Examination of the Sales and Marketing Concepts and strategies of The Copper Pot Restaurant in Cardigan, West Wales.
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Marketing is the process of creating, communicating, delivering and exchanging offerings that provide value to customers, clients, partners and society. It involves identifying consumer needs, designing products or services to meet those needs, and communicating their value through strategies such as advertising, branding, and promotion. The marketing mix product, price, place, and promotion captures the essential elements of this process, ensuring that businesses not only attract customers but also build lasting relationships. By shaping consumer behaviour, driving innovation, and fostering trust, marketing plays a critical role in business growth and in connecting organizations with the people they serve.  Marketing plays a crucial role in the restaurant sector because it helps businesses attract new customers, retain loyal ones, and stand out in a highly competitive market. By building brand awareness and communicating a restaurant’s unique identity whether through its cuisine, atmosphere, or values, marketing ensures that potential diners know what makes the establishment special (Snyder, 2024) This essay will evaluate the Copper Pot in Cardigan, which is a family-run establishment known for its bistro style food, cocktails and a welcoming atmosphere that includes a secret garden for outdoor dining, using a range of marketing analysis tools. These include the 4 Ps: product, price, place, promotion, 
The Copper Pot adopts a contemporary, integrated marketing strategy with a strong emphasis on its digital presence. Central to this approach is a professional website featuring a high-quality photo gallery, seamless connectivity with the Sugar vine booking system, and straightforward access to contact details, social media platforms, and location mapping. Beyond its online initiatives, the strategy extends into local engagement through physical partnerships, exemplified by the acceptance of CAMRA (Campaign for Real Ale) vouchers, which effectively aligns the restaurant with a targeted customer base (The Copper pot, 2025). 
 The Copper Pot in Cardigan appeals to a diverse audience that includes local residents, tourists, families, and food enthusiasts. Situated on Cardigan High Street, it maintains strong community ties through its reputation for quality meals and friendly service, while the acceptance of CAMRA vouchers connects it with real ale enthusiasts. Its coastal location naturally attracts visitors, and the restaurant’s professional website, photo gallery, and integration with the Sugarvine booking system ensure easy access for non-local diners. As a family-run establishment, The Copper Pot offers a cosy interior and a “Secret Garden” outdoor space, making it ideal for family gatherings and casual meals, with pet-friendly policies further broadening its appeal. At the same time, its menu emphasizes freshly prepared dishes, vegetarian and gluten-free options, alongside a vibrant cocktail selection and renowned skillet steaks, positioning it as a destination for younger diners and food lovers seeking variety and quality (The Copper pot, 2025).
 
The Copper Pot’s TikTok presence (@copperpotcardigan) demonstrates how restaurants can leverage social media to strengthen customer engagement and brand identity. Their posts combine culinary storytelling (e.g., chef-led demonstrations of dishes like pesto), product promotion (such as cocktail recipes and Sunday roast highlights), and hospitality culture content (humorous takes on weekend shifts or customer interactions). This mix of informative and entertaining posts aligns with best practices in restaurant marketing, where authenticity and relatability foster stronger emotional connections with audiences (Le et al., 2022).
From a sustainability and hospitality research perspective (M et al., 2024) such content supports customer engagement as interactive and relatable posts encourage repeat visits and word-of-mouth promotion. Brand differentiation showcases unique menu items and behind-the-scenes culture highlights the restaurant’s personality. Humor and transparency humanize the brand, making it more approachable and trustworthy and building a sense of community. This strategy reflects broader trends in digital hospitality marketing, where short-form video content is increasingly used to build loyalty and showcase values beyond the plate (Kumar, 2023)
The reviews of The Copper Pot on Tripadvisor paint a broadly positive picture. The restaurant holds a 4.8 / 5 rating from around 190 reviews and is ranked #2 of 36 eateries in Cardigan, which earned it a “Travellers’ Choice” award. Guests frequently praise the food from smash burgers and mixed grills to Sunday roasts and ribs, as well-prepared, generously portioned and good value, with many reviews highlighting the quality of meat and presentation (Trip Adviser, 2025). 
