



[bookmark: _Toc48391832]Executive Summary 
The retail sector of the UK has been defined to act as the largest provider of UK. It has developed the number of opportunities for the local people by providing them with employment. The overall retail sales have been estimated to be £381 billion in the year 2018 and since this year, the sales are found to be rising within the retail sector.  Based on determining and evaluating the number of opportunities defined in the retail sector, this report has been conducted to design a business plan to establish a new business. To achieve the success and progress within an organisation, the report has been focused on developing the most accurate number of strategies and services that leads to achieving the maximum amount of profit generated within an organisation.  
To work with this aim of achieving the success, a business plan and the relevant number of strategies needed to be discussed within an organisation has been discussed in this report. This includes the proper implication of products and services as per that of the varying customer trends. The entire factors of marketing have been accessed by that of applying the market-related audits. To achieve the rapid growth of a business, the target market has been evaluated that would help in the evaluation of new services and products and services. This has been supported by determining the marketing plan along with analysing the support of the management team. To have a proper implication of services in terms of cost-related services, a financial plan has been developed. This has led to defining the proper analysis and implication of services that would be needed to be deployed in an organisation for the accurate management and development of services and products by including the new services. 
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1. Business/Company Overview 
On analysing the future growth and development within the retail sector, the aim of developing an organisation in the retail sector has been analysed. The organisation would be developed with the aim of introducing an attractive number of products as per that of the changing trends within the choices of customers and in marketing trends. The sectors that would be focused by an organisation includes the specialisation in selling the clothes, food products and home products. To make an organisation popular and famous within the retail sector of the UK, the development of advertising defined on various platforms such as social media sources would be done.  
To attract the maximum number of customers, an organisation would focus in determining the process through which the needs and demands of customers as per the varying background is effectively evaluated (Naidoo and Gasparatos, 2018). This would be mainly made possible by introducing the online shopping facilities for customers of definite regions at the affordable prices of products. For gaining the attention of customers, the organisation would also work on the process of offering an attractive number of offers over the products by assuring the quality delivery factor. To overcome the Covid-19 impact on achieving the profitability in an organisation, the online shopping system with that digital payment would be introduced nu an organisation. In addition to this, the overall sales and marketing of an organisation would be defined by analysing the financial sources defined within an organisation (Naidoo and Gasparatos, 2018). 


[bookmark: _Toc48391834]2. Product and Services 
Products are found to serve as tangible elements in nature whereas the services being offered by an organisation are considered as the intangible services in nature. To achieve the growth and development within the new or existing business, the various set of elements needs to be considered that includes the quality of the product, the time interval for taken for manufacturing of the product, needs of customers supported by that of the knowledge examined in on service delivery of professionals. This also involves the service customization analysed based on altering the number of services according to the demands of customers (Naidoo and Gasparatos, 2018). 
Within the case of product retailing, it has been found that the governing factors are considered based on determining the cost and quality of products. This includes an opportunity to building a healthy relationship with the customers in the case when the frequent number of visits have been paid by customers. The transfer of ownership is held possible in case of product selling that defined the aim of developing the attractive number of services based on which maximum needs of customers could be analysed and suitable set of products could be deployed within an organisation (Chiguvi,  2020). 
In the case of service retailing, the healthy and effective relationship between the retailer and customer has been established by including the suitable at the start of processing the business. In SAINT BRITISH STORE, the number of products and services would be offered that would majorly include the products of food, home and clothing sector (Chiguvi,  2020). The delivery of new products and services would be defined based on maintaining customer satisfaction as per that of delivering the number of services according to the customer demands and needs. 

PRODUCT 
The organisation would be aimed at providing the number of clothing products, food and homeware products. This would be processed by focusing on the clothing products that would be focused to satisfy the customer's choices defined in three major groups that include kid's wear, men's wear, and women's wear (Mena et al., 2016). Despite this the additional number of products including the shoes, slippers, purses, socks, bags. In addition to this, the food products being focused to be supplied by SAINT BRITISH STORE would include selling entire grocery products such as the snacks, chocolates, daily fool essential including flour, sugar, salt and various other numbers of packaged food products. The number of products would be easily made available on the online application of the organisation. This would help the customers to easily order the products and get delivery of products on desired destinations. The concept of adapting digital payment system would be also deployed by implementing the 3D shopping experience for the customers (Mena et al., 2016). This would contribute to increasing the view and display the ability of customers to analyse the design and estimate the size of clothes. It would ultimately help in increasing the higher purchasing level of customers supported by that of increasing the entire profitability and sustainability for an organisation. 
To define the successful implication of products on effectively regulating customer demands, the organisation would implement the product development model. This model has been defined to regulate the number of activities that need to be defined by an organisation at the time of deploying the new product over the retailing sector (Aktas and Meng, 2017). The accurate implication of this model would help in achieving the higher level of satisfaction achieved over the product development in a case when the needs and culture of customers would be regulated before the implementation of the new product.  The advantage of implementing this model in organisational growth and development includes the proper analysis of sources as per that of the varying needs. The deployment of a new product within an organisation would help to determine the number of abilities and skills needed to achieve a higher level of customer satisfaction (Aktas and Meng, 2017). 

In SAINT BRITISH STORE, the number of stages that would be processed by applying the New product development model is regulated as follows:
· New product strategy 
To achieve the success in the retail sector by deploying the number of services and products focused on delivering within the sector of clothing, and food sector, the organisation has been aimed at developing the objectives and aims that need to be achieved. This includes the aim of deploying an attractive number of technological factors that leads to attracting the maximum number of customers by satisfying the demands and needs (Jaravel, 2019). This would help in generating new guidelines for establishing effective screening criteria.  
· Idea generation 
To achieve the higher level of profitability to be generated within an organisation, the implication of accurate strategies and procedures must be done that would help in defining the new set of ideas and strategies as per that of the frequently varying needs of customers (Kautish and Sharma, 2018). In the case of SAINT BRITISH STORE, the idea of focusing more on online services and the digital transaction would lead to improving the attraction of customer shopping even in the case of COVID 19 pandemic.
· Screening 
This includes the concept of determining the initial number of factors that would help in determining the new ideas that are found necessary for processing the most attractive and relevant number of services. In the case of SAINT BRITISH STORE, the proper screening of products being manufactured would be done for identifying the number of flaws over the product (Kautish and Sharma, 2018). 
· Business analysis 
On defining the screening of the entire number of products and services as per the marketing demands, the evaluation of ideas would be processed to be defined based on regulating the quantitative factors that include the sales volume and return on investment (Mena et al., 2016). 
· Development 
This stage of product development model would be applied in case when the product has been defined to provide a satisfactory number of services as per that of changing needs of customers. This would lead to developing the product being represented in the form of producible and demonstrable (Mena et al., 2016). 
· Testing 
It has been defined as the process that leads to the deployment of a commercial number of experiments that are found necessary to verify the previous business decisions and judgments made on the product development and evaluation (Mena et al., 2016). 
· Commercialisation 
It has been defined as the final stage over which as the launching of the product has been done by defining the number of customer satisfaction (Roy et al., 2018). This would act as the final stage of launching the product that would serve as the main aim of achieving success and development within an organisation by achieving the higher level of customer satisfaction (Naidoo and Gasparatos, 2018). 

