Use of Generative AI in Assessment
RESEARCH-  For this assessment, I have used Generative AI to support me in research, including searching for bibliography, using tools to summarise, compare and interrogate materials.

STRUCTURE- For this assessment, I have used Generative AI to support me in structuring my submission, including creating a draft argument structure, identifying parts and headings, etc.

PROOFREADING -For this assessment,  I have used Generative AI to check my own text/creation for grammatical and syntactical mistakes, including rephrasing of my own work within specific standards.
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The Lunar Restaurant is a subsidiary of the food and beverage section of the World of Wedgewood tourist destination located in Stoke-On-Trent in Staffordshire. The World of Wedgewood is a tourist destination that showcases the Wedgwood brand to visitors and tourists, demonstrating its heritage and craftsmanship (World of Wedgewood, 2025). The marketing initiatives of the Lunar Wedgewood Restaurant constitute a fundamental component of this planning report. The restaurant's digital marketing presence is significantly overshadowed by the more extensive digital footprint associated with the World of Wedgewood attraction. This disparity highlights the need for a more distinct and effective digital marketing strategy for the restaurant. (World of Wedgewood, 2025). The marketing strategy has been formulated for the marketing team at Lunar Restaurant to establish a distinct approach for Lunar Wedgewood Restaurant. This initiative aims to enhance the restaurant's visibility within digital platforms, thereby increasing its reach and engagement with potential customers. The marketing department of Lunar Restaurant, in collaboration with the management of World of Wedgewood, requires a comprehensive plan to boost the restaurant's digital presence, which is currently lacking.
Patni et al. (2024) highlight that digital marketing plays a fundamental role in enhancing customer purchasing behaviour. Organisations such as Lunar Restaurant need to implement a comprehensive and effective digital marketing strategy to enhance their digital presence and effectively reach their target customers. Effective digital marketing strategies are crucial in attracting new customers, retaining existing ones, enhancing customer engagement, increasing brand awareness, and ultimately improving the company’s profitability (Baack et al., 2019). The SOSTAC model has been studied as an effective approach to implementing an organisation’s digital marketing strategy. Patni et al. (2024) continue that the SOSTAC approach is fundamental because any effective digital marketing strategy begins by understanding the “problems experienced by a company both internally and externally” (p. 1451). In developing a marketing plan, the SOSTAC framework comes as a structured model for establishing an effective plan focused on digital marketing. According to Anggraeni et al. (2024), the SOSTAC model entails six fundamental steps focused on situational analysis of the organisations, developing marketing objectives, developing a strategy, stipulating the activities, setting a path for actions, and the control mechanisms. Jupriyatmoko et al. (2023) elaborate on these steps as follows: situational analysis involves assessing the internal and external factors that impact the organisation; the objectives phase focuses on formulating SMART and measurable goals that define the organisation’s desired outcomes; strategy concerns the methods the organisation will employ to reach these objectives through various approaches; the actions segment outlines the specific ways the business will achieve its goals, including resource mobilization, allocation, and implementation of the objectives; finally, the control phase refers to the processes used to evaluate if the objectives have been met, which includes measuring progress and making necessary adjustments to the plan.
[bookmark: _Toc200118447]Lunar Restaurant Situational Analysis
To establish an accurate marketing plan that reflects the company’s immediate needs, a situational analysis is conducted as a form of market analysis to understand the internal and external factors affecting a business. Oyasor and Gbadebo (2024) propose the 5Cs analytical framework to understand the internal and external factors as well as the company’s strategic decisions that affect the current marketing initiatives. Subotic et al. (2021) highlight that the 5Cs comprise of assessment of the organisation in five dimensions: company, customer, competitors, climate, and collaboration.
[bookmark: _Toc200118448]Company
The company assessments entail understanding the business's product offering, its activities, the current image, strengths, and culture (Oyasor and Gbadebo, 2024). These typically entail the internal analysis of the business to understand “the size of the market in which it operates, its potential for growth and development, and constantly listen to its customers by following their needs and desires, purchasing process, motivation processes, and expectations during the purchase act” (Subotic et al., 2021, p. 5375). Subotic et al. (2021) confirm that conducting a SWOT analysis can be instrumental in providing a clear picture of the internal factors.
