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[bookmark: _Toc1623590792]Introduction
The purpose of this marketing plan is to outline a structured strategy to strengthen The Copper Pot’s competitive position and guide future decision‑making within the local hospitality market. It is being prepared for the restaurant’s management team to support evidence‑based planning and sustainable growth. The plan evaluates current performance, identifies opportunities, and proposes actionable recommendations aligned with the business’s capabilities and customer expectations.
The structure is informed by the SOSTAC marketing framework (Smith, 2011), which provides a clear planning outline covering Situation, Objectives, Strategy, Tactics, Action and Control. Tactical recommendations draw on the 4Ps Marketing Mix (McCarthy, 1960), enabling analysis of product, price, place and promotion. Broader strategic insight is supported through SWOT (Kotler et al., 2019) and PESTLE analysis (Johnson et al., 2017), alongside theorists emphasising segmentation, positioning and customer value. Together, these frameworks ensure a coherent and academically grounded marketing plan. 
[bookmark: _Toc1593095340] Company
The Copper Pot is an independent restaurant positioned around locally sourced produce and high‑quality dining. Its brand identity reflects authenticity, sustainability, and community engagement, which aligns with consumer trends favouring ethical and local food experiences (Kotler et al., 2019). A micro‑level SWOT analysis (see table 1.) highlights internal strengths and constraints.

[bookmark: _Toc1806337696]Table 1. SWOT Analysis of The Copper Pot
	Strengths
	Weaknesses

	Strong local reputation and loyal customer base
	Limited marketing activity and digital visibility

	Fresh, locally sourced menu
	Small seating capacity restricting revenue

	Skilled kitchen team
	Inconsistent social media engagement


	Opportunities
	Threats

	Rising demand for sustainable dining
	Competition from chains and gastropubs

	Growth in local tourism
	Increasing food and energy costs

	Potential for events and collaborations
	Economic uncertainty affecting spending



[bookmark: _Toc1821681132]Customers
Customer behaviour in hospitality is shaped by lifestyle, values, and experience expectations (Bowen & Morris, 2019). The Copper Pot attracts local residents, tourists, and families seeking quality, atmosphere, and fresh food.
Segmentation includes:
Demographic: Adults 25–60, families, mid‑income groups.
Psychographic: Value sustainability, authenticity, and local produce.
Behavioural: Regular diners, weekend treat‑seekers, special‑occasion visitors.
Target segments include local food enthusiasts, who value provenance and loyalty incentives, and tourist explorers, who rely heavily on online reviews and seek memorable local dining experiences (Kotler et al., 2019).
[bookmark: _Toc1475170691]Competitors
Competitors include independent restaurants, gastropubs, and chain venues offering similar cuisine and pricing. Positioning theory suggests that perceptual mapping  helps identify differentiation opportunities (Ries & Trout, 2001). 

[bookmark: _Toc1049003886]Table 2. Perceptual Positioning Map (Quality vs Price)
	Restaurant
	Quality
	Price

	The Copper Pot
	high
	mid‑high

	the Grosvenor
	medium
	medium

	Yr hen Printworks
	high
	high

	The Priory Restaurant
	medium
	low‑mid



[bookmark: _Toc2094915573]Collaborators
The Copper Pot relies on business to business (B2B) relationships with local farmers, fish suppliers, breweries, and artisan producers, supporting both quality and sustainability. Collaborations with tourism boards, local events organisers, and digital platforms such as TripAdvisor enhance visibility and customer acquisition (Johnson et al., 2017).

[bookmark: _Toc647276823]Table 3. PESTLE analysis of the Copper Pot
	Factor
	Key Points
	Impact on The Copper Pot

	Political
	Government support for local food producers; food hygiene regulations; post‑Brexit supply chain changes (Johnson et al., 2017).
	Need to maintain compliance and adapt to fluctuations in ingredient availability and import costs.

	Economic
	Rising inflation, increased energy costs, and reduced consumer spending power (Kotler et al., 2019).
	Higher operational costs and potential decline in discretionary dining. Pricing strategy must remain competitive yet profitable.

