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1. Introduction
This marketing plan has been developed for Slug & Lettuce Swansea, a branch of the Stonegate Group’s national chain of cocktail bars and restaurants. Situated on Swansea’s Wind Street, the venue operates in an increasingly competitive and experience-driven hospitality environment. The purpose of this report is to design a niche marketing and digital communications plan to enhance Slug & Lettuce Swansea’s brand awareness, digital presence, and customer engagement, with particular focus on younger, experience-seeking consumers in the local area.
The structure of the plan follows the SOSTAC® framework: Situation, Objectives, Strategy, Tactics, Action and Control (Smith, 2019). Situation analysis is conducted using the 5Cs model (Company, Customers, Competitors, Collaborators, Climate) and incorporates SWOT and PESTLE analysis. Strategic direction is informed by Ansoff’s Matrix (Ansoff, 1957) and STP (Segmentation, Targeting and Positioning) (Kotler and Armstrong, 2021), while implementation is framed through the extended services marketing mix (7Ps) (Booms and Bitner, 1981).
Digital engagement and communications tactics are structured using the RACE framework – Reach, Act, Convert, Engage (Chaffey, 2022) and the communications mix. Throughout, the report draws on concepts discussed in class such as strategic marketing, niche market planning, customer value, yield management and CRM, as well as contemporary issues in hospitality marketing including social media, influencers and technological innovation (Bowie and Buttle, 2007; Kingsnorth, 2019). Supporting evidence, including SWOT tables, positioning maps, Bowman’s Strategy Clock, SimilarWeb and Gantt chart outputs, is provided in the Appendices and referenced explicitly within the text.
The overarching aim is to position Slug & Lettuce Swansea as the city’s leading venue for “affordable glamour”: an inclusive, photogenic and social destination that appeals strongly to digitally active Millennials and Generation Z.
2. Situation Analysis – “Where are we now?”
The situation analysis uses the 5Cs framework to evaluate Slug & Lettuce Swansea’s internal and external environment (Masterson et al., 2021).
2.1 Company
Slug & Lettuce is a well-established UK brand within the Stonegate Group, the country’s largest pub and bar operator. The Swansea site benefits from a central Wind Street location, modern décor and a strong national brand identity. A structured SWOT analysis is provided in Appendix A.
Key strengths include high brand recognition, a consistent and familiar menu, efficient online booking systems and the visually appealing, “Instagrammable” interior design that encourages user-generated content (Slug & Lettuce, 2025). Support from Stonegate’s central marketing team provides economies of scale, professional campaign assets and access to national partnerships with drinks brands.
However, the branch’s weaknesses are significant in relation to local competitiveness. The concept is largely standardised across the UK, leading to limited local differentiation and a perception of being a “generic chain” rather than a distinctly Swansea venue. There is also heavy dependence on weekend and student trade, making revenue volatile and under-utilising weekday daytime capacity. Online reviews indicate occasional inconsistency in service quality, driven partly by staff turnover and a tight labour market (Zonal, 2024).
Externally, there are substantial opportunities. The UK market is experiencing growth in experience-based and destination dining, particularly among younger consumers who prioritise social experiences over simple food consumption (Dinc and Huang, 2024; Frochot and Batat, 2013). Social media platforms and influencer marketing provide relatively low-cost channels to reach this audience (De Veirman et al., 2017; Bastrygina et al., 2024). Threats arise from local independents such as Founders & Co., Peppermint, and Turtle Bay, which leverage authenticity and strong thematic storytelling, as well as from macroeconomic pressures such as inflation, rising costs and subdued discretionary spending.
Overall, Slug & Lettuce Swansea is well-positioned in terms of awareness and physical assets but requires sharper differentiation and more sophisticated digital engagement to maintain competitiveness.
2.2 Customers
The brand’s core customer base in Swansea consists of students, young professionals and social groups who use Wind Street as a focal point for nightlife and celebratory occasions. According to simulated SimilarWeb analysis (see Appendix D), the Slug & Lettuce UK website receives approximately 500,000 monthly visits, with over 80 per cent of traffic originating from mobile devices, reflecting an on-the-go, digitally savvy audience.
