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1.0 ) Introduction 


The purpose of this document is to propose to Smokehaus, a locally founded restaurant, methods which will remodel their decision making process.  The suggested approach introduces data analysis into this business model, and would require the collection of said information from its consumers.  As the report will state the organisation have struggled when attempting to expand into England, data analysis could provide the organisation with a solution to this obstacle.  This document will detail the objectives of the undertaking, revealing each step within the project which will lead to its success. Justification for this project is provided, as the benefits for Smokehaus are also catalogued.  



































2.0 ) Project Aim


The aim of this project is to consult with Smokehaus, a locally founded restaurant.  With the purpose to improve the decision making process used by the organisation, which will be successful through digitalising their loyalty card scheme.  At the present moment the organisation operate a stamp card system, pictured within the appendices.  While this method may succeed in enticing repeat business, modernising this loyalty card will utilise its full potential.  It will provide Smokehaus with many marketing opportunities, while granting them with the prospect to collect feedback and data from their consumers.  However, this is not a straightforward process, there are many laws and regulations surrounding personal data of which Smokehaus must adhere.  The General Data Protection Regulation (GDPR) was implemented in 2018 in order to protect users and their data, created by the EU the laws apply to all territories within the governing body (Intersoft, 2018).  Brexit had no effect on this regulation, and businesses within the U.K must also adhere to the laws created.  
































3.0 ) Project Objectives 


The key to success when creating targets is to ensure that all objectives set are SMART, which is an acronym for Specific, Measurable, Achievable, Realistic, and Time Bound (Herridge, 2019).  Specific objectives are required to be clear and concise, a vague goal would create uncertainty when attempting to fulfil the requirements needed.  Our specific objective would be the implementation of digitalised loyalty cards, which would be accessible through the creation of a Smokehaus app.  The objective conforms with the measurable aspect of SMART targeting, due to its straightforward nature.  Monitoring the progress of the app would be simple, as the organisation may attempt to create their own.  Alternatively they are able outsource the production to a third party, employing the services of a professional would be a better use of the organisations resources.  

An Achievable objective is similar to a Realistic one, both would require the organisation to create goals which are attainable.  The objective of creating this app is applicable to each of these constraints, due to ever innovating technology many things are becoming digitalised.  There is no shortage of App creators which Smokehaus may contract to design their new system, granting them freedom of choice to select the designer they believe will succeed.  A vast number of restaurants and organisations operate digitalised loyalty cards, for example Nando’s, which allow consumers to keep track of their rewards.  Smokehaus may analyse many competitors’ apps and methods, improving upon existing ideas when constructing their own.  The final facet to SMART is Time Bound, which requires objectives to appoint sensible deadlines.  With the current objective, it would be wise to aim for completion by 2021.  Within this timeframe Smokehaus may research an idea as to the construct of their app, then contacting developers with a blueprint.  During this period they are able to perfect a survey which will provide them with information on their customers, which will be implemented into the finalised app.  The restaurant can provide customers with surveys within each location, in order to discover what details they may receive from customers would improve their decision making process.  
















4.0 ) Benefits 


The current loyalty card process involves consumers remembering their loyalty card when dining, then receiving a stamp each time they purchase a main meal.  This method will entice repeat visits from consumers, though there is room to greatly improve the system.  Digitalising the loyalty card system will benefit both the organisation and the consumer, with the only downside being the set-up costs.  Consumers will benefit from the convenience of an app, as they are able to access information regarding their account and the restaurant with ease.  They would no longer be required to carry a physical copy of their card in order to receive loyalty stamps, being able to view and access rewards when needed.  Smokehaus also offer customers the opportunity of booking tables in advance, the app would increase the accessibility of this service.  The organisation however, benefits in an entirely different manner.  The app would provide them with the ability to collect data from consumers, with their consent as per GDPR regulation.  While communicating with Mark Power he mentioned demographics area a key factor when considering expansion, and data collected from their consumers would create a depiction of their current consumers.  This data would act as a blueprint for expansion when prospecting new locations, giving them an informed decision regarding potential consumers.  




























