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Introduction.
The menu that I will be marketing will be available in the café every day, and therefore I call upon all of the students to visit the stall and get the best services. Café Laura is the university's dining facility and therefore is ideal for conducting the business of foodservice. The paper is a marketing plan that defines the framework that getting clients to purchase our services will be sourced across the different parts of the community and school at large. The marketing plan defines the demography of the target market and the objectives of the menu (Wood & Jobber, 2016). The menu that I will be marketing may include a fish pie and spaghetti Bolognese. The menu may have more options to choose from in the future.
Target demographic. 
The café is located inside a university, and therefore the target demography is students who are in the first years up to the final year in the institution. The school population is comprised of three-quarters of students, and therefore, they are the most convenient target group for the business to be sustainable. The university students have various preferences and interests depending on their age, health conditions, gender, ethnicity, and religion. The university's age is largely between eighteen and twenty-three, with the youngest expected to be in their first year in the university. Another group of students are in their postgraduate studies but still takes their lunch and breakfast in the university dining facility, which means they are also a form a potential market for my menu. The age of the postgraduate students is 25 years to 35 years. The menu has been designed with various options to satisfy both groups of students.  
The target demography is mostly dominated by males considering that some of the female students prefer having their meals that are homecooked instead of purchasing in a café. Therefore, the target market is the male students who have shown a higher rate of spending ability. The student community is comprised of individuals from different ethnic backgrounds because it is a university, and therefore it would be inappropriate to segment the market the racial lines. I intend to have a menu that meets individuals' needs from different cultural backgrounds and give them quality services. Students are highly influenced by their peers even to spend, and therefore marketing will involve the use of peers to refer and bring their friends in the café.  
Marketing objectives.
Considering the menu's target demography that I will be marketing; the following are my marketing objectives.
One of the most important marketing objectives is enhancing the relationship with the customers of the café. Hollensen & Opresnik, (2019) argues that there is a need to develop a rapport with the students who are regular customers by reaching out about their personal feelings, emotions, and interests to show concern. The relationships will enable cohesiveness and establishment of trust between the customers and myself.  
The second marketing objective is to increase sales every day by at least three people recorded on the previous day. This acts as an evaluation of the marketing strategies' effectiveness because it can be measured quantitatively and errors corrected when necessary.
the third marketing objective is to create awareness of the brand that will represent the hotel. "Café Laura" will be used as the brand name. Therefore, the marketing activities will ensure that the market is aware of the brand and what it represents so that customers can reflect the brand's services.
For Laura to market her lunch service more efficiently, there is a need to ensure that the people are aware of the café and the menu they can find in the café during lunch hours. This public awareness can be created through posters in the university notice boards and posting social media platforms.
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