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Proposal
This Independent Project will consist of a business planning document that will focus on the frameworks and strategies needed it will be based on a food and beverage business, a case study focused on Loungers PLC their business model and how they have penetrated the market and finally a video that focuses on the benefits of purchasing local produce for the hospitality and tourism industries. This project will utilise many different theories and models relevant to the business and hospitality industries and will be approached from an academic viewpoint. Research will be done primarily through the use secondary data such as books, journal articles, newspaper articles and websites.
Secondary data usually refers to data that has been put together by somebody other than who is the user of it. Some types include websites, newspapers, books, journals, reports, census data and statistics. Libraries are a good source for secondary sources of data as is the internet. The advantages of using secondary data include saving time as less hours of research are needed due to the data being accessible digitally rather than physical. Accessibility is made easier as anybody who can connect to the internet can conduct secondary research, associated with this is cost factors as this can be a less expensive option as many sources are available free of charge. There can be a wider breadth of research available such as longitudinal studies like the census are very useful as they shoe changes over a long period of time. New insights can be gained through looking over previous research. There can however be a disadvantage such as data possibly being inappropriate if it was collected for a certain reason or if it were to be dated. The quality of the data also could be questionable for example depending on where it was put together and who wrote it (Perez-Sindin, 2017).
Business plan overview
The business planning document will focus on the prospect of starting up a new food and beverage business in Haverfordwest, Pembrokeshire. It will look at the concept of the business, what it is focused upon and its aims and objectives. Background information about the state of the industry and the challenges faced. Community engagement, customer preferences and trends such as the gluten free market. Strategic models such as Porters five forces and SWOT analysis. Analysis of the market including demographics, economics, and competitors. Marketing Strategies such as Segmentation, targeting and positioning. Marketing communications and the use of social media. Operational planning such as supply chain management and staff training. Product and service offerings such as menu development strategy and unique selling propositions. Financial planning such as sources of funding. Risk management including identifying risks and how they would be mitigated. Creating business planning documents is beneficial as it allows an individual to acquire the knowledge of what goes into starting a business such as frameworks, plans and strategies and the factors that may or may not contribute to the success of a business.
Case Study Overview
The case study will focus on Loungers who are a major company in the hospitality sector in the United Kingdom. The case study will look at Loungers unique business model and how this has contributed to their success within the industry. It will also look at their rapid expansion, the strategy behind it and the challenges and opportunities for the future. Some of the aspects focused on will include menu development strategy, staff training practices, business operation strategy, location strategy, demographics and psychographics, the cost of living crisis, technological innovation, corporate social responsibility, and the Covid-19 pandemic. The topic of this case study Loungers is unique company to look at as they have been very successful, often outperforming the rest of the market, there is a lot to be learned from studying the strategies, methods and frameworks that have contributed to their success within the hospitality industry.

Video Overview
The video will be focused upon looking at the importance and benefits of purchasing food and beverages from local suppliers in the tourism and hospitality industries. It will focus on aspects such as benefits of purchasing local produce for hospitality and tourism businesses. Benefits for farmers of selling their produce locally. Benefits for the local community in buying local produce. The video will compliment the other pieces of work within this portfolio as it takes a deeper look into one of the many areas associated with the hospitality industry. Local produce and sustainability considerations have taken on greater importance within recent years as global warming and climate change have had great impacts on our planet and people are becoming more aware of ways that help to relieve this. The hospitality industry has its own part to play and buying local produce is an important part of this.

Framework and strategies
Porters five forces is a structured framework that can be useful to analyse the industry, the competition within it and how the stakeholders function. For developing strategy to be competitive. Identify risks and develop plans to deal with them. Help with strategy in regard to positioning within the market and investigating customer preferences to assist with development of the product and marketing. Evaluation of the industry in regard to making choices around investments and other financial matters (Bruijl, 2018).
The SWOT analysis is a structured framework that is useful because it allows businesses the ability to identify the strengths within the business and this may allow them to use their strengths to realise their goals. To identify weaknesses which then allows measures to be taken against them to strengthen the business. Identifying opportunities which can then be utilised to improve and grow. Pinpointing threats that can be a catalyst for strategy creation to tackle the threats, reinforce strength and ensure competitiveness. Overall strategic planning development, promote communication and collaboration, encourage adaptivity and being able to respond to changes in the market (Gürel, 2017).
STP Segmentation, Targeting and Positioning – Segmentation is beneficial as it allows the business to identify the many different wants and needs of customers and means that they can address their marketing at a specific group and resonate with them. Ensure that resources are in the correct place in the correct quantities, to maximise profitability and growth. Focus can be made on a niche market where the business can distinguish themselves from others in the sector and gain an advantage. Targeting allows for focus on areas that will yield the best results, staying relevant and interesting to the customer and communicating with them efficiently. Positioning helps to distinguish the business from the competition to attract customers. They can then be informed what the benefits of the being a customer is and try to retain their custom. Enables brand building, through guiding what consumers think and associate the business with, and building brand loyalty (Camilleri, 2017).
