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Executive Summary

Marketing plan, just like any other planning, is an effective way of considering the limited resources, constant change, increasing competition intensity, and the changing customer needs in order to achieve set marketing goals. Using SOSTAC tool, the present marketing plan for P&G identifies a number of market opportunities as well as threats. However, through exploiting its strengths and minimising its weaknesses, P&G can take advantage of the opportunities and eliminate or mitigate threats. The objectives of P&G would be to sell, serve, sizzle, speak to customers, and save costs. Even though there are various market segments, P&G should target the health-conscious and eco-friendly consumer segment. However, P&G aims at using differentiated marketing mix elements for purposes of reaching out to the customers through provision of healthy and eco-friendly products. KPIs will be used in monitoring and evaluating the marketing plan. Based on the marketing plan, it is recommended that just like in other markets and considering its line of products, P&G should continue target the health-conscious and eco-friendly products. However, in reference to marketing mix elements, the plan recommends that there should be differentiated products that are not only healthy but also eco-friendly, market-oriented (skimming and penetration) pricing strategies, use of intensive retail distribution channel, and the idea of adopting both traditional (TV, billboards, and magazines) and digital (Facebook, Instagram, Snapchat, and Website) media channels in order to promote the brand in England.

Introduction 

Introduction to SOSTAC 

Marketing remains an essential activity in an organisation especially with respect to identifying, anticipating, and satisfying needs or requirements of customers while at the same time realising profits (Hooley, et. al., 2004). For purposes of progressing and meeting the customer needs, there is a need for adequate marketing planning (Doyle and Stern, 2006). Planning is effective in marketing considering the limited resources, constant change, increasing competition intensity, and the changing customer needs (Blythe, 2006). From the many planning frameworks, SOSTAC (Situation Objectives Strategy Tactics Actions and Control) is preferred. SOSTAC provides that on the basis of context analysis, an organisation should create the objectives to be attained based on the opportunities and threats while developing the most effective strategies, tactics, actions, and control that would ensure the attainment of objectives. Through SOSTAC, the present market planning is for Procter & Gamble (P&G) Company while penetrating the UK (England) market. The market planning is divided into situational analysis, objectives, strategies, tactics, actions, and control. Conclusions and recommendations for P&G are also provided in the plan. 

Background of the Organisation 

P&G is an American-based firm that offers consumer products under the fast-moving consumer goods sector. Since its founding in 1837 in Ohio, USA by William Procter and James Gamble, P&G has grown to be one of the most known and strong banks in consumer product category. Even though the company was started to make and supply soap and candles (Procter was a candle maker whereas Gamble was a soap maker), it has since grown to offer variety of products cutting across various needs. Barney and Hesterly (2010) identified three segments of P&G, namely, beauty, healthcare, and household product. Therefore, P&G has grown to manufacture and sell various products on beauty, healthcare, and other essential household products. Some of the known brands of P&G include Pampers, Ariel, Always, Downy, Oral-b, Gain, Duracell, Tide, Whisper, and Gillette among many others. Besides expanding in terms of product development, P&G has also been involved in market expansion. Currently, P&G operates in more than 80 countries across the world. Notably, each of the countries forms unique markets with unique characteristics. As a result, the marketing strategies, tactics, actions, and control taken by P&G depend on the situational analysis and resulting objectives. In this respect, there is a need to understand and evaluate the marketing plan for P&G in the England market. 

Situational Analysis

PEST Analysis 

Politically, the England market is considered as stable with a strong democratic system despite the fact that there are differences among coalition partners as evident during the Brexit debate. Through the West-minister system, England has an adequate power distribution between the prime minister, legislature, and judiciary, which makes the idea of making regulations and legislations governing businesses not only smooth but also effective. These aspects create a favourable market for the operations of P&G despite the threats of Brexit that has made the market unpredictable. 

From an economic perspective, England recorded a 5-year GDP growth rate of 2.1% implying that in the past five years, there has been positive growth in the economy. In addition, the GDP per capita for 2019 was $45,705, which is considered as relatively high in comparison to other countries. The growth in economy and per capita income affect the purchasing power parity of the consumers. Therefore, since there have been positive aspects, it is established that England offers P&G a big market with consumers able to purchase the products. Fig. 1 shows some of the additional economic indicators for England. 
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Figure 1: Economic Indicators of England

Source: World Development Indicators (Worldbank.com, 2020)

The tax burden is 33.3% of the GDP. Fig. 1 shows that in the last decade, England has exhibited a declining trend in unemployment (this is an indication that more persons are employed; hence, a large market for P&G), real interest rates (low savings and high loans that translate into higher marginal propensity to consumer; hence, P&G is exposed to a market where consumers are engaged in purchasing), and inflation (implying a decline in the prices, which would positive affect the demand for products including those of P&G).

