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1. [bookmark: _Toc410730174]Background

Company Name:	(blank) 
Address: 		(blank) Swansea 
Open Times: 	Monday – Thursday 0:800 – 18:00 
Friday 0:800 – 18:00 / Bistro 19:00 – 23:00 
Saturday 0:800 – 18:00

(BLANK) COFFEE & TEA ROOM LTD opened on 16th January 2013, since its opening, the business has been gaining a loyal customer base however, this remains small. Due to the first yearly profit not meeting expectations, in February 2014 the management decided to expand their market share by opening on Friday & Saturday (7-11pm) as a Bistro, offering evening meals with live music and entertainment. For licensing reasons, the evening events of live music and poetry nights are over-18 only, which has been problematic on occasions when families have wanted to reserve tables for evening meals. The management has confirmed that no formal research was done into the bistro market. 
Due to low evening meal sales, high staff and live music costs, it was decided that from September 2014, (BLANK) was no longer going to trade on Saturday evenings. Currently, Friday bistro nights are increasing in popularity, with the management looking to improve this service. The (blank) area has become a hot spot with students and professionals looking to socialise in the different venues the locality offers. (BLANK) has seven immediate competitors in the area, one of which is a new costa that has opened 200 metres from the shop, putting an extra increase strain on this independent coffee shop to remain competitive and unique. 
(BLANK) uses social media as a means of advertising; their Facebook page has 773 followers and a 4.5 star review on Trip-Advisor. The management has in the past placed voucher discounts and adverts on the local ‘What’s on’ magazine, but found it ineffective. Additionally, the business has a coffee loyalty card scheme and has been taking part in the monthly ‘(blank) Market’ which has helped to boost their exposure in the local community. However, the bistro side of the business is still vulnerable financially due to the increase competitors. 
[bookmark: _Toc410730175]1.1 Business Structure and Interested Parties
[bookmark: _Toc410730176]1.1.2 Internal stakeholders

[bookmark: _Toc410730177]1.1.3 External stakeholders

2. [bookmark: _Toc410730178]Project Definition 
[bookmark: _Toc410730179]2.1 Project Purpose
This document is the Project Initiation Document for (BLANK) Coffee & Tea Room Ltd. This proposal aims to provide a competitive edge and strategic advantage in respect to (BLANK)’s business goals. This document outlines the detailed approach for the project, and provides information on how the data will be collected and then processed before the final report where recommendations will be delivered.
[bookmark: _Toc410730180]2.2 Project Aim
The project aim is to undertake market research into the current business approach of (BLANK) with a focus on how to increase evening business. 
2.3 [bookmark: _Toc410730181]Project Objectives 
Review Current Customer Base and Business: To carry out an analysis of the current business structure (staff, layout, and marketing) and how this affects current customers.
Benchmark and Compare with Similar Venues: This will review how other local businesses are perceived and what they offer in comparison to (BLANK)’s evening business.
Recommendation for Improvement: Recommendations will be offered on how to make improvements in increasing (BLANK)’s bistro trade. 


