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The restaurant industry is highly competitive, with effective marketing playing a crucial role in long-term business success (Jose and Joseph 2025). In Wales, consumer preferences are strongly influenced by factors such as local sourcing, community engagement, and regional identity, which enhance the appeal of hospitality businesses to local customers. An article by Haven-Tang and Jones (2005) demonstrates how Welsh hospitality businesses use local food and drink to reinforce regional identity. This essay examines the marketing strategies used by The Secret Beach Bar and Kitchen located in Swansea, utilising the framework of The Marketing Mix (the 4 P’s), Segmentation, Targeting and Positioning (STP) and applying Game Theory to analyse strategies used and decisions made.
[bookmark: _Int_EBT0GQN5]The Secret Beach Bar and Kitchen is located directly on Swansea's seafront. Operating in an environment where restaurants must appeal to a highly diverse customer base, including students, families, tourists, walkers, and residents (Carvache-Franco et al., 2021). The Secret offers a diverse product, offering breakfast, lunch, dinner and an extensive selection of alcoholic, soft and hot beverages, to suit a multitude of customers preferences. The menu diversity at The Secret reflects a holistic approach to hospitality, which includes not only the food served, but also the quality of service, atmosphere, decor, and the overall dining experience (Gülertekin and Genç, 2021) including, in the case of The Secret, the distinctive experience of dining so near the sea. At The Secret, these elements create a cohesive dining experience that is heavily influenced by its coastal location.
The physical setting of the secret, consisting of panoramic sea views, natural lighting and the distinct coastal, aesthetic decor are all additions to their product which add significant value to the service offered. Customers are not only purchasing a meal or a coffee, but they are also purchasing an experience consisting of attractive location, ambience, and mood. This aligns with contemporary trends in hospitality, where customers increasingly choose restaurants based on overall experience rather than food alone (Kim, Ritchie and McCormick, 2012). Younger consumers in particular often value ‘Instagrammability’, ambience and unique experiences rather than traditional dining experiences (Apaolaza et al., 2020). The Secret successfully leverages these preferences through colourful food presentation, stylish interior and the natural beauty of the Welsh coast which encourage customers to share photographs and videos online. The Secret reposts the stories shared by customers to its own social media page, which is beneficial as it utilises user-generated content, which is often perceived as more authentic and trustworthy than photos from the restaurant itself (Shetty et al., 2024). Reposting encourages customers to share their visits in the hope of being featured, which increases the restaurants credibility, advertising real experiences. Making this an effective, low-cost promotional tactic.
In addition to experiential value, The Secret also responds to the increase in health-conscious consumers by incorporating vegetarian, vegan and gluten-free options into its menu. This reflects a response to shifting consumer preferences within the hospitality sector and markets The Secret as a customer-focused restaurant that recognises the growing demand for wellness and dietary considerations (Nestle, 2021). The secrets menu and visually appealing dishes support Masterson et al.’s (2021) claims that modern hospitality customers increasingly value the ability to shape their own experiences, through experience, choice, personalization of their order or contributing their photos to the community of customers online who are feature on the secrets Instagram story for sharing their experience.
Overall, the secrets product is well-aligned with contemporary consumer trends relating to experience, well-being and personalisation, reflecting the importance of customer-centric strategies in modern marketing (Baack et al., 2019). The combination of menu diversity, experiential value and scenic location contribute significantly to the restaurants competitive advantage in the local market.
The Secret adopts a mid-market pricing strategy, positioning it between casual, inexpensive cafes and higher-end restaurants in the surrounding area of Swansea and Mumbles. This strategy reflects and enhances perceived quality while remaining affordable, and accessible to a broad customer base. For example, the evening set menu offers two dishes for £24.90 or three for £31.90 (The Secret Beach Bar & kitchen 2025), this exemplifies good value and encourages customers to dine in the evening. This strategy is also likely to leverage daytime customers generated by foot traffic generated by to return for evening meals. 
