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	Executive summary 
   DEONTIC restaurant is created on a business plan idea to serve customers food and beverages that are ethical sourced, ethical cooked and ethical served. This plan is build with a commitment from Daniel Halici with his partners Valentin Halici and Hayley James to take a personal accountability for the financial and operational running of the restaurant. With a budget of £100.000, the partners will take the necessary precautions to ensure the business is fully capitalized.  Company description of DEONTIC Restaurant is based on a mission statement “We have a duty and obligation as ethical concepts for customers with our food” and will respect that by the fact that the partners will be involved in market analyses assemble and in the implementation of it. Although the budget is significant for opening the business, a restaurant will operate with staffs that are a cost so the involvement of the partners on a start-up it is essential and they become resources in every way. 
  This business plan include a breakdown of spending the budget of £100.000 to help start-up the restaurant on a operating and marketing level. A cash flow of 12 months is essential in the prospect of profitable business that is rooted in industry facts and not optimism of partners.   
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1. Introduction 
DEONTIC is a proposal from Daniel Halici to have a restaurant who serves breakfast in a manner that follows conscience and desire of healthy eating of potential customers. The whole business statement of that “We have a duty and obligation as ethical concepts for customers with our food” will stay at the bases of opening the restaurant.  The entire concept of ethical food served by the restaurant will try to fill a gap in the market appeared when the people decide to see where the food comes from and how is prepared. 




















2. Company descriptions 
      2.1 Business Statement:
 “We have a duty and obligation as ethical concepts for customers with our food”
Type of business: Partnership (Dan and the family)
 
    2.2 Aim of business: 
This is breakfast restaurants that serve food for customers with the core idea of ethical concepts. These concepts come from having local suppliers for food and beverages, serving them only in china plates or cups. We do take away food and beverages only in customer’s containers and avoid using wood or plastic. We are open from 4am for everybody and we strive to achieve a customer base as mix as possible.
All the leftover food is collected frequently by local farmers.
   
   2.3 SMART Objectives 
Specific : The restaurant will try to exceed the expectation of the clients through a diversity of culinary product that are sourced ethical and local, the art of cooking with high standards.
Measurable: Increasing the number of customers by 15% per year
Achievable:  Expansion of the business in year 5, move from DEONTIC breakfast to lunch and dinner. This will be a destination for families, university students, business and anyone who is enjoying a healthy way of eating.
Realistic: Developing a business that is sustainable, which thrives on the basis of own cash flow and profit. 
 Timed: Working as a family and team, the service offered will be from heart and with desire of bringing 15% extra customers per day, the restaurant will have over 75% more customers.




3. Market analysis 
A market analysis is a consumer evaluation that is both quantitative and qualitative. It discusses the size of the market in terms of volume and value, the different consumer groups and purchasing habits, competition and the economic climate in terms of entry and regulatory barriers.
The objectives of the market analysis section of this plan are build and sustain the business with less involvement from the investors as possible and to do that is to know the market and if is large enough market to sustain itself. 
To have a market analyses in a sustainable way it has to be followed:
· Target Market
· Competitor analyses
· SWOT analyses 
· Market strategy and implementation plan



3.1 Target market 

DEONTIC’s target market is the group of customers, diners that are most likely to buy the products of its making. DEONTIC’s target customers are classified and determined by a combined analysis of demographics, psychographics and behaviour. Demographics are referred to the segments of population as divided by shared characteristic, in DEONTIC’s case by geographical location, Swansea centre. Psychographics is referred to the classification accordingly to attitudes, aspiration and values and in DEONTIC’s case, is all about ethical food from procurement to consuming. Behaviour is an analysis of population segment like buyer’s habits, spending habits, digital behaviour and hobbies and for DEONTIC Restaurant is important to use less plastic and paper and concentrate around digital product to ease the sale of food.
Goals of establish DEONTIC’s target market:
· Understand demographics, psychographics and behaviour of the customers desired to attract
· Refine the business plan so the execution of the pan is driven mainly by the target market
· Determine where the customers can be accessed ,how can be talked with them and what channelled can be used for marketing
· Identify differentiators as a business (what makes DEONTIC stand up) 
· Identify direct and indirect competitors

