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[bookmark: _Toc2104315415]Introduction
1176, the on‑site café and restaurant at Cardigan Castle, is positioned as a contemporary yet heritage‑driven dining venue that blends Welsh cultural identity with modern hospitality expectations. Named after the first recorded National Eisteddfod held at the castle in 1176, the restaurant’s concept is rooted in cultural storytelling and regional authenticity, using locally sourced, seasonal produce to reflect the surrounding land and water (cardigan castle, 2026). Its target market includes heritage tourists, day visitors, and residents seeking high‑quality, sustainable dining within a culturally significant setting. Situated in the castle grounds in central Cardigan, 1176 benefits from strong visitor footfall and the unique experiential value of dining in a restored historic landmark. Within the competitive landscape of West Wales, the restaurant differentiates itself through its integration of Welsh heritage, sustainability commitments, and exclusive location, positioning it as a distinctive cultural‑culinary destination. The purpose of the digital marketing plan is to establish a structured, evidence‑based approach that enhances 1176’s online visibility, strengthens customer engagement, and drives measurable growth in bookings (Kotler, Kartejaya and Setiawan, 2021). The strategy aims to communicate the restaurant’s heritage‑driven identity, sustainability ethos, and locally sourced offer, increase brand awareness across digital platforms, optimise online touchpoints, and build long‑term loyalty through targeted communication and data‑driven refinement of marketing activities.

[bookmark: _Toc210603065]Market and Situational Analysis
An internal review of 1176’s digital presence indicates that the restaurant benefits from strong visibility across major online platforms, yet its digital activity remains inconsistent and under‑utilised. On Google, 1176 holds a 4.6‑star rating from 80 reviews, supported by clear listing information, images, and menu details that enhance discoverability and assist customer decision‑making. TripAdvisor represents its most active platform, with 364 reviews and a 4.3‑star rating (Tripadvisor, 2026). User‑generated content frequently praises the food quality, service, and unique castle setting, although recurring criticisms highlight inconsistency in food standards, service lapses, and operational issues such as inaccurate breakfast times. Despite this extensive review base, the absence of management responses limits opportunities for reputation management and service recovery.The official 1176 webpage on the Cardigan Castle site provides essential information menus, booking links, and opening hours but the content is static and lacks dynamic engagement features such as updates, storytelling, or integrated social feeds. On Instagram, the restaurant maintains a small but active presence focused on local culture, heritage, and food identity; however, limited reach and minimal strategic use of hashtags or visual storytelling restrict its impact (Alalwan, 2018).
Overall, 1176 has a solid foundation of online visibility but lacks a cohesive, proactive digital strategy that integrates social media, website content, and reputation management to strengthen brand identity and customer engagement.

The external digital environment surrounding 1176 is shaped by a highly competitive restaurant market in Cardigan, where venues such as The Copper Pot demonstrate strong digital performance and customer engagement (Mariani and Borghi, 2020). The Copper Pot holds a 4.8‑star Google rating from 329 reviews and maintains a polished, active online presence, including a professional website, consistent Instagram activity with over 2.1k followers, and highly positive TripAdvisor reviews praising food quality, service, and atmosphere. This positions it as a digitally dominant competitor with strong visibility and brand loyalty (Gensler et al., 2013). In contrast, 1176’s digital presence is more fragmented, relying heavily on user‑generated content rather than proactive, brand‑led communication.
More broadly, the digital environment is shaped by increasing consumer reliance on online reviews, social media discovery, and search engine visibility when choosing where to dine (Filieri and McLeay, 2014). Competitors with stronger digital strategies, therefore, gain a clear advantage in influencing customer decision‑making. Platforms such as Google, TripAdvisor, Facebook, and Instagram act as key battlegrounds for visibility, with local restaurants actively using these channels to showcase menus, promote events, and engage audiences. Tourism‑focused websites such as Visit Mid Wales also list numerous dining options in Cardigan, intensifying competition and reinforcing the need for 1176 to differentiate itself through stronger digital storytelling, heritage‑based branding, and consistent online engagement (Gretzel, 2011).
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	strengths
	weaknesses
	opportunities
	threats

	Instagram presence showcasing local produce and cultural identity, aligning with consumer interest in authenticity
	Social media presence is small and low‑reach compared to competitors (e.g., Copper Pot’s 2.1k+ followers).
	Potential to expand social media reach through reels, influencer partnerships, and user‑generated content campaigns.
	High competition on tourism websites and Google search results for “restaurants in Cardigan”.

	Unique heritage‑based brand identity linked to Cardigan Castle, offering strong storytelling potential online.
	Website content is static, lacking dynamic updates, blogs, or integrated social feeds.
	Opportunity to implement proactive review management to strengthen trust and transparency.
	Increasing customer expectations for fast, responsive digital communication.

