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[bookmark: _Toc200781105]Introduction
This marketing plan has been developed to provide a comprehensive digital communications strategy for Karachi Cuisine, a Pakistani restaurant located in South London. This plan aims at improving the competitiveness of the restaurant in the market by improving the level of customer interaction, brand reputation and sales volume achieved through effective use of digital marketing channels. It will help to cope with existing problems of poor online presence and under-utilized digital communication opportunities and take advantage of the existing opportunities in the increasing demand of authentic South Asian food in a multicultural urban environment. The following plan is planned to be used by the management team of Karachi Cuisine to decide on the marketing activities and to allocate resources in the next 12 months. The plan offers practical actions steps in attracting new customers, enhancing customer loyalty and boosting the competitive edge of the restaurant in the dynamic market because it identifies and presents clear objectives, strategies and tactics (Saleem, 2023). The marketing plan is organized according to the known business structures with the aim of making the approach very comprehensive and strategic. A Situation Analysis involves the 5 Cs model which looks at the company in terms of strengths and weaknesses (through a SWOT analysis), customer segmentation and customer profile, positioning of competitors, relationships with collaborators as well as the macro environment by performing a PESTLE analysis (Baack et al., 2019). The heart of the tactical recommendations is the Marketing Mix (4Ps) of the restaurant: Product, Price, Place, and Promotion to make sure that the restaurant offers and communications respond to customer needs and market trends. Ansoffs Matrix can be used to analyze market penetration and product development alternatives to use in guiding growth strategies (Khan et al., 2022). To plan communications, the digital marketing tactics are organized into the RACE framework (Reach, Act, Convert, Engage) and success is measured with control mechanisms based on KPIs. In conjunction, these models offer a transparent, evidence-based roadmap that Karachi Cuisine can use to develop its brand and online presence within the saturated South London restaurant market.
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[bookmark: _Toc200777442][bookmark: _Toc200781107]Company (Micro Analysis): SWOT
Karachi Cuisine is a well-established Pakistani restaurant in South London, renowned for its authentic South Asian flavors, banquet-style service, and community-focused events. To reposition the brand digitally, we must assess internal strengths and weaknesses and the external environment through a SWOT analysis:
	Strengths
	Weaknesses

	· Strong local brand reputation, especially within the South Asian community.
· High-quality, authentic Pakistani cuisine.
· Established dine-in, catering, and takeaway services.
· Large venue space suitable for events (weddings, mehndi nights, corporate dinners).
· Active presence on platforms like UberEats, Deliveroo, and JustEat.
	· Limited digital engagement on social media platforms.
· Outdated website design and limited SEO visibility.
· Lack of personalized online customer experience or loyalty programmes.
· Inconsistent online reviews and customer service responses.
· Dependence on traditional marketing (flyers, word-of-mouth) (Majid and Tanveer, 2023).

	Opportunities
	Threats

	· Rising demand for halal, authentic and experiential ethnic cuisine among Millennials and Gen Z.
· Growth in food delivery and digital ordering post-pandemic.
· Potential to collaborate with local influencers or food bloggers.
· Expansion into virtual dining experiences or branded food kits (Chaffey et al., 2019).
· Using AI-driven tools for customer insights and targeted marketing.
	· High competition from newer, tech-savvy South Asian or fusion restaurants.
· Rising food and energy costs post-Brexit.
· Changing consumer behaviour favouring fast-casual or delivery-only formats.
· Risk of negative reviews going viral online if not promptly managed.
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Understanding customer segments is essential for tailoring digital communication.
Segmentation Variables:
	Segment
	Demographic
	Behavioural
	Needs

	Heritage Diners
	South Asian families, 35–60
	Dine-in and family events
	Cultural authenticity, halal

	Young Urban Foodies
	20–35, diverse ethnicities
	Social media-driven choices
	Aesthetic plating, Insta-worthy

	Event Planners
	Local businesses, wedding organisers
	Group bookings
	Large venue, set menus

	Delivery Regulars
	25–45, working professionals
	Weeknight meals
	Fast, convenient, value