From 7 “P” of marketing goals , DEONTIC Restaurant will follow these 4 “P” :
1. Product : Ethical breakfast , improved as the customers want 
2. Price: Is the price calculated in relation with the positioning of the restaurant, competitors and profits margin, in DEONTIC’s case will be £10 per person
3. Placement: Positioning of the restaurant, in DEONTIC’s case will be in city centre of SWANSEA (old Eddie Rocket) Address: 1-3 York St, Swansea SA1 3LZ
Phone: 01792 466427
4. Promotion: The most effective channels for reaching the customers are online target market and real life. DEONTIC will target online market thru social media and in real life with posters and radio

3.2 Competitor analysis

1. Product
DEONTIC is a breakfast restaurant who will offer food that is sourced from local farms. All the food is based on today’s market including vegan, vegetarian, local sourced meat and with or without dairy. To continuously improve the variety of the food offered, a conversation with the customers will be adhere to.
2. Price 
       DEONTIC’s food and beverage price offered is based on what the customers are spending on a        
       Meal daily: £10 per person is calculated using the a medium pricing of the breakfast offered,   
       based on £8.95 for food and £1.05 for tea/coffee offering with breakfast.

3. Placement 
DEONTIC will be a breakfast restaurant opened in Swansea City centre where Eddie Rocket uses to be trading. The reason the restaurant will be opened there is to target customers that are passing by to work ; cinema, hotel and amusement building is closed by and is a few yards away from Wind Street , famous for people to have fun most evenings. 
4. Promotion 
DEONTIC will use social media to promote the business and the product of the business although the emphasis will be put on word of mouth. DEONTIC will have mass of people and potential customers passing by for different activities from the parking across the building and that will offer a possibility to maximise the footpath by using the posters.



3.3 SWOT analysis

SWOT research is an integral aspect of designing a successful marketing strategy. Strengths and weaknesses are internal problems within an enterprise, while opportunities and threats apply to external business elements. Bellow I described the Swot analysis for DEONTIC restaurant from the point of view of a market researcher:
 	    STRENGHTS: 
· Good location, near the Wind Street and parking spot
· Different marketing and promotion in relation with healthy and ethical food
· Fashionable concept adapted to 21st century where breakfast can be cooked allergy free, free from and/or vegan/vegetarian
· Great value of food provided, raw materials organic and fresh from locally sourced
· Family owned and the atmosphere is “like home” 
· Plastic free restaurant
WEAKNESSES:
· Only £100.000 our partnership investment 
· Financial risks : Start up bank loan with fixed rate
· No reputation
· Competitors  can offer similar product cheaper and lower price
· Market still in development for healthy food 
      OPPORTUNITIES: 
· Company can invest in itself as it family owned
· Potential to grow with lunch and dinner and possible food delivery
· Growing interest in people for organic food, fresh and healthy
· Increased Knowledge of customers of their own allergy and taste
       THREATS:
· Uncertain economic environment
· Brexit regulation and changing laws that affect business
· High cost of organic and locally sourced ingredients
· High competition with existing restaurant with cheaper ingredients in close proximity
· Food trends are changing swiftly 



3.4 Market strategy and implementation
When assessing the size of Swansea market, the approach will depend on type of business is created for potential customers, in this case ethical breakfast. Because the DEONTIC restaurant will serve initial just breakfast, will be classed as small cafe-restaurant and the approach for market insertion is local. The local market will is classed by potential customers and the market value. The definition of potential customer depends on type of business; in this case will be breakfast restaurant. Estimating the market value is more challenging than assessing potential number of customers because involve research on current and future competitors .
Here is a summary of steps taken to estimate a market value:
· Size = number of restaurants in Swansea that offer breakfast
· Renewal rate= number of people that buy ethical breakfast (vegan/vegetarian or free from) / total number of breakfast restaurant 
· Volume of transaction= size X renewal rate
· Value of 1 transaction= average price of ethical breakfast (vegan/ vegetarian or free from)
· Market value= volume of transaction X value 1 transaction
The information can and will be found by checking the competitors directly and indirectly. To check competitors directly is by going in the respective restaurants to have a breakfast enquired and ask the waiters any pertained questions. The waiters and managers will gladly tell you because they are proud and in this way the information will be easy accessible. To check competitors indirectly is to go to council and ask for statistic of specific restaurant that serve breakfast. Indirect action of checking the restaurants by statistic will involve extra work that takes time and a right person to read the information’s needed. 
To build a market strategy and implement it is important that DEONTIC restaurant will give what market need. This section of market need is essential because the knowledge of the market will be rigorous and will offer exactly what costumers are asking for. From a tactical point of view, market need research will offer a competitive edge without being explicit mentioning. DEONTIC’s market needs will be build around the premises of ethical food / free from and plastic free.  To build the market need of DEONTIC restaurant is to analyse competitor’s strengths and weakness to find the right approach for the market implementation.
                                            






