
How Mobile will 
Drive Recovery 
for UK QSRs
Strategic Insights from Hands-on Experts.

Just one week of lockdown in 2020 cost the UK £350million in lost 
spending on snacks and non-alcoholic drinks1. As the QSR sector 
prepares for life after lockdown, we explore how mobile technology 
can build back customer confidence, restore pre-pandemic 
revenues, and fuel future growth.



Contents

01. Nothing is Permanent, Except Change 1

02. Learn as if you were to Live Forever 6

03. Make the Customer the Hero of your Story 12

04. We Shape our Buildings; Thereafter they Shape us 15

05. The Future Depends on what you do Today 18

1 www.kantar.com/inspiration/fmcg/lockdown-is-eating-away-food-takeaway-and-restaurant-industry

2

http://www.kantar.com/inspiration/fmcg/lockdown-is-eating-away-food-takeaway-and-restaurant-industry


Nothing is Permanent,  
Except Change
COVID-19 has disrupted life in ways most of us could never imagine,  
and the impact on the UK restaurant sector has been devastating.

Under the strain of repeated lockdowns, UK 
restaurants and casual dining firms recorded 
almost 30,000 job losses in 2020 and an increase 
in branch closures of 76% from 2019, according  
to data compiled by the Centre for Retail  
Research (CRR). 

Even as we exit lockdown, government guidance 
and consumer confidence are likely to fluctuate. 
Change is now a constant we must all adapt to, 
bringing with it the need for new ways to revive our 
estranged relationships with customers.

Back to Basics

Thankfully, even in times of unprecedented change, 
the basics of good business remain constant. 
Understanding customer needs, building trust, and 
delivering remarkable experiences are still the keys 
to success. What has changed, and will continue 
to change, is the social context and human 
expectations of your customers. 

And these have changed radically. Your customers 
now have different ideas on where, why, and 
how they want to order and consume food and 
drink. They have new health and safety fears that 
will affect the choices they make. And they have 
evolved new and different ways of interacting with 
the brands in their lives.

The sudden change to contactless, often digital, 
interaction has shifted relationships between 
consumers and brands in every sector. It has led to 
some good and some bad experiences, all of which 
will influence their expectations when it comes to 
choosing, ordering from, and recommending their 
favourite fast food service.

Leaders within the QSR space now face the 
challenge of understanding and keeping up with 
the changing needs of customers whilst making 
some bold choices about the future. 

And for this, we must look to the data.

Just one week of lockdown 
in 2020 cost the UK 

£350million  
in lost spending on snacks  
and non-alcoholic drinks
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1. Consumers are doing things differently, because of COVID-19

Which of the following activities did you try for the 
first time during the COVID-19 shutdown?

Largely Digital, Mostly Mobile.
To understand how customer behaviour has changed, we can look at data from the sector and 
from the wider retail space. If we do so, we see a number of trends.

Nothing is Permanent, Except Change

Source: US report: https://pages.rakutenready.com/2020-KeyTrends.html

Used curbside or contactless pick up for an 
online order

Tried a new brand or product because I 
couldn’t find my preferred brand

Bought essential items online  
(groceries, toilet paper etc.) 

Bought non-essential items online  
(clothing, beauty products etc.) 

Used in-store pick up for an online order

Used a new delivery vendor  
(Instacart, Postmates, Grubhub etc.)

Ordered from a new app

None of these 

Used my mobile phone to pay for items in a  
brick-and-mortar store (Apple Pay, Google Pay etc.)

I bought a essential items in a brick-and-mortar 
store that I hadn’t shopped in before

I bought non-essential items from a brick-and-
mortar store that I hadn’t shopped in before

Used to video chat to speak with a  
store associate

Other please specify

10 20 30 40
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% Buyers of Meal Delivery     Third party aggregators        Restaurants own web/app       Telephone

38+23+58
83+13+39 87+17+11 81+26+27 94+26+1293+13+7

42+20+58 40+25+45 37+40+52 42+51+41 53+42+51

Source: www.kantar.com/campaigns/food-and-drink-trends-in-the-covid-19-era
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2. For food retailers, having your own app is important,   
 especially in the UK

