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Executive Summary


The Margherita Restaurant is a brand new medium sized restaurant which intend to offer full service, three meal a day, bar & lounge which provides and serves healthy and fresh meals for the employees in the corporate world. It is located on the river of Thames right in the hearth of Canary Wharf addressing mainly to HSBC Bank, J.P. Morgan Bank and Barclays Bank, but also to the rest of the companies and residential buildings around the area.
After renovations, the Restaurant will have around 200 square meters, this would allow for roughly 150 seats inside and 50 seats outside on the desk areas. The restaurant will feature breakfast-lunch-dinner items, from one of the greatest cuisines in the world, the Italian cuisine.
In today’s highly competitive market, it is becoming difficult to distinguish one restaurant from another. London, a city state, is now becoming the representation of metropolis for United Kingdom’s new economic expansion. With more than one million visitors monthly, mainly from neighbouring countries such as Denmark, France, Norway, Ireland and so on, London’s food sector is the strongest in the area.


[bookmark: _Toc48238522]Mission

The Margherita Restaurant’s mission is to bring joy and health in the existence of the human beings by giving them the elevated standards of services possible and by providing them with the most ecological and finest, high quality customizable food and customizable beverages, supporting the food and the drink with a spectacular environment. In addition, the organic food is provided from Italian farmers, supporting the Italian farmers and encourage them to provide high quality products.
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We provide organic modern cuisine and drinks in a unique location with pleasant people yet un-intrusive service. In the next twelve months Margherita Restaurant will become known to be one of the main places where someone in Canary Wharf can serve the most refined Italian cuisine. Bringing the full Italian experience offered by Italian cuisine and Italian wines and coffee, our vision is to integrate and accommodate the English people with the Italian culture, being one of the most spread and refined culture in the world. 
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The Margherita Restaurant has a warm culture, based on the human interaction, manners and gentility, making a big difference to customer experience, customer satisfaction and for an extraordinary teamwork. Another aspect of the Restaurant is the accent on the organic high quality food provided straight from the Italian farmers and the traditional wines form the regions of Veneto, Sicily and Piedmont completing the experience of a genuine experience in a unique place in the heart of London. In addition, communication and compassion for every team member and for every customer makes a big difference in the restaurant, helping the team to deal with every situation that can appear along the way. Being the core values of the company, the team is hiring and firing based on these values.
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The Margherita Restaurant’s objective is to assure start-up financing to lay the foundation of a long-term Italian restaurant and bar. Over the long-term the Margherita Restaurant have to establish the following points in order to generate revenue appropriate to turning a net profit and servicing a conventional loan obligation:
· To have a cost of goods less than 30 % for food and 10 % for drinks
· To maintain a gross income of 70%
· To set a budget for Marketing and sales of 10%
· To have a cost of labour less than 20% of revenue
· To maintain a net profit from sales of 10% annually
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Margherita Restaurant offers a spectacular sightseeing of the river Thames and the tallest skyscrapers in London. Chef Augustino Valentino has a large range of Italian ingredients and recipes. Margherita Restaurant forecasts that most of the people will choose their meal from the chef’s guidance. Chef Augustino recognized the trend within the industry for the demand for Italian cuisine especially in Canary Wharf. In addition, chef Augustino is a specialist in one of the trendiest cuisines at the moment, the healthy and organic food. In addition to the Augustino’s recipes one advantage of the Margherita Restaurant is the quality of the wine and the coffee. The Italian wines being one of the most drinkable alcohol in the world, the suppliers of the wines are from the oldest regions in Italy which can provide the original recipes taught from generation to generation.  
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Margherita Restaurant have the confidence that the market can be divided into 3 distinct groups that represent the targets. The first group is the day to day corporation workers who spend the lunch break eating out and interact with their colleagues. The second group that will be targeted is the CEOs and investors which number 400.000 people. The third group is the lonely rich who desire Italian and organic food, and which are growing at an annual rate 3% with 10.000 potential customers. In addition, we want to make partnerships with Deliveroo and Uber Eats in order to expand our range of customers and our accessibility, assuring the customers they can enjoy the Italian customizable cuisine and the Italian wines made from genuine grapes.
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Margherita Restaurant has formed a well-built management team. John Markman will be the general manger. Kristina Stone has substantial management expertise of companies ranging from 10 to 30 people. Helen Metis will have the responsibility of all the accounting and finance functions. Helen has nine years’ experience as CPA at Accounting LTD. Helen’ skills will be one of the most important skills for Margherita Restaurant, keeping the company profitable and on track.
Chef Augustino being one of the most respected Chef, with previous background in Restaurant with Michelin Star can offer a premium experience for the Italian cuisine and in addition, he’s creativity allowed him to introduce organic products, offering a premium and standard and also a healthy meal. With him, there are five chef assistants also with previous experience from one to nine years in Italian cuisine allowing them to keep up with the standard imposed by the Chef himself.