SERVICES 
In case of focusing on the number of services, the organisation would provide the 24X7 online booking facilities. The availability of this service would help in determining the facility for the customers to purchase the products as per their convenience (Naidoo and Gasparatos, 2018). To determine the proper development of services as per the aim of satisfying the customer needs, an organisation of would need to deploy the type of model that leads to establishing a healthy relationship among the various departments. This includes the number of finance department, human resource management department defined as per the aim of achieving a defined number of goals and objectives (Roy et al., 2018). To achieve the success and development within an organisation, an implication of balanced scorecard strategy would be done in an organisation. The accurate implication of this strategy would provide the proper linking defined among the development of a corporate strategy with that of satisfying the number of financial objectives.  
The initiation of Balanced scorecard would be provided by defining the long term financial objectives linked with that of defining the new and attractive number of strategies and procedures (Mena et al., 2016). This model would help in determining an attractive platform for analysing the number of internal elements and processes associated with that of customer needs and demands.
Vision & Strategy:


 The implication of balanced scorecard would help SAINT BRITISH STORE to perform an effective form of strategic planning by regulating the entire number of strategies and procedures applied in an organisation. This would also help in defining the accurate alignment of an organisation by defining the number of procedures and strategies needed to be deployed In an organisation (Chiguvi, 2020). The balanced scorecard would also serve in providing ways for determining the better and improved execution of communication procedures to regulate accurately with the needs and demands of customers.  
[bookmark: _Toc48391835]3. Market audit 
The marketing audit is a systematic and comprehensive examination of the business marketing atmosphere of a firm, both interior and exterior. The marketing audit considers the goal, strategies, objectives and principles to identify any issues and opportunities that best suits the requirement of the firm. The marketing audit needs to be comprehensive, periodical, systematic and independent in order to make it successful and beneficial for the firm (Lamb and Crompton, 2017). SAINT BRITISH STORE is retailing sector firms want to expand the business globally by improvisation in the services and product quality. For the achievement of the business objectives evaluation of the external and internal business atmosphere is essential for the SAINT BRITISH STORE company. The audit will contribute to the company in understanding the market trend, needs of customers, rules and regulations associated with the business along with an understanding of the strengths and weaknesses of the firm (Lamb and Crompton, 2017). 
The audit is as follows:
PESTLE ANALYSIS
Pestle analysis contributes to the firm in examining and understanding the macro business environment based on which effective tactics, approaches and strategies can be built to survive in the business world and to achieve the objectives (Perera, 2017). 
The pestle analysis in respect to SAINT BRITISH STORE is as follows:




	Political factors 
· Enhancement in tax rate from 10.5% in the year 2010 to 25% in the year 2019 is a challenge for the retail industry. 
· The value of political stability is 0.05 in the year 2018 due to Brexit factor that reflects weak politics in the UK. 
· Low-interest rates up to 0.5% is a positive factor for the firms in the UK.
	Economic factors 
· The decrease in the unemployment rate from 4.4% in the year 2017 to 3.85 in the year 2019 increase the chances for the Retail sector to expand the business.
· The continuous enhancement in the GDP of around £394 billion in the year 2019 reflects the strong presence of the retailing sector in the UK.
· Decrement in the inflation rate from 2.56% in the year 2017 to 1.5% in the year 2019.

	Social factors 
· Decrement in demand for clothing and fashion products due to COVID-19 global pandemic.
· Increment in population up to 6.66 corers in the year 2019 opened opportunities for fashion retailing industry. 
· The craze among people for new and unique fashion products in enhancing rapidly.    
	Technological factors 

· Online shopping trend for fashion products is increasing among people in the UK.  
· Day to day advancement in technology and science for business.
· Use of technology by firms for marketing the products and brand.  


	Environmental factor 
· Changing environmental condition is a challenge for firms operating in the business environment.
· The demands for cloth and fashion changes with the season.
· Variation in rules ad regulation for waste management due to political instability.  
	Legal factor 
· Minimum wage to employees per hour in the UK is £6.9 that can impact the revenues of the firms.
· Change in rules and regulation for business internationalisation.
· Variation in Health and Safety laws impacts the operation of the firm while implementing (Perera, 2017).    


  





SWOT ANALYSIS
SWOT analysis adds to the firm in investigative and assessing the internal assets and faintness along with the business growth opportunities and risks the firm needs to overcome for objectives achievement (Gürel and Tat, 2017). The SWOT analysis of SAINT BRITISH STORE Company is as follows:

	Strengths 
· The effective financial status of the business.
· Skilled and capable employees in the firm. 
· Unique products design and low prices in comparison to other big brands. 
· Capabilities to adapt technology and advancement. 
	Weaknesses 
· The low number of customer due to limited business boundaries.
· Less variety of products in comparison to other competitors. 
· Low brand name in the business world.   
· Low business network. 

	Opportunities 
· The increasing demand for healthy and fresh food and unique clothing.
· Internationalisation of business to other countries like Australia, India, China, Japan and others.    
	Threats 
· Change in product demand as per the season especially in the clothing. 
· Major competitors in the retail sector like Tesco, Asda, Next and Sainsbury’s (Gürel and Tat, 2017).







PORTER’S FIVE FORCE ANALYSIS 
Porter’s five force analysis model helps the firms in investigating the competition intensity, profitability, and attractiveness of the market based on which effective strategy can be selected for business growth (Ruiz-Real et al., 2019). Porter's analysis that will help the SAINT BRITISH STORE company in evaluating the competition in the retail sector industry is as follows:
Rivalry among existing firms (High)
Competition among the current players in the retailing market is high due to huge market share and strong image in the business world. For example, Asda has around the market share of 18% whereas Sainsbury’s has the market share of 16% and Morrison's market share is around 12% that increased the competition for SAINT BRITISH STORE in the retail sector which is new in the business world.  
The threat of new entrants (low)
The risk of new entrants in the retail market is low as the majority of the market share is owned by Tesco, Asda, Morrison's and Sainsbury's of around 80%. Also, due to COVID-19 global pandemic, most of the new retail firms shut down their business due to loss that also reduced the risk of new entrants in the retail sector (Ruiz-Real et al., 2019).  
The threat of substitutes (low)
The threat of substitutes for SAINT BRITISH STORE in the retail sector is low as due to the priority of people to quality food and unique clothing. The substitutes in the retail sector are small stores and convenience shops which do not seem as substitutes. More stores in different locations of SAINT BRITISH STORE is reducing the risk of substitute’s products and services.   