From the socio-cultural perspective, England, apart from the declining population growth rate as indicated in Fig. 2 that may adversely affect the market for P&G, has strong education and healthcare systems that may benefit significantly from the beauty, healthcare, and household products manufactured and sold by P&G. 
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Figure 2: Population Growth Rate (Annual)

Source: World Development Indicators (Worldbank.com, 2020)

In addition, England has been able to manage its migration especially after the Brexit and continues to experience a relatively small income inequality with low- and middle-income individuals receiving adequate support. Such aspects offer market for P&G. Even though there are attempts to support low- and middle-income individuals, England has in the recent past recorded rising inequality with Gini coefficients increasing over the years as illustrated in Fig. 3. 
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Figure 3: Gini Coefficient for England

Source: World Development Indicators (Worldbank.com, 2020)

With reference to technology, England is one of the countries known for renowned scientific expertise in addition to effective intellectual property rights. Moreover, there are scope that promotes the creation and development of new industries. As a result, P&G may be one of the sources of R&D especially in the development of beauty, healthcare, and household products. Another important element is that behaviourally, consumers are involved in the use of technology especially online shops and social media when making their purchases, which P&G can exploit. 

SWOT Analysis 

Other than external analysis, marketing planning requires an internal overview and evaluation of the company competencies, capabilities, and resources in a bid to examine the strengths and weaknesses through SWOT analysis. However, it is important to note that SWOT analysis combines both internal (strengths and weaknesses) and external (opportunities and threats). Notably, the opportunities and threats are derived from the external analysis. Table 1 summarises the strengths, weaknesses, opportunities, and threats that will influence the objectives, strategies, tactics, actions, and control. 

Table 1: SWOT Analysis of P&G

	Strengths 
	Numerous brands that are globally known 

Adequate number of employees with the necessary skills and expertise 

Has the ability of reaching over $1 billion sales 

Brands have high recall, visibility, and positioning courtesy of the marketing and advertising strategies in the company 

With operations in more than 80 countries, it means that other than spreading risks, there is ability to penetrate more markets 

Engages in corporate social responsibility through sponsoring of events such as sports; hence, has a good relationship with customers 

Recognised globally through various awards 

Excellent distribution network that ensures products are adequately available in various retail shops within all the 80 countries/markets 

	Weaknesses
	Possibilities of counterfeit products sold under its brand name, which may result into issues of reputation 

Some products are barely known 

Not all products manufactured by the company are available in all its markets 

	Opportunities 
	Favourable market in England due to political stability
Big market with consumers able to purchase the products 
Higher marginal propensity to consumer 
High demand for products 
Strong education and healthcare systems 
Renowned scientific expertise 
Effective intellectual property rights 
Consumers shifting to the use of technology especially online shops and social

	Threats 
	Threats of Brexit making the market unpredictable 
Declining population growth rate 
High dependency ratio 
Rising inequality 
Inadequate personnel and regulatory control for indigenous innovations


Customer Insights

Customer insights indicate that apart from increased use of the internet to engage in various activities such as shopping, there is evidence that UK consumers are being health conscious in their consumption activities. While reviewing data from Organic Market report, Ledsom (2019) noted that consumer trends in health and sustainability continue to influence the organic sector in the UK. West (2015) also noted that approximately 76% of UK consumers believe that products should offer health content. While reviewing Health and High Street Report, West (2015) identified some of the key statistics as follows: 

[image: image4.jpg]Key Stats — At a Glance

47% 77%





Figure 4: Key Statistics on Health and High Street

Source: West (2015)

According to the key statistics, West (2015), indicated that the report established 47% of UK consumers becoming more health conscious with 77% indicating that it is appropriate for brands to offer health information, which implies that there will be need to enhance healthy consumption. 

Besides being health-conscious, the UK consumer is also becoming eco-friendly. Mavrokefalidis (2020) reported the findings of a survey that approximately 45% of the UK shoppers aim at purchasing products considered to be eco-friendly. In another perspective, Watts (2019) also indicated in his article that the need for being environmentally conscious has resulted into more than 50% of the UK consumers willing to pay extra in order to avoid packaging. Watts (2019) reported findings from another survey showing that approximately 46% of the UK consumers feel guilty of using plastic wastes.