Customer Personas
1. Ayesha, 29 – Young Urban Foodie
Ayesha is a Clapham dweller who is a digital savvy professional. She is very susceptible to food trends on Instagram and Tik Tok, where she follows halal food bloggers and aesthetic cuisine creators. She orders take away three times a week and is willing to pay attention to convenience, presentation, and authenticity (Bowie et al., 2017). The woman often looks for new halal places on Google and uses visual content to make a decision about where to have a meal. Ayesha is a case of an increasing number of Millennials and Gen Z that are seeking cultural authenticity, however, with a modern and digital touch (Memon et al., 2024).
2. Imran & Parveen, 52 -Heritage Diners
Imran and Parveen, a Pakistani couple residing in Croydon, are faithful to the traditional dining out experiences. They also celebrate birthday, anniversaries and religious functions such as Eid in the truly Pakistani restaurants which provide cultural atmosphere, live music and large servings. Their activity on visual platforms is lower, although they actively use WhatsApp as a messenger and Facebook to learn about the events in their community and find local offers. Familiarity, quality of service, and cultural reverberation are the factors that make them loyal (Memon et al., 2024).
3. Tina, 35 – Hometown Event Planner
Tina is a party planner in Tooting who often plans engagement parties, work parties and family get together. She focuses on convenience of reservation, set menu deals and high ratings online. Digital credibility is essential to her venue selection process since she utilizes websites such as Google Reviews, TripAdvisor, and Eventbrite to evaluate establishments (Masterson et al., 2021).
[bookmark: _Toc200777444][bookmark: _Toc200781109]Competitors Analysis
To understand Karachi Cuisine’s market positioning and identify strategic opportunities, it’s essential to analyses key competitors using a Perceptual Positioning Map and Bowman’s Strategy Clock.
Perceptual Positioning Map
[image: ]
· Karachi Cuisine: Positioned as highly authentic and mid-range in price, appealing to families and heritage diners.
· Chak 89 & Namaste Lounge: Offer premium experiences with upscale décor and pricing, targeting events and formal dining.
· Spice Village: Similar in authenticity but slightly lower priced, appealing to younger families (Kayani et al., 2023).
· Dishoom: Less authentic but highly stylised, appealing to urban millennials.
· Ghost Kitchens: Focus on low-price and convenience, but lack ambiance or authenticity.
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Figure 1: Bowman’s Strategy Clock
The Strategy Clock developed by Bowman defines eight strategic positions determined by the price and the perceived value. Karachi Cuisine is currently placed in between Position 3 (Hybrid) and Position 4 (Differentiation) (Kotler et al., 2021).
Hybrid (Position 3): Karachi Cuisine serves quality by providing Authentic Pakistani food at affordable prices. This is part of its appeal to its target customer base of heritage diners and local families, who are used to getting large portions and cultural atmosphere without having to pay high prices (Villagrasa et al., 2025).
Differentiation (Position 4): Its buffet-style food service, live music, and ability to host events makes it stand out among the nameless South Asian restaurants and ghost kitchens. This distinction is however, not completely captured online yet.
Key Competitors:
Chak 89 and Namaste Lounge are positioned on Focused Differentiation (Position 5), and they provide high-end services and prices on high-end events (Clow and Baack, 2013).
Spice Village is the restaurant that has the same Hybrid strategy and competes directly with Karachi Cuisine (Nunes et al., 2021).
Ghost Kitchens utilize a Low Price (Position 1) strategy and are concentrated on affordability and convenience.
Strategic Opportunity:
Differentiation Karachi Cuisine should also consider should be the enhancement of its digital presence, personalised experiences, and the ability to form emotional bonds with the audience. Investing in upgrading its webpage, loyalty programmers, and cooperation with local influencers can bring the restaurant closer to Position 5 and give people the impression of better value without a substantial increase in prices (Kasamani et al., 2021).
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In case of Karachi Cuisine, a long-established South Asian restaurant in South London, the business exists in an active network of business-to-business (B2B), partnerships, and local collaborations that directly influence the service quality, growth opportunities, and customer experience (Luu et al., 2025). Enhancing and broadening these B2B relations is the key to maintaining the competitive edge and facilitating digital transformation in the new hospitality environment.
1. Supplier Relationships