     Existing Products                  New Products
 
	Market penetration strategy :
· Gain customers from competitors
· Bring new customers by using the internet and social media
· Convert first time customers into loyal customers

	Product Development strategy:
· Product modification via new feature like new ingredients or way to cook it
· Different quality levels so customers will have a price variety 
· “New” product : Ethical breakfast

	Market development strategy:
· New market segments : children’s menu, senior’s menu or full family menu
· New distribution channel like social media platforms for delivery 
· New geographic areas where the potential customers are inclined to care about ethical food intake
	Diversification strategy :
· Organic growth : ask and find what customer wants
· Joint ventures like delivery company 
· Mergers if the business take off and/or is overwhelmed
· Acquisition/ take-overs if the business evolve  




Existing Market






New Market 

Implementation of any market strategy plan is developed around the product DEONTIC restaurant is selling for evolution although the price and the placement of the physical restaurant are for establishment of a customer base. The placement as discussed it will be in old Eddie Rocket previous premises and the price is determined by the cost and competition market.
The product what DEONTIC restaurant is offered is ethical breakfast determined by what customers want as per the statement “We have a duty and obligation as ethical concepts for customers with our food”. The product will be put in a menu that represents the statement and priced accordingly to market need taking in consideration the cost of profit. 





A menu is established like:
[image: ]

Promotion refers to entire activity that communicate mainly external the product, brand and the service to potential customers. To reflect market need marketers, in this case I will undertake activities to inform consumers about the product sold and encourage potential clients to buy them. The activities like advertising, sale promotions, personal selling or social media are ways to build and encourage a promotion. 
Advertising must gain attention and send a message that reaches potential customers with the reason chosen for buying the product promoted. For initial stage DEONTIC restaurant will use advertising as step to promote the business via the internet, transit and radio.
1. Internet: We create a website for the business that is easy accessible for phone and PC users. Promotion of the website will be done by social media like Facebook, Instagram, Twitter, TikTok  and will be backed-up by Google SEO (search  engine optimisation). The exposure of DEONTIC restaurant via the internet will create a base of customers that will create more exposure by crucial WebPages like TripAdvisor .
2. Transit advertising is a way to promote DEONTIC business, locally, via public transportation like train, busses or taxi cars. Transit advertising is instrumental to create exposure for the business for potential customers that are not internet friendly although they commute daily.
3. Radio advertising is cost-effective way to promote the business towards customers that are working/staying inside. To create a add using radio is challenging in itself as it has to be 30 seconds and have to reach a variety of potential customers.

     The script: 
“Breakfast. 
Breakfast is the most important meal of the day your mama told you.  
               Exquisite avocado on toast or full breakfast:  we got you. 
Vegetarian or vegan: we got you.
Allergy or intolerance free: we got you.
Organic or free-range: we got you.
Breakfast and ethical: we got you.
DEONTIC Ethical Restaurant, the place where you got us.
 Address: 1-3 York St, Swansea SA1 3LZ
Phone: 01792 466427 “


































4. Resources 
As a businessman who is preparing to open a restaurant, recognising the time, resources, legalities and effort required to establish a food business is significant.
4.1         Physical resources 
Physical resources are basically the equipment needed for smooth operating a business. For DEONTIC breakfast restaurant are needed:
· Point of sale; or POS and is a effective system that track sales and inventory. This POS system allow to print reports that can be studied to lower food cost in a long term
· Small equipment. Each restaurant will have a small equipment stock and includes pots, pans, cutlery and crockery.
· Necessary functional equipment. DEONTIC restaurant will have ovens, open range cookers and stoves. These equipments will come with fixture and fittings although fixing or replacing them will have a high cost.
· Cold storage equipment include freezers, fridges and cooling station and can come in fixtures and fittings price or can be bought. 
· Helpful self-service equipment include salt and pepper shakes, sauce bottles or napkins and the cost of them is included in day to day operation
· Raw product and ingredients like meat, meat products, dairy and non dairy products or even spices used. All of these costs are integrated in day to day operation.

