
	
	
	






Name:Gastronomic Oasis Hotel and Restaurant
Business Plan for:Entrepreneurship BMIH5001




	Lecturer:
	Charlotte Joyner


	Date:
	23th May, 2024

	Team member:
	
Zakia Shirin Nishai 2208336




Business plan contents
1 Executive summary	3
2 Business details	4
3 Key personnel	5
Vision	7
4 The business idea	7
5 Business goals	8
6 What the business does	8
7 What makes the business different:	9
8 Legal requirements(including regulations and licences particular to your business)	10
Marketing	11
9 Market research	11
10 Profiling customers	12
11 Profiling competitors	13
12 Managing market risks	15
13 Pricing	15
14 Promotion and advertising	16
Running the business	18
15 Staff	18
16 Premises	18
17 Suppliers	19
18 Equipment	19
Finance	21
20 Start-up costs	21
21 Profit and loss forecast	22
22 Sourcing finance	24
23 Managing financial risks	24



	
	

	
	[bookmark: _Toc167895278]1 Executive summary
Gastronomic Oasis Hotel and Restaurant is basically and eco-friendly organization with aim of creating collaboration with different group of people for ensuring a perfect ecofriendly atmosphere for their customers with all the facilities and amenities in it. The organization will go for collaboration with local farmers, and producers to get quality raw materials and ingredients of their foods (Gilbert, 2005). The organization will also implement activities of waste management and reuse of wastage to make the environment more protected. The organization that the time of operating its business will focus on ecofriendly activities with energy efficient appliances to keep its business more friendlily for the environment and for the people. 
Sustainable packaging will also help the organization to be more efficient in utilizing all its raw materials and resources in a very well efficient environment friendly manner. Proper training to the employees will help the organization to be more careful about utilizing resources and managing wastage by which it will be able to achieve its targeted aims of being ecofriendly in restaurant business and give the best possible products to the customers (Qaddumi, 2004). Collaboration with different industry and different suppliers will make the organization more successful in giving the best possible products to the customers at a very low cost. Giving importance on seasonal items and producing seasonal items better also make the organization premium class restaurant for everyone to visit for enjoy the uniqueness of the restaurant in terms of environment and food. 
Proper dining with different varieties of items including set menus, different types of packages related with picnic and others, take away, and so many other facilities will give organization substantial revenue. In addition with this, partnership activities in different types of events, training programs and so many other things will also generate revenue for the organization. Ethics in business in this kind of restaurant is highly essential which the organization is going to ensure (Garza, 2011). Along with this taking proper care of environmental aspects in each and everything will decision of the business will also make the organization different from others. 
Besides, different types of customer relationship activities like loyalty program, customization of the products, social media activities will definitely help the organization to be more efficient in managing business with profitability (Wood, 2005). And finally, focusing on customers of all categories and ages will help the organization to be more profitable because they are basically trying to provide the best possible foods to their customers which is one of the primary requirements for every single individual across the world while planning to go for dinner, brunch, lunch or anything.

	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc167895279]2 Business details
[bookmark: _heading=h.1fob9te]Company name:
GASTRONOMIC OASIS HOTEL AND RESTAURANT
	

	
	[bookmark: _heading=h.3znysh7]Address:
123 Royal Mile Edinburgh, EH1 1DG Scotland
	

	
	Primary contact method
Email: contact@gastronomicoasis.com
Phone: +442012345678
	

	
	
	

	
	[bookmark: _heading=h.2et92p0]The business will:
With an emphasis on sustainability and environmental friendliness, Gastronomic Oasis Hotel and Restaurant strives to provide an outstanding eating and hotel experience. It will provide farm-to-table food by collaborating with regional growers and manufacturers of the UK and Scotland to use only the freshest, locally produced products. The firm could collect fresh and locally sourced meat of steak, lamb, pork, chicken from Kilnford Farm Shop, furthermore it can collect other raw materials from Cocoa Black Chocolate Boutique, Brambles Delicatessen. Gastronomic Oasis offers a distinctive, environmentally friendly eating experience by emphasising premium, fresh ingredients. Deciding to help local farmers and lessen environmental effects aligned with their eco-friendly philosophy. By providing farm-to-table meals that boost sustainability and taste better owing to their freshness, it establishes a unique selling proposition (USP) that distinguishes them in the hospitality sector. The approach improves their market position by appealing to people who care about the environment. In order to reduce their negative influence on the environment, the firm will use energy-efficient equipment and employ thorough waste management techniques. It also intends to teach its employees and visitors the value of sustainability via a number of different projects and programmes. Gastronomic Oasis hopes to revolutionise eco-conscious hospitality with its commitment to ethical business methods, seasonal cuisine, and creative green solutions.
	