The bargaining power of suppliers (low)
It is observed that the suppliers are motivated towards the major grocery, food and clothes retailing and has the fear to lose their business relationships with the supermarkets due to the availability of the huge number of suppliers. The more suppliers and fewer supermarket companies thus enhanced the switching cost for the suppliers and thus decreased the bargaining power of the suppliers in the retail market (Ruiz-Real et al., 2019).    
The bargaining power of buyers (High)
The bargaining power of the consumers in the retailing sector is high due to the availability of more options and also the switching cost is low. It is observed that customers get attracted towards low price products on an online platform that can impact the business of companies like SAINT BRITISH STORE due to low switching costs the customers easily switch another brand for gaining quality products at a low price (Ruiz-Real et al., 2019).   
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The organisation would be developed with the aim of introducing an attractive number of products as per that of the changing trends within the choices of customers and in marketing trends. The sectors that would be focused by an organisation includes the specialisation in selling the clothes, food products and home products (McAlexander et al., 2016). To make an organisation popular and famous within the retail sector of the UK, the development of advertising defined on various platforms such as social media sources would be done.  
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In terms of achieving the development and growth of an organisation named as SAINT BRITISH STORE, there finds the need to regulate the products and services as per that of the varying customers. To evaluate the needs of customers, the entire number of strategies and procedures would be focused on working over the target customers to define the scope of improving the products and services of an organisation as per that of the changing views of people (McAlexander et al., 2016). The process of analysing the potential target customer market is the main step towards the growth and development of the marketing process for an organisation. The selection of marketing segment has been done to select the number of potential customers at the larger audience to make the maximum number of services that helps in increasing the overall level of profitability achieved within an organisation. This has been also determined to achieve long term goals and sustainability within an organisation (Listiyoko and Purno, 2020). To overcome the number of issues defined as per that of the varying demands of customers, an organisation has been possessed to deploy the most effective number of strategies and procedures by analysing the needs and demands of customers belonging to the particular group selection. This process has been aimed to be applied on organisational development by working over the real and effective number of procedures and services by gaining the real problems and issues faced by the customers (Cho et al., 2017). 
The nature of processing the business in the retail sector has been found to be changed within the past few years. In addition to this development of new technological factors has led to defining the changes within the demands and needs of customers. It has been found that the modern number of customers are expecting the additional number of benefits to be provided in case of shopping from the defined organisation (Camilleri, 2018). The values the procedures and services provided by an organisation, to achieve the proper growth and development, there finds the need for an organisation to decide the one size fit all approach in case of interacting with the number of customers having the varying cultural backgrounds with that of adapting the most personalised number of strategy and services. This has been processed and achieved on the basis of implementing customer segmentation. It has been defined as the process of arranging the broad number of the customer base into the smaller number of subgroups with the help of adapting the system named as next-generation POC. The retailers are focused to adapt them and opt for the most relevant groups and to add them within the database of POC (McAlexander et al., 2016). This would act as the source of continuous updates made over as per that of the views and perception of people. 
To determine the growth and progress of an organisation, the implication of Segmentation, Positioning and Targeting strategy has been processed and applied in SAINT BRITISH STORE. 



SEGMENTATION 
The market segmentation has been defined to serve as the way of dividing the number of customers in a different number of customers based on that of different categories to differentiate the traits. In the case of adopting the most effective number of strategy and procedure, the market segmentation would help an organisation in identifying the targeted number of customers that are most likely to purchase the products. 
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 This includes the number of factors such as the demographics, personalities and needs in case of the market segmentation (Camilleri, 2018). In the case of SAINT BRITISH STORE, the concept of defining the clothing based products supported by that of basic food groceries would be analysed. The various components of segmentation are defined as:
1. Gender-related segment
To attract the maximum number of customers over the organization, SAINT BRITISH STORE has been focused on regulating the number of products based on differentiating in between males and females. The casual, as well as formal dress-up, has been provided for male and female (Çınar et al., 2020). The differentiation has been provided on the seasonal basis, in winter the jackets would be provided for males of bold colours whereas for females the variety of print designs would be provided (Çınar et al., 2020). 


2. Age-related segment
Within this segment, the age differentiation has been defined based on evaluating product development as per that of age groups. SAINT BRITISH STORE would be focused on regulating the major groups belonging to the age group of 20-60 years. This would be possessed by including the targeting of new trending fashion lines that involves the large variety of patterns and designs available (Yoseph and Heikkila, 2018). 
3. Geographic segment 
This segment includes the process of analysing the preferences of customers as per that of determining the varying preferences as per that of geographical areas this includes the weather conditions and seasonal fact (Yoseph and Heikkila, 2018). In the case of SAINT BRITISH STORE, the focus would be made on delivering the clothing of summer that includes shorts. In the case of the winter season, jackets and coats would be provided.  
4. Behavioural related segment 
The choices of customers as per that of defining the behavioural preferences has been focused. The customers would purchase the small manufacturers clothing line for defining the proper quality and prestige of products (Listiyoko and Purno, 2020). It has been identified that in the case of holidays, the maximum number of customers are found to purchase the new dresses. This would help in increasing the overall profitability and success of an organisation. 
5. Lifestyle segment 
This helps in determining the market segment that involves base selection for the number of products and services. In case of SAINT BRITISH STORE, the clothing has been majorly produced within the sector of developing the clothes for the specified number of occupations that includes military personnel sell camouflage to satisfy the needs of customers (Yoseph and Heikkila, 2018). 
TARGETING 
The process of focusing on the needs and demands of the definite number of customer demands in terms of accessing the success of the product, the targeting has been defined to serve as the major source. To achieve stability within an organisation there finds the need to evaluate the segments defined based on the good size associated with that of growth expectancy (Listiyoko and Purno, 2020). The appropriate evaluation of this theory would lead to defining the number of flaws that need to be overcome by an organisation for achieving stable success and progress within an organisation. In the case of SAINT BRITISH STORE, the main focus has been made on the young adult generation of the country. This involves people belonging to the age group of 20-50 years. The deployment of products has been done according to the trends and demands of customers (Cho et al., 2017).
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Selection of Target Market
This includes the concept of defining the best possible way to implement the new and relevant number of strategies that are found helpful in achieving the success and progress within an organisation. In the case of SAINT BRITISH STORE it has been evaluated that the mass market concept could be applied at the time of defining the target market (Zhu and Gao, 2019). This marketing is also termed undifferentiated marketing in a case when the number of target customers when the broader classification of target customers has been processed.  On the other hand, the concept of applying narrow marketing could be also possessed within which the defined number of customers is targeted. The accurate implication of this type of marketing would help in defining the niche and concentrated market. In the case of SAINT BRITISH STORE, the concept of defining differentiated marketing would be focused on the initial process of achieving business growth and ability (Zhu and Gao, 2019). 
The proper selection of target marketing as per that of clothing and food-based products, the large share of achieving the profitability could be achieved in case of SAINT BRITISH STORE this could also help an organisation to make them healthy and effective relationship in between the customers and the number of employees working within an organisation.  
POSITIONING 
It has been categorising to serve as an abstract concept that leads to conclude the overall analysis and output of an organisation associated with that of building the proper position of an organisation by deploying the products as per the needs and demands of customers (Çınar et al., 2020). In other words, the accurate implication of positioning based strategies helps an organisation to position its success and growth factors by that of evaluating the views and mindsets of the potential number of customers (Zhu and Gao, 2019). This would lead in assuring that the long term relationship has been maintained among the customers and various organisational strategies. 
To define the concept of positioning associated with that of organisational growth and development, the concept of Unique Selling Proposition (USP). It has been defined to serve as a uniquely positive and useful trait which has not been offered by the number of existing competitors (Listiyoko and Purno, 2020). The accurate processing of this concept would help in defining the unique number of traits and abilities that could be applied within organisational development.
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In SAINT BRITISH STORE, the implication of Unique Selling Preposition would be categorised based on evaluating the three major components: 
· Understand customer appreciation
To establish a higher level of customer satisfaction, the concept of applying the brainstorming would be applied to analyse the love of customers towards the defined set of products and services. This would be processed by the sales team of an organisation (Camilleri, 2018). 
· Rank every  competitor 
In terms of providing the most effective set of products and services before that of the competitive organisations, the proper ranking of the number of competitors would be done to possess the accurate implication of strategies and procedures as per the varying level of competition (McAlexander et al., 2016). 
· Defend USP of an organisation 
This includes the mental and business level preparations that need to be made by an organisation for facing a then unaccepted number of risk factors defined in a competitive environment. This would be processed by regulating the patents and legislative concepts.
In case of establishing a new business within the retail sector including an organisation named as SAINT BRITISH STORE, the higher level of competition would be faced by other existing numbers of organisations such as Asda, Tesco and many more (McAlexander et al., 2016). To provide tough competition within an organisation, the alterations within the defined procedures would be made to achieve the satisfaction and trust of customers. In SAINT BRITISH STORE it would be processed by that of defining an accurate number of planning and position strategies. The proper implication of strategies would contribute to increasing the overall sales and revenue within an organisation (Çınar et al., 2020). 


