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Executive Summary
This report will cover the SOSTAC model in depth and will show how the model is used to create a marketing plan covering every aspect of the business. At first the SOSTAC model will be covered in detail along with the background of the organisation used for this report. A SWOT and PEST analysis will then take place to cover the situation analysis of The Loft barbershop. Five objectives will then show how the business is to progress in the future in each aspect of the industry with a strategy of how the objectives are going to be implemented into the current growth of the business which includes the market segmentation, positioning of the business along with the target audience. The marketing mix will then be used to create tactics on how the business will grow and follow the guidelines set by the SOSTAC model with actions following where everyone employed by the business will have their role when implementing the marketing plan. The control measures will then be shown with each employee having a role in the process of analysing the business’s success. 

1.0 [bookmark: _Toc40101856]Introduction 
This report will hold information regarding a marketing plan for The Loft Barbershop. The report will use the SOSTAC model and each section of the model will be discussed in great detail. Following the marketing plan created with the model, the plan will then conclude with recommendations. 
[bookmark: _Toc40101857]1.1 SOSTAC Model
[image: ]SOSTAC is a marketing model that was developed in the early 1990’s and formalised within his first book Marketing Communications in 1998 (Smith, 1998). The SOSTAC model is an acronym for Smith's six fundamental aspects of marketing: situation, Objectives, Strategy, Tactics, Action and Control (Fill, 2002). The SOSTAC model possesses a general marketing strategy which can be applied within many different commercial situations. The model includes an in-depth SWOT analysis and covers every area of the businesses for a successful marketing plan (Hawkey, 2002). 
[bookmark: _Toc40036458]Figure 1-1: SOSTAC Model (Smith, 1998)
[bookmark: _Toc40101858]1.2 Background of Organisation
The organisation that will be used within this report is The Loft Barbershop. The Loft is based in the centre of Carmarthen, Wales in an area with great footfall along with many other shops. The Loft was first opened in May 2019 with the aim to outgrow the small town of Carmarthen with hopes to expand within the next year along with a rebrand. The barbershop consists of two full time barbers and one part time apprentice who are self-employed and use the shop to promote their own services.
[bookmark: _Toc40101859]2.0 Situational Analysis
Situational analysis is the starting point of all marketing plans due to the main focus being, where is the business now, how is the performance etc. The situational analysis is a collection of methods that we use to assess what we call the company’s internal and external environment (Sternthal, 1978).
[bookmark: _Toc40101860]2.1 SWOT Analysis
[bookmark: _Toc40101861]2.1.1 Strengths
The first strength that will be discussed is that the two full time barbers in The Loft are popular around Carmarthen and many people know that their service is to a very high standard. Due to working in Swansea prior to opening in Carmarthen many clients have followed due to the service and travel to Carmarthen, resulting in stronger performance for the business. 
The second strength is that the business is dedicated to men and the business can adapt to the men’s needs resulting in a popular place for men to just spend time and relax. This is very different to a unisex salon as they still favour their female clients with a feminine vibe to the salon. Having the masculinity factor to a barbershop is a great step for the business as it is a very attractive component to men, which increases clients as well as growth for the business. 
[bookmark: _Toc40101862]2.1.2 Weaknesses
The initial weakness that will be covered within this report is higher prices compared to some other barbershops, this price is due to the quality of work from the barbers. Many barbershops when entering a new town will undercut the cheapest existing barber which has a rippling effect within the area. 
Another weakness that The Loft has is that the income is fully dependant on the number of customers that come to the shop. There is no guaranteed income for this service paid job, so all haircuts must be to a high standard in order to gain even more clients.
[bookmark: _Toc40101863]2.1.3 Opportunities 	
There are many external factors that lead to opportunities for The Loft, the ever-evolving hair trends can present many opportunities. Opportunities can include introducing new hair styles and styling methods, introducing new product lines and brands in the shops inventory and attracting a new client market.
[bookmark: _Toc40101864]2.1.4 Threats
The main threat for The Loft barbershop which is also an external factor is the number of barbershops in the town of Carmarthen, with the figure being at 13. With these barbershops being open and the haircuts being cheaper than The Loft, the haircuts must be to a very high standard with a quality service to show the value to the clients. 
