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Executive Summary
This digital communication plan outlines the strategy for launching social media platforms for Nostalgia Café boutique coffee shop rooted in the Polish founder’s culture and driven by a longing for psychological calm, emotional safety, and the feeling of home. The primary objective is to build strong brand awareness by introducing Nostalgia Café to the social media world in a way that leaves a lasting impression and curiosity. Through carefully crafted posts that blend storytelling, nostalgic visuals, and interactive elements it aims to positioning the café as a comforting lifestyle and create a herd mentality. Grounded in this vision and situational analysis, the plan sets a clear target: to grow social media followings to 2,000 by October 2025. 						
This addresses the café’s current low local visibility and makes it achievable by targeting Generation Z consumers, owing to their strong affinity for nostalgic eras and sensitivity to psychological aspects and their need of feeling safe. Success will be measured through justified key performance indicators such as follower growth rate, impression rate, email sign up, and profile traffic ensuring marketing effectiveness. To ensure the business has high potential online, Nostalgia Café was compared to two main competitors in the local market through a perception map analysis, which revealed that the key differentiators lie in offering a unique combination of emotional immersion and affordable luxury delivering both together as a package rather than offering either element alone. 										

The SWOT and PESTEL analysis were also considered and became useful identifying the business digital environment to position Nostalgia at its strategic opportunity. As a result, Nostalgia is envisioned not merely as another social media profile to like or follow, but it is a lifestyle one can identify with in a modern digital way, a cohesive community to belong to no matter who you are, and a place to always return to.
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1. Introduction										 (Solomon et al., 2004) argue that understanding consumer psychology is essential in the marketing field. This suggests that modern marketing is no longer a business function simply based on the persuasion of products alone, but it is about identifying the underlying needs of consumers and introducing tailored solutions to meet and exceed their expectations. In the same way, the pioneer in management methodologies, Peter Drucker, aptly educates, the true objective of marketing is to make the act of selling unnecessary (Karim, 2019). In practical terms, this means that effective marketing is not about the ability to sell, but it is about offering the consumer something so relevant and essential that it will prompt them to purchase without hesitation or encouragement, but with loyalty and feelings of safety for the brand.						

Since the launch of the first website (http://info.cern.ch) in 1991 (CERN, 2025), the growth of digital technology has become unstoppable. According to (Statista, 2025), the global population of internet users reached 5.56 billion in 2025, highlighting its addictive influence. This suggests that consumers now have immediate access to information, enabling them to make more informed and comprehensive decisions than ever before.
However, this assumption is not without challenge.  (Schwartz, 2006) argues that this is not a positive outcome. The author explains that consumers’ reality is governed by the paradox of choice, meaning that an abundance of options does not automatically equal better outcomes and can lead to choice paralysis rather than choice freedom. 

Consequently, this paper aims to meticulously document the development of a comprehensive digital communication plan for Nostalgia, a newly established café approaching its market entry. Rooted in psychological insight and informed by consumer behaviour trends, it is designed for the visionary management team of Nostalgia Café, providing a detailed blueprint and actionable strategies for its effective implementation.					
This digital marketing plan adopts several established frameworks, with a core focus on the SOSTAC model (Smith, 1990), which offers a structured approach through Situation, Objectives, Strategy, Tactics, Action, and Control. The 5 Cs framework: Company, Customers, Competitors, Collaborators, and Climate will guide the Situation Analysis (Corporate Finance Institute, 2022), supported by SWOT and PESTEL analyses to assess internal capabilities and external factors.
For the Tactics stage, the 4 Ps of the Marketing Mix: Product, Price, Place, and Promotion will be applied to optimise marketing decisions (McCarthy, 1960).  Ansoff’s Matrix (1957) will support strategic growth planning, while a Perceptual Map will aid in visualising current brand positioning. Lastly, a Gantt Chart will be used to schedule to measure success and monitor key activities effectively. 

