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[bookmark: _Int_PbAr2uAU][bookmark: _Int_Xf9wjXB5][bookmark: _Int_HvnKbd2E]With the hospitality industry constantly evolving and growing, so too must marketing strategies. There is an increasing number of restaurants within Swansea fighting to establish themselves as one of the top restaurants. The Secret Beach Bar and Kitchen stands out as a top contender having found their gap in the market. Utilising the 4ps of marketing also known as product, price, place and promotion. This essay will examine The Secret Beach Bar and Kitchen’s marketing strategy and how they best utilise the marketing mix. There will also be research into how The Secret uses the segmentation, targeting, and positioning (STP) framework. The Secret’s marketing communications will be analysed and compared to a restaurant of a similar style in the UK. This essay will also present ideas and recommendations as to how The Secret Beach Bar and Kitchen can improve their marketing style to further enhance the growth of the restaurant.

According to Khandelwal, Jakhar and Khandelwal (2020) Segmentation is the act of grouping customers who share a common interest together. Research shows that The Secret Beach Bar and Kitchen segments their target market into several groups. From a marketing perspective The Secret targets families, couples and holiday makers. However, it is also important to consider the different factors that go into segmentation, such as consumer behaviour. Naim (2023) states that only 33% of businesses that use behavioural segmentation find it makes an impact. The secret shows evidence of behavioural segmentation as they cater towards customers such a dog walkers, dinner guests and brunch diners. Businesses may also segment their customers on a geographical basis. Kufile and Otokiti (2020) state that businesses will use geographical segmentation to adapt their marketed product to best meet the needs of their targeted customers. When considering geographical segmentation, it is noted that The Secret targets consumer within their local residential area as well as tourists visiting Swansea Bay.

[bookmark: _Int_IxDNUlb8][bookmark: _Int_A5o4gC8U]After marketing segments have been decided a business must choose how best to target them. The Secret targets their marketing towards their local customer base and those spending the day in the Swansea Bay area. They show this in their menu offering of an artisan style breakfast and lunch often featuring handmade food items such as sourdough bread is targeted towards consumers looking for an experience as well as just a meal and would therefore appeal holiday makers. Bennett (2019) describes artisan food as being made in the traditional on a small scale. The Secret uses differentiated marketing when targeting their customers, which is an ideal method when targeting multiple segments at the same time. Differentiated marketing is designed to appeal to a number of primary target segments that present the best value potential for a company (Hugel, 2022). Fourcade and Healy (2016) define differentiated marketing as aiming marketing towards individuals best positioned too positively respond.

[bookmark: _Int_BbPbGlUP]Once a customer base had been identified and targeted a business must find a position within the market. Business’s do this in a way that influences customers perception and establish their brand identity in a positive light (Corporate Finance Institute, 2024). According to The Secret (2023) their identity is heavily focused on being a family friendly beach-front restaurant, that emphasises their use of high quality local, fresh produce. A common method of market positioning is highlighting a brands unique value and aiming it at a choses target audience. This can be achieved in multiple ways, for example The Secret uses the quality of their produce as a selling point for consumers. The Secret is also marketed as a dog friendly restaurant which can act as a unique selling point and is ideal for a beach-front restaurant that sees a lot of dog walkers passing by. According to Zhang, Liu and Shao (2025) customer satisfaction is often increased when patrons and their pets are both accommodated for. 

Kotler, Armstrong and Balasubramanian (2023) state that the marketing mix, more commonly known as the 4p’s is an important tool for any business. Created by E. Jerome McCarthy in 1960 the 4p’s marketing mix model is designed to benefit businesses and guide them in creating a simple marketing plan (Cambridge Professional Academy, 2021). The marketing mix consists of the four elements, product, place, price and promotion.

The product can be broken down into multiple sections, the core product, basic product, augmented product and then the perceived product. For a restaurant such as The Secret, the core product would be the food and drink their menu offers. The basic product would consist of the brands identity, the quality of not only their food but also their packaging. The augmented product would involve elements such as the customer service, restaurant ambience and location. The perceived product is comprised of the brands image and value for money. The Secret uses their beachfront location as a selling point, having both terrace seating and a garden room available for guests allowing for a better view of the beach and ocean. Reviews found online suggest that there is a high standard of service in The Secret, combined with the relaxing environment and high-quality food elevates dining at The Secret to become more than just a meal, it becomes an experience. Akhoondnejad (2024) notes that experience led dining improves customer satisfaction whilst providing a business with a competitive edge. The current market trend shows a direct link between customer involvement leading to higher satisfaction (Youssef and Spence, 2023). 