	Social
	Growing demand for sustainable, ethical, and locally sourced food; rise in experiential dining; increased tourism in Wales (Bowen & Morris, 2019).
	Opportunity to strengthen brand positioning around local produce, sustainability, and authentic dining experiences.

	Technological
	Growth of online booking systems, digital reviews, and social media marketing (Kotler et al., 2019).
	Need to enhance digital presence, encourage reviews, and use social platforms to attract tourists and locals.

	Legal
	Food safety legislation, allergen regulations, employment law, and licensing requirements (Johnson et al., 2017).
	Requires ongoing staff training, compliance checks, and accurate menu labelling.

	Environmental
	Climate change affecting food supply; pressure to reduce waste; consumer preference for eco‑friendly practices (Bowen & Morris, 2019).
	Opportunity to highlight sustainable sourcing, reduce waste, and promote environmentally responsible operations.




 
 




[bookmark: _Toc1705139740] SMART Objectives
[bookmark: _Toc1778874175]Digital Visibility Objective
Increase The Copper Pot’s social media engagement by 30% within six months through consistent posting, improved content quality, and targeted promotions across Instagram and Facebook. This will be measured through analytics such as reach, interactions, and follower growth. Strengthening digital visibility is essential for attracting younger audiences and tourists who rely heavily on online platforms when choosing where to dine (Kotler et al., 2019).
[bookmark: _Toc352697369]Customer Retention Objective
Improve customer retention by 20% within nine months by introducing a loyalty scheme, collecting customer feedback, and enhancing personalised communication. Retention strategies are proven to increase long‑term profitability and strengthen brand loyalty in hospitality settings (Bowen and Morris, 2019).
[bookmark: _Toc276118082]Delivery Expansion Objective
Launch a partnership with a third‑party delivery service such as Yonder within the next three months, aiming to generate 10% of total revenue from delivery orders by the end of the first year. This expands market reach, appeals to convenience‑driven consumers, and supports the main objective of increasing overall revenue (Kotler et al., 2019).
 
[bookmark: _Toc1958086634]Strategy 
The Copper Pot’s strategy is built around a strong value proposition: high‑quality, locally sourced food delivered in a warm, community‑centred environment, offering customers an authentic dining experience rooted in freshness, sustainability, and personal service . This aligns with consumer trends that increasingly prioritise ethical sourcing, transparency, and experiential dining (Kotler et al., 2019). The restaurant differentiates itself from chain competitors by emphasising provenance, craftsmanship, and strong local partnerships.
Communicating this value proposition will rely heavily on digital storytelling. Social media platforms will showcase local suppliers, behind‑the‑scenes kitchen content, seasonal ingredients, and customer testimonials. Digital channels are essential for influencing consumer decision‑making in hospitality, particularly among younger and tourist segments (Bowen and Morris, 2019). The website and online listings will reinforce this messaging through high‑quality imagery, menu descriptions, and a consistent brand identity. In‑house communication such as staff interactions, menu design, and signage, will further strengthen the restaurant’s commitment to quality and community.
Ansoff’s Matrix (see figure 1.) supports this strategic direction. The Copper Pot is primarily pursuing Market Penetration (increasing sales within existing markets through improved digital marketing and delivery expansion) and Product Development (seasonal menus, themed events, and new dishes). These approaches support sustainable growth while maintaining a differentiated marketing strategy, targeting specific customer groups rather than the mass market (Johnson et al., 2017).

[bookmark: _Toc1849515497]Figure 1. Ansoff Matrix (Boolkah, 2024)
[image: ]

The Copper Pot is therefore pursuing Market Penetration and Product Development, supported by a differentiated marketing strategy that targets specific customer groups rather than the mass market.
 