2.Situational Analysis 
2.1 Company						
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Zawartość wygenerowana przez sztuczną inteligencję może być niepoprawna.]Figure 1. The SWOT Analysis of Nostalgia Café Adapted from (Kotler, 2009).			
The SWOT analysis of Nostalgia Café reveals a strong foundation for its digital communication strategy, particularly through its emotionally resonant brand positioning. The café’s identity aligns closely with the psychological concept of self-concept, which scholars widely acknowledge as the beliefs, perceptions, and emotions individuals hold about themselves, including their identity, values, and aspirations (Toth, 2014). According to (Sirgy, 1982), self-concept also significantly influences how people interpret experiences and make choices, with consumers often gravitating toward brands that reflect or improve their self-identity, also referred to as the ‘ideal self.’ According to sociologist Professor (Bauman 2005), the rapid pace of the modern world, expectations, and emotional challenges of contemporary life have led to feelings of isolation, anxiety, and disconnection. Drawing on (Goffman, 1959) framework, Nostalgia Café offers a ‘backstage’ environment, free from the social theatre where people often perform to create an impression on others, offering a space where people can temporarily withdraw and connect with a more genuine, real and emotionally natural version of themselves.									

However, while creating a strong brand loyalty, this emotional positioning also poses a strategic weakness. Such reliance on emotional attachment means that any misalignment with customer expectations can lead to brand disconnection. Although Nostalgia benefits from flexibility in adapting to customer needs due to its early-stage operation and lean, purpose-driven team, these continuously evolve, requiring the café to carefully balance responsiveness with maintaining its core mission and vision. According to statistics, 55% of consumers indicated they would stop interacting with a brand following several unsatisfactory experiences (PwC, 2025). This poses a threat of public backlash, as many consumers may escalate their dissatisfaction to digital platforms, as this is where opinions can quickly reach a wider audience. 										
Figure 2 demonstrates this. According to a global review:
· 63.9% of the world’s population now uses social media.
· 5.24 billion users worldwide.
· Average daily usage is 2 hours and 21 minutes.					
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Figure 2. (Global overview of social media use, conducted from https://datareportal.com/). 






Interestingly, social media users also habitually scroll through their phones immediately after waking up, which means that early-morning posts or reviews can easily shape public perception throughout the day (Rai, 2024. 
From a business perspective, this can significantly damage the reputation of the business and its ability to attract new customers. Especially given that 95% of consumers consult online reviews before deciding to interact with the business (LifeLearn,2019).			

Considering this, cyberthreats also pose a significant risk to Nostalgia, which enables unverified negative reviews to sabotage brand perception This creates an echo effect, where other users validate the opinions of online haters, amplifying collective criticism. Limited experience in managing digital customer expectations may intensify this vulnerability, increase the risk of overpromising and under-deliver value proposition. However, such digital friction also creates strategic opportunities. Nostalgia can spark creativity and innovation, pushing the brand to evolve beyond conventional boundaries. By positioning customers as co-creators for example, Nostalgia signals that its identity is not fixed but fluid meaning it is open to criticism and willing to grow through feedback. This approach makes customers feel seen and heard, not just treated as sources of revenue. Nonetheless, limited resource can result in slower response times to feedback, whereas limited brand recognition currently restricts public exposure to the café’s core strengths. Similarly, limited tight budget to utilise advanced digital tools restrict the café’s ability to reach a broader audience and innovate. Analytically, this is particularly concerning due to the threat of copycats where more digitally mature entrants can replicate Nostalgia’s branding and scale it more efficiently. 
[image: ]
2.2Customers 
Building upon the insights from SWOT analysis, it emerges that the sustained success of Nostalgia Café's in the saturated marketplace significantly depends upon the nuanced understanding of its customers. Consequently, the following section will focus on segmenting the market and developing the ideal customer profile to target the most profitable customer group. Additionally, conducting secondary research by reviewing trends and existing data will provide broader market insights and better inform hypotheses about who the potential customers might be. 		

To address this, the online performance of Milliefogile was selected as a comparative case study due to its alignment with key characteristics of the Nostalgia Café concept. As an independent café with boutique appeal, rooted in Italian culture and an emphasis on aesthetic presentation, Milliefogile offers an experiential dining environment centred on traditional Italian recipes. This positioning attracts a customer base that closely resembles the target audience of Nostalgia Café, making it a relevant and insightful benchmark for market analysis.		
Figure 3 (Analysis of Milliefoglie website performance conducted from https://pro.similarweb.com). 
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Zawartość wygenerowana przez AI może być niepoprawna.]Firstly, the analysis of digital traffic sources offers valuable insights into the behavioural patterns and decision-making processes of customers interested in such offerings. As illustrated in Figure 3, the dominant source of traffic for Milliefogile website is organic search, which accounts for 55.93% of all visits. Indicating, that customers are digitally comfortable, and they do not browse passively but intentionally. This suggests that potential customer base for the Nostalgia Café is likely to be, digital-natives well-informed, intentional, and discerning, placing considerable emphasis on information gathering and critical evaluation before engaging with the brand. The 34.03% direct traffic indicates a substantial segment of users are returning or brand-aware, suggesting Nostalgia Café’s potential customer base comprises loyal patrons		

