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Bright Wave Café
Digital opportunities for customer engagement at Bright Wave Café.
Bright Wave Café can use digital technologies to strengthen customer engagement by creating experiences that make customers feel recognised, appreciated, and more likely to return. Tools such as social media platforms, influencer content, and short-form videos can support stronger relationships with customers when used in a way that feels current, welcoming, and genuinely valuable (Kumar and Reinartz, 2016; Lemon and Verhoef, 2016).
Social media platforms offer cafés an important way to express their brand personality and connect with customers. Bright Wave Café could make effective use of:
· Instagram and TikTok to share short videos, latte art content, staff introductions, and daily specials.
· Interactive polls and question features to encourage customers to vote on new menu items or seasonal drinks.
· User-generated content, such as reposting customer photos, to build trust, community, and authenticity.
These approaches can help transform casual online followers into repeat and loyal customers (Sigala, 2018; Pantano and Gandini, 2017).

Another effective way to strengthen engagement is through a simple digital loyalty app.
A digital loyalty scheme  can encourage repeat visits by offering a more convenient alternative to traditional paper stamp cards (Kumar and Reinartz, 2016).
· Reward points for every purchase 
· Incentives such as free drinks or birthday treats
· Push notifications to promote offers and upcoming events
Online ordering and click-and-collect
Convenience plays a key role in customer engagement. Services such as Uber Eats can make it easier for customers to interact with the café by enabling faster service and more personalised ordering options (Lemon and Verhoef, 2016).
· Pre-ordering during busy periods
· Customising drinks digitally
· Reducing waiting and queue times
Customers are more likely to value cafés that save them time while still delivering a high-quality service experience (Lemon and Verhoef, 2016).
Another way to maintain customer relationships is through personalised email communication that highlights new menu items, seasonal events, discounts, and the café’s sustainability initiatives (Chaffey and Ellis-Chadwick, 2019).
To improve the in-store experience, the café could introduce digital menu boards, clearly display allergen information, and use appropriate upselling prompts to guide customer choices (Pantano and Gandini, 2017).
Digital tools can also be used to promote and organise events such as:
· Coffee tasting evenings
· Showcases for local artists
· Study nights aimed at students
Platforms such as Facebook Events and Instagram Stories can help increase awareness and monitor customer interest or attendance (Sigala, 2018).
For example, a customer journey might look like this:
· A customer notices a TikTok post promoting a new drink at Bright Wave Café.
· They place an online order for collection.
· They receive loyalty points from the purchase.
· They leave feedback by scanning a QR code.
· They later receive a personalised follow-up email.
This illustrates a complete customer engagement cycle that feels smooth and relevant rather than overly promotional (Lemon and Verhoef, 2016; Kumar and Reinartz, 2016).

I used AI to generate the initial outline of this report and then reviewed, edited, and paraphrased the content myself.
When using AI-generated material, I also searched for supporting references and short videos to improve my understanding of the topic and to help assess the accuracy of the information produced. I did not to identify any clear bias or major limitations in the content, but the process of gathering sources and reviewing AI-generated ideas showed me the importance of critically evaluating information. The responsible use of AI can support businesses in promoting themselves quickly and effectively through digital tools while helping people connect in real time. However, human judgement remains essential when editing AI-generated content, as AI cannot fully understand empathy, context, or cultural sensitivity.
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