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I confirm that I have not presented any AI generated text as my own work. I confirm I 
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This essay will feature in-depth research about the history of the popular restaurant chain Harvester. This research will discuss some of the many important business decisions that led to its rising popularity across the UK and how it appealed to families with young children. This will also investigate how the ambiance of the restaurant affects its patrons and whether this ties in with the contents of the menu. The research will also cover whether the menu has had any influence from cultural or religious backgrounds and how the change in customers' dietary habits and needs has affected the food offered to customers. There will also be research into any awards the chain has won over its history and what they did to achieve these.
[bookmark: _Int_4KrJjaDY][bookmark: _Int_rkkWe9lz]Harvester is a chain restaurant that first opened its doors to the public in 1983. The first location opened in Morden, South London with the name The George Inn. Courage Brewery opened their first location to be an affordable family friendly restaurant, Song et al (2022) notes that a great many parents are searching for inexpensive restaurants suitable for children, making Harvester perfect for family dinners. At its peak Harvester had over 200 restaurants but that fell to 192 in 2018 according to Hobbs (2018). Since its first restaurant opening the brand has been owned by multiple different companies. During 1995 Harvester was acquired by the corporation Mitchell & Butlers for £165m payable in cash, this included the brand name and 78 sites highlighted by Thatcher (2021).
[bookmark: _Int_pokfSkAB][bookmark: _Int_ITyRovHc]In 2019 Harvester was awarded with the Best Use of Data/Insight/Reasearch by RMI (Restaurant Marketer and Innovator) due to their “Sneaky Harvester” campaign. This campaign saw Harvester make use of information such as posts made about being left out of a group visit to Harvester, gathered from social media platforms such as Twitter. This media was used as accounts on Twitter are public and it is a straightforward task to gather information. The foundation of this campaign was to play on people's relatable fear of being excluded and the content gathered was then made into a dramatized video. This video was then shared through social media platforms and radio stations in the hopes of resonating with their customers and encouraging them to invite a larger group of people when they visit. This in turn increased the total number of customers dining out in Harvester restaurants. Hudson et al (2016) notes that there are over 2.7 billion people across the globe online. This means that media is the perfect tool for promotion purposes as it has the ability to reach a large audience of varied age groups. 
[bookmark: _Int_J4B55ApD][bookmark: _Int_z06Q0GIU][bookmark: _Int_Ysn7dr70][bookmark: _Int_BMAOVeyR]Harvester offers its patrons a family-friendly service to create a relaxed and welcoming atmosphere to suit a wide range of customers. A family friendly restaurant will usually be a casual dining establishment, this makes it a more easy going and informal experience. However, Harvester staff members still retain a level of formality towards their customers as they greet them at the door upon arrival and will lead them to their table. The customers will also be given a designated server to wait on the table, including taking food and drink orders, serving the food ordered and helping them with any problems. It is vital that the staff members are trained in the service style they work with so that they are sufficiently equipped to deal with any situation that arises and ensure a smooth service. Du Plessis, Douangphichit and Dodd (2015) state that the main objective of training is to give the workforce adequate knowledge and skills in order to effectively perform their jobs. If staff are not sufficiently trained small and easily avoidable mistakes could be made that would slow down service and confuse other staff members. Harvester staff are trained in table service as this is the main service method used in the restaurant, however there is also an element of self-service within the establishment due to their salad bar and breakfast buffets. Davis, (2018) notes that buffets can provide a simpler way of serving a wider variety of foods, however Juvan, Grün and Dolnicar (2018) highlight that can lead to an increased food service cost as more food is consumed. Buffets become an easier way of serving food as the food can be prepared and served in a simpler way for the guests, but this can prove a more expensive service method due to a lack of portion control. Kundamal (2022) states that restaurants struggle with matching the supply and demand at buffets as undersupplying food can lead to frustrated customers. With the kitchen not controlling portion sizes this can then lead to an increase in food waste as they need to ensure there is enough food for every customer. 
