOSTAC model in order to evaluate all stages of the plan to successfully meet their objective. The report will also provide other frameworks including the marketing mix and McKinsey’s 7’s model, both to single out any key factors the organisation needs to consider or change. 
	Clarks is an international shoe brand that specialises in the development of feet and was established by Cyrus and James Clark in 1825. They are well-known for using sustainable materials and using technology within their footwear to ensure the shoes mould to the consumers feet, with the aim to meet the needs of comfort and style. They currently do not market to eighteen to twenty-five year olds so this report will involve a plan for how they can expand and target them. 
	The main objective for Clarks to follow is to expand on their target audience through digital channels and by partnering up with external stores, Schuh and Office, in order to achieve a deeper consumer psychological understanding of the younger audience’s buying decisions, in order to associate Clarks trainers with on trend trainers that they already purchase for style. 
	Two recommendations were made for Clarks, the first was to undergo market research in order to find out exactly what they can do in their advertising to capture the wants, needs, and expectations of the new age group and to generate sales from them. The second was for Clarks to build relationships with the external stores Schuh and Office to get a good deal in working together. 

3. Introduction 

The purpose of this report is to conduct a detailed environmental analysis followed by a development of an outline marketing plan, created by a Marketing Manager and their staff for Clarks Shoes. The marketing plan will include an evaluation of the external marketing and internal environments by the use of appropriate theoretical concepts and/or frameworks. 
Next, the report will include a number of key objectives which will then be used to evaluate the strategic options available for Clarks using the SWOT and PEST analysis. The marketing plan will include the Marketing Mix for the key organisation segments, followed by a demonstration of how the marketing programme for 2021 will be implemented. Finally, the report will provide considerations on how the plan will be monitored together with an evaluation of any possible issues/limitations that might be experienced when implementing the marketing plan. 

3.1 Introduction to the Organisation 

Clarks was founded in 1825 by Cyrus and James Clark, after they created a slipper made from sheepskin off-cuts which was labelled as a ground-breaking invention, and to this day, Clarks still continue to make every pair of shoes by a last curved by hand single block of hornbeam, advanced construction techniques, technologies and contemporary materials in order to deliver perfection tailor-made shoes for the modern world (Clarks, 2020). They are extremely unique within the shoes industry as they know how important the development of children’s feet are, so have state-of-the-art iPad foot gauges in store from innovative underfoot cushioning to rapid prototyping and 3D printing to find out the exact length and width of their feet, currently no other store offers this (Palmer, 2013). 

3.2 Introduction to SOSTAC

According to Dibb (2002), SOSTAC is a marketing model developed by PR Smith in the 1990’s, it was designed to be a guide to create the perfect plan for organisations to follow, it is an acronym for six fundamental facets of marketing: situation analysis, objectives, strategy, tactics, action, and control. McDonald (2007) informs us exactly what each element means and involves, starting with situation analysis, this is where the organisation asses where they are now, how they are doing, and asses their strengths and weaknesses, objectives are for the organisation to figure out where they want to be and how they will get there, the strategy involves how the organisation will get there, next with the tactics is about how exactly they will get there, actions is when they will choose specific people within the organisation to do different roles, and finally control is assessing if it worked or not. 
[image: What is the SOSTAC methodology? All you need to know]
Figure 2.1: SOSTAC (Dibb, 2002)

4. Situation Analysis 

Clarks are a well-known brand, says Palmer (2013), as they are known for having extremely loyal customers for their quality, style, and uniqueness of products. They provide in-depth information to every consumer about the how every pair of shoes are made through innovative technology which differentiates them from any other shoe brand (Sherlock, 2016). They thoroughly understand the development of feet from new-born baby’s to fully grown as they ensure every member of staff studies the biomechanics of how feet move, rest, play, and even how people with disabilities feet are different and how they need to be adapted (Haley et al., 2019). Clarks make it an extreme focus to ensure every member of staff knows how to correctly measure and fit every style of shoe they sell for every kind of feet they will encounter (Koolhaas, 2017). According to Benetollo (2019), Clarks turned over £1.46 billion in 2019 (Figure 2.2), which was their poorest performance since 2015 showing their need for improvement to prevent them from going lower in 2021. 
[image: ]
Figure 2.2: Turnover of Clarks LTD from 2014 to 2019 (Statista, 2020).
4.1 SWOT