Demographically, the primary segment for the Swansea branch is female guests aged 18–35, particularly students and early career professionals with mid-level disposable income. Psychographically, they can be characterised as sociable “experience seekers” who value aesthetics, inclusivity, novelty and the ability to share experiences through social media (Pereira et al., 2025; Gbadamosi, 2019). Behaviourally, they tend to pre-book occasions such as bottomless brunches, birthdays and “girls’ nights out”, often researching venues using Instagram, TikTok and TripAdvisor before committing (Zonal, 2024; Mews, 2023).
Generationally, Millennial and Gen Z consumers exert disproportionate influence through their online presence, expecting hospitality brands to be visually compelling, authentic, value-driven and responsive to reviews (Jimi Famurewa, 2025). They also demonstrate high sensitivity to peer recommendations and influencer endorsements (Baack et al., 2018; Mooij, 2022).
These insights support a focus on a clearly defined niche: digitally connected, socially oriented women aged 18–35 who seek “affordable glamour” and safe, photogenic spaces for socialising. Secondary segments include couples aged 35–45 seeking cocktails and informal dining during early evening or weekday slots.
2.3 Competitors
Wind Street and central Swansea host a dense cluster of hospitality competitors, including Turtle Bay, Revolution, Peppermint, Bambu Beach Bar and various independent bars and restaurants. Turtle Bay differentiates through a strong Caribbean concept, vibrant décor and a clearly themed food and drinks offer, while Revolution focuses on late-night drinking, student deals and a club-like atmosphere. Independents such as Founders & Co. emphasise local sourcing, community events and sustainability narratives.
A perceptual positioning map (see Appendix B) plots Slug & Lettuce and key competitors on “price” and “experience/atmosphere” axes. Slug & Lettuce currently occupies a mid-market position with moderate prices and relatively high visual appeal, but is less thematically distinctive than Turtle Bay or Founders & Co. Bowman’s Strategy Clock (see Appendix C) suggests a hybrid strategy, offering acceptable value with some experiential features (Kotler and Armstrong, 2021; Masterson et al., 2021). A shift toward more focused differentiation, with locally inspired experiences and digital storytelling, offers scope to claim a clearer niche.
Competitor activity on social media, as observed through desk research of Instagram and TikTok feeds, indicates that creative short-form video, user-generated content, and collaborations with local influencers are now standard practice. Failure to match this intensity risks loss of share-of-mind among younger consumers (Kingsnorth, 2019; Falconer, 2024)
.
2.4 Collaborators
Slug & Lettuce Swansea benefits from collaboration with several stakeholder groups. At corporate level, Stonegate provides marketing resources, training, supply contracts and brand partnerships with companies such as Diageo and Fever-Tree, enabling co-branded promotions ( Anwar et al., 2024). The site also works with delivery platforms such as Deliveroo to extend its reach beyond on-premise consumption.
There is significant untapped potential in local collaborations. Partnerships with Swansea University and its student union could support targeted campaigns for freshers’ events, society socials and graduation celebrations. Local lifestyle influencers and content creators with 2,000–10,000 followers (micro-influencers) are particularly valuable due to higher trust and engagement levels (Bastrygina et al., 2024). Collaboration with local artists, DJs, and sustainability-focused suppliers could further embed the venue into the community and support brand differentiation.
2.5 Climate (Macro Environment – PESTLE)
A PESTLE analysis of the macro-environment is summarised in Appendix A and key factors are outlined below (Baack et al., 2018; Ghauri and Cateora, 2014).
Politically, post-Brexit import rules and changing licensing regulations have increased supply chain complexity and compliance costs. National and local authorities promote responsible drinking, affecting promotional practices.
Economically, the UK hospitality sector faces high energy prices, staff shortages and inflationary pressures constraining consumer spending (Britton, 2025). Nevertheless, demand remains for “affordable indulgence”, with consumers trading down from premium venues but still seeking special experiences (Mintel, 2024).
Socially, there is a trend towards experience-driven dining, inclusive environments and concern for ethical and sustainable practices (Dinc and Huang, 2024; Hulten, 2020). Wellness, moderation and alcohol-free options are increasingly important.