 
  
[bookmark: _Toc482533553]Marketing mix
[bookmark: _Toc1788228593]Product
The Copper Pot offers a high‑quality dining experience centred on fresh, locally sourced ingredients, seasonal menus, and a warm, community‑focused atmosphere. In hospitality, the product extends beyond the core offering to include ambience, service quality, and an emotional experience (Grönroos, 2015). The restaurant enhances its product through themed evenings, seasonal specials, and a strong sustainability ethos. With the introduction of a third‑party delivery service such as Yonder, the product offering expands into convenient at‑home dining while maintaining the same standards of freshness and authenticity.
[bookmark: _Toc1905413126]Place
Customers can locate The Copper Pot through multiple channels, ensuring strong visibility both online and offline. Its central location supports accessibility for locals and tourists, while digital distribution including Google Maps, TripAdvisor, social media, and the restaurant’s website, ensures discoverability during online searches. Effective place strategy is essential in hospitality, where convenience and visibility strongly influence customer choice (Bowie et al., 2016). The addition of a delivery platform extends reach to convenience‑driven diners and younger demographics.
[bookmark: _Toc996908218]Price
The Copper Pot adopts a mid‑premium pricing strategy, reflecting the quality of its ingredients, skilled kitchen team, and emphasis on local sourcing. Pricing must balance customer value with operational costs, particularly in a competitive and inflation‑sensitive market (Nagle & Müller, 2018). A range of price points including affordable lunch options, premium evening dishes, and special‑occasion menus, ensures accessibility for different visitor groups. Prices will be clearly displayed across the website, social media, in‑house menus, and delivery platforms to support transparency and informed decision‑making.
[bookmark: _Toc974836444]Promotion
Promotion will follow the RACE framework to ensure structured and measurable communication (Chaffey, 2024) 
Reach: Social media advertising, search engine optimisation (SEO), and partnerships with local tourism organisations.
Act: Engaging content such as behind‑the‑scenes videos, supplier stories, and seasonal menu announcements.
Convert: Online booking incentives, introductory delivery offers, and targeted promotions.
Engage: Loyalty schemes, email newsletters, and user‑generated content.
The communications mix will include social media, website updates, local press features, influencer collaborations, and in‑house promotional materials. Integrated promotional strategies are essential for building brand awareness and driving customer engagement in hospitality (Fill & Turnbull, 2016).

[bookmark: _Toc389112879]Action
The action plan outlines the sequence of marketing activities required to implement the strategy effectively. A structured timeline ensures that preparation, research, promotional activity, and evaluation are coordinated and measurable. Clear scheduling is essential in hospitality marketing, where consistency and timing strongly influence customer engagement (West, Ford and Ibrahim, 2015).

[bookmark: _Toc1872750382]Table 4. Gantt Chart of Key Activities
	Activity
	Month 1
	Month 2
	Month 3
	Month 4–6
	Month 7–12

	Preparation (branding, menu updates, staff training)
	███
	███
	
	
	

	Market Research (surveys, competitor analysis)
	███
	███
	
	
	

	Marketing Channels Schedule (social media, SEO, delivery launch)
	
	███
	███
	███
	███

	Gathering Feedback (reviews, surveys, analytics)
	
	
	███
	███
	███






The marketing channel schedule prioritises digital platforms, as online visibility is a key driver of restaurant choice and brand perception (Harrington and Ottenbacher, 2018). Social media, Google listings, and TripAdvisor are scheduled early to maximise reach, while the delivery launch is positioned in Month 2–3 to support rapid customer expansion. Seasonal content is staggered to maintain engagement and encourage repeat visits.
[bookmark: _Toc1772042024]Control: Measuring Success
Success will be evaluated using both quantitative and qualitative measures. Key performance indicators include:
Revenue growth of 15% within 12 months
Increase in new customers, measured through booking data and delivery analytics
Digital engagement metrics, including reach, impressions, and review volume
Customer satisfaction, assessed through surveys and sentiment analysis
Delivery performance, including order frequency and repeat usage
Regular monthly reviews will allow the restaurant to refine tactics, respond to customer feedback, and ensure alignment with strategic goals. Continuous monitoring is essential for maintaining marketing effectiveness and adapting to environmental changes (Armstrong et al., 2018).
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