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Millefoglie, Italian coffee and pastry is a high-quality pastries establishment located in Swansea Wales. Situated at 15 Picton arcade in the centre, it blends an authentic Italian cafe experience with French patisserie sophistication. The purpose of this essay is to conduct a comprehensive analysis of Millefoglie’s sales and marketing strategies employed by the establishment, through the lens of traditional marketing concepts, notably the 4Ps: product, price, place, And promotion (Twin, 2025). The 4Ps form the foundation of how businesses deliver satisfactory experiences for customers, providing useful lens for evaluating Millefoglie’s current approach. Incorporating strategic segmentation, targeting and positioning also known as STP (Brown, 2025). To identify how Millefoglie reach their target audience, within a competitive market. This essay will decipher how the cafe is currently marketing its products, evaluating the effectiveness of these methods, compare them with similar businesses in Wales or further afield, then offer recommendations to help Millefoglie grow sustainably.
Effective marketing analysis requires the use of theoretical models. The two key frameworks inform this evaluation, the marketing mix, so the use of the 4Ps and secondly STP also known and segmentation, targeting, and positioning. The marketing mix is often referred to as the 4ps, this strategy consists of price, product, place, and promotion. The 4Ps provides a structured approach to identifying the businesses marketing strategy by analysing the value it offers, the price it charges, and how it distributes its offerings and how it communicates with target customers. Riserbato (2020) states that by using the four Ps, marketers can thoroughly consider every element of a product or service when creating a market strategy, by framing marketing around the 4Ps it will allow support to an establishment whilst also offering a valuable insight into customer needs as well as competitor activity. The STP model complements this by examining how the company divides the overall market into segments, (Arti, 2024) by selecting specific groups to target and positions its products or brand in relation to customer needs and competitors. These tools allow a comprehensive evaluation of Millefoglies current business strategy and marketing performance.


To begin analysing Millefoglies marketing strategies', an introduction and formal comparison to the “4p’s Marketing mix” is in order. In the 1960s the “marketing mix”, known as the 4Ps of marketing, was first introduced by a man named E. Jerome McCarthy, this is stated by (Haribabu, 2025). Each element within the marketing mix has its own pivotal role, to start, the very basis in which all businesses begin with is the process of considering the overall “Product” itself. Novak (2024) states that “The product is the actual product the business is selling", it is pivotal for a business to offer products which meets the needs of a customer and reach the correct target audience (Elmore, 2025). It is important for millefoglie to understand the needs of a customer, as supplying products that customers are willing to purchase, as it allows the business to make some profit from their products. The quality of products served to customers have contributed to positive reviews on social media platforms, for example TripAdvisor, as well as the official millefoglie website. Customer Reviews reinforce milefoglies reputation, which supports millefoglie stick to its roots in terms of product, and what they sell. BBC Bitesize (2025) states that the cost of the product must be appropriate for the quality of said product, as this can have a detrimental factor in loss of profit.
Moving on to discuss “price”, When starting to determine a price of a product, it is vital for millefoglie to consider the quality of the products. Eades (2025) suggests that Businesses must decipher the most appropriate methods of pricing, this is to ensure that businesses such as millefoglie can make a profit from their products whilst meeting the needs and expectations of a customer. The quality of the ingredients used to produce said products, customers expect to pay more for higher quality ingredients as they are aware everything produced in millefoglie is homemade rather than brought in. The business must consider the cost to produce the product, comparing prices from other establishments, and how much they spend on the product, thus lessening their own. And lastly the demand and supply of a product, higher priced products, usually don’t sell, which can cause a reduce in revenue. However, by reducing the cost of products, can enhance the markets competitiveness, with this being said, lower prices attract customers and increases market share, which is very beneficial for the establishment in the long run as it builds a stronger position in the industry and enhance customer loyalty (Frissen, 2025).
When considering plans of how an establishment is to succeed in the restaurant market, the third method in the marketing mix to consider is its “place”, in this instance, it refers to how and where Millefoglies product are made available to customers, ensuring accessibility, making the business more convenient to navigate for the customers (Pant, 2024). Millefoglie, is a stand-alone pillar of the cafe/restaurant service model, its only location is based locally in Swansea, Wales. Millefoglie is based in Swansea Arcade, a walkway point as well as a shortcut for members of the public, as the cafe is in the centre of the alley, it becomes much more catching to eye, with the outside terrace, featuring a small and brief table set-up for guests to enjoy product in the arcade view, with a large poster with the Millefoglie logo displayed outside, featuring some of the food served in house (Ahmed, 2025). To face the interior, large windows over-look the entire inside view of the establishment, draws an attraction to customers walking in and purchasing any goods that the chef creates on the day. The owners were originally from Sicily Italy, moving to Wales recently within the last 5 years (Arlow, 2021). All products are made in house, Millefoglie offers online delivery service as well as click and collect services. Millefoglie is made accessible on Deliveroo, and uber eats, the delivery service has a five-mile radius.  