[bookmark: _Toc200118449]SWOT Analysis of Lunar Restaurant
Strength 
According to Lunar Restaurant's Instagram (@lunarwedgwood), the restaurant won the Gold award of the Tourism & Good Food Awards 2023, UK TOP 100 SQUAREMEAL 2024, Michelin 2024 Award, Rosette Award for Culinary Excellence 2024, OpenTable Diner’s Choice 2024 Award and the Tripadvisor Travellers' Choice Awards 2024. These notable awards enhance the Lunar restaurant's reputation as a premier dining destination recognised for its quality services and food. Furthermore, as a subsidiary of World of Wedgewood, the Lunar restaurant benefits from a strong brand association.
Weaknesses
The Lunar Restaurant has a significant weakness: limited digital marketing presence, which affects the brand’s visibility. The Lunar Restaurant is overshadowed by the Wedgewood brand's digital footprint, resulting in a restricted social media presence. The Lunar restaurant has a lack of consistency in its social media campaigns (Lunar Wedgewood, 2025). The Lunar Restaurant Instagram account posted reels on March 21, 2025, and the previous one was posted on December 19, 2024.
Opportunities
Lunar Restaurant has a unique opportunity to leverage its historic storytelling of the Wedgewood history and events in the restaurant's initiatives. According to Lunar Restaurant, it currently exploits the “Lunar Society” tradition, which was started by the founders of Wedgewood, Josiah Wedgewood, where members used to gather once a month to share dinner under a full moon (Lunar Wedgewood, 2025). This tradition has inspired their iconic “Dinar at Lunar”, where the restaurant offers fine dining experiences every Sunday for a multi-course meal that is marketed for business associates, dates, or family meetings.
Threats
One of the main threats facing Lunar restaurants is the saturation of high-end dining restaurants and experiences in Staffordshire. In the locality of Lunar restaurant, there is The Flintlock at Cheddleton which offers a “Fantastic culinary experience prepared by a world-class chef” (Tripadvisor, 2025), and Secret Garden which has “Amazing staff, service, food, and drinks in an incredible setting” (Tripadvisor, 2025), Upstairs by Tom Shepherd which has been praised to have a holistic dining experience described as “The whole experience: Food, Staff, Service & Ambience was fantastic” (Tripadvisor, 2025) which all offer fine dining experiences.
[bookmark: _Toc200118450]Customers of Lunar Restaurant
According to Oyasor and Gbadebo (2024), the situational analysis of a restaurant further revolves around understanding the targeted market segment. It is important for restaurants to target the right customers and provide offerings that meet their target segmentation. According to Similarweb (2025), the World or Wedgewood has 6,792 website visits, which is significantly lower than other fine dining establishments such as The Flintlock at Cheddleton, with 10,118 visitors, and Upstairs by Tom Shepard has 15,734 monthly visitors. Since Lunar Restaurant doesn’t require participants to sign up with their age, Similarweb lacks enough data to determine the demographic segmentation of the visitors. However, based on Tripadvisor’s customer reviews, the general tone of the demographics indicates that the restaurant demographic segmentation is mainly groups of people, friends, families, or couples. Since the restaurant is also highly priced and based on the tone of the reviews, I would place the demographic segmentation at 30+ years old.  In addition, Similarweb highlights that almost all of the customer traffic of Lunar Restaurant comes from the geographical area of the UK.
[bookmark: _Toc200118451]Competitors of Lunar Restaurant
[bookmark: _Toc200118452]Perceptual Mapping of Lunar Restaurant Competitors
Gigauri (2019) introduces the concept of perceptual mapping to help understand the brand position. Brand position is important because it helps the business develop products for its target customers. Perceptual mapping is crucial because it gives businesses a competitive advantage by helping them create products that resonate with consumers. In comparing Lunar's competitors, two key attributes stand out: formality and innovativeness. This is particularly relevant since all three competitors have high price points. Competitors of Lunar restaurants are fine dining and culinary experience urban establishments. Based on its location in the Staffordshire region, one of its close competitors is Upstairs by Tom Shepherd, which offers a “Michelin-starred dining experience in a craftsman's workshop” (www.upstairs.restaurant/). Its close competitor is The Flintlock Cheddleton, which is “an informal fine dining restaurant with a large lounge area” (www.theflintlockcheddleton.co.uk). According to Tripadvisor, the restaurant offers scenic views along a peaceful canal with an elegant dining experience. Just like Lunar restaurant, The Flintlock Cheddleton and Upstairs by Tom Shepherd, these restaurants cater to a similar demographic of cultural fine diners who prefer priced fine dining experiences. 