Dibb et al., (2008) tells us that currently, Clarks have many strengths, not so many weaknesses, but many opportunities that come along with threats. The main strength of the organisation as a whole is that Clarks are known for specialising in foot development and every pair of shoes that they make undergo a thirty-eight step plan in order to ensure the shoe is made to perfection before a customer buys it, this includes the material choice, adhering the sole, and quality checking four times through the process (Haley et al., 2019). 
[image: ]
Figure 3.1: Clarks step by step shoe process (Clarks, 2020)

	As for weaknesses, Armstrong et al., (2017) tells us that Clarks currently do not market towards the eighteen to twenty-five age demographic, instead they target parents to new-born to seventeen who still require school shoes, then they jump straight to twenty-six plus by providing them with workwear and everyday leisure shoes. Therefore, an innovative opportunity for Clarks would be for them to introduce a section of shoes targeted to the eighteen to twenty-five age group and to find ways in which they can market to their specific wants and needs (Kotler et al., 2012). However, the threats that they already encounter are competitive struggles, so they will need to find a way to capture their new audience in a different way that their competitors do (Johnson et al., 2010). 

4.2 PEST

Barbara et al., (2017) tells us that PEST stands for political, economic, social, and technological analysis and they all form into a framework of macro-environmental factors used within the strategic management, with macro meaning the uncontrollable external factors to the organisation. 
[image: ]
Figure 3.2: PEST analysis (Porter, 2004)
Currently, a political factor affecting Clarks is the coronavirus (COVID-19), as the virus is affecting the country’s economy, which has meant that all retail stores have had to close as UK residents are not allowed to be close in contact as 31,587 people have died from when the pandemic started in February 2020 (Fernandes, 2020). Closure of stores means no trade, and no trade means no profit, also, Clarks still have to pay their staff 80% of their average monthly earnings as the Government have made it a policy (Barua, 2020), but this now results in the economy to be crashing as customers can not purchase anything. The virus is an extreme threat for Clarks as they can’t open stores and still do not know when they will be able to again as deaths are increasing in the UK everyday (Hua et al., 2020).
	Karagianni et al., (2019) informs us that economic factors include the economic growth rate, inflation rate, interest rates, unemployment rates etc., in order for Clarks to keep on top of these facts they must be aware of how the UK economy is changing, for example, the UK is currently a slow growing economy meaning living standards are increasing at a slower rate, and retail sales are vital economic indicators because consumer spending drives the economy. However, Bird et al., (2017) adds that slow economic growth is a sign of success for retailers as they are able to maintain their pricing strategy until consumers stop spending, then the economy contracts, therefore it is a strength that Clarks follow a premium pricing strategy as they already sell the average shoe for £65 so if they had to introduce a sale, they would still profit as it costs around £28 to make one pair of shoes (Kumar et al., 2017). 
	According to Richardson, (2019), current social factors affecting retail include acceptance of internet commerce, advertising preferences, and age distribution. Clarks are already successfully satisfying the needs of all age groups apart from the eighteen to twenty-five demographic as there is a lack of advertising towards this group, although it is a huge opportunity for them to risk introducing as buying habits from this age group can potentially see the benefits from their products (Ashill et al., 2003). 
	Technology is growing every day and is now classed as the future of business and retail, says Inman et al., (2017). Clarks are very advanced with technology as every single store the operate has Samsung tablets for every member of staff and depending on the size of the store they all have between two to four technologic iPad foot measures with rapid prototyping and 3D printing, something no other show store offers (Clarks, 2020). This has allowed the organisation to be extremely innovative and make it easier for the customer to put trust into them in knowing their shoes fit correctly and have complete knowledge of the product (Drummond et al., 2007). 

4.3 Customer insights 

Doyle et al., (2006) tells us that customer insight is the understanding of your target audience, based on their buying behaviour, their experiences of shopping with your store, and their overall needs and wants. Kotler (2013) adds that it is not just raw data, but it is also identified from a strategic analysis of quantitative data, for example, the in-store systems can highlight the best-selling product. Clarks have been serving their specific target audience for decades and were nominated an award for customer satisfaction in 2016, showing exactly how they know who their audience are, what they want, and what they expect (Hammond, 2017). 

5. Objectives

Kaplan et al., (2007) informs us that the objective is for an organisation to follow for where they want to be within a time frame. After the discussion of Clarks’ situation analysis, it is clear to see that a beneficial future for them is to expand on their target audience to welcome in the eighteen to twenty-five age group as they have been neglected by the organisation which has resulted in a lack of sales from them (Hubbard, 2017). In order for Clarks to successfully achieve their objective of satisfying the needs of the new age group they must think more specifically on how they want them to think of them, for example, do Clarks want to become more trendy in the regards of getting style ideas from shoe stores that solely target this age group? (Vyas et al., 2017). 
Chaffey’s (2019) 5 S’s model will be used throughout this section in order to define the objective and how it will be achieved, the framework involves sell, serve, sizzle, speak, and save. 