The Secret’s pricing methods reflect more than just the menu, their use of value-based pricing is deigned to consider their products, location and overall positioning of their brand. With a mid to upper range pricing point, main meals typically costing between £15 and £25 and a set menu priced at £24.90 - £31.90. Being a contempory style restaurant with a costal inspired theme intwined with every element of the restaurant, The Secret is directly benefitting from their highly valued location and is therefore perceived as a higher value establishment. This in turn allows the restaurant to charge a more premium price for their food as dining there becomes more about the experience than the sole product (Bichachi, 2025).

The next element of the marketing mix is ‘place’. This is where the product is made available, both in person and through online shopping (Twin, 2024). Išoraitė (2016) expands on this, explaining that ‘place’ can be defined as the distribution strategy of products and services to customers. This can be done via many ‘distribution channels’ (Alina, 2019). For example, The Secret currently only sells their product in person at their restaurant location or from their drink's kiosk outside the restaurant which you can then ask to takeaway. They do not currently use any online channels or delivery services such as Uber Eats or Deliveroo. Customers can contact the restaurant directly by using the phone number listed on their website or email address. However, it is important to note that ‘place’ can also refer to location of the product being sold, in this instance the product is being sold from the restaurant itself. The secret is located on Mumbles Road, Swansea, Wales (Dish Cult, 2025). Being located on a busy beachfront The Secret heavily relies on foot traffic and word of mouth as a distribution channel. Hanaysha (2021) states that word of mouth is a beneficial form of communication for restaurants as it creates a more authentic review for consumers.

The final ‘P’ of the 4p marketing mix to discuss is ‘promotion’. Promotion refers to communication channel a business chooses to appeal to customers. This can be done through advertising, personal selling, public relations and packaging. The Secret makes strong use of social media platforms such as Instagram and TikTok to market their latest menu additions. Saravanakumar and Suganthalakshmi (2012) state that social media allows strong communication between a business and customers. A more recent study by Khanom (2023) shows that social media is still an important factor when marketing as it allows enhanced engagement between the business and their consumers. The Secret does present an option to sign up for an emailing list on their website however, there is a distinct lack evidence when considering other methods of promotion. 

The Secret uses a different approach to marketing in comparison to a restaurant of a similar style, The Hut, based in Colwell Bay. The hut’s target audience differs from The Secrets as they market themselves more towards an upmarket audience. They also emphasise their use of the local bay, describing that guests can arrive at their restaurant by boat, docking in the bay. The Hut makes use of private yachts and charter boats as well as helicopters to arrive at their restaurant, maintaining their image of a premium coastal destination restaurant. Similarly to The Secret they are marketed as an experience and not just a meal. As a high-quality restaurant The Hut’s core offering is fresh seafood in a brasserie-style, with strong customer service and an upbeat atmosphere. Overall, their product is much like that of The Secret’s, an experience led restaurant with an exclusive feel. As a more upmarket restaurant, The Hut follows a premium pricing model in comparison to The Secret’s mid-range prices. Wiza (2020) notes that a higher priced restaurant often presents a more exclusive feel. 

Whilst The Secret makes strong use of social media as a marketing tool, they could better reach new customer bases by implementing other methods of marketing. For example, a loyalty-based scheme for new and existing customers has the potential to encourage customers to return more often and increase their spending as this brings the customer closer to their earned reward. Alshurideh et al. (2020) sate that loyalty schemes are a proven methos of encouraging customers to continue shopping at the same establishment. The Secret could also begin hosting themed events on a regular basis to help attract new customers. For example, they could implement an evening menu based on a specific cuisine and have wine and cocktail pairings to go with the dishes. They could also host live music events or ‘open mic nights’ which would likely draw in a younger crowd of customers. According to Okoli (2012) hosting events can draw customers to your business from further afield and has the potential to leave you with a larger customer base.

In conclusion, this essay has examined how The Secret Beach Bar and Kitchen has made use of the segmentation, targeting and positioning framework, discussing their ideal customer base and how they have chosen to target said customers. There has then been research on how they have found their position within the hospitality market of Swansea. The 4p’s of the marketing mix have been explained and discussed with an emphasis of how The Secret makes best use of product, price, place and promotion. The Secret was then compared to a restaurant of a similar style, The Hut, and research was undertaken as to how their approaches to the marketing mix differ. Finally, suggestions were presented with the intention of helping improve The Secret’s marketing and communications in the hope of increasing their customer base.
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