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I acknowledge the use of ChatGPT (www.chatgpt.com) on 4 December 2025 to help me understand the assessment requirements in a simplified way to guide my research.

I used the following prompt(s):

1. Explain the main points of the assessment in simpler terms to aid my research.

Introduction

The purpose of this marketing plan is to enhance Wagamama’s marketing strategies, improve communication with customers, and expand its reach across the area. Marketing is a process aimed at understanding and fulfilling customers’ needs and wants. For example, customers may respond positively to social media campaigns, advertisements about new menu items, or promotions and sales (Kotler, Armstrong and Balasubramanian, 2024, pp.26–29, 217–222). According to Fahy and Jobber (2019, pp.372–373), marketing involves selecting the right customers and deciding whether to differentiate from competitors or compete on low cost.

Wagamama is a Japanese-inspired casual dining restaurant that has become well-known in the UK for its fresh, fast, and flavourful Asian dishes. The restaurants vary in pace, being both quiet and busy at different times, and Wagamama focuses on serving a specific group of customers through niche marketing. Its target audience includes young adults, students, and health-conscious diners, with a strong emphasis on understanding customer preferences through digital communication channels.

Wagamama faces competition from similar Japanese-inspired restaurants, such as Itsu (Itsu, 2025) and Yo! Sushi (Yo! Sushi, 2025), which offer comparable menus and dining experiences.

To guide its marketing strategy, Wagamama uses a range of tools and frameworks, including SOSTAC, the 4S of marketing (Product, Place, Price and Promotion), the Ansoff Matrix, Niche Marketing, Segmentation, SWOT, PESTLE, and the 5Cs analysis. These tools help Wagamama identify opportunities, address challenges, and connect effectively with its target customers.

Situation analysis


Wagamama’s main strength is its strong brand and the way it keeps a fresh and healthy image. The restaurant clearly promotes the freshness and quality of its food on its website and across social media platforms such as Instagram (Wagamama, 2025b), TikTok (Wagamama, 2025d), X (Wagamama, 2025e), Facebook (Wagamama, 2025a) and YouTube (Wagamama, 2025f). This strong online presence helps Wagamama stay connected with customers and remain well known, especially among younger audiences.

However, there are some weaknesses. One of the main issues is the relatively high prices on the menu (Wagamama, 2025c), which may discourage some customers from visiting regularly, as shown in Figure 5. Another weakness is that some Wagamama restaurants are not located in city centres, which may reduce walk-in customers. In addition, Wagamama does not appear to use much paid advertising on social media, which could limit its ability to reach new customers.

There are also several opportunities for Wagamama. By offering more affordable menu options, the restaurant could attract more students and price-sensitive customers. Expanding delivery services and increasing online engagement through digital marketing could help the business grow and reach a wider audience.
Finally, Wagamama faces threats from growing competition, as new restaurants offering similar food continue to enter the market. Changes in customer habits, such as a preference for cheaper or quicker dining options, could also have a negative impact on the business.
 
Understanding the types of customers is important for Wagamama because it helps the brand identify customer interests, needs, and preferred communication channels, as shown in figure 6. One key customer segment is Student Pods, typically aged 18–25. These customers usually live in rented accommodation, often a one-bedroom property, and are studying at college or university. Many have part-time jobs and a relatively low income. They are highly technology-focused and prefer digital communication, such as social media promotions and mobile alerts. This group enjoys shopping and is attracted to value deals and limited time offers (Experian, 2025).
Another important segment is City Sophisticates, aged 26–35. They usually live in rented two-bedroom homes and are either employed full-time or recently graduated from university or college. This group typically holds a university degree or higher qualification and has a higher disposable income compared to students. City Sophisticates prefer a mix of digital and outdoor marketing, including social media advertisements, billboard promotions, and online shopping platforms. They also enjoy travel and lifestyle-focused experiences, which aligns well with Wagamama’s modern and urban brand image (Experian, 2025). The final customer segment is Rural Kinship (Country Heritage), generally aged 56–65 and above. These customers are often homeowners, living in larger properties with four bedrooms, and usually have a university degree or higher education. Many work part-time or are semi retired and have a high income. This group tends to be selective in their purchasing decisions, buying only what they truly like. They respond well to direct mail, social media offers, and online browsing and purchasing. They also enjoy travelling, particularly holidays on cruises, making them interested in quality dining experiences rather than price-led promotions (Experian, 2025). Fahy and Jobber (2019, pp.372–373) explain that segmentation is key to understanding different customer groups. Foskett et al. (2021, pp.279–291) also emphasise that dividing the market into distinct segments helps businesses market more effectively. Similarly, Kotler, Armstrong, and Balasubramanian (2024, pp.26–29, 217–222) highlight that knowing your customers through segmentation allows a business to make better decisions and operate successfully. Villiers, Tipgomut, and Franklin (2019, pp.1–41) point out that targeting the right people ensures marketing efforts reach those most likely to buy, and using STP (Segmentation, Targeting, Positioning) helps focus on specific groups within a larger audience, as shown in figure 2.

