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[bookmark: _Toc130325819]NTRODUCTION:
  Covid-19 pandemic was a major shock and had a significant effect on people's lives, health, and economics all throughout the world. Inflation brought on by the war in Ukraine and in combination of the Covid-19 outbreak has made the economy more fragile and had a significant impact on the global economy, society, and politics. According to Russo (2022) companies can continue to be profitable during a recession by using a combination of careful planning and clever tactics. The author points out that businesses that prioritize customer service and value as well as low debt and large cash savings are more likely to remain profitable. 
  According to Ansong and Boateng (2019), digital technologies often act as a solution to these unpredictable difficulties by fostering the growth of a new class of businesses that are supported by or made possible by these technologies. These are the digital enterprises, which are used by companies that incorporate the technology to their benefit both internally and outside. Kuester et al. (2018) point out that digitalizing internal business operation creates unique and competitive market prospects for businesses looking to create and introduce innovations based on innovative concepts.
  Under Schumpeter's theory of economic growth, innovation is closely related to development. Schumpeter claimed that innovations can come in a variety of shapes. The five areas covered by Schumpeter's concept of innovation are: the launch of a new product (product innovation), the introduction of a new production technique (process innovation), launch of a new market acquiring a fresh supply source (market innovation), capturing a new source of supply of raw materials or intermediate inputs (input innovation) and organizational changes within an industry (organisational innovation). 
  According to Schumpeter, innovation is a process of "creative destruction" in which old products, processes, and industries are replaced by new ones. Although difficult, this destruction process is vital to sustaining economic development. Schumpeter thought that entrepreneurs, who were driven by the prospect of profit and market dominance, were the engines that propelled innovation (Schumpeter, 1934).
  In many industries, technology is growing quickly nowadays, and individuals are continuously looking for methods to make their daily jobs simpler and more rapid. On the other hand, Ravipati et al. (2022) support the restaurant industry hasn't evolved much over the past century, despite the fact that it contributes significantly to our society and makes a considerable amount of money. 
  Patil and Karekar (2019) point out that the use of mobile communication devices is on the rise and has established itself as a vital component of both personal and professional communication. Business transactions have been significantly impacted by the advancement of information and communication, which requires considerable time and technology. The increase in mobile devices and the implementation of wireless technology have facilitated digitization in the restaurant sector.
  The first QR Code was introduced in restaurants during the Covid-19 outbreak to fulfil the need to reduce human interaction. Companies who developed QR Codes were aiming to build and solve a greater need in the food industry after the epidemic because people's initial interactions were favourable, and they had adjusted to the new reality.
  The restaurant industry still doesn't fully utilize the full possibilities of these technological innovations and continues to experience considerable inefficiencies, even after all the marvellous technological advancements that have occurred over the last decades with the introduction of the internet, smartphone devices, and cloud technology. 
  Customers have no idea of the length of time it takes to prepare the food, and the service wastes both energy and time by taking orders, awaiting their arrival, and even having to wait for tables to become available. As a result, the existing system causes problems for both management and customers. In order to increase services while also assuring that customers do not have to wait for employees to take their orders, a solution should be devised. Customers and restaurant staff would both benefit from time savings from such a solution, which would also increase client happiness.
   A smart restaurant system based on QR codes was designed to overcome these problems. This method leads to an improvement in both restaurant output and customer satisfaction. Enhancing business practices in the food industry will assist in improving client satisfaction, cut down on client waiting time for things like menus and tables, and simplify the process of employees carrying out their duties. The use of QR codes in smart restaurant systems will minimize the possible mistakes that are always made in traditional restaurants, such as incorrect food serving and payment (Ravipati et al., 2022).
  By utilizing creative thinking and innovation models, methodologies, and theories that investigate the essential elements of the innovation and creative processes, the assessment will proceed with a comprehensive innovative business proposition. First, the innovative service that we intend to provide will be detailed, along with the problem that it will solve for its clients. The creation of an online website will be suggested, and it will be described in more detail, along with the marketing plan that will be used to attract in potential clients. Last but not least, in order for the business to preserve the security of its clients, privacy and data protection will be taken into account.

[bookmark: _Toc130325820]QR CODE IN THE FOOD INDUSTRY:
  The concept is to use QR code technology to create a web application, with a specially created QR code reader app, QR code, in the size of stickers, will be attached to the restaurant menu. 