	
	
	
	
	
	

	
	[bookmark: _Toc167895280]3 Key personnel
[bookmark: _heading=h.3dy6vkm]Details of owner(s):
Name: Zakia Nishai
	

	
	Position/main responsibilities: General Manager
	

	
	Experience and knowledge of our industry: Over 15 years in the Hospitality and restaurant industry, with a focus on sustainable practices and eco-friendly innovation
	

	
	
	

	
	Previous employment: Manager of Sustainability at a renowned international hotel chain
	

	
	Key skills brought to the business: Leadership, sustainable business development, strategic planning, partnership building
	

	
	Business experience and any training undertaken: Extensive background in leading diverse teams and creating sustainable hotel initiatives. Gained certification from Harvard Business School's online programme in sustainable business strategy
	

	
	Academic/professional qualifications:MSc. In Environmental Management and Sustainability, BA in Hospitability Management
	

	
	Salary expectations £1000/month
	

	
	[bookmark: _Toc167895281]Vision
[bookmark: _Toc167895282]4 The business idea
Sum up your business idea:
The eco-friendly idea of the Gastronomic Oasis Hotel and Restaurant is centred on providing guests with a sustainable dining and lodging experience inside the establishment. One of its fundamental principles is farm-to-table cooking, which encourages sustainability in the food business as well as the environment by using ingredients that are produced or farmed in the region. The method used by the organisation places a focus on direct reservations and community connection via social media, as well as on providing individualised service and catering to consumers who are environmentally sensitive. The generating of cash from eco-friendly events, housing, and meals is made possible by key ties with local farmers and sustainable suppliers. Two instances of how devoted we are to sustainability throughout all of our operations are the use of technology that is efficient in terms of energy consumption and the ongoing education of our employees in environmentally responsible practices.
[image: ]


	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc167895283]5 Business goals
	

	
	1. What do you want to achieve in your first year of business?
	

	
	The SMART goals the organisation is focusing on for the first year of business are as follows –
· The firm should establish partnerships with at least 5 local farms and suppliers within the first quarter.
· It intends to increase direct reservations by 20% through effective social media marketing.
· The firm should implement a customer feedback system within the first half of the first year.
· The business should arrange at least 4 eco-friendly events throughout the year.
· It must reduce energy consumption by 15% by using energy-efficient equipment.
	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?
 The management of Gastronomic Oasis Hotel and Restaurant will try to make their organisation popular not only in the United Kingdom but also in different parts of the world within the next 3 to 5 years. The organisation will also try to create several branches of at least 7 or 8 branches in different parts of the United Kingdom in order to promote eco-friendly business in different parts of the country.
	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc167895284]6 What the business does
	

	
	
	Product/service
	Features
	Benefits

	· A la carte dining
	A full course dining facility in an eco-friendly atmosphere with exotic dishes according to the customers’ choices.
	A unique experience with delicious meals and ambience.

	· Buffet
	Various types of caters according to the customers’ desire.
	Delicious meals for all types of customers.

	· Seanonal foods
	Arrangement of different dishes with seasonal cusines and ingredients.
	Attractive to the customers who are interested in seasonal cusines.

	· Catering
	Various choices of food and beverages with high-quality service.
	Beneficial to the customers with kids who can enjoy meal with proper management.



	

	
	
	

	
	[bookmark: _Toc167895285]7 What makes the business different:
	

	
	The report of Wood (2000) serves the idea that value proposition is one of the key measures of business success and the organisation is focusing on this. The key features of the company that makes it different from others are as follows –
· The organisation focuses on an eco-friendly ambience. No use of toxic materials and least carbon emission.
· This is attractive for the customers of all types despite their gender, race and ethnicity.
· Different types of cuisines and catering services will help to serve the customers with an excellent experience.

	

	
	
	



	
	
	

	
	[bookmark: _Toc167895286]8 Legal requirements(including regulations and licences particular to your business)
The legal and insurance requirements that apply in your business are:
Some important legal requirements that the organisation will need, according to the report of SCQF (2019) are as follows –
1. Food Hygiene and Safety Licence
2. Alcohol Licence
3. Environmental Health and Compliance 
4. Public Liability Insurance
5. Health and Safety Certification
6. Business Licence
You will meet your legal and insurance requirements by:
1. Regular Audit and inspections- Based on the audit results of the regulatory audit services.
2. Professional training- Proper training and development of staff for hospitality and key services.
3. Legal consultation- Consulting the legal approaches with law farms and statutery bodies.
4. Insurance coverage- Fulfilling all the essentialities like professional and employee liabilities.
	

	
	
	



	
	
	





	
	
	



[bookmark: _Toc167895287]Marketing
	
	
	

	
	[bookmark: _Toc167895288]9 Market research
	

	
	[bookmark: _heading=h.lnxbz9]Trends in your chosen market are:
Taking the report of Dibdin (2024) into account, this can be said that some key trends are modifying the hospitality market which will also be important to the organisation. Some of the trends that the company is willing to follow are as follows –
· Authentic Scottish Experience- An ambience with traditional approaches of the local market will help to attract and please customers.
· Immersive Dining Experience- Dining in an eco-friendly set-up with unique cuisines will serve the customers with excellence.
· Sustainable practices and ethical sourcing-The trend towards sustainability will be followed immensely that will help to attract responsible customers.
· Technology Integration- A proper use of technology in a sustainable manner is expected.
	

	
	[bookmark: _heading=h.35nkun2]How you know this:
· Scotland Food & Drink outlines the increasing demand for authentic Scottish cuisine. (Scotland Food & Drink, 2024)
· "The Witchery by the Castle" exemplifies experiential eating in Scotland, providing a distinctive dining experience in a historic location. (The Witchery, 2024)
Alänge, S. and Lundqvist, M., 2014. Sustainable Business Development: Frameworks for Idea Evaluation and Cases of Realized Ideas.
	

