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Executive Summary
Wild by Tart, a London restaurant, event space, and lifestyle store, is the subject of this consulting study. The research analyses the company's market, internal capabilities, and growth potential using top consulting models and academic frameworks. It had to identify growth prospects and offer strategies. The study uses secondary data (academic papers and industry reports) and first-hand observations to determine Wild by Tart's culinary innovation and brand identification strengths. Improving operating efficiency, involving customers, and providing market-relevant products are crucial.
Wild by Tart should improve its digital marketing, business plan, and collaborations with local communities and suppliers, according to the proposals. A structured process was utilised to compare the project to rivals, communicate to stakeholders, and assess strategy utilising SWOT, Porter's Five Forces, and Business Model Canvas. This in-depth research concludes with specific methods to balance artistic uniqueness and long-term, profitable growth. Wild by Tart seeks to strengthen its market leadership while maintaining its authenticity and creativity. This report aids them.
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The London-based hospitality company Wild by Tart offers a distinctive dining experience and a carefully selected lifestyle store (Wild by Tart, n.d.). The firm aims to maintain and strengthen its image while adjusting to market developments. It combines gourmet cuisine, local produce, and imaginative event hosting. This consulting report gives Wild by Tart fact-based ideas to improve operations, increase market visibility, and develop sustainably.
This report combines strategic management theory (Johnson et al., 2017; Gamble et al., 2019) with field observations to connect academic frameworks and real-world applications (Fairlie, 2019). This study employs consulting and business model ideas (Kubr, 2002; Stone and Parnell, 2023) to identify ways Wild by Tart might meet its aesthetic and operational needs.
The report structure follows consulting report best practices (SlideModel, 2023; LSE Consulting, n.d.). After discussing the brief's backdrop, it summarises the process. The next sections discuss the research and outcomes, while the final section offers conclusions and suggestions. A clear, achievable road path that stays true to Wild by Tart's values and makes it more competitive is the goal.
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Wild by Tart serves high-quality food created with seasonal, locally sourced ingredients in a space that fosters creativity and community (Wild by Tart, n.d.). The company has a restaurant, bar, retail and event space. All follow the same brand idea of being eco-friendly, friendly, and skilful. Wild by Tart must maintain its brand image while serving a broader, more digitally-savvy client base as hospitality trends shift (Venngage, 2021).
Changing client tastes and economic instability need strategy realignment (Mintzberg et al., 2005). With its sustainability focus, Wild by Tart may give customers a dynamic and socially aware dining experience (Etzkowitz and Leydesdorff, 2000). The corporation must balance these goals with important aspects like making a profit, lowering expenses, and competing in high-end casual eating (Porter, 2008).
The consulting plan for this project says:
· Consider Wild by Tart's service industry position.
· Determine the company's business model's operational pros and downsides.
· Provide suggestions to increase business exposure, revenue, and long-term success using these insights.
Brand loyalty requires careful consideration. Wild by Tart creates unforgettable eating experiences and emotional connections with clients through events, goods, and tales (Osterwalder and Pigneur, 2010). The solutions must match the brand's creative ambitions with the market's realistic needs (Baden-Fuller and Morgan, 2010).
The report uses strategic management and technology adoption theories because the hotel business is very competitive (Tornatzky and Fleischer, 1990; Teece et al., 1997). The ideas use real-world data and academic research to help Wild by Tart develop a solid plan.
How to
1. Desk Research
Many academic journals, trade magazines, and company papers were studied for the first batch of data. Key theoretical concepts like the Resource-Based View (Barney, 1991), dynamic capabilities (Teece et al., 1997), and consulting best practices (Anderson, 2019) helped explain Wild by Tart. Evidence-based consulting is useful because theory and practice align (Fairlie, 2019).
2. Casual interviews and observation as main sources
The main address of Wild by Tart was visited to assess service, staff engagement, and client behaviour. While informal, these observations helped us grasp the brand world through experience (Schein, 1999). A few informal chats with personnel revealed how things work, issues, and culture (Blake and Mouton, 1976).
3. Strategic Analysis Tools
The inquiry was organised using these strategies and consulting tools:
· The SWOT analysis revealed the company's internal and external strengths, weaknesses, opportunities, and threats (Johnson et al., 2017).
· Porter's Five Forces described industry-level market forces (Porter, 2008).
· We examined Wild by Tart's value creation, delivery, and capture using the Business Model Canvas, focused on customer groups, important activities, and income streams (Osterwalder and Pigneur, 2010).