Risk management is important for businesses because it assists in locating risks and taking actions to either neutralise them or plan how to minimise and respond to them. This allows protection of the business, its assets and the reduction of harm and losses in the event of an incident. It can help with making decisions as the business is informed on what the pros and cons of remedial action taken against the risk is. It can also be a legal obligation to have risk assessments in place – therefore ensures compliance and avoids legal action and brand damage. It reassures stakeholders that the business is responsible and could result in the identification of unrealised opportunities and give the business a competitive advantage (Aven, 2016).
The menu and menu development are a hugely important part of any hospitality business. Research and analysis are extremely crucial tools for menu development, factors such as the aims and objectives of the restaurant are just as important in the process as the strategies of planning the menu and the processes such as design, pricing and selection, Once a menu is created it is important to regularly review it; research of trends and the market will assist in editing it. Analysis of how certain items are performing will also have bearing on what should stay or go on the menu. A well put together menu should be able to cater to the wants and needs of the customer, by doing this it enhances their experience and encourages them to come back again. It is also a matter of staying profitable, items on the menu need to be carefully priced to ensure profitability and financial success (Mifli, 2000).
Staff training involves developing their knowledge, skills and behaviours to enhance their performance within their job. Training can take many different formats such as formal or casual and can take place when in or outside of the work location. Training helps to maintain the future of a business as it reinforces their aims and objectives and increases the quality of both employees and business performance (Waqanimaravu and Arasanmi, 2020). Staff training can enhance customer service through teaching staff the skills need to deliver exemplar service to customers this could include religious sensitivities amongst many other things. It allows businesses and their staff to adapt to new trends and innovations within the hospitality sector and ensure that are able to compete and meet customer wants and needs. Staff training shows that the company is thinking about their growth and development of their career, if staff feel values, then they are more likely to stay in the job and this saves the company from spending money to take on new staff, this is especially relevant in the post covid-19 environment (COTHM Dubai, 2023).
In conclusion this portfolio will lay out a business planning documents that underline some of the key aspects of what is needed and what needs to be considered in setting up a new hospitality business. The case study on Loungers will analyse their path to success and why they have grown into the company they are today and finally the video will take a look local produce and how this benefits hospitality and tourism businesses, farmers, and the community.
Business Planning Document
Introduction
The business proposed is to be a dynamic venture positioned to invigorate Haverfordwest's community landscape. Our innovative concept blends the warmth of a café with the allure of a bar, creating a versatile space that adapts to the rhythm of the day. A café has been described as a casual dining experience that offers food and beverages, normally at a low to medium cost, a service level that is a reduced level than that of a restaurant and with a high intake of customers (Cousins and Weekes, 2020, Pg7). A bar has been described as a “licensed environment for drinking alcoholic beverages”.
The mission of this business is to serve as a location where dietary preferences are accommodated, offering a diverse selection of options including gluten-free and dairy-free alternatives. The business will place importance on affordability and efficiency is - ensuring that what is offered is accessible to all without any compromising on standards or quality. 
The business will be located in Haverfordwest, a town that has struggled with economic challenges in recent times. It will have a focus on community engagement, and appeal to a broad range of age groups.
The business stems from a personal interest for food and beverage and a desire to contribute to the local economy. There is committed to realizing this vision In the future, to create an exciting space that benefits the community of Haverfordwest.
The objective of this business planning document is to look into the current state of the industry, and look into some of the most important aspects that have to be planned when opening a business.

Background of the industry
The food and beverage industry has been described by Boussard (2021) as a large and diverse industry. It includes a range of businesses from privately owned small independent establishments to large corporations with worldwide brands. The industry remains heavily reliant on its labour force and can offer many career opportunities. However, the Industry also faces its own set of challenges that need to be tackled to ensure long term success. One of these that is especially relevant to small businesses is costs which are often increasing, another one is being able to keep up with the changes in customer trends and demands, lastly being able to be innovative to gain an advantage against competition in all aspects of the business. These challenges are important to consider throughout this business plan.
In the UK, in recent years the cafes industry has seen huge growth. This growth can be attributed to several factors: more people drinking and being aware of coffee, the effects of the recession, a shift towards more leisure-focused shopping areas, the increase in remote working, pubs losing popularity, and a desire for welcoming environments. As cafes have flourished, pubs have declined, partly because cafes offer all-day service and family-friendly atmospheres.
Evaluations of UK high streets have acknowledged the significant role cafes play in boosting the economy. They suggest that cafes can be instrumental in revitalizing town centers, improving economic performance, aiding in regeneration efforts, and fostering community spirit and social cohesion. They also indicate that having cafes around can give a 3-5% boost to the local economy because people tend to spend more time in the area, often making additional purchases. Despite the widespread negative effects of the 2008 recession on the UK economy and high streets, the cafe industry has defied the odds, showing consistent growth during this period (Ferreira, 2017).
