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Executive Summary

The aim of this plan is to provide an overview of marketing The Getaway Café 

Restaurant and Pub, hereby known as The Getaway. This proposed marketing strategy 

is built on zero-based planning, which through Integrated Marketing Communication 

(IMC)  is  a  process  which  determines  objectives  and  strategies  based  on  current 

market place conditions. This approach is ideal because we are able to be on the ball 

of customers’ ever changing wants and needs, changing competitors and distribution 

channels, as well  as the dynamic nature of the food and beverage (F&B) industry 

itself.  In this  Marketing Communication (MC) plan,  three steps of the zero based 

planning  process  will  be  looked  into.  First,  the  identification  of  The  Getaway’s 

segmentation  and  target  audience;  second,  the  SWOT  (Strengths,  Weaknesses, 

Opportunities  and  Threats)  analysis;  and  lastly,  the  determination  of  the 

Communication and Marketing Objectives.

By identifying The Getaway’s target audience and segmenting them into groups, 

we are able identify the right mix of media to send marketing messages to our key 

customers and prospect segments who would most likely patron the restaurant, instead 

of wasting resources on people who are not prospective customers. This explains the 

importance of segmenting and targeting being the first step.   

The next step involves the SWOT analysis, which is a structured evaluation of 

internal  and  external  situations  pertaining  to  the  ability  of  The  Getaway  to  be 

marketed, that can help or hurt the café. The key SWOTs identified mainly concern 
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target  audience behaviour  and preferences,  brand awareness,  financing,  as well  as 

competition in the marketplace.

 The third leg of this plan is the establishment of The Getaway’s marketing and 

communication objectives  to be accomplished over the time frame of six months. 

These objectives are  SMART i.e.  Specific,  Measurable,  Achievable,  Realistic,  and 

Timed. A prioritized SWOT finding will help to effectively define and execute The 

Getaway’s marketing communication objectives.

1.0 Introduction

The Getaway is a multi-themed café, bar and restaurant which seeks to cater to 

the  various  ages,  cultures,  and  lifestyles  of  the  urban  population  of  the  cultural 

melting pot that is Kuala Lumpur and the Klang Valley. 

It  is  a three-storey building ,  with  a  built  up area of 300.6 square metres,  at 

address number 16 Lorong Yap Kwan Seng, which snugly boasts 9,076 square feet of 

land area in the very heart of Kuala Lumpur. 

The Getaway is  comprised mainly of three separate  themes on each different 

floor.  The  ground  floor  boasts  a  beach-themed  café,  surrounded  by  beach-like 

landscaping, with deck chairs and tables, under colourful beach umbrellas, surrounded 

by a wide range of foliage. 

The second floor is  themed Rainforest,  with large clear windows which boast 

views of the beautiful, lush greenery of the compound, as well as sneak peeks of the 

majestic twin towers which are a mere 10 minutes walk away. There are also discreet 

surround sound speakers which emanate the sounds of a living, breathing rainforest, 
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sounds of crickets, gurgling streams, and hushed wind breezes to bring the theme to 

life, and opaque drapes around each dining booth, which makes the dining experience 

a unique one of luxury within a rainforest. 

The third floor has a rustic, glitzy, opulent, Arabic-Mediterranean theme, which is 

the only floor which serves themed Mediterranean and Arabic food. It boasts many 

velvety chaise lounge and booths, glittery drapes, and shisha pipes! The other two 

floors have an open menu from Asian to western food, and have operating hours of 

lunch, tea and dinner time (with Happy Hour at the bar too), whereas the top most 

floor of Mediterranean-Arabic theme is only open for dinner.
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2.0 MARKET SEGMENTATION AND TARGETING

2.1 Market Segmentation

Market segmentation is the process of dividing a market into distinct subsets of 

consumers with common needs or characteristics and selecting one or more segments 

to target with a distinct marketing strategy (Schiffman et. al., 2005). Segmentation is 

indeed essential for developing the strategic plan for The Getaway. It is a decision-

making tool in the crucial tasks of selecting a target market for our café and designing 

an appropriate marketing mix.

2.1.1 Demographic bases for segmentation

According to Schiffman, et. al.(2005) demographic segmentation is the division of a 

total market into smaller subgroups on the basis of objective characteristics such as 

age, sex, maritial status, income, occupation, and education. The Getaway’s 

demographic focus are those aged 24-55, with occupations such as fresh graduates, 

yuppies, young working adults, senior working adults, housewives; those within 

monthly income brackets ranging between RM 2,000-15,000 (middle to upper middle 

class), and those that are highly educated. 

