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[bookmark: _Toc159937981]Introduction:
European restaurant The Garden at Corinthia in Westminster, London, is famous. The marketing strategy is unique to them. Management has created a plan to increase the Garden's popularity and customer base. The plan leverages proven marketing models for structure. 
The plan includes situational analysis, goals, strategy, tactics, action, and control using SOSTAC. Ensures the procedure is thorough and measurable. It sets SMART goals and improves the marketing mix with the 4Ps (Product, Price, Place, and Promotion). The 5 C's study provides background on the company, customers, rivals, coworkers, and climate. 
The Garden at Corinthia aspires to boost its market and client satisfaction. This brief strategy uses theory and practice to improve the garden.
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Good points 
• Location: Westminster, London, attracts tourists, businesses, and Londoners. 
• High review: A 9.3/10 customer review indicates high satisfaction and service quality. 
• Private Ambience: The garden-themed atmosphere makes eating unique. 
Bad Points 
• Price: A £40 average price may deter budget-conscious shoppers. 
• Niche market: Serving just European meals may not attract adventurous diners. 
Getting opportunities 
• Fine Dining: Capitalising on Londoners' growing thirst for sophisticated dining. 
• Increase menu items. More dishes or specific menus for food allergies could attract more consumers. 
Possible risks 
• Competition: London has many restaurants, giving customers several options. 
• Economy: People may spend less on eating out when the economy is terrible (Deloitte, 2017). 
Customer grouping and targeting 
• Target audience: 25–55-year-olds with intermediate to high incomes who prefer excellent dining. 
• Psychographics: targeting clients who prefer unique dining experiences, European food, and will return or recommend the restaurant. 
• Behavioural: celebrating, work dinners, and tourists seeking authentic European dining in London (Deloitte, 2020). 
Those who compete 


	Competitor
	Location
	Price
	Cuisine
	Ambience

	AFTERNOON TEA AT CORINTHIA LONDON
	Central London
	£30-£50
	European
	Modern

	THE NORTHALL AT LONDON
	Westminster
	£60-£200
	International
	Casual

	EKSTEDT AT THE YARD
	Near London Eye
	£50-£70
	French
	Luxury












Competitor Analysis:
1. Corinthia London afternoon tea: • Central London offers lots of foot traffic and high-end experience seekers. 
• Price: Upper-moderate spenders who want a premium experience but can't afford it pay £30–£50. 
Travellers and locals desire familiar but polished European fare. 
Modern settings suit those who want a warm, modern atmosphere. 
Place: The Northall at London is in Westminster, a posh district with tourists, locals, and workers. 
Prices: The Northall targets high-end clientele ready to spend more for exceptional food and service, charging £60–£200. 
• Food: International cuisine can be tailored to several preferences and diets (Emerald Group Publishing Limited, 2018). 
• Ambience: A relaxed atmosphere may attract customers who want to enjoy a wonderful dinner, which may lead to repeat business. 
3. Ekstedt at The Yard: • Location: The London Eye attracts tourists, making it easier to spot. 
• Price: £50–£70 suggests a high-end dining experience that is more affordable than The Northall. 
• Food: French cuisine is elegant and appealing to traditional diners. 
• Setting: People who seek a classy, private dining experience prefer high-end settings. 
The Corinthia Garden: How to Imagine It With this in mind, The Garden at Corinthia markets itself as: • A high-quality dining option serving European food with a unique twist, such as creative flavour combinations, a garden-inspired setting, or dishes inspired by the atmosphere; • Reasonably priced to attract tourists and locals who want a high-class meal without paying the high prices of the most expensive competitors.Afternoon Tea at Corinthia and The Northall are more modern, but the garden setting sets this establishment apart. That makes it a unique spot in the city that may attract people who want to eat and escape the metropolis (Henderson, 2018). 
Quality European food, moderate rates, and a gorgeous garden setting make The Garden at Corinthia stand out. A memorable experience that appeals to many customers might help it compete. This is for folks who like the artistic elegance of European food and the charm of eating in a tranquil, garden-like setting without the excessive prices of high-end dining. 