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Humans changed their perspective about food in general and no longer eat to fulfil their hunger. Nowadays people are eating to take their nutritional requirements for their body. The public becoming more health-conscious, fast food industry keep losing customers in the detriment of Organic foodservice market. In Europe the healthier food items entered intro global and regional markets starting a new consumption trend.  The Margherita Restaurant focus on organic products purchased straight from the Italian farmers, having the certainty about the quality of the products and in the same time supporting the Organic farmers to continue their activity. By providing the organic food and the natural wines prepared from the original Italian recipes the Restaurant can improve the customers health and provide a good feeling throughout the day.
The company implemented live reviews which can help the improvement of the brand and of course assuring the future customers is a blue-chip company offering high quality products and services based on the reviews form the previous customers. In addition to the live reviews, The Margherita Restaurant observed in the market when people are ordering the bill, is a hustle to have cash and to deal with it, so for this reason we decided to implement a system that can split the bill online, using the credit card or apple pay. Using this system, our customers can be released of the stress created by the old frustrating method, paying with cash and enjoy a pleasant and stress-free experience.
Being surrounded by Technology Companies and Bank we are conscious our main public will be people who are already pretty much integrated in the world of technology and mobile applications, so in that case we created an app where the customer can pre order a meal not being necessary to be in the restaurant so when the meal is ready, the customer can enjoy it in our place or can take it home. By creating this service, we can improve our customers flow, the waiting time in the restaurant will be decreased by 50% and in the same time improving the sales. 
Another service that can make the customer’s life easier can be the email receipt, being around businesses, most of them can have business credit card with can you to deduct the expense of the meal so, for our customers we came with the idea to send them the receipt on the email with every detail needed for their deduction requirements. In addition, this is also a method to collect emails from our customers and keep in touch with them providing the latest news and promotions on a weekly basis. 
One of the most unique and key points in our services is that our website can provide custom meals, where the clients can pick their own ingredients, choose the weight of the products included in the order and even specify if they want them to be free from gluten. Our pizzas are fully customizable, the client being able to choose what type of pizza dough he wants, to mix the pizzas - choosing to split one pizza into two halves or four quarters of different types – who would not want to start with a Diavola and finish off with a Quattro Formaggi? In addition, based on their profile and previous orders from our website, we can suggest, using our highly capable algorithm, what type of products and meals and even what type of wine match the meal chose and all of these options specially chosen to please the customer in the future. Complementary with our organic Italian products, in order to improve the Italian experience, we provide Italian wines and Italian coffee, which can also be customized – mixed in the right proportions for the client’s satisfaction
Italy is not only known for their delicious cuisine. Everyone has enjoyed an espresso in their lifetime, as Italian coffee is one of their trademarks. We offer a range of coffees, made to mirror the original Italian recipes to perfection. Having a tradition of wines, the Margherita Restaurant is offering the most refined wines from red, white and rose grapes from the region of Veneto, Sicily and Piedmont, carefully chosen by the farmers and transformed into the Italian famous wines using their original recipes taught from generation to generation.
Speaking of delivery, the Margherita Restaurant aims to make partnership with delivery companies such as Deliveroo, Uber Eats in order to provide the Italian tastes even from the comfort of your home. Although our delivery partners use thermic backpacks, the products can still arrive a bit cold, especially during wintertime. To avoid this inconvenience, our food comes with our own thermic packaging which assures that our products always reach your destination like they have just been taken out of the oven and the wines cold as they have just taken out from the fridge.
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Executive Summary
This study is about the marketing audit of the Margherita restaurant's market plan. The restaurant is located in an important business area. The target clients are banks and multinational organization's employees. For their facility, full-day meals will be available at a restaurant with a bar and lounge facility. The marketing plan of the restaurant is discussed where deficiency and opportunities are explained by using the STP and marketing mix. The external and internal environment of the restaurant has been evaluated by SWOT and PESTLE analysis. The financial plan, competitor analysis, and management team has been discussed. This market audit plan will help to improve the marketing strategy of the restaurant.
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1. Business/Company/Overview
The present study about the marketing audit plan of Margherita restaurant, which is located in the Thames riverside and has the intention to start the full meal service, bar, and lounge. Margherita is a well known Italian brand which has outlets in many countries. Margherita's restaurant on Thames riverbank is located in the central business place where many multinational organizations including banks such as HSBC, Barclays, and Morgan bank are on a few meter distance. The covered area of the restaurant is 200 square meters which have a seating capacity of 200 persons in total. Due to the prime location and spacious seating capacity, employees of different organizations visit it during lunchtime. Now the restaurant is looking to extend the full-time services. The employees of business organizations can avail safe and healthy food all day till late at night. The marketing plan for these extended services with marketing audits has been discussed.
2. Market Audit
A market audit can be defined as the systemic and comprehensive analysis of the marketing environment (external and internal) of a business organization (Taghian and Shaw, 1998). For this purpose, the marketing data of the complete year is analyzed to bring improvement and develop a strategy for extended full-day services. So far the restaurant has a staff of 25 persons and currently, 8 of them are engaged in the marketing and delivery services. With the extension of services like breakfast and dinner, there will be more requirements for staff and resources. The market audit is not to criticize the last year working but to make changes to improve performance in the extended services and menu of the restaurant.