4.2 Financial resources 

Financial resources will be calculated accordingly to weekly and seasonal sales variances so the debt accumulated by opening the restaurant will be paid although the running of the restaurant will not be affected and still make a profit.   
Weekly Sales Variance. Generally, Sunday will be our strongest sales during the week. The sales volume is calculated as a percentage relative to Sunday for all other days. Hence our weekly sales will differ as follows:
	Monday: 55%
	Thursday: 95%

	Tuesday: 60%
	Friday: 90%

	Wednesday: 75%
	Saturday: 95%

	
	Sunday:100%



Seasonal Sales Variance. In SWANSEA, the most profitable sales period is October through the late season while the summer months tend to be the slowest restaurant timeframe. This pattern is mirrored in financials via the following seasonal volatility (where October is our most profitable month of sales):
	June: 70%
	October: 100% 
	February: 95%

	July: 75% 
	November: 95%
	March: 85%

	August: 80% 
	December: 95%
	April: 90% 

	September: 85% 
	January: 85% 
	May: 90%



[bookmark: _Toc512202753]Projected Cash Flow
The cash balance relies on the product movement and billing day’s estimates. We don't have loan purchases and our cash flow doesn't control the receivable accounts. Our predicted range of the same day is important, which is fair which normal in the restaurant industry. We don't plan to require any extra financial assistance, particularly though we hit the least productive months, since the downturns are built into the monthly sales fluctuations. The Appendix contains monthly projections about the estimated cash flow.
As a partnership involved in the opening of DEONTIC restaurant, we have a capital of £100.000 for start up. Calculations of the money that will be spend:[image: ]
A full year of cash flow and spending will be included in the appendix fig 1 and fig 2. Plus a spreadsheet:




4.3 Human Resources (HR)
HR as a definition is a department or support systems that are responsible for finding and hiring staff, monitoring applicants, developing and tracking skills, administering benefits and complying with associated government regulation and laws. A HR department is critical for well- being of any business that is trying to avoid major legal problems. As is a 3 people business operation and each individual is maximising their time with customers, the HR will be outsourced from one of four categories PEOs, BPOs, ASPs or e-services.
PEOs is professional employer organisation and assume full responsibilities for company HR, become a co-employer with full legal responsibilities for employees although will not be a legal partnership.
BPO is a business process outsourcing in all fields, not just HR. In HR, a BPO’s goal is to have the latest technology like self-access or HR data warehousing. The downfall of using this system is that it has to comply with UK GDPR laws in data protection.
ASP or application service providers is defined as a host service on the internet and rent it to users. In some packages, the software can manage payroll and anything related with staff finances. 
E-services are basically HR services that are web-based like BPOs or ASPs.
 To choose the most appropriate HR services is important that one of the partners will look for the providers that are offering the best services like Payroll administration, Employee benefits, HR management and Risk management or even on-call consultants. All these HR support companies for business will comply with Equality Act 2010, Employments Laws and Rights, Data Protection Act 2018 as part of GDPR (General data protection) and HMRC compliant.
In DEONTIC restaurant will work initially just the partners:
· Daniel Halici as Operation Manager and Chef in the kitchen
· Hayley James as Finance and HR Manager, and pastry chef
· Valentin Halici as Marketing Manager and a host/server
To comply with law in opening the restaurant all the partners will have all the paperwork accommodating The Food Standards Agency (FSA).
· Food Hygiene Certificate 
· Pest control regulation part of FOOD SAFETY REGULATION of the restaurant
· Food premises approval offered by the Local Council
· Restaurant Insurance like Public Liability insurance
· PRS for Music Licence
· Alcohol Licence if decided to offer alcohol
· Building Permit offered by Local Council 
· Planning Permission. A standard use for a restaurant in UK is A3 which is defined ‘Use for the sale of food and drink for consumption on the premises.'