Karachi Cuisine depends on regular and reliable suppliers of fresh halal meats, spices, vegetables and catering material. The authenticity of the restaurant and the quality of the food, which is the key element of its brand, depends on these suppliers. Edifice has been sustaining good B2B relationships with the local and regional halal-certified wholesalers to ensure delivery and cost competence (Mooij, 2019). These relationships need to be future-proofed and digitally run in a climate where supply chain problems are being felt after Brexit through features such as automated ordering systems, invoicing systems, and supplier performance monitoring (Sashi and Brynildsen, 2022).
2. Delivery and Technology Partnerships
Food delivery is an essential part of customer acquisition in the modern market. Karachi Cuisine has a partnership with Uber Eats, Deliveroo and Just Eat, which gives visibility to a broader clientele and provides insights about customer preferences, busy periods, and demand by location. Reviews and ratings also make these platforms an indirect marketing tool. Nonetheless, Karachi Cuisine can seek better commission rates or look at the possibility of rolling into lower commission options, such as Hunger or Flip dish or develop its own branded ordering application to limit reliance on these platforms (Saragih, 2025).
Other tech-related partnerships are POS providers, reservation systems such as OpenTable or payment providers. With the help of these ties, there is an opportunity to improve digital reporting, loyalty, and customer segmentation (Armstrong and Kotler, 2020).
3. Event and Corporate Collaborations
One of the main sources of income of the Karachi Cuisine is its event catering Banquet Hall business. The restaurant already works with wedding planners in the area, corporate event organizers as well as cultural societies to host events such as mehndi nights, Nikkahs and community fundraisers (Dubey et al., 2023). These alliances provide a steady source of B2B revenues and can be improved with co-branded packages, discounts on bulk bookings or referral programmes (Porter, 2019).
The possible partners are:
· Ramadan is a time of iftars and Eid celebrations in mosques and community centres.
· Cultural nights or society dinners at local universities (e.g. UCL, King&rsquo;s College London) (Frochot and Batat, 2013).
· Online venues such as Eventbrite or Tagvenue to list the venue online.
Karachi Cuisine might also be able to create a corporate catering division, focusing on local offices and local councils to cater lunch and meetings, as well as staff functions, offering tailored menu packages and tax-invoice assistance (Kremez et al., 2023).
4. Influencer and Content Collaborations
Though not a conventional B2B, influencer marketing is a contemporary kind of affiliation, which bordering on business and consumer association. Karachi Cuisine needs to network with South London-based halal food bloggers, lifestyle vloggers and Instagram influencers, including @halalfoodlondon or @tootingeats. The partnerships can be done in forms of tasting menus, review videos, or sponsored posts to facilitate foot traffic and online participation (Ansoff, 2018).
5. Franchise Potential and Brand licensing
Although Karachi Cuisine is a one location brand at the moment, it is a franchise worthy brand in the long term, owing to its cultural appeal and ability to scale event-based business model. The first step in developing a franchise blueprint would be standardization of its operations, service protocols, and digital systems (Kremez et al., 2023). The brand has a future opportunity to consider regional expansions (e.g., East London, Birmingham) by either a franchisee or a joint venture.
The success of Karachi Cuisine is dictated not solely by the quality of the food it makes but by the resilience and flexibility of its B2B ecosystem. The restaurant can achieve long-term competitiveness and sustainable growth in the rapidly digitalizing market by updating the digital tools, developing current relationships, and finding a scalable model such as franchising (Ahmed and Saeed, 2020).
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A PESTLE analysis assists Karachi Cuisine to comprehend the wider external contexts affecting its business conditions within South London.
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Figure 2: PESTLE Macro Analysis
Political:
The cost of food importation after Brexit has hit the spices and halal-certified meats, which are staples of Karachi Cuisine menu (Khan et al., 2023). There is, also, the effect of stricter visa rules that affect the recruiting of skilled South Asian chefs. Managing local health and safety codes is also a big issue, because government agencies are implementing COVID-19 safety protocols in hospitality.
Economic:
