The restaurant  chosen for this analysis is Bistrot Pierre in Mumbles, Swansea. They offer a culinary experience based on traditional French cuisine at prices that are affordable and accessible for those of medium-high economic status. (Bistrot Pierre,2024) Their menu includes classic dishes such as their aged steak with fries, boeuf bourguignon, and the most iconic French dessert, crème brûlée. They also feature an extensive wine and champagne list, with prices ranging from £30 to £250, allowing for perfect pairing choices with the food at various price points. Notably, they also have several beautiful locations across the country, such as the restaurant in Swansea Bay (Mumbles), which will be the focus of this marketing analysis. 

The restaurant itself has a prime location within Mumbles Bay, which will be a significant factor in the marketing strategy (Mosca, 2017). The goal of the marketing plan is to increase brand recognition, boosting its popularity and value. Another objective is to attract new customers and increase the current customer base by 17,5. This figure is would be achieved over a period of five years with a steady growth rate of 3.5% per year. This change would be achieved with a marketing plan structured and focused on attracting and expanding a younger customer base. One way this could be achieved would be with special offers such as a student discount or special deals during weekdays when students are less likely to go out for a meal.
For our marketing plan, we will use various marketing analysis tools such as SOSTAC (Irwanto, Murniati and Fauziyah, 2021), where we will analyse the youth population living within Mumbles and formulate a strategy to attract them to the restaurant, including social media outreach. 
The Marketing mix, also known as the 4 P’s will also be included in our analysis. For example, our products could be altered or marketed for our younger target audience. Our pricing on these products would be offered at a discounted rate to attract the youth. A Monday through Thursday 20% off deal for students would be one example. This would also relate to Ansoff’s Matrix, which speaks to increasing participation within already available products. 
In the short term, increase brand visibility within the local community through digital platforms, such as community groups on websites such as Facebook or local Instagram pages, and due to the location of the restaurant, it would be beneficial to set up a street food stand offering small free food samples to showcase the exquisite cuisine offered in the main restaurant. It could be beneficial to try to get in contact with local universities in order to see if there would be a possibility of having such a food stand locally on campus, whether for the long term or for short term events taking place on campus. In the long term, the aim would be to position Bistro Pierre as the number one reference for French cuisine in the city, achieved through excellent food, classic French service, and advertising efforts.

Expanding upon our marketing strategy, we will place a strong emphasis on increasing our customer reviews and ratings. To achieve this, we will implement a comprehensive approach that starts with our waitstaff. During daily briefings, we will reinforce the importance of delivering exceptional service to every table and ensuring each customer's experience is memorable (www.mindtools.com, n.d.). We will remind our staff that each interaction is an opportunity to make a positive impression, as customer feedback plays a crucial role in our growth and reputation. As young people are also among the most likely to leave reviews and be the most technologically connected, this is especially important for our new target audience focus. Positive reviews could be shared on social media to increase positive customer opinion of the restaurant.
Furthermore, we will introduce a recognition program for our waitstaff, rewarding those who receive exceptional mentions in customer reviews. This not only motivates the staff to strive for excellence and consistency but also creates a feeling of pride in their work.
To reach our growth rate target, performance will be continually monitered through key metrics such as the number of new reviews, average ratings, and customer feedback trends (Heitzman, 2024) By analysing this data, we can identify areas for improvement and implement changes to enhance our service quality (Smart Insights, 2024).

By prioritising customer satisfaction and actively seeking feedback, we aim to build a loyal customer base that will drive our growth and establish Bistro Pierre as the premier destination for French cuisine in Swansea. It is continuous improvement and a customer-centric approach that will lead to achieving and sustaining the ambitious growth objectives set.