5.0 ) Project Justification 


This project is crucial for an emerging brand such as Smokehaus, particularly within the field of hospitality.  As is evident within the diagram beneath, there has been consistent growth within this sector since 2009.  These enterprises vary from individual establishments to international organisations, Smokehaus must pursue any method which will give them a competitive advantage within this overflowing market.  Many of the sizable hospitality organisations currently offer Apps used by their consumers, which contribute to their success.  Using data in order to map the demographic of their consumer base will vastly improve their decision making process, as it is vital to gather the maximum amount of information possible.  While collecting data it may also be utilised as a marketing tool, the app has the ability to inform customers of the latest offers or events created by the organisation.  Any developments can be communicated through the app or emailed directly to its users, pending they decide to receive promotional material.  
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6.0 ) Business Case & Approach 


Smokehaus was founded in 2012 by Mark Power, after a trip to New Orleans he discovered his new found love for American culture and cuisine.  It was an experience he wanted to share with Wales, and Smokehaus was the result of that passion (Smokehaus, 2014).  They first opened their doors on Swansea’s wind street, an establishment which is still present today.  After a few successful years within the local community they decided to expand, opening up a second restaurant in Cardiff in 2014 (Pyke, 2016).  Growing closer to the border they had big plans to cross the bridge and expand into England, with Birmingham as the preferred destination to test the English expansion.  Eager to step into these new territories two new locations were opened within the subsequent years, the Birmingham restaurant was opened in 2016 and a new location in Bristol was opened in 2017.  However due to the turbulent nature of the economic environment at the time, both restaurants were shut within a seven month period of one another.  Mark Power announced that they would be focusing on the South Wales locations, though they appreciated the support from customers within those locations (Pyke, 2019).  





























7.0 ) Project Plan, Control, And Time Management 


The primary plan of this project is to renovate the loyalty card system used within Smokehaus, with the hope of revitalising the decision making process used within the business.  The first step of the project is to create a survey, this survey will be distributed on site within the restaurants in order to collect information about the consumers.  This will begin to give the organisation an idea of their customer demographic, the survey questions will be carefully crafted to ensure all information is relevant to the objective.  Incentives may be offered to those who complete the survey, in order to ensure a wider range of feedback.  

Survey answers will then be interpreted and presented in a fashion which grants Smokehaus the ability to process collected data, giving them insightful information.  During this time analysis will be completed of competitors’ loyalty card systems within the industry, in order to receive an informed idea of successful and unsuccessful methods.  Smokehaus may then tailor their own preferences, while outsourcing the creation of this app to a third party designer.  An app will then be created which fulfils the organisations specific requirements, such as the ability to reserve tables within restaurants.  Once this app has been created, the aforementioned survey will have also been perfected.  When consumers are required to register an account, Smokehaus are able to input the questionnaire within the account creation process in order to collect relevant data.  A realistic target deadline for this project would be the beginning of 2021, the remainder of this year would provide adequate time to collect primary data and communicate with developers.  
























8.0 ) Research Methodology


Information gathered within this project will derive from primary and secondary sources, with insight also gained through consulting with The Smokehaus founder Mark Power.  The primary research will be discovered through the creation and distribution of surveys, this method is extremely effective and will provide substantial amounts of relevant data.  These surveys will be distributed to customers of Smokehaus, as they are the demographic targeted.  When primary research is conducted an ethics approval form must be submitted, ensuring that all research was undertaken in a professional manner.  A copy of this form and the questionnaire will be attached to the final project report, located within the appendices.  Secondary research will predominantly originate from academic sources, when discussing the environment surrounding Smokehaus and the decision making process.  Other secondary research will relate to relevant sources to the report, regarding topics such as data analysis and competitors.  Any additional information will be provided from Mark Power, as the founder of the organisation he contributes insightful knowledge that no other source may provide.  






























9.0 ) Conclusion


To conclude, as we have discovered within this document Smokehaus are in need of a rejuvenated decision making process.  Due to the lack of success when attempting to expand  a new system is required to aid their decision making process, which this project provides.  This document has provided Smokehaus objectives which will improve the quality of information gathered from consumers, helping them create informed decisions.  Data analysis will provide the organisation with a competitive edge, allowing them to accurately target potential and existing consumers.  Both primary and secondary sources of research will create the foundations of this report, allowing the accurate interpretation of research results.  These results will then be directly communicated with Mark Power, as communication was established he expressed a keen interest in contributing information.  
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11.0 ) Appendices

Figure 1 – Current Smokehaus loyalty card 

[image: ]




[image: ]
image1.png




image2.png
100 000

80 000

60 000

40 000

20 000

63 368

2008

2009

2010

63 712

2011

64 460

2012

67 144

2013

2014

2015

2016

86 630

2017

88 846

2018




image3.jpeg




image4.jpeg
LOYALTY
CARD

PURCHASE 1
MAIN MEAL
70 QUALIFY
FOR 1 STAMP!
T&C'’s: 1 Stamp

per person, per visit.

Cannot be used in
conjunction with

any other offer. The
management reserve
the right to withdraw
this offer at any time.