	
	[bookmark: _Toc167895289]10 Profiling customers
[bookmark: _heading=h.44sinio]The customer groups you will be selling to are:
As found from the report of Verma and Chandra (2018), around 78% of the customers are interested in sustainable business. These customers can be the target market for the company.  The company mostly focuses on the behavioural segment of the company:
	Customer Segment
	Justification

	1. Luxury travellers 
	A distinctive, superior, environmentally friendly place to eat and stay.

	2. Youngsters
	The eco-friendly idea fits with their concern for the environment.

	3. Fine dining lovers
	Ingredients for distinctive, seasonal meals that are acquired locally and freshly.

	4. Business guests
	Possible opportunities for corporate social responsibility and effective, individualised services.

	5. Romantic Getaway Couples
	Personalised experiences in a special, private atmosphere.



	

	
	[bookmark: _heading=h.2jxsxqh]Your customer research has shown what your customers want is:
As per Cvent (2021) customers Are looking for sophisticated lodging, dedicated employees, and excellent service. 
1. Appreciate creative culinary experiences that feature high-quality, locally produced ingredients.
2. They prioritise amenities and services like high-speed internet and fully equipped meeting rooms.
3. Are attracted to upscale lodging with private atmospheres and spa amenities.
	

	
	How you know this:
As per the report of Nasr et al.(2014),  customer feedback and reviews are important to make a better understanding of the business success. Some traits that the organisation can focus on to review success are as follows –
· Feedback – Constructive customer feedback can be helpful to make a better understanding of the whole scenario.
· Positive reviews (TripAdvisor)- Positive customer reviews on different online sites will be applicable. The same can be seen for the factors of Hilton.
· Tags on Social media posts- Customer feedback on social media channels will be helpful to understand success.
	

	
	
	

	
	[bookmark: _heading=h.z337ya]Number of customers you expect to win in each group and what they might pay:
	[bookmark: _heading=h.3j2qqm3]Group
	[bookmark: _heading=h.1y810tw]Number of customers
	[bookmark: _heading=h.4i7ojhp]Price they might pay per unit

	 Luxury travellers
	50 customers monthly
	 £300-£800 per person

	Fine dining lovers
	100 customers monthly
	£150-£350 per person

	Business guests
	80 customers monthly 
	£200-£500 per person

	Romantic Getaway Couples
	20 customers monthly
	£400-£800 per couple


[bookmark: bookmark=id.2xcytpi][bookmark: bookmark=id.1ci93xb][bookmark: bookmark=id.3whwml4]
	

	
	
	



	
	
	

	
	[bookmark: _Toc167895290]11 Profiling competitors
	

	
	
	Competitor name
	Strengths
	Weaknesses

	The Witchery by the Castle (The Witchery By The Castle, 2024)
	famous for its outstanding Scottish food served in a romantic lighted ambiance.
	provides a distinctive and personal experience but does not have the extensive amenities like a spa or fitness

	The Balmoral Hotel (roccofortehotels.com, 2024)
	· Prime location in Edinburgh, elegant accommodations
	· not prioritize sustainability initiatives

	Waldorf Astoria Edinburgh - The Caledonian (Hilton, 2024)
	· comprehensive leisure options
	· smaller dining facilities

	Roseate Hotel (Roseate, 2024)
	· Large and elegantly furnished rooms, with some showcasing unique architectural features
	· Limited availability events


[bookmark: _heading=h.qsh70q]How you can improve on their offer and/or price(s) unique offerings:
	

	
	Highlight sustainable techniques in operations and menu offerings to conform with actual trends.
Some factors are as follows –
Serving with eco-frindly cutleries and packaging for the products.
Offer food with seasonal cuisins that serves with pleasing experiences to the customers.
	

	
	
	

	
	
	

	
	[bookmark: _Toc167895291]12 Managing market risks
[bookmark: _heading=h.1pxezwc]Write down the risks you have identified:
As per the report of Rutkauskas and Ginevičus (2011),Economic instability, such as recession or inflation, can impact consumer expenditure on luxury hotel services.

	

	
	[bookmark: _heading=h.49x2ik5]How will you manage these risks so that they become less of a threat:
	

	
	· Diversify revenue streams by offering additional like spa treatments or guided tours. This will attract customers from different segments and choices who will pay to these facilities.
· Implement adaptable pricing strategies by providing options like promotional discounts or bundled packages.This will make the customers with a benefit of lower priceses and develop the customer base with successful revenue generatio.
	

	
	[bookmark: _Toc167895292]13 Pricing
	

	
	[bookmark: _heading=h.147n2zr]How you can calculate your prices:
	

	
	· Determine prices using the cost-plus pricing approach, taking into account ingredients, labour, and overhead costs.This will generate another income source for the organisation and lower financial burdanes. 
· Conduct price comparisons with competitors to ensure competitiveness and sustain profit margins.
In short, a comperative pricing strategy will be helpful to the company to make a better outcome of the whole business.

	

	
	
	



	
	
	

	
	[bookmark: _heading=h.3o7alnk]How your prices compare with the competition:
	

	
	
	Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Luxury Hotel Room (per night)
	£300-500
	£200-800

	Fine Dining Experience (per person)
	£150-200
	£200-300

	Spa Treatment (per session)
	£100-150
	£150-200

	Exclusive Event Venue Rental (per event)
	£3000-6000
	£4000-6000

	Luxury Apartment (per night)
	£800-1000
	£900-1500




	

	
	[bookmark: _heading=h.23ckvvd]Reasons for the difference between your price(s) and your competitors’ price(s):
· The luxury suite pricing is slightly elevated compared to certain competitors because it includes premium facilities and personalised services.
· The pricing for the fine dining experience is competitive and reflects the quality of the cuisine and service. A lower price for the same quality with the competitors will serve more customer attraction.