[bookmark: _Toc48391837]5. Marketing Plan 
DEFINITION 
According to BARONE (2020) marketing plan different type of report that will provide some outline of the marketing strategy which was implemented by the executive of the company for future. Mainly marketing plan involves an overview of business marketing and some of the promotion of the objective.  This will also help to explain the business current marketing position in this competitive market (CHEN, 2019). There are various things which involve in the marketing plan and that are an overview of the business marketing and promoting objective of the company, explaining the business current marketing position, some timeline where the different type of activity by using different strategy will be finished. This is very important and the executive of the company has to make a marketing plan before selling their products and services to their target to the customer in this competitive market (CHEN, 2019).
Colbert (2020) Also, state that the marketing plan is comprehensive paperwork that will outline the association overall marketing efforts. This is also identified that it is a blueprint that will outline that how the SAINT BRITISH STORE will apply its marketing strategy and use a different type of resources to give the business a man objective involve sales target and customer acquisition (Kant, 2018). SAINT BRITISH STORE will implement a marketing plan before they are selling their products and services to their target customer so that they will not face any difficulty and the time of selling their product and also satisfy the expectations of their various customer.
THE FUNCTION OF THE MARKETING PLAN
There are various function and component which involved in marketing plant are that marketing research has to help to make some costing decision and help to enter in the new market, they will also provide some platform section for a different type of goods and services promotion through digital radio internet and the mixture of those platform for every campaign (Kant, 2018). Based on the overall marketing strategy the marketing plan is done. 
The marketing plan information the tactics that SAINT BRITISH STORE will use to market their products to their target customer in this competitive market. On the other side, this was identified that the marketing plan will also help to identify the target market and the value of preposition of the brand or the goods (Kant, 2018). Marketing plan and marketing strategies are mostly implemented through interchangeably because the marketing planning helped improved because of overreaching a strategic work. In most of the association, the strategy and the plan will be incorporated into one document especially for small companies 
IMPORTANCE OF MARKETING PLAN
Based on some latest analysis this was identified that the marketing plan must have to adjust according to the regular based activities and implement effectively at the time of taking initiative in marketing.  This was identified that a marketing plan will help SAINT BRITISH STORE to advertise their product and services that will meet the requirement of their target market (MCGUIRE, 2020). At the time of doing the marketing plan, the research must be needed will help to contribute the business success in a huge area. 
On the other side, this was also identified that the marketing plan will also help because this will make sales easier for any owner of the business. The price of the marketing will decrease at the time of targeting the ideal customer. The target customer is one of the most important parts of the marketing plan because if the associations know their target customer then they will easily provide goods and services (MCGUIRE, 2020).
The main motive doing marketing plan is to outline in the overall marketing efforts of the company. This is also used different type of resource so that the business will achieve their objective which involves sale target and customer target. The marketing plan will help a lot for the business to make a positive return. This was also seen that the marketing plan is the link between the strategic directions of the association and provide a good outcome (MCGUIRE, 2020). The computer will easily get lots of success if they have a good business strategy marketing strategy and marketing plan in a well and proper way. Most of the time marketing plan will deliver on focus.
MARKETING STRATEGY IN THE MARKETING PLAN
Marketing plan and marketing strategies are mostly implemented through interchangeably because the marketing planning helped improved because of overreaching a strategic work. In most of the association, the strategy and the plan will be incorporated into one document especially for small companies (Päärnilä, 2019). on the other side, the plan will also help to outline the different type of activity which was conducted in the market every month.
Different type of strategy which was done in a marketing plan is that they have to ensure that all the different type of task that is taking place are in the well and proper way and business is strategically going as compared to others. This will also help to manage different type of resource in a well and effective way. The marketing plan will also help to manage the time of execution of the company (Päärnilä, 2019).

STEPS TO MAKE A MARKETING PLAN
There is the various step which was taken by SAINT BRITISH STORE at the time of making marketing plant so that they will easily increase the profitability ratio of the company as well as able to satisfy the expectations of their customer in this competitive area (Päärnilä, 2019). To become a successful business in this competitive market this is very important that the executive of the company has to generate or apply the marketing plan in their association. This is very important and the executive of the company has to make a marketing plan before selling their products and services to their target to the customer in this competitive market (Päärnilä, 2019).
Make a mission statement 
This is very important that SAINT BRITISH STORE have to make a clear vision and mission which will explain the nature of the business.
Make a list and explain the target market
In this section, the different type of list and the target market will be explained. After listing this is very important that the executive of the company have to identify the different type of segment of the market (Päärnilä, 2019).
Explain services
This is very important that the executive of the company has to connect to marketing research so that they will easily understand their market and also able to identify some of the facilities which are required in this competitive market.
Promotional strategies
The executive of the company is using promotional activity so that they will easily spread awareness related to the product and services (Roy, 2019). Also, they try to generate brand loyalty in this competitive market. Different type of promotional activities will help to attract more and more customers towards the association and also generate some awareness related to the product. Different type of promotion strategy will also help to increase the profitability ratio of the company.
FIVE-ELEMENT OF THE MARKETING PLAN
For any association, marketing plans are very important. However, if there is no marketing plan even the use idea can fail (Roy, 2019). The plan mostly delivers within reach and successfully identifies marketing. There are the various parts that will go into the marketing plan at the time of starting in e-business. 
Business identity
The marketing plan must have brought into one line within the business overall mission and vision statement. On the other side, this was identified that marketing plan also required to take in who is there corporation audience or target customer is. 
SWOT analysis
This is another aspect which is very important to make a good marketing plan. A good SWOT analysis will deliver inside on water the association of product strength and weaknesses (Roy, 2019). 
A smart plan
This is very important that at the time of starting a new business in this competitive market to the executive of the company have to make a smart plan some points are most important that they have to implement and that must be specific, Measurable, achievable, realistic and timely.
Tactics
After implementing all the above steps the executive of the company has to think about a different type of tactics that will help them to meet their specific objective or aim of the company (Roy, 2019). The different strategy involves social posting rebranding representative of the product. The company also tried to advertise or promote their product by using a digital platform or interact with a different type of individual so that they will be easily able to satisfy their expectations. At the time of making a different type of strategy, the SAINT BRITISH STORE will be easily able to satisfy the expectations of their target customer by using a different type of strategy as well as they will also promote their product and interact with different employees to innovate some new product in the market (BARONE, 2020). 
Evaluate and modify
The executive of the company has to collect the relevant information which will help them to make the business more successful in this competitive market. Evaluation and modification in the plan will implement throughout the whole process until the end of the campaign.
MARKETING STRATEGY IN THE MARKETING PLAN
Marketing strategy is mainly referred to as the overall plan for reaching some particular consumer and turning them into the client of the goods or facilities of business deliver (BARONE, 2020). The marketing is strategy will also contain some value of the company key brand messaging data-target client and many more things.
MARKETING STRATEGY VS MARKETING PLAN
The marketing strategy will give some information's which are mainly related to the marketing plant and in this some documents and details of some particular type of marketing task of company conduct (BARONE, 2020). Marketing plan different type of report that will provide some outline of the marketing strategy which was implemented by the executive of the company for the future mainly marketing plan involves an overview of business marketing and some of the promotion of the objective.
Marketing strategy must have to plan all the different type of activities which they have to conduct in their association in two different departments because of their motivation to achieve the organization goal successfully (BARONE, 2020). At the time of doing the marketing plan, the research must be needed will help to contribute the business success in a huge area. On the other side, this was also identified that the marketing plan will also help because this will make sales easier for any owner of the business. The price of the marketing will decrease at the time of targeting the ideal customer (BARONE, 2020).
The main motive of marketing is to sell more and more product to each individual at a cheap rate so that more and more customer will afford them. The marketing plan is changing according to the trend in the market because they have to satisfy each customer by providing them.