5.1 Sell – Customer acquisition 

Greenley et al., (2004) tells us that before you can sell to them, you need to capture them first which and Lane et al., (2000) further explains that when an organisation wants to gain new customers, they must take risks strategically in order to successfully satisfy their wants, needs, and expectations from you and your products. In order for Clarks to gain new customers from the eighteen to twenty-five age group, a strategic option would be to partner with brands that already do target this age group, as Clarks already sell their products in other retail stores, and this will allow their products to be seen by the consumer without them needing to enter a Clarks store, and as soon as the customer sees a Clarks shoe next to a shoe brand they typically purchase from, then psychologically they will start to associate a Clarks shoe as a shoe that is a current trend to them and their peers (Lee et al., 2019). For this to work, Clarks need to partner with stores like Schuh and Office, national shoe stores that sell eighty different brands and their target audience are eighteen to thirty-year olds (Kim et al., 2018). This objective is strong enough to be achieved by April 2021, as it will be when the business has a new business year budget to undergo new decisions (Perdikaki et al., 2017). 

5.2 Serve – Customer satisfaction

Serve is about adding value to a customer’s overall shopping experience and this is how Clarks will be perceived to the new audience, therefore its important they ensure their customer satisfaction is perfect as they want their new audience to only have positivity towards them (Chaffey, 2019). Clarks can do this in many different ways, including, going the extra mile in store by helping customers as much as they can, and by quickly responding to questions they receive online (McDonald, 2011). 
As the new objective for 2021 is to welcome in the new age group, a strong idea to satisfy them before they have made a sale and to enhance them to make one, Clarks can expand on their social media platforms to market specifically towards them with selected products that the age group are more likely to buy (Chiang et al., 2019). As we know, this age group are the most common age group according to Hausmann et al., (2017), that use social media platforms daily, meaning this is the strongest way Clarks can get their message across to them, that they do not just cater for young people and older people, but they do also have a selection for them, they can do this by adding online polls for the new age group to get their thoughts and questions answered etc. (Yang et al., 2016). 


5.3 Sizzle – The wow factor 

Johnson et al., (2019) tells us that sizzle is all about promoting an exciting product within the business that brings the wow factor as is unique. Clarks sell a variety of different shoes from work shoes, to shoes with specific technologies in them, such as breathable soles, but they all seem to cater for the older generation due to their style, however, Clarks have a collection called the ‘Trigenic Collection’ and these shoes are trainer like and are similar to shoes sold at Nike and Adidas as they have a similar style, although, the Trigenic shoe differentiates between the others due to the technology in the sole as they were created to mould the foot and make it feel like the customer is ‘walking on a cloud’ (Clarks, 2020). This defines the wow factor in a shoe as it provides style and comfort which is a difficult task within a shoe as so many people have different shaped feet, but Clarks have a unique product that could potentially work in Schuh and Office so they need to spread the awareness though social media to capture the new audience (Hsu et al., 2016).  

5.4 Speak – Engaging customers 

From the previous sections, it is clear that social media platforms will enable Clarks to engage with the new age group as we have already identified that they are the most common social media users for researching brands and getting their questions answered (Johnson et al., 2010). Garrett et al., (2017) adds that digital channels are the best communication tool an organisation can offer their customers as the customer is able to access it 24/7, but for Clarks to utilise this effectively they must ensure they have a team who are solely based on updating their platforms every day in order to keep their new audience satisfied and excited to see new products (Chaffey, 2019). 

5.5 Save – Cost effective 

Kotler et al., (2012) mentions all organisations should use cost effective marketing strategies when implementing new ideas as this will save money both in the short and long term. Writz et al., (2018) adds that Clarks have manty different options to choose from including mailing lists, blogging, and providing discount codes through social media platforms. These ideas are extremely beneficial to them for implementing a new business idea as it is already a risk in doing so, but by doing this is only adding strengths as they have nothing to lose from it (Gasparian et al., 2019). 

