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Terms of Reference
The purpose of this consultancy project report is to provide West Pier Deli with ways in which they could increase their footfall through the use of primary and secondary research. This report is written by a student of the University of Wales Trinity Saint David (UWTSD) with the help of the manager of West Pier Deli (Mike) to ensure that data collection runs smoothly.
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Executive Summary
West Pier Deli is an Italian style, family run deli/café located in the SA1 area. This café first opened on the 1st of July 2017 in time for the annual Swansea Bay Air show. 
The café is owned and run by the Holohan family with my contact being Mike Holohan, the manager and soon to be owner of the business. Since opening nearly two years ago the business has done well to grow a loyal consumer base including dog walkers, cyclists and local residents. 
After a very successful summer, WPD’s numbers began to decrease in October. Due to this, the consultant from UWTSD approached WPD to team up with them to produce a consultancy project report following the aim of identifying opportunities to increase the loyal customer base in the SA1 area.
In order for the consultant to successfully meet and achieve this aim, market research was needed. This was done through the use of questionnaire for customers of WPD, an interview with the manager of WPD and an observation of WPD and its greatest competitor. 
The results of the questionnaire were mainly positive however, they did provoke some food for thought. The main issue raised from the questionnaire was that 7 out of the 36 people questioned believed that the food served at WPD was under average. After analysing the answers given in the interview it became apparent that this could be down to the menu being small, basic and taking a long time to perfect. 
The answers given by Mike during the interview were all supported by the results of the questionnaire. For example, Mike suggested that their strongest points are the coffee they serve and their staff. This was backed up by the customers involved in the questionnaire rating both of these areas highly. 
The third and final form of market research used was an observation of customers in WPD and their nearest competitor. These observations were carried out on the same day at the same time to ensure fair testing by the consultant and a colleague. The results show the competitor of WPD having an advantage of only 14 customers. Due to this, this was not something that required to be examined in more detail as the margin was so small. 
After the analysis of all forms of research, the report continues to offer up recommendation to aid WPD in achieving their aim to identify opportunities to increase the loyal customer base in the SA1 area. These recommendations included; focusing on the menu and insuring it is consistent and to grow it with different allergies in mind. Furthermore, when switching menus it is recommended the WPD don’t to a phased change just a straight swap. 
It is also recommended that WPD increase the amount of visible signage used along with introducing specific loyalty cards for SA1 residents. WPD could also look to host different events to help attract a new market of customer or event just to keep the current market coming. 
Finally, a recommendation that carries a lot of weight if that WPD should revaluate their marketing plan and develop it.
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1.1. Introduction
This is the final report for WPD. This report includes a review of the aims and objectives that were previously set, looking at whether they have been met. This final report outlines the detailed research that has been undertaken by the consultant. The report continues to explain and evaluate the forms of market research used, including a questionnaire, interview and observation. The market research that has taken place aimed to provide WPD with ways in which to increase their consumer base. Continuing on, the report offers up an analysis of the results from the market research, along with recommendations on how to implement the strategy. 

1.1.1 Project Aim
As previously stated in the PID the aim for this project has been to identify opportunities to increase the loyal customer base in the SA1 area. Throughout this report there will be references to the aim of this project and the report will offer ways for WPD to achieve this aim. Although all of the market research was gathered with this aim in mind, after reviewing the outcomes it is apparent that this report will also offer ways to improve upon other aspects of business. 

1.1.2 Project Objectives
The objectives for this report include;
· To interview Mike to establish the current objectives for WPD.
· To question the current customer base to see if the thoughts of the customers line up with the thought of the owner. 
· To offer up recommendations that will benefit WPD in regard to increasing their customer numbers. 
[bookmark: _GoBack]

