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[bookmark: _Toc513017717]Executive summary 
This project aims to create a marketing strategy for The Cwtch Café. The consultant explores potential market segments in order to create a new marketing strategy towards a secondary target market. The marketing strategies will aim to attract the new market segment to the café during quiet periods in order to maximise the cafés revenue.
The consultant began by gathering new research to confirm that the cafes quiet periods are significant enough to warrant focusing the development of new marketing strategies around. 
Four methods of primary research were used throughout the project to gain a wide range of research that would support the overall aim of producing successful marketing strategies to increase custom. Each stage of the research process was conducted to provided information for particular stages of the development of the project.
There is a variety of different types of observational research, however for this project the consultant used a naturalistic observation method. This method is simply studying behaviours that occur naturally in natural contexts with no intervention by the researcher. This method was used for the project to verify the opinion of the business owner that the café was quiet during late afternoons also supporting an analysis of any issues that may contribute to the lack of custom. Additionally, this method of research gave the consultant the opportunity to analyse the primary target market, helping with the second stage of the primary research. 
A paper-based questionnaire was created with the intention to discover The Cwtch Cafés primary target market. The objective of the questionnaire was to determine the demographics and the psychographics of the current customer base, helping to reveal who is most likely to purchase products and services from The Cwtch Café and bring to light the characteristics of the customers that use the Café. 
In order to discover The Cwtch Cafés secondary target market, the consultant created an online survey to identify market segments. The survey questions were designed to discover four key characteristics of the market in order to determine the secondary target audience.
The face to face interviews involved gathering information from the secondary target market on their wants and needs from a café, using the results to support the market strategies made for the specific group.
[bookmark: _Toc513017718]Introduction
The consultants aim for the project was to create a marketing strategy for The Cwtch Café, an independently run café in Swansea City Centre. The consultant and the business owner, both agreed at the beginning of the project that the business could increase revenue by boosting customer numbers during quiet periods of the day. The projects objectives were to find a new market segment to aim the marketing strategy at in order to encourage a secondary target market to occupy the café during quiet times of the day. 


[bookmark: _Toc513017719]Research Methods  
Research methods introduction 
[bookmark: _Toc513017720]Naturalistic observation research method 
The naturalistic observation method of research was conducted by analysing the natural behaviours of the customers over the course of five days. Three out of the five days analysed how busy the cafes were during the late afternoons, the reminding two focused on different time frames in order to compare and gain a wider understanding of the current markets behaviours and characteristics.  
[bookmark: _Toc513017721]Questionnaire research method 
The paper-based questionnaire was aimed at the regular customers, this was distributed to them by the owner of The Cwtch Café, Rhiannon Howells. 
[bookmark: _Toc513017722]Online survey research method 
The survey was created using the online survey software Survey Monkey. The survey questions were designed to uncover the secondary target market by finding out participants demographics, geographics, buying behaviours and psychographic traits. The survey was distributed to a range of individuals by using different platforms of advertisement such as publicly on Facebook and private groups on Facebook. The private groups targeted included Yates staff members in Swansea, tourism undergraduate and masters student groups and a café bloggers personal page. The reason for reaching out to different groups was to gain a variety of different feedback. 
[bookmark: _Toc513017723]Structured interview research method
The structured interviews were undertaken once all the other methods of research were finished and analysed. The analysis of the other methods of research drew to a conclusion of the secondary target market. This specific group of people were interviewed over the period of 5 days in order to gain information on their wants and needs, this information will be considered when making the marketing strategies for The Cwtch Café. 
[bookmark: _Toc513017724]Deviations from project initiation document 
The objectives of the project deviated from the project initiation document to the finished document. Originally the consultant stated that a SWOT analysis would be conducted as an evaluation of the current marketing strategies, followed by developing marketing and promotional methods in order to produce a strategic marketing strategy with recommendations for improvement and change. The consultant decided shortly after the submission date of the project initiation document that the objectives would need to be changed. The reason for the change was that the consultant researched the topic in more depth using secondary research methods and discovered a more effective way to produce a marketing strategy. Using market segmentation, the consultant realised that this would uncover a secondary target market that would effectively solve the problem of the lack of custom in the afternoon aiding the development of useful market strategies that can be aimed at both market segments. The consultant also stated that methods of qualitative research which included a focus group, unstructured interviews and a suggestion box would be used to gather primary research. However, during the execution of the project these methods proved to be unnecessary due to other research methods obtaining the data needed from the redundant methods. 