[bookmark: _Toc48391838]6. Management Team 
Management is simply referred as act of engaging with the company’s human talent to attain the desired goals efficiently. The basic functions comprise of planning, forming, staffing, leading, guiding & controlling. The duties involve deploying human resources along with allocating the financial & technological resources (Drucker, 2019).
The management team is simply referred as the group of individuals that work on a higher level and have day-to-day duties for managing key business functionalities. At SAINT BRITISH STORE, the management team consisting of members that are responsible to put together business strategies while ensuring that the key business goals are met successfully (Ansoff et al., 2018). The management team at SAINT BRITISH STORE are held accountable by the board of directors. Primarily, the organization followed a fairly flat team hierarchy having few layers of management but later on it has extended the hierarchy by adding many layers of management (Griffin, 2016). 
[bookmark: _Hlk48412675]In the initial days of business, SAINT BRITISH STORE had tried to run operations in the most comfortable, cost-effective and sensible way but as the company grown-up by time, it has found itself stretched thinner and thinner and ultimately, the company observed that it just can’t continue to manage sales, marketing, operations and accounting with the hope to continue the business growth (Griffin, 2016). At this point, the company thought of calling other high-level managers on the board to help the business. In particular, it needed to build a senior team having the ability to handle all the complex business fields to bring it to the next level (Ansoff et al., 2018). 
At SAINT BRITISH STORE, building the senior teams demands matching the tasks to the strengths and capabilities of the people. It means giving responsibilities to the people in accordance to their skill level, instead of being dependent on how closely they are familiar with the business. It has been observed that many smart entrepreneurs also need a boss sometimes as they realize that their capabilities & skills lie elsewhere in the organization (Drucker, 2019). 
The below is the discussion on the executive team roles at SAINT BRITISH STORE:
[image: CEO CFO CMO CTO COO EA Customer Service Marketing Manager - ppt ...]
Figure 1: Management Team structure of SAINT BRITISH STORE
Source: (García‐Sánchez and Martínez‐Ferrero, 2019)
Chief Executive Officer (CEO)- The CEO plays a supervisory and leading role in the organization and thus known to be the boss of everyone. The CEO is responsible for each business functionality, from assessing the business strategies, building up teams, making final calls on human resources and taking key decisions of the business. However, building up a right team is the basic need of any retail business to cover the shortcomings of the CEO, this may include production department, sales department, marketing department, finance department and more so as to set strategies well, predict the future & control the budget accordingly (García‐Sánchez and Martínez‐Ferrero, 2019). 
At SAINT BRITISH STORE, the CEO oversees each business activity to find where the company is going, what the people needed to reach goals, and what are the processes required to be followed in the current market. The key role is to communicate on the behalf of the company, with government entities, shareholders & the public (Shahab et al., 2020). At SAINT BRITISH STORE, the CEO has managed the organizational performance by setting short & long-term strategies that match up with the ultimate organization’s vision & mission. The core skills possessed by the CEO of SAINT BRITISH STORE include strategic thinking and the ability to rise above routine details & decide the best business route for the company to navigate the market conditions for the future and make good bets (García‐Sánchez and Martínez‐Ferrero, 2019). 
Chief Operating Officer (COO)- The role of the CEO is to manage the complex operational details of the company while ensuring that the organization deliver services day-by-day. The main task of a COO is to figure out the requirements for the business i.e. what is needed to for growth so that he can tell the staffs and the key people if things are not going well and what can be done to deliver services effectively (Amaya et al., 2017). COO hires a team that further develop the systems for tracking the measurements & taking relevant actions whenever the organization is not working properly.
At SAINT BRITISH STORE, COO is actually the store manager. It has been observed that in the beginning, SAINT BRITISH STORE did not have large number of stores but when it has expanded the business to numerous locations, ensuring smooth business operations had become a core part of the business, and thus the company hired a COO who reveled in measurements, details & operations (Amaya et al., 2017). 
Chief Technology Officer (CTO)- CTO is an executive-level position, sometimes referred as chief technologist or chief technical officer who is mainly responsible to tackle the technological or scientific issues within the firm. CTO is considered to be similar as CIO (Chief Information Officer) in many sorts. However, many organisation do not even consider technology officer in the C-suite but at SAINT BRITISH STORE, CTO positioned on a highest position who stays in line with the technology trends along with integrating the trends and incorporating them in the key business strategies (Medcof and Lee, 2017). 
As SAINT BRITISH STORE operates within the retail industry, it is somewhere and somehow relating to the technology and getting impact by technology strategically, there is a huge need to appoint a highly skilled CTO who would be able to develop procedures and policies & utilizes technology to enhance the products & services offered by the company with the keen focus on service users or external customer (Ross and Miot, 2018). Furthermore, CTO plays a huge role in linking technology with strategy by assessing how the selected programming language is affecting the strategy. Overall, CTO at SAINT BRITISH STORE is responsible to manage the R & D along with its technological needs in the organization so as to keep the business competitive and innovative (Ross and Miot, 2018). 
President- The role of officer often differs depending on the nature of the organization. Different executives have different insights on the role of President. Some believe that President supervise the staffs and their functionalities- finance, strategy and human resource- while COO is responsible to monitor daily operations. However, some did not believe the fame and proclaim that President works just like COO, mainly in small enterprises. Yet many times, President fill up the space left by the CEO or COO (Burke, 2016). 


The president at SAINT BRITISH STORE is tasked with offering robust leadership for the company by working with board along with the executives to establish short & long-term objectives, plans & strategies. The responsibility of the President is to govern the entire workforce as well as managing budgets & ensuring that the resources are allocated properly (Burke, 2016).  The President at SAINT BRITISH STORE is further responsible for enforcing & implementing the laws written by the Congress and appoint leader of federal agencies, for e.g. the Cabinet. However, the role of the President refers to a head or leader of an organization, business, agency or institution. 
Chief Marketing Officer (CMO)- This is the first job role which is available at SAINT BRITISH STORE CMO basically stands for Chief Marketing Officer. At this firm, the CMO is accountable for planning, developing, implementing and monitoring the overall marketing tactic of the business (Nath and Bharadwaj, 2020). Below are some of the responsibilities which are expected of CMO to perform at SAINT BRITISH STORE:
· Establish marketing objectives
· Contribute to firm’s growth
· Keep a check at marketing budget
· Generate and present the annual marketing plan and tactic (Ko et al., 2018)
· Stay updated with latest marketing practices
· Design, plan and implement marketing campaigns
SAINT BRITISH STORE expects some skills form the individual if he or she is willing to work as Chief Marketing Officer. The skills are as follows:
· Analytical yet creative: CMO must have exceptional analytical skills but must also be creative. One person cannot rely on one skill to comprehend the requirements of the customer; instead they must be able to make use of customer data to know their real thinking. This insight which is driven through customer data is known as creative thinking (Ko et al., 2018). 
· Marketing Insight: The CMO must have the capability to have detailed comprehension of market and also how the trends of marketing influence the requirements of the purchasers. 
· Agility: It is observed that market conditions keep on changing but people think they cannot maintain pace with those trends. But even if there is rapid change, pace can also increase by having digital mindset (Nath and Bharadwaj, 2020). 
Chief Financial Officer (CFO): The second job role is CHO which is an abbreviation for Chief Financial Officer. He/she is the senior executive who is accountable for managing the financial actions of the firm. The duties of CFO at SAINT BRITISH STORE are inclusive of financial planning of financial strengths and weaknesses of firm and also tracking the cash flow (Dikolli et al., 2020).
Some of the skills which are expected from Chief Finance officer by SAINT BRITISH STORE are as follows:
· Problem Solving Skills: CFO has to make both small and big decisions at daily basis which may hamper the future of the firm, so a good CFO looks at win-win situation instead of simply trying to get good deal to solve the issue. The person must have complete knowledge of the firm’s resources and data and generate plan which guarantees success (Dikolli et al., 2020). 
· Reliable: CFO must have the skills of generating information accurately and on time and must also be ready to do mandatory steps to get valuable outcomes. He must be open minded and be ready to accept the changes (Hiebl et al., 2017).