	

	
	
	



	
	
	

	
	[bookmark: _Toc167895293]14 Promotion and advertising
[bookmark: _heading=h.32hioqz]How and where will you promote your product/service?
	

	
	
	

	
	· Social media platform advertising-Use of different social media platforms to promote the business.
· Engaging website- An attractive official website where the customers and guests can make a better idea about the perks and benefits.
· Google advertising-Use of the search engine for targeted ads and multiple formats for the organisation.
· Local collaborations with farmers and events-Collaboration with the local communities will serve a facility with direct marketing that can serve a better business outcome.
· Partner with luxury travel agencies- Partnering with the luxury brands will help to generate customers and brand the organisation for a wider customer base.







	

	
	
	

	
	
	



	
	
	





	
	
	




	

	[bookmark: _Toc167895294]Running the business

	

	
	[bookmark: _Toc167895295]15 Staff


	

	
	
	Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	· Chef
	£20000
	· Minimum 4 years
	· Must have a qualified degree or culinary experience.

	· Waiter
	£5000
	· 3 years 
	· Previous experience in restaurants and knowledge of shared stories with menu descriptions.

	· Managers
	£10000
	· 3 years
	· Minimum degree of Bachelors in the field of management. Also, strong organisation and leadership skills.

	· Marketers 
	£30000
	· Minimum 5 years
	· Master’s degree in marketing and related field. Also, require extensive knowledge of digital marketing.


[bookmark: bookmark=id.41mghml](Source:  Created by the Learner)
	

	
	[bookmark: _Toc167895296]16 Premises

	
	Cost £

	Premises required at start-up:
	£500,000

	Premises required in the future (if different):
	£1,000,000



	

	
	[bookmark: _Toc167895297]17 Suppliers
[bookmark: _heading=h.3fwokq0]Your key suppliers and their credit terms
	Supplier
	What you’ll buy from them
	Number of days’ credit

	·  Local Farmers and Producers
	· Foods made by local farmers and producers, like fresh meat, veggies, and cheese

	· A 30-day payment plan

	Waste Management Companies
	Garbage offers services like recycling, dumping

	A 15-day refund

	Educational Institutes
	Courses and workshops on green food and sustainability at schools and colleges

	10 

	Community Organizations
	Sponsorships, donations or collaborative events

	The terms of payment are different for each deal

	Local Culinary Institutes
	Culinary workshops, internships, or specialty courses

	Taking payments after the work is done

	Sustainability Initiatives
	Eco-friendly packing, advice services, or certificates

	10 to 20 days plan


[bookmark: bookmark=id.1v1yuxt][bookmark: bookmark=id.4f1mdlm](Source: Safaie et al., 2020)
	

	
	
	



	
	
	

	
	[bookmark: _Toc167895298]18 Equipment
	

	
	
	Resource
	When
	How funded
	Cost £ per unit

	· Refrigerator
	· Start-up phase 
	· Loan
	£5000

	· Kitchen utensils
	· On-going phase 
	· Loan
	£20000

	· Tables and decoration pieces 
	· Start-up phase 
	· Loan
	£1500

	· Industrial ovens
	· Start-up phase 
	· Loan
	£4000


[bookmark: bookmark=id.19c6y18]
	

	
	
	

	
	
	

	
	
	Risk
	Solution

	·  When workers leave, it can affect how the business runs, the level of its services, and the cost of hiring new workers.
	· An effective way to keep employees is to offer them a good place to work, fair pay, and opportunities for professional growth (Tovmasyan and Minasyan, 2020). 
· Hold regular meetings for staff comments to solve problems and boost confidence.

	· Problems with quality or late deliveries of ingredients issues that affect what is on the menu and how happy customers are.
	· It is important to keep strong relationships with many companies and use a variety of sources (Ali and Anwar, 2021). 
· If there are delays, it would be beneficial to plans for other ways to get the supplies that are needed.
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	[bookmark: _Toc167895300]20 Start-up costs
	

	
	[bookmark: _heading=h.nmf14n]Calculate how much money you need before you start trading



                  * Total from here should be used in 22 Sourcing finance below



	

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	[bookmark: _Toc167895301]21 Profit and loss forecast


	

	
	
	

	
	
	

	
	
	

	
	
	



	
	
	





	
	
	




	
	
	

	
	[bookmark: _Toc167895302]22 Sourcing finance
	



	
	[bookmark: _heading=h.2lwamvv]

Total borrowing requirement for the business:
Start-up cost is £28.470.000
Personal start-up contribution £3.500.000
Borrowing from Bank: £25.000.000




	



	
	


[bookmark: _Toc167895303]23 Managing financial risks
[bookmark: _heading=h.206ipza]The risks that you have identified for your financial forecast are:
	

