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Introduction 

This marketing plan evaluates the current market position of Millefoglie, an Italian bakery and coffee shop located in Swansea city centre. This plan seeks to identify and propose strategic marketing actions to support sustainable growth within a competitive hospitality environment. The purpose of this marketing plan is to not only outline Millefoglie marketing activities but to also assess how effectively Millefoglie can develop competitive strengths by effectively leveraging the use of resources and value propositions.

To continue, this report is prepared for the management team at Millefoglie, this report takes on an evidence approach discussing the establishments marketing theories, as well as millefoglies brand strategies. The analysis is structured using the SOSTAC planning framework, whilst incorporating the 5C’s model, SWOT analysis, as well as PESTLE analysis, Ansoff’s matrix, and the marketing mix, also known as the 4P’s (Abraham, 2024). Internal capabilities, external market pressures, and strategic options, ensuing that recommendations are both theoretically grounded and practically relevant to Millefoglie's operating context. 









Situation analysis – company SWOT analysis microenvironment 

S.W.O.T
	Strengths
	Weaknesses

	Location – Swansea city centre 
	Restricted marketing budget 

	Authentic Italian products, and artisanal quality 
	Limited brand recognition 

	Strong competitive advantages from chain cafes 
	Restricted Capacity 



	opportunities
	Threats 

	Growth in speciality coffee culture 
	Rising cost and inflation

	Social media driven food discovery  
	Highly competitive intensity 



The SWOT analysis indicates that millefoglies primary strength lies within the differentiation through authenticity as well as quality. However, due to limited promotional resources, Millefoglie's ability to fully take advantage of these strengths have been restricted. This suggests that targeted, cost-efficient marketing is essential to minimise resource limitations.

Customers 
Millefoglie's customers can be categorised through the consumers habits as well as consumption behaviour, with that being said:
· Tourists are typically attracted to independent European style cafes (Lebrun and Bouchet, 2024)
· Students as well as career driven individuals seek affordable yet premium cafe experiences 
· Residents value consistency as well as quality (Pulido, Stone and Strevel, 2020)
To start, students as well as career driven individuals typically represent the most strategic valuable segment, this is due to the frequency of purchase and responsiveness to digital marketing. This of course justifies their selection as the primary target market.

Within recent years, millefoglie have experienced unpredictable fluctuations in regards to search Interest, with demographical searches ranging from high activity, to very low. as shown below – the cafe is most popular in December, which is unfortunately followed by an intense decline in searches within the later months. 

[image: ]
(Sparktoro, 2026)
As millefoglie is located in Swansea city centre, a very busy area, millefoglie attracts a range of local individuals as well as students. To attract students millefoglie offers 10% discount on all drinks, making it an affordable and a rather popular location for students to study, meet up with friends, and lastly to just grab a coffee on the way to work or university (Er et al., 2024). This helps build regular student customers creating a very friendly, and welcoming atmosphere.
Competitors 
in regards to competitors Millefoglie typically competes with:
· Independent cafes within Swansea's city centre
· Local bakeries who focus on takeaway products
· And lastly national chains, such as costa coffee and Starbucks

Positioning analysis suggests that millefoglie occupies a niche characterised by high quality and authenticity. Contrasting with chains that compete primarily on convenience and price. While this positioning supports the premium value, it also exposes millefoglie to substitution if competitors replicate artisanal cues, highlighting the need for continuous differentiation. 
	Cafe/bakery/ coffee shops 
	Total website searches 2026

	Costa coffee
	308,000k –428,000k google searches

	Starbuck 
	1.3 million – 1.7 million google searches

	Millefoglie 
	Below 5,000k google searches 

	Coffee no.1 
	Below 5,000k google searches 
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Collaborators 
Key collaborators include Italian ingredient suppliers and local distributors. These B2B (business to business) relationships are strategically significant, as they strengthen products authenticity as well as quality (Wenger, 2021). Any disruptions which involve these partners would directly affect millefoglie’s value proposition

Climate – PESTLE – macro environment

	factors
	Implications

	Social 
	Increases the demand for authentic food experience 

	Economic 
	A reduced discretionary spending 


	Technology 
	Necessity of digital visibility 




The PESTLE analysis highlights that while economic pressures pose risk, social and technological trends favour independent cafes with strong digital enforcement (PESTLEanalysis Contributor, 2016).








Objectives 

The overall objective of this marketing plan is to strengthen millefoglie’s competitive position while achieving a measurable growth withing a 12-month period.

