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Speaker notes for the marketing plan for “The Shabby Chic Café.”

Slide no 1- Introduction
The purpose of this presentation is to demonstrate a marketing campaign for “The Shabby Chic Café”. 
“The Shabby Chic Café” is a new business; therefore, the marketing plans will focus on the promotion and making awareness of the business. The supplied picture is the proposed look for the café. “The Shabby Chic Café” is an upmarket mobile coffee shop, with a very distinct and unique design. During weekdays, the café will be permanently pitched by a busy road just of the Pont Abraham roundabout toward Ammanford. There are also plans to attend weekend events such as festivals and fairs.
Upon further research, it has been noted that there is a market gap for high-end mobile coffee shops nearby.  The café offers the best quality coffee and food produce also with vegan food and drink alternatives.  The style and colour scheme of the caravan is also believed to double up as a “shop window” for the business that could attract potential customers with its distinctive appearance but also serve as a unique selling point (USP). Another USP for this business is the fact that the coffee shop is a mobile business that provides flexibility to move around and build a new customer base through attending various events. Statistics show the highest growth in cafe business sales. More and more young people leading busy lives are looking for convenience, authenticity, and locally produced goods. 

Slide no 2 – Products and Services.
As mentioned in the previous slide “The Shabby Chic Café” is an upmarket coffee shop that praises itself on serving high-quality food and drinks. The café will have a barista-style coffee machine that offers a selection of hot drinks such as latte, cappuccino, mocha, hot chocolate and similar. The food items will consist of freshly made sandwiches, paninis, wraps and also more indulgent options such as homemade cakes and cupcakes. The café will also focus on providing vegan options as it is believed that veganism has become a lifestyle movement and not a trend (NHS, Supply Chain, 2020).

Slide no 3 – Marketing Strategy
Aims and Objectives
· The Shabby Chic Café is aiming to become a profitable business within six months from opening.
· The business is also intending to build a strong online following in the next six months.
· In the first six months of trading, the café is looking to attract 50 customers daily. That figure is expected to rise by 25% by the end of 2021.

SWOT Analysis for The Shabby Chic Cafe
SWOT-analysis helps businesses to identify internal factors such as strengths, weaknesses, but also external factors such as opportunities and threats (Sammut-Bonnici & Galea, 2015). 

STRENGTHS – a high-quality coffee, unique concept, flexibility to move around, lower-cost overheads
WEAKNESSES - small menu, limited seating area, caravan maintenance, limited hours, lack of Wi-Fi 
OPPORTUNITIES - weddings and events, easy expansion
THREATS – the weather, competitors

Competitors
Competitors analysis in marketing is assessing the strengths and weaknesses of potential rivals. The gathered information can be used as a benchmark or provide a business with an advantage on the competitors.
Competitors for the cafe will be nearby cafes and fast-food restaurants offering quick in and out service. During events and festivals, my competition will be other food vendors. However, looking closely at the direct competitors offering the same products and experience, none was found near this business. The closest competitors found are businesses located at the Pont Abraham Services such as Costa and McDonalds; however, their business concept is different from The Shabby Chic Café, therefore offering a different type of experience and targeting a different type of audience. 


Slide no 4 – Marketing Mix the 4P’s

Kotler (2000) describes the marketing mix as the “set of marketing tools that the firm uses to pursue its marketing objectives in the marketing mix”. The marketing mix is a combination of factors that can be controlled by a company to influence consumers to buy their products. For this marketing plan, the 4p’s model was used as it is the most adaptable for the nature of the business. 
McCarthy (1960) created the 4 p’s, and each represents a field that marketers can develop to sway customers purchases. The p’s stand for product, price, place, and promotion. 
The 4p’s framework adapted for “The Shabby Chic Café”.
Products
· The products available at the café include food and drinks, such as sandwiches, paninis, cakes also hot and cold beverages.
Price
· The café is advertised as an upmarket mobile café; therefore, the pricing policy will reflect that. Prices will be higher than other mobile food vendors, however lower than competitors at Pont Abraham services. During organised events, prices will match with competitors. 
Place 
· During weekdays, the business will be located at the layby, next to the busy road just off the Pont Abraham roundabout. During weekend days, the business will participate in events such as festivals and fairs. Both locations attract a lot of traffic and potential clientele. 
Promotion
· “The Shabby Chic Cafe” promotional campaign will include printed material such as leaflets with a menu that will be distributed to surrounding businesses. There also will be a visible sign and banner at two different locations advertising and directing drivers to the location of the cafe. The customers will also be asked to like the Facebook, Twitter, and Instagram pages to be alerted about the meal deals and other loyalty schemes, but also to provide feedback. The social media is one of the most powerful sources of media; therefore, there will be messages posted on “The Shabby Chic Cafe” pages with photos of food and prices reminding people about the cafe. 
Another type of media used in the campaign will be a radio advert in a local radio station. Those methods seem the most suitable for the nature, size and location of the business and are set to attract a large amount of clientele.