5. Conclusion 
Entrepreneurs prefer to depict the marketing strategy for restaurants with a rather positive line, emphasising benefits and camouflaging the dangers. As company owners, we have a personal interest and financial investment in this restaurant's future. Our aim is to provide a concrete company, financial and marketing strategy that will not only meet our capital funding needs but also be used as daily business roadmap. DEONTIC restaurant will follow ethical rules of providing food and beverages to a variety of customers who desire to live their day to day life healthy and ethical. DEONTIC will have a strong start as the market in 2020 is predominated by desire to buy and sell ethical and the idea behind the restaurant, that to be ethical, will fill the gap in that market.
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Appendix

Fig 1
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EBITDA = Revenue – Expenses (excluding interest, taxes, depreciation and amortization)
Fig 2[image: ]
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image3.png
Restaurant with 40 seats
Budget 100k to spend
Rent 24k pa plus vat
Council rates 12k pa
Insurance 6k pa
Fixture and fittings 15k plus vat
Name change £10
Name printing and attach to the building £200
PoS management £400 pa
Health and safety and food hygiene compliance products £500
Crockery and cutlery 100pc each £2500
Total £58,610
Safety net £ 41,390

Electric and gas £36k pa with aprox £100/day
Running business price £41k pa with aprox £113/day
Total opening £213 per day

Based on 100 customers a day with £10 per customer = £1000
Running cost 22%

Food cost 35%

Beverage cost 20%

Labour 3 pax =30hours = 27% /£9 per hour

Profits 6% = £60 a day x 360 days =£21,600 pa
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cash flow  Deontic.xlsx


cash flow Deontic.xlsx
Cash flow

		Cash Flow

						 				 Month 3		 Month 4				 Month 6		 Month 7		 Month 8		 Month 9		 Month 10		 Month 11		 Month 12



						Month 1		 Month 2						Month 5

		Sales				£56,078		£64,089		£72,929		£82,321		£99,449		£102,211		£104,973		£93,924		£104,973		£93,924		£99,449		£99,449

		Direct Cost of Sales				£19,397		£22,168		£25,226		£28,475		£34,399		£35,355		£36,310		£32,488		£36,310		£32,488		£34,399		£34,399

		Other				£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0

		Total Cost of Sales				£19,397		£22,168		£25,226		£28,475		£34,399		£35,355		£36,310		£32,488		£36,310		£32,488		£34,399		£34,399



		Gross Margin				£36,681		£41,921		£47,703		£53,846		£65,050		£66,856		£68,663		£61,436		£68,663		£61,436		£65,050		£65,050

		Gross Margin %				65.41%		65.41%		65.41%		65.41%		65.41%		65.41%		65.41%		65.41%		65.41%		65.41%		65.41%		65.41%





		Expenses

		Payroll				£33,299		£33,299		£33,299		£33,299		£33,299		£33,299		£33,299		£33,299		£33,299		£33,299		£33,299		£33,299

		Marketing/Promotion				£1,457		£1,457		£1,457		£6,457		£0		£1,457		£2,457		£1,457		£0		£0		£0		£2,457

		Depreciation				£542		£542		£542		£542		£542		£542		£542		£542		£542		£542		£542		£542

		Leased Equipment				£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000		£1,000

		Accounting/Payroll Processing				£550		£550		£550		£550		£550		£550		£550		£550		£550		£550		£550		£550

		Legal Retainer Fees				£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200

		Business Licenses & Permits				£500		£500		£500		£500		£500		£500		£500		£500		£500		£500		£500		£500

		Credit Card Expense				£1,548		£1,548		£1,548		£1,548		£1,548		£1,548		£1,548		£1,548		£1,548		£1,548		£1,548		£1,548

		Bank Fees				£100		£100		£100		£100		£100		£100		£100		£100		£100		£100		£100		£100

		Music & Entertainment				£312		£312		£312		£312		£312		£312		£312		£312		£312		£312		£312		£312

		Training / Employee Retention Programs				£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0

		Repairs & Maintenance				£750		£750		£750		£750		£750		£750		£750		£750		£750		£750		£750		£750

		Utility Services (Gas/Electric/Water/Sewer)				£2,083		£2,083		£2,083		£2,083		£2,083		£2,083		£2,083		£2,083		£2,083		£2,083		£2,083		£2,083

		Telephone/Communication Expense				£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150		£150

		Insurance: Fire/Theft/Liability/Liquor/Product				£1,700		£1,700		£1,700		£1,700		£1,700		£1,700		£1,700		£1,700		£1,700		£1,700		£1,700		£1,700

		Restaurant Occupancy Cost (Lease)				£6,250		£6,250		£6,250		£6,250		£6,250		£6,250		£6,250		£6,250		£6,250		£6,250		£6,250		£6,250

		Payroll Taxes & Employee Benefits		17%		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0

