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A marketing strategy is a long-term plan for achieving a company's goals by understanding customers' needs and creating a distinct and sustainable competitive advantage. It encompasses everything from determining who the customers are to deciding what channels to utilise to reach those customers (Optimizely, 2024). In the restaurant industry, market strategy is a plan that helps restaurant owners increase their sales and profits. The main goal of a restaurant market strategy is to attract guests who will continue to dine at the restaurant. Market strategies to help promote the restaurant include advertising, promotions, events, focusing on guest loyalty, customer services, menu design, pricing, and location (Andrews, 2023).
A restaurant marketing strategy is a fundamental part of a restaurant business plan. The market strategy aims to ensure the success of the restaurant. Promoting the restaurant will attract guests. Market strategies include social media, SEO, and email marketing campaigns to promote the restaurant. These methods are affordable and effective promotion methods (Andrews, 2023).  
There are seven critical steps to creating a restaurant marketing plan to ensure the restaurant's success and increase sales. These steps are defining the target customer, researching the competition, setting marketing goals and objectives, creating a budget, creating a unique selling proposition, measuring the results, and adjusting as needed. Following these steps will guarantee a solid marketing plan that will increase sales and the restaurant's success (Montas, 2022).
The first step is defining the target customers. For a successful business, there needs to be a clear target audience. The best way to define the target customer is to consider what type of people will enjoy the restaurant's food and dining experience (Montas,2022). Target customers, also known as target markets, are determined by a combined analysis of demographics, psychographics and behaviour. Demographics is a population subdivided by shared characteristics, including age, sex, income, education, religion, race, and geographical location. Psychographics is the classification of a group of people according to their attitudes, aspirations, and values. Behaviour is the study of a population segment according to the behaviour of potential customers, including the consumer's buying habits, spending habits, digital behaviour, and hobbies (Valencia, 2024). The information gathered from the target market will play a prominent role in every part of the restaurant's business, from the creation of the menu and the pricing to the type of promotion to use (Dobos, 2023).
Next is to research the competition. In order to make an effective marketing plan, knowing the competition is essential as it allows a better understanding of how well the competition is doing and where they are falling short (Montas, 2022). A competitor in the restaurant industry can be divided into two categories: direct and indirect competition. Direct competition is restaurants that are similar in having the same restaurant cuisines, operating under the same service model and appealing to the same target market. An example of this can be seen in McDonald's and Burger King; both are fast food restaurants that offer hamburgers. Indirect competitors are more challenging to spot, as they can sell different types of cuisine or operate under a different service model. They can only be considered competition because they cater to the same target market. They are attracting consumer attention, even though they do not offer the same meals.
An example of this can be seen in MacDonald's and Subway; both are fast food restaurants. However, Subway is known for its subs, and MacDonald's is known for its burgers. Another reason to analyse the competition will help evaluate the market value of the restaurant's concept. If the competition is doing well, there is a higher chance for success; however, if the competition is not doing well, it will be an unnecessary risk requiring reevaluating the concept (Valencia, 2024).
The next step is to set the marketing goals and objectives to determine what marketing activities must be undertaken to achieve the desired results (Montas, 2022). Objectives are an integral part of any successful marketing strategy. A restaurant can effectively focus efforts and allocate resources to attract and retain customers by setting clear, measurable, and attainable marketing objectives. Increasing brand awareness is one of the main goals of marketing a restaurant. This goal can be achieved through social media, advertisements and public relations. A broader awareness of the restaurant would gain a wider audience, and more people would be aware of what the restaurant offers. Boosting customer loyalty is another important goal for the restaurant. Loyal customers are likelier to return to the restaurant and recommend it to others. Increasing customer loyalty can be accomplished by offering loyalty programs, discounts, or other incentives to encourage repeat business. Increasing sales and revenue is another primary goal for marketing the restaurant. This can be done by promoting special deals or discounts, creating new menu items, or increasing the online presence of the restaurant (Sabharwal, 2022).
Creating a budget comes after setting up goals. The budget must work well with the restaurant (Montas, 2022). Preparing a marketing budget plan for restaurant success can help prioritise spending and better understand the goals. Budgeting is essential to the equation for the success of the restaurant. Before finalising the budget, there must be a spending list on other aspects of the restaurant. Food costs, labour costs, overhead expenses, promotional merchandise, entertainment and miscellaneous spending need to be accounted for before creating a budget for the restaurant. Once that is all figured out, it will be easier to determine the restaurant's cash flow and prepare a market budget accordingly. A general rule for market budgeting is that it should account for 3%-6% of total revenue. Some restaurants stretch the expense to 10% of their sales, but 3%-6% should be considered a starting point (Voicu, 2023).