3. Marketing Plan
The marketing plan represents the overall business plan (Saari, 2015). The product gets a better price if people know about the qualities and services. The marketing plan of the Margherita restaurant consists of a list of activities which is done to represent its newly extended services of breakfast and dinner to the targeted consumer market. The market plan of the restaurant consists of objectives, external and internal factors by PESTLE analysis, SWOT analysis, competitor analysis, STP marketing, and 4Ps of the marketing mix.
3.1. Marketing Objectives
Main objectives of the marketing plan are;
· Promotion of breakfast, lunch, and dinner services at the Margherita restaurant.
· Promotion of new breakfast and dinner products along with bar and lounge facilities. 
· Promotion of free delivery services to the employees working in banks. 
· Promotion of hygienic facilities of the restaurant under the Covid-19 situation for the preparation, dine-In, and delivery services.
· Reviewing and improvement of the marketing plan of last year. 
4. STP analysis (Segmentation, target market, and positioning)
STP consists of segmentation, targeting, and positioning. It is an important tool to align the product according to the targeted customers.
The target market is the group of people who are supposed to be interested in the products/services. Market segmentation has emerged as a useful strategy to find and evaluate the target market.
It is more convenient to utilize resources on the specific group of people that could become the client. There are four main types of market segmentation which are Geographic (regional, liking/disliking), Demographic (based on age, religion, occupation, marital status, and gender), psychographic (based on lifestyle, social status, interest) and behavior (loyalty, engagement, habits) segmentation (Smith, 2020). Market segmentation has great importance for the restaurant business. For example, if a restaurant will start with Mexican dishes which is not appreciated in a region, then it will not get success. Similarly, in this case of Margherita restaurant, the target market is employees of banks and other multinational organizations. The market segmentation is based on demographic and psychographic segmentation because it is based on the profession, lifestyle, gender, religion, and age.
Positioning is a very important part of marketing strategy which develops clear, the desirable image of product/services in the consumer mind. The Margherita restaurant has taken care of priorities and sentiments of all above mentioned targeted segments and prepared menu to attract them with the delicious food products.
5. Marketing Mix
It is an important business tool that is most effectively used in marketing. It consists of the main product, price, place, and promotion.
· Product/Services
Margherita is a credible restaurant due to quality food and customer service. It offers free delivery service in the diameter of 5 kilometers. It has a wide range of products in lunch such as more than twelve flavors of Pizzas, Pasta, Macaroni, Lasagna, and fries. It also offers shakes and juices. Now management has decided that the meals will be available all day such as breakfast, lunch, dinner with a bar, and lounge facility. For the extended services, the breakfast and dinner will be available where sandwiches, corns of the cobs, butter, snacks, biscuits, tea, coffee, juices, cake, pastries are part of breakfast while dinner includes the milk, tea, meat, fish, Pizzas, curry, Tacos Pasta chicken. All the products will be prepared fresh. Although it will take a bit longer time in preparation customers will be satisfied that they are getting fresh and healthy food. To reduce the preparation time, extra staff and modern quality cooking utensils are updated on the premises. The restaurant also provides catering services for parties, conferences, and exhibitions with beautiful decorative settings.  
Furthermore, people are very concerned about health and safety. The restaurant is providing hygienic food with all safety precautions. To improve the customer and staff safety, the personal protection equipment (PPE) like a mask, safety dress, and gloves are compulsory for staff. Similarly, the packing material is resistant to microbial pathogens that also increase customer safety. The online delivery service is fast and the maximum time from order to delivery is 40 minutes. The restaurant has its mobile applications that regularly update customers' attractive deals and encourage customers to provide their feedback about quality and services.
· Price 
The price of food products in Margherita restaurant is competitive and affordable. The restaurant has adopted the policy of more sales with a minimum profit margin to compete with other restaurants. The restaurant is providing economy meal as low as £3.5 to £20 for a buffet with many dishes.
· Place 
The restaurant is located in the prime location which is surrounded by many multistory buildings and offices of multinational companies.
· Promotion
Currently, the restaurant is adopted the promotional strategy of advertising on the billboards and in-person marketing but this strategy is not sufficient in the competitive environment. Therefore, it is decided to develop a multichannel strategy like the promotion of restaurants on social media, attractive deals, youtube channels, mobile applications, and radio announcements.  
6. Analysis of External and Internal business environment
6.1. PESTLE Analysis
It is important tool to evaluate the external and internal environment (Peng and Nunes, 2009)
· Political
Tax policy is so far favorable for the food business. The political stability in the UK is also an advantage where the economic condition of the common employee is not much affected even after Brexit. There are also some political threats like Brexit which can affect businesses of EU companies after the implementation of free trade restrictions and tariffs (Zaidi et al., 2017). The restaurant target clients are multinational companies which can and in case of decreasing ratio of employees will affect the business of the restaurant as well.   
· Economical
The inflation rate has been increased just after the decision of UK people to leave the EU. The exchange rate has fluctuated much with the devaluation of sterling but overall the economic indicators are showing relatively stable signs in the region (Gray, 2019). Customers have the purchasing capacity to buy restaurant food. However, the restaurant needs to find alternate sources of the raw material of food instead of the EU to find cheaper suppliers. 
 