Nothing is Permanent, Except Change

3

http://www.kantar.com/campaigns/food-and-drink-trends-in-the-covid-19-era


ICT

Media 

Professional Services 

Finance and Insurance 

Wholesale Trade 

Advanced Manufacturing 

Oil and Gas 

Utilities 

Chemicals and Pharmaceuticals 

Basic Goods Manufacturing 

Mining 

Real Estate 

Transportation and Warehousing 

Education 

Retail Trade

Entertainment and Recreation 

Personal and Local Services 

Government 

Healthcare 

Hospitality 

Construction 

Agriculture and Hunting 

Source: McKinsey Global Institute industry digitisation index - produced pre-COVID19

3. The hospitality industry still has plenty of room for  
 digital growth
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Source: www.appannie.com/en/insights/market-data/state-of-mobile-2021

4. In shaping your digital strategy, mobile is a good bet

According to research by AppAnnie, the pandemic 
has advanced mobile usage by two to three years, 
accelerating our transition to a mobile-first world, 
and underlining the importance of an omnichannel 
approach to customer engagement that blends 
digital and physical experiences.

As part of a sector with relatively low levels of digital 
maturity, UK QSRs can learn from  models of digital 
success in other regions, especially the US. We can 
take advantage of trends in the increasing use of 
mobile, and we can use these insights to anticipate 
and respond to the rapidly changing world of 
customer needs.

Nothing is Permanent, Except Change

2020 Mobile Landscape at a Glance

New App Downloads

218B

Mobile Ad Spend

$240B

App Store Spend

$143B

Venture Capital to Mobile Tech

$73B

Daily Time Spent Per User

4.2 hrs
+7%

+26%

+20%

+27%

+20%

iOS, Google Play, Third-party Android in China iOS, Google Play, Third-party Android in China

Source: Curnchbase

Android phones

YoY Growth

YoY Growth

YoY Growth

YoY Growth

YoY Growth
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Learn as if you were  
to Live Forever
Examples of digital and mobile innovation in the QSR sector are not hard to find; but key 
to success is knowing when and how to act. Here, we consider some emerging trends 
and examples from the US and other regions that could help UK leaders make timely 
decisions about their mobile, digital and data strategies.

What’s Happening in the US? 

As in most countries, QSRs in America had 
to change quickly when the pandemic struck. 
Restaurants began to pivot to a model that is now 
prevalent across the world: limited in-store dining, 
online ordering via owned or third-party apps, third-
party delivery services or contactless pickup, and 
lots of open windows and blocked-off doorways. 

But, as brands begin their fightback, a more 
strategic approach seems to be emerging. From 
conversations with QSR friends and clients in the 
US, a rough roadmap for digital maturity seems to 
be emerging. 

Digital Maturity Roadmap 

This is not a new journey for the sector, but it has 
been accelerated by the pandemic, and is now 
fuelled by the understanding that any return to in-
store dining will be slow and uncertain. 

One-off projects, such as ordering apps and 
loyalty programmes, will of course still be 
commissioned, but overall the sector is realising 
that an omnichannel restaurant experience is now 
essential for future growth - and this requires a 
longer-term, more strategic approach. 

Step One:  

Digital Ordering

Taking control of this key 
interaction, ideally underpinned 
with a change in the way data 
is captured and stored.

Step Two:  

Delivery

Bringing part or all of this 
service in-house to recover 
revenues lost to third parties, 
and to improve CX.

Step Three:  

Loyalty

Using data to personalise 
content, leading eventually to 
the use of AI to drive up-sell 
and cross-sell.
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Step One: Digital Ordering 

The trend towards digital ordering was expected 
to grow in America by 22% per year, even before 
COVID-19, so this is an obvious first step on the 
digital maturity roadmap. For maximum strategic 
impact, this requires a fundamental shift in the 
way transactional data is captured and stored 
- changing from the use of point of sale (POS) 
systems (which make data difficult to access) 
towards a data warehousing approach that enables 
brand owners to interrogate data, spot trends and 
make decisions. 

An effective digital ordering infrastructure 
created in this way enables internal teams to 
build sophisticated loyalty programmes that drive 
revenue and create operational efficiencies through 
more effective stock and staff management. 

Monstarlab engineers redesigned 
a digital ordering system for a  
US client that cut order 

fulfilment time in half, 
within two months.

According to a report by Allied 
Market Research, the global food 
delivery mobile app market  

is expected to hit 16.6 
billion USD by 2023,  
a compound-annual growth  
rate of 27.9%.