Developing a restaurant promotional calendar comes next. Promoting is the most significant part of marketing (Montas, 2022). A restaurant promotional calendar is a visual roadmap that helps map out marketing efforts over a specific period, whether a month, quarter or even a whole year. The promotional calendar will help plan campaigns, events, and seasonal promotions well in advance. The calendar may include menu launches, marketing projects, deadlines, key dates, goals and the restaurant's success. A calendar will improve planning and organisation, have consistent and effective promotions, make strategic decisions, boost sales and drive revenue (Demetriou, 2023).
The next step is creating a unique selling proposition. Having a unique selling is the most crucial part of any business. The only way for any business to succeed is to show how it differs from its competitors. That is where the unique selling point comes in. The idea surrounding the unique selling points is so the restaurant can stand out and tell the consumers why it is better than its competitors, and they should buy from there instead of the competitors (Montas, 2022). List differences between the restaurant and its competitors to make a selling point. Next is to appeal to a group of customers that are more likely to become loyal customers in the future. Research the customers to understand what they like. Write down the ideas and research into the unique selling point. Finally, apply the unique selling point to the restaurant (sevenrooms, 2022).
Measuring the results and making adjustments are the last steps. Once the market plan is complete, it is vital to measure the results and make adjustments if the results do not align with the goals and objectives of the restaurant (Montas, 2022).
When trying to open a restaurant, there would be a fair amount of paperwork with councils and various government agencies. Restaurants must register 28 days before opening or if they need legal help. Any restaurant, like Bombay Blue, that handles any meat, fish, egg, or dairy products must be inspected and approved by the local council to obtain a Food Premises Approval. A premises licence and personal licence will be needed to sell alcohol. Public liability insurance is needed as it covers legal and compensation costs should a customer injure themselves or become ill when visiting the restaurant. There is also employers' liability insurance, which covers when a staff member becomes ill or is injured because of their place of work. There is a legal requirement for adequate procedures to control pests (Young, 2024).  
Before COVID-19, the restaurant industry saw a small growth, with revenues increasing. Even before the pandemic, restaurants struggled to survive, as many had left business in 2018 and 2019. Rising costs, reduced consumer spending, and an oversaturated market from the boom in casual dining brands all contributed to the insolvencies of independent restaurants and the closure of several big chain outlets. Restaurant industry revenues were forecast to fall by around 33% in 2020, suggesting a full recovery by 2024 (SRD, 2023).
Knowing who the customers are will help make any business successful. Understanding who the customers are can help serve their needs and keep them returning for more. Data like age, gender, income, and dining habits can help inform food options, service and business plans. Gathering the data can help find trends in their behaviours and better understand them (Sevenrooms, 2022).
Restaurants now have software and hardware technology that can streamline operations. Technology is responsible for innovative ways that eateries can keep up with the competition. New technology is also changing the ways customers can order food. Platforms such as online restaurant ordering apps and self-ordering kiosks show how people get food more efficiently (Georgiev). Some restaurants are cashless and can only take payment by card. However, only some restaurants, like Bombay Blue, have adapted to the new technology. Nevertheless, every restaurant will use the new technology in the future.  
The UK produces more than 400,000 tonnes of avoidable waste each year. This has enormous social, environmental, and economic consequences. Therefore, Restaurant waste management is essential to ensure that food and other waste types restaurants generate are managed correctly and efficiently. Restaurant waste, whether leftover food from customers, broken glasses, or damaged kitchen equipment, is unavoidable. Restaurants are responsible for ensuring that as much waste as possible is recycled, reused, and has as little environmental impact as possible (Business waste).
The law stipulates the levels of service that a customer can expect, and if the restaurant fails to meet these expectations, they are offered some protection. The Supply of Goods and Services Act 1982 states that any service provider in the country must supply services with "reasonable care and skill, within a reasonable time and at a reasonable cost". If customers feel they have been fair and reasonable in expectations of the restaurant's service and failed to satisfy, they are entitled to make a complaint to them. If you cannot agree with the restaurant, you could take the matter to court, which would act as the final arbiter (Local Solicitor).
Bombay Blue produces different Indian-inspired cuisines. Some cuisines are traditional and a favourite among many people who enjoy Indian food. The restaurant also provides English dishes, including chicken nuggets and chips, for young children not interested in Indian cuisine. The restaurant provides vegetarian-friendly options alongside meat and seafood options. All the dishes are Halal, making the restaurant Muslim-friendly. 