The Getaway thus becomes a trendy hang out spot, in the evenings after work 

(especially at the ground floor themed Beach Café), and an ideal place for casual 

celebrations or formal company events (due to the range of settings from casual to 

formal, from our beach to Mediterranean themes).
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2.1.2 Psychographic Bases for segmentation

Psychographic measures and classifies customers in terms of their attitudes, interests, 

and opinions (AIO) as well as their lifestyle activities (Duncan 2005, p.226). Lifestyle 

refers to the way people choose to spend their money, time, and energy (Duncan 2005, 

p.226). The Getaway is unique because it has three different themes under one roof 

which are Beach, Rainforest and Mediterranean/ Arabic, having the appeal of, and 

appealing to the many different kinds of lifestyles, which people in hectic urban 

settings may yearn to ‘Getaway’ to. Because these are different settings, we do not 

limit ourselves to catering to just one kind of culture or food ( eg. 

Chinese/Japanese/Indian restaurants etc), because for example, people from all 

cultures look forward to the beach or the lush of the rainforests, where any type of 

food is available.

Due to the various themes, after-office-hours, the yuppies, and dinner crowd will 

be most popular, clearly being The Getaway’s key customers.

2.1.3 Geographic segmentation

Geographic segmentation is the division of a market by location such as region, state, 

or city (Schiffman 2005, 624). The location of the café is an important component 

which can determine the success of the business.

The business is located at Lorong Yap Kwan Seng which is in the very hub of a 

pulsing Kuala Lumpur, and a mere 10 minute walk to the Kuala Lumpur City Centre 

(KLCC). It is surrounded by many office buildings, and new apartment buildings, 

providing a thriving and bountiful office lunch-hour crowd, and family dinner crowd 

too. Being off Jalan Yap Kwan Seng, and on the same row as the Australian High 

Commission, The Getaway is less prone to traffic congestion albeit its central 

location. Having such a large land area, it is ideal for the perfect dine-in with minimal 

traffic and ample parking space. Moreover, Lorong Yap Kwan Seng, although nicely 
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tucked away, is a mere 10 minute drive radius from the hottest spots of Kuala Lumpur 

nightlife – Asian Heritage Row, Bukit Bintang, and Jalan Sultan Ismail. 

2.2 Targeting

The targeting process can help the café to identify the most profitable customers that 

should be targeted (Duncan 2005, p.173). The target market of The Getaway during 

lunch and after work hours is the office crowd and yuppies around the area. Families 

that live in the surrounding apartment developments, who can afford to take the time 

to experience this unique dining concept are also The Getaway’s key target customers.

2.3 Target audience

As The Getaway is in only in its introductory stage, brand awareness has not been 

established among the target market. It would be most efficient and wise, to target and 

prioritize the most viable and profitable market in order to maximize the advertising 

and promotional budgets resources.

“Yuppie”  is  an  acronym of  “youth  urban  professional”.  The  common trait  of 

yuppies is that they engage in conspicuous consumption, and are usually innovators or 

early adapters, most willing to spend on interests, new fads and fancy things. The 

Getaway’s design is such that it appeals to this segment - their interests, tastes and 

preferences (http://en.wikipedia.org/wiki/Yuppie). (see graph A in the next page)

Graph A
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Source:  Global  Market  Information  Database 

(http://www.gmid.euromonitor.com.ezproxy.lib.monash.edu.au/Reports.aspx) 

Graph A above shows the population by age in year 2004 and future prediction for the 

year  2020.  The  yuppie  group which  falls  under  20-30 years  is  expected  to  grow 

significantly  in  the future.  Sharing  traits  such as  high willingness  to  try  new and 

interesting  products,  The  Getaway  certainly  appeals  to  these  traits  and  whets  the 

appetite of the yuppie target market. 

The  Getaway’s  concept  distinguishes  itself  from  any  competing  F&B  outlet, 

because competitors only provide one theme in the café instead of three themes in one 

café. The introduction of the multi-themed café is the first of its kind in the Malaysian 

market,  therefore giving the business  solid  first-mover  advantage.  In addition,  the 

brand image can easily be built up amongst the yuppies, which are a growing target 

market, and will certainly become a priceless, intangible asset to the business in the 

future.
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3.0 SWOT Analysis

SWOT analysis is a tool for auditing an organization and its environment. It is the 

first stage of planning and helps marketers to focus on key issues.  The categorizing 

and  prioritizing  of  organizational  strength  and  weaknesses  as  well  as  current 

marketplace  conditions  in  the  sense  of  opportunities  and  threats  from a  strategic 

viewpoint are what makes the SWOT analysis so important in the whole IMC plan. 

