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Introduction
The purpose of this marketing plan is to lay out the strategies for achieving the goals that have been defined. This plan aims to give the workers, stakeholders, and management team of the organisation a roadmap for implementing their marketing concepts (Hidalgo et al., 2022). Several frameworks, such as SOSTAC, the Marketing Mix, and the Bowmans Strategy Clock, will be employed in this strategy to guide our choices and maintain the goal of our marketing initiatives: accomplishing our organisational goals (Li, 2021). We'll structure the process of developing a marketing plan using the SOSTAC model. We'll also utilise the Marketing Mix and Bowman's Strategy Clock as tools to help us develop a marketing strategy that will enable us to successfully reach our target market.
Situation Analysis
A framework known as the "5C’s" is frequently used in strategic analysis to evaluate the internal and external factors influencing a company's success (Mat et al., 2020). The five Cs are Companies, Clients, Competitors, Collaborators, and Environment. Here's an outline of the five C’s:
[bookmark: _Toc133853573]Company (SWOT Analysis)
A closer look at the organization is provided by the SWOT Analysis. SWOT is an acronym for "strengths, weaknesses, opportunities, and threats," which is a framework for analysis. Strengths and weaknesses are examples of internal factors, whereas opportunities and challenges are examples of external elements (Chung, 2020). By analyzing a company's SWOT, strategies that build on the company's advantages can be developed while reducing its risks and weaknesses.
[bookmark: _Toc133853574]
Customers (Segmentation and Targeting)
[bookmark: _Toc133853575]Segmentation and targeting are two essential marketing concepts that support the identification and comprehension of customers (Schuckert et al., 2019). Divide the total consumer base into more manageable groups based on shared demographics, purchasing habits, and preferences. This process is known as market segmentation. A person must first select the demographic they want to target with their marketing efforts. With the use of Similar Web, businesses can discover a great deal about the demographics, interests, and behaviours of their clientele.

Competitors (Perceptual Positioning Map, Bowman's Strategy Clock)
For evaluating the pricing and value perception of a company in the market, the Bowman's Strategy Clock is a useful tool. It enables entrepreneurs to place themselves more favorably against the competition. By utilizing Bowman's Strategy Clock and contrasting it with other indicators of market strength, we can determine its value.
The following are the eight strategies that comprise the Strategy Clock: 
• The low-price, low-value pricing strategy aims to offer products and services at far lower costs than their actual value would indicate (Hidalgo et al., 2022). Although it's trying to attract thrifty consumers, it might find it difficult to differentiate out from the competition.
 • The offering of low-priced goods and services of inferior quality is a fundamental component of this approach. It does well in low-profit niches and aims for thrifty consumers.
•A hybrid strategy seeks to strike a good balance between low cost and excellent value. The delivery quality is acceptable, and the cost is reasonable. Clients with limited resources are the intended audience for this strategy.
•Using a strategy of difference allows you to charge more for your exceptional products and services (Frawley et al., 2019). It was made with the intention of piquing the attention of those who place a premium on originality.
•The targeted differentiation method aims to draw in a certain type of customer by providing them with a highly specific solution. The plan's goal is to set itself apart from rivals by prioritizing individualized service.
• Overcharging is defined as charging more than the intended market would tolerate. Because of things like exclusivity or rarity, the price is higher due to factors such as rarity or exclusivity.
• The plan's goal is to raise the cost of the goods or service while maintaining a steady level of demand. Our target market is those who don't mind paying more for a well-known brand.
•Poor value pricing is exemplified by charging a high price for a good or service that consumers do not find worthwhile. Those who place a higher priority on social standing and simplicity of usage than reduced costs will be well-served.