Wagamama’s main competitors are Yo! Sushi and Itsu, as they offer similar Japanese-style dishes, such as katsu curries, rice bowls, and noodles. Wagamama has a distinctive dining experience, with a Japanese-inspired interior featuring wooden décor and floor seating. The service is also unique waiters take orders directly at the table and deliver dishes in a personalised style. In contrast, Yo! Sushi uses a conveyor belt system where customers pick plates, and the price is determined by the colour of each plate. Itsu offers a more casual dining experience, with standard table service.

In terms of pricing, Wagamama is positioned at a higher price point, Itsu at a mid-range level, and Yo! Sushi is the most affordable. Many customers choose Yo! Sushi because it is more affordable and allows them to enjoy a full meal without spending too much. Wagamama, on the other hand, appeals to those who are willing to pay a bit more for a premium dining experience and a unique Japanese-style atmosphere, as shown in Figures 8 and 9.

On the Perceptual Map, Wagamama is positioned as very high quality, with prices ranging from mid to high, reflecting its focus on providing a special dining experience (Figure 10). In Bowman’s Strategy Clock, Wagamama falls under Differentiation, offering high-quality food and a unique dining experience at a higher price. Yo! Sushi is positioned in the Hybrid-Low Price category, with quick belt service and prices between Wagamama and Itsu. Itsu is in the Low Price/Standard Value category, making it affordable and convenient for all types of customers, while also offering healthier food options.

Wagamama works closely with suppliers to ensure ingredients arrive fresh and of the highest quality, so customers enjoy the best possible experience. The restaurant also partners with delivery services like Deliveroo to reach more customers efficiently. Additionally, Wagamama promotes its business through influencers, who showcase new dishes and attract new audiences. These influencers are often paid for their promotional content. For example, Sugg, Z. (2025) promoted Wagamama during Christmas in Brighton, sampling the new katsu curry while shopping, helping to increase brand awareness and engagement.

The current economic challenge in the UK is rising inflation, which negatively affects businesses by increasing operational costs, shrinking profit margins, and raising expenses such as staff wages, electricity, and ingredient prices. One solution for Wagamama is to slightly increase menu prices to maintain profitability. According to Hooker and Bowker (2025), the inflation rate has risen by 3.6%, which is higher than in 2024.
A PESTLE analysis for Wagamama highlights several external factors. Politically, Wagamama must comply with laws such as food hygiene regulations, labour laws, and government policies. Socially, there is a growing demand for healthy, plant based, and Asian inspired dishes. Technologically, Wagamama uses online ordering apps, delivery services, and contactless payments to improve the customer experience. Legally, the restaurant must follow food safety and hygiene laws. Environmentally, Wagamama focuses on sustainability through eco-friendly packaging and efforts to reduce food waste (Ramsudeen, 2025).

The main goal of this marketing plan is to help Wagamama grow its business, connect better with customers, and make the dining experience even more enjoyable. These objectives are specific, measurable, and realistic: Attract more students and young adults to increase the visit. Boost app for more customer to download the app. Increase social media engagement to get more like and engagement across the platforms. Grow online orders and delivery sales to Increase delivery orders by promoting bundle deals, discounts, and app promotions. These objectives focus on making it easier for Wagamama to reach the right customers, keep them engaged, and make sure they keep coming back.

Wagamama is focused on growing its customer strategy and keeping its menu exciting while Using Ansoff’s Matrix, the brand works on selling more of its existing dishes through loyalty programs and special offers, while introducing new options like vegan ramen or seasonal specials to keep regular customers coming back. Their food stands out because it’s fresh, Asian inspired, and served in a modern, eco-friendly way that fits the brand’s image. Pricing is designed to be fair and competitive, with occasional discounts and bundle deals to make meals more appealing. Placement combines busy city-centre restaurants with online ordering and delivery, so customers can enjoy Wagamama in-store or at home. Promotion focuses on social media, working with influencers, seasonal campaigns, and highlighting sustainability efforts to connect with customers. The sales strategy also includes friendly staff suggesting extras and using app data to offer personalized deals. Overall, these strategies help Wagamama attract new customers, keep regulars happy, and stand out in a competitive market (Camillo, 2021, pp.428–466; Yo! Sushi, 2025; Pegan, Vianelli and Luca, 2020, pp.118–126; itsu, 2025a; Kotler et al., 2020, pp.49–61; Wagamama, 2025c). Break-even analysis is a useful strategy for understanding when a product will start generating profit and identifying the point at which sales cover all costs, as illustrated in Figure 11. It helps Wagamama determine the best time to launch or promote a product and plan for increased sales, ensuring that resources are used efficiently and financial targets are met.