While such loyal behaviour might point towards millennials, and older generations as a targeted audience, who typically operate moderate to high disposable income to o drive repeat business, research shows that Generation Z is strongly attached to Nostalgia, more than such generations. As illustrated in Figure 4, 56% of Generation Z respondents express Nostalgia for eras most of Generation Z did not directly experience. Psychologically, Generation Z has grown up with several global instabilities. Their heightened need for Nostalgia might signal a longing sense for comfort and safety. From a strategic business perspective, this creates opportunity because unlike older generations who revisit their past, Generation Z engages with previous era as novelty, driving demand for the revival and re-contextualisation of older trends.							
Sourced from: (Harlow, 2023)
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Zawartość wygenerowana przez sztuczną inteligencję może być niepoprawna.]Although this might initially appear egoistic or ethically questionable, that Nostalgia is taking advantage of this emotional sensitivity for profit, it is important to look at this from a more realistic perspective. Instead of manipulating emotions, Nostalgia Café can play a positive role in helping this generation find stability.  This aligns with core principles of Utilitarianism; an ethical theory that judges the morality of actions based on their outcomes (Mill, 1895). In case of Nostalgia, if offering will reduce anxiety, create sense of safety and comfort for its customers, then the concept contributes to the greatest good for the greatest number of customers. 		

The ‘Age Distribution’ Graph’ for Milliefogile Café further supports me in my customer segmenting and indicates that Generation Z and younger Millennials, constitute the majority demographic for themed Cafes. This suggest that digital communication plan for Nostalgia Café must prioritise platforms and content strategies that align with this specific cohort to stay relevant.   				

(Image sourced from https://pro.similarweb.com)	
[image: ]								

Image sourced from https://pro.similarweb.com)				

The bar chart on Gender Distribution from the Milliefogile case shows that themed cafés appeal more to women, indicating Nostalgia Café’s potential of strong alignment with female lifestyle preferences. However, lower male engagement raises inclusivity concerns and suggests that digital strategies are currently driven by female interaction patterns. Research confirms women spend more time on social media and engage more with digital marketing, with 24-year-old females averaging nearly three hours daily versus two hours for males (Oberlo, 2024). From a business perspective, this signal missed market potential and highlights a need for addressing this demographical blind-spot. Therefore, while Nostalgia Cafe primary audience will also be women [See Appendix A] for an ideal customer persona, the communication strategy will deliberately avoid over-gendering the brand. 						

2.3 Competitors:										
 In assessing the competitive landscape, a perceptual positioning map was developed [See Appendix B] to visually represent how key competitors are positioned based on emotional immersion and affordable luxury and how consumers are likely to perceive each brand, based on publicly available descriptions for each competitor [See Appendix C]. These dimensions were chosen because drawing on (Pine and Gilmore, 1999) theory of the Experience Economy, customers seek products that provide memorable experiences. Conversely, the dimension of affordable luxury reflects a critical market trend identified by (Mundal et al. 2017), whereby consumers seek access to premium that are financially affordable. This trend is particularly valid during current period of economic downturn, when customers tend to be more cautious with their spending and prioritise value as an indicator. 							


The analysed competitors, Milliefogile and Saint Hugo Café, are both located in Swansea. The perceptual positioning map indicates that, in the minds of consumers, Saint Hugo is strongly associated with differentiation rather than emotional immersion. In his social media marketing, the owner mentions prestigious culinary roles, including appearances on Bake Off: The Professionals and his development under well-regarded industry figures making customers feel connected to a premium. However, while this strategy is encouraging customers to explore the brand and its narrative, it may simultaneously frame Saint Hugo as a ‘treat’ brand, suited more to special celebrations than to everyday consumption, therefore, reducing its accessibility for price-sensitive consumers, thereby positioning it lower on the affordable luxury axis. 
In contrast, Milliefogile occupies a markedly different position on the perceptual map. It is perceived by consumers as offering high levels of affordable luxury, but lower levels of emotional immersion. For instance, on its social media milliefogile focuses on showcasing high-quality product-focused posts. The café also focuses on discount offers or bundle deals, thereby reinforcing best value for purchase also defines as value-based 	pricing. 