Step Two: Delivery

Many fast food restaurants in America have formed 
partnerships with food delivery services such as 
GrubHub, DoorDash, and UberEats, leading to 
predictions that the QSR delivery sector could 
be worth up to 33.2 billion USD by 2022. These 
partnerships have enabled the sector to respond 
quickly to changing customer needs during the 
pandemic; but the problem is obvious. 

Some third-party delivery companies charge up to 
30% for every customer order, creating significant 
dips in revenues. We see firms in the US now 
wanting to bring part or all of this service inhouse, 
partly to recover lost revenues and partly to deliver 
more consistent levels of customer satisfaction. A 
major reported pain point, for example, is around 
the customer being able to track progress between 
order and delivery. This is a common area of poor 
experience that can be improved relatively easily, 
but only if the brand is in control of the data and 
the journey through its own mobile app and linked 
back-end systems. 

Learn as if you were to Live Forever
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Step Three: Loyalty

The key to building customer loyalty is to treat 
your customers as individuals, as a “cohort of 
one.” The data warehouse ideally created in step 
one is key to this - enabling teams to spot trends 
and relationships that can be used to personalise 
content. Many US brands are extremely advanced 
in this area, exploring the use of AI and machine 
learning to drive up-sell and cross-sell experiences 
that feel natural to the customer. 

One of the country’s biggest brands Yum! (which 
owns KFC, Pizza Hut, Taco Bell and The Habit 
Burger Grill brands) has recently announced its 
acquisition of AI company, Kvantum. Kvantum 
creates algorithms and AI models to help brands 
understand consumer behaviour and make more 
informed marketing decisions. 

As part of their strategy to provide a best-in-class 
digital journey across mobile, online, delivery 
and restaurant operations, Yum! has clearly 
recognised the importance of advanced analytics 
and innovative technologies to elevate customer 
experience and unlock new sources of global 
revenue and growth. 

This longer-term thinking helps organisations to 
invest in the kinds of technology and data systems 
that enable an agile response to the changing 
needs of the marketplace.

Learn as if you were to Live Forever
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Innovation in Action
At Monstarlab, we collaborate with some of the world’s biggest QSR brands to make intelligent 
use of data and technology. Here’s a look at some specific examples, with key project takeaways 
that could be useful to the challenges you face in the year ahead.

Region: US     
Client: Shake Shack
Project: End-to-end digital ecosystem to drive customer
 satisfaction and revenue

Key Takeaways:
 ▪ Branded app makes it fun and 

easy to order ahead and skip the 
queue

 ▪ Personalised ordering 
experience provides a platform 
for targeted promotions

 ▪ Portable kiosk system allows 
Shake Shack to create a 
storefront anywhere

 ▪ Customer data powers real-
time support, leading to higher 
customer satisfaction.

Since 2016, we’ve partnered with Shake Shack’s digital innovation 
team to launch and optimise an entire ecosystem of digital 
products, including order-ahead apps, in-store kiosks, and a 
web ordering platform. This ecosystem opened up new revenue 
channels that bring in a 15% higher average basket size.

Learn as if you were to Live Forever
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Region: Middle East     
Client: Careem
Project: A sustainable digital infrastructure and app platform,  
 launched at speed

Key Takeaways:
 ▪ Launch quality was key as 33 

million users already used the 
client’s ride-hail service

 ▪ A single sign-up flow across 
both services meant users’ 
registered credit cards could be 
automatically linked

 ▪ Competitive marketplace  
(Uber Eats, Deliveroo) meant 
user experience was key

 ▪ UX enhanced through built-
in mapping capabilities that 
enabled users to track their order 
from preparation to delivery, in 
real time.

Careem is the market-leading ride-hailing service in the Middle 
East. They engaged us to accelerate the launch of a mobile app 
and backend infrastructure for a new digital product line, based 
on restaurant food delivery. Our on-site team created a powerful 
microservices architecture and reduced time-to-market from 
eighteen to four months, with zero downtime for existing services. 
The app reached one million orders within twelve months and was 
a key factor in the subsequent 3.1 billion-dollar acquisition by Uber.

Learn as if you were to Live Forever
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Region: UK    
Client: Krispy Kreme
Project: Rewards app to underpin a digital loyalty programme 
 and increase member spending

Key Takeaways:
 ▪ Members of old loyalty 

programme had a lower than 
average transaction value; 
the new digital programme 
reversed this

 ▪ New app acts both as a digital 
loyalty card and a two-way 
marketing channel to promote 
exclusive member offers

 ▪ Reward points can be 
accumulated and spent on a 
range of products, increasing 
customer choice and 
engagement.

