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[bookmark: h.xn0qxpnea5sa]Executive Summary
The Marketing Plan Report demonstrates an overview document prepared during an unprecedented time of a UK and Global “Lock Down” due to Corona Virus – 19 Pandemic. 

The UK was placed in immediate lockdown in line with Government Instruction 24th March 2020. The social business team had been watching similar instructions unfold across Europe in the weeks before and as such made basic marketing plans to implement a survival strategy for their business, whilst continuing to meet their social Aims and Objectives  to attain social impact and support the community. 

The report follows an adapted student model format from Flinders Business School of Marketing, you will note that a budget was not included in the preparation of this plan, due to the circumstances and unknown variables of costs, such as food costs etc. at the time of implementation, but the business is due to undertake a review of the costs and create a retrospective budget in due course.

The report covers a range of Marketing Models considered and, in some instance, used to inform decision making by the business, and refers to Consumer Decision Making Models, Strategies and theories. In the event of this report being written at another time it is likely that these models and plans would have had a far more significant role within the document. Raising the question does marketing increase sales or does interpersonal engagement and customer experience increase sales?

The report can provide some first-hand data collected by the business in terms of outcomes of the marketing plan at the time of writing as an alternative to outlining how the aims and objectives would be measured.


Sandra Richards-Davies
Business Founder 











Company Description
Nyth y Robin`s operates a pre-loved book shop, antique and collectibles, to minimise items being taken to landfill. The items are then prepared for resale to generate income to invest in social aims and objectives. 
hr06str@gmail.com
[COMPANY NAME] [Company address]
[DOCUMENT TITLE]

Nyth Y Robin`s aims are to actively promote the importance of a sense of community and to support the regeneration of the traditional high street. Promoting accessibility and inclusivity without exception. 

Unfortunately, on March 24th 2020 the Government issued guidance, that due to the Corona Virus (Covid 19) Pandemic all non-essential businesses were to close and remain closed until further notice (with review every 21 days) (Department of Health, 2020) . Immediate instruction such as this, left businesses across the UK with no time to design and prepare contingency plans. 

With the newly installed kitchen facility which had been due to open as a vintage tearoom at the end of March, the business was able to diversify their plans to continue to serve the community with an affordable not for profit home cooked hot meals on wheels service 

Company Brand

Branding is a collection of elements that represent a businesses’ products or services and convey its personality. It is much more than just the logo or name. A brand is the set of connections that a customer makes with a business and its products. The brand is “our story” (Richards-Davies, 2020). 

Seth Godin defines a brand as “a set of expectations, memories, stories and relationships that, taken together, account for a buyer’s decision to choose one product or service over another”(Golding, 2017).

These connections are both tangible and intangible. The tangible elements are name, logo, and colour scheme (appendix 1). 
A successful brand also has strong intangible elements which evokes emotional triggers in consumers such as when London Journalist spoke with the Nyth Y Robin founder and said: “I feel at home here, there is something about this place” (Don, 2020) or when a customer visiting the shop said  “This shop should be in Hay on Way its so unique and so welcoming” (Reid, 2020). 

A strong brand should have the power to persuade customers that your brand is their preferred choice to satisfy their personal needs and desires. The strong brand this organisation has is its authenticity and belief in their aims and objectives, as well as their interpersonal relationships and emotional intelligence. 

PESTEL

A PESTEL was completed by the management team (appendix 2).  This framework was used to analyze and check the rapidly changed and unprecedented external marketing environment to Nyth Y Robin. The purpose of which was to identify how these factors were now impacting on or potentially influencing business decisions and performance. 

The business was able to identify the positive outcomes of a difficult social, economic and health crisis, whilst the political and economic interventions of grants and rent reductions had placed the business on a more secure footing. 