These classroom and professional tools were chosen because of their efficacy (Grant, 2016). The method examined Wild by Tart's competitive posture (Stone and Parnell, 2023) and resources (Barney, 1991) to fully assess its growth options.
4. Verifying Results
Comparisons were made using industry standards and financial success indicators for similar hospitality organisations. Workee (2023) states that incorporating data from multiple sources makes findings more reliable and less subjective. Famous business strategy (Johnson et al., 2017) and consultancy (Kubr, 2002) frameworks supported a theoretically valid study.
5. A few issues
Due to time constraints and the casual character of interviews, some ideas may be weaker than those from structured data. Because the hospitality industry is continually changing, certain findings may become outdated soon (Bessant and Tidd, 2015). Despite these issues, this report's approach supports proposals.
Work and study were done.
1. Desk research analyses companies.
First, we had to understand Wild by Tart's website, customer feedback, and other writings. The primary website promotes casual dining, artisan crafts, and events (Wild by Tart, n.d.). Outside reviews, press releases, and blogs praise the unique food and friendly atmosphere, supporting the brand's value proposition (Baden-Fuller and Morgan, 2010). However, cost-effectiveness and standardised processes differed, suggesting the company may be vulnerable to market shifts (Johnson et al., 2017).
2. Comparing yourself to others
The menus, social media presence, brand alliances, and event offerings of several London high-end restaurants and lifestyle concept stores were compared (Grant, 2016). Competitors use Instagram, TikTok, and influencers to attract new customers and expand their companies (Gamble et al., 2019). The Wild by Tart website is still online, however it could improve its interaction and real-time engagement to match the best in its category (Venngage, 2025.5).
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· Good points:
· Unique brand identity based on originality, quality, and sustainability (Mintzberg et al., 2005).
· Flexible menu featuring local ingredients and novel culinary methods.
· Space that generates multiple revenue streams (restaurant, events, retail).
· Bad points:
· Premium sourcing and central London real estate may raise operating costs.
· Overusing face-to-face contacts without using digital channels to build deeper relationships.
· Few formal measures track operations' performance.
· Getting chances:
· Restaurants that employ sustainable and locally sourced food are becoming more popular (Tornatzky and Fleischer, 1990).
· More events and workshops that profit from the brand's creativity.
· Develop strategic collaborations with local businesses, lifestyle brands, and communities.
· Dangers:
· Competitors in the same niche could make the company less unique.
· People spend less on entertainment and dining out due to economic uncertainty.
· Coetzee (2023) thinks businesses must adapt to digital technologies since client behaviours are changing.
4. Five Forces Porter
· New competitors are moderately dangerous. Hospitality isn't difficult to enter, but brands are distinct, therefore Wild by Tart's reputation would take work (Porter, 2008).
· The concentration on seasonal, high-quality items gives suppliers negotiation power.
· Buyers' Bargaining Power: Post-pandemic pricing sensitivity may make buyers desire better bargains.
· Not much substitute threat. New conceptual dining models and home-cooking kits are available.
· Many experiential eating places offer comparable marketing stories, causing fierce competition (Johnson et al., 2017).
5. A business model sketch
Wild by Tart creates experience-based value by mixing cuisine, retail, and events, according to Osterwalder and Pigneur's (2010) Business Model Canvas. Its "Key Activities" (cooking, hosting, and merchandising), "Key Partners" (local farms and event organisers), and "Revenue Streams" (restaurant sales, event bookings, and product sales) demonstrate its diversity (Baden-Fuller and Morgan, 2010). As customers move towards digital services, the company plan can adapt to include subscription-based services or strategically chosen online shopping to make more money (Grant, 2016).
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1. Effectiveness of Operations
Data research suggests that the name and products are excellent, but operational efficiency can be enhanced. Wild by Tart prioritises premium suppliers, yet shifting supplier costs and the requirement for constant quality control require an enhanced supply chain structure (Teece et al., 1997). Legalising these methods could boost scale, waste reduction, and margin prediction (Anderson, 2019).
2. Brand perception and market position
People see the brand as innovative and community-focused, but they've mostly encountered it in person. Contemporary hospitality firms use digital resources to reach more people and limit external influences (Workee, 2023). E-commerce, online events, and subscription boxes could broaden brand awareness and reduce foot traffic concerns (Bessant and Tidd, 2015).
3. Engage and retain customers
According to observations and casual conversations, customers like the environment and quality, but the company doesn't have a loyalty program (Fairlie, 2019). These programs, especially those with good digital interfaces, can encourage repeat purchases. Personalised services like cooking lessons, chef-selected product bundles, and membership levels can strengthen emotional bonds (Schein, 1999).
