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The Priory Hotel is a family owned business on High Street, Caerleon, Newport. The building dates from 1180, when it began as a monastery, and it has operated as a hotel and restaurant since 1996. It offers guest rooms, an all-day restaurant serving breakfast, lunch and dinner, a bar, a garden terrace, a meeting room and a reception hall. It focuses on locally sourced food and a historic setting. It is a short walk from the Roman amphitheatre and close to Celtic Manor and ICC Wales. Guests rate it highly online on Google and TripAdvisor. 
Room and Prices: Visit Wales lists 27 rooms at £115-250 per person per night including breakfast, with a 4 out of 5 rating. 22 rooms are in the main building and 5 in the cottage. The Oak Panels Room is promoted for a private dining and wedding, with stained glass and oak panels from 1622. 
This portfolio looks at how The Priory understands its customers and responds to them. It uses two types of research. Secondary research comes from the hotel website, Visit Wales, Booking.com reviews and Welsh Government data. Primary research is a questionnaire of approximately 10 guests an interview with the General Manager, guest relations supervisor and floor staff and observation methods.
The portfolio follows the three sections of the brief:  
Section 1: Segmentation,targeting and positioning 
Section 2: Buyer Behaviour and the Customer Journey
Section 3: Branding, Sales and Relationship Building


     Section 1: Segmentation, targeting and positioning 


A. Market segmentation:
    Segmentation means splitting a market into groups of customers with similar needs. Each group can then get its own marketing (Smith, 1956; Kotler, Armstrong and Balasubramanian, 2023). The research shows five main groups at The Priory: 

	Segment
	How the group is defined
	Evidence
	Share of survey

	Couples on a weekend break
	Who they are and the occasion
	Couplea  rate the location 9.3 on Booking.com, only 30 minutes from Cardiff and Bristol 
	In progress…

	 Private events
	The occasion
	The Oak Panel Room (oak panels from 1622, stained glass) is used mainly for corporate meetings, birthdays and private dining 
	In progress…

	Local diners/ Family 
	Where they live
	The restaurant is open to people who are not staying. Evidence from observation. 
	    In progress…

	Business travellers
	How they buy (weekday stays)
	1.Close to Newport and the M4. 
2.Large conferences, convention or summit close by (ICC WALES, Celtic Manor )
	In progress…

	History lovers
	Their interests
	Roman Caerleon is nearby; the building is from about 1180
	In progress…


Age alone does not explain this market segmentation well. The reason for the visit explains it better, for example, a couple on their anniversary and a worker on a weekday can be the same age. But they want very different things from the same room. This supports Jobber (2024), who says that behaviour is often the most useful way to group customers in service businesses.

B. Target customer: 
 The Priory Restaurant serves several customer groups, including hotel guests, business travellers, private events ( such as birthdays and weddings) and local diners. However, it does not have separate offers for each group. Instead, it changes its menu seasonally for all customers. This is closer to undifferentiated targeting, where one offer is used for all groups (Kotler, Armstrong and Balasubramanian, 2023). The interviews showed that private events spend the most, about £1000-£1500 per visit, while business traveller spend about £80-£100 per visit. This means private events are probably the most valuable group. The usually pay for food, drinks and rooms together, and they often add extra drinks(expensive wine) which raises their spend. They are also valuable because they pre-order(plan stock and staffing in advance to reduce waste and labour) They also spend more steadily than local diners, who care more about price. This matters, because times are hard for Welsh tourism. In 2024, 39% of Welsh tourism businesses had fewer visitors. The main reasons were that people had less money to spend (46%) and bad weather (36%) (Welsh Government, 2025)

C. Buyer persona: 
A persona is an imagined customer based on research. It help staff and managers understand a typical guest (Cooper, 1999; Chaffey and Ellis-Chadwick, 2022)
	Persona
	Max Smith, Age:45 (typical bookers are 30-60 yo) 

	About 
	Works full time and lives locally in Cardiff,Newport or Caerleon. Organising a 47th birthday dinner for his wife, with about 14 family members and friends 

	What they/he want
	A special celebration close to home with good food and wine. Pre-order the menu in advance. Often add expensive wine for the table. 

	Problems
	Wants to bring his own cake or drinks. Slow drinks service when the restaurant is busy (Booking.com review) .

	Where they look
	Mainly friends and family (word of mouth), then google to check reviews

	
	



The details come from the most common survey answers from people. The problem with drinks service comes from a real guest review. 
D. Positioning: 
 Positioning is how customers see a brand compared with its competitors (Ries and Trout, 2001; Kotler and Keller, 2022) [image: ]

The map shows that The Priory is very different from the chain hotels. Its price is close to Celtic Manor, but its history gives a different kind of experience. 

Section 2: Buyer Behaviour and the Customer Journey 

A. Buyer behaviour:
 Customers buy in different ways (Kotler, Armstrong and Balasubramanian, 2023). A private event(birthday, anniversary, wedding)  or a hotel stay is expensive and does not happen often, so customers think about it carefully. A restaurant meal is cheaper, so customers decide more quickly.
 The five-stage buying process helps to explain how a couple chooses The Priory:
1. Need: In progress…
2. Search: In progress…
3. Compare: In progress…
4. Buy: In progress…







B. Customer journey map:


Section 3: Branding, Sales and Relationship Building
A. Brand identity: 
B. Sales strategy:
C. Relationship building and loyalty: 




Conclusion: 
Questionnaire: 
Interview:
Observation: 
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