Krispy Kreme operates 115 stores in the UK and over 1,100 in-store 
cabinets with retail partners including Tesco and Morrisons. Their 
old loyalty programme was failing so a new digital programme was 
created, based on reward points (Smiles) rather than transactional 
add-ons. The backbone of the new programme is the Krispy Kreme 
Rewards app, enabling customers to make purchases with their 
points, get exclusive promotions and find their nearest store or 
cabinet. The new digital loyalty programme saw member spend 
increase by double digits, taking it higher than non-member spend.

Learn as if you were to Live Forever

Bringing your Strategy to Life

Whether you’re at the start of your digital maturity roadmap or you’re already developing 
omnichannel loyalty programmes, there are plenty of QSR brands setting inspiring examples. Even 
better, the technology they are using is becoming increasingly accessible and affordable, meaning 
UK QSRs can now test pilot programmes and build MVPs that could radically transform customer 
experience for good.
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Make the Customer  
the Hero of your Story
When it comes to mobile applications, customer expectations are more elevated than 
ever. As a result, brands must reframe their customer engagement strategy and aim to 
to evolve their service standards from good to great. Here are some ideas to consider.

Delivering a 5-star App Experience
The sector responded in different ways to the 
social distancing rules introduced during lockdown. 
Some looked to third-party apps to enable digital 
ordering and manage delivery; others developed 
their own apps to manage some or all of this 
journey. In the latter case, apps were sometimes 
developed more quickly than would normally be 
the case, leading to poor experiences and low app 
store ratings that can be hard to recover from. 

Research by Apptentive shows that 50% of mobile 
users will not consider an app with a 3-star rating, 
and that drops to 85% for a 2-star rated app. This 
is a tough situation for brands who sought only to 
provide timely solutions for their customers.

Monstarlab consultants have developed a 3-stage 
process for clients that find themselves in this 
situation. This is used to fast-track improvements 
that can lead to dramatic increases in ratings in just 
two weeks. Here’s an overview of the process:

1. Address UX pain points common in QSR apps such 
as ‘Find a store’, menu browsing (we recommend 
three access points - busy, browser, repeat), order 
customisation with upgrade options, and loyalty 
(opting all users in and presenting rewards with 
every order).

2. Add a ratings prompt at a point in the customer 
journey where you’re most confident about your 
UX. As a rule of thumb, we find the optimum 
moment is after ten app opens and a purchase 
action.

3. Reset your summary rating. In iOS, your rating will 
reset to the ‘Not Enough Rating’ state, which will 
display as 5 blank stars on your app’s page and no 
stars in search. It is important to note that this will 
reset only your summary rating. 

Following these steps is not something we’d 
recommend to all clients in all circumstances, 
and it should not be a repeated process in your 
journey to 5-star service; but we are living through 
unprecedented times that have led brands to hack 
new solutions that do not represent normal levels 
of customer experience. 

If you find yourself in this situation, with a swiftly 
launched mobile app that is not delivering the 
experience and ratings you want, you may want a 
full copy of our report:

Project 5-Star: How to improve  
your app store rating in just 5 weeks  

To receive your copy email  
jonathan.boakes@monstar-lab.com
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Getting Personal

Once you’ve created a level playing field for 
your app, a key focus for improvement is 
personalisation. 83% of consumers expect 
products to be personalised within moments or 
hours.2 This may seem challenging but, for the QSR 
sector, there are some obvious starting points for 
those still at the start of their digital journey.

Remembering a customer’s last order, allowing 
them to repeat or easily edit this, tailoring offers 
based on frequently ordered items, are all ways of 
personalising experiences based on reasonably 
simple data sets, using technology that enables 
automatic recognition. Recognition and identity 
technology is a key investment area for many 
of our clients at present, focused on two key 
outputs: personalised customer experiences and 
robust and secure identity and data management 
systems. 

Another way in which brands can stand out is 
by allowing customers to identify their dietary 
preferences and allergens so that menus and 
orders can be filtered or adjusted accordingly.  
This is an area where back-end systems need 
to align with user experience, in terms of 
clearly managing and labelling stock items with 
ingredients and allergen information. But, with an 
increasing market demand for transparency, and 
several high profile media cases raising the profile 
of the issue, regulatory change feels inevitable. 