1.2 Terms of Reference
This report has been written for the use of UWTSD and the management at WPD by Molly Durham-Evans, Event Management Student. This report offers up recommendations for WPD in order to aid them in increasing their customer numbers.
1.3 Research Methodology
As stated in the initial PID, methodology is a crucial part of any report and s to be consider in great depth. Clough and Nutbrown, 2019 define it as “how research questions are expressed, and its effect is a claimed about significance.” Furthermore, the PID also states that there would be various methods of research undertaken. McCabe, 2012, suggest that when trying to gain an edge over a competitor, market research is a vital factor as it helps to provide important information to identify and analyse the needs of the market being targeted. During the weeks building up to this report, a large amount of market research was conducted by the consultant. This research included primary research in the form of a questionnaire aimed at the current customer base for WDP, a semi structured interview with the manager of WPD, Mike Holohan, an observation session of WPD and their greatest competitor along with secondary research which would encompass various facts and figures from Mike Holohan. When undergoing the various sections of research some aspect slightly differed from what was originally planned. For example, the structure of the interview slightly changed due to the way the questions were being answered.

1.4 Research Findings
1.4.1 Questionnaire
One of the research methods that was used was a questionnaire. This questionnaire took place on Sunday the 14th of April 2019 in WPD. the consultant visited WPD and approached customers to ask them to complete the survey on a laptop while they were visiting the café. A total number of 36 people responded to the questionnaire which was done online through smartsurvey.com. A draft of this questionnaire is situated in the appendices under the heading 1.7.1 Appendix 1 – Questionnaire. The answers generated from the questionnaire will be analysed and recommendations will be given at the end of the report.
To start the questionnaire the consultant opened with a couple of general questions to ease the respondents in to the questionnaire. Question one provided the information that there was a pretty even ratio of male to female respondents. Question 2 was inserted for the same reason as question 1, just to ease people into the questionnaire. However, the results show that the age range of people that visit WPD is varied and suggest that the management should ensure all forms of marketing are accessible to their entire audience. As shown in the appendices under the heading 1.6.4 over 50% of the respondents we 40+. This suggests that this is the market that should be targeted. 
Question 3 was initially inserted into the questionnaire to discover how many of the customers that came to WPD were living in the SA1 area. This was due to the fact that Mike wanted to try to target these people more effectively to increase the customer base of WPD solely from SA1 residents. However, after conducting the questionnaire it is apparent that this may not be the most effective way to increase the consumer numbers of WPD. Looking at the result above even though over a quarter (28%) of the people questioned live in the SA1 area, there is still 72% of people living elsewhere that also need to be targeted. However, WPD does want to increase footfall from SA1 residents so even though there will be recommendation made as a whole, there will be ones specific to SA1 residents. 
Question 4 was designed to discover what areas of the cafe are most important to the customers who go there. As predicted, food and drink were number one and two on the list. These areas will be discussed in more detail below under the headings 1.4.1.8 Questionnaire Question 8 and 1.4.1.9 Questionnaire Question 9. Ranked third most important is atmosphere. It is stated by Andrews, 2017 that atmosphere is the most important thing to get right in a café/restaurant. He suggests that the lighting, music and design must all merge together and link. After the consultant visited WPD it was apparent that they have got this right. With floor to ceiling windows, relaxing acoustic music playing and a consistent design throughout, WPD is the perfect place to go for a relaxing lunch or coffee. It was also apparent from visiting WPD that the attitude of all staff was friendly, warm and welcoming. This with be discussed further on under the heading of 1.4.1.10 Questionnaire Question 10. Ranked number 5 was cleanliness of the café. This is something that the deli is on top of as they have and maintain a 5-star hygiene rating. Ranked number 6 is price, this could suggest that the customers of WPD don’t mind spending a little more if the quality of the product being purchased it of high standard. Ranked least important by the customers was location. This also suggests that if the quality of food and drink served if to a high standard people will visit WPD.
Question 5 was used to discover the amount of returning customers that WPD has. As shown in the chart above WPD does have a fairly loyal customer base with 53% of people questioned stated they visit monthly, 17% of people saying they visit fortnightly, 11% of people saying the visit weekly and 19% of people saying it was their first visit when the questionnaire was conducted. Out of the 19% who said it was their first visit, 1 of these customers answered question 6 stating that they would not return. After seeing these results, it is apparent that WPD does have quite a loyal consumer base the return. However, there is now the opportunity for WPD to secure the customers that come monthly or the ones who’ve only visited once to become more frequent customers. Ways in which to ensure this will be discussed below.  
When asked if the customers would recommend WPD to friends or family, 35 of the 36 respondents said yes with only 1 saying no. This was the same person who said that they would not return to WPD and again, there was no reason given as to why. 
Question 8, 9 and 10 are possibly the most important questions of the whole questionnaire as they provide the consultant with areas to analyse in further depth and offer recommendations on. As shown in the graph which is situated under the heading 1.6.10, above 29 of the customers questioned stated that the food was above average/excellent. However, as 7 people voted below it is something that will need further research. The results regarding the drink served at WPD were similar to those of the food.
With regard to the service received when visiting WPD there was only 1 person who stated it was below average with the 35 other respondents stating it is above average/excellent. The results of this question definitely suggest that this is possibly the strongest aspect of WPD and that their staff are welcoming, friendly and well mannered. 
The final question of the survey was regarding area for improvement and as this question did not require an answer there were only 2 customers that left an answer. As shown above, both of these were to introduce an outdoor seating area. After speaking to Mike Holohan, he stated this is something that has been an ongoing issue with the local council however, it is going to be introduced over the summer months. 