  The customer board, chef board, and management board are the three boards that make up the smart restaurant system with QR code. These boards will simplify the procedure currently carried out by manual restaurant systems. Under this technique, the customer must first scan a QR code with their smartphone's scanner in order to access the restaurant's webpage. The customer may quickly scan a QR code from a variety of locations, and after doing so, the details of the specific restaurant are accessible, allowing them to book a table, place an order, pay their bill, and use this website. The menu selection, ordering, and payment processes that customers typically do traditionally in restaurants will all be completed utilizing this restaurant's website using the customer board.
  When scanning the QR code, the home page of the restaurant displays information about it, including its name, location, phone number, and hours of operation. It shows the Reserve a Table option, allowing the user to reserve a table in advance. Furthermore, it shows the user the restaurant’s menu option, which they may click to access it immediately.
  When a user chooses the "Reserve a Table" option, the restaurant's tables with table numbers instantly show. When a table displays in white, it indicates that it is available, and when it displays in red, it indicates that it is reserved. The client can reserve the vacant table by providing his name and contact information. After making a reservation, the table will be highlighted in red and the manager will be notified directly with the table number, customer information, and the table status.
  The menu offered by the restaurant was displayed upon visiting the menu page after making a reservation. There were categories for the menu to be found. The entire restaurant menu is contained in all. Non-veg category includes all of the restaurant's non-vegetarian options, whereas Veg covers all of the vegetarian options. Similar to soups, appetizers, salads, and special categories, these lists include each item's price, as well as information about how it was prepared and the quantity that is now available.
  The user has the option to put the desired amount in the basket together with the desired products. After putting to the basket, if he desires to remove products from basket he will be able to do so, and if he wants to add products to his cart, he may add as well as adjust the quantity. He can move on to the transaction after placing the desired things in the shopping basket. He should choose the confirm payment option after moving on to the payment in order to complete the order.
  Online and offline payments will also be options for making the payment. The customer is free to select any kind of payment method. Any platform, including GPay, Phone pay, net banking, debit and credit cards, can be used by the user to make an online payment. The request will be successfully launched and updated in the chef and manager boards after the payment has been made. The user will have the possibility to see in how long his order will be ready and if there is any delay, then it’s up to the restaurant management how it will be handled the situation. 
  Moreover, the chef uses the chef board in the kitchen. To avoid mistakes like giving the inaccurate order data to the chef resulting in delivering the wrong order to the client, the chef will receive the order details with the table number by utilizing directly the chef board without assistance from the waiters. Depending on the order's priority and the time it was received, the chef will prepare the cuisine accordingly.
  For the management board, only the manager will have authorization. The manager has a significant responsibility as he may access all the boards, including the chef, manager, and customer. The manager can modify the meal information using the manager board. He can also access the customer's order information and table number. In addition, he has access to see If the customer has paid or not and the payment method he had made. The manager has the possibility to alter the status of the menu, and can anytime create and edit menus (e.g. Today's Special), and their prices and market individual food items including special discounts and combo offers. He is capable of performing all tasks within the restaurant or using the management board to oversee all operations.
  Nearly all restaurants support QR codes. Particularly those that serve fast food, food trucks, and restaurants that exclusively offer delivery, which has clients who are in a rush and want to rapidly explore the menu and make their order. On the other hand, cafeterias, bars, and pubs can also benefit from QR codes to speed up the procedure and lower the company's staff expenditures.
  With a personal website, the use of QR codes in the food business can be encouraged. The construction of a website selling QR codes for sale, and advertising it through social media, forums, and targeted online ads can attract clients. Online marketplaces are also a chance to advertise cutting-edge technology services. Potential buyers may be drawn to a list of QR codes on well-known markets like Etsy, eBay, Amazon, or Fiverr. Approaching nearby stores, farmers' markets, fairs, or festivals and offering them QR codes as a promotional tool is another option to attract new customers. Also, visiting restaurants in person to demonstrate the QR code service and discuss the benefits that the business would experience may persuade additional potential customers to make a purchase.
  “Fasty” is a fitting name for a business that sells QR codes because it aims to quickly expand on the conventional method of serving consumers while using cutting-edge technology.
  An innovative company like "Fasty" must consider a variety of factors in order to remain viable. Prioritize staying ahead of the competition by regularly assessing market developments, client preferences, and rival activities. A crucial component is to remain customer-centred, in other words to have priority on the consumer input. Success may be related to a strong and competent team. The company may be sustained with a group of devoted experts providing support, direction, and assistance (Lüdeke-Freund, 2020).
  It is vital the business strategy to be clearly defined and be established a separate long-term business plan based on knowledge of the target market, company's strengths, and inadequacies. Being financially healthy helps you to support innovation and any market drop, which is another important aspect. The development of a strong financial management strategy can help a company survive through challenging times (Kneipp et al. 2019).