In terms of formality, both the Lunar Restaurant and Upstairs by Tom Shepherd exemplify the elegance that meets Michelin-star standards. These establishments present a refined ambience, especially when compared to The Flintlock at Cheltenham, which exudes a more casual bistro warmth. On the other hand, the Lunar Restaurant offers an innovative experience, much like its name suggests, featuring a stunning large moon sculpture suspended from the ceiling. Conversely, Upstairs by Tom Shepherd embodies a traditional British restaurant while incorporating modern aesthetics, situated on the top floor of a jewellery store that beautifully converts a classic English space. Finally, The Flintlock at Cheltenham maintains a traditional British atmosphere and serves dishes that reflect classic British cuisine with a contemporary twist.
[bookmark: _Hlk200118755]Figure 1Perceptual Map of Lunar Restaurant Brand Positioning
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Luthra (2024) emphasises that for a business to enhance its value, it is essential to establish strategic partnerships. These may include collaborations with partners, distributors, service providers, or even investors. Given that Lunar Restaurant operates within the UK travel and hospitality sector, it has formed partnerships that are well-aligned with its offerings. The Lunar restaurant, linked to the Wedgwood brand, has formed strategic partnerships with several organisations. These include VisitBritain.org, the UK’s Regional Growth Fund, and UNESCO, as the restaurant is located in a UNESCO-recognised site. Additionally, Lunar collaborates with Enjoy Staffordshire and Make it Stoke-on-Trent & Staffordshire, both of which focus on promoting tourism activities in the county.
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Finally, it’s important to understand the external factors that might affect a business. Oyasor and Gbadebo (2024) highlight that PEST analysis is an effective technique for understanding the context of a business. This analysis reviews the political climate, economic and socio-cultural environmental issues, and technological issues affecting the Lunar restaurant.
Political 
The Lunar Restaurant falls in a tourism hub in the UK, and the UK government has made substantial efforts to preserve, conserve, and promote tourist destination sites. VisitBritain.Org (2023) highlights that the UK government has numerous polices such as the Local Visitor Economy Partnerships, which play a fundamental role in marketing destinations, which is beneficial for Lunar Restaurant since its Wedgewood Brand is a beneficiary of this project.
Economic Issues
The UK has been experiencing economic challenges with the persistent rise in inflation rates. According to Atkinson (2025), the BBC News reported, “The UK inflation rate jumped to 3.5% in this year to April, its highest level since February last year.” This indicates that UK citizens have faced an increase in living costs and the prices of essential household and food items. Consequently, many people find themselves without the financial means to enjoy the luxury of high-priced restaurants. The rising inflation rates have significantly affected Lunar restaurant, which offers fine dining experiences that become accessible only when UK citizens have disposable income for such indulgences.

Social-Cultural Factors
The Lunar restaurant thrives on adventurous customers seeking fine dining experiences. Rita et al. (2022) highlight that guest feelings and attitudes toward Michelin-starred restaurants are that the customers prefer food and service quality, and other details such as creativity, innovation and ambience. Further, customers in fine-dining experiences tend to value quality dining over quantity dining experiences and sometimes cases, fantasy dining over functional dining (Castillo-Manzano and Zarzoso, 2023). Fine dining establishments often attract customers seeking cultural experiences, as Michelin-starred restaurants tend to appeal more to foreign customers than to locals. Since The Lunar has received Michelin recognition, it has the opportunity to draw in luxury and fine dining clients who wish to enjoy a unique culinary experience.
Technological Issues
The UK travel and hospitality landscape is rapidly changing and evolving into a technologically dependent industry. In the UK, many organisations are increasingly integrating AI technologies to help enhance customer experience (Ziakis and Vlachopoulou, 2023). The Lunar Restaurant is currently behind in technological advancements and innovations to improve its guest experience.
