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For Hotel Trinity, the restaurant concept devised is that of a fine dining restaurant. This is defined as the type which offers fine dining – an experience where everything is more curated, expensive, luxurious, and has more quality (Tsaur and Lo, 2020). Fine dining restaurants are popular in the UK, especially in London and other metropolitan cities, as people from different backgrounds are accumulated there, so Michelin-starred restaurants are not uncommon (Cassar et al., 2020). Therefore, Hotel Trinity would enter this market with this restaurant concept. To make it more unique, the cuisine served will be entirely Italian. This decision was not picked only because of the large number of Italians in the UK or to give British people an Italian taste, but also because of intercultural competence. More specifically, intercultural competence is necessary in the service industry as it induces a more diverse and inclusive environment where no one can feel left out on the basis of their culture (Vrontis et al., 2021). Therefore, this new restaurant concept will aim to fulfil such a criterion to differentiate itself in the market from its competitors. The restaurant will follow the particulars of every fine dining restaurant and will try to contribute to spreading awareness about the richness of the Italian cuisine.
Considering how this will be a fine dining restaurant, the target audience is affluent customers who can afford to spend extra for a fine dining experience. This is because only wealthy people can afford to dine in at such restaurants because of the pricey items (Jin et al., 2015). Next, people who value the experience besides the food are also the targeted customers, along with people who are food enthusiasts and aim to try different kinds of dishes to check their quality and taste. Finally, Italians wishing for some homely taste and people who are either intrigued or partial to Italian cuisine are also targeted customers. Furthermore, what makes a restaurant special is its menu. Therefore, for Hotel Trinity, the menu will be designed by keeping the theme in mind. Since fine dining is the aim, the menu will contain starters, main courses, desserts, beverages, and special dishes. The chosen items for each category will rest on the decision of aiming for food that is of the highest quality, comes with sophisticated cutlery, is made with expensive and excellent tasting ingredients, and will delight the tastebuds of even the most critical food enthusiast (Peters and Remaud, 2020). Hence, by keeping this in mind, the menu will be constructed
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