More recently small businesses face many challenges that will affect them looking to the future. Biginas and Koumproglou (2022) state that the business sector over the next couple of decades will face many changes in economic, social, political, and technological conditions. Finance will be more difficult to attain, and technological innovations will play a bigger part of the industry. The Covid-19 pandemic has pushed many economies into difficulty and recession including the UK (cite, sectors including tourism and hospitality will see great impacts from this as it brings about an unpredictability that is very important to consider in the planning and establishment of a new business. Another factor identified as being a force for change is that of the United Kingdom’s exit from the European Union which is likely to have a negative effect on business in Britain. However, despite these challenges during periods of turmoil, individuals often reevaluate their own principles and hopes, leading to probable changes in their consumer preferences. Small enterprises, due to their size and direct connection with customers, are positioned to adapt swiftly to evolving market dynamics and demands.
The UK ended 2023 in recession (Ragozhina, 2024), but by early 2024 the UK is seeing signs of improvement as GDP rises (Partington, 2024) and the FTSE 100 reached its highest close in a year in April 2024 (Wearden, 2024). This shows promising signs for the UK economy and for those looking to start up a business.
An example of a type of company that looks out for the community is one that is certified as a ‘B Corp’. They are companies that have to comply with strict environmental and social standards as well as have higher levels of transparency and accountability. They are not just looking after themselves but also the world around them and the community they live in. Being a B Corp makes your business model more attractive, assisting in attracting talent, and being recognised as a social and environmental force for good (Honeyman, Jana and Marcario, 2019).
Bussgang and Bacon (2020) state that if your business can build a community, this can bring many advantages and establish a business model that is of greater value. This can be done through monitoring and participating in community engagement, reviewing, and building strategy to develop the community and through good management practices such as building up and celebrating skilled individuals. The benefits of having a close community include being able to engage with members of the community who will then further contribute by recruiting new members, this can lead to a reduction in expenditure for acquiring customers in the future. Members of the community are more reluctant to leave the community, leading to improved customer retention rates. It will be vital to build a community as soon as possible after opening this business and this will allow the business to gain popularity as its spreads via word of mouth from happy customers.
This business will have a focus on serving ‘free from’ alternatives such as gluten and dairy free. In 2022 Hyslop reported that there was a 400% increase in growth within the vegan sector in the prior five years and an increase in customers seeking out gluten and dairy free products. This partly due to people suffering from coeliac disease and lactose intolerance and partly due to people seeking out what they may see as a healthier alternative. In the UK the gluten free market is projected to have an average annual rate of growth of 8.7% in the years 2023 to 2030, with retail based sales to rise exponentially (Watts, 2023). With the continuing change of customer preferences regarding these products, it is important that this is thoroughly considered in the establishment of this business.
The marketing strategy that will be employed is Segmentation, Targeting, and Positioning (STP) Theory. Segmentation which is finding out where your businesses offerings fit within its sector. A specific segment will have to be honed in upon, as a small business will not be able to offer it’s services up to every corner of the market (Reuvid, 2006). In doing this, it is easier to have an improved grip of what the consumer wants from the business and the business can respond by customising its marketing to better represent what the customer appreciates thus strengthening the business (Camilleri, 2017).
After the segmentation is done it needs to be decided upon which part shall be most appropriate to target, there are various routes that can be chosen such as niche marketing, differentiated and undifferentiated marketing. This will depend upon factors such as resources and whether or not the particular segment will be beneficial to the business. If the wrong target market is chosen, this could result in the wasting of time and opportunities. Therefore, it is very important to choose the right target market in the process of creating a business plan (Blythe and Martin, 2019) 
Positioning is where the business’s offerings are located in the customers perception; for example, as one of a higher standard or alternatively of a low quality. It is important for businesses to investigate what are the relevant aspects of the businesses product or service that the customer perceives, so that they can potentially review and adjust in order to be placed in the most successful position in relation to the competitors in the sector.



Theoretical Framework.
It is important within this business plan to consider some theories and models relating to business strategy and decision making.
One of these is Porters (1979) five forces. It is a model that explores the five forces that may affect a business. These include the emergence of new competitors and the threat they may bring. The ability of suppliers to change prices or quality of products. The ability of customers to influence things such as price changes and push for increased standard of goods and services. The risk of using substitute products that may be of a lower quality in your business and this could have negative impacts if they have a substantially adverse effect on what the business is providing. Finally, rivalry with the competition and the actions that may be taken as a result such as changing prices, products, and the usage of advertising. A strategic plan must be developed to address them and to make progress despite their existence. For a business it is important to know how the five forces work in it’s sector and in what way they may influence that particular business. It is therefore important in the planning of this new business to consider these five forces so that preparation can be undertaken to ensure the maximum level of success in establishment of the business.
The SWOT analysis is a way of analysing your businesses key strengths, weaknesses, opportunities, and threats. 