Slide no 5 – Segmentation, targeting and positioning.
Term segmentation refers to dividing the whole market audience into groups based on gender, age, income, and location. Targeting is selecting the defined group that marketing campaign will focus on, and positioning is taking actions in order to communicate the marketing message.
In terms with “The Shabby Chic Café,” the target audience is females and males age 18+, festivals and events goers, coffee lovers, shabby chic style enthusiasts and customers with dietary requirements such as vegans. 

Four types of market segmentation applied to “The Shabby Chic Café” ranked in terms of importance:
Psycho-graphic
Consumers who prefer high-quality coffee and food and are prepared to pay slightly more, vegans, “foodies”, coffee lovers
Behavioural
Work commuters with morning coffee habit, frequent coffee shops users, loyalty customers, events attendees
Demographic
Females and males age 21+, employed, people with disposable income
Geographic
Customers based in close proximity to the café, passers-by

The market segmentation based on psychographics and behavioural types are ranked in first and second place as it is believed that the upmarket mobile coffee shop is going to attract customers with those features most. The café will have higher prices than the average burger van on the side of the road; therefore, it has to focus on a more specific target audience that will be attracted to it most. 

Slide no 6 – Promotional Channels.
In order to attract every audience group mentioned above, several types of promotional channels are going to be used. 
Firstly, social media presence is a must in current times; therefore, a Facebook, Twitter and Instagram pages will be set up for the business to spread the word about the café.
On the Facebook page, the café will run a competition to win a free lunch and drink. People will be asked to like and share the page, and in exchange, they will be placed in the draw with the winner receiving a free lunch. This competition will run in the first month with weekly winners. Facebook was chosen as the leading social media platform to promote the business, as statistics show that Facebook is the market leader as the social media platform, with over 1 billion registered accounts (Statista, 2020). It also commonly believed that Facebook is the most popular social media amongst mature people; therefore, it is assumed that this method of promotion can reach the desired target audience, which are adults age 21+.
There also will be pictures of food alongside with The Shabby Chic Café flyers posted daily on all three social media encouraging people to comment, in order to maintain the business exposure and engage with customers. The customers will be asked to tag the café in their pictures and share their experience of The Shabby Chic Café on their social media using #theshabbychiccafe. 
Moreover, as a part of social media marketing activities, a short video is going to be recorded called “behind the scenes” showing food preparation, cooking, and introducing the team. This medium will help people to get familiar and connect with the business.

The café will also offer the loyalty card stamps and meal deals for returning customers.  Collect six stamps and get a free drink! 
Meal Deal for £3.50 Sandwich + Snack + Drink

Another method of advertising will be leaflets with menu distributed to local businesses. During the events, business cards will be available at the café.
Also, there is going to be signage placed at the Pont Abraham roundabout directing drivers to the café. It is believed that signs with words such as “Hungry?” or “Take a break” can trigger emotions, and make people think or remind them that they are hungry, and they do need a break. Strategically placed, they can attract people and bring custom. 

Lastly, a local radio advert will be played twice a day (morning and lunchtime) advertising the business. Radio can be an instrumental advertising medium as it can target the specific target group such as daily work commuters, that none of the other mediums can do at that specific time. Statista (2020), states that 88.1% of the UK population listened to the radio in the first quarter of 2020. This figure shows that radio is still trendy amongst people; therefore, it would be thoughtless not to tap into radio advertisement to promote The Shabby Chic Café. 

It is also worth noting that one of the leading advertising tools within these promotional activities is the converted caravan itself. The colour scheme and attractiveness of the caravan is believed to promote the business and attract customers.  
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