[bookmark: _Toc200118455]The Objective
Ayoub (2017) highlights that a strategic framework needs to be guided by SMART objectives that help set clear, achievable and measurable goals. The key quality of SMART objectives is that they must be specific, measurable, achievable, relevant and time-conscious. The objective of the marketing campaign is to improve the digital visibility of Lunar Restaurant by 50% by redesigning the digital presence of Lunar Restaurant's social media and website and targeting digital marketing campaigns over the next six months.

[bookmark: _Toc200118456]Strategy
[bookmark: _Toc200118457]Value Proposition
Eggert et al. (2020) emphasize that the customer value proposition is a crucial element of marketing, as it “conveys a superior potential for value creation to targeted customers… [and] encapsulates the essence of strategic marketing decisions while signaling implementation priorities to the stakeholders within the supplier organization” (p. 242). Marketing initiatives need to focus on providing value for their customers since customers want desirable products at minimal costs that appeal to their needs. Thus, marketing initiatives help improve customers’ perceived benefits of a business’s services or products (Galli, 2021). For Lunar restaurant, an appropriate value proposition is: Lunar Restaurant is a Michelin-Star restaurant that offers its affluent customers a deep historical and cultural fine-dining experience rooted in Wedgewood culture.
[bookmark: _Toc200118458]Ansoff Matrix
Clarissia (2020) highlights the importance of strategic management on the marketing team when seeking to develop initiatives that push for business expansion. Lunar Restaurant should have a comprehensive marketing strategy plan for its marketing to reach its intended audience and deliver its value propositions. Ferreira and Marques (2024) emphasise that businesses are living entities, and to maintain their competitive positions, they need to grow and adapt. Harry Igor Ansoff, a Russian-born mathematician, developed a strategic planning tool known as Ansoff's Matrix. This tool helps a business's marketing team align its strategies with the overall goals of the organisation. By using this model, a business can choose the most effective marketing approach to foster growth. Kukartsev et al. (2019) highlight that the Ansoff Matrix is also referred to as the product/market matric because it helps the business “choose one of the typical marketing strategies that are most appropriate for given market conditions… [and] strategic positioning of a company's products in the markets” (p. 2). There are four growth options and strategies for an organisation following Ansoff’s matrix: market penetration, market development, product development, and diversification. Peterdy (2025) highlights that there are two combinations of old and new for the products and the markets. During strategy planning, the model is in the form of a matrix where products are plotted on the horizontal axis and markets on the vertical axis. The four combinations that come from the matrix, also commonly referred to as quadrants, are the four strategic moves for growth:
[bookmark: _Toc200118459]Market Penetration Strategy
Kukartsev et al. (2019) highlight that this strategy involves a set of old products sold in existing markets, and its main objective is to improve sales. This strategy might also include finding new customers within the existing market. In the case of Lunar Restaurant, the main objective is to attract more affluent customers while retaining the business’s fine dining food experience. Gitonga et al. (2024) highlight that an effective approach to market penetration is through enhancing competitive pricing and sales promotion. Lunar Restaurant assumes that approach by digital marketing initiative on social media, highlighting promotions of Lunar Restaurant’s food offerings. This strategy aims to promote the customers' perceived value of Lunar Restaurant’s fine dining experience by posting the prices of its “Three Course Sunday Lunch” for £37, and other offerings.
[bookmark: _Toc200118460]Market Development Strategy
Peterdy (2025) highlights that this strategy entails selling existing old products into new markets. Kukartsev et al. (2019) propose that some of the strategies that can be effective for this approach are through finding new market segmentation or through finding new sales channels. At Lunar, the market segmentation is through affluent locals dining at the facility, but a new market segmentation could be Lunar restaurant seeking affluent cultural tourists visiting Wedgewood. In addition, a new sales channel that could appeal to these tourists could be partnering with tourism destination boards and organisations such as VisitBritain.org.
[bookmark: _Toc200118461]Product Development Strategy
Kukartsev et al. (2019) highlight that a product development strategy entails a business developing a new product for its existing market. Ferreira and Marques (2024) highlight that this is where a company will develop a new product line that improves the customer satisfaction of its existing customers. The marketing strategy to achieve this goal is by giving its existing product a new function and properties. Lunar restaurant focuses on providing fine-dining experiences, but one way it can achieve a new product line is by setting up new Chef’s table experiences or shows to appeal to its already existing affluent customers. The chef can showcase meal preparation for affluent customers.