	
	1. Cost Escalation: The dedication to sustainability is admirable, but it can increase operating expenses. The cost of waste management programmes, energy-efficient equipment, and other environmentally friendly measures is frequently greater. These higher expenses may impact the profitability of the company (June 2020)’’ 
2. Competitive Pressure: The firm may have to face competition from other hotels and restaurants in the area can lead to price downturn or to spend more money on marketing. ‘’Building competitive business in hospitality industry(April 2022)’’
3. Operational Risks: The company may suffer due to operational inefficiencies, such as poor inventory management, suboptimal staffing levels, or service quality issues, can lead to customer dissatisfaction and if not sorted as soon as can lead to losing our customers. ‘’Employee training and service quality in the hospitality industry (April 2023)’’ 
4. Regulatory compliance: Non-compliance with industry regulations, tax laws, or health and safety standards can result in fines, penalties, or legal expenses. Changes in regulations or government policies, such as taxation or labour laws, may also increase operational costs or require costly adjustments to business practices. ‘’ regulatory compliance in micro-firms (November 2022)’’
	

	
	[bookmark: _heading=h.4k668n3]How their impact will be minimised:
1. Cost Escalation: Supply Chain Management; Develop relationships with multiple suppliers and diversify sourcing locations to mitigate the impact of localized disruptions. Cost-Effective Alternatives: Identify cost-effective substitutes or alternative ingredients for menu items affected by price increases. Long-Term Contracts: Secure long-term contracts with suppliers to lock in prices and hedge against short-term market volatility. 
2. Competitive Pressure: Differentiation Strategy; Focus on unique selling propositions such as personalized service, eco-friendly practices, or niche offerings to stand out from competitors. Strategic Partnerships: Collaborate with complementary businesses or attractions to create value-added packages or cross-promotional opportunities. Continuous Improvement: Regularly assess and enhance the quality of products, services, and customer experiences to maintain a competitive edge. This can also be mitigated following the business ideas of other luxury brands and imposing the idea according to the needs of the target customers.
3. Operational Risks: Training and Development; Invest in comprehensive training programs to equip staff with the skills and knowledge necessary to deliver exceptional service consistently. Performance Monitoring: Implement systems for monitoring operational metrics, customer feedback, and staff performance to identify and address areas for improvement proactively. Contingency Plans: Develop contingency plans for various operational scenarios, including staffing shortages, supply chain disruptions, or equipment failures, to minimize downtime and customer impact. 
4. Regulatory Compliance: Compliance Management System; Establish robust processes and procedures to ensure ongoing compliance with relevant regulations, tax laws, and industry standards. Stay Informed: Regularly monitor changes in regulations, tax codes, and industry best practices to proactively adapt policies and procedures accordingly. Legal Counsel: Seek guidance from legal professionals or consultants specializing in regulatory compliance to navigate complex legal requirements effectively and minimize the risk of fines or penalties.

	

	
	
	



	
	
	





	
	
	




	
	
	
	
	
	

	
	24 Cash flow forecast(Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary)

	

	
	

	



	


	
	

	
	
	



	
	
	





	
	
	



25 Conclusion. 
As we deep in this discussion to a close, let's reflect on the importance of navigating financial risks in the hospitality industry, every day brings new challenges and opportunities. It's like a delicate dance where businesses must constantly balance between profitability and providing exceptional experiences for guests.
In conclusion our 2 biggest competitions it would be Roseate Hotel Edinburgh that is part of Bird Group and The Balmoral Edinburgh that is part of Rocco Forte Hotels.
Roseate Hotel on his previous name The Dunstone Houses dating back to 1851 spreads across two newly refurbished, heritage Victorian townhouses in the West End of Edinburgh. Set across two villas the property offers 35 rooms with prices from £396/night the cheapest to £840/night the highest for the same period (August 5th – 7th). 
The Balmoral Hotel: A welcome in bespoke Balmoral tartan; Hebridean blues, heather hues and classic Scottish art; whisky ambassadors with 500 malts – The Balmoral is a love letter to Scotland. Looking up to Edinburgh Castle, savour 4 AA Rosette dining, French-Scottish bistro fare, award-winning afternoon tea and a serene urban spa at the city’s most majestic spot. They are offering a huge diversity of rooms Classic Deluxe rooms from £822/night to Scone and Crumby Suite at £1988/night (the latest date I found it was March) they are offering 167 rooms and 20 suites. 
Our hotel and restaurant with our dedication and understanding and management of the financial risk factors can thrive above the competition with a well-structured marketing and exclusive offers like very special events(wedding),cheese and wine tasting nights and off course the Scottish single and double malts tasting. We can even partner up with our competition and collaborate for a more successful future.
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Consumables

Licences

Association fees


Microsoft_Office_Excel_97-2003_Worksheet1.xls
START UP COSTS

						£

		IT and computers				12,000

		Telephones and broadband				8,000

		Equipment				219,500

		Stock				13,255

		Tools				3,500

		Vehicles				0

		Professional fees				1,500

		Insurance				1,000

		Hotel-restaurant build cost				28,000,000

		Stationery				150

		Marketing				3,000

		Consumables				7,500

		Licences				500

		Training				3,500

		Association fees				1,000

		Wages/recruitment				140,000

		Security/health and safety equipment				25,000

		Market research costs				25,000

		Other POS				5,000

		Other Utilities				1,500

						0

		TOTAL  £				28,470,905
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 200,75,000 190,71,250 219,31,938

Less variable costs 20,07,500 19,07,130 21,93,200

Gross profit (sales less variable 

costs) = 

180,67,500 171,64,120 197,38,738

Calculate your gross profit margin 

% (gross profit divided by total 

sales x  100) (A)