From the perspective of Bowman’s Strategy Clock, [See Figure 5] which illustrates how brands achieve competitive advantage based on perceived value and price, Milliefogile aligns with Position (3) Hybrid- attempting to add value through competitive pricing without sacrificing quality. In contrast, Saint Hugo, aligns with Position (4) Differentiation offering value via simplicity (coffee and pastry range) but with high pricing due to high focus on sustainability, expertise, craftsmanship and   modern minimalism, which gives it an exclusive tone. 
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Zawartość wygenerowana przez AI może być niepoprawna.]Figure 5 Bowmans Strategy Clock sourced from (Overview of Strategy Tools: Bowman's Strategy Clock)										

This presents an opportunity for Nostalgia to blend emotional immersion with affordable luxury, aligning with (Silverstein and Fiske, 2003) concept of ‘masstige’; combining mass-market accessibility with prestige, or Bowman’s Strategy Clock Position 5 (focused differentiation).This means that rather than competing head-to-head with price or experience Nostalgia café can become associated with delivering both. However, (Kapferer,2008) holds a different opinion and argues masstige may dilute Nostalgia exclusivity. Yet, evidence for this is under-researched in the hospitality sector meaning it must be interpreted with caution until further validation in industry-specific studies. 
							

2.4Collaborations													
Rising customer engagement means a shift from solely rely on marketing by intrusion but rather brands must practice marketing by attraction. Collaborations, represent a powerful vehicle enabling this by leveraging external credibility and overlapping audiences. For instance, the collaboration between Marriott and Starbucks defined as B2B relationship provides exclusive benefits to loyalty program members, effectively catering to their interests in both travel and coffee (Wolf, 2018). 		

However, while this example highlights the benefits of collaborations, it fails to consider that if such collaborations are poorly executed or misaligned, they can yield more harm than benefits. For example, McDonald’s partnership with artist Travis Scott faced backlash due to his association with explicit content, which conflicted with the brand’s family-friendly image (Business Insider Nederland, 2020). While this suggests that brands may risk alienating their consumer base a more convincing argument was found by (Muravskii et al., 2021) who found that customers may perceive such collaborations as manipulative because they can appear to prioritize short-term, profit-driven relationships over long-term commitments. 				

While highlighting the negative impacts of collaborations, this source overlooks how brands can manage them strategically to avoid manipulation, questioning the authors’ assumptions and narrow analysis. (Sandrabadi et al., 2018) distinctively responds to this and educates that virtual brand ambassadors represent a significant digital marketing innovation. However, his analysis also overlooks potential limitations. Since ambassadors are often financially compensated, their endorsements may lack genuine belief and focus more on profit. Moreover, customers are now more aware of detecting inauthentic promotion. Consequently, raising concerns whether ambassador-driven campaigns still hold persuasive power.							

Interestingly, Aoki et al. (2020) argue that customers should be brand ambassadors, as they are the genuine users who bring authenticity to digital marketing. However, the unpredictability of customer-generated content limits message control and reputation protection. From a business perspective, Nostalgia Cafe can embrace this unpredictability as a strength, highlighting the brand’s personal meaning and ability to fit within customers diverse narratives.									





2.5 Climate (PESTEL) Analysis									
To stay successful in the digital communication strategy a startup business like Nostalgia must navigate its most pressing external challenge, which stands to be legal compliance with data privacy regulations. This issue is particularly urgent, given the data-driven nature of personalised marketing. 						

To create a personalised campaign Nostalgia will need to acquire user data. However, under the (GDPREU,2025) this can only be lawful if the user gives clear consent and their data is securely handled and stored.  Although this legal aspect aims to protect user rights, it places significant burden and stress on Nostalgia. For instance, from environmental perspective, this consumes significant amount of energy [See Appendix E], so Nostalgia may need to adopt renewable energy or greener IT solutions to lower its carbon footprint. Taking economic considerations into account, this means Nostalgia must invest heavily in IT resources long before any revenue is generated to rely on the newest methods.  Critically, if these standards are not met, GDPR strict rules means even unintentional or accidental violations can result in fines up to 20 million euros and what is worse, irreparable loss of public trust. It could be argued that such regulations create an unfair disadvantage for Nostalgia compared to large businesses or franchises within house legal teams and significantly larger budgets. 			