2.4 [bookmark: _Toc410730182]Project Scope and Exclusions
· The project will only encompass market research, data analysis and recommendations. 
· The report will solely be for the evening trade of the bistro and will not have any information on increasing the business for the coffee shop.
· The consultant and the University of Trinity Saint David (UWTSD) will not be relying on any funding from (BLANK) coffee and Tea Room Ltd. Furthermore, the consultant and UWTSD will not be responsible for any financial outputs for this project. 
· The reporting to (BLANK)’s management will be on a week day and held during office hours.
· The consultants association with (BLANK)’s competitors will only be based on establishing any unseen areas that might enhance the bistro side of the business. Findings will be incorporated into the final report as examples of what (BLANK) can do to achieve a greater foot hold in the market. This will not be information shared on face-to-face bases.
· The research in to (BLANK)’s competitors will only be carried out in the immediate area of (blank) Swansea.
· During the 19 week project, the consultant will work 3 days per week; 7 hours per day, making the total of 399 hours (57 days), which could fall on week days, evening and weekends. 
· The project will not incorporate staff management and the hiring of any personnel; this will be down to (BLANK)’s management team. This will also include the arrangement of the bistro nights.
· The management is in charge of the bistro menu and beverages however, during the focus groups the customers will be able to give an insight to what they like and dislike, but the overall decision for the food will be left to the management.
· (BLANK) will provide food and drink tasters for the focus groups at the owner’s discretion. 
· Although, an understanding will be provided on the final report, on how best to promote and advertise (BLANK), the overall amount that will be spent on these marketing tools will be down to the management.
2.5 [bookmark: _Toc410730183]Deliverables
This project will deliver a Consultancy Project Report (CPR) which will include the collected and analysed data. The CPR will be delivered on the 28th of April 2015. The length of the report will be of approximately 3000 words and will contain an introduction, an executive summary, and detailed research methods and data collection relevant to the project. Furthermore, it will offer findings, conclusion and strategic recommendations. 
This project will deliver recommendations to facilitate the decision making process which will enable the management to add value to the business, become competitive in the market place and have a clear understanding of what customers looking for when dining out. Moreover, the data will allow management to make decisions on the data collected rather than decisions based on intuition.

[bookmark: _Toc410730184]2.6 Project Constrains
‘Time’ is the major constraint of the project due to the amount of tasks required before submitting the final report. This constraint can have an impact on the amount of input that can be added and the amount of time that can be spent on each portion of this report. To ensure there is a form of control for this limitation, there will be weekly reviews on the amount of time used to accomplish each portion of the report and surveys. 
Low responses from the surveys and questionnaires can hinder the gathering of the overall results and reduce the impact of the report. To decrease this restrain, surveys will be carried out on social media and face-to-face. This will ensure a wider collection of data that should increase the overall outcome.
Findings could lack depth and detail due participants not wishing to answer the questions fully or give false answers, leading to misleading results. To diminish this likelihood, follow up actions may be required from the consultant to participants. For example, there could be a need for clarification of views, personal requirements or investigation of potential blank gaps in questionnaires.
Feedback from the surveys and questionnaires will not be enough to bring in new customers; the consultant will issue recommendations at the end of the report that will allow the business to increase the customer base and customer retention.


[bookmark: _Toc410730185]2.7 Assumptions
The consultant assumes the management is willing to diversify the target market which will be apparent when the data has been collected and analysed. Furthermore, once the report has been completed the consultant is expectant that the bistro is still trading and that the owner is open to the suggestions of the findings.
[bookmark: _Toc410730186]3. Business Case
[bookmark: _Toc410730187]3.1 Benefits 
· On-going positive customer relationships.
· Increase in evening business and revenue.
· Remain competitive and viable with in the food and beverage market.
The benefits of undertaking surveys and questionnaires as part of the market research will give (BLANK)’S customers the satisfaction that the business is actively communicating with them - It shows the business cares. Taking customer’s reasonable suggestions into count will help make customers feel happy and consequently, increase customer retention rates and revenue, while remaining competitive (Mooi & Sarstedt, 2011).
[bookmark: _Toc410730188]3.2 Outcomes
Minimise Risk: The data gathered will help decide whether to carry on trading as a bistro
Plan Ahead: Research can estimate the likely bistro sales. Also trading patterns found during the data analysis can offer new business opportunities for the future.

Establish Market Positioning: Can be used to make decisions and take action. 
Understanding Current and Potential Customers: Will allow making modifications on what the business is going to offer to suit their audience to increase evening trade. 
[bookmark: _Toc410730189]3.3 Options – Other Courses of Action
Telephone interviews were considered for the data collection however, this would involve people providing personal information wish could result in misinformation. Furthermore, the absence of visual cues via telephone could result in loss of non-verbal data which could affect the rapport and the interpretation of responses. Also, this type of research would allow for data protection compliance, along with obtaining financial resources to carry out the telephone interviews (Cachia & Milward, 2006). 
[bookmark: _Toc410730190]3.4 Cost 
The consultant will offer valuable time and expertise to provide the management of (BLANK) with an ample report. Yet, the professional cost for this project will not be based on currency exchange of employment costs, but of an interactive exchange of mutual knowledge between the consultant and the business.
[bookmark: _Toc410730191]3.5 Time Scale
The project will start on the 5th December 2014 and end on 28th April 2015 when the final report will be handed in. Please see Appendix for Gantt chart. 