Strengths – Offering alternatives such as gluten and dairy free products to attract a growing sector of consumers. Using local produce will encourage both local residents and tourists to taste Welsh food. Having the versatility of being a café and a bar. Offering food all day does not put any limitations on when customers can visit.
Weaknesses – There is a crowded market for hospitality businesses, especially with loungers coming to Haverfordwest. The economy is not in a great position with many businesses struggling and customers suffering from a cost of living crisis. 
Opportunities – Haverfordwest has seen new businesses be established and see successes within the town. There are several regeneration schemes underway from the county council within the town. There are many business grants available for new businesses to have help starting up.
Threats – Competitors such as the new Loungers business being set up in town, it is difficult to compete with a national chain who have greater resources. 
Market Analysis
Within this business plan it is crucial to analyse the local market including the demographics, trends, local economy, and the competitors. Haverfordwest’s consumer landscape consists of historical attractions, an out of town retail park, the town centre with various shops, cafes, pubs, restaurants, and accommodation (Visit Pembrokeshire, 2024; Haverfordwest Town Council, 2021). Several new regeneration projects are in development by Pembrokeshire County Council (PCC, 2024) such as the £11.6m Western Quayside development at the site of an old department store turning into a multi floor building including a restaurant and bar with roof terrace (PCC, 2023; Sinclair, 2023). It has later been announced that the company Loungers will be the occupants of the ground floor of the new development – Loungers are a company that run a successful national chain of café bar establishments (Sinclair, 2024). As of the 2021 census the population of the town is 12,000 people and the Pembrokeshire population was at 123,000 both rising from the previous census. The area’s population average age increased by 3 years to 48 years old compared to Wales’s average of 42 years. The amount of people aged 60 plus rose whilst those aged 35 to 49 fell (Office for National Statistics, 2023). The county is not just home to many older people and retirees but also has second home owners (Welsh Government, 2023) and many thousands of tourists who visit the county in the summer season (Visit Pembrokeshire, 2021). The town centre has suffered in recent years with the closure of many shops due to economic pressures, most recently national chain ‘Savers’ announced they will be closing their store and local bakery ‘The Welsh Bakery’ have closed after nearly 50 years of trading (Hotchins, 2024; Davies, 2024). This would indicate that the economic situation is precarious and thus full analysis and planning must be undertaken to ensure that the business will be suitable for the local environment and enable its survival in the long-term. However, there has been the opening of several new businesses in recent times such as the ‘Curiosity Kitchen’ opened by a young entrepreneur who started off selling pizza and bake goods at the towns weekly farmers market (D’Alessio, 2024) and in 2023 the opening of a new cocktail bar and restaurant the ’Forbidden Florist’ which has a unique setting through design innovation, classy décor and the incorporation of mixology and local ingredients (Birt, 2023). The business has been able to create many jobs for the local area and become a destination for Pembrokeshire’s hospitality industry (Ovenden, 2024). This demonstrates that although difficulties faced within the town the local community will support local businesses should they fit in with their wants and needs.
Consumer behaviour is a very important factor within marketing. It is about customer’s behaviour and choices regarding purchases they make and what influences them (Blythe, 2006). It is important to conduct research into the current trends in food and beverage and the hospitality industry.
According to Grylls (2024) some of the biggest food and drink trends inn 2024 include younger people looking to try new flavour, changes to beverage preferences, people being careful with money due to economic pressures, popularity of health related products such as gut health, usage of plant based and natural ingredients and shorter supply chains. It Is very important to take into account the latest food and drink trends within this business plan as it will be crucial to incorporate this into both what the business offers and its marketing to try and attract customers to the business and ensure its viability.

Marketing Strategy
An important part of marketing strategy is Marketing Communication which is the process of informing potential customers about a need or assisting them in seeing an issue, it is about the provision of information to try and persuade the consumer to look at a certain brand or product (Blythe, 2006). This business will place high value on marketing communications as it is vital to be able to effectively communicate with the consumer to attract custom and be successful as a business. This business will incorporate offline and online channels such as …….
Kotler et al (2020) have stated that social media marketing has seen a huge surge in popularity worldwide as millions upon millions of people are online every day. It is a great opportunity to engage with customers and get them conversing about your business and brand. This links into having a strong brand image and value, which creates a preference for the consumer and means that they will be less likely to choose an alternative (Sheehan, 2011). Social media marketing will play a crucial role for this business as social media continues to be such a prevalent part of the populations lives and a tool that all successful businesses use.
Operational Planning
Supply chain management is an important part of running a business. It includes all of the parties that are participating in getting a product or service to the customer, this can include suppliers, manufacturers, customers, and anything that relates to fulfilling the request of the customer. Effective supply chain management is crucial as it can enable the business to gain an advantage against the competition (Sukati et al, 2012).