		Exterminator/Trash Removal				£400		£400		£400		£400		£400		£400		£400		£400		£400		£400		£400		£400

		Dishware/Uniforms/Cleaning Supplies/Decor				£980		£980		£980		£980		£980		£980		£980		£980		£980		£980		£980		£980

		Printing/Paper/Postage/Subscriptions				£763		£763		£763		£763		£763		£763		£763		£763		£763		£763		£763		£763

		Facility (Exterior Cleaning/Grease Trap/Hood/Windows,etc.)				£0		£303		£303		£303		£303		£303		£303		£303		£303		£303		£303		£303

		R&D Meals				£0		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200		£200

		General Business Comps				£0		£0		£1,240		£1,240		£1,240		£1,240		£1,240		£1,240		£1,240		£1,240		£1,240		£1,240

		Owner Comps		15%		£177		£177		£177		£177		£177		£177		£177		£177		£177		£177		£177		£177

		Other Expenses (ComAreaMaint, etc.)				£350		£350		£350		£350		£350		£350		£350		£350		£350		£350		£350		£350



		Total Operating Expenses				£53,111		£53,614		£54,854		£59,854		£53,397		£54,854		£55,854		£54,854		£53,397		£53,397		£53,397		£55,854



		Profit Before Interest and Taxes				-£16,430		-£11,693		-£7,151		-£6,007		£11,653		£12,003		£12,809		£6,582		£15,266		£8,039		£11,653		£9,196

		EBITDA				-£15,888		-£11,151		-£6,609		-£5,466		£12,195		£12,544		£13,351		£7,124		£15,808		£8,581		£12,195		£9,738

		  Interest Expense				£1,727		£1,704		£1,680		£1,657		£1,634		£1,611		£1,587		£1,564		£1,541		£1,518		£1,495		£1,471

		  Taxes Incurred				-£5,447		-£4,019		-£2,649		-£2,299		£3,006		£3,118		£3,367		£1,505		£4,118		£1,956		£3,048		£2,317



		Net Profit				-£12,710		-£9,378		-£6,182		-£5,365		£7,013		£7,274		£7,855		£3,513		£9,608		£4,565		£7,111		£5,407

		Net Profit/Sales				-22.66%		-14.63%		-8.48%		-6.52%		7.05%		7.12%		7.48%		3.74%		9.15%		4.86%		7.15%		5.44%







Sales breakdown

		Sales Forecast

						 Month 1		 Month 2		 Month 3		 Month 4		 Month 5		 Month 6		 Month 7		 Month 8		 Month 9		 Month 10		 Month 11		 Month 12

		Sales

		Total Sales Food				£44,579		£50,948		£57,975		65,441		£79,057		£81,253		£83,449		£74,665		£83,449		£74,665		£79,057		£79,057

		Total Sales Bar/Beverages				£11,499		£13,141		£14,954		£16,880		£20,392		£20,958		£21,524		£19,259		£21,524		V19,259 		£20,392		£20,392

		Other				£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0

		Total Sales				£56,078		£64,089		£72,929		$82,321 		£99,449		£102,211		£104,973		£93,924		£104,973		£93,924		£99,449		£99,449



		Direct Cost of Sales				 Month 1		 Month 2		 Month 3		 Month 4		 Month 5		 Month 6		 Month 7		 Month 8		 Month 9		 Month 10		 Month 11		 Month 12

		Total Cost of Sales: Food				£15,603		£17,832		£20,291		£22,904		£27,670		£28,439		£29,207		£26,133		£29,207		£26,133		£27,670		£27,670

		Total Cost of Sales: Bar/Beverages				£3,795		£4,337		£4,935		£5,570		£6,729		£6,916		£7,103		£6,355		£7,103		£6,355		£6,729		£6,729

		Other				£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0		£0

		Subtotal Direct Cost of Sales				£19,397		£22,168		£25,226		£28,475		£34,399		£35,355		£36,310		£32,488		£36,310		£32,488		£34,399		£34,399
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Month 1  Month 2 Month 5

Sales £56,078 £64,089 £72,929 £82,321 £99,449 £102,211 £104,973 £93,924 £104,973 £93,924 £99,449 £99,449

Direct Cost 

of Sales £19,397 £22,168 £25,226 £28,475 £34,399 £35,355 £36,310 £32,488 £36,310 £32,488 £34,399 £34,399