[bookmark: _Toc410730192]4. Research Methodology
The purpose of the research is to discover the answers to questions via the application of various methods to be able to fulfil the data requirements of the final report. The chosen research approaches play a different role in solving the current business constrain by using the information gathered to address the problems and improve understanding, with the goal of achieving the desire results of the increase in evening business. With the finalised report the business owner will be able to make decisions based on specific data (Kothari, 2011). 
The types of research that will be utilized are as follows:
[bookmark: _Toc410730193]4.1 Primary Research
Quantitative and Qualitative 
[bookmark: _Toc410730194]4.1.1 Quantitative Research 
Quantitative research allows the measurement of characteristics to help the business to improve their products and services by enabling the management to make informed decisions (Pickard, 2012). 
The quantitative research for this project will include; customer surveys and questionnaires with carefully considered questions so that the results will provide meaningful data. These will be conducted face-to-face with a clipboard and pen in the (blank) area, and online (Social Media). The goal is to ask a large number of people the same questions, to be able to build up a clearer picture of how current and potential customers behave. 

The use of quantitative research will also allow the comparison of (BLANK)’S sub-groups of customers. For instance, (BLANK) caters to a range of different customers, all with different needs — from mothers meeting for coffee to local workers popping in for take-away lunch or to customers that want to buy Welsh produce products and gifts from the artisan corner (Willis, 2015).
Quantitative research will help answer the following questions;
· Is there a market for (BLANK)’s bistro products and service?
· What awareness is there of (BLANK) bistro nights?
· How many people are interested in the bistro?
· What type of people are (BLANK)’s best customers? And what are their buying habits?
· How are the needs of (BLANK)’s target market changing?
[bookmark: _Toc410730195]4.1.2 Qualitative Research 
Qualitative Research will give an inside of current and potential customer’s opinions regarding the bistro side of the business.  This type of research will be structured in such a way that they can produce hard facts and statistics to guide the management on future decisions.  To be able to obtain reliable statistical results, it will be important to survey a large amount of people and to make sure they are a representative sample of their target market. Through this type of research the consultant looks to focus on customer feelings and opinions on the business (Pickard, 2012). 


The data will be obtained by observation, and organizing interviews and focus groups with current and potential clients. 
4.1.2.1 Focus Groups Approach 
The purpose of focus groups is to obtain insightful information from consumers regarding their views on the business, brand awareness and their thoughts on the current and future bistro (menu, price, service and atmosphere). This will give an input into the future business processes of (BLANK).  The focus groups sessions will be organised by the consultant with groups of up to 6 people (Stwart, Stewart, & Shamdasani, 2014). 
4.1.2.2 Attendees 
The focus groups will consist of current and potential clients; these will range in age and gender and will also be from different areas of Swansea.
· Current Customers A list of loyal customers willing to take part has been established with the help of the business supervisor.
· Potential Customers Notices has been advertised on social media asking people to take part. A primarily informal interview is currently being undertaken. This process will help with a selection of a mix target market. 
4.1.2.3 Interview Approach 
Formal and informal interviews will take the form of a one-on-one session between the consultant and the stakeholders to obtain the adequate knowledge. 


