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1. [bookmark: _Toc2803211]Summary
This report will attempt to,
· Introduce the target company
· Clarify Aim and Objective
· Identify potential problems
· Strengthen after improved
· Methods of implementation

All academic materials in this report are original academic journals and books.

The data in this report includes primary data and secondary data.

The method to collect primary data follows the SMART principle.
The method of analysing secondary data is the SWOT matrix.

The content of the survey can be found in the timetable


2. [bookmark: _Toc2803212]Project Justification 
1) [bookmark: _Toc2803213]Background
The organization I chose is called 9 Tea Restaurant & Bar. This is a Chinese milk tea restaurant opened in Swansea. Its postcode is SA1 3PP. Milk tea is a speciality of this restaurant. In addition to milk tea, this restaurant also cooks Chinese food, kebabs and hot pot.
2) [bookmark: _Toc2803214]Aim
9 Tea's address is on the roundabout in the city centre which is a superior location. However, according to my observation, the main consumers of 9 Tea are Chinese students, and the locals in Swansea are rarely visited. There is no doubt that the more consumers, the more income they have. Therefore, my Aim is helping 9 Tea to attract more local customers.

Aim plays a leading role in a research report, which is a statement of what is being researched and what has been achieved. (Psychology Hub, 2019)
3) [bookmark: _Toc2803215]Objectives 
I will design three steps to implement Aim. The three steps are Find, Focus and Favour, and each objective is based on SMART criteria.
· Find means doing some effective promotion to make local people aware of the existence of 9 tea.
· Focus means doing some activities for locals to get started with 9 tea.
· Favour means giving some feedback to customers, cultivating consumer stickiness and increasing their loyalty.

Objective is the step to complete Aim, so the focus is on implementation. It is usually time-limited and resource-limited. (S, 2016)
          
4) [bookmark: _Toc2803216]Necessity 
In my Aim, the three Objectives are step by step and interlocking. A large number of local people aware of the existence of 9 tea it is to screen out potential customers from unfamiliar consumers. When potential customers to try to reach 9 tea they will be to provide quality products and services that are to potential customers to upgrade to real consumers. From time to time, some feedback activities are held to increase customer loyalty and turn real consumers into loyal consumers.

For an organization, Aim and Objective are significant. Aim tell the organization what its direction is. Objective tell the organization what it needs to do to ensure that it is in this direction. (Latham, 1978)


3. [bookmark: _Toc2803217]Business Case and Project Approach 
1) [bookmark: _Toc2803218]Potential issues 
In my opinion, the reason why 9 tea is not enough to attract local people is that the owner has not done enough promotion. I have not seen any form of advertisement for 9 tea in the city centre, even if there is no systematic promotion at the restaurant entrance. 9 tea's local customers are highly random, and most local customers' consumption behaviour is one-off. In short, 9 tea is not doing the job of converting local strange customers into loyal customers.

Advertising can spread information, guide consumption, and promote development. Therefore, an effective advertisement can benefit organizations. (Macdonald, 2003)
2) [bookmark: _Toc2803219]Benefits
According to my research, the number of local customers in 9 tea is one-third of the number of Chinese student customers. According to the promotion in my plan, it is easy to increase the number of local customers to the same number as Chinese students. Therefore, it is initially estimated that 9 tea will increase the number of customers by at least 50%, which means an increase of at least 50% of turnover.
3) [bookmark: _Toc2803220]Outcomes  
I designed some specific events for the three steps (Find, Focus and Favour) to ensure that each step is based on SMART. 

SMART is an acronym whose full name is Specific, Measurable, Achievable, Relevant and Time-bound. Its role is to provide guidance for the development of objectives. (Doran, 1981)

SMART works for most people because it provides a clear framework for achieving objectives. When people know what the objectives are and why, they will work better. (Johnson, 2019)

· Find 

Set up a TV at the window to cycle through short videos related to milk tea, including the ingredients of milk tea, the source of the materials, and the benefits of drinking. The TV that automatically plays the video saves the cost of manual promotion. Vivid images in the video can attract the attention of pedestrians. The short video conveys important information to pedestrians in a concise and concise manner. Make it easier for pedestrians to accept this product of milk tea.

· Focus 

Choose one day a week to do a tasting event, depending on the number of pedestrians on the day.

A small leaflet with key advertising information is given to the pedestrian who is trying to eat. The leaflet is designed according to the size of the banknotes, which can increase the time and probability of pedestrians holding small leaflet and increase the efficiency of advertising.

For interested pedestrians, the staff can guide him/her to the restaurant to have a further understanding.

For pedestrians who are interested in milk tea but have not tried it, and pedestrians who are trying to eat but are not willing to enter the restaurant, the staff can give him/her a coupon. The design of the coupon is similar to the design of the small leaflet. Compared to small leaflets, coupons have a certain practical value, so the retention rate will be higher. Coupons should be set with a time limit so that they can urge the potential customers to consume.

· Favour
This step is the feedback that the owner thank the customers for their favour.

I recommend choosing the 9th, 19th and 29th of each month as the 9 tea's fans day. The coincidence of the date and the name of the store can enhance the impression of the new customer on the restaurant. In the fans day, hold some activities related to 9, such as 10% off.

Some similar feedback activities can also be carried out at regular times, such as the implementation of the collection and exchange system and the promotion system.

Collection and exchange system: After the customer pays for the milk tea, the employee will give him/her a collection card. After collecting a certain amount, you can redeem a free cup of milk tea.

