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Marketing 
 
Overview: 
Basil is in the food and beverage industry. Food production and assembly will 
take place in the kitchen of the restaurant. Fresh vegetables, meat and dairy 
products will be used to prepare all dishes. The head chef will exercise strict 
standards of sanitation, quality production, and presentation as well as 
packaging over the kitchen and service staff. Basil will offer a marvellous 
Mediterranean-fusion menu and, will without a doubt strive to be the most 
beautiful restaurant setting in Malawi. In addition to the classy interior (deep lilac 
walls and lovely dark wood furniture), Basil will boast an elegant patio, complete 
with multiple ponds, magical water plants with silky Malawi cichlid fish swimming 
about, and the gentle sound of falling water. 
 
To shape the restaurant’s environment, every detail, right down to the selection 
of background music, will be carefully weighed for the desired effect. In order to 
insure the highest quality of service and food preparation, Basil will need several 
weeks of training and testing of its staff. 
 
Our goal is a three (out of five) star restaurant – comfortable for professional 
business men taking their clients out to lunch, but also a great evening dining 
experience.  
 
The population and demographics of Lilongwe are increasing steadily. Tourism 
has increased 24% over the last 3 years and is predicted to keep growing. Local 
businesses are increasing at a rate of 18% yearly. The diplomatic community is 
growing as well. 
The idea of a health consciousness through nutritional awareness and dietary 
change has been slowly building up.  
 
 
Benefits of Product and Service: 
 
There are three major ways in which Basil will create an advantage over our 
competitors;  

• Product identity, quality, and novelty  
• High employee motivation and good sales attitude  
• Innovative and aggressive service options.  

 
Basil will be the only restaurant among all the competition whose entire menu 
focuses on healthy, natural, and low-fat cooking. The target market will perceive 
Basil as the destination location for healthy, organic and low-fat cooking. Once 
they have tried the restaurant, it is hoped that their experience will be reinforced 
by friendly, efficient, knowledgeable service which can in turn facilitate return and 
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repeat business. 
 
At a Glance—Basil will have the following: 
• Location: suburban neighbourhood.  
• Design: not too bright, classy, and clean.  
• Size: 1,200-1,700 square feet.  
• Employees: Eight, full time.  
• Seating: 35-45.  
• Types of transactions: 80% dine in, 20% take out. 
 
 
External Factors:  
Seasonal shortages of some fruits and vegetables is one factor that will affect the 
operations of Basil negatively. When some fruits and vegetables are not in 
season it will be difficult and expensive to source certain ingredients and this will 
have to be portrayed in the prices of the menu items. 
 
However some good external factors also exist and these are mainly the intensity 
of the trends and fads about keeping healthy for the target market. 
 
Customer Profile:  
The core group of customers will all share the feeling of being health conscious 
as well as earning an above average income. There has been an increased 
awareness of nutritional and health concerns in recent years and a growing 
market of people who now eat this style of cooking regularly. The menu rates will 
be raised as the restaurant gets more and more crowded, and to make sure we 
are charging a premium for the feeling of being in the "in crowd."  
"If you try it, you will like it." Through marketing, publicity, and word-of-mouth, 
people will seek out a new experience and learn that nutritious food can be tasty, 
fun, and convenient. 
 
Market Segmentation 
 
The Business Community 
Basil will target city business professionals that take their clients out to lunch. 
The atmosphere of the restaurant will be one that encourages business talk over 
lunch. 
 
The Diplomatic Community 
Being the capital city, Lilongwe has quite a large number of people within the 
diplomatic community coming from embassies and UN organizations, and 
international non – governmental organizations.  Apart from these people there 
are also tourists that come often into Lilongwe and these will be targeted as well. 
These clients are believed to spend a lot on appetizers, drinks as well as tips. 
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Young Happy Couples 
The restaurant will have an atmosphere that encourages people to bring dates 
and to have couples arrive. Basil will strive to be a social place where people 
meet each other and develop a network. These young couples are generally very 
successful but balanced and will probably be spending a lot on drinks.  
 
The Rich and affluent families 
The rich are quite a big group with tremendous influence over the city's 
government and private enterprise. Basil will cater to their ecological ideology 
and contribute to charities that are associated with this group of people, in order 
to encourage them to use our facilities for business as well as family outings.  
 
Dieting Women 
The organic food menu provided by Basil will always have a line of extremely 
delicious very low-fat meals. It is hoped that this will encourage those women 
who join fitness clubs and care about their looks, to frequent Basil. 
 
 
Competitors: 
There are twelve restaurants in the capital city Lilongwe that sell food prepared in 
a similar way at similar prices. Although this presents an obvious challenge in 
terms of market share, it also indicates the presence of a large, strong potential. 
The newest competitors have made their successful entry based on an 
innovative concept or novelty. Basil will offer an innovative product in a not so 
familiar style at a competitive price. Our unique health conscious and innovative 
edge will also give us an advantage to create a good market share before the 
competition can adjust or similar concepts appear. 
 
Competitor's Profile  
Competing with Basil for the target market are these categories of food providers:  
 

• Independent table service restaurants of similar menu and price structure.  
• Franchised restaurants like Nandos, Steers, Pizza Hut 
• Commercial food service companies  

 
Our competitive edge is the menu, the chef, the environment, and the tie-in to 
what's healthy and trendy. Our competitors’ strengths will be the established 
base of clients that they have, which Basil will have to build from scratch. Their 
weakness however will be their marketing strategy as well as not being so 
focused on the dynamics of the trends of society towards health consciousness. 
 
On the other hand however, most restaurants are ethnic based and will carry at 
least two similar menu items with Basil. Buchanan’s, Mamma Mia, Modis and 
Hotel Restaurants are long-standing businesses while the others are fairly new 
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but are all doing very well, and are relatively well established and profitable.  
They have big resources of marketing and/or a specialty product or attraction for 
example a focus on Chinese food, Italian food or Indian food which helps to 
make them stand out among the competition. 
 
 
Marketing Plan & Sales Strategy 
 
Market Penetration  
Entry into the market should not be a problem. The store will have high visibility 
with heavy traffic all day long. The local residents and business professionals 
from the nearby city centre always support new restaurants and the tourists do 
not have fixed preferences. The marketing and advertising strategy will also 
focus on the target market. 
 
Marketing Strategy  
 
Focusing on the unique aspect of the product theme (healthy, tasty foods) a mix 
of marketing vehicles will be created to convey our presence, our image, and our 
message especially at start up.  
• Print media -- local newspapers and magazines  
• Hotel guides, concierge relations, Chamber of Commerce brochures  
• Direct mail -- subscriber lists, offices for delivery  
 
There will be no radio advertising in order to maintain the high end image of the 
restaurant. 
 
The marketing effort will be split into 3 phases;  
 
1) Opening -- An advanced notice (press packet) sent out to all media and 
printed announcement ads in key places.  
2) Ongoing -- A flexible campaign (using the above media), assessed regularly 
for effectiveness.  
3) Point of sale -- A well-trained staff can increase the average check as well as 
enhancing the customer's overall experience. Word-of-mouth referral is very 
important in building a customer base.  
 
 
 
 
 
 
 
 
 




