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Executive summary 
This report is designed to create a clear marketing and sales plan for The Secret Beach Bar and Kitchen. With information as to how they can effectively expand their customer base whilst maintaining and reinforcing their current brand image. Making use of many different marketing models designed to assist businesses in analysing their current market position and identifying new marketing opportunities for important business expansions. With a clear and concise plan for growth, The Secret has thew chance to adopt a new marketing strategy with a target market identified.
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Introduction
This sales and marketing plan is designed to develop a targeted strategy that will increase lunchtime sales during the week at The Secret Beach Bar and Kitchen. This plan is aimed at the local university students, offering a 20% discount, promoted with the use of digital marketing, student discount apps and partnering with the student unions. Qorib et al. (2025) highlights that the use of digital marketing is the best method to encourage interaction and customer engagement. Whilst the restaurant has strong weekend sales from both locals and tourist there is a gap in their weekday sales that this plan could help rectify. This plan has been structured using the SOSTAC framework, the 4p’s marketing mix, a Swot analysis, PESTLE, STP framework and Ansoff’s Matrix. These frameworks will help provide a clear and logical path to analysing the businesses development, setting direct objectives whilst implementing a focused marketing strategy with a measurable result.


Situation Analysis
Company – Swot analysis
	Strengths 
	Weaknesses

	Beachfront location
	No current student discounts

	Nearby campuses
	Moderate to high pricing

	Social media worthy
	

	High quality food
	

	Opportunities
	Threats

	Large student customer base
	Cheaper competitors nearby

	Student discounts
	Rising food costs

	Partnering with the universities
	Seasonal weather



Customers – segmentation and targeting
For this plan the new primary target group is students aged between 18 and 25, these students will most likely have a low income and be looking to dine out on a budget. These students would likely be out socialising looking for fun experience-based trip with groups of friends. Research by Akhoondnejad (2025) shows that it is important for a competing business to consider the significance of the customer experience to best run a succeeding profitable business. The younger generations use of social media would become the perfect marketing opportunity with many people photographing their food and uploading it to social media, tagging their location in the post. Dašić et al. (2023) note that social media has become a popular method of gathering information about goods and services amongst younger people. This could then further the reach of the restaurant potentially boosting online interactions. 






Competitors – local businesses
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Collaborators – possible partnerships
The Secret could collaborate with the local universities, advertising their restaurant with posters and QR codes in the communal spaces directing the students to The Secrets student lunchtime deal. Bălăşescu and Dovleac (2017) note that QR codes are an improved way of gaining customer attention working as the perfect marketing tool.
There would also be an opportunity to partner with student unions promoting the restaurant through regular newsletter and the student union websites. Partnering with the student unions during fresher's week events would allow the secret to begin building an immediate relationship with new potential customers. Bonnell (2025) backs this up, stating that fresher’s fairs can offer thousands of new potential customers. 
The Secret has the opportunity to partner with the surrounding off campus student accommodations furthering their reach to students not living in the immediate vicinity of the restaurant. These partnerships would create a direct access line to the new students living in Swansea utilising relationships with trusted accommodations. 
With many students living on a tighter budget, discount apps such as Unidays present the perfect opportunity to spread the word about the student lunchtime deal offered at The Secret. This would give The Secret direct access to their target market, student looking for discounted meals out. Lawrence (2017) notes that 80% of students are influenced by brands and businesses offering student discounts. Vigna and Wagner-Mainardes (2019) highlight that customers will continue to stay loyal to brands that offer regular discounts.






Climate – PESTLE
	Political 
	Tourism, food safety regulations, profitability

	Economic
	Inflation, consumer spending trends, labour costs

	Social
	Trends in dining out, cultural shifts

	Technological
	Online ordering systems, digital marketing tool

	Legal
	Labour laws, health and safety regulations, alcohol regulations

	Environment
	Sustainability, local sourcing, reduction of waste






Objectives
SMART goals are an ideal method for restaurants such as The Secret to set themselves clear marketing goals that are easy to follow without straying from. Research conducted by Syarif (2022) shows that SMART goals present an effective method of defining the goals set out for marketing. The SMART goal designed for this restaurant aims to increase the midweek sales for The Secret, targeted at the local university students. Planning to increase the sales by 15% within a six-month period. This goal will focus on drawing students in using a combination of promotions on the Unidays app, student unions and local off campus accommodations. The realism of this goal is based on the lower midweek sales The Secret currently faces compared to the large size of the student market currently not being utilised. Stammerjohan et al. (2010) note that students are an important target market due to their purchase habits. Devlin (2022) backs this up, highlighting that students have a strong habit of sharing their favourite purchases.