[bookmark: _Toc133853576]
Collaborators (B2B Relationships, Partnerships, Franchises)
Companies that assist a company in achieving its goals are called collaborators (Hidalgo et al., 2022). This group includes partnerships, franchises, and business-to-business relationships. Businesses can increase their effect, capitalize on one another's advantages, and enter undiscovered markets by collaborating.
[bookmark: _Toc133853577]Climate (PESTLE Analysis)
When it comes to the external elements that might make or break a business, PESTLE Analysis is the way to go for a broad assessment. The acronym PESTLE refers to the influence of government, society, technology, law, and the environment (Frawley et al., 2019). 
Political: Economic effects of government and regulatory agencies are collectively referred to as "political influences." This is influenced by fiscal policies, commercial rules, and political stability. Policy and political shifts have the potential to have far-reaching consequences for the economy and the markets.
Economic: Economic variables consider the big picture when assessing how the economy could affect a company. Consumer purchasing power, market demand, and company profitability may all be affected by macroeconomic factors including inflation, currency rates, economic growth, and unemployment rates.
Sociocultural: The study of how social and cultural norms impact business practices is known as sociocultural research. Differences in demographics, consumer preferences, lifestyles, and cultural norms all have a role. Businesses should do better at pleasing their target demographic by learning more about the demographic and how it is affected by sociocultural factors.
Technological: In this context, "technological" refers to the study of how new technologies affect various industries. Factors include the proliferation of cutting-edge innovation, the quickening pace of technical development, the rise of automation, and the escalation of digitalization. In order to stay competitive and satisfy the demands of their customers, businesses need to adopt new technologies as they become available.
Legal: A company's operations are conducted against the background of all applicable laws and regulations. This group of laws includes those pertaining to workers' rights, intellectual property, workplace safety, and consumer protection. A company must follow the rules in order to prevent legal difficulties and maintain efficient operations.
[bookmark: _Toc133853578]Environmental: Ecological and environmental factors that might have an impact on a company are the primary focus of environmental variables. Environmental restrictions such as resource scarcity, fluctuating weather patterns, concerns about long-term viability, and so on all play a part. Companies need to consider environmental sustainability and work to improve their practices in this area.

Marketing Mix
The four P’s of marketing are position, promotion, price, and product. The company's goods or services make up the product. Price is the term used to describe the cost to consumers. The "place" where a product is sold is its distribution channels. The word "promotion" is frequently used to refer to the many public relations and advertising campaigns that are used to spread the word about a product.
•Product: The services that a company offers to its clients are called products. Its unique selling points—quality, branding, features, and packaging—are all highlighted. Businesses will only be successful if they can anticipate and meet the needs of their customers.
•Price: The price of something is the amount required to buy it. When setting prices, a variety of elements must be considered, such as the cost of manufacturing, the degree of competition, supply and demand, and the manner that purchasers evaluate value. Pricing should consider the target market's willingness to pay as well as the company's profit goals.
•Position: "Placing" a product means distributing it to those who are most likely to purchase it at the appropriate moment and location. This method also includes managing stocks and supply networks. Online markets, distributors, and physical retailers are examples of potential distribution channels.
[bookmark: _Toc133853579]•Promotion: From a marketing perspective, "promotion" encompasses any effort that focuses on raising awareness of a product and motivating prospective customers to act. Digital promotion, PR, special offers, phone calls, and ads are examples of marketing mix components. Good advertising communicates the worth of the product and differentiates it from rivals.

Objectives
[bookmark: _Toc133853580]Increasing consumer interest in and demand for our recently announced items is the goal of our marketing plan. We aim to witness 5,000 more visits to our website and an increase of 8,000 social media followers in the next three months (Filimonau et al., 2020). We plan to track key performance indicators (KPIs) such as website traffic, social media interaction, conversion rate, and sales in order to assess the effectiveness of our approach. In order to ascertain how satisfied customers are with the product and potential areas for improvement, we will also use consumer surveys and feedback analysis. Our goal is to achieve these goals by the end of the current quarter, and we will keep improving our strategy to increase our prospects of long-term success.