· Social
The restaurant has so far a strong image and has various options for vegetarians, Halal food, and the same for the meat lovers. The hygienic condition and use of quality cooking material make it attractive for the health-conscious people, especially in the Covid-19 situation. The restaurant has a special emphasis on discouraging all kinds of discrimination (on the base of color, race, ethnicity, age, gender). The restaurant has more strength in the social aspects.
· Technological
The restaurant has placed the self-order machines where the menu can be selected and even customized with the estimation service time. Automated system and use of mobile application save times of employees and restaurant is a more feasible choice of them. Management of hotels is concerned to remain update about technological changes and adapt accordingly.  
· Legal
The United Kingdom has strict laws on all kinds of discrimination and the lowest level of wages. Health and safety departments regularly check the conditions of restaurants. Management of Margherita restaurant has its legal advisor and all legal requirements are complete. However, the situation can be different in January 2021 after the tariff implementation and clearance of the status of EU citizens.
· Environmental
There are increasing concerns of public on the sustainability and waste management. The restaurant is using biodegradable packing material. The use of solar panels is also increasing its intention toward green technology and sustainability.

6.2. SWOT Analysis
SWOT analysis is an important tool that describes the internal environment of an organization. It consists of strengths, weaknesses, threats, and opportunities (Gurel, 2017).
· Strengths
Availability of three meals a day from breakfast to dinner with bar and lounge facility throughout the day. 
Spacious seating capacity of around 150 inside the restaurant and arrangement of 50 persons outside. 
The location of the restaurant is prime and has potential executive clients and employees of multinational organizations.
· Weaknesses
The restaurant is getting a major share of the supply chain from EU importers and doesn't have any farm for the production of raw material.
Some products are high in price as compared to other competitors. 
The restaurant is located on the rental building and every month a reasonable amount is paid in the form of rent.
· Opportunities
Fast food secret recipe of restaurants that have great taste can be helpful to extend business in new areas. 
Exploration of new suppliers from other regions for the supply chain with cheaper rates to reduce the cost of production.
Engagement of staff in multitasking to reduce the human resource cost. 
High-class catering service for the delegates and events of multinational clients. 
· Threats
The new entrants and competitors are a threat because of their competitive prices and variation in taste.
There are chances of leaving many EU companies and employees after possible tariff implementation in January 2021 (Bloom et al., 2019). 
Coronavirus disease can decrease sales if it re-emerges as a second wave of the pandemic. 
The supply chain of a restaurant can be affected after Brexit implementation. 
7. Competitor Analysis
Identification and understanding the competitor is very important in the marketing strategy. Due to commercialized locations, there are many fast-food chain restaurants like McDonald, Taco Bell, and KFC. However, there is no restaurant within an area of 4 kilometers which can have such a spacious seating arrangement that is an advantage. The prices of products of Margherita restaurant are high as compared to some other fast food competitors but fresh and quality variety of food is an advantage.
8. Management Team
The right person with the right skills takes the business to a new height. In the Margherita Restaurant, the responsibilities are divided according to skills and relevant experience. Margherita restaurant has made sections for different responsibilities which report to the executive manager for all matters (Table 1)
Table 1: Management team in the Margherita restaurant. 
	Section
	Number of Staff
	Team Leader