[bookmark: _Toc40101865]2.2 PEST Analysis
[bookmark: _Toc40101866]2.2.1 Political Factors
There are many political issues that can affect the profitability and chance of survival of The Loft. A massive factor to the business would be a high rate of taxation, this would demotivate The Loft barbers to work as hard which in turn reduces their profits. 
[bookmark: _Toc40101867]2.2.2 Economic Factors
A massive economic factor that could hinder the growth of The Loft is the interest rates from banks. This would affect how much the barbers are willing to borrow and invest in order to expand, on the other hand this could be a positive as the barbers will then be willing to invest more of their own money resulting in lower costs in the long run. 
[bookmark: _Toc40101868]2.2.3 Social Factors
The class distribution among the population as a social factor is of great importance. The Loft would be unable to promote a premium product to the general public if the majority of the population was a lower class which could affect their short-term growth unless they were to use their social media presence to sell the products. 
[bookmark: _Toc40101869]2.2.4 Technological Factors 
The main technological factor which The Loft need to take on board is that the technology within the barbering industry is ever changing. These technological advancements are something which will increase the costs of a business but they all have a positive effect on the work that is produced from individual barbers resulting in higher numbers of clients causing increased profits. 
[bookmark: _Toc40101870]2.3 Customer insights
Looking into the clients of The Loft, there is a very diverse age demographic with all of the clients being male. Even though there are clients of all ages, the stand out age bracket is between 18-35, this is then the main target market too. This age bracket is also the easiest to market new products to by using social media and they are still wanting to be up to date with current trends.
[bookmark: _Toc40101871]3.0 Objectives
A business objective is a result that a company aims to achieve. The objectives include the strategies that people will use to complete the aims. A business objective usually includes a time frame and lists the resources to hand. (Ward Jr, 1963)
[bookmark: _Toc40101872]3.1 Sell – Customer Acquisition 
· Increase the number of clients in the Carmarthen shop, through online bookings and presenting the work in a great manner. 
[bookmark: _Toc40101873]3.2 Serve – Customer Satisfaction 
· Make the clients feel at home with their visit, the service must be a high standard to satisfy them. 
[bookmark: _Toc40101874]3.3 Sizzle – The WOW Factor
· Grow to be one of the best barbershops anyone could ever step foot into by including separate rooms for waiting, for styling and for people to relax if they just want to have some refreshments with friends after their haircuts.
[bookmark: _Toc40101875]3.4 Speak – Engaging Customers 
· Create reasoning for clients to return, give a top-quality service and provide incentives for the clients to return.
[bookmark: _Toc40101876]3.5 Save – Cost Effective
· Ensure weekly inspections are taken of all of the tools and shop equipment, if replacements are needed they can be taken out of the weekly income.
[bookmark: _Toc40101877]4.0 Strategy
A strategy is a framework for making decisions about how one will grow their business. Throughout the business strategy everything will be covered from capital investments to hiring to marketing the business. Without a strategic framework to guide these decisions, the organisation will be running in too many different directions, causing them to be overwhelmed meaning they will accomplish little, squander profits, and suffer enormous confusion (Latham, 2017).
[bookmark: _Toc40101878]4.1 Segments
When marketing a product or service to customers, a segmentation strategy will be put in place to target the correct consumers. There are many different ways in which you can segment your target market with 4 main segments being Geographic segmentation, Demographic segmentation, Psychographic segmentation and Behavioural segmentation (Stapleton, 1977). 
The Loft will adopt a behavioural segmentation strategy within their marketing plan. Behavioural segmentation focuses on specific reactions and the way customers go through their decision making and buying processes. It also looks at the client’s attitude towards the business as well as the way they use the service (Sinha, 2005). The Loft will use their booking app to be able to view returning customers and from there the barbers will be able to view their trends in behaviour such as how often clients return for their services, what services their clients use most along with how long they tend to spend at the barber shop. All of these behaviours factor into how the barbershop will develop into a growing business. 