Technologically, rapid advances in digital marketing, mobile ordering, CRM, AI chatbots and data analytics are transforming how restaurants interact with guests (Gidumal et al., 2023, 2024; Remountakis et al., 2023). Guests expect frictionless digital journeys and personalised communication.
Legally, strict food safety, employment law and GDPR obligations require robust systems, particularly when using customer data for marketing (Kingsnorth, 2019).
Environmentally, pressure is mounting on hospitality businesses to reduce waste, cut plastic use and source responsibly, with customers more likely to support visibly sustainable venues.
Collectively, these trends suggest that Slug & Lettuce Swansea will be rewarded for embracing digital innovation, ethical practice and experiential value while maintaining competitive pricing.
3. Objectives – “Where do we want to go?”
In alignment with Stonegate’s overarching vision of delivering exceptional social experiences profitably, the following SMART objectives are proposed for Slug & Lettuce Swansea over a 12‑month period (February 2026 – January 2027):
1. Market share and revenue
Increase local revenue and estimated market share by 10 per cent within 12 months, compared to the previous year, through improved weekday trade and higher average spend per head.
2. Digital engagement
Achieve a 30 per cent increase in Instagram engagement (likes, comments, shares and saves) and a 50 per cent increase in TikTok reach within six months of campaign launch (LocaliQ, 2024).
3. Weekday capacity utilisation
Boost weekday brunch and early-evening bookings by 20 per cent within nine months by attracting remote workers, couples and friendship groups through targeted promotions.
4. Customer retention and CRM
Grow the local CRM database by 15 per cent and increase repeat-visit rates among registered customers by 10 per cent within 12 months through loyalty incentives and personalised communications (Ashqar et al., 2025).
5. Online reputation
Improve the average TripAdvisor rating by 0.5 points and increase the volume of positive reviews by 25 per cent within 12 months (Zonal, 2024).
These objectives are specific, measurable, achievable, relevant and time‑bound, and they directly support the restaurant’s need to strengthen digital presence, smooth demand across the week and build long-term customer relationships.
4. Strategy – “How do we get there?”
4.1 Ansoff’s Matrix and Growth Direction
Ansoff’s Matrix offers four strategic growth options: market penetration, product development, market development and diversification (Ansoff, 1957). Given Slug & Lettuce Swansea’s strong existing brand awareness and limited capacity to expand geographically, the most appropriate strategic emphasis is on market penetration and product development.
Market penetration will be pursued through intensified digital marketing aimed at existing and lapsed customers, enhanced CRM usage and targeted offers to encourage greater frequency of visits, particularly on weekdays. Product development will focus on menu innovation within the existing market, introducing locally inspired cocktails and themed brunch experiences that incorporate elements of Swansea and the Gower, thereby adding authenticity to a standardised brand.
4.2 Segmentation, Targeting and Positioning (STP)
Segmentation combines demographic, psychographic and behavioural variables (Jenkins and McDonald, 1997).
The primary target segment is:
· Demographic: Women aged 18–35, students and early-career professionals, living in Swansea or visiting frequently.
· Psychographic: Socially active, style-conscious, value aesthetics and inclusivity, motivated by shareable experiences and FOMO (fear of missing out) (Pereira et al., 2025; Gbadamosi, 2019).
· Behavioural: Book in small groups for occasions, research venues via social media, respond well to influencer content and loyalty rewards, and prefer mobile-first interactions.
A secondary segment consists of couples aged 35–45 seeking relaxed cocktails and informal dining on weekday evenings and Sunday afternoons.
Positioning aims to clearly differentiate Slug & Lettuce Swansea within the local market. The proposed positioning statement is:
“For Swansea’s sociable trendsetters seeking affordable glamour, Slug & Lettuce Swansea offers a vibrant, inclusive setting where every visit feels like an occasion – combining stylish surroundings, playful cocktails and engaging events, supported by seamless digital experiences.”
This positioning focuses on emotional and experiential benefits rather than price competition, consistent with a differentiation strategy on Bowman’s clock (see Appendix C) and Porter’s “focus differentiation” approach (Brassington and Pettitt, 2006,; Jenkins and McDonald, 1997)
.
4.3 Marketing Mix (7Ps)
The extended services marketing mix provides an operational framework for delivering the strategy (Booms and Bitner, 1981; Bowie and Buttle, 2007).
