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Business Idea 
Currently, the restaurant business is highly in demand, as people are more likely to try new food items based on their preferences, tastes, and cultural aspects. By 2023, the restaurant market had grown by 5%, reaching nearly £19 billion. However, the area of licensed food and drink demand has steadily declined between the period of 2017 and 2023, and from 2024 it has started growing again. To recover from the loss experienced by the dining industry, the sector has focused more on increasing employment in the area to ensure the successful run of the businesses despite fewer overall establishments (Statista, 2023). In such a condition, Root & Ritual will appear as a sustainability-driven and hyper-seasonal business, which will start operating in a major UK city, Manchester, as a new player within the dining sector. 
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Figure 1: Business logo of Root & Ritual 
The restaurant will offer an immersive dining experience through the locally sourced ingredients, modern culinary techniques and traditional British food heritage. The uniqueness of the food joint will be established on three pillars, such as seasonality, storytelling and sustainability. To create a remarkable experience, the restaurant will change its menus every 6 to 8 weeks based on the availability of seasonal vegetables, fruits and non-vegetable items within a 50-mile radius of the location. In the menu, the contributions behind farmers, producers and the chefs will be mentioned to represent transparency and create emotional bonding with the guests. The food items will be sourced ethically as the business will operate under a zero-waste kitchen model. Unlike the other existing à la carte restaurants, this new startup will be exclusively focusing on the menus to create an immersive guest experience by blending modern culinary with traditional food items through a structured dining journey. The restaurant will majorly target the people within the age group of 25 to 45 who are young professionals, food enthusiasts and the ones who are ready to invest in dining that promotes sustainability. 
Product and Services 
Root & Ritual will offer a wide range of food, beverage and experiential dining services to deliver immersive engagement and culinary quality by considering the food preferences of the local people. Mainly, the restaurant will offer a five-to-seven-course seasonal tasting menu within the price range of £45 and £60 per person, where there will be both vegetarian and vegan options available to ensure broader market appeal and inclusivity. The menus will reflect concurrent British agricultural seasons such as “Coastal Spring,” “Harvest”, or “Winter Health”, as the menu will be changed every six to eight weeks to encourage repeat visits, exhibit the use of fresh and currently produced products and align the food with ingredient availability. Dishes will represent traditional British cuisine, which will feature the contemporary techniques used to make foods, wood-fired root vegetables, locally sourced and slow-braised meats, wild ingredients and foraged herbs. Offering beverages in pairing will also be accomplished to enhance the dining experience, which will involve non-alcoholic botanical pairings (£15–£20), local craft beer pairings (£18–£25) and English wine pairings (£25–£35) from the sourced regional breweries, vineyards and artisan producers to reinforce the sustainability ethos of the organisation. 
Apart from offering a wide range of food and beverages, Root & Ritual will also offer innovative services such as ingredient provenance cards, tableside finishing of selected dishes and ingredient provenance cards mentioning the details of food producers, ingredients and caloric values to better guide the guests on selecting the menu. Monthly, the restaurant will conduct “Farmer’s Night” events and a QR-based digital storytelling to entertain the guests. To represent sustainability, a zero-waste kitchen model will be considered where there will be partnerships with refillable wine systems, farms and minimal plastic usage. Such an integrated approach will enhance consumers’ perceived value and support long-term cost-efficiency. 
Objectives and USP 
In the short-term, Root & Ritual will aim to successfully launch in a high-footfall UK city such as Manchester and achieve 70 to 80% seating capacity by establishing a partnership with a minimum of 10 local suppliers and reaching the break-even point within 24 months of operation. In the long-term, the business will expand into a second location to enhance the annual revenue by 15% to 20% by gaining recognition for sustainable dining excellence and developing retail product lines. The Unique Selling Point (USP) of the business lies in multiple aspects, including its zero-waste operations, hyper-local 50-mile sourcing model, strictly seasonal tasting menus and immersive storytelling experience, which offers an accessible premium dining ritual which combines heritage, sustainability and experiential value. 