Customer Relationship Management (CRM) helps Wagamama build stronger relationships with customers through loyalty programs, personalised offers, and feedback surveys, encouraging repeat visits. Digital marketing plays a key role in promoting the menu and brand, using social media, influencers, and targeted online campaigns to reach a wider audience. Performance metrics track sales, online orders, and social media engagement, providing valuable data to improve future campaigns and menu offerings. These tools help Wagamama connect with customers, boost sales, and remain competitive in the market. 

Wagamama can use the RACE framework to plan how it reaches, engages, and keeps customers coming back. To reach new audiences, the brand can run fun social media campaigns on Instagram, TikTok, and X. like have questions like which dish do you order most often? Options katsu curry, ramen, gyoza or others or Which menu items would you like to see added or improved? (George, 2021, pp.474–537). Work with food influencers and make sure its website is easy to find and use. To get people to act, Wagamama can use interactive polls, recipe videos, and encourage sign-ups to its loyalty app (Ramos, Almeida and Fernandes, 2020, pp.82–97). To convert interest into sales, it can promote online ordering with discounts, offer bundle deals, and have staff suggest add-ons in-store or via the app. To engage customers for the long term, Wagamama can send personalized emails, encourage reviews on TripAdvisor and Google, and share customer stories on social media to build a sense of community. Looking at Wagamama’s current digital presence, it’s clear they are visible online, but there’s room to improve engagement by partnering with influencers, creating more interactive content, making the website easier to use, and responding more actively to reviews. These tactics help Wagamama connect with its main audience especially younger, tech-savvy customers making their experience more enjoyable, encouraging repeat orders, and building loyalty (Kumar, 2020, pp.1–24). Digital tactics play an important role in helping Wagamama connect with its target customers. Social media platforms such as Instagram and TikTok allow the brand to share engaging and visually appealing content, including behind the scenes kitchen footage, new menu launches, and sustainability initiatives. Working with influencers also helps build trust and credibility, particularly younger audiences who often rely on recommendations from people they follows online. From the research and data collection I have investigate the customer profile and the customers need, similar web and Spark Toro have provided me with the information of customer engagement and needs. The communication mix that Wagamama has use are direct marketing, advertising, sales promotion, personal selling and public relation. In grant chart they will be all the information. The main strategies that Wagamama has use is advertising. That could be on social media ads or tv ads. This links to customers because their demand matches the customers profile like student pods requested for social media offers and mobile adverts and marketing is all about looking at customers’ demands and providing and city sophisticates ask for social offers and billboards ads. As we know what customers wants. The key question that customers’ demands are katsu chicken recipes, is Wagamama halal? can you book Wagamama, Wagamama price, Wagamama offers those are often people search online to ask that question from the research.  
Email marketing and app notifications allow Wagamama to communicate with customers in a more personal way by offering tailored discounts based on individual preferences and ordering behaviour. In-store activities, such as staff suggesting add ons or making menu recommendations at the table, further support digital campaigns by improving the overall dining experience. Together, these online and offline tactics create consistent messaging and help Wagamama meet the specific needs and expectations of its niche customer segments.
The communication plan for Wagamama outlines the marketing channels and schedule used to reach and engage customers throughout the year. Advertising through social media ads will focus on reach, impressions, and engagement to attract new customers and promote new products, running continuously from November to November. Google search advertising will be used to drive website traffic and clicks, supporting social media campaigns, and will run from December to August. Influencer collaborations will take place from January to August to increase brand awareness and credibility among younger audiences. Personal selling will be implemented in-store through staff upselling and refreshed employee uniforms, running from April to December to enhance the dining experience. Sales promotions include a Valentine’s Day table-for-two offer from January to February, as well as student discounts such as 10% off or “buy five, get one free,” running from September to June to attract students returning to study. Public relations activities, including community events and brand-led experiences, will run from January to October to strengthen brand image. Direct marketing will include monthly email marketing campaigns measured by open rates, running from November to November. In addition, app push notifications offering redemption deals will be sent from January to November, while SMS promotions featuring relevant offers will run from February to September. Overall, this communication plan ensures consistent engagement with customers across multiple channels throughout the year. This is supported by a grant chart in appendices, as shown in figure 7.

