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[bookmark: _i4fogw3wsygv]Introduction
A restaurant can be firmly distinguished by considering the type of services it offers and the type of ambience maintained by the authority (Davis et al., 2018). As opined by Cousins (2020), a restaurant can be unique in many ways. It may serve such a kind and quality of food that cannot be found elsewhere. Similarly, the ambience or the atmosphere of a restaurant can make it different from others (Johnston, 2012). The report aims to develop a menu design for a restaurant premises so that food quality can act as a factor that differentiates the restaurant from others. For this study, Hotel Trinity has been chosen, which is a part of the Trinity Hotel Chain, located in the region of the UK.
[bookmark: _n0cwxcte2i16]PART 1: Restaurant Concept
The restaurant concept is considered to be the most important aspect that can aid in the process of differentiation. As per the views of Walker (2021), a restaurant concept is considered as the overall theme or idea which precisely defines the concept of the restaurant. Mainly, there are five factors which contribute to a restaurant concept including service style, menu design ambience, decor, and restaurant location (Motarjemi and Lelieveld, 2014). However, with respect to the chosen restaurant, the Trinity Hotel, may consider following fine dining and family-style restaurants. As in recent time, most people go out for family and fine dining, thus considering this service style might be beneficial for the restaurant. As per the views of Zutshi (2019), a family restaurant is referred to as an establishment that serves simple food at a very cheap rate, and welcomes children and adults as well. On the other hand, Erkmen and Hancer (2019), said that a fine dining restaurant refers to an establishment that offers sophisticated, expensive and unique facilities which are not offered in the average restaurants. In this case, the Trinity Hotel me consider these two service styles wherein, consumers visiting there will be offered quality services with a good ambience so that they can enjoy a special moment.
As per the recent data, gathered from the UK statistical department, found that, in 2020, around 16% of the participants belonging to the age group of 18 and 24 years, mostly visited the restaurant once in week (Statista, 2023). Whereas, only 4% of those 65 years and over go for a visit to the restaurant (Statista, 2023). Thus, considering the above data, it can be said that the potential target consumers of Trinity Hotels will be 18 and 24-year-old clients since this group visits the restaurant most. However, clients of all the groups will be treated and welcomed.
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Figure 1: “How often do you eat out at quick service restaurants, e.g. burgers, pizza?”
(Source: Statista, 2023)
As Trinity Hotels is following both fine dining and family restaurant service styles so the restaurant authority will offer a mixed type of menus. That will be compatible with the choices of any age group and meet their desires as well. Starting from salads, soups, main courses, shakes and many types of drinks will be offered by the restaurant so that all-in-one service can be offered to the guests visiting there. Along with that, different desserts and exciting combo offers will be also availed by the authorities. Further, for kid’s special meals will be offered from the business end. Moreover, keeping in mind about the both vegan and non-vegan consumer’s separate cuisines will be offered by Trinity Hotels.
[bookmark: _qm6kcf8kld6r]PART 2: Menu Design
Title: Crafting a Memorable Dining Experience Menu in Keeping with the Concept
[image: ]
Figure 2: Cover page of the menu card
(Source: Created by the learner)
[image: ]
Figure 3: Main Course
(Source: Created by the learner)
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Figure 4: Salads and Soups
(Source: Created by the learner)
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Figure 5: Kids Special and Combos
(Source: Created by the learner)
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Figure 6: Shakes and Beverages
(Source: Created by the learner)
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Figure 7: Desserts
(Source: Created by the learner)
The above menu design portrayed can be considered as a final menu card for Trinity Hotels. The business is going to operate across the location of the United Kingdom. The menu card suggested for the business has highlighted all the attractive menus that can attract consumers. Moreover, dishes that will be offered by the restaurant are also going to please consumers visiting there. It has been clearly obtained that keeping in mind the concept of a family restaurant, the main course including breakfast items, lunch items and dinner items are enlisted. Along with that, by considering both the vegan and non-vegan consumers the menu card has been designed. Keeping in mind the health-conscious people salads and soups have been portrayed in this menu card. Along with that, kids' special arrangements were also being made. Further, different combos have been arranged at an exciting price. Moreover, different shakes and beverages have also been introduced on the menu. Along with that dessert has been also listed on the menu card wherein different exciting dishes will be offered to the visiting customers.
By analysing the overall menu card developed for Trinity Hotels, it is really seen that all the food prices are quite affordable thereby, medium-income groups can afford them. Even retired people can visit and spend time there with family members and afford to buy food items and enjoy their dining. Thus, considering the pricing rate of the menu card, it can be said the restaurant authority is following an economic pricing strategy. As per the views of Rosenbloom et al. (2020), economic pricing strategy refers to a pricing strategy where products are sold at lower prices to attract large groups of consumers in terms of enhancing business profit. Therefore, it can be said that the restaurant authorities are selling products at cheap rates so that they can attract a large scope of consumers in terms of maximising their business profit and growing further.
Further, it is seen that some of the consumers may be allergic to some of the ingredients. Therefore, considering the health condition of the consumers all the ingredients used for preparing the dishes will be mentioned to the consumers before taking their orders (Holleman et al., 2021). That will protect clients from the harmful impact of allergic items.
[bookmark: _vq7nhogcivdw]Conclusion
From the above discussion, it has been obtained that the study has concluded about a menu card which will be followed by Trinity Hotels which will be operating across the location of the United Kingdom. Menu cards have been designed for the restaurant and have been highlighted in this study. Further, the pricing strategy which will be followed by the business has been highlighted along with the prices of different food items. Along with that, it is estimated that considering the allergenic condition of client’s food will be prepared and delivered to them.
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