It must be ensured that all staff have all the business specific relevant training and qualifications such as food hygiene safety which is required by law alongside training in health and safety practices including fire safety procedures. Staff training allows them to develop skills, and increase independence, retention, work rate, effectiveness, accountability, and opportunities. This will allow the business to run smoothly, competently and ensure that a high quality of service and pleasant atmosphere can be maintained thus increasing the likelihood of overall business success (British Business Bank, 2024). If staff do not have the training that is required that actions must be swiftly taken to rectify this.


Menu Development
It is important to consider menu development strategy as the menu and its many variations of content, style, and design options. Menu development is a way of marketing and making customers happy, as well as have bearing on what they expect, think, and spend (Ip and Chark, 2023). This business will have a focus on providing gluten and dairy free alternatives as well as incorporate seasonal and local ingredients where appropriate. By incorporating these unique selling propositions and alternatives this may allow the business to stand out from those who do not. Providing gluten free dishes is a way of positively impacting the business as it demonstrates that It is looking out for the customer’s needs and that it has an understanding of people issues. It also plays into the fact that the gluten free market is a growing and may be a very important part of the future industry, so this could result in very good business (The Fork, 2018.) It will also offer a wide selection of beverages including a wine and cocktail menu.
Financial Planning
Sources of financing
Through the UK shared prosperity fund the Pembrokeshire start up fund offers grants to businesses. The aim being to support the establishment of new businesses in Pembrokeshire, the reason being that this makes jobs which a result contribute to the local economy. Grants between £1,000 and £10,000 are available. The food and drink sector is eligible and this money can be used or things such as buying equipment, creating a website, job creation or many others. There are restrictions on what it can be used for and If the rules are broken you may have to pay the money back (Pembrokeshire County Council, 2023). Other options are available such as a small business loan from a bank, Pembrokeshire lottery loan, Scale up 4 growth grant and the Development bank of Wales also offers business loans. For any of these avenues it is important to have a good grasp on what the funding will be used for and if it meets the required criteria (Business Wales, 2024).
Risk Management:
Risk management is about identifying the risks for your business, evaluating their importance, reducing their likelihood of them happening and the effects of them should they occur, as well as establish a recovery plan. This could range from losing a supplier to a fire or national emergency (Morris, 2011). 
Current risks within the hospitality industry include economic downturn, cyber security breaches, extreme weather events and natural disasters, recruitment issues, damage to premises, health events such as the Covid 19 pandemic, PR crises, innovation failures, not fulfilling customer wants and needs, problems with the flow of money and any other possible interruption to regular business operations. Some of these risks can be mitigated through keen observation and looking at future planning, strategies, and crisis management. In regard to cyber security a strategy should be employed to evaluate, deal with, and recover from incidents. In regard to labour shortages, processes regarding hiring, training and financial incentives should be reviewed, this could lead to a more attractive prospect for staff and thus increased employee retention for the business (AON,2023). It has been seen in recent years the devastating impact of the Covid-19 pandemic on businesses, it will be extremely important to have detailed plans to deal with a repeat of this scenario amongst many others.
Case Study
This case study is focused on the company Loungers specifically looking at it’s business model and how it has contributed to its success and the potential for future growth. Also looking at how they have expanded and penetrated the market, the reasons for this and the challenges and opportunities for future expansion.
Loungers PLC are a hugely significant successful company in the UK hospitality industry, they had 247 establishments in England and Wales by December 2023, spread across three unique brands: Lounge, Cosy Club, and Brightside. Loungers was established in 2002 by a trio aiming to craft a local café-bar they themselves would go to, the company stands as one the biggest large-scale all-day operator in the UK, they have consistently surpassed the broader hospitality sector's performance for the last three years (Loungers, 2024).
Loungers describe their lounges as being like a cozy café-bar that mixes a restaurant, British pub, and coffee shop vibes. By November 2023, there were over 200 Lounges all over the country, mainly found in smaller towns and suburban high streets. They're known for their comfy, homely and welcoming atmospheres. While they all have a similar feel, each Lounge is named and designed uniquely to fit its location, with ongoing changes in design to keep things fresh. The Lounge brand focuses on hospitality and community, valuing independence, and the local area. They encourage staff to get involved with local events and charities. Around 80 percent of their customers live nearby, showing how connected they are to their neighbourhoods. Lounges are popular with a wide range of people, offering something enjoyable for everyone (Lounges, 2024)
Loungers describe their Cosy Clubs as being like fancier bars and restaurants with table service. They're a bit more formal than Lounges but still offer a wide range of food and drinks all day, and they also focus on making guests feel welcome. You'll usually find Cosy Clubs in city centers and big towns. The inside of a Cosy Club is often grander and more dramatic than a Lounge, sometimes using historic buildings to create a special atmosphere. Although Cosy Clubs lets Loungers expand to more locations, they share a similar demographic with the lounges (Loungers, 2023).