[bookmark: _k6ggndmkwlqv][bookmark: _Toc222916619]Element 2: Business Environment & Competitor Analysis
Environmental analysis (PESTLE)
Political:
Politically, the existing fiscal and regulatory pressures significantly impact hospitality, where restaurants need to comply with hygiene, stringent food safety and allergen laws, which are imposed by the established regulatory bodies, such as the Food Standards Agency, which enhances costs and operational requirements (Velaoras et al. 2025). Additionally, the UK Government introduced a 15% business rates cut for restaurants and pubs from April under its 2025 Autumn Budget (Clark, 2026). Such an approach will be helpful in reducing the operating costs, enhancing financial viability and cash flow for Root & Ritual. 

Economic:
From this aspect, the GDP in the UK just grew by 0.1% in the last quarter of 2025, which is not satisfactory as the economy witnessed 0.7% growth in early 2025, and the rate of expansion slowed from 0.2% to 0.1%, which has raised concerns regarding recession risks and weak economic momentum (BBC News, 2026). Thus, such an economic condition may restrict individuals from spending in restaurants and exploring foods. 
Social:
As reported by YouGov, 38% of Britons have reduced their food consumption from restaurants as the prices have increased by 65%. Additionally, the inflation of the UK by 3.8% remains higher than the 2% inflation target set by the UK government. As a result, nearly 50% of the population has adjusted their spending habits and started searching for fewer items and cheaper venues. However, more than 2 in 5 have reported dining at least once a month (Marsh, 2025). Thus, although the affordable pricing of Root & Ritual will attract UK consumers, it will be a bit challenging to ensure repeated visits unless the prices and inflation rate drop. 
Technological:
The technological environment has presented opportunities to enhance consumer engagement and operational efficiency by enabling businesses to use the emerging digital tools, such as digital ordering platforms, QR code menus, reservation systems and contactless payments for attracting clients and streamlining services through online channels (Zezar and Kalifia, 2025). Thus, as a newcomer, Root & Ritual needs to invest in targeted digital marketing and data analytics to enable deeper insights into consumer preferences and behaviour to reduce administrative burdens while enhancing consumer experience. 
Legal:
Legally, the business needs to comply with the existing employment laws, such as working time regulations, minimum wage and licensing for selling alcohol and labelling the caloric values and the presence of allergens to align the practices under the UK food law (Buckley and Lewis, 2022). Additionally, the regulations in waste reduction and environmental protection will demand UK restaurants to manage emissions, minimise single-use plastics and adopt sustainable practices, which will support the zero-waste ambitions taken by Root & Ritual. 
Environmental: 
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Figure 2: Growing demand for sustainable food consumption 
(Source: Feilden, 2022)
A recent survey of 2000 UK consumers has found that 45% of the consumers value the sustainability commitment of restaurants, and 27% of them prefer choosing restaurants that reveal their carbon emission information in meals (Feilden, 2022). As Root & Ritual will already inform the food ingredients, the involved farming and producing mechanisms alongside the food sourcing processes in the menu, it will be able to fulfil the environmental pressures. 
SWOT Analysis 
Strengths:
The strengths of Root & Ritual lie in its alignment of consumer preferences with locally sourced and sustainable dining. Additionally, the preference of UK consumers to prefer visiting restaurants which carry out sustainable operations (Feilden, 2022) is another strength of the firm, as it also focuses on less environmental impact, considering its zero-waste model. Such a trend will help Root & Ritual to drive consumer loyalty and keep premium pricing, as it will be engaged in hyper-local sourcing. Additionally, its storytelling and constantly changing menus in different seasons will cater to the consumers who are in search of unique meals instead of just food. 
Weaknesses: 
However, the declining economic growth and growing skill gap among the staff within the dining sector will affect the performance of Root & Ritual. Being a newcomer, it will also struggle to maintain expenses for rising wages, sustainably sourced goods and other costs of setup until the firm starts to gain profit. 
Opportunities: 
In terms of opportunities, the business will get acceptability due to its focus on sustainability, local sourcing and unique dining experiences, which will keep the firm standing out from the crowd even if it is a newcomer. 
Threats: 
However, the siloed growth of the UK economy and the lower likelihood of UK consumers spending on restaurants, alongside the competitiveness of the delivery services at more affordable costs, will erode footfall. To ensure long-term viability, the business needs to focus on strategic spending and cost control. 