Promotional system: two people consume together, the second cup has a discount.


4. [bookmark: _Toc2803221]Research Methodology 
Data collection is the process of collecting and measuring data, all of which must be completed before high quality research begins. (Import.io, 2018)
1) [bookmark: _Toc2803222]Primary data 
Primary data is also called raw data, which is data collected specifically for objective by interviews, inquiries, questionnaires, and measurements. Primary data is more timely and credible. (Kitchin, 2014)

The source of primary data consists of three parts: 9 Tea’s owner and staffs, Chinese student customers, and local customers. Therefore, I need to use different research methods for different target groups and design different problems.

The collection of primary data through interviews can be divided into two types. Quantitative interviews are used when the focus is on the frequency, and qualitative interviews are used when the focus is on the details. (Driscoll, 2011) So for interviewees, I will design different interview forms and questions. When visiting the owner, I will use qualitative interviews to ask him what the customer is mainly about Chinese students. When I visit the staff, I will use quantitative interviews to ask him about local and Chinese students' views on milk tea preferences.

A questionnaire is a research tool that consists of a series of questions and other tips that are used to collect information about respondents. (McKee, 2015) For Chinese student customers and existing local customers, I will collect data in the form of a questionnaire, but the contents of the questionnaire will be different. The questionnaire for Chinese student customers focuses on some deep questions, such as the perception of milk tea culture; the questionnaire for existing local customers focuses on some basic questions, such as which flavour of milk tea you like the most.

2) [bookmark: _Toc2803223]Secondary data 
I will collect Secondary data mainly through the Internet. Sources of data include web pages and literature. The Internet can save a lot of time for querying secondary data. The Internet has been widely used by the academic community since the 1980s. (Weinberg, 2015) As Leitch (2010) said, literature is a culturally relative definition. Therefore, literature is more authoritative in the academic field.

I hope to use SWOT to analyse milk tea, compare milk tea culture and afternoon tea culture in terms of culture, and compare milk tea and coffee in terms of drinks. Therefore, the secondary data I need to collect are: the core of afternoon tea culture and milk tea culture; the origin and development of milk tea and coffee.

The SWOT matrix is ​​a strategic technology that helps users identify their strengths, weaknesses, opportunities and threats in the industry. (Mindtools.com, 2019)

The advantage of the SWOT matrix is that it can visually identify the strengths, weaknesses, opportunities and threats of the organization. Anyone can analyze through the SWOT matrix, so there is no need to hire a consultant. (Summit, 2016)


5. [bookmark: _Toc2803224]Consultant
1) [bookmark: _Toc2803225]Self-introduction
My name is Shenqi Wang. I am a third year student from University of Wales Trinity Saint David, my major is business and finance. I have studied the basic theory of Business Studies for two and a half years, and have scored more than 60 marks in both the strategy and communication moodles. I am proficient in using SMART criteria to design objective, and I can also use the SWOT matrix to analyse target organizations and their stakeholders.
2) [bookmark: _Toc2803226]Costs
I intend to control the cost of this survey to less than £50. The data I want to use is mainly primary data, so the spending is not too expensive. Correspondingly, I need to spend more time on communication, because I need to know the preferences and dislikes of the 9 tea customers.

I plan to print the questionnaire for £5.

Starting from this week, for a total of 5 weeks, I will choose one day to ask customers who come to the restaurant to their experience and invite them to fill out the questionnaire. The remaining £45 will be spent on my consuming in the restaurant. I will choose different days to ensure the randomness of the survey result.

The role of secondary data mainly enriches the loopholes in primary data, so the free public reports on the network at this stage can meet my needs.
3) [bookmark: _Toc2803227]Quality Management
I am still a student, so the results of the research will have many flaws. I would recommend the owner of 9 tea to ask the professional research team to conduct a detailed analysis of this restaurant. Compare the two analyses and select the advantages he recognizes to perform.
4) [bookmark: _Toc2803228]Planned communication strategy 
9 tea is a restaurant that is open in Swansea, so I have a lot of convenience in communication. As long as it is open for business, I can always go there. And my identity is usually a customer, not a researcher. So I can look at issues more from a customer perspective, such as in-store decor, food evaluation, and staff service. I can also share the dining experience with other customers, and learn about the advantages and disadvantages of this restaurant through their unprepared evaluation.


6. [bookmark: _Toc2803229]Project Plan 
In this section I will make a timetable to assist me in completing the data collection and completing the research report.

	Date
	Details

	[bookmark: _Hlk2802493]2019.02.24 To
2019.03.06
	[bookmark: _Hlk2801067]Complete Project Description Document


	2019.03.07 To
2019.03.09
	Design interview questions (staff)

	2019.03.10 To
2019.03.16
	Interview staff
Design interview questions (owner)

	2019.03.17 To
2019.03.23
	Interview owner
Design questionnaire (Chinese students)

	2019.03.24 To
2019.03.30
	Distribute questionnaires to collect data (Chinese students)
Design questionnaire (local customer)

	2019.03.31 To
2019.04.06
	Distribute questionnaires to collect data (local customers)
Design questionnaire (pedestrian)

	2019.04.07 To
2019.04.13
	Distribute questionnaires to collect data (pedestrians)
Collect information about afternoon tea via the internet

	2019.04.14 To
2019.04.27
	Collect information about coffee via the Internet
Collect information about milk tea via the internet

	2019.04.28 To
2019.05.08
	Sort out primary data
Compare secondary data with SWOT
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