Brands choosing to invest in this area out of choice, 
rather than legal necessity, are in a strong position 
to build trust and loyalty. Doing so early also gives 
brands the space and time to plan systems that 
work as part of an overall strategy, rather than 
developing speedy tick-box solutions that are 
unlikely to deliver many additional benefits.

Make the Customer the Hero of your Story

2 CES 2020 Survey by CITE Research Dassault Systèmes
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Preparing for Connected Customers 

Once the basics of personalisation are in play, 
there are lots of ways for QSR brands to pilot true 
innovations that enable hyper-personalisation, 
using technology that is increasingly accessible 
and affordable.

More specifically, it is estimated that individuals 
will own up to fifteen smart devices by 2030. They 
will expect trusted brands to know what they want 
and how they want it, and they will want seamless 
recognition and transactions across digital and 
physical spaces. For example, they may expect 
data about their blood sugar integrated into their 
order so that the perfect smoothie gets delivered to 
their smart fridge exactly at the point it is desired. 

Enabling digital and physical channels to work 
together in this way is ever-more important for the 
QSR sector as an increasing proportion of food 
consumption takes place off-premises currently 
60% in the US, likely to increase to 80% by 2025.3 

Even now, the first time you “see” your customer 
is unlikely to be when they walk in your front door; 
it is when they interact with your owned or 3rd 
party digital channels - largely via mobile apps. 
These digital interactions will increasingly take the 
lead in their relationships with you, with physical 
interactions becoming the add-on experience. 

Perhaps the best retail illustration of this at present 
is Amazon Go, where incoming customers simply 
swipe their mobile app, take the things they want off 
the shelves, and get charged seamlessly. This may 
seem an unattainable level of digital and physical 
integration, but the basic underlying technology is 
now available through the Amazon Web Services 
API, so the creation of pilot programmes to test out 
new experiences is more affordable and achievable 
than ever before.

The challenge faced by QSR leaders is no 
longer whether to consider such an integrated, 
omnichannel approach, but when and how.

3 National Restaurant Association’s Restaurant 2030

Make the Customer the Hero of your Story
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We Shape our Buildings; 
Thereafter they Shape us
The Amazon Go concept beautifully illustrates the future direction of the sector, one in 
which digital experiences blend seamlessly with physical space. Until COVID-19, this 
future may have seemed distant, especially for a UK market, but consumer experiences 
and expectations have been accelerated so much in the last twelve months, that 
previous thinking about physical space management is now outdated.

In particular, customers will have significant 
health and safety concerns about their in-store 
experience, employees will remain cautious as 
social contact increases, and everyone will expect 
a lot more than open windows and one-way vinyl 
stickers. It is essential, therefore, that digital teams 
and store designers begin to collaborate, to design 
blended digital and physical experiences that cater 
to this new world.

Kiosks don’t Breathe

Kiosks have been widely adopted by QSRs in the 
last decade (135,000 installations globally in 2019, 
over half in McDonalds) and have been proven 
to reduce queuing time, lower workforce costs, 
increase basket value by 20-30% and enhance the 
in-store experience.

Initially, there were concerns that COVID-19 could 
have killed the kiosk; that making contact with a 
surface used by other customers would affect 
usage. In reality, this doesn’t seem to be playing 
out. As we’ve learned more about the virus, it 
seems that aerosols are the biggest threat and 
cause of customer concern - making touchscreen 
kiosk ordering more preferable than interactions 
with service staff. 

Kiosk technology also continues to evolve, with 
portable systems now available for brands that 
want to deliver pop-up events in alternative venues, 
opening up new opportunities for partnerships, 
brand-building and additional revenue streams.

Smart kiosks are also now able to integrate with 
other devices. For example, Monstarlab consultants 
are currently helping an international chain to trial 
temperature-controlled collection lockers. The 
customer pre-orders via their mobile app, pays at 
the kiosk, and receives a QR code that unlocks a 
locker holding their fresh order: a simple process 
that involves zero face-to-face contact. 

15



Making Space for Digital

Although customers pre-ordering and paying online 
don’t need to stand in the kiosk queue, the physical 
place is still required for collection. Already we see 
fast food restaurants with groups of delivery drivers 
hanging around with no designated space. They 
take over parking areas and create small crowds 
that make potential customers nervous to approach. 
For customers ordering ahead for pick up, the 
same is true. They want a safe space to collect their 
order, without needing to join big queues. Collection 
lockers may not be the solution for all stores, but 
allocated space is definitely needed.