Strategy
The strategy outlined for The Secret focuses on a 20% discount for students during midweek lunchtimes with the outcome being an increase in lunch sales. Students are currently an untapped market opportunity for The Secret, a group sensitive to the cost of dining out yet looking for exciting experiences backed by good value. Highly influenced by peer recommendations, students become the perfect marketing tool within themselves, as so much of their experiences are posted across social media platforms. By introducing students as a new target market, The Secret can position themselves as an interesting destination restaurant that becomes more accessible to those dining on a stricter budget. With their unique location on the beachfront, they have a distinctive difference between campus cafes and eateries in the city centre which adds to the experience of going out to lunch. This approach uses differentiated targeting, with the location of the restaurant being a unique selling point for students that both the campuses and city centre cannot replicate. Promoted through multiple channels, social media and word of mouth. When applied to Ansoff’s Matrix, discounts would fall into the market penetration category, as it focuses on existing products being sold to a market that already exists.








Tactics – 4p's marketing mix 
The marketing mix is designed to help businesses market themselves using clear and concise methods (Ramos, 2025). Structured around what is commonly known as the 4 p’s, product, price, place and promotion (Batat, 2022). Product refers to both tangible and intangible offerings of a business (Nguyen, Dao and Thi-Vui, 2024). For The Secret this would be the experience of dining in a beach side restaurant with high quality food and drinks. The focus of the experience is what help set The Secret apart from other local eateries. The product can be enhanced from a student's point of view with the addition of adding a student discount. This in turn would make The Secret a more viable lunchtime option for the local university students.
The next of the 4 p’s is price, an important consideration when targeting the student market (Vation Ventures, 2024). With The Secret currently operating at a mid to high price point in comparison to other restaurants in Swansea offering a student discount of 20% is the key to making the most of a large, currently unused target market. 
The third of the 4 p’s is place, this is how customers gain access to the knowledge of the venue (Dougherty, 2025). As a restaurant sitting on a popular beach front, The Secret currently has the benefit of heavy foot traffic from local dog walkers and tourists visiting the area. However, they can improve their distribution channels by partnering with the local universities, making use of communal areas to promote the business with poster containing QR codes with information about the restaurant. With students both talking and posting about The Secret word of mouth will also improve. Using the popular student discount app Unidays will offer additional promotion specifically targeted towards students.
The final aspect of the marketing mix is promotion, how the product reaches the target audience (Yasar, 2022). The Secret can aim to improve their promotion towards university students with targeted social media posts explaining the new discount offer. By collaborating with the universities, The Secret is gaining direct access to the students that benefit from this deal. This can be done by making use of the annual fresher's fairs held on campuses. 

Action and control 
	Activity
	Jan
	Feb
	March
	Apr
	May
	June
	July

	Research
	
	
	
	
	
	
	

	Strategise 
	
	
	
	
	
	
	

	Content creation
	
	
	
	
	
	
	

	Campaign launch
	
	
	
	
	
	
	

	Feedback
	
	
	
	
	
	
	

	Evaluation and adjustments
	
	
	
	
	
	
	



Gantt charts, named after Henry Gantt, are designed to illustrate a time schedule for a project (Maravas and Pantouvakis, 2025). The purpose of this Gantt chart is to present a visualisation to the marketing strategy undertaken by The Secret. Outlining the time frame and aims for each month in a clear step by step plan highlighting when to introduce each new concept. Students are highly receptive to both discounted prices and digital promotions. Prioritising social media platforms such as Instagram and TikTok to promote digital content clearly stating the deals offered by the restaurant allows the marketing team to monitor social media engagement. This plan also allows for The Secret to run their marketing campaign during their quieter months whilst still running during term time to maximise the chances of increased customer visibility.

Conclusion
This sales plan has been designed using different marketing frameworks such as the SOSTAC framework, Swot analysis and the marketing mix. There has also been research into how The Secret can further their customer base, appealing to a new segment of consumers. With plans and objectives clearly defined throughout, this marketing plan presents the perfect opportunity for The Secret to expand their customer base in a simple yet effective manner.
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