There is an inflationary pressure, as well as cost increase in energy and raw material that impacts menu pricing and profitability in the UK. The customers in South London are price sensitive, i.e. they require value at no cost to the quality. The developments of the online food delivery services can provide revenue generation opportunities but are also associated with commission expenses that result in margin erosion (Surahio et al., 2022).
Social:
South London boasts of a wide population with the South Asian community being very prominent hence necessitating the need of authentic Pakistani food. The consumer interest in halal, vegetarian, and health-conscious is growing. The ethical sourcing and support of the community are in the social trends, and Karachi Cuisine can use it in its messages (Kantar, 2023).
Technological:
The pace of digitalization in the hospitality industry is only speeding up as clients demand convenience of online ordering and mobile payment, as well as an active presence in social media. The emergence of AI-based marketing systems and customer analytics can offer Karachi Cuisine the chances to personalize the offers and enhance customer retention (Memon et al., 2024).
Legal:
The food safety, employment, and data protection regulations (e.g., GDPR) must be complied with. Any digital communication and loyalty programmes should not violate privacy and advertising standards to incur penalties.
Environmental:
The issue of sustainability is becoming more relevant; clients demand environment-friendly packaging and waste management programs. Although Karachi Cuisine cannot afford to be green at the moment, there are still ways it can improve its brand image by becoming greener, i.e. biodegradable take-out containers, energy efficient kitchen appliances (Memon et al., 2024).
This PESTLE analysis denotes the existence of opportunities and threats that define the strategic digital communication and operational plans of Karachi Cuisine.
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Figure 3: Marketing Mix (4Ps)
Product: Karachi Cuisine serves pure Pakistani food, biryanis, kebabs, curries, and traditional deserts that are made using fresh halal food. The restaurant additionally offers banquet style dining and catering facility to weddings, business functions and cultural festivities (Hassan et al., 2022). More recently it has ventured into takeaway and delivery, keeping up with the increasing demand of convenience, without sacrificing authenticity.
Price: The price is set at an average level to provide quality and quantity at a reasonable price that attracts the family and the young professional segments. The restaurant employs competitive pricing techniques and keeps pace with the local South Asian competition, with set price menus available on event booking and the occasional discount or loyalty reward to generate repeat custom (Beva, 2022).
Place: Karachi Cuisine is situated in South London, where there is a great variety of neighborhoods, multicultural environments and a considerable amount of south Asians. It caters to its customers in dine-in, takeaway, and third-party delivery apps, such as Uber Eats and Deliveroo. The restaurant also expects to enable direct online ordering through its own website to gain higher margins, and to collect more customer data (Channa et al., 2021).
Promotion: The trend in promotion activities is more online-based promotion by using social media tools such as Instagram and Facebook to attract younger generations and local community interests. Partnerships with food influencers and community events increase brand awareness. Seasonal promotions during Ramadan and Eid along with targeted advertisements and email newsletters would keep the customers loyal and encourage new dining experiences (Saleem, 2023).
The given marketing mix corresponds to the aim of Karachi Cuisine to offer a balance between the traditional and the modern convenience and digital presence.
[bookmark: _Toc200777448][bookmark: _Toc200781114]Objectives
Increase Karachi Cuisine’s online orders by 30% and grow social media engagement by 50% within the next 12 months by launching a targeted digital marketing campaign and improving the website’s ordering system.
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New Value Proposition
The new value proposition of Karachi Cuisine is “Modern Digital Experience – Authentic Pakistani Flavours.” The restaurant can attract more younger and technologically oriented customers in addition to preserving the heritage recipes and banquet-style service that appeals to older diners by making it more convenient and interactive. This implies both producing real, quality food and offering convenient online ordering, social media presence and personalised deals - blending tradition and technology (Sukur et al., 2024).
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Karachi Cuisine will primarily pursue a Market Penetration and Product Development strategy:
[image: Using The Ansoff Matrix to Develop Marketing Strategy]
Figure 4: Ansoff’s Matrix model