99 98 99

Salaries/wages (survival income + 

any staff

16,82,400 17,66,520 18,54,846

Premises (including rent, rates, 

utilities)

2,41,300 2,53,365 2,66,034

Telephone and broadband 24,000 25,200 26,460

Printing, post and stationery 6,000 6,300 6,615

Advertising and promotion 6,02,250 5,72,138 6,57,959

Bank charges 57,780 57,780 57,780

Professional fees 18,000 18,900 19,845

Insurances 12,000 12,600 13,230

Bank/HP/Interest (payable to your 

bank)

0 0 0

Stock 0 0 0

Consumables 15,000 15,750 16,537

Equipment 7,300 7,300 7,300

Depreciation 0 0 0

Other (please specify) 0 0 0

Other 0 0 0

Other 0 0 0

Total fixed costs 26,66,030 27,35,853 29,26,606

Net profit (gross profit less fixed cost)

154,01,470 144,28,267 168,12,132

Calculate your net profit margin (net 

profit divided by total sales x 100)

1 76 77

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs 

(B)

46,73,530 46,42,983 51,19,806
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						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		20,075,000		19,071,250		21,931,938

				Less variable costs		2,007,500		1,907,130		2,193,200

				Gross profit (sales less variable costs) =		18,067,500		17,164,120		19,738,738

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		99		98		99

				Salaries/wages (survival income + any staff		1,682,400		1,766,520		1,854,846

				Premises (including rent, rates, utilities)		241,300		253,365		266,034

				Telephone and broadband		24,000		25,200		26,460

				Printing, post and stationery		6,000		6,300		6,615

				Advertising and promotion		602,250		572,138		657,959

				Bank charges		57,780		57,780		57,780

				Professional fees		18,000		18,900		19,845

				Insurances		12,000		12,600		13,230

				Bank/HP/Interest (payable to your bank)		0		0		0

				Stock		0		0		0

				Consumables		15,000		15,750		16,537

				Equipment		7,300		7,300		7,300

				Depreciation		0		0		0

				Other (please specify)		0		0		0

				Other		0		0		0

				Other		0		0		0

				Total fixed costs		2,666,030		2,735,853		2,926,606

				Net profit (gross profit less fixed cost)		15,401,470		14,428,267		16,812,132

				Calculate your net profit margin (net profit divided by total sales x 100)		1		76		77

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		4,673,530		4,642,983		5,119,806

				Break even (B) divided by (A)		47,207		47,377		51,715
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£

248,70,000

Personal start-up contributions           - 3,500

Other start-up contributions            - 25,000

Total required = 248,41,500

= 0



Start-up costs

The assets you have available as security
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								£

				Start-up costs				24,870,000

				Personal start-up contributions		-		3,500

				Other start-up contributions		-		25,000

				Total required		=		24,841,500

				The assets you have available as security

						=		0
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INCOME Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

Cash from sales (incl. VAT)

2,812,500 1,859,500 4,050,000 4,250,000 5,850,000 6,010,500 8,550,000 7,955,000 21,262,000 20,075,000

Cash received from debtors

0 0 0 0 0 0 0 0 0 0

Capital/loans received

0 0 0 0 0 0 0 0 0 0

Other Payments

0 0 0 0 0 0 0 0 0 0

TOTAL £

0 0 0 0 0 0 0 0 0 0

EXPENDITURE

Wages to staff (incl. PAYE & NI)

420,600 420,600 420,600 379,000 420,600 420,600 420,600 420,600 1,682,400 1,640,800

Premises (rent, rates & utilities)

54,000 54,000 54,000 54,000 54,000 54,000 54,000 54,000 216,000 216,000

Telephone & Broadband

6,000 6,000 6,000 6,000 6,000 6,000 6,000 6,000 24,000 24,000

Printing, post & stationery

4,500 3,000 4,500 3,500 4,500 4,000 4,500 4,500 18,000 15,000

Advertising & promotion

84,375 54,885 121,500 127,500 175,500 180,315 256,500 238,650 637,875 601,350

Bank charges

0 0 0 0 0 0 0 0 0 0

Professional fees

6,000 6,000 6,000 6,000 6,000 6,000 6,000 6,000 24,000 24,000

Insurances

3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 12,000 12,000

Bank/HP

0 0 0 0 0 0 0 0 0 0

Equipment & vehicle leasing

21,900 21,900 21,900 21,900 21,900 21,900 21,900 21,900 87,600 87,600

Payments relating to variable costs

0 0 0 0 0 0 0 0 0 0

Capital Expenditure

0 0 0 0 0 0 0 0 0 0

Other Payments

0 0 0 0 0 0 0 0 0 0

VAT

468,750 309,917 675,000 708,334 975,000 1,001,750 1,425,000 1,325,834 3,543,750 3,345,835

Owner's wages/salary

180,000 180,000 180,000 180,000 180,000 180,000 180,000 180,000 720,000 720,000

Owner's National Insurance

0 0 0 0 0 0 0 0 0 0

Loan repayments (incl. interest)

14,445 14,445 14,445 14,445 14,445 14,445 14,445 14,445 57,780 57,780

Stock

0 0 0 0 0 0 0 0 0 0

Consumables

4,500 3,000 4,500 3,500 4,500 4,000 4,500 4,500 18,000 15,000

Other (please specify) gas & electric

3,000 1,500 5,000 3,000 6,000 6,500 7,500 7,000 21,500 18,000

Other

0 0 0 0 0 0 0 0 0 0

Other

0 0 0 0 0 0 0 0 0 0

TOTAL £

1,262,0701,078,2471,516,4451,510,1791,871,4451,902,5102,404,395 2,286,429 7,054,355 6,777,365