Other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Total Cost 

of Sales £19,397 £22,168 £25,226 £28,475 £34,399 £35,355 £36,310 £32,488 £36,310 £32,488 £34,399 £34,399

Gross 

Margin £36,681 £41,921 £47,703 £53,846 £65,050 £66,856 £68,663 £61,436 £68,663 £61,436 £65,050 £65,050

Gross 

Margin % 65.41% 65.41% 65.41% 65.41% 65.41% 65.41% 65.41% 65.41% 65.41% 65.41% 65.41% 65.41%

Expenses

Payroll £33,299 £33,299 £33,299 £33,299 £33,299 £33,299 £33,299 £33,299 £33,299 £33,299 £33,299 £33,299

Marketing/

Promotion £1,457 £1,457 £1,457 £6,457 £0 £1,457 £2,457 £1,457 £0 £0 £0 £2,457

Depreciati

on £542 £542 £542 £542 £542 £542 £542 £542 £542 £542 £542 £542

Leased 

Equipment £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000

Accounting

/Payroll 

Processing £550 £550 £550 £550 £550 £550 £550 £550 £550 £550 £550 £550

Legal 

Retainer 

Fees £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200

Business 

Licenses & 

Permits £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500 £500

Credit 

Card 

Expense £1,548 £1,548 £1,548 £1,548 £1,548 £1,548 £1,548 £1,548 £1,548 £1,548 £1,548 £1,548

Bank Fees £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £100 £100

Music & 

Entertain

ment £312 £312 £312 £312 £312 £312 £312 £312 £312 £312 £312 £312

Training / 

Employee 

Retention 

Programs £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Repairs & 

Maintenan

ce £750 £750 £750 £750 £750 £750 £750 £750 £750 £750 £750 £750

Utility 

Services 

(Gas/Elect

ric/Water/

Sewer) £2,083 £2,083 £2,083 £2,083 £2,083 £2,083 £2,083 £2,083 £2,083 £2,083 £2,083 £2,083

Telephone

/Communi

cation 

Expense £150 £150 £150 £150 £150 £150 £150 £150 £150 £150 £150 £150

Insurance: 

Fire/Theft

/Liability/

Liquor/Pro

duct £1,700 £1,700 £1,700 £1,700 £1,700 £1,700 £1,700 £1,700 £1,700 £1,700 £1,700 £1,700

Restaurant 

Occupancy 

Cost 

(Lease) £6,250 £6,250 £6,250 £6,250 £6,250 £6,250 £6,250 £6,250 £6,250 £6,250 £6,250 £6,250

 Month 7



 Month 3  Month 4  Month 6  Month 8  Month 9  Month 10  Month 11  Month 12
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Payroll 

Taxes & 

Employee 

Benefits 17% £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Exterminat

or/Trash 

Removal £400 £400 £400 £400 £400 £400 £400 £400 £400 £400 £400 £400

Dishware/

Uniforms/

Cleaning 

Supplies/D

ecor £980 £980 £980 £980 £980 £980 £980 £980 £980 £980 £980 £980

Printing/P

aper/Posta

ge/Subscri

ptions £763 £763 £763 £763 £763 £763 £763 £763 £763 £763 £763 £763

Facility 

(Exterior 

Cleaning/

Grease 

Trap/Hood

/Windows,

etc.) £0 £303 £303 £303 £303 £303 £303 £303 £303 £303 £303 £303

R&D Meals £0 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200 £200

General 

Business 

Comps £0 £0 £1,240 £1,240 £1,240 £1,240 £1,240 £1,240 £1,240 £1,240 £1,240 £1,240

Owner 

Comps 15% £177 £177 £177 £177 £177 £177 £177 £177 £177 £177 £177 £177

Other 

Expenses 

(ComArea

Maint, 

etc.) £350 £350 £350 £350 £350 £350 £350 £350 £350 £350 £350 £350

Total 

Operating 

Expenses £53,111 £53,614 £54,854 £59,854 £53,397 £54,854 £55,854 £54,854 £53,397 £53,397 £53,397 £55,854

Profit 

Before 

Interest 

and Taxes -£16,430 -£11,693 -£7,151 -£6,007 £11,653 £12,003 £12,809 £6,582 £15,266 £8,039 £11,653 £9,196