  Additionally, the success of a business can be positively impacted by the development of customer trust by consistently upholding a strong brand image, the quality of the service, and maintaining consumer interest, through continuous advertising and promotion of the service by using creative communication techniques (Cillo et al. 2019).
  In the past three years, many businesses have come to understand this gap in the market and the benefits that digitalization in the food sector can provide. Following the pandemic, they first assessed consumers' first experiences with menu scanning before continuing to advance this innovation. MenuTiger, Bonee, Butlaroo, Menuflow, Instalacarte, One2Menu, Orderli, Sides etc. are a few rivals in this field. 
  Although there are many restaurants, there is no competition at this stage for QR Code scanning at dining establishments. By giving our customers access to analytics and tracking, "Fasty" can set itself apart from its rivals and gain an edge over those who do not provide these tools. Users may then check how their scripts are doing and make any necessary improvements thanks to this.
  Furthermore, "Fasty" can interface with other platforms or software programs, which can benefit users by enhancing their comfort and productivity. For instance, it is simple to transfer data and track interaction using a service that interacts with a user's email marketing platform. In addition, "Fasty" will put security first and guard against fraud and fake codes.
  Finally, "Fasty" can offer affordable pricing, which may attract consumers who are value or who are unwilling to pay significant rates for the service. Offering budget-friendly plans and bundles can distinguish a business from more expensive rivals.

[bookmark: _Toc130325821]E-COMMERCE:
  First, software as a service called Shopify will be used to create an online presence (SaaS). Shopify offers several benefits as a SaaS and has a reasonable monthly rent. Some of them are, according to Marston et al. (2011), the highest grade of Cloud Computing (CC) services, allowing remote access to enterprise software. SaaS includes software for customer relationship management (CRM), enterprise resource planning (ERP), and simple office automation.
  According to Loukis et al. (2019), some other additional benefits are a decrease in the price of the electronic support of the operations, processes, and activities and the enhancement of the quality of the electronic support for the operations, processes, and activities (for example, by offering new capabilities and functions or by increasing availability). In addition, SaaS helps the operations, procedures, and activities without adding additional expenses and increases the company's "organisational effectiveness," which is the capacity to adapt to a wide range of developments and problems in an external environment (for example, chances for market expansion in new regions, the launch of new services and pricing policies by rivals).
  The Fasty for, Contact, Pricing, Demo, and About Us categories may be found on the "Fasty" home page, as it is shown in Figure 1. When the user selects the first category in Fasty, a subcategory with the options 1) Bars and 2) Restaurants will show. Anyone can register for a user account and log in to the website. It is crucial to emphasize at this point that the user is not required to download any application. Every user will be given the option to test the service out for free for a period of 14 days, giving the restaurant's owner the opportunity to see how his customers would react to this innovative approach.
[image: ]
Figure 1: The main page of “Fasty”
  The steps that a customer in a restaurant will take to place his order can be seen as the user scrolls further down the website, along with an illustration of a QR Code on a phone. Customers simply need to use their phone to scan the QR Code on their table as seen in Figure 2 to be directed to the website. Next, they are automatically on the menu and ready to select what they want to get and finally when the clients make their selections, they may pay and their meal goes directly to the kitchen.
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Figure 2: As the user scrolls down in the main page 

  The user must select one of two packages that display when he clicks on the Price option on the website's home page. In the initial package are included 15 QR Codes, 24/7 support and customers are having the option of making payments via our web application. This package is affordable at 30 euros per month and is appropriate for small businesses. Unlimited QR Codes, payment through the web application, 24/7 support, POS and printer connection, multiple language option and the chance for cross-selling are all included in the second package. This package, which costs 60 euros per month, is available for medium-sized and large businesses. A form asking for the customer's name, email address, phone number, and the name of his business will appear after the consumer has chosen the package that is best for his business. Then, he can select from among the available payment options, including bank transfer, credit card, and PayPal, to pay for his order.
  The “Fasty” collaborates with Shopify Payments, a tool that enables businesses to process credit payments from clients immediately on their e-commerce website. Shopify Payments is a service supplied by Shopify. It gives clients a checkout experience and is accessible in various nations. One of the advantages of using Shopify Payments is that it won't charge transaction costs on top of the payment card processing fees, as long you're using Shopify your e-commerce site. Moreover, Shopify Payments has features for preventing fraud that can shield your company from charges (Shopify.com, 2023a).