(Duncan, 2005, p 174)

3.1 Internal SWOT

Strengths Weaknesses
First mover advantage No brand awareness
Financial support from parent company Heavy reliance on word of mouth 
Mother company’s experience transfer Great amount of capital required
Target market and concept is universal Office  crowds  are  inclined  to  fast  and 

cheap food 
Strategic Location
Identifiable target market 
Offers variety of ideal ambience and food
Good quality control

3.1.1 Strengths

• This café is the first of its kind here in Malaysia .Hence it has the advantage of 

a first mover.

The first-mover advantage is the advantage gained by the first significant company 

to move into a new market. Being the first mover allows a company to capture market 

share without competition from rivals. Moreover, when competition does appear, the 

first mover will likely have the advantages that come from customers who are familiar 

with and loyal to their products.
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• Financial support from parent company

As  a  subsidiary  of  the  same  mother  company  which  owns  Chilli’s  and 

Italiannie’s, we have come to an agreement to receive as much as 40% financing 

for our needed start-up capital. 

• Parent experience transfer

Since this is a subsidiary or the parent company that also specializes in food 

and dining, they will transfer what ever skills and experience they have. 

• Target market & concept is universal (not limited to 1 culture)

• Location (off Jalan Yap Kwan Seng) caters to the surrounding office crowd, 

KLCC patrons, and surrounding Apartment Building population.

The cafe is situated in the heart of Kuala Lumpur.

• The location of the café is situated that it  is in the city but away from the 

heavy flowing jams. Hence, convenience and accessability also increases The 

Getaway’s appeal.

• Identifiable target market

• The creation of a unique, innovative, entertaining, atmosphere which consists 

of  many  themes,  will  differentiate  the  café  from  other  competitors 

immediately.  Variety, variety, variety!  Because of our various themes, each 

floor  is  not  restricted  to  its  own floor/theme’s  menu.  Those  dining  by the 

‘beach’ will be able to have the Kebabs from the top floor, or even the grills 

from the Rainforest spitfire for example. We will also change the menu items 

quarterly to spice things up, and to be consistent with our Variety theme.

• Hiring the best people available - training, motivating and encouraging them, 
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and thereby retaining the friendliest, most efficient staff possible.

• Quality control

• Thorough theme appeal – each floor’s staff have different uniforms. Hawaiian 

shirts  and  khaki  shorts  for  the  beach;  indigineous,  tribal  uniforms  for  the 

Rainforest; and belly dancing outfits for the Mediterranean/Arabic floor.

3.2.1 Weaknesses

• Since this is the first time such a concept is introduced in Malaysia it has no 
brand awareness.

• Heavy reliance on word of mouth

• Great amount of capital required (establishment) due to lavish settings, and 
landscaping efforts.

• Office lunch crowd are inclined to fast & cheap food

3.3 External SWOT

Opportunities Threats
Upward economic growth Competition from KLCC
Increasing disposable income Competition  from  ‘mamak’  stalls  and 

surrounding restaurants
Surrounding residential population Competition from food delivery services

3.3.1 Opportunities

• With the economy of Malaysia stable and also growing, there is a high chance 
Upward economic growth

• Increasing disposable income
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• Surrounding residential population which adds to the dinner crowd

3.3.2 Threats

• Competition  from  KLCC  (  which  provides  even  more  F&B  variety  and 

shopping activities)

• Competition from nearby ‘mamak’ stalls  (cheaper  price and faster  services 

offered)

• Competition from food-delivery services, such as Pizza Hut,  Domino’s and 

other restaurants which deliver food to the office doorstep, because our key 

highlight is the ambiance and setting of the restaurant itself (the unique dining 

experience, and our focus is not on delievery).

