Market Segmentation
The target market is divided into the following segments:
Demographic: Students and working adults aged 18–55, both men and women, with medium income levels who live or work in Canary Wharf.
Psychographic: Busy, career-oriented individuals who value convenience, quality, and speed over home cooking. They prefer quick but healthy food options that fit into their active lifestyles.
Geographic: People living, studying, or working around Canary Wharf, a high-density business and university area with constant foot traffic.
Behavioural: Customers who eat out frequently, seek affordable and fast meals, and are likely to become loyal if rewarded with discounts or loyalty programs.
Targeting
The primary audience is busy students and office workers aged 18–55 who don’t have time to cook and are looking for quick, affordable, and good-quality meals near their workplace or university.
This group is ideal because Canary Wharf has a large population of professionals and students with limited time but consistent food demand during the day. They are also price-sensitive, so moderate prices and quick service fit their needs better than traditional restaurants.

Positioning
The restaurant will be positioned as a fast, high-quality, and moderately priced eatery offering freshly made meals for busy people.
Value proposition: “Delicious, quick meals for people on the go — great taste without the wait.”
This positioning focuses on speed, quality, and value, differentiating the restaurant from expensive sit-down options and low-quality fast food outlets. It also emphasizes customer convenience and satisfaction.

Reaching Your Audience
Channels and Tactics:
Social media advertising (Instagram, TikTok, Facebook) targeting Canary Wharf students and workers.
Google Maps and local delivery apps (UberEats, Deliveroo) to attract customers searching nearby.
Flyers and posters around universities, offices, and transport stations promoting first-purchase offers.
Loyalty program using a digital stamp card for returning customers.

Promotion Strategy:
Student discounts and regular customer offers to encourage loyalty
Introductory promotions: “Buy your first sandwich for £1” or “Buy a coffee, get a sandwich free.”
User feedback campaigns: Encourage customers to share suggestions on social media to shape new menu items, creating engagement and brand loyalty.