	Manager office
	3
	Executive Manager

	Dine Inn
	14
	Manager operation

	Kitchen
	9
	Head Chef

	Seating arrangement and interior decoration
	2
	Interior decorator 

	Marketing
	4
	Marketing manager

	Delivery
	6
	Manager operation

	Procurement
	3
	Procurement manager

	Account and sale
	2
	Finance manager




9. Financial Plan
The financial plan describes the current financial position of an organization that helps to alter and make a strategy for improvement in business.
	Parameter
	Description

	Investment and financial growth
	The investment of £200K will be made to extend services to 3-time meals. The financial growth of restaurant was 6 percent last year which is now expected to be 9 percent with this investment plan


	Risk analysis and mitigation plan
	Coronavirus, Brexit which can be mitigated with the use of PPE, antibacterial packing material and extension of marketing to more local clients


	Funding requirement
	The funding of £150K will be borrowed from an investment bank for 5 year period. Alternate investment plan for investors every year for an attractive return.


	Break-even analysis
	Breakeven analysis enhances decision-making capacity. It is difficult to make correct Break Evan due to the perishability of food meals. The initial breakeven analysis shows that restaurant needs to sell 3650 per day with an average serving of 350 customers in one day. Seat turnover should be high with nearly 400 persons. Due to the dynamic nature of the business, break-even should be done periodically. 


	Profitability and loss statement
	Profit and loss statements will be made according to the sale. In the last year, the sale was 1.1 million pounds and now it is estimated to reach to 1.7 million according to investment. Less than 1.5 million pound sale will result loss to company.


	Balance sheet

	The balance sheet describes the exact situation of business which will be regularly updated. 