	Strong visibility on major review platforms, particularly TripAdvisor, with extensive user‑generated content supporting credibility.
	Limited management engagement on review platforms (e.g., no responses on TripAdvisor), reducing opportunities for reputation management.
	Ability to leverage heritage storytelling, sustainability messaging, and local sourcing to differentiate online.
	Negative reviews can spread quickly without active management responses.
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Political
	Tourism and hospitality policies in Wales influence visitor numbers and demand for local dining experiences.
	Regulations around digital advertising, data protection (GDPR), and online customer data management affect digital strategy

	

Economic
	Economic pressures influence consumer dining behaviour; customers increasingly compare prices and reviews online before choosing restaurants.
	Digital marketing offers cost‑effective promotion compared to traditional advertising.

	

Social
	Strong consumer preference for authentic, local, and sustainable dining experiences — aligning well with 1176’s brand.
	Increased reliance on online reviews, social media recommendations, and visual content (Instagram, TikTok) in decision‑making.

	

Technological
	Search engine algorithms, mobile optimisation, and online booking systems shape customer access.
	Competitors using advanced digital tools (SEO, paid ads, analytics) gain an advantage.

	

Legal
	Compliance with GDPR for email marketing, cookies, and customer data is essential.
	Food hygiene ratings and allergen information must be accurately represented online.

	

Environmental
	Sustainability messaging is increasingly important in digital marketing; customers expect transparency about sourcing and waste reduction.
	1176’s local sourcing and heritage setting offer strong environmental storytelling opportunities.
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	Factor
	1176
	The copper pot

	Google Rating
	4.6 stars
	4.8 stars

	TripAdvisor Rating
	4.3 stars 
	4.8 with more consistent positive reviews

	Social Media Presence
	Small Instagram following; low engagement
	Strong Instagram presence (2.1k+ followers), active posting

	Digital Engagement
	Limited management responses; static website
	Active engagement, strong visual storytelling

	Competitive Position
	Unique setting but under‑leveraged online
	Digitally dominant competitor with strong loyalty

	Brand Identity
	Heritage‑based, linked to Cardigan Castle
	Modern, community‑focused, strong food‑led identity





The Copper Pot currently outperforms 1176 across visibility, engagement, and digital professionalism, making it the primary competitive threat in the digital marketplace. However, 1176 has unique heritage assets that, if marketed effectively, could create a strong competitive advantage.

[bookmark: _Toc2132017840]Target Market and Customer Profiling
The primary target audiences for 1176 can be identified through its heritage‑driven concept, visitor patterns at Cardigan Castle, and digital engagement trends. The largest segment is heritage and leisure tourists who visit the castle for its cultural value and view dining at 1176 as part of a wider experiential day out. Their motivations—authenticity, culture, and local food—align closely with the restaurant’s brand identity. A second key audience is residents, including adults and families seeking casual meals, brunch, or celebrations (Sims, 2009). Review data indicates repeat visits from locals, making this group essential for sustaining revenue outside peak tourist seasons.
A third audience comprises social‑media‑active diners, particularly younger adults drawn to visually appealing food and heritage‑based experiences. Although 1176’s Instagram reach is modest, its content aligns well with this segment’s preferences. Finally, event guests, including wedding and group bookings, represent a high‑value audience naturally channelled through the castle’s event facilities (Getz, 2007).
Applying STP principles to 1176 demonstrates how the restaurant can align its digital marketing with the needs of its most valuable customer groups. Segmentation reveals clear audience clusters based on demographic, psychographic, geographic, and behavioural factors, including heritage‑motivated tourists, residents seeking casual or celebratory dining, younger social‑media‑active consumers, and event guests attending weddings or group functions (Dolnicar, Grün and Leisch, 2018. From these groups, the most attractive targets are heritage and leisure tourists—whose desire for authentic, place‑based experiences aligns with 1176’s cultural and culinary identity—alongside residents who provide year‑round revenue stability and digitally engaged younger adults who rely heavily on reviews and visual content (Zhang, Árpád Papp-Váry and Zoltán Szabó, 2025) .
Based on these priorities, 1176 positions itself as a heritage‑driven, locally sourced dining experience that blends contemporary Welsh cuisine with the unique cultural setting of Cardigan Castle. This positioning differentiates the restaurant by emphasising its exclusive location, cultural narrative, and strong potential for digital storytelling within a competitive marketplace (Konecnik Ruzzier and de Chernatony, 2013).