• Since this is the first time a concept like this is being introduced, there might 

be a possibility that it might not be accepted by the local market. Nevertheless, 

there are two obvious drawbacks to being the first mover: cost and risk. Not 

only is it expensive to be a pioneer, but it is risky, because as the first multi-

themed F&B outlet of this kind, we cannot benefit from knowledge of 

successes and mistakes of others.
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3.3.3 Prioritizing The Getaway’s SWOT

Ranking  of  each  SWOT  item  from  1  to  3  according  to  its  importance  to  the 
company’s objectives (with 3 being the most important)

Damaged if 
not 

Addressed

Benefit  if 
leveraged

Cost of 
Addressing

 or 
leveraging

Window 
of 

Time

Total

Strengths
First mover advantage 3 3 3 9
Financial  support 
from mother company 

3 2 3 8

Mother  company 
experience transfer

3 1 3 7

Universal Concept 3 3 1 7
Good Location
Identifiable  target 
market 

3 3 3 9

Variety  of  foods  and 
ambiance

3 3 1 7

Weaknesses
No brand awareness 3 3 3 9
Heavy  reliance  on 
word of mouth 

3 3 3 9

Large capital 3 3 2 8
Office  crowds  are 
inclined  to  fast  and 
cheap food

3 1 1 5

Opportunities
Upward  economic 
growth 

3 1 1 5

Increasing  disposable 
income

3 1 1 5

Dinner crowd 3 2 1 6
Threats
Competition  from 
KLCC 

3 2 1 6

Competition  from 
mamak

3 2 1 6

4.0 Marketing Objective

According  to  Duncan  2005,  the  objective  is  to  determine  what  needs  to  be 

accomplished in order to direct The Getaway’s efforts and allow the café to evaluate 
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the progress effectively.  Objectives should be measurable and help to address and 

leverage prioritized SWOT findings (Duncan, 2005, p. 179).

The marketing objective by the café can help to clearly identify the strategy and 

plan that management wants to achieve in the future. The café has chosen to apply the 

SMART method of marketing objectives.  SMART stands for specific,  measurable, 

achievable,  realistic  and  timed 

(http://www.marketingteacher.com/Lessons/lesson_objectives.htm).  It  is  so  the 

objectives developed can guide the café towards the goal.

The objective made by the management should be fulfilling the five components in 

the SMART. It must be stated clearly on how the objective can be achieved in order 

for The Getaway to survive in the competitive market.

4.1 Establishing Marketing Objectives of The Getaway

• To create awareness of The Getaway among 65 percent of the target audience 

in two months period, of which 50 percent of the awareness-built audience 

will actually patron the café, contributing to sales revenue.

• To build a long-term relationship between 25 percent of the existing customer 

base. The cost to retain existing customers costs less than to seek and draw 

new customers.

• To generate profit that  will  enable the café to break even in the first three 

months. The profit, of which will exceed daily expenses such as the purchase 

of raw material and beverage liquid. Besides, the utility bill should also be 

covered by the profit made during the first three months. The theme café is in 

survivor mode in this stage.

• To generate a positive profit of RM10,000 monthly by the end of the coming 

10 months in the particular financial year. The positive profit made represents 

the positive growth and potential further growth of the business in order to 
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outlast competitors, as well as enable long-term expansion.

• To expand the café in order to seat 10 percent more than its current capacity 

after 7 months of running the business. The expansion plan will be undergone 

after sufficient profit of RM10,000 is being made monthly.

• To recruit 30 additional staff for the whole café after The Getaway is safely 

out of the survivor mode, by which then, higher brand awareness and customer 

patronage would induce the shortage of staff. The expanding business would 

require more staff in order to continue the excellent service.

• To set  up  an  interesting  advertising  campaign  which  can  attract  the  target 

audience to dine in and subsequently spread positive word-of-mouth. Word-of-

mouth is known as one of the most effective forms of advertising. Besides, the 

cost of this mode of advertising is low.

• To create a brand identity and position the café as a place for celebration of 

any event. The target audience considers The Getaway as an interesting and 

attractive  gathering  point  because  The Getaway is  the  first  in  Malaysia  to 

bring this fresh new concept and unique dine-in experience.

• Keeping  employee  labor  cost  between  16%-18%  of  revenue.  However, 

bonuses  and incentive  plans  will  be  implemented if  sales  exceed expected 

sales.

• Keep food cost under 30% of revenue because controlling the level of wastage 

can effectively lower costs and increase the profit margin.

• Keep beverage cost under 20% of revenue where controlling the cost can help 

the business to meet the profit targeted.

• Maintain  tight  control  of  costs  and  operations  by  hiring  qualified  and 

professional  management  staff  to  run  The  Getaway  and  utilize  automated 

computer control (orders keyed into main system) to increase the efficiency of 

the services.
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