Bombay Blue's cuisines come at an affordable price as most of the dishes are under £10, and many starters are also under £5. Bombay Blue tries to keep their prices to satisfy the costumes while dealing with inflation and rise in living costs. All the prices for each dish can be found on the website menu if a paper copy is not available. The prices can range from low to medium, depending on the dish type. For example, King prawn bhuna would cost more than lamb or chicken tikka bhuna, while a vegetable bhuna will cost less than the rest of the dishes.
Bombay Blue, like many others, uses delivery services such as Uber Eats, Eat and Deliveroo to promote their restaurants and any offers. Ording online allows consumers to enjoy offers and discounts only available online. Every Monday, Bombay Blue has an offer called Manic Monday Dine-in offer. This offer enables any starter, any main, any rice and any naan for the price of £18.99 per person. This offer, however, excludes king prawn, Lamb chops and duck dishes.
Bombay Blue is located on Cardiff Road in Nantgarw. The area could be better for those who are not locals or have ordered from the restaurant before. While Bombay Blue is not well known compared to many other restaurants, it is still one of the best Indian takeaways in Nantgarw.
Bombay Blue is a small family-owned restaurant. There are a handful of people who work there. The primary workers in Bombay Blue are the kitchen staff, servers and owner. As it is a small restaurant, there are only a few workers compared to more prominent restaurants like Mowgli's or Nando's.
All meals in Bombay Blue are prepared by hand and made fresh. They are all made promptly. Some foods, like papadums and nan bread, are made in advance. Papadums are a popular starter, so they are often made in advance in large batches and are ready to be served to customers while they wait for the rest of their food.
In Bombay Blue, customers interact with the staff and talk face-to-face. The staff are polite and friendly when interacting with their customers. The kitchen and front house staff work together well as a team to provide the best service for their customers and ensure they enjoy their time at the restaurant.

















References:
Bombay Blue (2024) available at - https://www.bombay-blue.co.uk 
How to Create a Marketing Budget Plan for Restaurant Success in 4 Easy Steps (2023, updated 2024) available at - https://www.gloriafood.com/create-marketing-budget-plan-for-restaurant 
Restaurant Competitive Analysis (2024) available at - https://www.touchbistro.com/blog/restaurant-competitive-analysis/ 
Restaurants in the UK - statistics & facts (2023) available at - https://www.statista.com/topics/3131/restaurant-industry-in-the-united-kingdom-uk/ 
Restaurant licence and regulation laws (2024) available at - https://startups.co.uk/setting-up/restaurant-regulations/ 
Restaurant Marketing Calendar - Strategic Schedule for Promotions (2023) available at - https://www.eposnow.com/uk/resources/restaurant-marketing-calendar/ 
Restaurant Target Market: How to Identify it and Why It Is Important for Your Business (2023) available at - https://www.gloriafood.com/restaurant-target-market 
Restaurant Technology: 6 Basics Concepts to Know About, available at - https://www.bluecart.com/blog/restaurant-technology 
Restaurant USPs: The Secret Sauce to Differentiation (2022) available at - https://sevenrooms.com/en/blog/restaurant-usps/ 
Restaurant Waste Management, available at - https://www.businesswaste.co.uk/sectors/restaurant-waste/ 
Target the Market of Your Restaurant (2024) available at - https://www.touchbistro.com/blog/defining-your-restaurant-target-market 
The 7 critical steps to creating a restaurant marketing plan that will increase sales (2022) available at - https://www.linkedin.com/pulse/7-critical-steps-creating-restaurant-marketing-plan-increase-montas  
What is a market strategy (2024) available at - https://www.optimizely.com/optimization-glossary/marketing-strategy
What Rights Do You Have in Restaurants? - https://www.localsolicitors.com/consumer-guides/what-rights-do-you-have-in-restaurants 
Why You Should Care About Restaurant Customer Demographics (2022) available at - https://sevenrooms.com/en/blog/why-you-should-care-about-restaurant-customer-demographics/ 
5 Marketing Objectives for a Restaurant: Tips for Attracting and Retaining Customers (2022) available at - https://marketingly.org/blog/marketing-objectives-for-a-restaurant/ 
32 Best Restaurant Marketing Strategies (2024 Updates) (2023) available at - https://restaurant.eatapp.co/blog/restaurant-marketing-strategies 