1.4.2 Interview
Another form of research that was used in order to gather data was an interview. The interview was conducted by the consultant with Mike Holohan being interviewed. This took place at WPD on Tuesday the 30th of April. The initial interview questions can be seen in the appendices under the heading 1.7.2 Appendix 2 – Interview Questions. As shown, the interview questions did change as the interview progressed due to different points being brought up by Mike Holohan. In the appendices are the actual questions asked and the answer given by Mike is directly below that. The answers generated from the interview will be analysed and recommendations will be given at the end of the report.
The answer given to the first question was one which included three main objectives for WPD. These were to reach sales and financial target which is £180 000 by developing the current marketing strategy, to operate to industry standards and o maintain a 5-star hygiene rating. The objectives given by Mike are pretty typical of any business serving food and provide this report with three things to keep in mind throughout.
Mike continued to outline the 4 core areas of the current target market for WPD which are; local businesses which are targeted through signage, SA1 residents who are also marketed to through signage, students whom are offered special student deals and partnerships who are offered loyalty cards with special discount. The answer to this question will really aid the structure of this report as it outlines four main target areas that are currently being targeted. As a result of this it has given the consultant something to go off and evaluate. These markets will also be kept in mind and these are the areas that will be focused on throughout. 
Located in the appendices under the heading 1.6.17 is the answer given regarding ways in which WPD monitor areas for improvement. From the answer given it is apparent that behind the scenes the running of the business is well managed, and any improvements needed are made and monitored.
The answer to this question which is under the heading 1.6.18 was interesting and linking it with question 8 of the questionnaire (regarding food served in WPD). the fact that management are slow at changing over the menu suggests inconsistencies to customers. These inconsistencies could be contributing factors to the 7 customers rating the food under average. However, regardless of this it is something that would need to be improved upon. A way in which this could be done is by having set dates throughout the year to switch over the menus. This would be a straight switch which would require some forward planning to ensure all produce needed is in stock and all staff have had training on how to make/cook the different dishes. 
Mike was then asked about the USP for WPD which was an aspect that has been confirmed through the customer answers given to question 10 of the questionnaire, with only 1 out of the 36 people questioned saying the service was under average. 
Mike stated that the strongest point of WPD was the staff which was confirmed in the questionnaire that the customers undertook. With regard to service if you look back at the results shown from question 10 in the interview this is confirmed. This is also the same with drink, if you refer back to the results shown for question 9 this is also apparent. 
When questioned, Mike stated a couple of areas for improvement for WPD. With regard to catering for vegans, even though this isn’t necessarily what WPD is about, this is. Whole other market being missed that could increase customers. As a result of this, a recommendation would be made to add even a few options to the menu for vegans. In addition to this, increasing the variety of alternatives for people with allergies is a main point to improve upon as if people have genuine allergies and they visit somewhere like WPD that doesn’t cater for them very well the chances are the won’t come back. The response given to this question regarding the menu of WPD could be another contributing factor as to why 7 customers rated it below average. It is recommended that some research is put in to this and this is something that is 100% perfect before releasing to customers instead of changing little bits over and over. 