10. Conclusion
The present study has been for a marketing audit of the Margherita restaurant which is located in a prime location near to Thames river. It is surrounded by commercial buildings like banks and offices of multinational organizations. The market audit is done to improve the existing marketing plan for a restaurant. The marketing audit plan is done by using the PESTLE, SWOT, Break Even Analysis, STP, and marketing mix. The impact of Brexit and Covid-19 are also highlighted (Nicola et al., 2020). The competitor analysis, financial plan, and marketing objective to promote the full-day services of the restaurant are also discussed.
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Target Market
Introduction
The Target Market is a group of potential buyers, to whom the business wants to trade their services or products. The marketing efforts are carefully directed by the company straight to the specific customers which represent the target group. When forming a group of specific buyers, they need to have similar particularities, features such as incomes, demographics, geography, buying power. Although, buying power can have a different significance depending on the context or industry, in finance and for the specific example of the Margherita Restaurant,  Buying Power is the money a consumer has available to spend on a certain product or service, equal to the all-cash held by that person.
The particularities that need to be counted when choosing a specific Target Market are determined by behavior, psychographics and demographics. Behavior is the study of a population segment as stated by the behavior of potential client, including buying habits, digital actions, spending practices, and hobbies. Psychographics represent studies of communities or individuals that can be valuable in the Marketing field and classifying them according to values, attitudes, aspirations. Demographics represents a classification into segments according to family size, age, religion, race, gender, ethnicity, education and income. Based on these segments, a company can classify the needs of consumers. The target should not be too general, like anyone who eat or, anyone who is living in Canary Wharf, instead when targeting a specific market, the company is excluding people who do not fit the indicators and the criteria.
When setting a strategy to target the specific market for a business it should start with demographics, this includes the age, to establish in what generation the most customers will be. The generation Z are the youngest generation which hit the workplace being born from 1995 to 2014, this generation spends most of the money on food above all other expenses, grew up with the digital technology and thus expect the information to be at their fingertips, prefers quick services and casual dining restaurants. The social media plays a big role for this generation because most of the people which are part of generation Z will stay most of the day with their phone or tablet in their face so it is good to be highly active on social media if the target market is on this generation.
The Millennials are the ones who are born between 1980 and 1994 and this generation prefers most likely to look at the restaurant’s menu online, adore a fast casual and fine dining over the old fashioned fast food like McDonalds, enjoy the natural and fresh ingredients, prioritizes sustainability and ethics. Also, they are the one who eats out more than the rest of the generations, with 53% going out to eat at least twice a week and the most recent survey shows that the millennials are trying an average of 46 new foods every year. Food being the number one priority and cost in the life of a millennial, reporting one millennial eating out at a restaurant 90 times and 41 dinner parties over the course of a year and their preferences are heading towards sweet earth products vegan pizza, organic ingredients, plant-based meals,  placing the millennials into the best category of target market to have and also being the majority of the people working in Canary Wharf.
The next generation is going to be the Generation X which represents the people born between 1964 and 1980 and consider a great advantage for our restaurant because the main preference when speaking about food for this generation is the organic food and places with a lot of values on family dining. The people representing this generation are not as digitally savvy as the generation Z and Millennials being born when the technology was not so advanced and that is way they prefer to go through out a regular hard cover menu when choosing the food but, even if they are not digitally savvy, they still use social media and access review sites.
The last oldest generation is called Baby Boomers and they are born between 1946 and 1964 and many baby boomers report being on a diet, not using to eat out as much as the other generations, growing with the industry of fast food rising, their tastes are more in the fast food meals and the most visited restaurant are McDonalds, KFC, Chipotle. Growing in the same time as the fast food industry, they do not see a difference between fast food and a fine dining in an organic restaurant and does not make sense for them to spend the extra ponds to eat something healthier than what they are usually eat. This generation dose not put the price so much into the technological features and mobile applications that Margherita Restaurant is trying to improve and make a difference. These are just a few reasons why the Baby Boomers are not a target market for the Margherita Restaurant, being the opposite of what we stand for and the culture of the company.
Another important demographic characteristic is the income. This characteristic is important because it serves as a guide for a more profitable price to charge. In this category is going to enter the high-income class, middle income class and low-income class. 
High-income class are often seen in this type of areas like Canary Wharf and the characteristics of the people in this type of class are that they frequently check online menus before committing to a restaurant, are more likely to dine at restaurant they have never been to and this category is influenced by negative online review.
Middle income class are more likely to eat fast food because of the prices in the fine dining restaurants. Prefer to dine at a restaurant they have never been to and is likely to look at online sources before going to a new restaurant. 
Low income class are less influenced by negative reviews and they often cook at home, eating out online when celebrating something. This class tries to reduce the cost as much as possible. Other facts about the income classes are that smokers are more likely to go to a fast food rather than full-service restaurants, on the other side, the people with more education are more likely to go full-service restaurants. Also, people who worked more hours are more likely to go for a full-service restaurant because they have the feeling like they have earned the right to spend more money on their meals.
From the beginning the Margherita Restaurant decided to set a Target Market, so this way can fulfill the understanding on demographics, behavior and psychographics of those people segments that need to be attracted and will show interest organically in the Italian cuisine, wines and beverages made from original recipes provided by the old farmers of Italy. Deciding how to talk with customers, which path should be used to market them and where to access them. In addition, determining the specific market can help to recognize the differentiators as a company besides the competitors and also identifying the direct and indirect rivals.
The target market is a main focus in the marketing plan that decides other necessary component for the products, such as placement, price, promotion, product and distribution. Using the four P’s method, Margherita Restaurant will try to define and identify the certain group of people that are most likely to be the future customers. The first P will be the Placement, this decision was took by John Markman because after ten years of work in a big company in the heart of Canary Wharf he noticed that the trend for fast food started to fall and the employees where more conceded about their health and what they are putting into their bodies, redirecting themselves towards organic food and what type of nutrients their body needs in order to be energetic and happy throughout the day. So that is why the Margherita Restaurant will be established right next to the big bank such as J.P. Morgan and Chase, HSBC, Barclays and Bank of America. The Second P represents the Product, Margherita Restaurant choosing to have an entire Italian cuisine based on organic products will offer us a unique advantage which will make a big difference compared to our rivals. Another product that will make a difference will be the wines and cocktails prepared with Italian recipes. Also, addressing to most of the banks and technology companies, one big advantage the Margherita Restaurant provides is the possibility to order everything from the mobile application which will announce the customer when the meal and beverages are ready to eat or for a takeaway. The third P is the Price, in the beginnings the Margherita Restaurant will choose to go on loss, setting an affordable price to spread the word around the companies which are surrounding the location and to attract customers. After six months the price will go up with a few percentages from the initial price. And in the end, the last P represent the Promotion, deciding which is the most effective channel for reaching the target Market in real life or online. Using all social media channels to market the restaurant will increase exponential the reach of the ads and posts, creating awareness in people’s mind, that the restaurant will offer them exactly what nutrients their body needs. The TikTok and Facebook ads will play a big role in this challenge with TikTok being one of the most used mobile application will serv as a benchmark for future customers. Promoting the business with Facebook Ads will increase our takeaway orders and will drive the sales up and in the same time the restaurant’ seats will be available for other customers. Also, real life marketing will be done by the location of the restaurant, having a big volume of people walking around which can be welcomed by the hostess in front of the restaurant. 
It is crucial to have a target market and to know the best type of consumers will fit to the type of restaurant it will be the Margherita. So, for that the team came up with a special survey with questions carefully chosen, which will most likely set a Target Market for the future customers, confidently making the important everyday decisions.
Is not an arbitrary decision for the Margherita restaurant to decorate the location as an Italian old restaurant with a cozy appearance. John Markman knows the target market and the style of the corporatist world, after eight hours trapped in a big building of steel and full of windows, the typical employee will enjoy a cozy and friendly environment where everybody can enjoy a Italian pasta or a proper pizza cooked in the oven, showing that the owners appreciate their customers tastes for what they are.
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[bookmark: _Toc48591195]Introduction