Customer loyalty will be a key part of this process, so one possibility would be to create a rewards plan for our most loyal customers, such as a 20 percent discount on their fifth dinner (Peeling, 2022). This could be achieved by creating a personal profile for each customer, where we would have their personal data and email address to be able to send them new restaurant information, promotions, or birthday discounts. In the long term, we will ensure our customers promote our restaurant by word of mouth and share digital content, reaching a larger number of clients in an increasingly digital world.
Starting now with the detailed marketing plan created for the restaurant, the first objective is to complete a SOSTAC analysis.
The restaurant’s current financial situation relating to dish prices is an average price of between 10 and 12 pounds per plate and 32 pounds per plate. This makes the products more accessible for customers in a stable financial situation. 
The objective, clearly stated, is to increase the number of sales during the weekdays by attracting a distinct type of clientele, specifically, a younger audience with generally lower financial stability, as can be found oftentimes through students. 
The strategy of attracting younger customers can be achieved through special offers for students, such as a three plate taster with a cocktail for £15.95, only from Monday to Friday in a reduced time frame for when the average student would have finished their classes. (google book, 2024)
‌


To implement the tactics discussed before, the company could hire a local marketing team to tailor campaigns to the specific markets, especially those with experience working with university students as they would have connections and ideas of how best to reach the market. A targeted advertising campaign would be launched on social media platforms (contreras, 2017) most used by students, and real-time monitoring of engagement and market feedback would be conducted to assess the effectiveness of the campaign and make adjustments as necessary.

RACE Strategy

1. Reach
- Goal: Increase visibility and attract new customers.
  - SEO and SEM: Optimize the restaurant's website for search engines and use paid advertising (Google Ads) to increase visibility.
  - Social Media Advertising: Use Facebook, Instagram, and Twitter Ads to reach a broader audience (Newberry, 2024).
  - Content Marketing: Create engaging and relevant content (blogs, videos, recipes) that highlights the restaurant's offerings (Content Marketing Institute, 2024).
  - Collaborations with Local Influencers: Work with influencers in Swansea to promote the restaurant and attract their followers (Social Media Examiner, 2019).

2. Act
- Goal: Foster interaction and engagement with potential customers.
 - Social Media: Post regularly on social media, interact with followers through comments, polls, and contests.
  - Events and Promotions: Organise special events and promotions (happy hours, themed nights) to attract the local community (Larson, 2024).
  - Email Marketing: Send newsletters with restaurant news, promotions, and special events.

3. Convert
- Goal: Convert visitors into actual customers.
  - Online Reservations: Facilitate reservations through the website and mobile apps.
  - Exclusive Offers: Provide discounts and exclusive promotions for new customers.
  - Loyalty Programmes: Implement a loyalty programme that rewards frequent customers. Many businesses around the world have introduced loyalty schemes with great success, whether small businesses or large chains (Propeller, n.d.). The success of such a scheme could help propel Bistrot Pierre’s customer loyalty and success. 

4. Engage
- Goal: Maintain customer engagement and loyalty.
  - Customer Experience: Ensure an exceptional customer experience in every visit.
  - Post-Visit Follow-Up: Send satisfaction surveys and thank customers for their visit.
  - Referral Programs: Encourage current customers to refer new customers in exchange for rewards. For example, a free dessert or cocktail could be offered to both the referrer and the new booker when mentioning their referral in their first booking (Yanan Zheng 2022). 


SWOT Analysis
The strengths of the restaurant include high-quality food and products, a welcoming atmosphere, excellent service, and a separate bar lounge area, allowing for customers wishing for distinct experiences to choose their preferred area.
The best way to prevent problems is to anticipate them and analyse them before they happen (Macarubbo 2023). We need to consider possible weaknesses, such as the high competition, especially in the Mumbles area due to its busy boardwalk with many restaurants and hospitality businesses. Additionally, supplier costs need to be carefully monitored, especially with the marketing plan of offering more discounts in order to assure the restaurant is still making a profit.
In the modern age, there are many opportunities available for marketing a restaurant and leading it to success. The availability and widespread use of social media allows for long reach and constant reminders of the existence of the restaurant and any deals or special events that may be offered. With Swansea’s growing interest in gastronomy, the restaurant also has the opportunity to connect with any possible local food events, as well as local or larger food influencers, which the restaurant could collaborate with to ensure greater outreach. 
The most pervasive threat to any restaurant is the local competition and public opinion. It is important not only to focus on getting new customers into the restaurant, but also to guarantee that the customers who do come have a good experience and feel a sense of loyalty and belonging to the brand and place. Repeat customers often are able to have a large impact on the community through word of mouth, and the opposite as well; someone who has a bad experience in a restaurant is likely to spread that experience amongst those closest to them if not online as well. To mitigate these threats, striving for perfection in every aspect of the restaurant is essential. 
PESTEL Analysis

A PESTEL analysis is a tool to understand the external environment in which a business operates (Vanzandt 2023). This analysis examines Political, Economic, Social, Technological, Ecological, and Legal factors that can influence Bistro Pierre's performance.