Waldersee (2019) reported that apart from 46% of UK consumers feeling guilty about using plastics, 82% are engaged in reducing amount of plastics disposed. Of the many items surveyed, Waldersee (2019) reported that fresh fruit and vegetables and household and cleaning products recorded the higher percentages as illustrated in the following figure: 
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Figure 5: Reduction of plastic packaging as per the products 

Source: Waldersee (2019)

P&G deals in household, cleaning products, and beauty products; implying that the company will focus more on ensuring that it offers eco-friendly packaging. 

Young (2018) further reported that approximately 50% of digital consumers rely on environmental concerns in making their purchasing decisions with millennials leading as illustrated in the following figure: 
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Figure 6: Paying more for eco-friendly products

Source: Young (2018)

From the above insights, it can be noted that UK consumers are health-conscious and eco-friendly. As a result, P&G should create its products and strategies around healthy and eco-friendly products. 

Objectives  

Sell – Customer acquisition 

The ultimate goal of every organisation is to sell its products (Hollensen, 2019). Marketing strategies are essential in enhancing both sales experience as well as volume. As a result, such strategies would boost the bottom line. In this respect, there is a need to come up with sell strategy that would increase costs. Such a strategy is customer acquisition. 

O1: To acquire 1,000,000 new customers in the first year of operations at an average cost per acquisition of $60 and with the objective of attaining an average profitability of $40 per customer 

Serve – Customer satisfaction 

While generating sales, a company needs to serve its customers (De Pelsmacker, et. al., 2018). Other than being present and responsive, it is important for a company wanting to take hold of a market to offer high quality products and services (Wood and Jobber, 2016). In the same way, P&G while entering the England market will focus on serving customers in order to achieve greater customer satisfaction. 

O2: To achieve 80% rate of customer satisfaction in the next financial year of operations

Sizzle – The wow factor 

From the 5S strategy, sizzling, which in most cases remain an ultimate aspiration in marketing, entails the idea of creating effective, positive, and engaging experience between the customers and the brands (Kreutzer, 2019). The concept of sizzling is to achieve customer satisfaction, improve on advocacy, and earn recommendations or referral (Culley, et. al., 2017). For this case, P&G aims at offering positive experience for the customers.

O3: To influence approximately 1,000 customers weekly seeking for the brands of the company by offering high quality and affordable products

Speak – Engaging customers  

The 5S also requires that an entity needs to engage with clients and prospects using relevant contents (Hollensen, 2019). Through content marketing, it becomes easier for an organisation to have an impact and persuade customers towards engaging in positive consumption behaviour (Cravens and Piercy, 2006). In the same way, P&G intends to engage with customers. 

O4: Survey 100 customers on a weekly basis so as to engage with them and find out areas that should be improved.  

Save – Cost effective 

Every marketing activity should aim at generating sales at the lowest possible costs, effort, and time (McDonald, 2016). There is a need to come up with strategies that would ensure costs, effort, and time are significantly reduced, which would then result into increasing of the profits (Baker and Hart, 2008). Other than being a cost leader, another way of saving costs is through enhancing cost effectiveness (Biswas, 2018).

O5: To attain a reduction monthly cost of marketing by 10% for the first year of operations 

Strategy  

Segments 

Having identified the 5S marketing objectives for P&G, it is important to establish the main market segments. Segmentation of market entails identifying the main categories in a market that share characteristics (Biswas, 2018). Segmentation can be done based on demographics, psychographic characteristics, geographical aspects, and behaviour aspects (Alsem, 2019). For the case of England market, the market segmentation is based on the behaviour. Under behaviour, there are different segments based on loyalty, benefits sought, usage intention, occasions, and buyer stage. Examples of the main market segments include loyal segment versus non-loyal segment, consumers segment versus retail segment (usage intention), price sensitive, quality sensitive, and brand sensitive segments, health-conscious and eco-friendly versus non-health-conscious and non-eco-friendly segments. 

Target Markets  

The basis of segmentation is to identify specific groups of customers and their shared characteristics in order to find the one that brands can provide maximum satisfaction (Sahaf, 2019). In this respect, there is need to identify target markets. Targeting in this case refers to evaluating every segment in order to establish its attractiveness and selecting one or more segments to enter (Dolan, et. al., 2016). Considering the product line and related marketing strategy of P&G, the target market segment is one comprising of health-conscious and eco-friendly consumers. In this segment, P&G will focus on providing healthy and eco-friendly products. 