A perception map shows The Garden at Corinthia as a high-quality, affordable European restaurant with a garden atmosphere. 
Working Together 
Suppliers: Working with top local food vendors to receive the greatest foods. 
Partners with local hotels to generate leads, event planners to host private dinner events, and tourism boards to attract visitors. 
• Franchises: The brand's reputation and business plan can increase through franchising (Humphreys, 2017). 
Climate PESTLE Analysis 
What's up? 
• Ensuring UK health and safety compliance. 
• Brexit's impact on employment and supply. 
As a financial centre, London attracts wealthy diners. 
• Being susceptible to economic downturns that reduce spending. 
Social: People want to explore new restaurants and European food. 
• London is a tourism destination for many. 
The tech 
• Marketing and engagement via social media, review sites, and online booking systems. 
• Implementing new payment and order methods to save time and money. 
Legal: • Following UK food safety and employment laws. 
• Following COVID-19 guidelines. 
Environmental: • More people demand sustainable, ethical food. 
Climate change's impact on food networks. 
This thorough analysis allows us to create tailored marketing programmes to help The Garden at Corinthia accomplish its market position and business goals. 



The marketing plan for "The Garden at Corinthia" aims to increase market share by 15% in 12 months. The restaurant will increase brand exposure, customer engagement, and customer numbers. Online evaluations and feedback surveys suggest that the plan also intends to keep consumer satisfaction over 90% (John et al., 2017). 
It's SMART (Specific, Measurable, Achievable, Relevant, Time-bound) because it focuses on specific outcomes (increase in market share and customer satisfaction), measurable metrics (15% market share increase and over 90% satisfaction rate), achievable with available resources and market conditions, relevant to business goals (growth and high customer satisfaction), and has a clear deadline (within 12 months). This concentrated approach ensures that marketing plans and actions match restaurant goals. It also enables them monitor progress and make adjustments to achieve their goals (Kakatkar & Spann, 2018). 




The plan is: 

London has many restaurants, but The Garden at Corinthia stands out because it offers a magnificent garden dining experience with high-quality European food at a reasonable price. The restaurant's unique combination attracts picky customers who desire a memorable dinner that combines food, atmosphere, and service. 
Value Proposition 
The Garden at Corinthia's value resides in its garden atmosphere, great European food created with the best ingredients, and exceptional service that makes every meal unique. Educated people who care about more than eating would like this (Kumar et al., 2017). 
Value proposition communication 
To reach many individuals effectively, the communication plan will use several methods: 
• Digital marketing: leveraging social media, the restaurant's website, and email marketing to showcase the unique dining experience with photographs, reviews, and promotions. 
We collaborate with culinary bloggers and lifestyle influencers to reach potential customers in our target categories. 
• Public relations and events: hosting private parties to attract media attention and co-sponsoring events with high-end businesses to boost the restaurant's high-end dining status (Marr, 2018). 
Implementing the value proposition 
To provide the value proposition, you must demonstrate quality, exclusivity, and memorable experiences at every consumer touchpoint. Among them: 
• Excellent cooking: always serves fresh, high-quality European food. 
• Ambiance: Maintaining the garden so it seems private to dine. Customer Service: Personalising service for guests (McKinsey, 2017). 
Connect with customers and market position 
Based on the value proposition, targeting and positioning target wealthy adults who prefer fine meals and unique events. This group wants rarity, quality, and atmosphere, which The Garden at Corinthia offers. By focusing on these elements, the restaurant stands apart from others that serve European food but don't offer outdoor dining and becomes a preferred choice for special occasions, business meetings, and tourists (McKinsey, 2019). 
Market Strategy with Ansoff's Matrix 
Ansoff's Matrix can guide corporate growth: 
• Market Penetration: Use marketing and consumer loyalty programmes to expand your market share. 
• Product Development: Offer limited-time menu items or deals to attract more customers. 
• Expanding the market: Target foreign tourists and business travellers seeking unique London eating experiences. 
Diversification: Adding a new eating idea or venue may not be advantageous immediately, but it may be in the long run. 
This method works better for targeting specific groups with a distinct value offer than appealing to a large group. Targeted marketing and a stronger brand personality retain The Garden at Corinthia a unique and popular London restaurant. (Nielsen, 2018) 
Marketing mix and strategies 
The Garden at Corinthia uses the marketing mix, or "4Ps," to its advantage. This strategy uses Product, Place, Price, and Promotion to target the correct customers with the restaurant's value proposition. 
The item 
The Garden at Corinthia is a beautiful restaurant with a garden atmosphere and the best European food. The product line includes: 
• Interesting Menu: A carefully selected selection of European meals produced with high-quality ingredients from reliable sources. 
Specials by Season: To spice up dining, offer seasonal menus with local ingredients. (Pan et al., 2019) 
• Private dining, tasting menus, and chef's tables are available for more personalised dining experiences. 
Placed evenly 
Locals and tourists can readily reach the eatery in Westminster, London. Distribution strategy: • Visibility: Feature the restaurant in major dining guides, tourism websites, and local phone books (Parsons & Lepkowska-White, 2018). 
• Accessibility: The restaurant's website and social media should include directions, parking, and public transportation information. 
• Partnerships with hotels, travel agencies, and concierge services to encourage Londoners seeking unusual dining experiences to recommend the restaurant. 
The cost 
Averaging £40, The Garden at Corinthia's value-based pricing illustrates how fantastic the dining experience is. Pricing strategy includes: To stay competitive for value, The Garden at Corinthia routinely compares its prices to those of its competitors (Pew Research Center, 2019). 
• Flexible Pricing: Offer à la carte, set, and special packages at various pricing points to satisfy a wide spectrum of customers. 
• Being upfront about rates on tables and online so clients know before they go. 
Ad Campaigns 
To promote the restaurant, the RACE framework (Reach, Act, Convert, Engage) and many platforms are used: 
• Reach: Increasing restaurant visibility with SEO, PPC, and social media ads. 
• Act: Engaging potential clients with immersive content including virtual tours of the garden eating area, chef interviews, and menu preparation. 
• Convert: Offer free beverages upon arrival or off-peak meal discounts to encourage online bookings (Reichhald et al., 2020). 
• Engage: Use polls and a loyalty programme to retain clients and persuade them to recommend you. 
The Garden at Corinthia uses various marketing mix methods to develop its brand positioning, attract and retain customers, and grow its market share and customer satisfaction. 
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	Activity
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Website & SEO Update
	X
	X
	X
	