1.4.3 Observation
The third method of market research used was an observation of WPD’s greatest competitor. This took place on Saturday the 13th of April between the hours of 11am and 3pm. While the consultant was in the competitor’s café keeping track of customers, an associate sat in WPD and kept track of customer numbers there. This was done to ensure fair testing. The results were as follows;
WPD		- 	158
Competitor	-	172
As the result only show a gap of 14 people it is suggested that this is not something that is pressing for WPD. However, it is suggested that WPD do keep in mind that they do have a large competitor just around the corner and they need to ensure they attract customers to them over their competitor.

1.4.4 Social Media
Inserted in the appendices under the headings 1.6.24 and 1.6.25 are print screens of the Instagram page for WPD (Instagram.com, 2019) and the Facebook page for WPD (facebook.com, 2019). After careful analysis of both of these pages it is apparent that even though there are around 2,000 followers across both sites the interaction with them is very poor. With posts happening very sporadically and not frequently at all. The last post was just over 2 weeks previous to the consultant looking at them. Through posting more to these platforms it will help to increase custom as WPD will always be present across both sites.

1.5 Conclusion
To conclude this report, it is apparent the WPD is a café with major potential if there are a couple of changes made. Aspects to consider will be recommended below. 
While carrying out this report, it became apparent to the consultant that there were a few tricky areas that should have been worded better. For example, in the questionnaire, questions 9, 10 and 11 could’ve been more specific. By doing this it would’ve aloud for greater analysis to take place and more focused recommendations to be made for WPD.

1.6 Strategic Recommendations
A few recommendations will now be made by the consultant. Firstly, after analysis of the interview and questionnaire, it is apparent that there is a key issue that needs to be addressed as soon as possible. This is the issue of the menu taking a long time to change over and the fact that Mike described it as small and standard. As WPD does serve food that is to a high standard and made fresh everyday it is important that the consistency of the menu is high. It is recommended that if WPD does want to implement a switch of the menu midyear this is done over one day instead of having a transition period. This will ensure consistency for the customers, but also ensure that staff are aware of changes that have been made. In order for WPD to successfully implement this, it is suggested that a plan be put in place for up to a month before the transition day to ensure all stock is correct and all ingredients can be sourced. Along with this, it will allow time for staff training of the new food. 
Another general recommendation being made is for WPD to grow their menu in terms of alternative meals. Specifically, for customers with genuine allergies as this has the potential to be a huge deterrent. In addition to this, it is suggested that WPD does some research into providing a vegan menu as this is a whole new market that could draw in custom but isn’t being explored. 
With regard to the menu change, this could be something used to attract local residents. This could be done through SA1 residents coming into WPD to trial their new dished at a discounted rate, possibly 50% off. By doing this it will create community involvement and it will allow them to believe that they have had a say in what foods are being served. Along with creating this, it will allow WPD to test out their new menu with a smaller group and give them the opportunity to make any changes that are needed. 
Focussing predominantly on attracting more SA1 residents, Mike did mention during the interview process that he was going to try and increase the presence of signage in the SA1 area. This is something that will aid in attracting customers, however, it is felt that more can be done to capture this audience. For example, if Mike were to introduce a loyalty card for residents that is different to the one already in existence it would provide them with the feeling that they mean more to WPD.  This loyalty card could be for every coffee bought, it could also enter the recipient into a draw to win free lunch and a drink for two. This is something that could even just be used for residents in the Aurora building that is above WPD. 
A further recommendation would be for WPD to introduce a new scheme that would be ‘Deli to your Door’. This would include WPD doing deliveries to SA1 residents, possibly starting of small and just targeting the Aurora Building then evaluating this to find potential for growth. By offering this, WPD could also include different deals for delivery options. This will provide the residents with a quick option of food to delivered straight to their door from their local café. 
A further recommendation that will be made and would require further research would be to introduce community events. Damm, 2012 suggests that events provide businesses with the opportunity to increase customer numbers. These could range from something as small as showing sports games to hosting a coffee morning. By referring back to the questionnaire a large proportion of the customers were over 40 so events like these will help to market to them. Furthermore, WPD could look to rent out the space for private parties and offer discounted rates to SA1 residents.
The last recommendation that will be made is a review of the current marketing strategy. Due to Mike specifying the chosen aim, it is apparent that the current marketing isn’t effective as once hoped. This recommendation ties in with the fact that Mike stated himself that he is going to introduce new forms of marketing. These will include increasing the signage in the area, introducing student deals, use of bus advertising, getting a full page spread in local magazines and increasing online communications. All of the methods are pretty self-explanatory and don’t need much planning behind them, apart from looking to increase online communications. This is something that became apparent when reviewing WPD’s social media. It is recommended that WPD increases the amount of content on these pages to engage more with customers and gain more followers. 