Objectives 

The objectives of targeting the health-conscious and eco-friendly market segment include: 

To achieve the cost effectiveness proposed in the marketing objectives since the targeting health-conscious and eco-friendly consumers is relatively cheaper than identifying one target market 
To enable the company reach out to more 1,000,000 health-conscious and eco-friendly consumers annually
To achieve a higher brand recognition and record future rewards based on the fact that the more the brand will be seen by health-conscious and eco-friendly consumers. This will assist in attaining the satisfaction, sizzling, and even engagement objectives. 
Positioning 

Positioning refers to the definition of a product in the market in a way that it occupies the minds of consumers especially with reference to attributes (Doyle and Stern, 2006). Positioning is the place in the consumer’s mind that a product occupies in relation to other competing products. P&G is better off with product, service, channel, people, and image differentiated. The positioning of P&G in England should be to offer products capable of improving the lives of consumers. Therefore, the company should make consumers depict the company products healthy and eco-friendly. The following shows the positioning or perception map of P&G by offering healthy and eco-friendly products.  
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Figure 7: Positioning Map of P&G
Tactics  

Marketing mix 

Upon the identification of the strategy that a company may use, SOSTAC framework provides for a basis to establish how the it will be executed or implemented (Hooley, et. al., 2004). One of the aspects of tactics in marketing is the marketing mix, which include four main elements (4Ps of marketing), namely, product, price, place, and promotion. Even though there is the extended 7Ps of marketing, the 4Ps is preferred for this plan since the additional elements of people, physical environment, and process best describe a service company. For P&G to penetrate the England market, it should focus on: 

Product: Just like in other markets, the company should focus on healthy and eco-friendly products in their main lines of beauty, healthcare, grooming, fabric and home care, and baby, feminine, and family care. In addition, apart from being healthy and eco-friendly, the products should not only be of high quality but also affordable. 

Price: With reference to pricing, the most appropriate strategies in England market would be market-oriented, which entails skimming and penetration of the market for the healthy and eco-friendly products. Based on the pricing strategies (Fig. 5), P&G should focus on offering high value by offering high quality products at moderate prices.

[image: image8.png]High Medium Low

High miun High Super
5 [ Value Value
Medium
Med ! Good-Value





Figure 8: P&G should offer High Quality and Medium Price; High Value
Promotion: In this mix, the focus is on advertising, sales promotion, direct marketing, public relations, and personal selling (Wood and Jobber, 2016). P&G in England should engage both traditional and digital media to enhance the aforementioned aspects of promotion. P&G will use TV, magazines, and billboards as the main traditional media whereas Facebook, Twitter, YouTube, Instagram, and online shop should be the main digital media for promoting the products. 

Place: As a marketing mix element, place entails the intermediaries that link the production and consumption stages (McDonald, 2016). Like in other markets, P&G in England should focus on using intermediaries including supermarkets, chain stores, and hypermarkets. Even though intermediaries may result into additional prices, they will ensure that products of P&G reach all the consumers at the right time and place. There is a need for an intensive retail distribution strategy. 

Content/Contact Plan 

In terms of content or contact, P&G will aim at ensuring that there are frequent updates on various traditional and digital media platforms. Since P&G has a target market segment, the content should be health information within the products, ingredients used in making the products, and also the attempts to make them eco-friendly. For example, P&G may indicate whether a packaging is recyclable, reusable, or reducible. Such information is essential for influencing the purchasing behaviour of consumers. For the contact, Askattest.com (2018) confirmed that one way of enticing health conscious consumers is by using various forms of media. The study established that Facebook is the most used platform by consumers followed by Instagram and Snapchat. 
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Figure 9: Which social media platform do you use most?

Source: Askattest.com (2018)
In addition, Askattest.com (2018) further noted that social media is preferred for adverts followed closely by TV and websites. 
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Figure 10: Where do you most like to see adverts?

Source: Askattest.com (2018)
In this respect, P&G should use social media, TV, and websites in that order to contact consumers. While using social media, P&G should give preference to Facebook, Instagram, and Snapchat. 
Actions 

One of the major components of actions in this plan include responsibilities and structures. The marketing plan will be executed by the marketing department of P&G. However, every employee is responsible for ensuring that the plan is adequately implemented. Departmental goals and aims will therefore be aligned with the marketing goals and objectives. 
There is also need to put in place adequate and effective processes and systems. Processes and systems ensure smooth operations especially in the execution of a project such as the present marketing plan. There is a need to come up with ways of measuring and reporting the results from the web analytics, customer reviews, and conversion rates as a way of monitoring and evaluating the plan. 