SMART objectives: 
To increase millefoglies monthly revenue by at least 15% as well as expand millefoglie’s active customer base by at least 20% within the next year through targeted digital marketing and enhanced customer engagement.
SMART – what does it stand for?
Specific
Measurable
Achievable 
Relevant
Time-bound 
(Bell, 2025)
To support these objectives:
· Strengthen brand awareness amongst students and local professionals by at least 30%
· Increasing millefoglie’s social media engagement.
· Improving repeat purchase rates through loyalty initiatives 
while these objectives appear realistic, considering millefoglies current scale and marketing conditions. There is a risk that millefoglie may be overly cautious, which could risk limitations regarding potential growth within the business. Supporting sustainability the objectives need to be clearly aligned in regards to market opportunities. Lastly these objectives provide measurable benchmarks against which marketing performances can be evaluated.


Strategies 

 Millefoglie's value proposition is centred on delivering authentic Italian coffee and bakery products within an artisanal and culturally distinctive setting. Unlike mass-marketing chains, Millefoglie competes on experiential value rather than convenience, aligning with theories of differentiation based competitive advantages. This value proposition is communicated through:

· in store ambience and product presentation
· Social media storytelling that emphasises authenticity 
· Word of mouth advocacy 

To continue, the effectiveness of this proposition Soley depends on whether deliveries are consistent. Any decline in product quality or service would unfortunately undermine the brands credibility, especially considering Millefoglie's positioning.
Millefoglie adopts a differentiated targeting strategy, with this being said prioritising students, or those of the younger generation, whilst maintaining secondary appeal to tourists and local residents. This approach allows tailored messaging while avoiding the inefficiency of mass marketing.


Ansoff matrix
Strategic growth generally focuses on:
· Marketing penetration – through the means of increased promotional intensity within existing markets
· products development - to elaborate, through seasonal and limited edition Italian baked goods 

This combination minimises the risk by leveraging existing capabilities with maintaining customer's interests (Hanlon, 2021). The decision to avoid diversification reflects millefoglies limited resources and the risk associated with over extensions. Overall, the strategy emphasises focus and differentiation, which is appropriate for an independent, which is appropriate for an independent cafe operating in a highly competitive market. 












Tactics marketing mix  

Product
Millefoglies product offering include speciality Italian coffee and traditional baked goods. These products function not only as consumables but as a symbolic representation of authenticity. Maintaining product integrity is therefore critical to sustaining perceived value (Panday, 2023).
Place
Distributors are primarily physical, supported through the means of digital visibility, with this being said google maps for example and social media platforms (Blueprint, 2025). This hybrid presence is essential, as consumer discovery increasingly occurs online even when consumption is offline.
Price
Millefoglie employs a premium value pricing strategy. Prices are higher than national chains but justified through quality as well as authenticity. However, price sensitivity amongst students necessitates clear value communication to prevent perceptions and exclusivity (Tumisang Bogwasi, 2025). 
Promotion 
Promotion actively is guided by the RACE framework. Race is often recognised as Reach, Act, Convert, and lastly Engage, (Chaffey, 2024). with this being said:
· Reach - social media and search viability 
· Act – engaging content and promotions
· Convert – loyalty schemes and targeted offers
· Engage – ongoing interactions and seasonal campaigns 
(Genovese, 2024)
The emphasis on digital promotion reflects both budget constraints and audience media behaviour
Actions and control 

Implementation follows a phased approach, with this being said:
· Market research and planning 
· Campaign launches 
· Loyalty scheme introduction 
· Continuous evaluation 

marketing will be measured using:
· Revenue growth and customer numbers 
· Repeat purchasing 
· Social media analytics 
· Customer feedback

To conclude, ongoing measurements enables adaptive decision making, ensuring that that marketing activities remain aligned with objectives, as well as market conditions (Heinrich, 2025)







Conclusion 

[bookmark: _Int_GTDk8z3D]To conclude this marketing plan has demonstrated that while Millefoglie faces significant competitive and economic challenges, the establishment also possesses clear strategic strengths rooted within authenticity and differentiation. The application of marketing frameworks highlighting importance of targeted promotions, which is focused on growth strategies and consistent value deliveries (Green, 2022). The main recommendation is for Millefoglie to prioritise digital engagement and customer retention while resisting over expansion. By maintaining strategic focus and continuously evaluating Millefoglie's performance, Millefoglie can enhance brand equity and achieve sustainable growth within Swansea Cafe market.
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