By maintaining stable standard pricing while offering value through its set menu, the secret avoids causing a ‘price war’. Instead, it encourages customers to perceive value without undermining the overall premium feel of the restaurant. This balanced approach allows the restaurant to appeal to price sensitive diners (Raab et al., 2009), such as students and families, while still retaining its popularity, and the revenue needed to operate the restaurant at a high quality.
Furthermore, mid-market pricing supports The Secret’s brand positioning. Charging significantly lower prices could undermine the restaurants image as a stylish coastal destination, whereas charging excessively high prices may push it into a higher-end fine dining category. Its current pricing strategy supports its identity as an accessible yet quality focused venue (Paul, 2019).
The location of the Secret is one of their primary strengths. Situated directly on Swansea seafront, the restaurant benefits from natural, consistent foot traffic generated by beachgoers walkers, students, families and tourists (Swansea Council 2025). Research in hospitality management (Bowie et al., 2017). highlights the importance of location, atmosphere and accessibility in driving customer satisfaction and repeat visits.
The secret’s coastal location enhances the dining experience especially during warmer months when outdoor seating and sea views become key attractions for tourists and locals alike (Koeing-Lewis and Bischoff, 2005). However, the advantages of operating in a coastal location also comes with challenges. much like many other seaside restaurants in the UK, with research showing that 58% of businesses suggest that seasonality as a major challenge to their business (National Coastal Tourism Academy 2025). These seasonal challenges require businesses like The Secret to market harder towards residents during off-peak seasons, as they can't rely on tourism year-round for revenue as it is known to peak during summer (Beatty et al., 2010).
A key element of place in modern hospitality relates to digital presence (Zhang et al., 2010). Many customers are likely to come across a restaurant through online platforms rather than by stumbling across them on foot. The secret promotes itself through social media, its website and through word-of-mouth. The Secret post regularly on Instagram to promote current products, regularly showing images of colourful dishes, sea views and sunsets, which help reinforce its brand identity as a relaxed, stylish coastal venue. However, there remains potential for greater engagement through platforms such as Tik tok, where short-form video content plays a major role in shaping dining decisions. In 2024, 48% of UK diners reported discovering new venues through social media (Modern Restaurant Management, 2025) indicating that expanded digital presence could further enhance The Secrets visibility, appeal, and revenue - as Fernandez-Miguelez et al. (2020) suggests, social media actively positively impacts a restaurants financial income.
[bookmark: _Int_aFk3lhqF]The secret appeals to a broad demographic, reflecting the diverse appeal of its coastal location and casual dining style. Key customer groups include local residents, students and tourists, as well as dog walkers, due to the restaurants dog-friendly policy (The secret Beach bar and kitchen 2025). The Secrets' targeting strategy is tailored to different customer groups at different times of the day. Breakfast and brunch offerings, for example, appeal to students, walkers and dog owners seeking quality food, scenic views or a short stay enjoying a warm drink. 
[bookmark: _Int_8bv6qMGR]Positioning refers to how the business wants to be perceived relative to competitors (Decker 2020). The secret positions itself as a relaxed yet stylish coastal restaurant, offering higher quality than basic cafes but avoiding the formality and premium pricing of fine-dining establishments found in mumbles or Swansea marina. This is supported by its decor, menu range, customer service style and social media branding, all of which convey a sense of quality and informality. Effective STP allows the secret to attract a diverse customer base without diluting its brand identity(Kotler 2012). By balancing inclusivity with clear positioning, the restaurant maintains a strong presence in Swansea’s competitive hospitality landscape.
Within the local area, The Secret faces competition from venues including The River House, Verdi’s and Mor in mumbles. The River House is positioned as a more formal evening-focused restaurant, while Mor is more premium and ingredient focused. Verdi’s attracts families and tourists but overall is marketed as a more casual venue than the secret. Compared to these competitors, the secret differentiates itself through a unique combination of atmosphere, coastal views, and menu diversity. It occupies a middle ground between causal cafes and formal dining establishments, making it versatile and appealing to many more customer groups than its competitors (Hassan and Craft, 2012). 