[bookmark: _Toc48391839]7. Financial Plan
Financial plan related to the strategy or tactics used by the firm to manage and use the capital for different activities and operations in order to achieve a business mission. The major factors need to consider while developing a financial plan is the current net worth the company have, the goals of the company, the budget required, risk estimate, and what to invest. Proper analysis, evaluation and consideration of these factors contribute to the firm in minimising the risk associated with finance during business growth and development. SAINT BRITISH STORE Company needs to focus on all these factors in order to develop an effective financial plan that can help in the achievement of the business objectives (Dintenfass et al., 2016). 
THE NET WORTH OF THE COMPANY
The overall net worth of SAINT BRITISH STORE Company for the achievement of the business objective is £285,000. The budget is the maximum that the company can invest in the development and growth of the business. The company aims to achieve the business objectives along with profit through the budget that requires a business planning and superior financial plan. The major sources form where the company can get the finance for planning and implementation of the plan effectively are angle investors and bank loans that can provide funding’s on low-interest rates. Also, the legal procedure of the bank and angel investors for the loan will help the SAINT BRITISH STORE company in adapting a systematic way for gaining loan that will not impact the financial situation of the company during the plan implementation and goal achievement (Dintenfass et al., 2016).         
COMPANY’S GOAL
The major mission or goal of the SAINT BRITISH STORE company is to expand the business boundaries overseas along with establishing a superior brand image in the commercial sector. The achievement of the motive requires effective planning, sufficient budget and high skills and capabilities. The company aims to provide the customers with satisfactory services at a low price that will make the company a priority for customers and thus enhance the business reputation. The proper financial planning will help the company in developing and implementing each strategy properly without any lack of finance or financial loss (Pietrzyk and Rokita, 2016).   
BUDGET REQUIRED
The development, designing, implementation and monitoring includes different types of operations and activities which requires various sources, equipment and the huge amount of finance. The maximum budget of the SAINT BRITISH STORE company is £649,000 and thus the management of all the activities and sources within the budget is essential for securing the company from any kind of loss (Pietrzyk and Rokita, 2016). The financial plan for major activities and equipment’s and associated expenses for business goal achievement is as follows:

	Activity and resources
	Expenses

	Planing
	£10000

	Legitimate
	£20000

	Stationary etc.
	£20000

	Advisors
	£40000

	Research and development 
	£50000

	Insurance 
	£3000

	Broachers 
	£2000

	Tools
	£30000

	Transportation 
	£50000

	Others 
	£50000

	Total 
	£275,000




Financial Statement: financial statement the estimate cash inflows and outlays, balance sheet and income.  The financial projection contributes to the firm in understanding the loss of benefits to the company in the upcoming years. The financial statement includes factors like Costs, Marketing, Income, Profit.
The financial statement of 3 years for SAINT BRITISH STORE Company is as follows:


	
	2021
	2022
	2023

	Costs
	250000
	270000
	310000

	Marketing
	  15000
	  10000
	  10000

	Income
	470000
	680000
	890000

	Profit
	205000
	400000
	500000




RISK ESTIMATE
Risk estimate is the possibility of the risk the company can bear in case if the business fails and not operates successfully. As the company has taken a loan from the bank and angel investors for the achievement of business objectives, it is difficult for the company to bear any kind of financial loss. The risk estimate helps the company is being prepared in case if the plan faces any kind of financial issues during the plan implementation along with the loss in business in case of business failures (Lee et al., 2017). For the risk of lack of finance SAINT BRITISH STORE Company can coordinate or communicate with the other sources of funding like crowd funding, venture capital or peers and family. The financial help will contribute to the company in bearing and managing the issue of lack of finance. In the case of business failures, the company can develop an exit plan in advance for securing the business from major losses in the business industry. As the company has no more budget and thus unable to bear more business loss for which exit from the business is a good option in case of business failures (Chugunov and Makohon, 2020).    
      
WHAT TO INVEST   
What to invest is one of the important decision and requirement in financial planning. There are various things to invest in the business like cash, gold or assets.  SAINT BRITISH STORE is a new business firm in the market and thus not have very much assets to invest in the business for the achievement of business objectives. The company has taken a loan from the bank HSBC and angle investors in which the loan is obtained in the form of cash. Thus the company needs to invest the cash for business planning, development and implementation of the plan for motive achievement. The main advantage of investing cash in the plan development and implementation is easy utilization of the finance whereas other sources like gold or assets require a lengthy process.  Although the founders of the company can invest their sources or assets in case if a financial issue arises while planning development or implementation for saving the business from failures (Guo et al., 2017). 
[bookmark: _Toc48391840]
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Introduction



• This presentation has been conducted to 
design a business plan to establish a new 
organisation(Chiguvi, 2020). 



• The retail sector has been defined to act 
as the largest provider of UK. 



• Being based on determining and 
evaluating the number of opportunities 
defined in the retail sector. 











Business/Company Overview



• The organisation Saint British Store would be developed with 
the goal of introducing an attractive number of products as per 
that of the changing trends within the choices of customers and 
in marketing trends. 
• Attract the maximum number of customers.
• Determining the process through which the needs and demands 



of customers.
• Varying background is effectively evaluated (Naidoo and 



Gasparatos, 2018). 











Saint British Store











Products and Services
New product 



strategy



Idea generation



Screening and 
evaluation



Business 
analysis



Design and 
development



Testing



Comercialization



• The organisation would 
be aimed at providing the 
number of clothing 
products, food and 
homeware products. 











Products and Services



Financial Internal business 
processes



Learning and 
growth



Customer



Vision & Strategy:











Market Audit



Marketing audit is the evaluation of 
the internal and external factors:



• SWOT
• Pestle 
• Porter’s five force analysis.











Market Audit SWOT Analysis



Strengths
• Saint British Store has a strong financial base.
• The company sells Different services and products.



Weaknesses 
• Saint British Store has less global presence.
• Limited product variety in the organization.



Threats 
• Major competitors like Tesco, Sainsbury’s and Asda. 
• Changing product demand of customers.



Opportunities
• Enhanced demand for fresh and healthy food.
• Business internationalization.











Market Audit 
Pestel Analysis



Political factors 
• Increased tax rates up to 25% in 2019.
• Political instability. 



Economic factors 
• Growth in GDP.
• Decrement in inflation rate to 1.5% in 2019.



Social factors 
• Decreased demand for clothing due to COVID-19 global 



pandemic.
• The increasing craze for fashion products.











Market Audit 
Pestel Analysis



Technological factors 
• Enhancement in Online shopping trend.
• Technology advancement (Rastogi and Trivedi, 2016). 



Environmental factor 
• Seasonal change in product demand is a drawback.
• Alteration in policies (Rastogi and Trivedi, 2016). 