[bookmark: _Int_fc5m9x2s]The marketing mix is a fundamental framework in business strategy that helps organizations design and implement effective approaches to meet customer needs and achieve success. Traditionally defined by the four Ps: product, price, place, and promotion, the marketing mix provides a structured way to balance these elements in order to deliver value. The product represents the goods, services, or experiences offered,  Price refers to the amount customers pay, shaped by perceived value, competition, and profitability. Place involves the distribution channels and locations where the   product is made available,  Promotion includes the communication strategies used to inform and persuade customers such as advertising, public relations, sales promotions, and digital campaigns . Together, these four components ensure that businesses present the right product, at the right price, in the right place, and with the right promotion (Bulte, 2021)
The importance of the marketing mix lies in its ability to align offerings with consumer expectations, create competitive advantage, and sustain long-term growth. It allows businesses to adapt strategies to changing market conditions and consumer trends, ensuring relevance and effectiveness. For example, in the restaurant sector, a seasonal menu (product) may be priced competitively (price), offered through dine-in and delivery apps (place), and promoted via social media campaigns and loyalty programs (promotion). This integrated approach demonstrates how the marketing mix works holistically to attract customers, build loyalty, and drive profitability. Ultimately, the marketing mix serves as the backbone of marketing strategy, guiding businesses in delivering consistent value and achieving success (Kumar, 2023).
In terms of product, The Copper Pot offers more than just meals, it presents a full dining experience. According to their website, their “talented chefs prepare fresh meals daily, using locally sourced ingredients,” which suggests a focus on quality and freshness. They serve a variety of dishes from traditional pub-style fare like steaks, burgers, ribs, and grilled meats to seafood and possibly dietary options, since they are described as vegetarian, gluten-free and vegan friendly. 
When it comes to price, given that the food is described as “reasonably priced” and good value for money by one review site, the restaurant appears to aim for a balance: offering quality and variety without entering high-end fine dining pricing.  By aligning price with perceived value (fresh, local ingredients; good portions; friendly atmosphere) rather than trying to be ultra-cheap or ultra-premium, they position themselves as a solid “value / comfort dining” venue in their local market which is a common effective approach in food service marketing. 
The place Copper Pot is physically located is in the heart of Cardigan’s main High Street a central, accessible area likely to attract both locals and visitors.  The physical environment is part of the appeal: a cosy interior for relaxed dining, and a “Secret Garden” for outdoor meals when weather permits. Moreover, the business has visibility on review platforms and directories (e.g. public listing with address, contact number, opening hours), which helps customers find and contact them.
 In terms of promotion, The Copper Pot appears to rely on a combination of online presence (its own website) and positive customer reviews / ratings on third-party platforms. Their website highlights their identity as a “friendly family-run bar & restaurant,” emphasises fresh locally-sourced food and a welcoming atmosphere  all part of their brand story. Also, reviews that praise their food, friendly service, and value for money serve as “word-of-mouth” or social proof, which is very effective. For example, customers mention the quality of steaks and ribs, friendly staff, and a good atmosphere (Bulte, 2021). 
In short the Copper Pot seems to manage its marketing mix thoughtfully by offering a solid product (food + atmosphere + drinks), pricing it in a way that matches value and draws a broad audience, using a convenient and attractive place for dine-in, and promoting via online presence and social proof rather than heavy advertising,  a strategy that suits a small, family-run restaurant in a local town.

 In marketing, the relationship with products is central to how businesses create, position, and deliver offerings that meet customer needs while driving growth and competitiveness. Marketing does not simply promote products, it plays a vital role in shaping their design, development, and lifecycle. Through market research, consumer insights, and trend analysis, marketing identifies what customers want and guides product teams to develop offerings that resonate with the target audience. At the same time, the characteristics of a product, its features, quality, and uniqueness, determine how it should be priced, promoted, and distributed. This interdependence means that marketing builds narratives around products to highlight their value, while products provide the foundation for effective marketing strategies. The synergy ensures that innovation aligns with demand, positioning is competitive, and customer satisfaction is achieved (Aydin, Tansel Çetin and Özer, 2007).
