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This presentation is based on a small business café located in the seaside village of Pendine, Carmarthenshire, called Caffi Traeth.
Throughout this presentation, Caffi Traeth will be marketed as a whole with an objective being to raise awareness of the small, start-up business.
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There are four similar businesses to Caffi Traeth within the area. However, each has something different to offer. Caffi Traeth differentiates from its competitors in numerous ways, one being the opening times.
The first competitor’s operating times are 9:00am until 5:00pm, the second is 6:00pm until 9:00pm, the third is 9:00am until 11:30am and the fourth is 12:00pm until 9:00pm. Serving either breakfast, lunch or dinner or a combination of two. 
Cafffi traeth’s operating hours are 10:30am until 9:00pm, offering breakfast, lunch and dinner. This is the only place in Pendine to offer all three.
Another opportunity that Caffi Traeth has to differentiate them from the others are that all food is locally sourced and homemade. There is no frozen food served at Caffi Traeth unless it has been cooked within the premises by the chef. Caffi Traeth is also the only place in Pendine that provides homemade chips, this is a huge advantage as tourists love fresh fish and chips.
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It would be unfair to say that there is a specific target audience for Caffi Traeth as the mission statement for the small restaurant is: “Our caffi can be your home from home: All are welcome!”.
If there were to be a targeted audience, it would be local families or families on holidays who want to receive the best produce and experience for the best possible prices. Another possible audience may be the elderly who want some friendly conversation in a cosy atmosphere while they dine.
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According to a recent survey, there are only 305 people residing within Pendine.
It is because of these statistics as to why businesses within this area need to broaden their horizons and reach further audiences through the use of social media platforms.
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Caffi Traeth prefers to use Facebook as their main social media platform. Statistics for the whole of the UK show that 49% of the UK population have a Facebook account. To avoid social exclusion, the Caffi tends to stay away from other social media platforms such as Instagram and what’s app as it can be seen that Facebook is an ‘all-rounder’ platform where the majority of the population view. Other means of marketing and promoting is used to inform those who don’t have a social media account of all the cafes deals, products and prices.
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As mentioned above, to avoid social exclusion the cafe also uses other means of promotional marketing. These include flyers, take away menus, billboards, pizza pass loyalty cards and posters.
The main alternative form to marketing other than that of social media that Caffi Traith rely upon is evangelism. It is through the word of mouth advertising that the cafe has become known for its quality produce at fair prices. It may be all well and good posting a picture of a burger on social media alongside a cheap price but it is the experience given to the consumer, the actual taste of fresh homemade cooking that gets the word spread quicker about the reason why Caffi Traeth is a sought after place to dine.
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With the number of tourists that flock to Pendine each year for one of the land speed record events, it is essential that all of the above means of marketing are used. For example, a lot of the members for the hot-rods association, which is one of the main events held at Pendine on an annual basis that businesses depend upon, are Swedish. Promotional Facebook posts may not reach the targeted audience for that specific weekend, this is why posters and evangelism are also crucial for any business operating in Pendine. If a member of one of the associations for the events has had a bad experience at any of the cafes or restaurants in Pendine then this may damage business for that event every year.
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In 1960, Jeromy McCarthy suggested an abbreviation of the main points of marketing, the 4 p’s. Price, product, promotion and place.
In regard to product, Caffi traeth sells the best locally sourced and fresh produce within the tastiest homecooked meals. Whether it be a timeless classic such as cauliflower cheese or a convenient pizza.
The price is completely fair for what is provided. Caffi Traeth believes that if a customer is satisfied not only with their meal but also the price, then there is more chance of them coming back for more and recommending it to friends and family.
For promotional purposes, caffi traeth mainly relies on two different forms: social media and evangelism, both are as important as the other.
To represent place within the 4 p’s and Caffi traeth, it can be said that customers may enjoy a sit-down meal inn a cosy, nautical restaurant that feels comfy enough to be home or enjoy a takeaway with breathless sea views.
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Technically the geographics of Caffi Traeth should be within a 10-15-mile radius. However, as people from across the UK visit the caravan site known as parkdean for their holidays, then the geographics could potentially be anywhere within the UK.
As mentioned previously; there is no specific demographic that is targeted at to visit Caffi Traeth. However, Pendine is known as a family orientated place to come on holiday so there for the demographics would be parents and elderly of any gender.
The behavioural factors of customers ideal for Caffi Traeth are those who want a place to come to enjoy affordable, family dining. So, the ideal customer candidate would be someone who thoroughly enjoys classical homecooked meals at affordable prices.
The psychographic element of Caffi traeth could be that it is a place designed for customers who are sustainably conscious and care where their food has come from and how it is packaged for takeaways. Caffi traeth uses locally sourced produce for the meals and all takaway cartons are biodegradable and made of bamboo.
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Thank you for listening to the presentation
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