Q1 Y1 Total Q4 Q3 Q2
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				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Premises (rent, rates & utilities)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Telephone & Broadband		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Printing, post & stationery		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Income less expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Opening bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0





Second 6 months

		

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Premises (rent, rates & utilities)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Telephone & Broadband		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Printing, post & stationery		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Income less expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Opening bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Closing bank balance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		2,812,500		1,859,500		4,050,000		4,250,000		5,850,000		6,010,500		8,550,000		7,955,000		21,262,000		20,075,000

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		0		0		0		0		0		0		0		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		420,600		420,600		420,600		379,000		420,600		420,600		420,600		420,600		1,682,400		1,640,800

		Premises (rent, rates & utilities)		54,000		54,000		54,000		54,000		54,000		54,000		54,000		54,000		216,000		216,000

		Telephone & Broadband		6,000		6,000		6,000		6,000		6,000		6,000		6,000		6,000		24,000		24,000

		Printing, post & stationery		4,500		3,000		4,500		3,500		4,500		4,000		4,500		4,500		18,000		15,000

		Advertising & promotion		84,375		54,885		121,500		127,500		175,500		180,315		256,500		238,650		637,875		601,350

		Bank charges		0		0		0		0		0		0		0		0		0		0

		Professional fees		6,000		6,000		6,000		6,000		6,000		6,000		6,000		6,000		24,000		24,000

		Insurances		3,000		3,000		3,000		3,000		3,000		3,000		3,000		3,000		12,000		12,000

		Bank/HP		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		21,900		21,900		21,900		21,900		21,900		21,900		21,900		21,900		87,600		87,600

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		VAT		468,750		309,917		675,000		708,334		975,000		1,001,750		1,425,000		1,325,834		3,543,750		3,345,835

		Owner's wages/salary		180,000		180,000		180,000		180,000		180,000		180,000		180,000		180,000		720,000		720,000

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		14,445		14,445		14,445		14,445		14,445		14,445		14,445		14,445		57,780		57,780

		Stock		0		0		0		0		0		0		0		0		0		0

		Consumables		4,500		3,000		4,500		3,500		4,500		4,000		4,500		4,500		18,000		15,000

		Other (please specify) gas & electric		3,000		1,500		5,000		3,000		6,000		6,500		7,500		7,000		21,500		18,000

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		1,262,070		1,078,247		1,516,445		1,510,179		1,871,445		1,902,510		2,404,395		2,286,429		7,054,355		6,777,365
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Executive
Summary

» Gastronomic Oasis Hotel & Restaurant
in Edinburgh Scotland prioritizes eco-
friendliness through collaborations
with local farmers and producers for
quality ingredients, waste
management, and energy-efficient
practices. Sustainable packaging and
employee training further enhance
environmental efforts. Seasonal
menus and partnerships drive
revenue, while ethical business
practices differentiate the
organization. Customer relationship
activities, such as loyalty programs
and social media engagement, cater
to diverse age groups, ensuring
profitability and customer
satisfaction.
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The business idea
Business goals

{£mat do you want 0 ocieve n your frst year of

The organisaion s having a vision of making Gastronoric
(Oasis Holel and Restauran enowned and famous o overyane

‘organisation is not going o achieve ifs break even that much
ey,

2 Where do you see your business in 3.5 years' time?

“The management of Gastronomic Oass Hoteland Restauant
il y o make therorganisabon popular no ol n Unied
Kingdom bu lso i different parts ofthe word wiin next 310

nited
Kingdom inorde o promele eco-fend business i afrent
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‘What makes the business different (Value
Proposition)

Eco fiendl environment, eneroy saving appliances,
seasonal resh foods, wel traned workers all re.
together will add value to he organisaton as
environment riendly business actites vith the am of
providing s customers the best possible oods and
services. s basicaly the value propositon of tis
business (Wood. 2000). Keeping sustanabilty in mind all
the tme and maldng people aware about eco-rendly
business actvites vil definfely take the organisation in
the 10p of the I as the pioneer of Eco Friendiy business.
environment inrestaurant and hotelbusiness

Legal requirements

‘Along with rade licence, the organisation needs o keep
other environmenta related certficate ith them along
it the documents of the appliances those are basically
recognised or certfed a5 ecafriendlyin order o meet up
althe legal requirements of the business (Pope, 2003).
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MARKET RESEARCH
TRENDS MARKET

Authentic Scottish Experience

Immersive Dining Experience

Sustainable practices and ethical sourcing
Technology Integration

Scotland Food & Drink outlines the increasing
demand for authentic Scottish cuisine. (Scotland
Food & Drink, 2024)

“The Witchery by the Castle" exemplifies
experiential eating in Scotland, providing a
distinctive dining experience in a historic
location. (The Witchery, 2024)
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CUSTOMER
GROUPS

> Luxury travellers
> Fine dining lovers

> Business guests

> Romantic Getaway Couples

> Are looking for sophisticated lodging,

dedicated employees, and excellent service.

> Appreciate creative culinary experiences
that feature high-quality, locally produced
ingredients.