1. Political:
- Health and safety regulations: Compliance with health and food safety regulations is crucial. Any changes in these regulations can affect the restaurant's operation.
- Fiscal policy: Fiscal policies, such as income tax and VAT, can influence operating costs and the prices the restaurant can offer customers. Taxes on goods due to the effect of Brexit also influences restaurant prices. As a French restaurant ideally importing many goods from France, this is a very important detail to consider.
- Political stability: The region's political stability is important for the overall economic environment and business security. One example of politics affecting the restaurant directly would be policies surrounding Brexit and immigration. Both of these limit possible workers within the restaurant, and reduce the overall pool of applicants in order to find the best staff possible.

2. Economic:
- General economic conditions: The country's or region's economic situation, including economic growth rates and unemployment, can affect potential customers' purchasing power.
- Inflation: Inflation levels can influence the costs of ingredients and other supplies, affecting profit margins.
- Exchange rate: If the restaurant imports French ingredients or wines, exchange rate fluctuations can affect the costs of imported products.

3. Social:
- Food and diet trends: Growing health concerns and diet preferences can influence the menu. It is important to adapt to preferences for organic, gluten-free, vegetarian, and vegan foods (www.agilysys.com, n.d.).
- Lifestyle and consumption habits: The demand for unique dining experiences and the preference for dining out can benefit the restaurant. Also, the trend towards conscious and sustainable consumption may be a factor to consider.
- Demographics: The demographic structure of the population, such as age, income, and educational level, influences the restaurant's customer profile.

4. Technological:
- Technological innovations: Adopting technologies to improve operational efficiency, such as order management systems and online reservations, can enhance the customer experience and optimize operations (Gagnon 2022).
- Digital marketing: The use of social media and digital marketing tools is essential to attract and retain customers. Technology also allows data analysis to personalize marketing campaigns.
- Home delivery platforms: Integration with food delivery apps can expand the restaurant's reach beyond its physical location.

5. Ecological:
- Sustainability: The growing environmental awareness requires businesses to adopt sustainable practices. This includes using local and organic ingredients, reducing waste, and improving energy efficiency (Voicu, 2022).
- Environmental regulations: Complying with local environmental regulations, such as waste management and energy use, is essential to avoid fines and improve the restaurant's image.

6. Legal:
- Labor regulations: Complying with labour laws, including minimum wage regulations, working hours, and working conditions, is crucial to avoid sanctions and maintain a motivated workforce (GOV.UK, n.d.).
- Licenses and permits: Obtaining and maintaining the necessary licenses to operate, such as the alcohol sale license and health permits, is essential for the continuous operation of the restaurant.
- Intellectual property: Protecting the restaurant's brand and recipes can be important to maintaining a competitive advantage.

Market Segmentation

Looking at Similarweb results, it can be seen that the age group of 18-24 represents only 9.97% of those who search information about the restaurant (Similarweb, 2024). If the goal is to increase this number by 3.5% per year, the first year’s goal would be to reach a rate of 13.47%, with the second year’s goal being 16.97%, continuing until reaching our target (Crawford-Welch, 1990).
Currently, the age group with highest restaurant traffic are those aged between 45 and 54 years old. In regards to gender, there is an almost even split between men and women, and so there is not much reason to pursue specific advertising for either of those groups. (similarwed,2024)                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                              

Marketing Strategies

Digital Marketing:
- Social Media: Create and maintain active profiles on Instagram, Facebook, and Twitter. Publish visually appealing content such as photos and videos of dishes, restaurant events, and customer testimonials. Using current trends on social media within advertising would likely lead to higher youth engagement.
- SEO and SEM: Optimize the website for search engines and use paid ads on Google to drive traffic to the site.
- Email Marketing: Send monthly newsletters with special offers, news, and restaurant events ( (www.superbexperience.com, n.d.).