Product
The core product is a social, cocktail-led bar experience with food, supported by bottomless brunches, celebrations and seasonal events. Enhancements will include limited-edition, locally themed drinks such as a “Mumbles Mermaid Spritz” or “Gower Gin Garden”, collaborations with Welsh producers, and Instagrammable serves. The augmented product includes digital booking, loyalty schemes and branded social content.
Price
Current pricing is mid-market, consistent with competitors. To support market penetration and improved utilisation, dynamic pricing principles from revenue management will be applied, offering time‑bound deals (e.g. midweek brunch discounts, early-evening cocktail bundles) without eroding weekend yields (Kimes, 2011; Bujalance-López et al., 2025). Student discounts will be maintained but more tightly targeted through CRM.
Place
Physically, Wind Street provides excellent visibility and accessibility. Digitally, “place” will be enhanced through search engine optimisation (SEO), improved local listings on Google Maps and review sites, and strengthening integration with third-party platforms for bookings and delivery (Kingsnorth, 2019). Ensuring the website is mobile-optimised and loads quickly is critical for.
Promotion
Promotion will be driven by an integrated digital communications strategy, detailed in Section 5. Key tools include paid and organic social media campaigns, influencer partnerships, email marketing, PR coverage in local media and in‑venue promotions. Messaging will highlight themes of affordability, glamour, inclusivity and local relevance.
People
Service quality and staff personality are central to hospitality value creation (Bowie and Buttle, 2007). Staff training will emphasise “service theatre”, encouraging engaging interactions, photo‑friendly presentation and comfort with being featured in social media posts (Hulten, 2020). Training will also cover digital etiquette for responding to online reviews and handling direct messages professionally.
Process
Processes will be reviewed to ensure a smooth customer journey across channels. Online booking flows will be simplified; confirmation emails will include personal touches and clear calls‑to‑action. In‑venue processes will support consistent delivery of brunch packages and events to avoid negative reviews. CRM integration will allow data from Wi‑Fi logins and reservations to feed into segmented marketing campaigns (Ashqar et al., 2025).
Physical Evidence
Ambience and design are crucial in influencing perceptions of quality and value (Hulten, 2020). The Swansea venue already offers stylish décor, but further enhancements such as seasonal décor themes, statement photo backdrops and branded glassware will reinforce the “affordable glamour” positioning. Consistency between online imagery and on‑site experience is essential for credibility.
4.4 Yield Management and CRM
Building on revenue management principles, the plan seeks to increase revenue per available seat, particularly outside peak weekend times (Bujalance-López et al., 2025). Booking data will be analysed to identify underutilised periods and inform tactical offers, such as “Work from Slug” brunch and coffee bundles for remote workers or couples’ midweek date-night packages.
CRM is central to nurturing loyalty and personalising offers. By integrating booking, Wi‑Fi and competition sign‑up data, Slug & Lettuce Swansea can create segmented mailing lists (e.g. students, birthday bookers, brunch fans) and tailor communications accordingly (Ashqar et al., 2025). AI-driven tools such as recommendation engines and chatbots, as discussed by Gidumal et al. (2023) and Remountakis et al. (2023), can support timely, personalised engagement at scale while respecting GDPR requirements.
5. Tactics – “The details of the strategy”
Tactical planning adopts the RACE framework to structure digital and communications activities (Chaffey, 2022).
5.1 Reach
The primary objective at the Reach stage is to increase awareness among the target segments in Swansea and surrounding areas. Tactics include:
· Paid social advertising on Instagram and TikTok targeting women aged 18–35 within a defined radius of Swansea, promoting signature events such as bottomless brunches and themed nights.
· Short-form video content showcasing cocktails, décor and guests enjoying themselves, optimised for Reels and TikTok trends (Bastrygina et al., 2024).
· Collaborations with local micro-influencers (2,000–10,000 followers) across Instagram and TikTok to create authentic content and host small events (De Veirman et al., 2017).
· Local PR in outlets such as Wales Online and the South Wales Evening Post to publicise campaign launches, charity events and seasonal promotions.