> They prioritise amenities and services like
high-speed interet and fully equipped
meeting rooms.

> Are attracted to upscale lodging with
private atmospheres and spa amenities.
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Profiling competitors

‘Competitor name strengths Weaknesses

‘The Witchery by the Castle famous for it outstanding Scottish food served ima  provides a distinctive and personal experience.

comprebeasive leiure options

Large and elegantly fumished rooms, with some
showcasing unique architectural featires
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Number of customers expect to win

Group

Luxury travellers

Fine dining lovers

Business guests

Romantic Getaway Couples

Number of customers

50 customers monthly

100 customers monthly

80 customers monthly

20 customers monthly

Price they might pay per unit

£300-£800 per person

£150-£350 per person

£200-£500 per person

£400-£800 per couple
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PRODUCT/SERVICE

Luxury Hotel Room
(per night)

Fine Dining
Experience (per
person)

Spa Treatment (per
session)

Exclusive Event
Venue Rental (per

YOUR pRICE(s)

£300-500

£150-200

£100-150

£3000-6000

RANGE OF
COMPETITOR PRICES
(peR un)

£200800

£200300

£150200

£4000-6000

Pricing I
Prices compared with the

Promotion and advertising

lia platform advertising.
] 4

google advertising

local collaborations with farmers
and events
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Role

Total

20000

1000

Running the business

Necessary
experience

* M 4 yeas

- yem

o syem

© Minimm $ years

Specialist skills and/or qualifications

Mast bave a qulified degreeor culnary expeience.

Previous experience in restarants and knowledge of shared
soris with meny descriptions.

‘Minimum degree of Bachelors in the field of maagement. Also,
srong organisaton and leadenship sl

Master's degree in marketing snd related Seld. Also, require
extensve kmowledge of digtal marketing.
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What you'll buy from them

Number of days’ credit

Locsl  Famens  wnd
Producers

Waste Management
Companies

Educational Insttutes

Community Ogauizations

Local Culinary Istiutes

Sustsinability Iniiatives

+ Foods made by local farmers and producers, like resh mest,
veggies, and cheese

+ Garbage offes serices like recycling, dumping

* Courses and workshops on green food and sustainability at
schools and colleges

- Sponsorships, dostions o collsborative eveats

+ Colinary workshops, interuships,or speciaty courses

+ Eco-fiendly packi

+© A30dsypaymentplan

+ The tenms of payment are different %o
eachdeal

+ Taking payments ster the work s done

© 101020 daysplen
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Specialist skills and/or
Necessary experience qualifications

Minimmum 4 years Must have a qualified degree or culinary

3years
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FINANCE

Start up cost
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Sourcing finance

Total borrowing requirement for the
business:

Start-up cost is £28.470.000

Personal start-up contribution £3.500.000
Borrowing from Bank: £25.000.000
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Managing financial risks

Risks that you have dentyed for your fnancal orecast

Revenue volaity Fluciuaions n occupancy raes or average foom rafes can lead
1o unpredictabl fevenue sireams, Tis can b resu of an unprdicted economic
i, waror a pandemi. “on Caten 2010

> Cost Escalatin: ncrease of theprice ofocalproduct a5 resull ofnatral disasters
Such as floding o dymess, ofresul o  ong Unhappy farmer srke. 1001
‘Stuation June 2020

> Competitve Pressure: competiion fom ofher holels and estaurans inth area can

o price downtur oo pend More money an markeling -~ 1111 -
Busineds n hospiaity sty Ao 2022°

> Operatonal Risks: Operatonal neficienies, such as poor nventory management
suboptmal tafng level, ot senvice qualy issues, can ead o customer
ssatsiachon and f ol sored a5 500n 2 can ead 0 109ng O CUstomers.
Emolosee raning and senvice Quakty i he hosptaiy sy Apn) 2023

> Reguatorycomplance: Non-compliance withindustry requiatons, ax avs, ot
ealthand saely standards can resul in s, penales, or legal expenses.
(Changes n regutaions or overnment polcies, such 2 axabn o labour s,
may als ncrease operationalcosts o equir cost adjstmens fo business
pracices.* eculatory comphance i micro s November 2022
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How you will minimize their impact?

Revenue Volatility: Diversify Revenue Streams: Explore alternative sources of
income such as hosting events, offering catering services, or partnering with local
businesses for package deals. Flexible Pricing Strategies: Implement dynamic
pricing models to adjust room rates based on demand fluctuations, seasonality,

or events. Emergency Fund: Maintain a financial reserve to cushion against revenue
shocks, allowing the business to continue operations during downturns without
compromising quality or service.

Cost Escalation: Supply Chain Management: Develop relationships with multiple
suppliers and diversify sourcing locations to mitigate the impact of localized
disruptions. Cost-Effective Alternatives: Identify cost-effective substitutes or
alternative ingredients for menu items affected by price increases. Long-

Term Contracts: Secure long-term contracts with suppliers to lock in prices and
hedge against short-term market volatility.

Competitive Pressure: Differentiation Strategy: Focus on unique selling propositions
such as personalized service, eco-friendly practices, or niche offerings to stand out
from competitors. Strategic Partnerships: Collaborate with complementary
businesses or attractions to create value-added packages or cross-promotional
opportunities. Continuous Improvement: Regularly assess and enhance the quality
of products, services, and customer experiences to maintain a competitive edge.
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