[bookmark: _Toc40101879]4.2 Target Markets 
A working definition for a target market is as follows, 
“A specific group of consumers at which a company aims its products and services” (Entrepreneur Europe, 2020)
The target market in which The Loft targets is the male gender of predominantly 18-35. This is due to this sector being the most likely to care about getting their haircut regularly as well as being up to date with current trends. This bracket also had the highest number of users on Instagram which means easy social media marketing for the business Instagram page (Clement, 2020). 
[bookmark: _Toc40101880]4.3 Positioning
Market positioning is a very important piece of a marketing strategy as it determines to a large extent what the customers think is being offered to them by the business (Brooksbank, 1994).




[image: ]High Price



High quality
Low Quality

[image: ]
[image: ]

[image: ]
Low Price


[bookmark: _Toc40036459]Figure 2-1: Positioning Map
As you can see in the positioning map above The Loft are perceived to be quite a high quality and mid-priced. There is also a trend that you can see with the way people perceive the hair industry, the more you pay the better the quality of the service and haircut. With the prices in the loft being slightly over average price in Carmarthen and the South Wales area, price compared to the service provided is well justified compared to the highest priced barbers across the world. 
[bookmark: _Toc40101881]5.0 Tactics
Tactics tend to focus on the short-term issues which respond to opportunities and threats. Tactics are often influenced by functional objectives and decision-making to allow the correct methods to be employed by a business (Du Boulay, 2016).
[bookmark: _Toc40101882]5.1 Marketing Mix 
The marketing mix was first created back in 1964 and was created by Neil Borden. He recognised 12 controllable marketing elements that result in a profitable business operation if managed correctly (Borden, 1964). In the same year of 1964, Jerome McCarthy reduced the 12 elements down to just 4: Product, Price, Promotion and Place (McCarthy, 1964). After the 1960’s, 3 more elements were added in by McCarthy which included, People, Process and Physical evidence.
[bookmark: _Toc40101883]5.1.1 Product
The product is the first thing that clients evaluate in order to know the benefits that the product or service provides. Kotler (Kotler, 2003) suggests that the product that a business provides should compromise many elements which include variety and quality which are both applicable to The Loft services. 
· Trained Barbers: Employees should be trained by a professional, so their work is perfect and appreciated by the customers. Satisfied customers will return again and recommend the service to their friends. 
· Comfortable Waiting Room: The waiting room should be well decorated, with facilities for clients to relax before their haircuts. This will allow time to pass for the customers and they won’t mind waiting again if the experience is comfortable for them. 
[bookmark: _Toc40101884]5.1.2 Price
The price in The Loft is a huge factor due to the industry, the competitors will always try to give a lower price. Low prices are a form of advertisement in itself, many services offered by The Loft can be combined together and offered at a lower price. Price is an effective tool to draw the attention of potential clients. This could be used in ways, such as:
· Buddy Discount: Many clients like to take friends to the barbershop with them so they can chat during the haircut. Buddy discount can be provided when clients arrive with friends and they both require a haircut. This will increase the number of clients that the barbershop takes in per week. 
· Wedding Package: This package will include a haircut, shave, hairstyling as well as a facial for a groom and five acquittances. This package will be beneficial because nowadays this is a trend in the UK where men will all get prepared for their weddings with friends. 
[bookmark: _Toc40101885]5.1.3 Promotion
Promotion focuses on the methods used to make potential clients aware and interested about the service that is provided by The Loft. The customers coming to the barbershop are usually, the people living nearby the location of the shop. The main objective of the promotion in the first phase is to educate people on the service that is being offered within their area. This can be done by using:
· Free Weekly Haircut Competition: The Loft could provide one free haircut per week to one lucky winner, with regular competitions more potential clients will want to get involved to receive their free service. 
· Posters: Posters, mentioning the free weekly haircuts have to be put up on walls in the area of the barbershop as well as areas with high footfall. 