In reference to internal resources and skills, P&G has highly skilled marketers who have the experience and expertise to develop and implement various marketing strategies. The human skills within P&G is considered not only valuable but also rate, imitable, and organised; hence, the belief that there will be successful implementation of the plan. 

There is also a need to involve external agencies especially when it comes to monitoring and evaluating the progress made by the marketing plan. Moreover, external agencies are likely to offer an insight into the activities of the company especially with reference to customer behaviours. 

Control: 

KPIs (key performance indicators) 
Since the marketing will engage both digital and traditional marketing tools in order to reach out to the consumers with a view of meeting set objectives, the control aspect will include using various KPIs for purposes of establishing how best the plan is executed. The main KPIs to be used include web analytics, user experience reviews, and conversion rates.

On a periodic basis, preferably, weekly, there will be web analytics performed on the digital media strategies involved in marketing the products of P&G. Web analytics are essential in establishing traffic that visits various digital platforms (Kreutzer, 2019). Through the web analytics, it will be possible to evaluate whether or not the digital strategies are effective in reference to attaining the marketing objectives. 

User experience reviews will also assist in gathering additional information concerning the effectiveness of the digital channels to be used in the marketing particularly the online shop. P&G intends to conduct an evaluation of the reviews from users on a weekly basis for purposes of establishing strong and weak points. Users who visit the various digital platforms to be used in marketing will be asked to offer their reviews. Both positive and negative reviews will be useful towards establishing areas of improvements. 

Conversion rates will also be another KPI for evaluating the effectiveness of the digital marketing strategy employed. The control will involve establishing the conversion rates from the online shop and social media used in advertisements. Like other retailers, P&G will also use apps as other forms of digital channel to allow for consumers to shop from their online shop even when they are not around PC. In addition, sales and profit per conversion will also be other KPIs to evaluate the effectiveness of the marketing plan. 

With respect to the marketing objectives, the following table summarises the KPIs that are going to be used in evaluating effectiveness of the plan. 

Table 2: KPIs for the Marketing Objectives

	Aspect 
	Marketing Objectives
	KPI

	Sell  
	To acquire 1,000,000 new customers in the first year of operations at an average cost per acquisition of $60 and with the objective of attaining an average profitability of $40 per customer
	Conversion rates (websites, apps, and social media)

	Serve
	To achieve 80% rate of customer satisfaction in the next financial year of operations
	Customer/User experience reviews 

	Sizzle 
	To influence approximately 1,000 customers weekly seeking for the brands of the company by offering high quality and affordable products
	Web analytics 

Customer/user experience reviews 

	Speak 
	Survey 100 customers on a weekly basis so as to engage with them and find out areas that should be improved.  
	Customer/user experience reviews 

	Save 
	To attain a reduction monthly cost of marketing by 10% for the first year of operations
	Conversion rates (sales and profits 

Comparison of periodic costs 


Reporting  

Once the KPIs have been established, there will be a periodic reporting from the marketing group especially in the progresses made, challenges, and possible recommendations on how to overcome the challenges. The marketing team is in-charge of establishing possible variances between the targets and actuals while identifying possible reasons. Upon variance analysis and possible reasons, there is a need to evaluate additional possible strategies that would result into extending the positive variances and reducing or if possible, eliminating the negative variances. Variance in this respect is the difference between the actual and target, which means that a positive variance means that the plan surpasses the targets. 

Conclusion

In summary, every entity that wishes to be successful needs to create a marketing plan. Planning is considered as an effective way of considering the limited resources, constant change, increasing competition intensity, and the changing customer needs. Of the numerous frameworks, SOSTAC has been identified as not only detailed but touches on the main aspects of marketing. In this marketing plan, P&G seeks to enhance its presence in the England market. The objectives would be to sell, serve, sizzle, speak to customers, and save costs. Even though there are various market segments, undifferentiated strategy, which collectively targets the health-conscious and eco-friendly consumer segment. However, P&G aims at using differentiated marketing mix elements for purposes of reaching out to the customers through provision of healthy and eco-friendly products. KPIs will be used in monitoring and evaluating the marketing plan. 
Recommendations 

Based on the marketing plan, it is recommended that just like in other markets and considering its line of products, P&G should continue target the health-conscious and eco-friendly products. However, in reference to marketing mix elements, the plan recommends that there should be differentiated products, market-oriented (skimming and penetration) pricing strategies, use of intensive retail distribution channel, and the idea of adopting both traditional and digital media channels in order to promote the brand in England. 
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