Events and Promotions:
- Themed Events: Organize themed nights (e.g., "Wine and Cheese Night," "Valentine's Dinner") to attract new and regular customers.
- Special Promotions: Offer discounts during the week or special promotions for groups and celebrations.
- Collaborations: Partner with local wineries, bakeries, and other related businesses to offer combined experiences (Manifestly Checklists, n.d.).

Loyalty Program:
- Loyalty Card: Implement a points system where customers earn points for each visit or purchase, redeemable for discounts or free products (Neil Patel Blog, 2024).
- Exclusive Events: Invite loyalty program members to exclusive events and private tastings.

Evaluation and Measurement of Success:

Key Performance Indicators (KPIs):
- Increase in website traffic and online reservations.
- Growth in social media followers and interactions.
- Increase in sales and repeat customers.

Measurement Tools:
- Google Analytics for web traffic.
- Social media metrics (likes, shares, comments).
- Point of Sale (POS) system for tracking sales and reservations.

Action Plan:

First Month:
- Create social media profiles such as Instagram, Facebook, Twitter, and TikTok. Post content distributed as 60% food, 20% drinks, 10% staff, and 10% the restaurant and its surroundings to showcase the beautiful views and prime location (GloriaFood).
- Optimise the website and start SEO and SEM campaigns, which will be a significant investment, but marketing investment is a priority in today's times and will pay off in the future (Moz, 2024).
- Launch a monthly newsletter offering customers weekly information, announcing events like bank holidays, Mother's Day, or special dates. Also, add new menus or daily specials.

Second to Fourth Month:
- Organise the first themed event.
- Implement the loyalty program.
- Continue social media and email marketing campaigns.

Fifth to Sixth Month:
- Evaluate the results of the implemented strategies.
- Adjust tactics based on collected data.
- Plan new events and promotions based on customer feedback.

With this marketing plan, Bistro Pierre will increase its visibility, attract more customers, and retain those who already enjoy the unique experience the restaurant offers.


To measure Bistro Pierre's success in Swansea, Wales, it is essential to establish clear and specific metrics and KPIs (Key Performance Indicators) that reflect the restaurant's goals. Below are several relevant metrics and KPIs:

1. New Customers
- Number of New Customers: Track the number of new customers visiting the restaurant in a given period (monthly, quarterly). This will help gauge the effectiveness of marketing campaigns and promotions.
- Conversion Rate: Percentage of visitors who become regular customers. Monitoring this rate can provide insights into customer satisfaction and the potential for long-term loyalty.
- Source of New Customers: Identify how new customers come to the restaurant (advertising, recommendations, social media, etc.). Understanding the most effective channels will allow for better allocation of marketing resources.

2. Positive Attitudes Towards the Brand
- Customer Satisfaction Surveys: Assess customer satisfaction through post-visit surveys in order to receive direct feedback from customers.
- Online Reputation: Monitor reviews and ratings on platforms like Google, TripAdvisor, Yelp, and social media. Regularly responding to reviews can enhance customer relationships and demonstrate commitment to service.
- Social Media Engagement: Number of followers, likes, comments, and shares on social media platforms. Analysis of which posts generate the most customer interest is of great interest to the company and deserves to be studied closely. 
- Net Promoter Score (NPS): Measure customers' willingness to recommend the restaurant to others (Salesforce, 2023).

3. Increase in Profits
- Total Revenue: Evaluate the restaurant's monthly and annual revenue.
- Profit Margin: Analyse gross and net profit margins.
- Average Ticket per Customer: Average spend per customer per visit.
- Customer Retention Rate: Percentage of customers returning to the restaurant after their first visit.

4. Menu Innovation and Development
- Popularity of New Dishes: Evaluate the acceptance and popularity of new menu items.
- Sales Analysis by Product: Identify the best and worst-selling dishes, allowing for reinvention of any less popular menu items and special promotion of best-selling products to keep customer interest high. Control of product descriptions is also applicable in this category, optimizing descriptions for the customer (McCall, 2008).

5. Promotions and Special Events
- Promotion Effectiveness: Measure the impact of promotions and discounts on customer and sales increase by comparing data during and outside of promotional periods, redemption rates of specific specials, and more.
- Event Participation: Number of participants and feedback at special events organized by the restaurant.

