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Executive Summary
The Secret Beach Bar and Kitchen are a highly popular seaside venue known for its beachfront location, variety of food and drinks, and vibrant atmosphere, which drives its popularity (Kotler et al., 2017). While the restaurant is effective at attracting tourists in summer, its engagement through digital marketing is low. And its local audience is already loyal. 
This sales plan proposes a targeted digital marketing strategy designed to increase visibility to new audiences and drive additional sales, particularly during off-peak periods, as seasonal demand presents ongoing challenges common within coastal hospitality businesses (gov.wales, 2021). Using Ansoff’s matrix as a framework, the plan outlines strategies in market penetration, product development, and diversification, while emphasising low-risk tactics (Peterdy, 2025) which complement the Secret’s already existing strengths. Key recommendations include the creation of targeted social media campaigns, influencer collaborations, and a seasonal digital loyalty program to convert tourists into repeat customers.
Introduction
The Secret Beach Bar and Kitchen are an iconic hospitality venue located along Swansea Bay, widely recognised as a popular summer destination (Hoggan, 2023) attracting a tourists and local customers. Its beachfront setting, relaxed atmosphere and strong reputation for quality, vibrant food and drink have positioned it among the local competition as a key social venue during summer months. Despite its popularity, the venue’s digital marketing engagement remains relatively low, which presents both a strategic challenge and an opportunity for future growth within an increasingly digitally driven hospitality environment (Chaffey & Ellis-Chadwick, 2022).
The purpose of this sales plan is to propose a targeted digital marketing strategy that builds on The Secrets’ strengths while addressing areas of underperformance. The primary objectives are to increase visibility, enhance customer engagement, and drive sales growth, with a particular focus on off-peak and shoulder seasons, which are widely recognised challenges within coastal tourism and hospitality (Butler, 1998). While the venue already performs strongly through word of mouth and seasonal tourism, this plan argues that selective and well-managed digital marketing initiatives can support sustainable growth without undermining the venues established appeal. Ansoff's matrix (Ansoff, 1957) is used as a guiding framework to ensure that growth strategies remain structures, focused, and low risk. 
Situational Analysis
The Secret operate year-round and offers a combination of casual dining, drinks, and entertainment. One of its most significant strengths is its unique beachfront location, which differentiates it from competitors and creates a highly desirable customer experience (Litvin, Goldsmith & Pan, 2008). The venue also benefits from a strong reputation supported by positive word of mouth. In addition, it has a loyal local customer base who regularly visit as part of their daily routines, including runners, dog walkers, and beachgoers.
Despite these strengths, several weaknesses limit the venues' ability to maximise revenue throughout the year. Digital engagement across platforms such as TikTok and Instagram is relatively low compared to similar hospitality venues. Furthermore, the business remains heavily reliant on seasonal tourist footfall, meaning revenue is highly vulnerable to weather conditions and fluctuations in tourism demand (Stojčić, Mikulić and Vizek, 2022).
Opportunities and threats
There are several opportunities for The Secret to strengthen its market position. Increased use of digital marketing could help stimulate demand during quieter periods, while collaborations with local and travel influencers could improve online engagement and reach new audiences. Additionally, expanding the range and frequency of live events and themed nights presents an opportunity to attract customers beyond peak summer months (Dalir, 2023).
However, the business also faces notable threats. Competition from other bars and restaurants along Swansea Bay continue to increase, and weather remains a key determinant of customer turnout. Overreliance on summer tourism further exposes the venue to seasonal risk, reinforcing the need for strategies such as increasing online marketing (Kumar & Barua, 2024) that support more consistent year-round performance.
Market Analysis
The Secret Beach Bar and Kitchen serve multiple customer profiles. Its primary target audience consists of tourists aged 18-35 who seek vibrant, social beach experiences. This group has a high spending potential during peak season and is heavily influenced by social media content, atmosphere, and unique experiences (Carvache-Franco et al., 2025).
Local regulars represent another key segment. These customers are already loyal to the venue, meaning marketing efforts should focus on maintaining engagement and encouraging repeat visits rather than customer acquisition. A secondary target audience includes students and young professionals; this group is more price sensitive but highly responsive to social events, promotions, and live entertainment (Stojčić, Mikulić and Vizek, 2022).
Market Trends 
Hospitality marketing trends emphasise digital engagement, particularly on visual platforms such as Instagram and TikTok. Short-form video content, influencer marketing, and event-led promotion are now central to how hospitality brands build awareness and influence consumer decision making (Jin, Muqaddam and Ryu, 2019). At present, these platforms remain underutilised by The Secret, despite being well suited to its experiential offering and visually appealing location.
Digital marketing objectives
The key objectives of this sales plan are to:
· Increase brand visibility among tourists planning visits to Swansea
· Improve digital engagement through experience-led content
· Drive sales growth by increasing bookings, bar sales, event attendance
· Generate additional revenue during off-peak periods
SMART Objectives
SMART objectives are a form of objective setting which allows for the creation, tracking and accomplishment of short- and long-term goals which are ‘specific, measurable, achievable, relevant and time-bound', moving beyond vague objectives (Ouanhlee, 2025). In the instance of The Secret, potential SMART goals which would benefit the business include:
· Aim to achieve a 25% increase in engagement within six months, 
· Generate 15% more online bookings by the next summer season
· Grow the email newsletter subscription list by 20% within six months
Ansoff's Matrix Analysis
Ansoff's matrix provides a framework for identifying appropriate growth strategies. Market penetration is the most relevant approach for The Secret, focusing on increasing spend from existing customers through events, promotions, and enhanced engagement (Neumann, 2021). Product development also plays a role through the introduction of live music nights, events, and seasonal experiences. Market development can be achieved by reaching new segments through influencer marketing and digital visibility, while diversification opportunities, such as branded merchandise and takeaway offerings, present longer-term potential but higher risk.