[bookmark: _Toc1666933434]Marketing Objectives
1. Increase Website Traffic Increase monthly website traffic to the 1176 page on the Cardigan Castle website by 25% within six months through improved SEO, consistent content updates, and cross‑platform promotion.
2. Grow Social Media Engagement Increase engagement (likes, comments, shares) on Instagram and Facebook by 40% within four months by posting heritage‑focused content, food photography, and user‑generated posts three times per week.
3. Improve Online Review Ratings Raise the average TripAdvisor rating from 4.3 to 4.5 stars within nine months by implementing a proactive review‑response strategy and encouraging satisfied customers to leave feedback.
4. Increase Online Bookings Boost online table reservations by 20% within six months by improving the visibility of booking links across Google, social media, and the website, and by running targeted promotional campaigns.
5. Strengthen Local Customer Loyalty Increase repeat visits from residents by 15% within one year through targeted email marketing, seasonal menu promotions, and community‑focused digital campaigns.
[bookmark: _Toc1870648860]Digital Marketing Strategy
1176 will adopt a targeted digital marketing strategy focused on increasing visibility, engagement and bookings among heritage tourists, residents and social‑media‑active diners. The strategy will prioritise visually rich storytelling across Instagram and Facebook, showcasing the castle setting, Welsh produce and seasonal menus to strengthen brand identity (Pozhidaeva , 2021). SEO improvements and regular website updates will enhance discoverability, while proactive review management on TripAdvisor and Google will build trust and credibility (Sparks and Browning, 2011) . Targeted social media advertising will reach younger audiences, and email marketing will encourage repeat visits from locals. Collectively, these actions position 1176 as a distinctive, heritage‑driven dining experience.
To strengthen its digital presence, 1176 should prioritise a mix of social media, search‑based and content‑driven channels tailored to its target audiences. Instagram and Facebook are essential for visually showcasing the castle setting, Welsh produce and seasonal menus, helping attract heritage tourists and younger, experience‑seeking diners (Kim, Eves and Scarles, 2009). Regular posting, reels and user‑generated content will increase reach and engagement. Search engine optimisation (SEO) should be enhanced through updated website content, improved keywords and consistent linking across platforms to increase visibility for searches such as “restaurants in Cardigan” or “Cardigan Castle dining.” TripAdvisor and Google Reviews remain critical reputation‑management channels; responding to reviews will build trust and influence tourist decision‑making. Email marketing can target residents with seasonal offers and event promotions, supporting loyalty and repeat visits (McCall and Voorhees, 2009). Finally, paid social advertising on Meta platforms will help reach new audiences and compete more effectively with digitally strong competitors like The Copper Pot. 
The proposed digital marketing strategy is justified through the RACE framework (Norton, 2016), which emphasises reaching audiences through SEO and social media, engaging them with visual storytelling, converting interest into bookings via clear calls‑to‑action, and encouraging loyalty through email marketing. This aligns with the customer journey model, ensuring customers receive consistent information from awareness to post‑visit engagement. The strategy also reflects the marketing mix, particularly promotion and place, by leveraging digital channels suited to 1176’s heritage‑driven positioning (Hudson, 2025). Together, these theories support a coherent, customer‑centred approach that enhances visibility, strengthens engagement and drives measurable growth for 1176.

[bookmark: _Toc204260984]Implementation Considerations
The digital marketing plan will be implemented over a six‑month period. Month 1 will focus on updating the website, improving SEO, and establishing a consistent social media schedule. Months 2–3 will introduce targeted Instagram and Facebook campaigns, launch email marketing for residents, and begin proactive review management on Google and TripAdvisor. Months 3–4 will prioritise content creation, including heritage‑focused posts, seasonal menu promotions and user‑generated content. Months 5–6 will evaluate performance using analytics, refine campaigns, and introduce paid social advertising to expand reach. Continuous monitoring and monthly reporting will ensure objectives remain on track.

[bookmark: _Toc787082863]Monitoring and Evaluation
Key Performance Indicators will measure the effectiveness of 1176’s digital marketing activities. Core KPIs include website traffic growth, search ranking improvements and click‑through rates from social media (Ryan and Jones, 2016). Social engagement metrics—likes, comments, shares and follower growth—will track audience interaction. Online reputation will be monitored through average review ratings and response rates on Google and TripAdvisor. Conversion KPIs include online bookings, email open and click‑through rates, and repeat‑visit behaviour among local customers.
Success will be measured through continuous monitoring of KPIs, including website traffic, social engagement, online bookings and review ratings. Performance data from Google Analytics, Meta Insights and booking systems will be reviewed monthly to assess progress against SMART objectives (Leung, Bai and Stahura, 2015). Qualitative feedback from customer reviews will support deeper insight into service quality and brand perception. A formal six‑month review will evaluate overall effectiveness, allowing adjustments to content, targeting and channel strategy to optimise future performance.

[bookmark: _Toc445617384]Conclusion
1176 is well‑positioned to strengthen its digital presence by leveraging its unique heritage setting, locally sourced offer, and strong alignment with consumer demand for authentic, place‑based dining experiences. The situational analysis highlights that while the restaurant benefits from solid visibility across key platforms, its digital activity lacks cohesion and consistency compared with competitors such as The Copper Pot. The proposed strategy grounded in the RACE framework, STP principles, and the marketing mix provides a structured approach to enhancing reach, engagement, and conversion through improved SEO, proactive review management, and visually rich storytelling across social media. Clear SMART objectives and a phased implementation plan ensure that progress can be effectively monitored and refined. By integrating heritage‑focused content, strengthening customer relationships, and adopting data‑driven digital practices, 1176 can build a more competitive, engaging, and sustainable online presence that drives long‑term growth and reinforces its identity as a distinctive cultural‑culinary destination
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