Measuring the success of Wagamama’s marketing plan is essential to understand whether the strategies and campaigns are achieving their intended goals and driving growth. One key way to track progress is by monitoring new customers, which can be measured through online and app orders as well as in-store visits. This helps the brand determine whether promotional campaigns, social media activity, and loyalty programs are effectively attracting new people to Wagamama. Another important KPI is social media interactions, including likes, comments, shares, and follower growth on platforms such as Instagram, TikTok, X, and Facebook. These metrics provide insight into how well content engages the target audience, highlights new menu items, and builds brand awareness. Website traffic and search activity are also critical indicators, showing how many people are visiting Wagamama’s site, exploring the menu, and finding the restaurant through Google searches, which reflects the success of digital marketing campaigns and SEO strategies. In addition, sales and profits must be carefully monitored, including overall revenue, sales generated from seasonal promotions or upselling, and the average spend per customer. This helps Wagamama evaluate whether increased engagement and awareness are converting into real revenue. Finally, app downloads and loyalty program sign-ups are valuable for tracking customer retention and repeat business, showing whether personalised marketing and direct communication efforts are encouraging long-term relationships with customers. By regularly reviewing these KPIs, Wagamama can identify what strategies are most effective, make data-driven improvements where needed, and ensure that marketing efforts continue to strengthen customer engagement, drive sales, and support sustainable growth in a competitive casual dining market (Kotler, Armstrong and Balasurbramnian, 2024, pp.26–29 and 217–222).

This marketing plan shows how Wagamama can strengthen its position in the market by focusing on niche marketing and targeted digital strategies. By looking closely at both internal and external factors using tools like SWOT, PESTLE, STP, and competitor analysis, the plan has identified the key opportunities and challenges the brand faces. Wagamama’s strong brand image, emphasis on fresh and healthy food, and active digital presence provide a solid foundation for growth. At the same time, increasing competition and ongoing economic pressures mean the brand needs to focus on targeted promotions and deeper customer engagement. The proposed objectives, strategies, and tactics address these challenges by highlighting digital marketing, customer relationship management, and personalised communication. Overall, this plan shows that using structured frameworks such as SOSTAC, Ansoff’s Matrix, and the RACE model can guide effective marketing decisions. By regularly reviewing performance and responding to changing customer needs, Wagamama can continue to build its competitive advantage and grow sustainably in the UK casual dining market.
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Appendices

Fig.1 Various forms of digital content in digital marketing 
(George, 2021, pp.479)
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Fig.2 Segmentation 
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Fig.3 Managing marketing strategies and the marketing mix
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Fig.4 Omnichannel Customer Journey in the Restaurant Sector
(Pegan, Vianelli and Luca, 2020, pp.121)
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Fig.5 Menu with prices (Wagamama, 2025c)
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SimilarWeb (2025), (SparkToro, 2025) and (Semrush, 2025).
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Fig.10 
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Perception Map

Fig.11 – break even
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® Table 7.1 | Major Segmentation Bases for Consumer Markets

Segmentation Base

Examples

Geographic

Demographic

Psychographic
Behavioral

Nations, regions, states, counties, cities,
neighborhoods, population density (urban,
suburban, rural), climate

Age, life-cycle stage, gender, income,
occupation, education, religion, ethnicity,
generation

Lifestyle, personality

Usage occasions, benefits, user status,
usage rate, digital proficiency, online activi-
ties, loyalty status
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preference (Stokes, 2018: 236). Another popular example
of C2C is Airbnb, an online marketspace that connects
travellers seeking authentic experiences with hosts offering
unique accommodation and experiences around the world
(see m Fig. 12.2).
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Fig. 12.2 Various forms of digital content in digital marketing

C2C includes online forums and social networking sites,
enabling consumers to offer their opinions to other
consumers, which, in turn, affects their purchasing
decisions. Blogs (web journals) are also a C2C medium in
which consumers share information. TripAdvisor is an
example of an affiliate marketing website that collects user
testimonials on recommended destinations, hotels,
restaurants, and things to do (see @ Image 12.1).

12.2.3.4 Consumer to Business

The fourth online marketing domain is consumer to
business (C2B), in which consumers communicate with
organisations by sending in suggestions and questions via
business websites. Alternatively, consumers can search for
sellers on the internet, gather information, initiate
purchases, and give feedback. In this way, consumers

initiate transactions with firms, as opposed to the other way
around (B2C). > Priceline.com, for example, allows
potential buyers to bid for airline tickets, rental cars, hotel
rooms, and cruise and holiday packages, leaving the seller
to decide whether to accept their offers (m Image 12.1).
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Support the Good Out There

Image 12.1 Trip Advisor’s homepage

Visit these websites: » www.tripadvisor.com and P
www.priceline.com.

The average user looks at 40 offers before booking

travel on the internet.

12.2.4 Digital Media: Content Marketing, and
Owned, Paid, and Earned Media

The most common way of thinking about digital marketing
is to think in terms of the three types of media available to
marketers: owned, paid, and earned (Strauss, El-Ansary &
Frost, 2013: 333). Each of these three media options act as
a type of online communication channel that advertisers can
use to reach their target audiences. A good online marketing
strategy requires a mix of all three types. The remainder of
the digital marketing section of this chapter is based on this
figure and is divided into these three types of media, with
content marketing running as a thread through all types of
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