	Strategy
	Approach for Secret Beach Bar
	Risk

	Market Penetration
	Increase local tourist market share via social media campaigns and local partnerships
	Low

	Market Development
	Target tourists visiting Swansea via digital ads, influence partnerships, and tourist guides.
	Medium

	Product Development
	Introduce new seasonal events, cocktails, or beach experiences to entice repeat visitors.
	Medium

	Diversification
	Launch online merchandise, such as branded beachwear or takeaway cocktails, to reach a new customer base.
	High



Target Audience Segmentation
Primary segment: tourists – tourists aged 18-35 are digitally active, value unique experiences and seek visually appealing venues (Koumelis, 2017). They are most effectively reached through Instagram, TikTok, travel blogs, and influencer content (Do, 2025).
Secondary segment: locals – local customers are regular visitors across a wide age range. Their key needs include loyalty recognition, casual dining, and occasional exclusive offers. Email marketing personalised emails, local newsletters, and word-of-mouth remain the most effective channels for this group – and according to Nguyen (2025), the most effective method of building repeat guests is by providing the option of a loyalty program.
Digital Marketing Strategy 
Although The Secret already hosts occasional community events, increasing the frequency and variety of events presents a strong opportunity to drive incremental sales and improve digital engagement. Proposed initiatives include regular live singers and acoustic performers during evenings and weekends, particularly during peak tourist days (gigmit, 2024). ‘Sunset sessions’ featuring live music paired with cocktail promotions and other drinks bundles could further enhance the venues appeal (Uyar, 2024), while themed events such as beach parties, DJ sets, and bank holiday celebrations would attract diverse customer segments.
These events create highly shareable moments, encouraging customers to generate their own content on social media. This organic promotion supports market penetration by increasing dwell time and average spend per customer.
The digital strategy should prioritise Instagram and TikTok, focusing on short-form videos showcasing sunsets, cocktails, live music, and crowd atmosphere. Collaborations with travel and lifestyle influencers would further extend reach and provide credibility, particularly among tourists panning visits to Swansea (Hadley, 2025). As well as this, developing an email newsletter would allow the venue to maintain ongoing communication with locals and previous visitors. Personalised offers, event announcements, and seasonal menu updates can help encourage repeat visits and strengthen customer loyalty.
Discount and Promotional Strategy
While heavy discounting is unnecessary during peak summer months, targeted and time-specific discounts can be effective in driving off-peak sales, research by Dhanda (2023) explains that such targeted promotions are widely used already in hospitality, though The Secret have yet to utilise then to stimulate demand when business is low. Other recommended initiatives include early evening happy hours, student discounts during shoulder seasons, event-linked drink bundles during live music nights and weather-based promotions (Hospitality.Institute, 2024).
These promotions should be communicated primarily through Instagram stories, email newsletters, and google my business. From an Ansoff perspective, this strategy supports market penetration by increasing customer spend while maintaining low financial risk.
Seasonal promotions should focus on experience led offerings and cocktail specials during summer, while off-peak periods can be supported by themed nights, live music, games, and student focused offers which helps venues to maintain customer interest, according to Haylock (2025). Staff training in upselling techniques, such as promoting premium cocktails, desserts, and bundled packages, can further increase average transaction value (Vohra, 2025). 
Implementation Plan 
The Gantt chart presents the implementation timeline for the proposed digital marketing strategy, outlining key activities, responsibilities, and timeframes to ensure effective and coordinated execution (APM, 2025). It demonstrates how initiatives are phased to align with seasonal demand and minimise operational disruption. Gantt charts are used for this purpose, to visually plan, schedule, and track tasks over time.
	Digital Marketing Implementation Gantt Chart

	Activity
	Month

	
	1
	2
	3
	4
	5
	6

	Social Media Content Planning
	
	
	
	
	
	

	Increase Instagram & TikTok Posting
	
	
	
	
	
	

	Influencer outreach & Partnerships
	
	
	
	
	
	

	Launch Live Music & Event Program
	
	
	
	
	
	

	Email Newsletter Development
	
	
	
	
	
	

	Newsletter & Loyalty-style Offers Rollout
	
	
	
	
	
	

	Targeted Discount Campaigns
	
	
	
	
	
	

	Performance Monitoring & Evaluation
	
	
	
	
	
	



Measurement and Evaluation
Success will be measured using key performance indicators including social media engagement metrics, website traffic and online bookings, incremental revenue during promotions, and customer feedback. Performance will be reviewed quarterly to allow for adjustments and continuous improvement.
Conclusion
The Secret Beach Bar and Kitchen already benefit from strong tourist demand and a loyal customer base; however, its low digital engagement represents a clear opportunity for growth. By implementing targeted digital marketing initiatives, expanding live events, collaborating with influencers, and introducing selective promotions, the venue can increase visibility, engagement, and revenue while preserving its core identity. Guided by Ansoff's matrix, this sales plan proposes focused, low-risk strategies that enable The Secret to thrive both peak and off-peak seasons.
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