  According to Boese (2020) any business that takes credit card payments, as well as service providers who help these businesses or people with the transaction process, were affected by the development of the Payment Card Industry Data Security Standard (PCI DSS). The goal of the PCI DSS is to help companies that gather cardholder data better protect that data and their consumers. Shopify follows the toughest guidelines for payment data security because they are PCI certified, which applies to all six PCI standard areas and level one service provider. This includes annual on-site audits and on-going security oversight for their extensive and intricate system (Shopify.com, 2023).

[bookmark: _Toc130325822]MARKETING:
  Several factors need to be taken into account when promoting our service. Initially, must be identified our target audience. According to Deepak and Jeyakumar (2019), it is important to evaluate broad characteristics of the typical client, such as their demographic, gender, socioeconomic class, and other factors. It is important to note at this point that our target audience consists of proprietors of fast food chains, pubs, restaurants, and coffee shops.
  Millennials, who are aware with and appreciate the benefits of using technology and the necessity for development to take their companies to the next phase, are considered our target group (Dharmesti et al. 2021). In addition, they understand the value of technology and they are more familiar using it in their daily life. Those who were born between 1981 and 2002 are referred to be members of the millennial generation (Blair, 2017). The Generation Z (1997–2013) cannot be regarded as our target market because they are too young to start their own businesses, despite being thought of as technological geniuses (Schroth, 2019). Despite the fact that they are regarded as our customers' target market, they will value the new service they offer. Although having a high likelihood of owning a business, generation X (1960–1988) members are not very familiar with technology, consequently they do not make investments in it (Mahmoud et al. 2021).
  It is crucial to emphasize at this point that we are attempting to assist our audience with a challenge by using our service. In other words, by integrating this technological solution into their business, they are cutting expenses, enhancing customer satisfaction, and resolving the workforce issue. Furthermore, the behaviour or mood of the staff has little impact on the customer experience.
  Through our marketing strategy, we want our clients to comprehend the solution we provide to their problems. In order to achieve it, a pre-launch campaign will begin a month ago with hype through commercials to create a buzz, so the business may collect an email list with interested clients for the service with their approval. According to Semerkant (2021), hype marketing is a type of marketing that tries to build excitement and expectation about a service by using a variety of buzz-building techniques, including social media, influencer marketing, and product teasers. The purpose of hype marketing is to capture the attention and excitement of potential clients, frequently before the service has even been made available. A high degree of demand for a service can be produced in this way by effectively forging an emotional bond with clients.
  Creating brand awareness is the primary goal of the pre-launch content. At this point, the daily focus will be on assisting clients in realizing that they have a problem and that our service is a potential solution. The degree of familiarity and awareness that customers have with a specific brand is known as brand awareness. In the marketplace, it relates to how easily people can recognize and remember an organization and its goods or services. Brand awareness is crucial since it has the ability to influence a consumer's choice to buy a good or service. Advertising, brand management, social media marketing, content marketing, and activities are a few strategies to raise brand awareness (Bernarto et al., 2020).
  In order to increase brand awareness, the following steps should be taken (Desai and Vidyapeeth, 2019):
1. Blog posts – Articles on the website. By this action, our readers will learn more about the service, the problem it aims to solve, and the business community that we are serving.
2. Educational videos - Simple engaging videos. Although they serve the same objective as blog posts, they are far more engaging to read on social media.
3. E-book - Writing an e-book. This action gives more background information and depth about the industry, the challenges that are there, and the solutions that the service is offering.
4. Social media - Facebook and Instagram. By using social media, we aim to give customers a preview of the products that will be able to purchase soon as well as how our webapp is being used to solve problems and how users engage with it. We do this so that any potential customers may picture the service being used in their own company. Facebook and Instagram will receive different content since they appeal different audiences. More educational articles will be shared on Facebook, while videos and stories will dominate Instagram (Belanche et al., 2019).
5. Pay-Per-Click (PPC) Advertising - Google ads, Facebook ads. A strategy for increasing website traffic that involves paying a publisher each time an advertisement is clicked (Desai and Vidyapeeth, 2019).
6. Instagram ads and YouTube ads - These channels have especially Millennials and Generation Z audience (Firat, 2019).
7. Customer testimonials: The positive feedback about the service from consumers who have used it already during the validation stage on our website and social media channels (Shin et al., 2023).
8. Digital content creators: Digital content producers whose topics are related to businesses and who have the targeted audiences. As an illustration, consider an interview for a podcast with business-related themes, but also tiktokers that have business content (Lehnert et al., 2021).