Implementing a system to track and analyse all of these different KPIs will allow Bistro Pierre to adjust its strategies and continuously improve customer experience, efficiency, and business profitability.

To develop a comprehensive marketing strategy for Bistro Pierre in Swansea, Wales, the RACE (Reach, Act, Convert, Engage) framework and the Marketing Communications Mix can also be used (Chaffey 2024). Below are specific strategies for each stage of the RACE framework, integrated with the Marketing Communications Mix (Product, Price, Place, Promotion, People, Processes, and Physical Evidence).


Marketing Communications Mix  

1. Product
- Quality and Variety: Offer a wide variety of high-quality dishes using fresh and local ingredients (Chauhan 2023).
- Innovation: Regularly introduce new dishes and special menus to keep customers interested. (Marketing-Mix - © RED SUMMA, n.d.)

2. Price
- Pricing Strategies: Use a competitive pricing structure that reflects the quality and value of the product (Heide 2008).
- Discounts and Promotions: Offer attractive discounts and promotions, especially during low-traffic hours.

3. Place (Distribution)
- Location and Accessibility: Ensure the restaurant is well-signposted and accessible to customers, including safe and secure access for those with potential disabilities (Hemsley, 2023).
- Delivery Platforms: Partner with home delivery services to reach more customers. With the online food delivery market being valued at around £3.7 billion and a 40.5% annual growth rate since 2017, exploring the possibility of home delivery is extremely beneficial for the business ((www.peckwaterbrands.com, n.d.). 

4. Promotion
- Advertising: Use a mix of online and offline media to promote the restaurant. While a strong focus on online advertisements is extremely important in the current climate, this does not mean that offline media should be overlooked. Publishing in local magazines for example creates a strong sense of the restaurant belonging in the community, and allows certainty that those who do not spend as much time online have the opportunity to hear about the business (Ronto, 2023).
- Public Relations: Generate media coverage through press releases and opening events.

5. People
- Staff Training: Invest in staff training to ensure exceptional customer service. This could include things like mentorship programmes, incentive programmes, role-playing exercises, and regular training workshops (Gupta, 2021).
- Service Culture: Foster a customer-oriented service culture among employees.

6. Processes
- Operational Efficiency: Optimize internal processes to ensure smooth and efficient operations (Alt 2021).
- Technology: Use technology to enhance efficiency and improve customer experience.

7. Physical Evidence
- Ambiance: Create a well-designed, cozy ambiance that reinforces the restaurant's brand and enhances the overall customer experience. The ambiance of a restaurant can also reflect a company’s values; green, sustainable designs can help to reflect the company’s commitment to sustainability and environmental awareness (Mitchell Black, 2024). 

SMART Target: The aim of the marketing plan is to increase Bistrot Pierre's brand recognition and customer base in Swansea by 20% within one year through targeted digital marketing, community engagement, and exceptional customer service.
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Conclusion

In conclusion, Bistrot Pierre in Mumbles, Swansea is well-positioned to become a leading destination for French cuisine, supported by a strategic marketing plan informed by PESTEL analysis and the SOSTAC framework. By capitalizing on its prime location, exceptional culinary offerings, and strong customer focus, the restaurant aims to stand out in a competitive market, attract a diverse clientele, and drive long-term growth.
The marketing strategy will focus on enhancing brand recognition through digital campaigns, local partnerships, and community engagement. In particular, targeting younger demographics through student discounts, social media promotions, and influencer collaborations will help attract a vibrant and tech-savvy audience. Loyalty programs, personalized customer experiences, and a commitment to exceptional service will foster repeat visits and positive reviews, reinforcing the restaurant's reputation. The inclusion of themed events and targeted promotions will also broaden its appeal to both locals and tourists.
With a goal of achieving 17.5% annual growth, Bistrot Pierre will continuously monitor key performance indicators and adapt its approach based on customer feedback. By focusing on quality, innovation, and customer satisfaction—while engaging younger customers through special offers and digital channels—the restaurant is well-positioned to thrive in Swansea’s competitive dining scene and set a benchmark for culinary excellence.
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