[bookmark: _Toc40101886]5.1.4 Place
The location of a barbershop should be given the highest priority when marketing, this is due to it helping to decide the target markets and the price. The best location for a barbershop is within a residential town or City centre with a few schools, colleges and nearby offices for publicity. The residential areas would be the best option because most people get haircuts in the barbershop that is closest to you happen. Merlin’s walk in Carmarthen would be the best place to open a shop as it fits all of the criteria. Although there are many barbershops in Carmarthen, they don’t have the quality or the service that The Loft provides. With The Loft having a separate styling section, this is also different to the other barbershops in Carmarthen. People are often reluctant to style their hair in the same section where they had finished getting their haircut, this is due to them feeling uncomfortable with scraps of hair flying around in the cutting section of the barbershop. 
[bookmark: _Toc40101887]5.1.5 Processes
A description from Lancaster and Reynolds (Lancester, 2004) shows processes as ‘the efficiency of the process in the delivery of service.’ Customer satisfaction is determined by the process of the service and this can become a vital issue if the service is not upheld to a high quality. This can include aspects, such as:
· Hygiene and safety: The equipment that is used for the services provided should be sterilized before use, these tools should be changed monthly, and the barbershop must be kept clean at all times. 
· Quality of the haircut: Cutting hair and shaving should always take time to ensure quality, the need of the customer should be analysed by the barber and the work should be done perfectly so the client is satisfied with the haircut as well as the service. Clients often become irritated when they have to wait, since the focus is more on the customer satisfaction, if the customer receives a high-quality haircut he will recommend the barbershop to friends and family. If the work from The Loft barbers is good clients will have no issue with waiting if they have to, to get the desired service. 
[bookmark: _Toc40101888]5.1.6 People
Service is seen as a two-way process, the output of how good the service is often dependant on the client. The barbers should be well trained and experienced for all situations and must have the ability to identify the needs of the client. The barbers must also have the ability to make suggestions to the customers, and this is why they need to be updated regularly on new trends and styles. Barbers should also analyse the mood of the client and not make too many suggestions as well as not asking for feedback after cutting one area. As well as giving a friendly service and talking to the client the barber must concentrate on their work and the mood of their client whilst cutting as some people prefer a quiet relaxing time when receiving a haircut.
[bookmark: _Toc40101889]5.1.7 Physical Evidence 
Physical evidence can be described as “the service firms attempt to give some form of tangibility” (Lancester, 2004). This can include the interior and exterior decoration, the way in which staff members dress and the brand name for the barbershop. The Loft can concentrate on the following aspects: 
· Interior and exterior design: A standout and colourful exterior design to a barbershop can sometimes cause some potential clients to turn away from the shop due to thinking it’s expensive due to the colour scheme. Light colours with a minimalistic design should be used for the exterior and interior as it will create a homely and spacious atmosphere. 
· Membership Cards: Membership cards can also provide clients with some extra privileges, these include discounts, gifts on special occasions and free entry into raffle draws. 
[bookmark: _Toc40101890]6.0 Actions
The actions section of this marketing plan is to bring the plan to life and making actionable measures. 
[bookmark: _Toc40101891]6.1 Responsibilities and structures
Each barber from the shop will be responsible for giving their clients the best service possible as well as giving their own personal views as updates will be given from their side of the business. From these updates the information will be brought together to the owner of The Loft for him to have a payment structure for the weekly payments to staff, rent as well as new equipment. 
[bookmark: _Toc40101892]6.2 Processes and Systems
The first thing for the barbers at The Loft to ensure is top quality hygiene, clients must use hand sanitiser when entering the shop and the barbers must use anti-bacterial cleaning products to clean the chair, tools and work station after every client to ensure no cross contamination for clients. The most important process is the haircut itself, the haircut needs to be to a high quality as well as the service given while cutting the clients hair. Clients will be made to feel at home and they will be talked through the haircut they as for to make sure that’s exactly what they want. 
[bookmark: _Toc40101893]6.3 Internal Resource and Skills
The resources provided to the employees will need to be correct and will need to ensure the job the barbers complete is to their highest ability. Some of the resources that will be required include up-to-date hair clippers which fit the barber’s requirements, beard trimmers, cut throat blades, balding clippers and top-quality scissors. These are the main pieces of equipment that are needed for a barber to complete. Hygiene equipment will also be needed for the clients, gowns will be needed for clients, cleaning sprays and hair products will all need to be used for clients. 