[bookmark: _Toc513017725]Findings 
[bookmark: _Toc513017726]Naturalistic observation findings
Observation day one – Saturday 31/03/18 Lunch time
The observational study that took place at lunch time on Saturday the 31st of April revealed that The Cwtch Café was almost at full capacity and had a mixture of custom. Families, people out shopping and elderly people were the most recognisable groups during this study.
Observation day two – Wednesday 02/04/18 Late morning 
The second observational study took place during the late morning of Wednesday the 2nd of April and reviled that the café was fairly busy with five tables occupied by middle aged and elderly people.
Observation day three – Thursday 03/04/18 Late afternoon 
The consultant observed the café during the late afternoon on Thursday the 3rd of April, the café was quieter than the last two observational studies taken and seemed to be occupied by regular customers. Three customers purchased take away orders during this observation.
Observation day four– Friday 04/04/18 Late afternoon
The consultant returned the following day at the same time in order to compare the difference between Thursday and Fridays trade. During this time however, there was not much difference. There were two young mothers with their pre-school children and another table with what seemed to be regular seniors. 
Observation day five – Saturday 05/04/18 Late afternoon 
Again, the consultant visited during the late afternoon the following day to conduct the final observation study on Saturday the 5th of April. The café was busier than it had been on previous days at this time and had a mixture of people. The majority of customers had purchased hot drinks and deserts.  
[bookmark: _Toc513017727]Questionnaire findingsFigure 1 - Do you have Children?
[bookmark: _Toc512963383][bookmark: _Toc512964210]Figure 1 Do you have children


[bookmark: _Toc512964211]Figure 2 Age of regular customers
[bookmark: _Toc513017728]Online survey findings
Demographic Segmentation findings
•The working status of an individual indicated the amount of spare time they have and at what time of the day that is likely to be, the working status of an individual can also suggest the amount of disposable income they have for unnecessary extras such as eating out. 

[bookmark: _Toc512964212]Figure 3 Working Status 
Geographic segmentation findings 
•The Geographic of potential customers is imperative to the business in order to focus market strategies to those most likely to purchase the product, this helps save time and resources.
[bookmark: _Toc512964213]Figure 4 How often do you visit Swansea City Centre?

[bookmark: _Toc512964214]Figure 5 Do you live in Swansea?




Psychographic segmentation findings 
•Candidates were questioned on the attributes that are important to them when visiting a café and their preference between chain and independently run cafes in order to gain psychographic data. This data will allow the researcher to divide the market into segments based upon different personality traits, values, attitudes, interests and lifestyles of the market. 
[bookmark: _Toc512964215]Figure 6 What is your preference?

[bookmark: _Toc512964216]Figure 7 What attributes are important to you when visiting a café?
Behavioural segmentation findings
• In order to identify the most suitable secondary target market the consultant gathered information on the potential markets buying behaviours, aiming to understand the markets use of cafés. 

[bookmark: _Toc512964217]Figure 9 How often do you eat out at cafes?[bookmark: _Toc512964218]Figure 8 At what time do you visit cafes?



[bookmark: _Toc513017729]Structured Interview findings 
1. Have you heard of the Cwtch Café in Swansea? 
40% of the 17 people that were interviewed said that they had heard of The Cwtch Café.
2. The interviewer asked the 40% of people that said they had heard of The Cwtch Café what they thought. 
• 48% had never been inside but had either heard of it or passed by with little to no reason for not visiting.
• The remaining 52% stated:
• Friendly and welcoming staff 	• Reasonably priced 	• Fresh food 	• good range of products 
3. Do you prefer chain cafés or independently run cafes and why?
The majority of respondents that said they prefer independently run cafes stated their reason for this choice to be because of price as their money goes further. The second most popular answer among the secondary target market was to put money back into the local economy and that they enjoyed consuming local produce. Almost all respondents that stated they preferred chain cafés told the consultant it was due to familiarity. 
4. What do you think would draw more students to use independent cafés such as The Cwtch Cafe?
• Student discount, deals or incentives 	• Free Wi-Fi and charging points for electronic devices 	•advertisements in places students already go to 
[bookmark: _Toc513017730]Discussion and Analysis
[bookmark: _Toc513017731]Naturalistic observation discussion and analysis
The naturalistic observation study confirmed that the Café has no problem with customer numbers on Saturdays and during lunch time. However, the study did confirm that the café was quieter during late afternoons typically between 3pm and 5pm. The study also suggested that the type of customer that visits the café are parents of young families and elderly people. An analysis previously made by the café owner Rhiannon Howells is that during this time frame children are being picked up from school resulting in the absence of families. This theory is consistent with the five-day study and suggests this could be a reason for less custom in the afternoons. The consultant’s final analysis from the naturalistic observation study is that there is an opportunity and demand to target a secondary market to occupy the café during this time frame. 
[bookmark: _Toc513017732]Questionnaire discussion and analysis
The owner of the Cwtch Café, Rhiannon Howells stated that she believes the current primary market is families and elderly people. The questionnaire revealed that 44% of candidates were between 50 and 60 onwards with 40% between 22-39. These age groups support the theory that the primary market is families and elderly people. The questionnaire asked The Cwtch Cafes regular customers whether they had children, 68% stated yes to this question. These statistics reveal that the majority of candidates have children and when analysing the answers given by those under the 30-39 age group 5 out of the 6 candidates said yes to having children also supporting the theory that part of the primary market is families.