Strategy
[bookmark: _Toc133853581]Our organization has turned its focus to a new USP to differentiate itself from the competition and offer our customers better service. Our new service will solve a common problem in our industry in a way that no one else can by utilizing our present expertise and resources. To implement this approach, we will make use of Ansoff's matrix and the diversification method. This means entering unexplored consumer markets with a whole new good or service. Even though we are joining a well-established market, the service we are providing is unique since it presents a new solution to an old issue.  Our marketing plan will need to be modified to consider this updated value offer. We will be introducing new pricing strategies to make sure the new service is priced competitively while also providing value to customers (Thuy et al., 2022). The implementation of novel techniques, like a user-facing web portal, will enhance the efficiency of service provision. In order to expand our distribution network and reach unexplored regions and customer bases, we will also be partnering with businesses in adjacent industries. If we follow through with this strategy and implement these changes, we will be confident in our ability to grow our business and enhance the services we provide to our clients.
Tactics
Solving the issues raised by the scenario analysis by utilizing the RACE framework for our communications mix. RACE, which stands for "Reach, Act, Convert, and Engage," will act as the foundation for our communications plan. Initially, we will assess every element of the marketing mix to determine how we might modify it to complement the new communications plan. To ensure that we are meeting the needs of our customers, we might need to reconsider our distribution routes, customer service strategies, and pricing strategy if we wish to enhance the brand's reputation.  Enhancing our engagement with our target audience on social media and maintaining a strong online presence are critical components of our communications plan. We may collaborate with industry influencers and micro-influencers, increase our budget for social media advertising, and use social media listening technology to track and respond to customer feedback. We will also be upgrading our email marketing strategy to better serve and stay in touch with our consumers. To determine the ideal balance for your inbox, this may entail combining A/B testing, list segmentation, and customized promotions.
[bookmark: _Toc133853582]Lastly, we will map out a plan of action to boost our online presence and search engine optimization (SEO) by utilizing Similar Web’s data and analytics to identify areas for development. Creating more targeted and optimized content, utilizing pay-per-click (PPC) advertising, and enhancing the user experience on our website are all viable approaches to achieving this objective. In general, our approach will focus on informing the appropriate individuals about our new value proposition and resolving any issues that might be impeding our development. Confident in our ability to use the RACE framework and optimize each element of the marketing mix in order to reach our SMART goals and further the company's development.

Action
To make sure everything runs smoothly, we've created a Gannt chart of marketing activities that shows the schedule for each of our many marketing channels. We plan on using a variety of digital and traditional channels in our marketing approach, including influencer marketing, email marketing, pay-per-click advertising, and social media marketing. Our decisions regarding which marketing channels to use at each stage of the customer journey were informed by the findings of our study and the guidelines furnished by the RACE framework. While pay-per-click (PPC) and email marketing will help meet revenue and conversion targets, social media advertising and influencer marketing will prioritize brand awareness and expansion into new demographics. To evaluate the efficacy of our marketing efforts, we have included monthly monitoring of key performance indicators and analytics in our marketing channels plan. Some examples of these indicators include visits to the website, clickthrough rates, conversion rates, and activity on social media platforms.

Control
[bookmark: _Toc133853584]We must monitor the outcomes of our marketing initiatives to make sure we are on pace to meet our SMART goals and grow the business. A combination of quantitative and qualitative metrics, including the quantity of money brought in, the number of new consumers drawn in, the number of repeat customers, and customer satisfaction with the brand, will be used to measure success.

Conclusion 
In summary, our goals are to improve sales and conversions, improve the perception of our brand, and increase our online presence through social media and advertising. We have employed the RACE framework, SWOT analysis, PESTLE analysis, and Ansoff's matrix to aid in decision-making and to ensure that our marketing initiatives are directed towards accomplishing our business goals. For every marketing channel, we have also developed measurements and key performance indicators (KPIs) that allow us to assess the effectiveness of our work and modify our strategies as needed. We are confident that our well-thought-out marketing plan will enable us to achieve our SMART objectives and grow our business.
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Objectives

© Our marketing strategy’s ultimate
objective is to raise consumer
interest in and demand for our

freshly launched offering

@ In the next three months, we want to
see an increase of 8,000 followers on
social media and 5,000 visitors to

our website (Filimonau et al., 2020).
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Strategy

@ Our company has shifted its attention to a new USP in an effort to stand
@ We shall use Ansoff's matrix, and more especially the diversification method

@ New methods, such as an online portal for users, will be used to further facilitate service delivery
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Action

We've developed a Gannt chart of marketing activity that details the timeline for our various marketing

channels to make s well

everything goes

To evaluate the efficacy of our marketing efforts

We are confident in our ability to reach our SMART objectives and create growth for the company
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Control

@ To ensure we are on track to reach our
SMART objectives and advance the
company

@ Success will be determined by a mix of
quantitative and qualitative indicators

& For social media advertising, for
instance, we plan to monitor metrics
like interaction rate, audience size, and
interest level
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Conclusion

In a nutshell, want to strengthen our brand's image, expand our
online presence via advertising and social media

\

Our suggestions for future enhancements include the
introduction of more customised and interactive content

\

Our marketing strategy is well thought out and we are certain that
it will help us meet our SMART goals and expand our company
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