[bookmark: _Toc200118462]Marketing Mix Changes at Lunar Restaurant
Pitri et al. (2025) highlight that businesses can evolve the traditional 4P marketing mix to adapt to the digital marketing environment. The digital marketing mix in the digital environment could include sales promotions, digital marketing avenues, integrated marketing communications, and public relations (Masterson et al., 2021). As for Place marketing, the organisation can move to modern digital communication channels such as advertisements on TikTok, Instagram, or other short video platforms. Li et al. (2024) highlight that for the product, the organisation can focus on selling high-quality products and focusing on their unique selling points. Wichmann et al. (2022) emphasise that businesses must approach pricing by underscoring the value they offer to customers. Instead of relying solely on the conventional strategy of offering the lowest prices, organisations should concentrate on providing value, even to price-sensitive consumers. Additionally, when it comes to promotions, companies should prioritise digital campaigns that highlight special deals.
Lunar Restaurant aims to provide its affluent customers with a high-quality dining experience that highlights cultural and historical elements. The strategy includes competitive pricing and sales promotions, targeting new affluent visitors interested in culture and heritage. Additionally, the restaurant will feature a Chef's table, allowing guests to see how exotic meals are prepared, enhancing their overall experience. The next step in the marketing mix is to emphasise capturing the culinary heritage experiences showcased by the Chef during meal preparations on short video-sharing platforms like TikTok and Instagram Reels. Additionally, the Chef can elaborate on the ingredients used in the dishes and their sourcing, helping to justify the pricing for affluent customers. The digital marketing strategy should prioritise weekly promotions for Lunar Restaurant's special offerings, such as their Two-Course Lunch and Three-Course Dinner on Sundays.
[bookmark: _Toc200118463]Tactics to be Used by Lunar Restaurant
The RACE Model Approach is a strategic digital marketing approach that employs insights gained from digital marketing challenges or insights of a business to develop new approaches to digital marketing techniques for a business (Sentino et al., 2023). After digital marketing planning is complete, the RACE model employs a cyclic method of Reach, Act, Convert, and Engage customers toward the business's strategic marketing approach. Reach in this model refers to the business creating awareness of specific aspects of its marketing strategy. Lunar restaurants plan to use digital campaigns on short-video digital platforms such as Facebook, Instagram, and TikTok. To reach its customers, Lunar Restaurant needs to post content of its Chef preparing or presenting meals for its affluent customers through Instagram reels, Facebook feeds, and TikTok feeds. This will help draw the attention of potential customers to the restaurant. Tenorio (2023) highlights that the Act refers to the step of persuading its customers to interact with the posted content on social media platforms. This step includes ensuring effective interaction of customers with specific touchpoints on their social media or website to encourage customer participation. Lunar Restaurant’s social media posts will encourage online customers to share its content with others through promotions using special deals. The posts will include captivating and interesting culture and history-driven or fine-dining content to interest the visitors. In addition, the content can prompt the first ten people to like and comment can receive thirty per cent off their meals at the restaurant. Tenorio (2023) highlights that conversion is the process of converting social media visitors into paying customers. Lunar Restaurant will revamp its online booking system to make it easier for visitors to reserve tables. Also, Lunar will allow its customers to reserve or book tables on their social media posts through commenting and have a staff member reach out for bookings. Finally, Tenorio (2023) highlights that Engagement is an approach to cement the relationship between the restaurant and the customers. Lunar restaurant will have online loyalty programs where repeat customers are offered discounts, which are communicated through digital campaigns.
[bookmark: _Toc200118464]Communication Mix
The Chartered Institute of Marketing (2020) highlights that social media marketing has become an integral marketing tool for businesses. Todorova (2015) highlights that based on the marketing mix, it’s important to find the appropriate communication mix to be used by the organisation. The appropriate approach is also determined by the time factor, resources available, the budget and the target audience. Based on earlier findings, Lunar Restaurant will focus on shared and owned media. Lunar Restaurant has no presence on TikTok, so the first step is creating a Lunar Wedgewood TikTok account.  The second aspect of this communication will entail daily Instagram reels, Facebook and TikTok posts showing the Menu highlights of their day with their pricing. Lunar will also post “Meet Our Chef” biweekly, showcasing the Chef preparing meals or presenting meals for customers to demonstrate their culinary expertise. Finally, Lunar restaurant will partner with VisitBritain.Org to post its fine dining experience with rich Wedgewood culture on the partner’s blog to improve the regional visibility of the brand. In addition, it will optimise its TripAdvisor profile and SEO to ensure that it is visible to non-local clients.