This part of the business plan will discussion and analyses on the following, the Management Team of the Margherita Restaurant with Italian cuisine and organic products, the management process on the work field. Also, how a team is formed, all the stages that need to be followed in the Bruce Tuckman’s Model which are forming, storming, norming, performing and adjourning to develop a strong team with which can help and improve each other and the importance of an effective leadership in the work field and what influence can have for the employees. Thirdly, social responsibility and sustainability will be discussed which are each member duties, skills and responsibilities. 
[bookmark: _Toc48591196]Management and Organisation


The term of team can be described as a group of people that need to work through a common goal and to use their resources of time and skills to fulfill the same target. The people in the team share their overall work objectives and the necessary resources, autonomy and authority to pursue that goal. The difference between a team and a group consists in that common objective, because a group of people can be formed easily but without a common target, it cannot be named a team. Nowadays, in the modern companies, the teamwork has been linked to economic advantages, lower absenteeism, higher output and increased employee satisfaction. It has also been shown that is improved working relationships even outside of professional hours, lead to a less stressful work and reduced alienation. 

For any remarkable company need a successful management. Management is a tough term to determine. For this reason the Margherita Restaurant decided to use the Bruce Tuckman’s model implemented in 1965 to figure it out where we stand out in the process and how can develop our teams maturity, abilities, how to establish relationships and how to adapt the leadership style. In this model there are 5 stages. The first one is called forming and in this stage all the pressure goes to the leader where need to be prepared for lots of questions about the team’s purpose, external relationships, objectives, there are high dependence on the leader for guidance and direction. Also, there are little agreement on team objectives other than that ones received from the leader, the individual roles and responsibilities are unclear, and the members will test the tolerance of the system and leader. The second stage is storming, defined by increased clarity of the purpose of the team but with many uncertainties and also a lack of agreement when it comes to taking team decisions. The third being norming, and which represent the stage where the agreement largely forming among the team, who respond well to the requirements of the leader, the responsibilities and roles are clear and accepted and the team develops and discusses the processes and working style. In this stage, the respect for the leader I formed and now shared amongst the team, and the big decisions now are made by the group agreement. The fourth is performing, in this stage, the team is sharing the same visions and is now independent or it does not need interference from the leader, the clarity of the team now rises and understands the outcomes of why they are doing. The team members start to look after each other, not needing to be assisted or instructed, also a focus on over-achieving goals is now developed and the team makes most of the decisions. In addition, the team can work towards a goal and process issues along the way. In the end, the last stage is called adjourning, and this comes more like an adjunct rather than an extension of the model, it views the team from a zoom out perspective, beyond the purpose of the first four stages. This stage is coming after the task is completed successfully and the goal is accomplished, and it recognize the vulnerabilities and sensitivity of the people. This is specifically if the members of the team have been closely bonded. The purpose of the leader is to develop the team through the four steps and also switching between stages depending on the situations and the team maturity relating to a task or project. After the Margherita Restaurant followed the Bruce Tuckman’s Model the result was good but there was space for improvement. 

The Leadership is one of the heaviest duties in a team and is hard to gain. The Leadership can be used in three levels, operational, in teams and strategic. The leader must be in awareness all the time, understanding the three-cycle mode which is task, team and individual. The communication also plays a big role for a good leader. When the leader successfully shares the information and make the objective clear for each individual it will remove any barriers and lead to a team success.
Another quality of a good leader is the ability to take decisions in difficult times. Decision-making is one of the key elements to reaching the objectives and goals of the company. The leader will have all the time in mind the questions who, where, why, when, and how to overcome the difficult time and solve the problems. It is extremely important to have a back up plan to avoid failure. 

