







A Social Marketing Strategy for Manillas Café Neyland

Benedict Michael Gibson 2114133
Carmarthen Business School UWTSD
BMSP5003 Social and Ethical Marketing
Jessica Shore
09 November 2022





A social marketing strategy for Manillas Café, Neyland
Presentation Power Point Marketing strategy Manillas
Manillas café, is a family run business according to a review response on trip advisor, and is known by this author through personal experience to have begun in the sheds of a family home on the outskirts of the town of Neyland, Pembrokeshire, and grew in popularity within the niche of health foods and salads to go, catering to the working lunch crowd and, building on its success, expanded into a larger premises in the towns popular marina area within reach of the nature reserve, European cycle route and historical harbour. The business is very successful during summer months due to its location but appears less so off-peak leading to the need for a marketing plan in order draw further trade from its demographic. Visiting Manillas informed me that they offer a good healthy café style menu, with lunchtime saver section, and a large selection of cakes, as well as ice creams, outdoor seating areas and takeaway food. Little information is provided on social media platforms however, and there is no website.
The demographic of Neyland is vital to understand for the success of manillas, as their trade relies solely on 9am-4pm timeframe and would suggest dependant on those within limited reach during weekdays, most prominently those seeking a lunch break and/or interaction. 
The market segmentation, based on Van Rijn’s “pillars of segmentation” (Van Rijn, n.d.), shows us the ideal targeting of the market based on the geographics, demographics, psychographics, and behaviour of its potential customers. This together with the companies’ values and the local competition shows the most relevant unique selling points, with the addition of the newest most relevant point, requires Manillas to work towards “building meaningful relationships that are driven by two-way conversation” (Harrower, 2021) via social community engagement. This according to Ethos can be achieved through behavioural change marketing by making the behaviour, in this case meeting people, either fun, easy or popular (n.d.) by appealing to the group affiliation of people, as Tajfel & Turner tell us people want to be part of the in-group (1979), as well as utilising more traditional product marketing methods.  
Marketing this needs to be embedded companywide through both of Kotler’s macro and microenvironments (1991), and based on Kushner’ data on social media usage (2022), the best way to target our demographics would be a mix of Facebook, Instagram and according to The Private Postman a local flyer drop (2019), although they are potentially biased. The flyer drop would, in today’s eco conscious social narrative, need to promote the recycling or recyclability of said flyer in order subdue negative marketing due to the environmental impact. 
Although the desired marketing message needs to be portrayed often and through content which demonstrates a social interaction or meeting as well as the other unique selling points relevant to this marketing campaign, through personal experience flooding the mediums with content would be counterproductive, so according to Higdon target marketing would be more advantageous (2012), for example at specific times, or in terms of flyers just before a bank holiday. 
Marketing in this manner alone is not a one-time deal, in order to meet specific goals would according to Byrd require a long-term strategy (n.d.), and a few extra steps remain sustainable according to Malins who gives us the 5 C’s (2021). Evaluation of the abilities within the company and their roles would be advantageous here, however if there are none with the ability or willingness, there are companies who will manage the digital marketing and social media aspect for you, for a cost, and it would be necessary to evaluate cost vs benefits here as the training to do this may result in a better long-term yield. 
In summary, engagement with the community to fulfil its social need of inclusivity withing the confines of the businesses reach would be the most effective form of marketing, and to do this would involve a wholly encompassing and embracing marketing strategy through multiple mediums, predominantly that of the most relevant to the current target audience, social media, with continued efforts to achieve sustainability.
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