In November 2022, Loungers introduced its third brand called Brightside, which is a roadside dining brand. It's inspired by the nostalgic memories of family road trips and stopping at roadside restaurants for a proper meal. Brightside's menu offers a variety of freshly cooked comfort foods. The interiors are designed to bring back warm memories and enhance the dining experience. Taking cues from old roadside diners like Little Chef and Happy Eater, as well as 70s caravan designs and vintage ads, each Brightside restaurant uses elements from the past but gives them a modern twist. It aims to be more than just a roadside stop, becoming a unique destination for diners. With a policy that welcomes dogs and a focus on connecting with local communities Brightside wants to be a real asset to those who live nearby. It aims to attract both travelers looking for a break and locals seeking a friendly atmosphere and an interesting dining experience (Brightside, 2024).
Top of Form


Timeline
In September 2010 Gerrard (2010) reported that Loungers had an annual turnover of £8m. Loungers announced that they were to open new establishments called ‘cosy clubs’, these would aim to be located in market towns and target and be a safe space for female customers. They also stated their strategy was to convert unlicensed retail properties.  At this stage Loungers had 13 lounges and aimed to have up to 40 sites including 10 cosy clubs by the end of 2013. Loungers aim for their cosy clubs to fit in more into market town locations more so than a lounge which fits more into urban locations and may not fit the surroundings. At this time Loungers had a 40% stake in a pub company called ‘flappers’ and it was said the aim for them was to become a similar size to loungers. 
In November 2010 It was reported that the company’s turnover was at £11m increasing by 85% from the prior year, after the company had focused on opening bigger locations and developing better management infrastructure (Turney, 2010, p. 14). 2010 was noted as being a significant year for stepping up operations and increasing roll out speed exponentially (Charity, 2011, p. 19). From the start it is clear that Loungers placed great importance on the location of their businesses and ensuring that they fit in and were a positive addition to the community. In the process of deciding the location of a new business many factors are considered these can include economic factors such as such as labour, energy, construction, and transportation costs. Factors such aa environmental and sustainability regulations, taxes, and also things such as quality of life which will have a bearing on whether staff will want to reside in an area (Dixit, Clouse and Turken, 2019). If the local population and their needs and wants do not match up with what a business is offering, then it is not advisable to set the business up in that location alongside this some areas may be hit harder by cost of living rises which is another factor to account for. Finally, some areas may offer financial incentives or help for certain businesses (Houston, 2023).
In April 2012 Private equity firm Piper invested £16m into the company becoming major stakeholders. The aim for loungers at this stage was to open 50 more outlets over the next few years. A representative from Piper said that their research demonstrated that there were hundreds of possible locations to aim for, and that they believed Loungers could be a new alternative for consumers and the future of what pubs would look like (Gerrard, 2012, p. 6).
In 2013 Loungers businesses were being opened very fast, the goal being to open 15 per year and were on track to reach 70 earlier than expected (Loungers work fast on openings, 2013, pp.21). Loungers announced new investment of £100,000 a year in management training. The company had 700 staff in total and the training was offered to all staff in management positions. Existing internal training included qualifications such as NVQ’s in food safety, barista and WSF training (Pubs, bars, and casual dining, 2013, p. 9). Staff training is a very important factor in a business. It can help to improve standards of service quality, increase productivity, and develop knowledge. It can also help to strengthen employees skills, build better relationships between managers and staff, and overall increase the business performance against competitors (Nestoroska and Petrovska, 2014).
In October 2013 Loungers announced that they were likely to hit 90 sites by 2017 instead of the previously projected 70 sites (Loungers to hit 90 mark ahead of time, 2013, p. 22).
In 2014 Loungers sales for the end of year April 2014 predicted to be 50% up from the year prior (Loungers set for sales lift, 2014, p. 11).
In June 2015 Turnover predicted at nearly £80m for April 2016. Strong growth and confidence in growing to 100 sites was reported including having two growable brands for the business to continue growing dramatically. There were discussions around the business becoming a public offering and how it would allow staff participation and be an addition to the culture. The long term strategy of Loungers was said to be 400 lounges and 100 cosy clubs with discussions about the culture at Loungers and how it is linked to their success (Wingett, 2015, p. 17)
In August 2015 Loungers hit 66 sites with opening all over the country including its 10th Cosy Club, with millions of pounds being invested into new sites (Wingett, Wallin and Williams, 2015, p. 14).
In September 2015 it was stated that when Piper invested there was questions raised about the future viability of the Cosy Club brand, but there was belief in it and the fact that the company had two successful brands whilst some other companies were looking for opportunities to have a second brand. Loungers were targeting 75 sites by end of 2015 and 100 by the of 2016 (Wingett, 2015, p. 130).
In June 2016  The original founder Jake Bishop takes on the role of Cosy Club managing director to oversee the expansion plans to grow it to 100 sites (Wingett and Wallin, 2016, p. 8).
In December 2016 Lion Capital acquires a majority stake in Loungers for £137m. At this point the company employed nearly 2,000 people and opening around 20 new sites a year (Porbian, 2016).