[bookmark: _Toc40101894]6.4 External Agencies 
External agencies will not be used for The Loft as the marketing will be mainly used through Instagram accounts and YouTube videos that will be monitored from the barbers as well as friends of The Loft barbers who have hundreds of thousands of followers which can help in the industry. Barber conventions will also be a vital part of the growth for The Loft as there will be a lot of networking that will be available. 
[bookmark: _Toc40101895]7.0 Control
[bookmark: _Toc40101896]7.1 KPIS (Key Performance Indicators)
A definition of KPIS is as follows, 
“A Key Performance Indicator is a measurable value that demonstrates how effectively a company is achieving key business objectives. Organisations use KPIs at multiple levels to evaluate their success at reaching targets.” (Klipfolio, 2020)
The Loft will use an app called nearcut to be able to track how well the business is doing in terms finances and the volume of clients they have on a daily basis. The app also shows what services are most popular in the barbershop which will allow the barbers to offer bundle services for their clients at a good price. The app will also show the projected income from the barbershop as this is also the app used when booking a haircut, so this will help when wanting to invest into the business with new chairs or a new look to the shop, the barbers will have an idea on how much they will be earning in the future months. 
[bookmark: _Toc40101897]7.2 Web Analytics 
The Loft don’t have a website yet due to them using nearcut for bookings and to monitor their activity. For a client to find The Loft on nearcut they would either go to the shop and ask a barber to be booked in with them or they would use the link through the Instagram profile. The Loft’s social media profiles is where all the online traffic comes through, with over 2000 followers this sets a good base for clients to find previous work completed by the barbers and to then proceed onto the nearcut booking process. Instagram allows business pages to see their analytics so the traffic that is directed through the Instagram page can be seen and analysed by the business to allow marketing to alter when needed. 
[bookmark: _Toc40101898]7.3 User Experience Reviews
Clients who have been to experience the services that The Loft offer are reminded when leaving the barbershop that reviews on Facebook help other potential clients when they are looking for someone else’s past experiences with the services. These reviews left by clients are made public so everyone who follows The Loft on the social media platforms are able to see the posts.
[bookmark: _Toc40101899]7.4 Conversion Rates
Conversion rates will be monitored through the nearcut app as well as through Instagram. If the conversion rates are low the Instagram marketing will need to be improved to show the best work through a day’s work as well as the client’s opinion on the service they’ve received, hopefully this will then show people what they are missing out on by not booking an appointment. 
[bookmark: _Toc40101900]7.5 Reporting 
Daily reports will be made up through the receipts from the till at the end of the day. This will show how many haircuts each barber had completed along with the income they received from each client. By using the receipts as well as using the nearcut app this will allow an easy observation on how well the business is doing on a daily basis. 
[bookmark: _Toc40101901]8.0 Conclusion
To conclude, the SOSTAC model is a proven model to create a marketing plan that covers all aspects of the business to excel in the industry. The situational analysis has allowed the internal and external factors of The Loft to be found to show exactly where they are now. From this, smart objectives have been designed for the business to grow fitting into the SOSTAC model with a strategy on how to accomplish the objectives. The market segments were easily identifiable by using resources found previously in the model. The tactics used whilst implementing the plan have been designed to be as easy as possible whilst covering all aspects of the business also including the actions which need to be taken by all employees in order to ensure the strategy is put into place at a high standard. SOSTAC also includes control measures which are taken to show how well the business is doing whilst the plan has been implemented. 
[bookmark: _Toc40101902]9.0 Recommendations 
Recommendations for The Loft would include implementing the plan as soon as possible to show the rest of the area that they are willing to work above and beyond to provide the best service for their clients whilst hopefully drawing more clients in from the area. Another recommendation would be to ensure the service is up to the standard required from customers to ensure they return, if the service is to the highest standard possible the clients won’t mind waiting for their service if the barber may be running behind schedule. 
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