[bookmark: _Toc48591197]Social Responsibility and Sustainability

The Margherita Restaurant’s team is formed from a group of 5 people each of team member assigned with particular types of responsibilities and task to maintain the sustainability and the profitability of the company.
[bookmark: _Toc48591198]Ovidiu Stinga

Ovidiu is the leader of the group and the ones who’s bringing the team together if the times are difficult. His speciality and passion are the Products and Services so that is why he is spending most of the time in the kitchen with the Chef Augustino, improving and preparing all the Italian cuisine offered by the restaurant. With 5 years’ experience gained straight from Italy, he enriched his abilities to prepare and to bring the best out of every single meal he is preparing along Chef Augustino. He is the one who formed and developed the team with a clear vision where the team is heading on by using the Bruce Tuckman’s Model. Having an objective perception is the good ability that Ovidiu poses and that is why in difficult situations he can zoom out and understand the problem, where it started and how to deal with it. Also, being used to fast decision making from his previous work experience can assure a good flow of the company and quick decisions due to the constantly awareness.
[bookmark: _Toc48591199]Cristina Niculescu

Cristina is the Head of Team Management. That means her responsibilities are to maintain the team in full harmony and to keep it sustainably making sure everybody to their jobs and their duties. With more than 10 years’ experience in the domain of the restaurants, starting as a junior server and building her career going through all the positions and gaining experience, she stepped up the ladder all the way to senior manager so she gained all the necessary experience to be the head of Team Management. One great responsibility that she needs to take care of is the fulfilment of the customers and fulfilment of the team as well. Being able to settle any sort of conflicts made her the best negotiator which sort all the problems customer and team related due to the patience and the calm she poses.


[bookmark: _Toc48591200]Julia Kinga

Julia is leading the survey for the Marketing Audit. The Marketing Audit is a job for a analytic person like Julia, who can comprehensive examine the marketing activities in order to accomplish the goals and objectives of the team. The marketing audit is essential for a great way to evaluate the marketing plan and to figure it out what is working. Previously working in the department of marketing for Wagamama Restaurant, Julia comes in her portfolio with a great experience and valuable strategies and tricks to discover what is suitable for a Italian Restaurant. Being able to implement an environmental audit where the focus is on the customer and competition can grow the restaurant’s impact and figure out how to step up and please the client’s needs. Also, the Organizational audit is another quality of Julia, this means she can organize an audit for the internal organization, looking at the resources available, the marketing department finances, time, labour, production, equipment and for an survey with the main points that affect the workflow and the productivity.



[bookmark: _Toc48591201]Osman Sessay 

Osman is the Senior Marketer in the hospitality field. Osman is the one who is dealing with the Target Market, choosing the best range of people to focus the restaurant’s financially resources to drive sales up and to grow organically meeting the most important characteristics for the market targeted. The target market being one of the main pillars of the marketing strategy, Osman needs to make sure about his decisions and where to direct the money for marketing campaigns because if one mistake is made can cost the restaurant thousands of pounds. With previous experience as a marketer at ABC Advertise where learned the fundamentals of marketing, Osman can bring a great advantage for the Margherita Restaurant.


[bookmark: _Toc48591202]Angela Makulova

Angela is the Head of Marketing because she has excellent communication skills and she is a people person who can deal with most of the difficult situations. Her position right now is influenced by her vast experience dealing with people, her creativity, the experience running successful marketing campaigns in the past, having experience with CRM software and solid knowledge of web analytics and Google AdWords. One of the major influences that she brings to the company is the ability to build a marketing plan from scratch, from the biggest investment to the smallest detail. Also, preparing and managing the monthly, quarterly and annual budgets for the marketing department, design branding, positioning and pricing strategies are a few responsibilities that Angela need to deal with. 




[bookmark: _Toc48591203]Horia Trif  

Horia is the Sales Director and the senior CPA of the Margherita Restaurant. With a personal experience in sales and a driven person to success, Horia is handling one of the most complicated are of a business, the financial planning and sales strategies. In addition, his ability to analyse financial information, comply with regulations, attention to details and strong mathematic skills making Horia the perfect person for this job.  Having a degree in accounting and finance gave him the opportunity to be previously employed by the company Accountability Experts LTD where he learned as a junior CPA how to deal with taxes, how to direct the funds in the main domains of a business in order to drive the sales up on a competitive market such as hospitality and restaurants market. 
Some responsibilities that Horia need to be aware of are to maintain updated knowledge of regulations, practices and financial products, customize financial plans according to the policy and based on the budget of the Margherita Restaurant.
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