	
	
	
	
	
	
	
	

	Valentine's Day Promo
	
	X
	
	
	
	
	
	
	
	
	
	

	Easter Campaign
	
	
	
	X
	
	
	
	
	
	
	
	

	Summer Specials
	
	
	
	
	X
	X
	
	
	
	
	
	

	Collaborations with Hotels
	
	
	X
	X
	
	
	
	
	
	
	
	

	Chef's Seasonal Menu Launch
	
	
	
	
	
	X
	
	
	
	
	
	

	Autumn Menu Teaser
	
	
	
	
	
	
	
	
	X
	
	
	

	Christmas & NYE Bookings
	
	
	
	
	
	
	
	
	
	X
	X
	X

	Customer Feedback Surveys
	X
	
	X
	
	X
	
	X
	
	X
	
	X
	


Legend: X = Active/Planned Activity
Summary
In January and February, we upgrade the website and SEO for The Garden at Corinthia to boost its search rankings. We start our Valentine's Day promotion in February and want to fill all unique rooms by the end. 
As spring approaches, we launch our Easter promotion in April with family-friendly pricing and special menu items to increase reservations. We promote our Summer Specials throughout May and June for travellers and locals seeking summer eating pleasures. 
From March to April, we will collaborate with local hotels to attract travellers early in the planning phase. The Chef's Seasonal Menu, released in June, should attract fresh-food lovers (The Fork, n.d.). 
To hype the autumn season, we'll tease the menu in September. End-of-year celebrations are planned. Christmas and New Year's Eve bookings and deals start in October and end in December. 
Customer feedback questionnaires will be sent out every other month starting in January to assess customer satisfaction and suggest improvements (TripAdvisor, 2016). 
This marketing plan includes activities for busy eating times to keep customers interested all year. More reservations, more year-over-year profits, and happier customers will prove it succeeded.
[image: Output image]
Here is the colorful Gantt chart illustrating The Garden at Corinthia's marketing activities planned throughout the year 2024. Each color represents a different marketing initiative, spaced across the calendar to ensure continuous engagement with the target audience and optimal impact for each campaign.


CONCLUSION:

The Garden at Corinthia's marketing campaign faces a tough, ever-changing market. The business struggles to stand out in a crowded industry, adapt to changing client behaviour, and use digital marketing to reach a wide audience. 
Despite these issues, the plan's strengths are a clear value proposition that highlights the restaurant's unique European culinary experience, smart use of social media and SEO to boost visibility, and targeted events and promotions to position and target. 
Ideas for The Garden at Corinthia: 
1. Conduct continual market research: Stay current on market changes and client preferences to quickly adjust products and advertising. 
2. Customer Relationship Management (CRM): Create a robust CRM system to enhance customers' experiences and encourage repeat visits. 
3. Buy and run your business ethically and sustainably. This can distinguish you as client awareness rises. 
4. Use analytics: Use data analytics to evaluate your campaign and make decisions to maximise your marketing ROI. 
5. Employee Training and Engagement: Your employees are the first people consumers see and contact with, and their satisfaction and loyalty directly impact your business. 
The Garden at Corinthia will earn market share, loyal customers, and growth if it addresses these issues and adopts these ideas.
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