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Market Segmentation and Target Customers
According to Arrnett (2024), effective market segmentation is crucial for businesses to effectively allocate resources and strategically position themselves to effectively meet the needs of target customers. Considering the environmental analysis and SWOT findings, Root & Ritual can adopt a multi-dimensional segmentation approach where it will categorise the consumers based on demographic, psychographic and behavioural variables. From a demographic aspect, the primary target market will be the young professionals falling under the age-group of 15 to 45 who earn nearly £30,000 per year and have completed graduation and post-graduation. In the UK, young professionals with moderate income prefer premium dining experiences and allocate discretionary income for spending in restaurants which are engaged in ethical sourcing and sustainability (Mejia, 2024). Geographically, as the restaurant will be established in Manchester, it will generally target consumers from this specific city at first, as the consumers here are aware of sustainability and prefer trying cultural food in independent dining settings. 
Compared to the segmentations above, psychographic segmentation is the crucial one to the concept where the target consumers are ethically aware, environmentally conscious, and experience-oriented customers who prioritise authenticity, provenance and social responsibility. Additionally, the research by Jaffari et al. (2025) has suggested that UK dining decisions are substantially shaped by the sustainability and transparency exhibited by brands among Gen Z consumers and millennials. From a behavioural approach, the restaurant will target “occasional diners” and “food enthusiasts” across Manchester and nearby cities who are in search of experiencing innovative dining instead of routine meals, which are influenced by peer recommendations, social media and restaurant reviews. Such a detailed segmentation strategy will help in positioning Root & Ritual within the casual yet premium experience niche. However, targeting the affluent and young professionals will limit the mass-market appeal. Thus, the business should adopt a differentiation strategy where it will be able to maintain premium-tasting menus alongside offering shorter lunch formats (within the price range of £25–£30) for widening accessibility without diluting brand identity. 




Application of the 4Ps of Marketing
Product: 
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Figure 3: Glimpse of Root & Ritual food items 
Root & Ritual will offer a wide range of hyper-seasonal five-to-seven-course tasting menus at an affordable range between £45 and £60 per person. The food items will be changed every 6 to 8 weeks as the foods will be sourced within a 50-mile radius of the restaurant. Apart from seasonal foods, it will include services such as monthly “Farmer’s Night” events, storytelling and tableside finishing. From a marketing strategy, it reflects an augmented product strategy where brands create consumer experiences through emotional and experiential concepts beyond the core products (Zeng et al. 2023). 






Pricing:
To differentiate itself, Root & Ritual will adopt a value-based premium pricing strategy where the menus will be priced at £45–£60 and optional pairings like Michelin fine dining services. Such an accessible premium pricing is aligned with the concept of value-based pricing, which reflects the experiential worth compared to the solely production cost (Helmold, 2022). However, to mitigate the risks related to the ongoing UK cost-of-living pressures, the restaurant needs to implement strategic pricing such as early-evening offers, weekend special discounts and referral points to keep consumers engaged. 
Placement:
For a successful hospitality business, location plays a crucial role (Nikhashemi et al. 2025). As the business will be located in high-footfall and culturally enriched areas like Manchester, it will be attracting consumers valuing independent dining. It also needs to offer consumers digital accessibility in the form of Google Maps optimisation, TripAdvisor listings and online reservation systems to ensure that people can explore them. According to Feldman et al. (2023), avoiding heavy reliance on delivery platforms helps newly developed restaurants to preserve brand positioning and food quality by limiting the takeaway options, which helps in brand extension. 
 Promotion               [image: ]
Figure 4: An Instagram Post after the brand's arrival 
Presently, social media platforms are heavily used by organisations to promote their offerings in a cost-effective manner (Madhura and Panakaje, 2022). Root & Ritual will promote its offerings through both online and offline channels. To ensure strengthening public relations, the firm will collaborate with sustainability bloggers and local food journalists for building brand credibility and launch collaboration dinners and events with local farmers to generate word-of-mouth marketing. In terms of online promotion, the brand will be using Instagram and TikTok to represent its visual storytelling aligned with the tableside theatre and plated dishes. Such an integrated marketing approach will help the brand to maintain consistency across each touchpoint. 