Lastly, “promotion”, the final element which supports the 4P, marketing mix. Promotion plays a pivotal role when reaching sales targets, expanding a long-term brand name, and lastly expanding customer bases stated by (Nandedkar, 2024). Promotion is used to reach a much larger audience, promoting the businesses products. Promotion supports the business to attract the correct audience through media, and correct use of paid attractions. Within the promotional marketing mix, Pahwa (2024) states that there are 5 elements incorporated into the mix, likewise, digital marketing, advertising, public relations, direct marketing, and lastly personal selling. Millefoglies approach to promotion is through paid advertisement as stated, and digital marketing, posting updates on social medial, offering deals to the public, updating customers on new products, furthermore discounts offerings (Appino research, 2024). Digital marketing is cost efficient, and easy to navigate, it allows people from all over Wales, and every other country to view the establishment.

Segmentation, targeting, and positioning (STP) is the process of delivering core customer value whilst achieving competitive differentiation (Mogaji, 2025). Millefoglie incorporates the STP by shaping the business's products to meet the needs of distinct customer groups in the Swansea market. Millefoglie identifies groups within its audience demographically, drawing tourists' attention to the cafe, as well as anyone who lives in the city who is looking for a authentic area to eat. In a psychological point of view millefoglie focusses on the customers who value high quality product, produced in house, respects the Italian culture and those who are drawn into the establishment just by the visual appearance of the business. On another note, behaviorally, millefoglie appeals to those who enjoy going out for brunches, or just for a morning coffee; it attracts those who enjoy luxury products. From these segments, millefoglie focuses on drawing customers to the establishment who seek quality over convenience, customers who are willing to purchase items from the establishment, whether its coffees or pastries, pastries are produced with premium quality ingredients, which costs a substantial amount. Customers who are willing to pay for said products are given the opportunity to have what is called a loyalty card. (Flor, 2024) states that using these promotional positives boosts sales, enhancing customer satisfaction. millefoglie positions itself as an authentic Italian – French patisserie. The business focuses on producing products with top of the range ingredients, creating creative lattes, and following Italian traditions, millefoglie really distinguish themselves from any other cafe/coffee chop chains.
To compare millefoglie to another Italian restaurant, a restaurant situated in Llandysul, west Wales, known as La Calabria, an authentic Italian restaurant. To start, millefoglie is an Italian and French style establishment, which produces pastries, instagramable lattes, brunches, and lite bite savour options which includes savoury filled croissants, focaccia breads, sandwiches, and more. The establishment is a very inviting, an ideal spot for a meet up, although the food offered is very much cafe style, to elaborate the business is not a suitable establishment, to run fine dining. The business has a “generally satisfactory” 5 hygiene rating.  on the other hand, La Calabria restaurant is a family run establishment, serving traditional Italian dishes which includes pasta dishes, and desserts such as tiramisu and affogato. The establishment locally sources produce using a mix of Welsh produce, and Italian produce. both establishments focus on the authentic Italian style although as stated La Calabria runs both lunch and dinner service, allowing their marketing strategy to be significantly different to millefoglie. Millefoglie heavily focus on the cafes culture, luxury pasties, and is more of a grab and go convenience. La Calabria is a head strong establishment that focuses more on the traditional dining experience, focusing on events, and tourism rather than culture. To conclude millefoglie is best for a coffees and pastry meet up with friends, while La Calabria offers a fuller more refined Italian dining experience, which is better suited for events as mentioned, or celebrations.
Expanding the food menu is definitely an area for improvement, as it stands the menu has stayed the same since millefoglie first opened in 2020. Millefoglie should offer limited edition products or have themed products, for example during the football season, and design a menu to fit the season. To finish millefoglie should aim to their Improve marketing communications, with this being said it is vital for the business to encourage the customers to share their experiences, whether through friends or social media, posting photos of their purchased item and  hashtagging, to build more awareness for the company. Millefoglie Italian coffee and pastry distinguish itself in Swansea marketplace emphasising on artisanal products and refined customer experiences. By applying the key marketing frameworks such as the 4Ps and STP, this essay has identified both strengths of the current strategy and of course areas that require further improvement. Although its product quality and positioning are strong, the limited scope of the promotional activities and customers engagement leaves plenty of opportunities for improvement. Strategic enhancement in digital marketing brand partnership, and customer loyalty could support millefoglies growth and ensure it remains competitive in a saturated cafe markey6, implementing these recommendations would reinforce the cafes appeal, expand its customer base and support long term sustainability.
To support millefoglie throughout their growth as an establishment for the future, it is recommended that they enhance their digital presence. With that being said, millefoglie should develop more of an active social media platform, using platforms such as Instagram and Facebook, showcasing the products produced in the cafe as well as the surrounding atmosphere. Social media builds awareness of the business, enhancing customer engagement, and data analysis – looking through comments on posts, feedback, responding to the comments to show more of a commitment to thew customers (O’Grady, 2025). Moreover, As millefoglie is a smaller business, it'll be very beneficial for the establishment to consider developing partnerships with other establishments. Collaborating with two or more establishments can increase brand awareness, reaching a wider audience. Businesses can join in resource costing, to elaborate millefoglie, and another collaborator can Joint marketing campaigns, saving money on marketing advertisements (Delgadillo, 2023). 
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