[bookmark: _Toc513017733]Online survey discussion and analysis 
Demographic Segmentation analysis
The researcher began the analysis of the online survey by comparing the highest numbers of participants in each category and considering two main factors to decide between them which is the most fitting group to analyse their suitability as the secondary target market.  The majority of the forty-two participants that took part in the online survey were students weighing 43% of the total, closely following that statistic were full time workers weighing at 38% of participants. The remainder 19% of participants fell under 3 other categories; part time, shift working hours and unemployed. The two main factors considered when comparing full time workers and students were their income to time ratio. Full time workers have more disposable income however are rarely free from 3pm till 5pm, this led to the decision of focusing the project on students as they also have disposable income and minimum responsibilities as well as spare time.

[bookmark: _Toc512964219]Figure 10 Working status majority 
Geographic segmentation analysis 
The consultant separated the student responses from the rest of the responses in order to analyse their geographic’s as the potential secondary market. The statistics showed that 67% of students answered yes to living in Swansea with the remaining 33% answered no. However, all students that stated no were within an hour’s drive of Swansea. Figure 11 shows how often students visit Swansea, 88% answered that they visited the city at least once a week indicating that 21% of the students that do not live in Swansea visit weekly. 

[bookmark: _Toc512964221]Figure 12 Do you live in Swansea?[bookmark: _Toc512964220]Figure 11 How often do you visit Swansea?

Psychographic segmentation analysis
When asked what attributes are important to you when visiting a café, the top three responses given by students were quality and range of products and price, students also showed an interest in the importance toward promotions, local produce, dietary requirements and the location of the café. These results suggest that students are motivated by price as well as becoming conscious of how the products they consumed are sourced and are also concerned about the range of products suitable for certain dietary requirement. 
A cross tabulation of figure 14 and figure 16 reveals that out of the 22% of students that stated they eat out monthly 10% also stated that an important attribute when visiting a café is dietary requirements. This is a possible indication that the reason they do not eat out more often is because their dietary requirements aren’t met very well amongst cafés in Swansea, creating a gap in the market. When questioned on their preference between chain companies and independent companies 61% of students stated they prefer independently run cafés. 
[bookmark: _Toc512964222]Figure 13 What is your preference 

[bookmark: _Toc512964223]Figure 14 What attributes are important to you when visiting a café?










Behavioural segmentation analysis
The buying behaviours of students appear to be different to the buying behaviours seen in figure 9 that included all participants. Its clear that students tend to eat out more than other potential target market groups. From the data collected it shows that 78% of students that took part in the survey eat out at cafes once a week or more. This indicates that students are willing to spend their money on eating out, proving to be a suitable secondary target market. Figure 15 shows at what time students go to cafes. As expected the majority of people visit cafes at lunchtime, however the results collected from the students show that other popular times included late mornings and late afternoons also indicating their suitability for becoming the secondary target market.

[bookmark: _Toc512964224]Figure 16 How often do you visit cafes?[bookmark: _Toc512964225]Figure 15 At what time do you usually visit café?


[bookmark: _Toc513017734]Structured interview discussion and analysis 
The interviews revealed what students knew about The Cwtch Café and gave them the opportunity to express what they thought. When asked if they had heard of the Cwtch café 40% of people interviewed stated that they had heard of the café, however, 48% of those people also stated that they had never been inside and had only passed the café or heard about it. The remaining 52% of people that had visited the café had very positive feedback to give. This implied that students would enjoy visiting The Cwtch café but may need encouragement of some kind to visit for the first time instead of walking by. The consultant gained an understanding that students prefer independent cafes over chain cafes during the analysis of the online survey, the interview was used as a way of finding out why. This revealed that students are price motivated, which was expected. It also revealed that students are concerned about the environment and showed that local produce and giving back to the local economy was an important factor to them. The consultant asked students ‘What do you think would draw more students to use independent cafés such as The Cwtch Cafe?’ The feedback given by students provided the consultant with an insight of the wants and needs that would attract them as a secondary target market. 