4. Strategy should guide long-term goals.
The innovative and eco-friendly Wild by Tart brand identity matches modern consumers' values (Porter, 2008). More accurate success measurements are needed because long-term financial goals are not usually attained (Gamble et al., 2019). Setting KPIs for profit margins, environmental impact, and customer happiness can aid data-driven decision-making and strategic shifts (Barney, 1991).
5. Culture and Teamwork
The team loves fresh ideas and brand values (Blake and Mouton, 1976). Still, structured training and professional development can retain good workers and improve service. Investment in employee development fosters firm loyalty and promotes continuous customer service (Kubr, 2002).
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According to the consultant, Wild by Tart's brand resonance, culinary ingenuity, and social ethos set it apart in a competitive hospitality market (Stone and Parnell, 2023). The business approach combines immersive meals, retail, and events. It has distinct value but is subject to economic and operational challenges (Johnson et al., 2017). Long-term growth requires addressing these limitations, especially if customer behaviours change after the epidemic and new technology emerges (Tornatzky and Fleischer, 1990; Fairlie, 2019).
First, simple adjustments to processes can improve quality and revenue without damaging the brand. Wild by Tart can maintain its handmade edge while decreasing costs by strengthening its supply chain and employing standard methods (Teece et al., 1997). Second, increased online engagement boosts brand awareness and revenue. E-commerce, social media analytics, and interactive events can connect you with remote customers (LSE Consulting, n.d.).
Third, structured loyalty programmes and tailored experiences can turn regular customers into brand supporters (Gamble et al., 2019). Customer retention strategies encourage repeat business and natural word-of-mouth (Mintzberg et al., 2005). Fourth, improving the firm culture through training and professional development helps ensure staff support for growth (Blake and Mouton, 1976).
Results indicate a brand with significant creative capital but room for operational improvement. If Wild by Tart can mix imaginative personality with efficient utility, they will succeed (Grant, 2016).
Ideas for Action
1. Supply chain and operational optimisation
· Use inventory management software to reduce loss and track ingredient use (Teece et al., 1997).
· For good deals and guaranteed quality, form strategic connections with local suppliers (Barney, 1991).
· Conduct regular operational audits to identify wasteful kitchen and event management (Anderson, 2019).
2. Growth in digital areas planned
· Osterwalder and Pigneur (2010) recommend starting an internet store with specialised products like speciality ingredients and branding goods.
· Hold virtual cooking classes or pop-up events on social media to reach more people and create brand ambassadors (Bessant and Tidd, 2015).
· Companies should invest in targeted digital ads on sites their ideal clients visit and use analytics to improve them, according to Coetzee (2023).
3. Customer engagement programs
· Tier loyalty programmes might offer early access to new products, priority event scheduling, and private tastings (Fairlie, 2019).
· Implement a CRM system to tailor marketing messages using data (Grant, 2016).
· Add themed monthly supper clubs, chef-led courses, and events where you may work with local artists (Porter, 2008).
4. Performance Measures and KPIs
· Monitor brand and financial metrics (Gamble et al., 2019). Table revenue, average expenditure, and cost of products sold are financial measures. Customer happiness and return visits are brand metrics.
· Set sustainability KPIs such local ingredient use and waste reduction (Tornatzky and Fleischer, 1990).
· To keep leadership and staff informed and ready to act, establish strategic alignment review techniques (Kubr, 2002).
5. Teamwork and Culture
· Customer service, product knowledge, and brand sustainability should be taught in structured modules (Blake and Mouton, 1976).
· Provide clear employment paths so individuals can improve their abilities and advance (Johnson et al., 2017).
· Schedule regular feedback sessions for employees to exchange ideas. This will foster innovation and teamwork (Schein, 1999).
6. Collaboration and community involvement
· Cooperate with farmers' markets, artisanal producers, and social enterprises to strengthen community relationships (Etzkowitz and Leydesdorff, 2000).
· Fundraise or host charity activities that reflect the brand. It will boost company social responsibility and brand image (Mintzberg et al., 2005).
· Co-branded items and culinary classes with lifestyle and hospitality icons can increase brand awareness and value (Venngage, 2021).
While strengthening its operating and strategic grounds, Wild by Tart can maintain its unique personality and creativity by following these suggestions (Baden-Fuller and Morgan, 2010). The organisation must mix creativity and efficiency to succeed in the competitive hospitality market (Stone and Parnell, 2023) This helps it manage uncertainty, create customer trust, and secure a bright future.
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