· SEO and Google Business optimisation, ensuring up‑to‑date images, event information and menu links to capture “restaurants in Swansea” and “bottomless brunch Swansea” searches (Kingsnorth, 2019).
5.2 Act
At the Act stage, the focus shifts to encouraging interactions and consideration:
· Website and booking optimisation, including clear event pages, prominent “Book Now” buttons and mobile-friendly design, to reduce friction in the decision-making process.
· Engaging social content such as polls, stories and behind‑the‑scenes posts to stimulate comments and saves.
· User-generated content (UGC) campaigns, for example a #SipInSwansea challenge encouraging guests to share their favourite cocktail moments, with monthly prizes.
· Blog or article posts on the brand site (or via Stonegate channels) discussing cocktail trends, local collaborations and sustainability initiatives, delivering value and boosting SEO (Chaffey, 2022).
5.3 Convert
To drive bookings and on‑site spend:
· Digital loyalty scheme delivering a reward (e.g. free dessert or cocktail) after a set number of visits, tracked via QR code or app integration (Jimi Famurewa, 2025). 
· Birthday and celebration offers sent via email and SMS to CRM contacts, including discounts for group bookings.
· Co-branded events with premium drinks partners, offering pre‑booked tasting menus and cocktail masterclasses, which tend to yield higher average spend (Anwar et al., 2024).
· “Book online and save” promotions for off‑peak times, such as a small discount or free upgrade for bookings made via the website for midweek brunch (Sestino et al., 2023).
5.4 Engage
Post‑visit engagement aims to build long-term relationships and advocacy:
· Automated follow‑up emails thanking guests for their visit, inviting feedback and encouraging reviews on Google and TripAdvisor (Zonal, 2024).
· Responding promptly and professionally to all reviews and social media comments, reinforcing brand values and demonstrating accountability.
· VIP lists and insiders’ events for top spenders and highly engaged social followers, providing early access to new menus or themed nights.
· Community-based initiatives, such as charity brunches supporting local causes, to enhance emotional connection and corporate responsibility.
5.5 Integrated Communications Mix
The communication strategy integrates advertising, sales promotion, PR, direct and digital marketing, personal selling and events (Clow and Baack, 2021). For example, a “Swansea Glamour Weekender” campaign might combine:
· Teaser posts and paid ads on social media (advertising),
· Limited‑time package deals (sales promotion),
· A press release to local media (PR),
· Email invitations to CRM segments (direct marketing),
· Staff upselling in‑venue (personal selling),
· Live content creation with influencers (digital and experiential marketing).
This alignment ensures consistent messaging across touchpoints and supports the objectives set out in Section 3. The gaps identified in the situational analysis – particularly underused weekday capacity and limited local distinctiveness – are specifically addressed through the focus on local collaborations, CRM-driven offers and targeted digital storytelling.
6. Action – “Implementation Plan”
The implementation plan spans 12 months from February 2026 to January 2027. A detailed Gantt chart outlining the timeline for key activities is presented in Appendix E.
In summary:
· Quarter 1 (Feb–Apr 2026): Set‑up and Launch
· Refine positioning and creative concepts.
· Conduct SEO and Google Business optimisation.
· Identify and contract local influencers.
· Launch initial paid social campaigns and soft-launch loyalty/CRM sign‑up drives.
· Quarter 2 (May–Jul 2026): Engagement and Product Development
· Introduce locally inspired cocktail range and new brunch themes.
· Intensify social content output and UGC campaigns.
· Implement staff training in service theatre and digital etiquette.
· Pilot “Work from Slug” weekday daytime offers.
· Quarter 3 (Aug–Oct 2026): Market Penetration and Student Focus
· Run Freshers’ Week initiatives with Swansea University and societies.
· Target students with welcome offers and socials.
· Expand influencer collaborations and community events.
· Quarter 4 (Nov 2026–Jan 2027): Retention and Review
· Deliver Christmas/holiday season campaigns.
· Focus on retention through VIP events and personalised offers.
· Conduct year‑end performance review and refine the plan.
An estimated budget of approximately £25,000 is allocated as follows: £10,000 for digital advertising, £4,000 for influencer partnerships, £6,000 for events and décor, £3,000 for CRM and loyalty technology, and £2,000 for staff training and contingencies. Roles and responsibilities are outlined in Appendix F, with the General Manager overseeing implementation, a Marketing Executive managing digital activity, PR representative handling media relations, and operational managers coordinating on‑site delivery.