4.1.2.4 Interviewees 
Interviews will consist of meetings with key internal and external stakeholders. 
· (blank) Supervisor –XXXXXX.
· (blank) Staff members – XXXXX and XXXXXXX
· Local residents – (blank) Residents)
· Local Businesses – XXXXXXXX 
Participants have agreed to dialogue with the consultant regarding (BLANK). Currently dates are being organised for the interviews. 
4.1.2.5 Points to Note
· Focus groups will be interactive.
· The focus group process will not be dictated by the business owner/supervisor but by the consultant.
· For broad data, multiple focus group session may need to be held. 
· Follow up actions may be required, for example, clarification of views and personal requirements or investigation of potential blank gaps in questionnaires.
· Based on the interactive nature of the focus groups, they should be kept to a maximum of six attendees.  Follow up sessions can be held if required.  
· The focus group sessions will not include people close to and who have specific knowledge of (BLANK), e.g. employees.
[bookmark: _Toc410730196]4.2 Secondary Research
The secondary research involves the investigation of already conducted research by other people or organisations. However, it is important to point out that secondary research in this project may not be as accurate as primary research as it was not carried out with (BLANK)’S specific problem in mind. Nonetheless, secondary research is a cost-effective way of collecting information about the marketplace and trends within the industry (Patzer, 1995). 
Sources of secondary research will include:
· Report and studies from trade or industry organisations
· Research results published in the media
· Private research companies 
[bookmark: _Toc410730197]4.3 Literature Research
The resources that will be utilised for this consultation are:
Analysis of the Coffee Shop Market: This will allow for a comparison on how coffee shops are set up and run. This will give the consultant a fundamental outline on whether (BLANK) requires any additional input to ensure it stays competitive. Additionally, the investigation into this market can highlight any additional variances in the market place that could be utilised by (BLANK).
Market Research and Consumer Behaviour: The examination of this topic will offer an insight on consumer behaviour, allowing a better understanding of how to approach current and future customer’s needs with the aim to entice customer to become regular visitors.
Consumer Insight: Consumer insight studies, offer an understanding of the reason why customers care for a particular product/service as well as their motivation, requirements, desires, and what influences their changes of attitude and actions (Peter & Olson, 2005). 
Competing for Advantage: Offers a guide on how to manage (BLANK) in the current market place. The studies offer an insight into the correct procedure for training staff in how to deal with customers in a positive manor which is a vital key to being competitive.
Food and Beverage Management: Explores a wide range of areas in the food and beverage market. The analysis gives an inside knowledge on the day-to-day running of food and beverage outlets, along with the concerns this market has to deal with (Davis & et al, 2012).
[bookmark: _Toc410730198]4.4 Data Analysis and Result Interpretation 
The collection of data is just one part of the research task. The data analysis will be done by the use of BMI SPSS and/or UWTSD available data analysis software, in order to draw conclusions of the findings and learn how different groups of people have responded. 





[bookmark: _Toc410730199]4.5 Data Analysis 

Steps: 
1. Code the data - This will be done as it is collected.
2. Data categorisation - For example: GENDER female (1) and male (2).  AGE will be expressed in ranges (18-24), (25-34) etcetera. 
3. Open ended questionnaires and interviews, will be read thoroughly and carefully.  The coding of this will be in relation to kinds of answers, themes and issues, and categories of response (IBM, 2015).
[bookmark: _Toc410730200]4.6 Results Interpretation

Questions and considerations during the result interpretation stage:
· Does the data answer the original question? 
· Are there any limitations on the conclusions?
· Are there any viewpoints that have not been considered? (Dillard, 2014).
[bookmark: _Toc410730201]5. Risk Analysis & Control
[bookmark: _Toc410730202]5.1 Risk Identification
Market research exists to develop successful strategies and guiding businesses decisions by giving insight knowledge into the business market, competitors, products, marketing and customers. However undertaking market research requires strict controls in order to produce relevant information. The lack of control could affect the collection of data giving a misread on the results.


It is highly likely that the research results will reflect what is happening now or might happen in the future. But following the right procedures to produce a relevant study does not insure the results of the research will be 100% correct as there is always the potential that results are wrong (Bailey & et al, 2015).
The research process includes the use of secondary research information, such as ‘market research firms’. However, in many instances the methods for collecting this information may not be fully disclosed, which could have an effect on the research validity and reliability (Market Research Association, 2007).
[bookmark: _Toc410730203]5.2 Risk and Control Management 
Risks and issues relating to the project will be reviewed on a weekly basis to ensure appropriate action is being taken to mitigate the risk or issue.   
[bookmark: _Toc410730204]5.3 Risk Monitoring and Reporting
The project plan will form the basis of the monitoring process and will be measured by the consultant on a weekly basis. Key issues that present themselves will be addressed with business owner and/or the consultant’s mentor Michael Davies.
[bookmark: _Toc410730205]5.4 Contingency Actions
In the event, that the project is deficient in some way, contingent actions and/or adjustments will be put in place to avoid the project going off course. 
Time Limitations: The project manager will allocate extra time resources by keeping a ‘stand-by’ day on a weekly basis, in case the project requires more working hours.
Data Collection: In the event of low responses of surveys/questionnaires face-to-face or online, the consultant will undertake an in-house feedback/satisfactions form.