We Shape our Buildings; Thereafter they Shape us

Partners and Pop-ups

As the nature of customer interactions change, 
restaurants will no longer be constrained by the 
four walls of physical space. We are likely to see 
an increase in partnership models and pop-up 
locations, enabled by portable, connected POS 
systems and kiosks. 

Basing customer interactions in alternative 
physical spaces also introduces the idea of the 
‘kitchen as a service’ model where the kitchen 
operates as a stand alone unit, capable of 
servicing multiple service and delivery systems. 

Re-imagining the kitchen in this way, 
deconstructing the old ‘front of house / back of 
house’ model means we can almost think of the 
kitchen as having an API, enabling it to operate 
flexibly in multiple ecosystems. 

‘Ghost kitchens’ or ‘virtual kitchens’ of this nature 
are being piloted in the US at the moment and, 
although it may seem a distant concept, it is 
definitely something to consider when making 
short and mid-term decisions around data and 
technology. 

If you’re investing in new systems in the next twelve 
months, you want them to last through the next 
wave of change. 

This might include, for example, ensuring that POS 
data can be captured and displayed wherever 
it’s needed, and ensuring that your user records 
system is accessible to plug into other open 
systems, such as loyalty platforms. 

As with technology, restaurants had to make 
physical hacks during lockdown - blocking off 
doors, shifting tables, erecting perspex panels 
within existing infrastructure. And, as with tech, it’s 
now time for a more strategic approach - making 
smarter changes to support the increase in pre-
orders and contactless collection, and admitting 
the likely reduction in inhouse dining. 

Monstarlab’s portable kiosk system 
enables clients to set up and 
serve in new locations in days, 
whilst easily retaining experience 
standards.
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We Shape our Buildings; Thereafter they Shape us

Preparing for the Future

Looking to the future, we are likely to see an 
increasing number of UK QSRs set out their own 
digital maturity roadmap. To make this journey as 
smooth as possible, technology decisions need to 
be future-proofed; physical and digital experiences 
need to be more closely aligned, and the right 
balance needs to be sought between owned and 
outsourced services.

For many brands, this means finding a trusted 
partner to plan and implement initial solutions, 
before building inhouse technical capabilities. 
Inhouse teams are best placed to manage 
ongoing product strategies, enable data-driven 
decisions, and unlock hyper-personalised levels of 
customer service. The right partner can collaborate 
seamlessly with inhouse teams to push boundaries, 
for example innovating through new business 
models that anticipate and cater to changing 
customer demands. 

Starbucks have transformed their  
store portfolio in the US, with  

plans to close 400 stores 
and focus instead on “convenience-led” 
formats, such as pick-up stations for 
mobile app pre-orders.
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The Future Depends  
on what you do Today
A key challenge facing the UK QSR sector in its post-pandemic fightback is the 
interdependency between data and technology, and commercial success. 

Knowing when to develop short-term agile 
solutions and when to invest in longer-term 
strategies is hard, and understanding when to 
outsource delivery and when to start building 
inhouse capabilities can be even tougher.

Monstarlab consultants work with some of the 
world’s leading QSR and hospitality brands in the 
UK, US, Europe and Middle East. We understand 
the commercial and operational challenges you 
face, and we have the expertise and experience 
to create immediate impact and lasting value, 
wherever you are on your digital roadmap.

Want to improve what  
you have?  
Free CX/ UX review

Share your app, product or process and a 
Monstarlab consultant will undertake a free review 
to identify key pain points and solution ideas that 
could inform a five-day sprint.

Want something brand new? 
Five-day innovation sprint

In this intense co-creation process, we will define 
your key challenges and find solutions, discuss 
associated value creation, and build a functioning 
prototype.

Not sure what you want? 
Get in touch

If your situation is more complex and you’re not 
sure how or where to get started, we’re always 
happy to chat and share product, engineering and 
design thinking that may help.

Jonathan Boakes 
Executive Engagement Director

jonathan.boakes@monstar-lab.com

+44 (0) 7989 564 993

monstar-lab.com/global
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Always be Inspired

“Nothing is Permanent, Except Change”
Heraclitus, Greek philosopher

“Learn as if you were to Live Forever”
Mahatma Gandhi

“Make the Customer the Hero of your Story”

Ann Handley, marketer and author

“We Shape our Buildings; Thereafter they Shape us”

Sir Winston Churchill

“The Future Depends on what you do Today”

Mahatma Gandhi (again - he was quite smart)
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