EBITDA -£15,888 -£11,151 -£6,609 -£5,466 £12,195 £12,544 £13,351 £7,124 £15,808 £8,581 £12,195 £9,738

  Interest 

Expense £1,727 £1,704 £1,680 £1,657 £1,634 £1,611 £1,587 £1,564 £1,541 £1,518 £1,495 £1,471

  Taxes 

Incurred -£5,447 -£4,019 -£2,649 -£2,299 £3,006 £3,118 £3,367 £1,505 £4,118 £1,956 £3,048 £2,317

Net Profit -£12,710 -£9,378 -£6,182 -£5,365 £7,013 £7,274 £7,855 £3,513 £9,608 £4,565 £7,111 £5,407

Net 

Profit/Sale

s -22.66% -14.63% -8.48% -6.52% 7.05% 7.12% 7.48% 3.74% 9.15% 4.86% 7.15% 5.44%
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 Month 1  Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12

Sales

Total Sales 

Food £44,579 £50,948 £57,975 65,441 £79,057 £81,253 £83,449 £74,665 £83,449 £74,665 £79,057 £79,057

Total Sales 

Bar/Bever

ages £11,499 £13,141 £14,954 £16,880 £20,392 £20,958 £21,524 £19,259 £21,524 V19,259  £20,392 £20,392

Other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Total Sales £56,078 £64,089 £72,929 $82,321  £99,449 £102,211 £104,973 £93,924 £104,973 £93,924 £99,449 £99,449

Direct Cost 

of Sales  Month 1  Month 2  Month 3  Month 4  Month 5  Month 6  Month 7  Month 8  Month 9  Month 10  Month 11  Month 12

Total Cost 

of Sales: 

Food £15,603 £17,832 £20,291 £22,904 £27,670 £28,439 £29,207 £26,133 £29,207 £26,133 £27,670 £27,670

Total Cost 

of Sales: 

Bar/Bever

ages £3,795 £4,337 £4,935 £5,570 £6,729 £6,916 £7,103 £6,355 £7,103 £6,355 £6,729 £6,729

Other £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0 £0

Subtotal 

Direct 

Cost of 

Sales £19,397 £22,168 £25,226 £28,475 £34,399 £35,355 £36,310 £32,488 £36,310 £32,488 £34,399 £34,399
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DEONTIC BREAKFAST

Ethical organic Full Breakfast £9.95
Ethical Vegetarian Breakfast £9.95
Ethical Vegan Menu £9.95
* All come with toasted bread
with butter or margarine
* Include tea/coffee

DEONTIC Benedict £8.95

* add smoked salmon £3.25
DEONTIC Burrito £1.95
DEONTIC Vegan Burrito £1.95

DEONTIC VEGGIE BREAKFAST (V)
TENDERSTEM BROCCOLI, MUSHROOMS,
AVOCADO, FREE-RANGE POACHED EGG,
SMOKED BUTTER BEANS, SOURDOUGH TOAST |
£1.95

BREAKFAST ON TOAST

TOASTED BREAD WITH A CHOICE OF EITHER:
SMOKED BACON, SAUSAGES, FREE-RANGE EGGS,
FALAFEL OR HALLOUMI £4.50

FREE-RANGE EGG, GRILLED BACON, SAUSAGE,
AVOCADO ADD £ 2.00
GRILLLED HALLOUMI ADD £3.25

V:VEGETARIAN / VV:VEGAN / GF: GLUTEN FREE
/ N: CONTAINS NUTS

TOAST (V)
BUTTER & JAM £2.50

HOUSE CRUMPETS (V)
VANILLA BUTTER £3.50

ALMOND PORRIDGE (VV, GF, N)
CGLUTEN-FREE OATS, CHIA SEEDS, ALMOND MILK,
MAPLE SYRUP, MARKET BERRIES £4.50

BEANS ON TOAST (VV)
BUTTERBEANS COOKED IN SPICED TOMATO
SAUCE ON TOASTED BREAD £5.50

BEETROOT & AVOCADO TOAST (VV)
MARINATED TOMATOES, SUMAC, TOASTED RYE
BREAD £7.95

SMOKED TROUT & AVOCADO TOAST
BEETROOT, SUMAC, TOASTED RYE BREAD £9.50

PARMESAN SCRAMBLED EGGS
CHARRED SPRING ONIONS, TOASTED SOURDOUGH
£1.85

CHILDREN MENU:
FOR ALL CHILDREN UNDER 12 YEARS WILL BE HALF
PRICE FOR HALF PORTION