[bookmark: _Toc410730206]6. Roles and Responsibilities
[bookmark: _Toc410730207]6.1 Project Organization Structure

The business owner has the ultimate authority regarding (BLANK).  The consultant will act as the project manager and will have control over the means that will be utilised in the project. The consultant is responsible for all the project assignments.  
The correlation between the owner, supervisor and the project manager is the main liaison within this project. The consultant will report directly to the business owner on a weekly basis to discuss progress and/or any eventualities.  
The consultant will also work closely with the supervisor, whom oversees the bistro nights. The supervisor’s knowledge of the business will provide the consultant with key information about the evening trade. The liaison between the supervisor and the consultant will allow the organisation of dates, tables, staff, food and drinks for focus groups.  

Due to the single reporting system and to the clear single line of authority (Business Owner), there is a shorter line of communication which creates strong and effective communication within the project. 
Contact details have been exchanged between all parties. 
[bookmark: _Toc410730208]7. Initial Project Plan
[bookmark: _Toc410730209]7.1 Assignments
The life cycle of this project will have four main milestones; these will mark key points in the progress and determine if the project is on track. Milestones for the project are highlighted in yellow in the Gantt chart. 
Project milestones: 
1. Define 
2. Gather Data 
3. Analyses 
4. Report
Please refer to Appendix 9.1for detailed Gantt chart (SmartSheet, 2015).
[bookmark: _Toc410730210]7.2 Schedule 
Below is the estimated project schedule of some key tasks. To avoid underestimating the project timetable a ‘rolling wave planning system’ has been put in place. This will assist the consultant to review the schedule (weekly), update information and add new tasks as the project moves forward (Kemp, 2005). 
By constantly updating the project plan (Gantt chart), it will aid the project manager to plan deeper into the project, leaving no much room for incomplete tasks and the rapid identification of warning signs. Furthermore, a two day lead-way on each task will be incorporated, given room for manual adjustments for unforeseen circumstances, which are frequently inherent in project management. After the end of the extended second day, each task of the project must be completed to ensure a timely end of the report.
To be able to manage the project effectively, the status tracking system will be based on percentages (%). Tasks have been achieved when they show 100% complete on the Gantt chart.  Please see Appendix 9.1 for detailed Gantt chart.

	Secondary Research
	December 2014 - Present

	Data Collection
	3 January 2015 – 3 March 2015

	Data Analysis
	4 March 2015 – 4 April 2015

	Development of recommendations
	5 April 2015

	Final report
	28 April 2015



[bookmark: _Toc410730211]7.3 Human Resources
Project assignments will be undertaken by the consultant.
The supervisor will be in charge of arranging staff cover for focus groups.
 No extra staff will be employed for this project. 
[bookmark: _Toc410730212]7.4 Communication Management Strategy
This section contains the means and frequency of communication between the consultant and (BLANK)’s management. The communication management strategy for this report has the objective to ensure greater effectiveness and to be carried out in a simple way.  
Key communication channels will be:
	Emails
	Will be used to arrange meetings / When required.

	Face-to-face
	Will be used to arrange formal and informal meetings with the business owner and (BLANK)’s supervisor / Weekly.

	Telephone
	This channel will be used for further information / When required.








[bookmark: _Toc410730213]8. Approvals 
	Name

	 Title
	         Date
	         SIGNATURE 

	
XXXXXX

	 
Consultant
	
	

	
Michael Davies
	
Lecturer – UWTSD 

	
	

	
[bookmark: _GoBack]XXXX
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[bookmark: _Toc410730214]9. Appendix
[bookmark: _Toc410730215]9.1 Gantt Chart
[bookmark: _Toc410730216]9.2 Application for Ethical Approval
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