Market Penetration: The restaurant aims to gain more market share in the current South London market by gaining more takeaway and delivery consumers, particular the younger demographics who transact regularly through online ordering. This involves enhancing online marketing, increasing the social media, and enhancing collaboration with delivery services (Mirani, 2024).
Product Development: Karachi Cuisine will offer new menu items to health-conscious and halal foodies, including vegetarian dishes or low-oil meals, as well as Ramadan and Eid special packages. Also, the digital value will be provided to the product offering through the creation of a branded mobile application that will allow direct ordering and loyalty programs (Gbadamosi, 2019).
Market Development or Diversification opportunities are quite limited in the short term since the emphasis will be on increasing the intensity of interactions with the current local market and customer segments (Kayani et al., 2023).
Changes to the Marketing Mix
Product: Offer healthier and seasonal dishes, in addition to classic ones. Create corporate catering packages and events with definite online ordering placement (Ghauri, 2014).
Price: Keep mid-range prices competitive and offer value in terms of loyalty discounts and/or bundle offers, particularly when there is a festival or a local event.
Place: Promote the online presence by making a convenient website and an application where orders and reservations can be placed directly. Enhance collaboration with delivery services at the same time as decreasing the dependence on third-party commission (Ahmed, 2024).
Promotion: work with food influencers, use Instagram and TikTok as a storytelling platform, launch targeted advertisements with a focus on the new value proposition. Make user-generated content and reviews to enhance the reputation and visibility. Cultural relevance will be enforced through seasonal campaigns during Ramadan, Eid and community events which will help in attracting new customers (Kazmi et al., 2025).
The proposed strategy adds rhythm to the Karachi Cuisine brand so that it can compete in a digitally-first world without compromising the cultural heritage of the brand. The new value position and changes in marketing mix will assist it to increase its customer base, strengthen loyalty and increase its overall profitability (Hultén, 2020).
[bookmark: _Toc200777449][bookmark: _Toc200781117]Strategies of Karachi Cuisine
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Figure 5: RACE Framework Strategy
Reach: Run focused social media campaigns on Instagram, Facebook, and Tik Tok to raise awareness among the young urban foodies such as Ayesha. Google Ads invested in should target halal South Asian cuisine South London to attack search intent. Cooperation with local food influencers to extend the range and authority (Liaqat, 2024).
Act: Enhance the user experience (UX) of the websites and introduce mobile-compatible online ordering with integration to the loyalty programs to promote online ordering. Include explicit call-to-action on social media posts and emails to make bookings of events and takeaway orders.
Convert: Implement time-based offers and event package discounts as well as referral rewards. Retargeting ads and email drip campaigns will aid in transforming site visitors to paying clients (Khan, 2025).
Engage: Create a content calendar that includes behind the scenes videos, customer testimonials, cultural tales and festival promotions to generate emotional tie-up and repeat business. WhatsApp Business can be used to communicate with customers directly and serve them personally.
[bookmark: _Toc200777451][bookmark: _Toc200781119]Existing Communications & Gaps
Social media: The Instagram and Facebook accounts of Karachi Cuisine are not very active and do not have a regular posting schedule. Little utilization of TikTok which is a crucial channel among younger demographics. It is largely promotional, and does not include storytelling or interactivity (Khan and Tariq, 2023).
Online Ordering / Web site: Their existing site is dated and does not offer an easy ordering experience or loyalty program, resulting in potential customers using third-party apps that take a large commission.
Email Marketing: No organized email marketing campaign or newsletter. Delivery apps data relating to customers is underutilized (Kingsnorth, 2019).
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· Develop a content strategy focused on storytelling and cultural relevance to boost engagement.
· Redesign the website with integrated online ordering and loyalty program.
· Launch consistent social media campaigns with influencer partnerships and hashtag challenges on TikTok (Hasan et al., 2024).
· Start segmented email marketing with offers, event updates, and personalised recommendations.
· Use WhatsApp Business for promotions and booking confirmations to enhance customer service.
[bookmark: _Toc200777453][bookmark: _Toc200781121]Marketing Channels Schedule (Gantt Chart Overview)
	Activity
	Months 1-3
	Months 4-6
	Months 7-9
	Months 10-12