The reduced economic strain allowed this business, to focus on marketing their service, creating a sense of community and  to be able to focus on the social presence and delivery of sustainably produced and priced home cooked meals to those most in need. 
SWOT Analysis
Following the Pestel analysis, it is a logical sequence to review the organization`s situation as referred to by McDonald (1991). Their SWOT analysis (appendix 3) identified more strengths and opportunities than weaknesses and threats, and many of the threats and weaknesses were managed with well written and evidence-based risk assessments

Segmentation and Targeting

“Target marketing involves breaking a market into segments and then concentrating your marketing efforts on one or a few key segments consisting of the customers whose needs and desires most closely match your product or service offerings. It can be the key to attracting new business, increasing sales, and making your business a success” (Ward, 2019). 

In considering the target (customer)  market, attention was given to the Covid 19 Guidance and legislative documents (Department of Health, 2020). Focusing on the recommendations made to vulnerable groups to stay at home, and shield for a period of at least 12 weeks.

There were questions of how these vulnerable groups would access food supplies? And it was well known locally that a large number of the widowed older population would attend the “Lunch Box café” in the Town for a hot meal up to six times a week, not only for their hot meal but also for social wellbeing.

[bookmark: h.jwsfi8heoq1f]The crisis had already identified an age and health and wellbeing demographic segmentation to tailor the marketing plan to, who could potentially benefit from the meals service available in these unprecedented times. 

Competitive Advantage

A competitor analysis (Appendix 4) was completed to identify the competition and challenges in the market, specifically at this time of crisis. This plan would be a fluid plan to meet the identified need for the duration of the need being identified. 

The information gathered from the competitor analysis put Nyth Y Robin in a position of strength and economical advantage on several levels:

It was identified that all three competitors in terms of food production had made the decisions to close for business during the crisis. This indicated a significant gap in the market for the target segment.

Nyth Y Robin were abreast with the local concerns following the “Covid-19 HELP Llandysul” Social media page and sent in a proposal of their plans for feedback. It was identified from the feedback that there were no alternative provisions for this type of meals on wheels service known and the contribution to supporting the community was welcomed. 
[bookmark: h.3oycihxydn6t]Positioning Statement
The situation that the business found itself in, meant that there was an immediate need to diversify to maintain a community presence and achieve any of its objectives at this time of crisis. Levinson said: “Perhaps you’ll have to undergo major repositioning to accomplish this. That’s not a bad thing, if it improves your profits. Far more doors will be open to you if you can achieve it” (Levinson, 2013).

Nyth Y Robin is a small rural business with social aims and objectives and a triple bottom line (profit, social and environment) by which to measure impact and achievements. 
A total closure posed a risk of failure and permanent closure, and as McDonald (1991) had identified, that as a small organisation with a very small team all marketing strategies’ to this point had been very informal (McDonald, 1991).
The kitchen was identified as the most effective and instant way to be able to diversify their plans. This would also result in maintaining a market presence and indirectly marketing the tearoom through an alternative delivery of home cooked meals, until a change in government directive was issued.

The diversification plan would focus on reaching a 50 % known target market and a 50% unknown market. 
The diversification plan was a mix of related diversification which kept the service within the social aims market they were familiar with, by providing an affordable not for profit home cooked hot meals service. 
This service would be supporting the most vulnerable individuals in the community.  Whilst this related diversification strategy was mixed with unrelated diversification, defined as “the organisation moves into a market they have no experience with” (Lobel, 2018). Although an unrelated diversification is reported to be a higher risk strategy, the focus on the 50% known market reduced the risk element. 
Marketing Mix 
The marketing mix is a recognized tool used by businesses to achieve their objectives in the marketing of their product or service to a consumer group. The marketing mix is constructed by elements that the business can control or adjust to achieve their identified objectives and outcomes. “The 4 p`s (product, price, place, promotion) have been associated with the marketing mix since their creation by E Jerome McCartthy in 1960” (smallbusiness.co.uk, 2018). 