7. Control – “How do we measure success?”
Control mechanisms are needed to monitor progress towards objectives and allow timely adjustments. Key performance indicators (KPIs) include:
· Sales and Market Share: Year‑on‑year revenue growth at Swansea site level, particularly weekday and brunch revenues.
· Digital Metrics: Increases in Instagram and TikTok engagement and reach (objective 2), website traffic and booking conversion rates (LocaliQ, 2024).
· Customer Retention: CRM database size, open and click‑through rates for email campaigns, and frequency of repeat visits linked to loyalty IDs (Ashqar et al., 2025).
· Service Quality and Reputation: Average star ratings and number of reviews on Google and TripAdvisor, as well as qualitative sentiment analysis using review text (Zonal, 2024).
· Operational KPIs: Table-turn times, staff utilisation and feedback from guests on new products and events.
Data will be reviewed monthly via dashboards built in Google Data Studio or similar tools (Kingsnorth, 2019; Falconer, 2024). A more comprehensive quarterly review will adopt a Balanced Scorecard perspective, assessing financial, customer, internal process and learning/growth dimensions (Kaplan and Norton, 1992). Lessons learned will then inform tactical changes and future planning cycles.
8. Conclusion
This marketing plan has applied the SOSTAC® framework to design a strategic and practical roadmap for Slug & Lettuce Swansea to strengthen its competitive position within the local hospitality market. By focusing on a clear niche – digitally savvy, experience-seeking young adults – and leveraging tools such as STP, Ansoff’s Matrix and the 7Ps, the report proposes a coherent strategy of market penetration and product development, underpinned by revenue management and CRM.
The tactical RACE-based digital communications plan emphasises social media, influencer collaborations, locally relevant events and data-driven personalisation to increase awareness, drive bookings and foster loyalty (Sestino et al., 2023). The integration of control mechanisms and KPIs ensures that performance can be tracked and the strategy refined in response to economic volatility, changing consumer behaviour and technological developments.
While challenges remain particularly cost pressures and intense competition from both chains and independents, the proposed plan has the potential to reposition Slug & Lettuce Swansea as a locally embedded, socially connected lifestyle brand. By delivering “affordable glamour” consistently and authentically, the venue can create sustainable value for both guests and the Stonegate Group.
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APPENDICES:
Appendix A – SWOT Analysis
Source:
Developed by the author using internal brand analysis and secondary research from:
Slug & Lettuce official website (Stonegate Group) and UK hospitality industry literature
(Slug & Lettuce, 2024; Kotler et al., 2022).
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Appendix B – Perceptual Positioning Map
Source:
Author’s own illustration based on competitor analysis of Swansea bar market, informed by pricing and experiential positioning data from company websites and customer review platforms including Google Reviews and TripAdvisor
(Kotler et al., 2022; Porter, 2008).
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Appendix C – Bowman’s Strategy Clock
Source:
Adapted from Bowman (2003). Strategic positioning of Slug & Lettuce Swansea mapped by the author based on value proposition and pricing strategy observed via brand communications and menu pricing.
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Appendix D – PESTLE Analysis
Source:
Author’s own analysis informed by UK hospitality macro-environment data from:
UK Government (2023), Statista (2024), and Deloitte Hospitality Insights (2022).
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Appendix E – Gantt Chart (Marketing Implementation Plan)
Source:
Developed by the author using Microsoft Excel to visualise the proposed 12-month marketing schedule derived from the SOSTAC Action stage
(Smith, 2020).
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Appendix F – Digital Traffic Analysis (SimilarWeb-style)
Source:
Adapted from SimilarWeb analytics framework and industry benchmarks. Data is illustrative and used for academic purposes only
(SimilarWeb, 2024).
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Appendix G – Target Customer Persona
Source:
Persona developed by the author based on demographic and psychographic profiling, informed by generational marketing theory and social media usage trends
(Statista, 2024; Solomon, 2023).
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Appendix A -SWOT Analysis: Slug & Lettuce Swansea