[bookmark: _Toc513017735]Conclusions 
In conclusion the project discovered that students are a suitable secondary market for the Cwtch café. The study revealed that the café has been experiencing quiet periods during the afternoons and as a result wasn’t maximising its sales. An analysis of the current market revealed that there is little demand from them to visit the café during the late afternoon, confirming that a secondary market was necessary. The study acknowledged that students had the best suited demographics for becoming the secondary market, due to having less responsibility, more time and disposable income. The geographic analysis also supported their suitability of becoming the secondary market due to the volume of students in the area and how regularly they visit the location of the cafe, this allows the Cwtch Café to use their marketing resources more effectively. Research also revealed that students eat out for food more than other market segments the consultant analysed, this provides a higher demand for the cafés services. Research from the study provided information on the attribute that students want and need. The data revealed that students prefer independent cafes over chain companies and consider local produce and dietary requirements as an important feature. This complements the existing products and services that The Cwtch Cafes offers. 
[bookmark: _Toc513017736]Recommendations  
The overall aim of the project was to create a marketing strategy for The Cwtch Café, taking the findings and analysis into account the consultant has reached conclusions towards the nature of the strategy. 
The goal of the marketing strategy is to attract a new target market to occupy the café during quiet periods. The target audience for this marketing strategy is the secondary market which the project has established to be students. Findings and research have revealed the student’s motivations, needs and preferences, using this research The Cwtch Cafés marketing strategy can be developed.
Marketing strategy – brand identity
Brand identity is much more than just a logo, it is a way of bringing together a specific set of values to help differentiate your offering in the market place and achieve competitive advantage. The Cwtch’s brand needs to work effectively with the market segments and appeal to both markets. This strategy involves developing the brand by drawing attention to the cafes existing values such as their local produce, range of fresh and healthy products and their niche of offering a range of vegetarian and vegan options. These will be incorporated into the brand in a more obvious way to express what the café has to offer. The development of a company website would strengthen the brands credibility along with personalised take away cups which will also act as a form of advertising.  
Marketing strategy – positioning in the market
It’s important for The Cwtch Café to know their position in the market. By analysing competitors this will give The Cwtch Café an understanding of the market they are competing within and will allow the café to define and communicate their unique selling point and competitive advantage. The Cwtch cafes main competitors are the chain coffee shops such as Starbucks and Costa. These coffee shops are popular amongst the secondary market however The Cwtch Cafés unique selling point, their fresh local produce which the study has revealed is something that students desire. The strategies designed to improve the cafes branding and marketing will aid the café in distributing information on the business and utilize their competitive advantage to compete with the bigger brands for the secondary market. 

Marketing strategy- routes to market
1. Online advertisement 
The Cwtch Café are active on social media and use the platforms to advertise their products and services well. Regular updates keep the platforms interesting. The facebook page has mainly outstanding reviews complimenting the products and services. Although the Cwtch Cafes Facebook and Instagram pages are used effectively they could use other forms of social media that could be utilized in order to maximise their media presence. Another recommendation for online advertisement is to make a company website with details as well as a booking system for customers to pre-book for private hire and events.
2. Event 
The Cwtch Café could use events such as fresher’s fairs and food festivals to promote the Café to students and gain a presence among the student community. If this method of advertisement proves to be successful the Cwtch could potentially look into event sponsorship to gain further recognition.
3. Flyers
Flyers are a great way to target potential customers. Using the data gathered on the secondary markets geographics this is an effective way to market the business to draw new customers in. Flyers can be handed out in person on the street or could be posted door to door, in order to target the secondary market, it could be beneficial to post fliers to people living in halls of residence or student houses.

4. Placement advertisement 
The consultant recommends that The Cwtch Café advertise in places that their target markets go for example putting flyers around the universities will build awareness.

5. Purchased online ads 
Posting ads on websites that receive heavy traffic is a popular way to advertise the business. Social networking sites such as Facebook have advertising programs that allow advertisers to target very specific demographics however, this isn’t a very cost-effective way of promoting an independent business. 
6. Advertise discounts
The consultant recommends The Cwtch Café offers and advertises student discount as it’s a known way to encourage the desired audience to use the café as well as an indication that students are welcome. Other promotional advertisements are also a good idea when targeting students as an audience. 







[bookmark: _Toc513017737]Appendices  
Questionnaire 
The Cwtch Café’s
customer profile questionnaire 
1. What age group are you in?
16+ 			17-21
22-29			30-39
40- 49			50-59			
60+
2. What is your gender
Male
Female 
Prefer not to say
3. Do you live in Swansea?
Yes (where in Swansea)

No (Where do you live?)