The extended marketing mix in the 1980s by Booms and Bitner added three new elements to the original model of the four Ps. This allowed the extended Marketing Mix to include products that are services and not just physical objects. The additional 3 `PS were People, Processes and Physical evidence and referred to as the 7PS Marketing Mix. 
[bookmark: h.rdxprz79nlb0]Marketing Plan Objectives for Nyth Y Robin Covid 19 Crisis

Marketing objectives set out what a business wants to achieve from its marketing activities. The objectives need to be consistent with the overall aims and objectives of the business.

It is essential that each objective is specific, measurable, achievable, realistic, and timed (SMART) and contains enough detail for each person to understand what result is expected. 

· Generate some cashflow for the business to meet its suppliers’ costs to sustain the meals on wheels project. It is apparent through online discussions and blogs that Since the onset of the Coronavirus and the UK lockdown, “one topic that has frequented the business pages is cash flow” (McGinn, 2020).
· Meet an identified need within the community – deliver hot balanced locally sourced home cooked meals between 12 and 1 pm to those who pre-order
· Make a two-course home cooked hot meal and dessert in line with the order sheet 
· Use any surplus profit to deliver “complimentary” meals to individuals known to the business through their mental health and wellbeing initiatives, to promote wellbeing and record these on the order sheet for record keeping purposes
· To Maintain and develop a community presence and relationship with customers and potential customers 6 days a week as well as accepting telephone calls for orders and general chat to reduce the risk of isolation and loneliness having negative impact on peoples health and well being and keep a log of all calls for statistics purposes
· To create and develop a sense of community and wellbeing 
· [bookmark: h.jcs8bbwdv1ku][bookmark: h.qa1nd04d790k][bookmark: h.v7nk2akrvo47]Support other local businesses in using local produce wherever possible
[bookmark: h.hjopxd2e981n][bookmark: h.ur7h5d2cs9t9]Reaching the Customer
The target group of customers identified through segmentation by demographics of age, over 70 years and vulnerability defined by the Covid 19 guidance as those with pre-existing medical conditions (Department of Health, 2020). 

Due to the limited time frame available to conduct any meaningful quantitative or qualitative and an imminent “Lockdown” from the Government. How to reach the customer relied significantly on current customer knowledge and interpersonal relationships, local geographical knowledge, and evangelism from people in key positions. For example, the warden of the local sheltered housing complex and other known customers with older relatives and other local business owners.

With no empirical evidence in terms of how many people from the identified target audience access the internet or social media and considering that many of the targeted group were already self-isolating / shielding in their own homes. The decision was made that offline advertising with a Menu drop (appendix 5) was the only realistic option to directly market the service. 

Whilst some might find this an out date source of marketing, It is recognized that small business owners with a local focus can build a customer base by directly advertising through nearby outlets and leafletting campaigns (smallbusiness.co.uk, 2018).

Like many things, it is essential for the business to keep in focus that “one marketing size does not fit all”. The team recognize and work on the principles of inclusivity and accessibility and as such are always mindful, that the many consumers interested in the business goods and services will expect different customer interactions. 

Evangelism was recognized as a powerful tool. “As a small organization you will already be aware of the importance of word of mouth recommendations. People intrinsically trust a recommendation from a friend or colleague with real experience of a product” (Welsh Assembly Government, 2018). With evangelism recommendations happening in both the physical and digital domain. 

Outcomes
The meals on wheels project has over a six-week period delivered (using social distancing practices) delivered 189 hot nutritionally balanced meals using any surplus turnover (profit after costs) to provide 30 complimentary meals to individuals known locally, to be on low income/disabled/frail or have substance misuse issues (Davies, 2020).

This project`s success to date has been measured by the number of meals provided, the number of  “free” meals the profit has paid for, evidencing the fact that the project has been able to stand alone from any grant or Nyth Y Robin team investment. The social measurement of success has been comments and feedback on social media examples of which include “you are doing a sterling job, well done.” (Hughes-Owen, 2020). 
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