This links to the technological factor, particularly the rapid evolution of social media algorithms, described by Pasquale (2015) as “black boxes” due to their lack of transparency, leaving brands uncertain about how content gains visibility. While these changes offer opportunities for innovation, they force businesses into reactive cycles, constantly adjusting content to algorithmic biases and shifting priorities. Economically, this also requires continuous investment in digital marketing tools, which according to (Kaplan and Haenlein, 2019), can disproportionately burden smaller businesses because it creates disproportionate pressure in maintaining visibility online. This in fact is risking being overlooked regardless of effort and quality of content. 		

Political actions, most notably the U.S move to ban Tik Tok platform, also exemplify how government can directly censorship and or immediately stop social media ecosystems (Carroll, 2025). Although this article highlights that it was framed as a matter of national concern it masks deeper motives. Particularly, it warns of over-relying on a single platform for audience engagement. Scholars (Kietzmann et al., 2020) support this view add educates that for startups like Nostalgia, this dependence can be compromised overnight beyond control resulting in sudden removal or suppression of content thus losing already established audience. From a social perspective, this issue is nuanced because certain social media platforms draw more attention. Figure 6 illustrates the leading social networks globally, ranked by their monthly active users.				





Figure6
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Sourced from: (Statista, 2025)			

Therefore, it seems logical to concentrate on these dominant channels to maximize reach. However, the magic lies not in simply chasing large audiences but to have more opportunities to get their attention. Multichannel marketing allows for this through experimenting with different content types and structures. 				

3.Objective 
Based on the situational analysis, this digital communication plan aims to increase Nostalgia Café’s brand awareness by reaching 2,000 followers on Instagram and Facebook between July and October 2025. This specific and time-bound target directly addresses the café’s current lack of visibility within the local community, with the intention that an enhanced online presence will leverage Generation Z’s strong affinity for nostalgic comfort and safety, therefore, reinforce the café’s identity in customers’ minds as a gentle therapist. A Gantt chart provided in the ‘Control’ section outlines the timeline, metrics and tasks required to achieve this goal. With success being measured through quantitative metrics across this four-month period plan. 

4. Strategy
Value Proposition:	
The Nostalgia Café’s value proposition is centred on moving beyond traditional competitive models that rely solely on luxury or convenience and instead creating brand excitement through the development of a vibrant community that celebrates a “nostalgic lifestyle.” To effectively improve brand awareness, the café aims to create not just products, but memorable digital experiences that emotionally resonate with its audience. These experiences are designed to leave a lasting impression making the brand more visible and easily recognizable across digital platforms.			

According to Ansoff’s Matrix, the most suitable growth strategy for achieving this is Market Penetration which focuses on increasing market share within existing markets by promoting current offerings more effectively [See Appendix F]. Noting the fact, that Nostalgia is a new brand with not yet established online presence Market Penetration allows the business to build recognition using well known channels first, to test the market. This strategy carries relatively low risk compared to other strategies such as diversification. 

Diversification involves launching new products into new markets, which for Nostalgia Café would mean developing unfamiliar offerings while targeting untested audience segments. This is considered the riskiest strategy within Ansoff’s Matrix because if the core business is not yet established as productive and profitable, diversification will rely heavily on assumptions and unproven hypotheses, significantly increasing the risk of costly mistakes or business failure. Although some argue that diversification is cornerstone of new business, (Howarth, 2023) highlights that approximately 10% of businesses fail within their first year because of the wrong strategy. This statistic suggests that without a strong foundational presence, diversification can dilute focus, leading to strategic overreach. That said, diversification remains valuable when approached at the right time, helping to reduce over-reliance on a single market. However, the key is to approach it strategically because jumping into this phase to soon may result in business being perceived as overly ambitious. 			

Achieving successful market penetration, however, will require Nostalgia Café to strategically recalibrate its marketing mix, ensuring every element is tailored to capture attention. 				


Marketing mix: 										

Product: Instead of purely showcasing products, Nostalgia must introduce digital-first experience.
Price: Instead of focusing only on the numerical price online, Nostalgia will emphasize why the product justifies its cost. Therefore, digital communication should convey how the price reflects quality, rather than convenience or cost-competitiveness alone.

Place: Nostalgia must be consistently visible, accessible, and discoverable on the channels that matter to its target market Generation Z.  			