4. What is your marital status?
Single 
Married 
Divorced
5. Do you have children?
Yes 			No 
6. What hours do you work?
Full time 		Part time 
Student 		Shift working hours
Self-employed 	Stay at home mother/father 
Retired 		Unable to work
Unemployed
7. How often do you visit The Cwtch Café?
First time visiting 		Everyday 	2-3 times a week 		4-5 times a week 		Weekly 	
Rarely		Monthly
8. What do you usually purchase at the Cwtch Café?

9. What attributes are important to you when visiting a cafe?  (1 being not important and 5 very important)

Price				1	2	3	4	5

Quality of Service 		1	2	3	4	5

Speed of service			1	2	3	4	5

Quality of products 		1	2	3	4	5

Range of Products		1	2	3	4	5

Dietary requirements 		1	2	3	4	5

Local produce 			1	2	3	4	5
	
Family Friendly 			1	2	3	4	5

Location 			1	2	3	4	5

Independently owned café 	1	2	3	4	5

Chain company café 		1	2	3	4	5


10. If you have any suggestions or recommendation for ways The Cwtch Café could improve please state them below.
Online survey questions
How old are you?
What’s your gender?
Please specify your country of origin
What are your working hours?
Do you live in Swansea?
How often do you visit Swansea City Centre?
How often do you eat out at cafes?
At what time do you go to cafes?
What attributes are important to you when visiting a café?
What is your preference?
Interview questions 
Have you heard of the Cwtch Café in Swansea? 
What did you think of the Cwtch café?
Would you recommend the Cwtch Café to your friends and family?
Do you prefer chain cafés or independently run cafes and why?
What do you think would draw more students to use independent cafés such as The Cwtch Cafe?
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Do you have Children?

Yes 	No 	17	8	


Age of regular customers

16+	17-21	22-29	30-39	40-49	50-59	60+	0	1	4	6	3	5	6	



Working Status	
full time	part time	shift working hours	Student	Self-Employed	Stay at home parent	Retired	Unemplyed	Unable to work	16	6	1	18	0	0	0	1	0	

How often do you visit Swansea City Centre?


Daily	2-3 times a week	4-5 times a week	Weekly	Monthly	On Occasions	Never	12	4	5	5	7	9	0	
Daily	2-3 times a week	4-5 times a week	Weekly	Monthly	On Occasions	Never	1	


Do you live in Swansea?	
Yes	No	28	19	

What is your preference?


Independent Company 	Chain Company 	27	14	Independent Company 	Chain Company 	
Independent Company 	Chain Company 	1	

What attributes are important to you when
 visiting a cafe?
(multiple answer choice)



Price 	Promotions and offers	Quality of Service	Quality of Products 	Range of products 	Dietary requirement products (e.g Veterinarian, Vegan, Gluten Free)	Local Produce 	Location of Café	Friendly Environment 	25	10	21	31	18	7	9	20	18	


At what time do you visit cafes? 
(multiple choice)


Morning 9am - 11am	Late morning 11am - 12pm	Lunch 12pm - 3pm	Late afternoon 3pm - 5pm	Evening past 5 pm 	6	13	24	13	5	
Morning 9am - 11am	Late morning 11am - 12pm	Lunch 12pm - 3pm	Late afternoon 3pm - 5pm	Evening past 5 pm 	1	
Morning 9am - 11am	Late morning 11am - 12pm	Lunch 12pm - 3pm	Late afternoon 3pm - 5pm	Evening past 5 pm 	1	

How often do you eat out at cafes?


Daily	More than once a week	Once a week	Monthly 	Never 	5	12	7	16	1	

Working status majority


Student 	Other working status	18	24	

How often do you visit Swansea?


Daily	4-5 times a week	2-3 times a week	weekly 	Monthly 	On occasions 	8	4	2	2	1	1	

Do you live in Swansea?


Yes	No 	Live within 1 hour drive to Swansea 	12	0	6	

What is your preference?


Independent Company	Chain Company	11	7	

What attributes are important to you when visiting a cafe? (multiple choice)

Price 	
12	Promotions and offers	
8	Quality of service	
11	Quality of products 	
15	Range of products	
12	Dietry requirements 	
8	local produce 	
8	location of café	
8	Friendly environment	
10	



At what time do you usually visit cafes? (Multiple choice)


Morning 9am - 11am	Late Mornings 11am - 12pm	Afternoon 12pm - 3pm	Late afternoon 3pm - 5pm	1	7	10	9	

How often do you visit Cafes?


Daily 	More than once a week	Once a week	Monthly 	6	3	5	4	
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