6. Strategy 

It has been decided that the plan for Clarks to achieve in 2021 is to widen up their target audience to welcome in the eighteen to twenty-five age group by adding their Trigenic collection to external shoe stores, Schuh and Office, and also to update their social media marketing initiatives to satisfy the needs of the new age group through digital channels (Hubbard, 2017), as we have already discovered that this age group are currently being neglected by the business, but they do have a collection of shoes that are similar to shoes by other brands who do sell to this age group, therefore as long as Clarks get their advertising correct through digital channels then they should see an increase in sales within the age demographic. This section of the report further explains in a plan, how Clarks are going to achieve this. 
[image: ]
Figure 5.1: Stages in target marketing strategy development (Chaffey, 2019)

6.1 Segments 

Porter (2004), defines segmentation as dividing the marketplace up into four different types, demographic, psychographic, behavioural, and geographic segmentation, and all different types are set in place to organise the strategy and break it down to a smaller and a more manageable market by customer interests, needs, location etc. The market segment type that will help Clarks the most is psychographic, as it categorises customers that relate to their personalities and characteristics, including, values, attitudes, interests, and motivations etc. (De Corte et al., 2017). Clarks already do this to their existing customer base though their in-store selling techniques of motivating their buying decisions through the value of the product (Benetollo, 2019). However, DeSarbo et al., (2017) informs us that when expanding on a target audience, organisations must understand that they may potentially need to be approached differently, like for example, young adults are more likely to be segmented through interests that their peers are also interested in. 

6.2 Target markets 

Clarks are going to be targeting eighteen to twenty-five year olds as they are currently being ignored and there is overall room for improvement to potentially increase their yearly turnover as its currently declining every year (Fulgoni, 2018). The main overall message Clarks need to give this age group is that they are on trend with them and they can fulfil their needs, wants, and expectations, but they need to get this message across to them in a strategic way (Nichols et al., 2017). Part 6 of the report goes further into detail with tactics on how they will achieve this. 

6.3 Positioning 

Yang et al., (2017) tells us that positioning is all about competitor analysis, and how the organisation differentiates itself to their competitors by their product value, and style etc. David et al., (2017) adds on that positioning is an extremely important marketing tool for an effective marketing strategic plan as it allows an organisation to meet very specific needs to a particular segment, whilst offering value that may not be provided by competitors. According to Thompson et al., (2019), people who specialise in foot and ankle surgery, Clarks are the only shoe brand in the world who are speciality foot experts as they know everything about the development of feet and ensure that every member of staff in their retail stores go on their specialised training courses before they deal with customers. They also differentiate themselves from competitors as their main focus is on fit, style, and comfort, meaning every customer who shops in store is eligible for a free measure and fit to make sure that the shoe is perfect for them (Kim et al., 2019). Currently, no other shoe brand offers this treatment to their customers which gives Clarks a huge competitive advantage. 

7. Tactics

This part of the marketing plan is more specific on how Clarks are going to achieve their new goal for April 2021 by discussing particular methods they will use, including how they will market, specific advertising techniques, and if they will update their original website or not, all in order to capture a new audience of eighteen to twenty-five year old’s to believe in their brand by selling to them the Trigenic range as the other shoes they sell are designed for work purposes or for the older generation.  

7.1 Marketing mix 

Porter (2004) tells us that the marketing mix is made up of 7 elements, including product, place, price, promotion, physical evidence, people, and processes. They are all defined as a set of marketing tools in order for the firm to use to pursue their marketing objectives within their target market. Firstly, the product Clarks will be using to capture their new audience of people is their Trigenic range (figure 6.1) as these shoes have been labelled as the ‘futuristic sneaker inspired by the anatomy of feet) by Business Insider Reviews (Ismael, 2017), and they added that the asymmetrical design forms and moves with the feet. The shoe contains technology and sustainable leather (figure 6.2), which reflects the quality of the shoe.