As a UK based restaurant, the Harvester menu heavily focuses on traditional British cuisine but incorporates elements of international diets such as fajitas and pasta dishes with Mexican and Italian roots. By offering a variety of foods they can appeal to a wider customer base such as families looking for a more exotic meal. In 2017 Harvester expanded their menu to include vegetarian options with Spanish and Moroccan influences. This was the start of their menu expansions, Glick-Bauer and Yeh (2014) note that as vegetarian diets increased in their popularity veganism gained more recognition as another healthy diet choice. The menu was expanded further as Pritchett, (2024) highlights that in 2019 Harvester launched a vegan menu which coincided with Veganuary. This was to cater for a wider demographic and by launching in Veganuary there are more people consuming vegan foods as much of the UK’s population is attempting the vegan diet. Veganuary is an annual event designed to encourage individuals to partake in a vegan diet for January (Trewern et al 2022). Harvester also offers a children's menu with a selection of traditional British foods as well as vegetarian and vegan options. By offering young children healthy food options on the menu Harvester can try and encourage positive eating habits. Nepper and Chai (2016) notes that results from families suggest a lack of accessibility to healthier food options is a barrier to healthy eating. Harvester's children's menus are brightly colored and use language aimed at younger children such as “tasty tomato sauce” to draw children in and encourage them to pick the healthier food options.

As a restaurant centered around the family-friendly feeling, Harvester’s interior design reflects a welcoming atmosphere. The menu offers comfort food, which is then mirrored by the restaurant's layout, the tables are not cramped together, so there is a more private feel when eating. Harvester restaurants use softer lighting around their seating areas which contributes to a more relaxed dining experience. Wang and Lin (2017) highlights that with buffets the food is often placed in open areas to allow customers to clearly see the food on offer. The focus point in Harvester restaurants is their salad bars which are strategically placed in the front of their restaurant, and well-lit so they catch customers' eyes. Their restaurants lean into a more rustic design and make use of wooden tables and exposed beams which in turn compliments their menu by reinforcing the idea of home comfort foods.
Using sites like Trip Advisor, it was easy to find many reviews both positive and negative about Harvester's service and food quality. Most patrons find they had an enjoyable experience. One source wrote “lovely greeting, salad bar was fresh and full – lots to choose from” however there were responses painting Harvester in a negative light. One review state, “I ordered rare steak, and it was at least medium” and goes on to say their family's food was “tasteless and greasy”. A substantial number of reviews show they had a positive experience within Harvester restaurants, which in turn suggests that Harvester’s customer service functions at a satisfactory level.
Harvester could further expand their customer base if they were to include halal options on their menu as this would allow the Muslim community to dine in Harvester restaurants. They could also improve efforts to maintain a higher level of cleanliness and hygiene around their self-service drinks machines as currently their machines are covered in multiple spillages, this could be solved if staff were trained to clean the machines in regular intervals. Cousins and Weekes (2020, p360) states that it is vital for any food service business to set and maintain standards of performance. By training staff to clean the drinks areas regularly Harvester can set a higher hygiene standard. Their salad bars currently do not have any guards between the boxes so as customers are lifting food from one container to their bowls it can fall into another area. This can then cause cross contamination for patrons with potential allergies as a food they might be allergic to consuming could have touched foods they are safe to eat. Contaminated food has been shown to be the most concerning thought for customers (Nerín, Aznar, Carrizo 2016). To combat this fear Harvester could implement barriers between each container to avoid cross contamination.

In conclusion Harvester has proved to be a perfect restaurant for families dining out. They have expanded their business over the last 4 decades by listening to their customers' requests and finding ways to accommodate more guests each year. Harvester has broadened their customer base over the years as food trends have surfaced by expanding their menus to include vegetarian and vegan alternatives. Harvester has maintained an elevated level of customer service towards patrons by listening to customer feedback and taking the necessary steps to improve issues withing the business. By using clever marketing techniques, the brand won an award to recognize their efforts and as a result of winning this award there was an increase in patrons. 
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