In 2018 on the opening of its 100th site Loungers stated that they would spend £10m on opening new locations in 2018. They said they had outperformed most of the sector in prior years, this was influenced by their clear strategic plans to deliver rapid growth whilst also not compromising their values. They were labelled the United Kingdom’s fastest growing pub company, their turnover reaching £91.8m up by 34%, at a time when many businesses such as Jamies Italian closed down due to economic problems (Robinson, 2018). Loungers spoke of being part of the community and supporting charities through sales during new openings (Hawkins, 2018).
In April 2019 Loungers was valued at £185m before they were listed on London’s alternative stock market (AIM). Loungers raised £83m from shares from their initial public offering. At this stage Loungers had 146 sites and were outlining plans for 500 (Stone, 2019a).
In June 2019 revenues up to £135m year ending April. Loungers stated that their focus on design, menu, operations, their staff, and communities had never been stronger (Stone, 2019b).
In October 2019 Loungers announced more profit growth and openings. Their success attributed to being a broad offering that was value for money and could be used across many different occasions. This underpinned their resilience and positioning to outperform the market (Stone, 2019c). Loungers have stated that they offer value for money. Value for money is defined as meeting customer expectations through providing the best combination of cost, quality, and sustainability (tiaa, 2024). This is particularly relevant In the past few years as the cost of living crisis has a great impact on millions of people across the United Kingdom. The cost of living crisis has been ongoing since 2021 and means that essentials such as utility bills and food have been increasing in cost faster than the average income, this affects persons with the lowest income the most (Crisis, 2024). This demonstrates that offering value for money across Loungers business is a very important factor in attracting a vast percentage of the population as people will be careful on what they spend as they have less money at the end of the month.
In January 2020 the CEO of Loungers Nick Collins described the business as a competitor for coffee shops in the morning, independent, sandwich shops and restaurants at lunch time, cafes in afternoon, and with pubs and restaurants during the evening. He suggested that developing their processes and systems in the operations of their businesses had helped them get where they are today. In regard to opening new sites he said that they always considered if it was the best possible site, if the rent conditions were appropriate, and if they could open to the highest standards. They also look to work with local authorities who are working to rejuvenate local high streets. One of their big goals is to bring people together and keep their culture of being independent and anti-brand. Loungers at this time were taking on around 30 new staff every fortnight (Stone, 2020a).
In April 2020 not long after the UK entered a nationwide lockdown as a result of the Covid-19 pandemic. Loungers announced they had raised £8.3m from the placement of new shares, they stated that this should allow them to weather the new crisis. New credit was also agreed with lenders as 99% of staff were furloughed. Loungers aimed to emerge in a strong position from the lockdown (Stone, 2020b).
In June 2020 due to Covid-19 restrictions Loungers announced that they would start takeaway service at a number of sites, this would add additional stream of money and be useful in a physically distanced location. Loungers began investigating using order at the table technology. (Stone, 2020c).
December – Despite the effects of lockdowns and restrictions Loungers reported a small profit for the previous 6 months. They were looking with optimism to the new year to open new sites.  (Stone, 2020d).
2021
June – Loungers reported that their sales in the month prior to 17th may were up 26% on their 2019 sales, despite the difficulties associated with lockdown and restrictions (Stone, 2021).
October - Loungers announced they were looking to open 10 additional sites by April 2022. Sales were reported as being very strong after the Covid-19 lockdowns, demonstrating the popularity and enduring strength of the brand (Thatcher, 2021).
2022
July – Loungers announced record levels of revenue for the year to April 2022, this was attributed to the continued focus on local markets, as people were now spending more time closer to home as a result of effects from the pandemic such as the rise in people working from home. The company stated that they were looking to take advantage of there now being more premises available as a result of closures inflicted by the pandemic. The order at the table that was brought in during the pandemic was now accounting for around 40% of total sales, suggesting that their innovation in bringing this in has contributed to their continued growth and success. Loungers hedged their utilities in 2020 till the end of 2024, this has helped them keep control of their finances unlike many competitors. Loungers now had 200 sites, with sales above average, whilst facing economic challenges such as inflation rising, the ongoing cost of living crisis and the increase in the national living wage (Loungers LRGS 189p AIM: Travel & Leisure, 2022, p. 43; Loungers LGRS 193p AIM: Restaurant & Bars, 2022 p.46).
Order at the table has become a major part of the experience at Loungers establishments. Also knows as tableside ordering solutions, they are one of the most popular innovations of recent times within the hospitality industry. They consist of a digital system or application that customers can use through their mobile devices. They include menus which customers can then order what they would like with the ability to customise their orders how they see fit. Their order then goes straight to the kitchen, saving time for both customer and staff. The benefit of this system is increased speed, waiting times are reduced and more customers can be fulfilled within a shorter period of time. There are less errors caused by things like human mistakes, leading to increased correct orders and more pleased customers. Revenue can be increased as customers will often order extra items and offers can be directly promoted to the customer. The customer experience can be enhanced through personal interactivity and people with dietary restrictions are able to clearly see what ingredients are contained in the menu items. Customers can also see exactly what the are spending and complete their transaction without contact. It is clear the benefits of utilising order at the table technology and Loungers have clearly seen the benefit in implementation of this into their businesses (eatOS, 2023).