1.7 Appendix
1.7.1 Appendix 1 – Questionnaire 

1 What is you gender? (Please Circle)
Male 		Female

2 How old are you? (Pease Circle)
Under 18	18 - 24	25 - 30	31 - 39	40 - 49	50-65	      65+

3 What area do you live in? Please provide the first 3 digits of your postcode.
												

4 What is most important to you when visiting a café? (Please rank most significant – least significant 1- 7 or 8
	  Food quality and variety
	 Drink quality and variety
	 Atmosphere
	 Staff attitude
	 Cleanliness
	 Location
	 Price
	 Other – Please Specify - 								

5 How often do you visit West Pier Deli? (Please Circle)
More than once a week		Once a week		Once every two weeks	       Once a month	First visit


6 If this is your first visit, would you come back? (Please Circle)
Yes 		No

7 Would you recommend West Pier Deli to friends or family? (Please Circle)
Yes		No

8 How would you rate the food? (Please Circle)
Poor  1   2   3   4   5   Excellent

9 How would you rate the beverages? (Please Circle)
Poor  1   2   3   4   5   Excellent

10  How would you rate the service provided? (Please Circle)
Poor  1   2   3   4   5   Excellent

11  Are there any areas you would like to see improved? If so, please specify.
																																				

1.6.2 Appendix 2 – Interview
2. What are your objectives for West Pier Deli?

3. Who is your current target market?

4. How do you currently target people to come to the deli?

5. Do you think there are areas for improvement within the café? If so, what would they be?

6. How do you plan on implementing these changes?

7. What do you think your USP is?

8. What would you consider your strongest point?

9. What would you consider your weakest point?





	1.6.3		Appendix 3 - Questionnaire Question 1

1.6.4		Appendix 4 - Questionnaire Question 2








	1.6.5		Appendix 5 - Questionnaire Question 3
	Area Postcode
	No of questioned customers living in this area.

	SA1
	10

	SA2
	6

	SA3
	4

	SA4
	5

	SA5
	7

	SA6
	1

	SA7
	3



	1.6.6. 		Appendix 6 - Questionnaire Question 4
	Rank
	Item

	1
	Food quality and variety

	2
	Drink quality and variety

	3
	Atmosphere

	4
	Staff attitude

	5
	Cleanliness

	6
	Price

	7
	Location











1.6.7		Appendix 7 - Questionnaire Question 5

	1.6.8		Appendix 8 - Questionnaire Question 6








	1.6.9		Appendix 9 - Questionnaire Question 7

	1.6.10		Appendix 10 - Questionnaire Question 8








	1.6.11		Appendix 11 - Questionnaire Question 9

	1.6.12		Appendix 12 - Questionnaire Question 10

1.6.13		Appendix 13 - Questionnaire Question 11	
· Seating area outside
· Outside Seating




1.6.14		Appendix 14 - Interview Question 1
What are your objectives for West Pier Deli?
So, we have three main objectives for the business. The first one is to reach sales and financial target which is £180 000 by developing out current marketing strategy. Then we have to operate to industry standards and finally to maintain our 5-star hygiene rating.

1.6.15 	Appendix 15 – Interview Question 2
Who is your current target market?
Our current target market is broken down into 4 core areas. We have a very specific target market of local businesses, SA1 residents and students. We then have partnerships with sports groups and community groups which include action bikes, 3 M’s and Paul Poppum, Marine conservation society who have different groups within Swansea. With this group they do beach clean ups, so we’d like to be their start point for people to gather for a coffee or food. We then have general footfall, holiday makers and social media.