For example, in the restaurant sector, when a new vegan menu is introduced, marketing research helps identify the growing demand for plant-based options. Marketing then shapes the product’s identity by emphasizing sustainability, health, and inclusivity, while promotional campaigns on social media and local search optimization ensure visibility. The product itself influences the marketing narrative, as the tangible food offering is complemented by intangible aspects such as service quality and dining experience. This demonstrates how marketing and products reinforce each other: marketing guides product creation, while products shape marketing strategies. Ultimately, the relationship ensures that offerings are relevant, competitive, and successful, making it a cornerstone of effective business practice 
[bookmark: _Int_tTRC99ab]Shostack’s Spectrum, also known as the Tangibility–Intangibility Continuum, is a framework introduced by Lynn Shostack in 1977 (Shostack, 1977), that explains how products and services exist along a spectrum ranging from purely tangible goods to purely intangible services. The model highlights that most offerings in the marketplace are not entirely one or the other but instead combine elements of both. At one end of the spectrum are tangible products such as packaged food, clothing, or electronics, which can be physically owned and measured. At the other end are intangible services such as consulting, education, or healthcare, which are experiential and cannot be physically possessed. Between these extremes lies a wide range of hybrid offerings that blend goods and services. For example, a restaurant meal includes the tangible product of food and drink, but it also relies heavily on intangible aspects such as customer service, atmosphere, and the overall dining experience.
The importance of Shostack’s Spectrum in marketing lies in its ability to help businesses understand how to position their offerings and design strategies that emphasize the right mix of tangible and intangible elements. Tangible products may require marketing strategies that highlight features, quality, and functionality, while intangible services often focus on building trust, relationships, and emotional connections. Recognizing this continuum encourages marketers to adopt integrated approaches that reflect the true nature of their offerings. In the restaurant sector, this means balancing promotion of the food itself with storytelling about service quality, ambiance, and values such as sustainability. Ultimately, Shostack’s Spectrum provides a valuable lens for understanding how products and services coexist, and how marketing must adapt to highlight both dimensions effectively Shostack, 1977).
To drive future growth, The Copper Pot could adopt a multi-channel marketing strategy that blends digital innovation with community engagement. Partnering with the Yonder local delivery app (Yonder, 2025) would extend its reach to customers who prefer at-home dining, ensuring convenience and accessibility. Actively responding to online reviews on platforms like TripAdvisor and Google not only strengthens customer trust but also signals attentiveness and care, which can convert casual diners into loyal patrons. A regular email newsletter can serve as a direct communication channel, sharing updates on seasonal menus, chef specials, sustainability initiatives, and exclusive offers (McCormick, 2015)
Hosting promotional nights and themed events such as wine tastings, live music evenings, or sustainability-focused dining experiences would attract diverse audiences and reinforce The Copper Pot’s identity as a vibrant community hub. Introducing a loyalty program with rewards such as discounts, free items, or priority booking would encourage repeat visits and deepen customer relationships (McCormick, 2015)
Beyond these, The Copper Pot could also Collaborate with local suppliers and artisans to highlight sustainable sourcing, which resonates with eco-conscious diners and strengthens its brand narrative, cross-promote with nearby businesses (cafés, shops, tourist attractions) to tap into shared audiences and boost visibility, and introduce seasonal campaigns (e.g., festive menus, summer cocktails, or farm-to-table promotions) to maintain excitement and relevance throughout the year. The Copper Pot could also utilize targeted digital advertising to reach new demographics, such as tourists visiting Cardigan or younger audiences seeking trendy dining experiences.
Together, these initiatives wouldcreate a holistic marketing ecosystem, balancing customer acquisition through delivery apps and advertising with customer retention via loyalty programs, events, and personalized communication. This approach positions The Copper Pot for sustainable long-term growth while reinforcing its reputation as a trusted, innovative, and community-driven restaurant (McCormick, 2015)
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