Promotion: Digital promotion must become conversational, create excitement and aim for herd mentality. 



5. Tactics: 
To effectively address the brand awareness challenges identified in the situational analysis, Nostalgia Café must adopt a set of integrated digital communication tactics that align with its restructured marketing mix. Considering the RACE framework (Chaffey, 2024) the first REACH factor involves building awareness of a brand and means maximising reach over time to create multiple interactions. For a newly launching brand like Nostalgia Café, this is especially critical, as the business is starting with no existing audience, no established digital presence, and no active social media communication. At the Nostalgias beginning stage this means creating high visibility touchpoints. To support this Nostalgia will utilize digital platforms and implement advertising via its branded profiles. To launch its social media and create first interaction, Nostalgia will include the use of ‘teasing tactic’ by dropping mysterious post, which hints the café’s unique theme but doesn’t reveal it fully [See Figure 7]. 										

[image: ]Figure7.                                                                                Figure 8. 
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(Source: own source)                                                                              (Source: own source)
The second tactic is generating hype. While primarily falling under the ACT stage of the RACE framework, as it encourages the audience to take an action of signing up to a e-newsletter [See Figure 8] it aims to indirectly supports ‘REACH’ by creating audience who will amplify awareness through digital ‘word-of-mouth’. Although this can create a slight confusion and overlap, (Zook and Smith, 2020) study found that, digital strategies often do not operate in isolation. Consequently, that this approach can be classified as valid and strategic. 

The first official post is a foundational tactic to establish a clear brand identity. Without this critical step, the brand risks low brand recall. In his literature, (Keller,2003) emphasises that early brand messaging, help customers form meaningful associations. Importantly, this initial post may also include promotional elements to further enhance REACH by encouraging users to spread awareness organically extending visibility beyond initial followers [See Figure 9] . However, Keller’s work does not explicitly address the need for consistent and regular posting. Therefore, the last tactic; the consistent posting, is ground-braking for forming brand awareness because it prevents the brand from fading into digital noise.											
Figure9.
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6.Control											
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1. Launching social media in July is a strategic decision to initiate the follower growth objective, as individuals generally have more free time during the summer and are therefore more likely to engage online (Sprout Social, 2025.  The number of followers is used to measure the effectiveness of this activity, as each time the profile receives a ‘follow’ it reflects audience acquisition. 
2. Generating organic hype transforms the business launch into a notable event, giving the brand its own momentum. August has been deliberately chosen for this phase due to its nostalgic atmosphere. As the final month of the holidays, it naturally evokes a sense of reflection and sentimentality that perfectly aligns with the identity of Nostalgia Café. Email sign-ups will be used to measure the effectiveness of this phase, as each sign-up indicates that the campaign is successfully converting brand awareness into a direct communication channel.									

3. The first post has been scheduled for September because it is often associated with fresh routines and renewed focus, as people return from summer breaks. This timing makes audiences more receptive to new ideas. Therefore, impression rate has been used measure success because it indicates how many times the content was seen by the audience. 									

4. Scheduling consistent posting during late September, beginning of October is strategic move to capitalize on the Café’s momentum. At this stage, the target audience will be more familiar with the brand. Profile traffic serves as a salient indicator of success, reflecting the extent to which user attention is captured. Elevated levels of profile interaction generate algorithmic signals that enhance relevance of content, thereby stimulating organic reach beyond the current follower base without additional advertising costs. 

Conclusion

Previously, the business had no digital communication channels, which limited its visibility. This report presents a digital communication plan tailored to the business’s current stage, focusing on social media development, content strategy, and measurable growth targets. The most significant change was the development of a social media infrastructure by identifying appropriate platforms and developing a content strategy focused on affordability and consistency, the business now has a clear pathway to build brand awareness and reach the goal of 2,000 followers in a cost-effective manner. As a start-up business with limited budget, it’s important to start with affordable methods first and gradually scale efforts. Monitoring identified metrics and adjusting tactics will ensure the strategy remains flexible and results driven. A natural progression of this report is to focus on as search engine optimisation (SEO), trialling targeted paid adds and expanding upon the RACE framework to guide future campaigns will help the business sustain long-term equity. 										
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LET US BRING A LITTLE
OSTALGIA.