9. Landing page: Before the service launches, we want to gather email addresses from clients who are interested in the service. Information regarding the service's launch date is available on this page. The goal is to raise interest and gather emails so we can alert users when the service is ready. Customers who already follow us on social media can also be directed there. As our email list expands, we will contact them frequently to keep them updated on our launch and maintain the excitement (Turnip et al., 2021).
  During the Launch Day we will follow a different strategy depending on which phase is our customer in his customer journey. At this point it is significant to emphasize that a customer in his customer journey will pass through 3 phases. According to Tueanrat et al. (2021) the great variety of contacts and experiences a consumer has with a company, from earliest moments and consideration to after-purchase assistance and support, is referred to as the customer journey. It includes all interactions and platforms, including online and offline contacts, marketing and advertising, customer support, and service use, through which consumers interact with a company.
  Creating brand awareness is the first phase, and it includes comparable actions to those we took before at the pre-launch since the goal is still to attract new customers. The major objective is to keep them informed and to spark their interest every day through our material on social media and in all the ways previously described, in order to solve a market pain point and educate them on how to use our technological service (Tueanrat et al., 2021).
  The evaluation was the focus of the second phase. The customers are now accustomed to our service, and they are warming up to the idea of making a purchase from us. We get the chance to directly address our clients throughout the brand and service evaluation (Tueanrat et al., 2021).
  Purchases make up the third phase. During this phase, we will identify our top prospects and present the benefits of our service to them as well as the solutions it can provide for their companies (Tueanrat et al., 2021).
  A customer journey illustration on Instagram for our service would be: The customer initially views the Instagram post and is interested in our service. He makes the decision to visit our website and join our email list in order to get regular updates. At this point, gathering email addresses is crucial to us because it gives us a free way to communicate with our audience. The customer sees the promotion after reading our content repeatedly, decides it's a good bargain, and makes the purchase.

[bookmark: _Toc130325823]DATA AND PRIVACY AND DATA PROTECTION:
  The company is going to collaborate with Shopify to help with privacy and data protection. Shopify provides a free privacy policy generator that has been updated to comply with the General Data Protection Regulation (GDPR), which can ensure that our business is in compliance with the law and fosters customer trust (Shopify.com, 2023b).
  Additionally, the business will put in place the necessary organizational and technical safeguards to protect personal information generated for digital communications at the Data Protection Officer. We will create our privacy and cookie policy and set up a completely configurable banner to ensure that we have valid consent and a clear understanding of our data processing policies. Additionally, we shall comply with the laws controlling the requirement for consent, the provision of a "opt-out" option, and the requirement to support rights like "the right to erasure" in order to respect people's rights to object to marketing and advertising (Harkins, 2020).
  Since our business relies on a cloud-based network, we must make sure that confidential data is protected when accessing our cloud platform. To assist prevent inappropriate access to private information, we will make sure that default access is restricted and often update passwords and access. Data encryption both in transit and at rest can aid in preventing hackers from intercepting or stealing information (Ardiansah et al., 2020).

[bookmark: _Toc130325824]CONCLUSION:
  According to Gil-Gomez et al. (2020) the ability to innovate refers to an organization's use of technology to create ground-breaking systems, policies, programs, products, procedures, equipment, or services. These capacities also take into account a company's capacity for assimilating and utilizing external data to acquire knowledge and business information geared toward success.
  Ravipati et al. (2022) point out that by using QR codes, information is quickly and efficiently transmitted. It is also relevant and up-to-date. The only equipment consumers need to read QR codes is a smartphone that includes a camera. Restaurants that intelligently integrate mobile technology will demonstrate their commitment to the best user and customer experience.
  Increasing technological breakthroughs have made touchscreen interfaces commonplace for individuals today. Users will find it simpler to move between online pages by just touching the screen. Moreover, mistakes are less probable, and it is simple to update the menu and its costs. The clients will find it much more convenient and easier to place orders and this system guarantees good service quality and client pleasure in addition to being user-friendly.
  Moreover, restaurants and bars can use QR codes to find out what each customer enjoys according to previous food and beverage transactions. Operators can customize the menu for each consumer by, for example, only showing dishes free of lactose or gluten thanks to data collecting. Managers can understand which menu items are selling well enough and which don’t seem to be attracting customers by tracking orders.
  Restaurants should implement the QR code service as soon as possible for technological and safety reasons. Elevating the customer experience and encouraging repeat business can result in significant value being created for the restaurant. No matter the kind or company's size, QR code service is essential. It enables the restaurant to provide a contactless food experience and speed up and simplify the ordering procedure. Finally, some more advantages of it is that the restaurant can utilize the QR code to enhance its profiles on social media, improve website visitors, take reservations online.
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