July – announcement of Loungers new roadside dining business ‘Brightside’. Loungers believe that there is space in the market for an establishment that gives people the option of taking a proper break at the roadside to enjoy high quality hospitality in a sector that contains many drive throughs and fast service businesses. They feel they can rejuvenate a sector that is tired, through using the experience that they have gained with their existing businesses (Lloyd, 2022).
2023
July - Loungers have continued to use their focus on providing value for money as a force for growth. Revenue and like for like sales reported up, 34 new sites opened and 1000 jobs in created in the past year. Loungers have managed to reduce their debts, but profits have weakened a small amount due to challenges such as energy, food and labour costs rising (Loungers chair cashes in chips, 2023, p. 39; Lloyd, 2023).
November - Loungers stated that the majority of their sites are focused upon market town centers and secondary suburban areas. Continuous menu innovation plays a role in achieving success, for example iced coffees have proved very popular. Their all day model continues to be hugely successful. A further national wage rise is a challenge for the industry (Sapte, 2023). Loungers menu development has a played a key role in the popularity and growth of their businesses. Menu development includes analysing factors such as customer preferences to help guide the menu, factors include the target market and designing around who you would like to attract, the demographics of the businesses clientele including aspects such as gender, age, levels of disposable income and food preferences all have bearing on what should be included within the menu. Food and drink trends should also be taken into account, incorporating them onto the menu has to be done in a way that does not compromise the quality or style of the establishment (McVety, Ware and Ware, 2008). Menu development can allow a business to create a certain identity and stand out in the sector. It can allow a business to attract a wider range of customers by being inclusive through catering to dietary needs such as gluten-free – which Loungers does…. It can also help in being profitable through careful decisions on the placement of high and low profit items on the menu. It can make the dining experience better if a menu is easy to navigate (Floyd, 2023).
Loungers reported they were on track to create 1,000 jobs by the end of the year, whilst targeting 600 sites in the long term. They talk of the positive impacts their businesses have on the local communities they are situated in; each new location creates around 30 jobs and brings a £1m investment into the local area. The effects of their businesses which they consider to be community hubs include bringing extra footfall that also assist other local businesses. Loungers businesses consist of many former retail sites as well as new developments, former restaurants, and former banks. They are not restricted to one type of location, and this allow them a freedom to be versatile in the creativity and scope of their operations (Lloyd, 2023). 
2024 – Loungers announced their 250th opening, reaffirming their commitment to the provision of quality all day hospitality, whilst being a positive force for the community (Maurice-Jones, 2024). Loungers on many occasions have stated their commitment to being a positive asset for the communities that they set up in. This course of action is also known as corporate social responsibility (CSR). CSR refers to a business being obliged to following long term goals that benefit its people and the wider community. CSR is a way of giving back and showing customers that they are appreciated by doing this customers perception of a brand can improve and they will see it as a positive force and thus will prioritise the brand. It also allows for easier engagement with the customer, and this allows for direct communications and feedback and advertising through the process of word of mouth. CSR can be done through many different way such as projects raising money for charity, supporting movements or a certain Individual they can be beneficial to both the business and the community. CSR can help to attract and keep staff as it is an indication of them being treated well, as well as an efficient and positive working culture assisted by the encouragement of staff to volunteer and contribute to their community. CSR gives an indication that a business hold itself accountable to stakeholders as they are more transparent with their actions. CSR can also help to save money as many individuals are content to spend more money on something that they regard as being socially responsible (Heyward, 2020). This suggests that Loungers work in the community has been a significant part of their growth and success.
April - Loungers announced their revenue at £353.5m which was up 25% from the prior year, this outperformed the sector whilst opening 36 new sites. This has been attributed to their continued innovation of their menu, provision of a value for money service and high quality hospitality (Sapte, 2024).

 Ongoing challenges and the future of the industry
· The cost of living crisis has caused many issues such as inflation which includes rising energy and food prices.
· Staffing levels have been impacted since the Covid-19 pandemic with retention levels dropping significantly.
· National living wage increases have put extra pressure on businesses as further extra costs add up.
· Changes in customer spending and expectations, business have to deliver.
· New regulations and government legislation. Business rates differ across the UK.
· Covid-19 pandemic has changed how many people are in city centers such as London.
· The development of new technologies can be utilised to improve the customer experience.
· Things to consider for the future include
· Reducing food waste through management software – identifying ways to save money.
· Reviewing procurement procedures, getting the best value for money, reducing food costs and waste.
· Continuing menu engineering and development – adapting to changes in trends and costs.
· Improving staff onboarding efficiency and processes to increase retention (access, 2024).
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