Legal factor 
• Alteration in business internationalisation rules. 
• Variation in Health and Safety laws.











Market Audit Porter’s Force Analysis



Rivalry among existing 
competitors (High )



The high market share of 
competitors like Asda, 
Morisons and Tesco.



The threat of new entrants 
(Low)



80% market share by 
competitor companies 
reduced the risk of new 



entrants.  



The threat of substitutes 
(Low)



Good quality and variety of 
products reduced the risk of 



substitute products. 



The bargaining power of 
buyer (High) 



More options to consumer 
and low switching cost 



increased bargaining power 
of customers (Arifin et al., 



2019).  



The bargaining power of 
supplier (low)



The limited market of a 
retailing reduced the 
bargaining power of 



suppliers (Arifin et al., 
2019).  











Target 
Market











Target Market -Segmentation



• To determine the growth and 
progress of an organisation, 
the implication of 
Segmentation, Positioning and 
Targeting strategy has been 
processed and applied in Saint 
British Store (Cinar et al., 
2020).











Target Market  -Targeting



• In the case of Saint British Store, the 
main  focus has been made on the 
young adult generation of the 
country. 



• This involves people belonging to the 
age group of 20-50 years. 











Target Market -Positioning
• To define the concept of 



positioning associated 
with organisational 
growth and 
development, the 
concept of Unique 
Selling Proposition (USP) 
has been adopted.











Marketing 
Plan



• The mainly marketing plan involves an overview of 
business marketing and some of the promotion of 
the goals.











Marketing Plan



-The marketing plan is 
comprehensive 
paperwork that will 
outline the association 
overall marketing efforts 
(Kant, 2018). 



-Saint British Store will 
apply its marketing 
strategy to use a 
different type of 
resources (Kant, 2018). 











Marketing Plan 
Five-Element of the Marketing Plan



• Business identity
• SWOT analysis
• A smart plan
• Tactics
• Evaluate and modify











Marketing Plan



The main motive of marketing is to sell more and more products to 
each  individual at a cheap rate so that more and more customers 
will afford them(BARONE,2020). 



The marketing plan is changing according to the trend in the 
market because it has to satisfy each customer.











Management Team



• Sales, profitability, customer 
relationship & product innovation are 
the key goals of a retail business.



• These key aims intersect with different 
career fields such as:



o Marketing 



o Finance



o Technology 



o Merchandising and management 











Management Team –Roles at 
Saint British Store 
• The positions at entry-level include: 



ücashier, 
üfront end, 
üstocker or sales associate. 



• The next level includes the intermediate management 
that administers the tasks of entry-level workers. 











Management Team 
-Retail store management 
positions



• The organizational retail structure of Saint
British Store is effective as it
encompasses all fields of the business
(Griffin, 2016).











Management 
Team



• Management positions with their duties:
-Manager
-Assistant Manager
-Finance Manager
-Corporate Recruiter
-Marketing manager











Financial Plan



• Financial planning is the budget and expenses 
planning that a firm like Saint British Store can utilise 
or invest for objective achievement.



• Huge budget for proper utilisation of capital 
efficiently:



• £649,000 total budget.



• £275,000: planning, stationary material, 
transportations, research, insurance, broacher's etc.  



This Photo by Unknown Author is licensed under CC BY-NC-ND





http://www.finsmes.com/2018/08/how-channel-finance-can-facilitate-the-supply-chain.html


https://creativecommons.org/licenses/by-nc-nd/3.0/








Financial Plan
• Total budget of Saint British Store is 649000£ - HSBC 



Bank Loan



Activities Expenditures



Planning £10000



Legitimate £20000



Stationary etc. £20000



Advisors £40000



Research and development £50000



Insurance £3000



Broachers £2000



Tools £30000



Transport £50000



Others £50000



Total £275,000











Financial 
Statment



2021 2022 2023



Costs 250000 270000 310000



Marketing 15000 10000 10000



Income 470000 680000 890000



Profit 205000 400000 500000











*To have a proper implication in 
terms of cost-related services, a 
financial plan has been 
developed. 



*Led for proper analysis of 
solutions that would be needed to 
be deployed in our organisation.
*Accurate management and 
development of services and 
products.











Thank you for your time!
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Introduction



• This presentation has been conducted to 



design a business plan to establish a new 



organisation(Chiguvi, 2020). 



• The retail sector has been defined to act 



as the largest provider of UK. 



• Being based on determining and 



evaluating the number of opportunities 



defined in the retail sector. 
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Business/Company Overview



• The organisation Saint British Store would be developed with 



the goal of introducing an attractive number of products as per 



that of the changing trends within the choices of customers and 



in marketing trends. 



• Attract the maximum number of customers.



• Determining the process through which the needs and demands 



of customers.



• Varying background is effectively evaluated (Naidoo and 



Gasparatos, 2018). 
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Saint British Store










S aint B ritis h S tore
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Products and Services
New product 



strategy



Idea generation



Screening and 
evaluation



Business 
analysis



Design and 
development



Testing



Comercialization



• The organisation would 



be aimed at providing the 



number of clothing 



products, food and 



homeware products. 
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Products and Services



Financial Internal business 
processes



Learning and 
growth



Customer



Vision & Strategy:










P roducts and S ervices

Financial Internal business 

processes

Learning and 

growth

Customer

Vision & Strategy
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Market Audit



Marketing audit is the evaluation of 



the internal and external factors:



• SWOT



• Pestle 



• Porter’s five force analysis.










Market Audit

Marketing audit is the evaluation of 

the internal and external factors:

•

SWOT

•

Pestle 

•

Porter’s five force analysis.
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Market Audit SWOT Analysis



Strengths
• Saint British Store has a strong financial base.



• The company sells Different services and products.



Weaknesses 
• Saint British Store has less global presence.



• Limited product variety in the organization.



Threats 
• Major competitors like Tesco, Sainsbury’s and Asda. 
• Changing product demand of customers.



Opportunities
• Enhanced demand for fresh and healthy food.
• Business internationalization.










Market Audit 

SWOT Analysis

Strengths

• Saint British Store has a strong financial base.

• The company sells Different services and products.

Weaknesses 

• Saint British Store has less global presence.

•

Limited product variety in the organization.

Threats 

• Major competitors like Tesco, Sainsbury’s and Asda. 

• Changing product demand of customers.

Opportunities

•

Enhanced demand for fresh and healthy food.

•

Business internationalization.
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Market Audit 
Pestel Analysis



Political factors 
• Increased tax rates up to 25% in 2019.



• Political instability. 



Economic factors 
• Growth in GDP.



• Decrement in inflation rate to 1.5% in 2019.



Social factors 
• Decreased demand for clothing due to COVID-19 global 



pandemic.



• The increasing craze for fashion products.










Market Audit 

Pestel Analysis

Political factors 

• Increased tax rates up to 25% in 2019.

• Political instability. 

Economic factors 

• Growth in GDP.

•

Decrement in inflation rate to 1.5% in 2019.

Social factors 

• Decreased demand for clothing due to COVID-19 global 

pandemic.

•

The increasing craze for fashion products.
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Market Audit 
Pestel Analysis



Technological factors 
• Enhancement in Online shopping trend.



• Technology advancement (Rastogi and Trivedi, 2016). 



Environmental factor 
• Seasonal change in product demand is a drawback.



• Alteration in policies (Rastogi and Trivedi, 2016). 



Legal factor 
• Alteration in business internationalisation rules. 



• Variation in Health and Safety laws.










Market Audit 

Pestel Analysis

Technological factors 

• Enhancement in Online shopping trend.