	Website redesign & launch
	
	
	
	

	Social media content creation
	
	
	
	

	Influencer campaigns
	
	
	
	

	Google Ads & social ads
	
	
	
	

	Email marketing setup & launch
	
	
	
	

	Loyalty program rollout
	
	
	
	

	WhatsApp marketing integration
	
	
	
	

	Seasonal campaigns (Ramadan, Eid)
	
	
	
	



Social media (Instagram, Tik Tok, Facebook): The greatest opportunity to engage with target audiences (young urban foodies and local community).
Google Ads: It will attract high-intent traffic of people searching halal and South Asian restaurants.
Email Marketing: Allows personalised contact and repeat business which is underutilized at the present (Shams and Kadow, 2024).
WhatsApp Business: Provides one-to-one communication that is immediate and creates trust among heritage diners who are less engaged with social media.

Influencer Marketing: establishment of trust and outreach amongst the younger audiences through genuine recommendations (Sattar, 2024).
Online Ordering and Website: The basis of digital expansion and a rise in margins by decreasing the dependency on third-party delivery services.
This strategic action plan specifically responds to the situational gaps of Karachi Cuisine and uses the sustainable growth and customer-focused data-driven digital communications plan.
[bookmark: _Toc200777454][bookmark: _Toc200781122]Control: Measuring Success for Karachi Cuisine
In order to measure the performance of the digital communications strategy of Karachi Cuisine, specific metrics and KPIs will be monitored on a regular basis.
[bookmark: _Toc200781123]Attracting New Customers
Increase in Online Order: Track the newly placed orders via the site and app and look to improve by 30 per cent over a year (Batool et al., 2021).
Website Analytics: Monitor the number of visitors, pages views, and time on site to gauge an increase of engagement.
Social Media Growth: Track the follower, likes, comments, and shares on Instagram, TikTok, and Facebook and aim to increase on all platforms by 50 percent or more.
[bookmark: _Toc200781124]Creating Customer Loyalty
Repeat Customer Rate: Using the data provided by loyalty programs and CRM systems, examine the number of returning customers (Batool et al., 2021).
Email Campaign Performance: Measure the performance of email marketing by monitoring open rates, click-through rates, and conversion rates.
[bookmark: _Toc200781125]Improving the Brand reputation
Review Scores: Track customer reviews and feedback on Google, TripAdvisor, and delivery apps and work to keep average scores above 4 stars.
Customer Sentiment: Social listening tools can help understand the general attitude to the brand on social media (Ali et al., 2024).
[bookmark: _Toc200781126]Financial Impact
Sales Growth: Calculate the total revenue increase because of dine-in, takeaway, and delivery services.
Profit Margins: Measure profitability, especially gains brought by increased direct orders that diminish the need to utilize third-party delivery services.
Monitoring these KPIs monthly and quarterly will help Karachi Cuisine to adjust its approach accordingly so that it could experience a consistent growth, improved relationships with customers, and a positive online presence (Khan et al., 2022).
[bookmark: _Toc200781127]Conclusion
With the help of this marketing plan, Karachi Cuisine will have a definite guide to follow in order to establish itself better in the competitive South London restaurant business through the use of digital communication methods to target the different customers it has. By means of the thorough evaluation of internal weaknesses and strengths, customer segments, positioning of the competitors, and external environment, the plan reveals the major threat to contribute to the brand awareness, enhance customer interaction, and boost sales. With the right value proposition focused on the combination of the authentic Pakistani food with the modern, digital-first approach, Karachi Cuisine will be able to attract not only the older heritage diners but also the younger technology-savvy foodies (Pathan et al., 2021). Market penetration and product development based on the strategic application of Ansoffs Matrix are the directions to achieve this growth due to the help of a redesigned marketing mix. The communication strategies motivated by the RACE framework, such as social media interaction, affiliate collaborations, better online ordering, and personalised email advertising, are to fill existing gaps and help to reach as many people as possible. An effective marketing channels timetable is an assurance of a regular and focused promotion. Lastly, the defined control measures with the help of KPIs will enable Karachi Cuisine to track the progress, adjust the strategies, and get quantifiable improvement in the customer acquisition, customer loyalty, brand recognition, and profitability. All these steps can put Karachi Cuisine in a good position not only to survive but also prosper in the new restaurant environment, as it will be able to compete with other restaurants in terms of customer expectations and effective use of the digital environment.
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