Want the full story? Link in bio!
By signing up, you agree to our Frivacy Policy
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NostalgiaCafe
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Do you remember that sunny aftemoon when
you truly felt happy?
Your first love? The cake your grandma used
to bake?
Or the coffee you drank on a quiet morming,
sitting on the porch of your family home,
wrapped in the silence of nostalgia?

We want to hear your story.
Follow us, share your favourite childhood
memory,
tag @Nostalgia for a chance to receive an
exclusive pre-opening invite
and a cup of memories — on us for the first 50
followers.
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Project Start:
TASK START
Increase Brand Awarness
Launch Social Media How many followers July July
Generate hype Email sign- ups August  August
First Post Impression rate September September

Consistant Posting Profile traffic September  October




image13.png
Demographics

Age: 25
Gender: Female
Cohort: Generation Z

Income: Moderate-willing to spend more

for better quality and unique experiences.

Location: Urban/ Suburban

Digital Behaviour:

Technology comfort, active in social
media.

Consults, compare and contrast before
engaging.

Share experiences selectively

Avoids aggressive or intrusive marketing
approaches.

Uses intentional organic search to find
authentic, quiet spots.

Psychographics:

Personality: introvert, loyal
reflective, emotionally sensitive,
romantic sentimental, creative and
artistic.

Hobby: Vintage aesthetics

Lifestyle: enjoys journaling,
analysing, reading books or having
long meaningful conversations.

Beliefs: seeks emotional
connection.

Values: authenticity, mental well-
being, creativity.

Needs: feeling safe, resists the
pressure of constant productivity

Motivations: to disconnect from
stress, uncertanity and social
performance.

Aspirations: to live mindfully, feel
seen and understood, to keep
memories alive, to go back in time.
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We Are Millefoglie Italian Coffee Shop &

Pastries

Welcome to our authentic ltalian coffee shop, where passion and craftsmanship come together to create a truly
emarkable coffee experience. Situated in the heart of Swansea City Centrs, immerse yourselfin the Italian coffee
culture with a modern touch on Italian & French small Patisserie, such as Tiramisd, Sicilian Cannolis and Vanilla

Custard Millefoglie. We also offer All Day Brunch and Aesthetic and Creative Instagrammable Lattes.
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Inspired by the French pastry shop window that kick started an obsession during Ben’s
travels, at Saint Hugo we craft powerful but precise food. Re-igniting childhood
memories through all things pastry.

All our products are house-made and baked daily.
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Growing up in rural Llanelli and honing his craft with Cherish Finden, Aréme Bakery and many
more. Ben has lead teams across 5 Star hotels as Executive Pastry Chef, to Michelin Starred
restaurants. His technical approach brings Saint Hugo to deliver flavour, passionately and
effortlessly.

As seen on Bake Off: The Professionals 2022 & 2024.
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Market Penetration (Primary
Strategy)

Promote brand identity

Product Development (Future
Potential)

Inclusive Digital Experiences eg. virtual pop-
ups and limited-time online events, such as
Instagram Live sessions like “Self-Care
Sunday with Nostalgia Takeaway.” via
waitlist or educational webinars about slow
living in a fast world eg. how to create a
morning ritual with Nostalgia Coffee.

Market Development (Later
Expansion Strategy)
Introduce relatable branding,
emphasising that Nostalgia
is for everyone.

Offer promotions

Introduce User-Generated
Content.

Expand channels

Paid adds

Diversification (High-
Risk/Long-Term)

Platform partnerships.




image1.jpg
NOSTALGIA CAFE

Strengths:
« Emotional Positioning.
« Agility and Flexibility.
« Craftsmanship.
« Lean, Purpose-Driven Organisational Structure.
« Visual appeal.

Weaknesses

« Limited Brand Recognition.

- Reliance on emotional attachment.

« Low current digital engagement and brand awareness
on platforms.

- Lack of dedicated and knowledgeable marketing
personnel.

« Limitet budget restricting investment in advanced digital
tools.

« Lack of experience in managing customer expectations.

Threats
« Dominated online visibility from competitors.
. Concept and Content Copycats.
- Reputation Sabotage via reviews/accounts.
« Cyberthreats.
« Public Backlash.
« Economic downturns.

Opportunities

. Cultivating a lifestyle brand.

- Building a innovative digital brand identity.

« Involving customers as co-creators of the brand narrative.
« Leverage low cost of free tools.

Leverage the ‘expectation gap’ as a creative tool.

. Creating consumer demand for experiential brands.