• Technology advancement (Rastogi and Trivedi, 2016). 

Environmental factor 

• Seasonal change in product demand is a drawback.

•

Alteration in policies (Rastogi and Trivedi, 2016). 

Legal factor 

•

Alteration in business internationalisation rules. 

•

Variation in Health and Safety laws.
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Market Audit Porter’s Force Analysis



Rivalry among existing 
competitors (High )



The high market share of 
competitors like Asda, 
Morisons and Tesco.



The threat of new entrants 
(Low)



80% market share by 
competitor companies 
reduced the risk of new 



entrants.  



The threat of substitutes 
(Low)



Good quality and variety of 
products reduced the risk of 



substitute products. 
The bargaining power of 



buyer (High) 



More options to consumer 
and low switching cost 



increased bargaining power 
of customers (Arifin et al., 



2019).  



The bargaining power of 
supplier (low)



The limited market of a 
retailing reduced the 
bargaining power of 



suppliers (Arifin et al., 
2019).  











image29.emf



Target 
Market
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Target Market -Segmentation



• To determine the growth and 



progress of an organisation, 



the implication of 



Segmentation, Positioning and 



Targeting strategy has been 



processed and applied in Saint 



British Store (Cinar et al., 



2020).










T arget Market 

-

Segmentation

•

To determine the growth and 

progress of an organisation, 

the implication of 

Segmentation, Positioning and 

Targeting strategy has been 

processed and applied in Saint 

British Store (Cinaret al., 

2020).
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Target Market  -Targeting



• In the case of Saint British Store, the 



main  focus has been made on the 



young adult generation of the 



country. 



• This involves people belonging to the 



age group of 20-50 years. 










T arget Market  

-

Targeting

•

In the case of Saint British Store, the 

main  focus has been made on the 

young adult generation of the 

country. 

•

This involves people belonging to the 

age group of 20-50 years. 
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Target Market -Positioning
• To define the concept of 



positioning associated 



with organisational 



growth and 



development, the 



concept of Unique 



Selling Proposition (USP) 



has been adopted.










T arget Market -Positioning

•

To define the concept of 

positioning associated 

with organisational 

growth and 

development, the 

concept of Unique 

Selling Proposition (USP) 

has been adopted.
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Marketing 
Plan



• The mainly marketing plan involves an overview of 
business marketing and some of the promotion of 
the goals.










Marketing 

P lan

•

The mainly marketing plan involves an overview of 

business marketing and some of the promotion of 

the goals.
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Marketing Plan



-The marketing plan is 



comprehensive 



paperwork that will 



outline the association 



overall marketing efforts 



(Kant, 2018). 



-Saint British Store will 



apply its marketing 



strategy to use a 



different type of 



resources (Kant, 2018). 










Marketing P lan

-Themarketing plan is 

comprehensive 

paperwork that will 

outline the association 

overall marketing efforts 

(Kant, 2018). 

-Saint British Store will 

apply its marketing 

strategy to use a 

different type of 

resources (Kant, 2018). 
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Marketing Plan 
Five-Element of the Marketing Plan



• Business identity



• SWOT analysis



• A smart plan



• Tactics



• Evaluate and modify
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Marketing Plan



The main motive of marketing is to sell more and more products to 
each  individual at a cheap rate so that more and more customers 
will afford them(BARONE,2020). 



The marketing plan is changing according to the trend in the 
market because it has to satisfy each customer.










Marketing P lan

The main motive of marketing is to sell more and more products to 

each  individual at a cheap rate so that more and more customers 

will afford them(BARONE,2020). 

The marketing plan is changing according to the trend in the 

market because it has tosatisfy each customer.


image37.emf



Management Team



• Sales, profitability, customer 



relationship & product innovation are 



the key goals of a retail business.



• These key aims intersect with different 



career fields such as:



o Marketing 



o Finance
o Technology 
o Merchandising and management 










Management T eam

•

Sales, profitability, customer 

relationship & product innovation are 

the key goals of a retail business.

•

These key aims intersect with different 

career fields such as:

o

Marketing 

o

Finance

o

Technology 

o

Merchandising and management 
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Management Team –Roles at 
Saint British Store 
• The positions at entry-level include: 



ücashier, 



üfront end, 



üstocker or sales associate. 



• The next level includes the intermediate management 



that administers the tasks of entry-level workers. 










Management T eam –R oles at 

S aint British S tore 

•

The positions at entry-level include: 

ü

cashier, 

ü

front end, 

ü

stocker or sales associate. 

•

The next level includes the intermediate management 

that administers the tasks of entry-level workers. 
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Management Team 
-Retail store management 
positions



• The organizational retail structure of Saint
British Store is effective as it



encompasses all fields of the business



(Griffin, 2016).










Management T eam 

-Retail store management 

positions

•

TheorganizationalretailstructureofSaint

British Store is effective as it

encompasses all fields of the business

(Griffin,2016).
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Management 
Team



• Management positions with their duties:
-Manager
-Assistant Manager
-Finance Manager
-Corporate Recruiter
-Marketing manager










Management 

T eam

•

Management positions with their duties:

-Manager

-AssistantManager

-FinanceManager

-CorporateRecruiter

-Marketingmanager
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Financial Plan



• Financial planning is the budget and expenses 
planning that a firm like Saint British Store can utilise 
or invest for objective achievement.



• Huge budget for proper utilisation of capital 
efficiently:



• £649,000 total budget.



• £275,000: planning, stationary material, 
transportations, research, insurance, broacher's etc.  



This Photo by Unknown Author is licensed under CC BY-NC-ND





http://www.finsmes.com/2018/08/how-channel-finance-can-facilitate-the-supply-chain.html


https://creativecommons.org/licenses/by-nc-nd/3.0/







Financial Plan

•

Financial planning is the budget and expenses 

planning that a firm like Saint British Store can utilise 

or invest for objective achievement.

•

Huge budget for proper utilisation of capital 

efficiently:

•

£649,000 total budget.

•

£275,000: planning, stationary material, 

transportations, research, insurance, broacher's etc.  

This Photoby Unknown Author is licensed under CC BY-NC-ND
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Financial Plan
• Total budget of Saint British Store is 649000£ - HSBC 



Bank Loan



Activities Expenditures



Planning £10000



Legitimate £20000



Stationary etc. £20000



Advisors £40000



Research and development £50000



Insurance £3000



Broachers £2000



Tools £30000



Transport £50000



Others £50000



Total £275,000










Financial Plan

•

Total budget of Saint British Store is 649000£ -HSBC 

Bank Loan

Activities Expenditures

Planning £10000

Legitimate £20000

Stationaryetc. £20000

Advisors £40000

Researchanddevelopment £50000

Insurance £3000

Broachers £2000

Tools £30000

Transport £50000

Others £50000

Total £275,000
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Financial 
Statment



2021 2022 2023



Costs 250000 270000 310000



Marketing 15000 10000 10000



Income 470000 680000 890000



Profit 205000 400000 500000
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2021 2022 2023

Costs 250000 270000 310000

Marketing 15000 10000 10000

Income 470000 680000 890000

Profit 205000 400000 500000
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*To have a proper implication in 
terms of cost-related services, a 
financial plan has been 
developed. 



*Led for proper analysis of 
solutions that would be needed to 
be deployed in our organisation.
*Accurate management and 
development of services and 
products.










*To have a proper implication in 

terms of cost-related services, a 

financial plan has been 

developed. 

*Led for proper analysis of 

solutions that would be needed to 

be deployed in our organisation.

*Accurate management and 

development of services and 

products.
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Thank you for your time!










Thank you for your time!
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