Strengths

Strong national brand under Stonegate Group.

Prime location on Wind Street - high footfall
and nightife hub.

Stylish interiors and Tnstagrammable décor
attract social media attention.

Well-established cocktail culture and
recognisable menu formats.

Effective digital booking and table
management systems

Opportunities

Growing demand for ‘experience-led dining
and bottomless brunches.

Partnership opportunities with local
influencers, Swansea University, and
tourism campaigns.

Product innovation through locally inspired
menu tems and themed events.

Development of CRM database for loalty

Weakeneses

Limited local differentiataion; idenctical
menu to other branches.

Dependence on stuetent and eckened trade:
inconsistent weekday traffic.

Moderate service consistencey duottaff
tumover.

Reliance on alcohol sales; vulnerable to
changing consumption trends.

Brand perceived as mainstream ather than
premium

Threats

Rising costs of iving and reduced
discretionary spending.

Competition from local independents
(Peppermint, Founders & Cor, c.. Bambu)

Economic voiatilty, wage inflation, and
food cost increases.

Negative online reviews impacting reputation
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Perceptual Positioning Map comparing Slug & Lettuce Swansea with key competitors based on price

and experiential value.
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image3.PNG
Bowman'’s Strategy Clock highlighting Slug & Lettuce Swansea’s hybrid strategic position within the local
hospitality market.
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Appendix D: PESTLE Analysis sumlarises the maciere Slug & Lettuce Swansea.
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Appendix E — Gantt Chart: Marketing Implementation Schedule (Feb 2026 — Jan
2027)

Activity Feb-Apr (Q1) May-Jul (Q2) Aug-Oct (Q3) Nov-Jan (Q4) Responsible

SEO Optimisation & Paid I . Digital Exec

Ads

Influencer Partnerships | ] | ] Marketing Manager
#SipInSwansea Campaign I Social Media Team
CRM Integration & Loyalty | ] | ] CRM Analyst
Programme

Student Welcome Events | ] Events Team
Holiday Campaigns I Vorketing & PR
Data Evaluation / KPI [ ] [ ] [ ] [ ] General Manager
Review

(Each l indicates activity focus within the quarter)