[bookmark: _Toc200118465]Project Timeline





All the marketing campaigns will begin at the start of June and end on the last day of November to allow follow-up and assessment to be done of the effectiveness of the marketing plan in December before any adjustments are made to the plan. Based on our project timeline, all the owned media, that is, Facebook, Instagram, and TikTok, will be operational, posting content daily from June to the end of November. On the other hand, the shared media will be scheduled differently. The advertisements placed on VisitBritain.Org will be done in the first two months because they are early marketing initiatives to incorporate tourist planning in advance. However, Tripadvisor optimisation will be done in the last three months of the campaign because most people use Tripadvisor when they are about to travel to their various destinations.
[bookmark: _Toc200118466]Control
Since Lunar Restaurant’s marketing objective is to enhance the brand's social media presence and visibility, the metrics will focus on customer engagement metrics. Trunfio and Rossi (2021) highlight that social media engagements can be done through measuring several metrics, including audience growth metrics and engagement metrics. For the Lunar marketing plan, the goal is to measure audience growth metrics by measuring the growth of followers across the three social media accounts. Then, for engagements, the goal is to measure and understand the likes, comments, reactions,  and shares of the content posted by the restaurant. In addition, for the shared media, the goal is to monitor the web conversions using analytical tools such as Google Analytics to understand the conversion rate from Tripadvisor and VisitBritain.org.
[bookmark: _Toc200118467]Conclusion
[image: ]According to the situational analysis of Lunar Restaurant, its primary strength is its strong brand recognition, which is supported by exemplary service and innovation. There is an opportunity to capitalise on its rich cultural history. However, the restaurant has a weakness in that the Wedgewood brand overshadows its social media presence, and it also faces intense competition from its rivals. The customers of Lunar Restaurant primarily come from the UK and are affluent individuals with a strong affinity for a fine-dining experience. According to perceptual positioning, Lunar Restaurant has three main competitors, but it is placed ahead of its competitors in innovative and formal settings. Lunar has potential collaborators from VisitBritain.org and its Wedgewood Brand. The PEST analysis revealed that current political events and customer buying attitudes towards fine-dining experiences favour the restaurant,  despite the high inflation rates and low technological advancements of the restaurant, which might affect fine-dining experiences. The marketing plan objective was to improve the restaurant’s visibility over the next six months using the company’s social media channels. The recommendation to achieve this is to open a TikTok account for Lunar Restaurant alongside the existing social media platforms, Instagram and Facebook. On these platforms, the restaurant shall provide discounts for repeat clients, and highlight and give emphasis to the restaurant's meal activities that highlight the historical and cultural aspects of the restaurant, such as the Three-course dinner. The restaurant also intends to start a weekly showcase of “Meet Our Chef” to provide a more exotic feel to the restaurant. Furthermore, the restaurant plans to utilise VisitBritain.org to promote itself to international diners interested in fine dining.
[bookmark: _Toc200118468]
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Appendix
Figure 2 This is the Website performance of Lunar Restaurant from SimilarWeb.
[image: C:\Users\HP\Downloads\Traffic enagagement.jpg]
Figure 3 This is the Website performance of Lunar Restaurant alongside competitors from SimilarWeb.
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Figure 4 TripAdvisor page of Upstairs from TripAdvisor
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Figure 5 TripAdvisor customer reviews of Upstairs from TripAdvisor
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Figure 6 TripAdvisor page of Flintlock from Tripadvisor
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Figure 7 TripAdvisor customer reviews of Flintlock from TripAdvisor
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Figure 8 TripAdvisor page of Lunar from TripAdvisor[image: ]
Figure 9 TripAdvisor customer Reviews of Lunar from TripAdvisor
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