[image: ]
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Figure 6.1: Trigenic shoe (Clarks, 2020)
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Figure 6.2: Technology in the Trigenic shoe (Clarks, 2020)
As for place, the shoes will be sold in external stores, Schuh and Office, as these two stores sell eighty different brands each which will allow the age group to associate Clarks shoes with other brands like Nike, Adidas, etc. these are brands that do already target the age group. The price of the Trigenic shoes are more on the higher end cost, but for many different reason, (figure 6.2) highlights exactly why the average cost is around £115 per unit, as they are filled with technology and sustainable materials which shows the effort gone into the production of the product to ensure maximum comfort and style for the consumer. However, the average cost of a trainer shoe from Adidas is around £70 but they do not offer a wide selection of technologies, instead their main focus is style and they don’t offer in-store measuring to ensure the shoes do actually fit correctly (Carr, 2019). 
	Kotler et al., (2013) defines promotion as the best marketing tool an organisation can use to capture new audiences as there are so many different choices of promotion you can use to satisfy the right people. As the aim is to capture eighteen to twenty-five year olds, a strong option for Clarks is to offer them money off their shoes starting by offering 20% for their first purchase, the idea behind this is to enhance them to buy with a big saving so they can see for themselves how much of a strong product the shoes are, this can be done by only offering it on UNIDAYS, a discount website for people in this age group only, to make them feel valued and appreciated as a customer before they have bought anything yet (Gabler et al., 2017). 
	Finally, with physical evidence and processes, this is where the update on social media comes in. Amofah et al., (2016) informs us that it’s important to always keep your digital channels up to date to show your active and still available to contact, physical evidence is important for the new age group as we have already discovered that they are more likely to be captured to a new brand through physical evidence on digital channels, therefore the process to do this is vital (Kannan, 2017). Figure 6.3 (Clarks website) and figure 6.4 (Clarks Instagram page), both show that even though they are still active on both channels, they are quite dull with colours and are overall very basic which isn’t going to grab the attention of a young adult (Stapleton et al., 2017). 
[image: ]
Figure 6.3: Clarks website (Clarks, 2020)

[image: ]According to Idrysheva et al., (2019), the strongest way to fulfil the needs of young adults is to keep them entertained on digital channels by uploading exciting imagery and videography which Clarks can do this easily without having to pay a fee to do so, all they need to do is create more exciting content of their Trigenic collection on their pages and make sure they do it by adding more colour, possibly music in the charts, and have younger influencers modelling the shoes as a way of promotion (Daniel et al., 2018).  
Figure 6.4: Clarks Instagram (Instagram, 2020) 

8. Actions 

Chaffey (2019) informs us that this part of the marketing plan is about who does what, what happens each day, if they need to hire more staff, and if they will need external support or not. McKinsey’s (Shaqrah, 2018) 7’s model will be used throughout as it looks at the shared values, structure, systems, style, staff, skills, and strategy in order to identify if they are effectively aligned to allow the organisation to achieve their objectives. 
[image: ]
Figure 7.1: Mckinsey’s 7’s Model (Shaqrah, 2018)

	As Clarks are already a successful international business, and they already have a marketing department with the correct staff in order to overcome their objectives, they do need to work on their external agencies as they will be partnering up with Schuh and Office, so therefore will need to build on relationships and work together as a team to decide on the overall shared values to evaluate the core values of the organisation to meet their objectives (Richardson, 2019).

9. Control 
9.1 KPIS (key performance indicators)

In order for Clarks to control their KPI’s, Keegan et al., (2017) tells us that a strong way to do so is by setting up weekly meetings in order to get the marketing, advertising, and financial team together, to monitor how many digital channel likes, followers, and sales have gone through in comparison to the week before to check for improvement and growth or to check for a decline so they can assess the situation and resolve it as soon as they identify it with the correct team members being there to hear everything that has happened. However, Zakaria (2015) believes that once a week is too often to be able to notice drastic changes, he thinks that every four weeks is more acceptable as there is more time and higher figures to be able to spot a change, therefore Clarks will have meetings every four weeks to compare results monthly. 

9.2 Web analytics and user experience reviews 

Järvinen et al., (2015) mentions that Google Analytics is a strong tool to use to measure how many clicks your website is receiving every day, and to check how many sales are going through with the 20% discount code from UNIDAYS which will let the finance team know how many people aged eighteen to twenty-five have used the code and made a sale. 

10. Conclusion 

In conclusion to this report, Clarks are a well-known and respected brand to their consumers for their production of products and care for people’s development in feet, that no other shoe brand offers. However, it was a clear fact that their yearly turnover has been declining since 2015 and a strong way they can overcome this is by targeting the age group they currently ignore, eighteen to twenty-five year olds. With their strong marketing department and existing knowledge in partnering with external stores, they have full potential to expand on their business to the new age group though updating their digital channels and working with Schuh and Office. 

11. Recommendations 

Two recommendations for Clarks to undergo the marketing plan for 2021 successfully, is firstly carry out marketing research in order to find out exactly what captures the minds of eighteen to twenty-five year olds through advertising, if they do this successfully then it will make their lives much easier in generating sales as they would have already influenced them to purchase the Trigenic collection. The second recommendation is for Clarks to build relationships with the external stores, Schuh and Office, as they need them to want to partner up because if they don’t then they will need to go back to the drawing board and find other stores to work with who target the same age group and who are willing to sell their products. 
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