Section 4 – Target Market and Marketing Strategies

4.1 The STP Model
The STP model stands for Segmentation, Targeting and Positioning. It helps businesses understand their customers and plan how to attract them. According to Kotler and Keller (2016), businesses will first divide the market into smaller groups, choose which group to focus on (targeting), and then decide how they want customers to see their brand (positioning).

4.2 Market Segmentation
Cosy Mum Co Café is part of the food and beverage industry, focusing on family-friendly and affordable dining with a Caribbean twist. The food and Beverage industry in the UK continues to grow as people value fresh, local, and community-based café experiences (British Coffee Association, 2024).
The café divides its market into a few simple groups:
Demographic: parents aged 25-45 with young children, and grandparents who often help with childcare.
Psychographic: people who enjoy cosy, homely places; care about family time, good food, and a relaxed feel.
Geographic: families living near Shirley or West Quay, close to transport and school.
Behavioural: regular café-goers who look for child-friendly seating, small treats, and eco-friendly packaging.
This mix helps the café serve people who want a warm, affordable space to enjoy with their children.

4.3 Targeting- The café’s main target group is working parents and carers in Southampton who want a safe, friendly place to eat and relax with their children. The secondary group includes students and local workers who want a calm lunch spot.
This focus was chosen because Shirley has many family homes (Southampton City Council, 2023), and local cafes often cater more for adults than for families. By focusing on parents, Cosy Mum Co Café can build loyal, returning customers.



4.4 Positioning – What Makes the Café Unique
Cosy Mum Co Café stands out because of its:
 Family-friendly setting – a safe, cosy area with a small play corner and fun children’s
activities.
Affordable Caribbean-inspired meals – tasty comfort food with a cultural twist.
 Community care – eco-friendly materials, local suppliers, and flexible childcare support
for staff.
The café wants to be known as a “cosy, caring café for families” — not a busy chain, but a warm community spot for parents and children to feel at home.

4.5 Reaching the Audience – Marketing Strategies
Channels and Tactics:
 Social media – share photos, menus, and family events on Instagram, Facebook and
TikTok (Chaffey and Ellis-Chadwick, 2019).
 Community links – partner with local schools and nurseries for kids’ art walls or book-
reading mornings.
 Loyalty cards and discounts – “Mum &amp; Me” rewards and family meal deals.
 Seasonal events – small workshops during holidays (e.g. Easter baking, Christmas
crafts).
Simple website – clear menu, prices, booking and contact details, easy to find on Google.
Promotion Ideas:
Grand opening event for local families.
Social media giveaways (free coffee or dessert for family photos shared online).
User-generated content – encouraging happy customers to tag the café.
 Parent blogger partnerships to raise awareness locally.
These ideas help build trust, show friendliness and keep costs low.

Summary
The STP model helps Cosy Mum Co Café focus on the right customers and send the right
message. By aiming at families, keeping prices fair, and creating a caring space, the café can
become a local favourite and stand out from bigger café chains.
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