Looking further afield to other UK coastal towns such as Tenby, Barry Island and Brighton, many other restaurants make use of live music, themed evenings, loyalty programmes and influencer partnerships to engage customers. Research statistics indicate that 66% of restaurants, now utilise influencer marketing and have seen improvements in brand awareness thanks to this (Linder 2025). And one report by Gierran, (2025) claims that around 60-65% of customers say that loyalty programs influence their restaurant choices. The secret has yet to fully capitalise on these strategies, showing multiple clear opportunities for further growth and to gain an increased competitive advantage.
From a game theory perspective, the secret strategically positions itself to avoid direct price competition with nearby venues, instead focusing on differentiation through coastal ambience, menu variety and experiential dining. By maintaining mid-market pricing and empasising unique offerings, the resuarant avoids the possibility of a ‘price war’. This approach reflects a classic Nash Equilibrium (Getmonetizely.com, 2025)
[bookmark: _Int_f1ZYXDJX][bookmark: _Int_qkf1TmnN]Many hospitality venues tend to mirror one another's menu choices, such as offering similar brunch dishes, to meet customer expectations. This can result in businesses adopting similar strategies to avoid losing customers but fail to stand out. This reflects a form of minimum differentiation (Ansari, Economides and Steckel 1997), where competing businesses strategically converge rather than diverge – no single restaurant will differentiate from the consistent menu style, as doing so may lead to losing customers. The Secret resists this by emphasising local produce, visually striking presentation, and a strong sense of place. Thereby it is able to differentiate itself more clearly.
Signalling theory further explains how features such as awards, stylish menu designs and transparent sustainability practices send messages of quality and trustworthiness to customers. These signals help to maintain a premium brand image without relying on price reductions (Osburg et al., 2022).
The Secret demonstrates clear strengths in marketing communications, especially through its strong visuals presented on their social media platforms. The consistent aesthetic shown, positive reviews and recognition through awards such as the Good Food award. which the Secret have achieved, (Good Food award 2025) are all key drivers toward their success. Weaknesses in their marketing include their limited use of influencer marketing, Tik tok presence, email marketing, loyalty schemes and interactive website features. 
According to principles of Integrated Marketing Communications (IMC), effective marketing requires consistent messaging across all platforms, as well as transparency and storytelling (Laurie and Mortimer 2019). The Secret could enhance its IMC strategy by incorporating narratives around its sustainability practices, highlighting local suppliers, and sharing behind-the-scenes content that reveals the values and culture which drive the business.
Based on this analysis, several recommendations can support The Secret to strengthen its competitive position and improve year-round performance, such as expanding digital marketing efforts. The restaurant should increase its use of tik tok, collaborate with local influencers, and implement hashtag campaigns to boost engagement. Short videos featuring food preparation, panoramic views, specials featured on the food and drinks menus could reach wider audiences and attract younger customers. The secret could also introduce seasonal and experiential events. Hosting themed evenings, live music sessions, seafood nights or winter specials could help to reduce the impact of seasonal decreases in customer numbers. Developing a loyalty scheme – such as an app-based card or email subscription offering rewards, promotions or exclusive event invitations, would help encourage repeat visits and improve customer retention. Enhancing sustainability marketing by highlighting local suppliers, eco-friendly practices, and sustainable ingredients could further appeal to environmentally conscious consumers. Additionally, greater collaboration with sister venues within the hospitality group through cross-promotion, shared events, or combined offers would help build brand loyalty and attract a broader customer base.
In conclusion, the secret beach bar and kitchen is a well-positioned and successful venue within Swansea's competitive hospitality market. Its strong product offering, coastal location, effective mid-market pricing and clear brand positioning all contribute to its appeal. However, opportunities remain for further development, particularly in digital marketing, event programming, sustainability communication and customer retention initiatives. By implementing the recommended strategies, supported by marketing frameworks such as the 4 P’s, SRP and game theory, the restaurant can enhance its competitiveness, attract customers year-round and continue to grow within both local and wider coastal dining markets.
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