1.6.16		Appendix 16 - Interview Question 3
How do you currently target people to come to the deli?
When targeting the different partnerships, it’s based off personal relationship, one to one marketing. So, through knowing the right people and building up a relationship with them. We provide a discount for people involved in their group. With local residents, businesses and students we look to increase awareness through banners, signage and poster within the SA1 area. Having a specific strategy to engage with each of these areas. For example, when it comes to the students were going to be changing our menus to introduce pizza so Monday to Friday for an entire month, we’ll be offering pound a pizza for students. By providing this promotion specifically for them it should help to draw them into the deli. For general footfall and holiday makers more paid advertising split between online communication, bus advertising, local magazines including the bay, enjoy Swansea and Swansea life. 

1.6.17		Appendix 17 - Interview Question 4
Do you think there are areas for improvement within the café? If so, what would they be?
The way we perform our swot analysis is by breaking it down into a ballad score card so we’ve been looking at the core areas of our business including finance, customers, development, internal process and adding in marketing and anything else that would need consideration. Through this we can identify areas in need of improvement and take away this information and turn them into KPI’s to monitor and evaluate. For example, looking at where we are, where we want to be and what we need to do to get there. So, we put all of these aspects into a plan to monitor and when the gap has been filled, we go through the process again to check for any downfalls. 

1.6.18		Appendix 18 - Interview Question 5
What do you think your USP is?
Our relationship with our customers is really good and the team that we have engage very well with our customers. It’s not really a USP but we do make our food fresh every day and it is to a high quality.

1.6.19		Appendix 19 - Interview Question 6
What would you consider your strongest point?
Probably our staff and we do have really good coffee. However, we don’t have any milk alternatives which we need to sort out. 




1.6.20		Appendix 20 - Interview Question 7
What would you consider your weakest point?
We currently only offer soy milk as a dairy alternative, but also, we don’t have any options for vegans, but I don’t see that as a weakness necessarily because it’s just not what were about. For actual allergies we do cater for these and ensure there is something for everyone. I suppose the option could be a bit more varied, but we do have something we can offer people with genuine allergies. Our weakness is that our menu does need improving, it’s quite standard, quite small and I do think we can improve quite a lot in that area. But we should have that changed and corrected within the next week. 

1.6.21		Appendix 21 - Interview Question 8
Sticking with the menu, do you think everything is consistent? All the food you send out and how it’s made?
Yes, I think it’s got to quite a consistent point. The staff all follow the same processes, so I think at the moment were doing quite well at that. With the changes coming into place on the menu it may take another week or two for us to get back to that point.

1.6.22		Appendix 22 - Interview Question 9
Would you do a training day for staff then?
Yes, but I still need to finalise and get the menu correctly set up to a high standard before I do that.

1.6.23		Appendix 23 - Interview Question 10
Do you think you’ll stick with that menu then or do you think you’ll change it again?
The plan I’m going to follow is only have two menus throughout the year, so a winter one and a summer one and during spring and fall this will be a transition period so well swop out different things. For example, swap a soup for a salad before going into the full change of the menu.

1.6.24		Appendix 24 – Interview Question 11
Will you have consistent aspects throughout both menus then?
Yes, we’ll always have breakfast and sandwiches and pizzas.


















1.6.25		Appendix 25 - Instagram Page
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	1.6.26		Appendix 26 – Facebook Page
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If this is your first visit, would you come back?

Yes	No	11	1	

Would you recommend West Pier Deli to friends or family?

Yes	No	35	1	

Please rate the food served at West Pier Deli 
1 (poor) - 5 (excellent)

3	4	8	14	7	



Please rate the drink served at West Pier Deli
1 (poor) - 5 (excellent)

1	5	7	15	8	



Please rate the service received at West Pier Deli
1 (poor) - 5 (excellent)

0	1	4	14	17	



What is your gender?

Male	Female	16	21	

What age category do you fit in?

Under 18	18 - 24	25 - 30	31 - 40	41 - 50	51 - 64	65 +	1	5	7	8	4	8	3	

How often do you visit West Pier Deli?

Weekly	Fortnightly	Monthly	First Visit	4	6	19	7	
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