Marketing Strategies: Attraction and Retention
As Root & Ritual will be appearing in the UK in 2026, it needs to invest in digital marketing to satisfy the growing consumers’ needs for exploring restaurants online and acknowledging as much information as available publicly to make purchasing decisions. Firstly, the brand needs to develop a defined website and optimise it through Search Engine Optimisation (SEO) by targeting keywords such as “seasonal tasting menu UK” and “sustainable restaurant Manchester.” According to Singh (2024), new brands need to focus on new SEO as dining searches are highly driven by location search. In terms of online marketing, Instagram will be used as the primary platform, as it will enable the brand to illustrate behind-the-scenes preparation content and produce stories in image and video format to develop emotional engagement with consumers. In TikTok, the brand’s page will upload short-form storytelling and updates, whereas email marketing will be used for customer retention, where early booking access, loyalty incentives and early booking access will be given to the consumers (Mahalakshmi et al. 2025). The brand can use a quarterly digital newsletter titled “The Seasonal Ritual” for reinforcing brand storytelling and identity. Finally, the brand needs to diversify its businesses across platforms and build strong consumer advocacy. 
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Definition of Key Legal Structures
A sole trader refers to an individual responsible for operating and owning a business independently and retaining full control, who is also responsible for unlimited personal liability for debts (Akbar et al. 2024). In a partnership, two or more people or companies share responsibilities, ownership, liabilities and profits governed by a partnership agreement under the Partnership Act 1890 (Thorpe, 2024). On the other hand, a franchise enables an individual operating under a reputed brand using its intellectual properties and systems in return for royalties and fees, whereas a limited company is a separate legal entity from its shareholders, where liability is limited to certain persons (Wibowo et al. 2024). Social enterprise operates to accomplish certain environmental and social objectives to reinvest profits instead of just maximising shareholder returns (Boyer et al. 2023). Lastly, online enterprises mainly conduct business through digital platforms with lower physical overhead costs. 
Legal Structure of Root & Ritual
Considering the analysis of different legal structures above, Root & Ritual’s legal structure can be categorised as a private limited company (Ltd), which is justified considering the business type and operational prevalence. Firstly, limited liability will help the firm to protect its personal assets, the personal assets of founders, within a high-risk sector like hospitality, where failure rates are high. Additionally, a limited company structure increases the credibility with banks, suppliers and investors, which is central for securing external funding. Thirdly, the limited company structure will facilitate future expansion opportunities, potential multi-location growth and equity investment (Singh et al. 2025). Compared to partnerships and sole traders, the Ltd structure will enable clearer separation between management and ownership, where Root & Ritual will get flexibility in tax planning, corporation tax instead of income tax. Considering the capital-intensive nature of restaurant start-ups, the limited liability will contribute to the firm’s financial protection. 
Management Structure and Organisational Chart
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Figure 5: Organisational chart and managerial framework for Root & Ritual 
Being a start-up, Root & Ritual will develop a functional organisational structure based on its suitability for a single-site restaurant with expansion potential. At the top of the hierarchy, there will be a founder who will be responsible for accomplishing the role of managing director, as well who will take care of financial oversight, strategic direction, brand positioning and supplier partnerships. The head chef will be responsible for developing the menus, seasonal sourcing, food safety compliance, cost control and kitchen staff management. The Front of House Manager or the restaurant manager will be managing daily staff scheduling, operations, service quality and customer experience. Additionally, the kitchen team and sous chef will be responsible for preparing food items while not compromising on maintaining quality standards and ensuring zero-waste implementation and front of house staff will be explaining menu storytelling elements, delivering customer services and managing beverage pairings. There will be a part-time marketing and digital coordinator who will handle SEO, social media, reservation platform management and digital promotions. Such a lean structure will not only contribute to operational efficiency but also to the maintenance of strong standards over time. 
Financial Planning and Start-Up Funding
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Figure 6: Financial Planning 

To appear as premium-casual dining in an established city like Manchester in the UK, Root & Ritual needs to arrange a minimum of £500,000 initially to cover the basic expenses. For 6 months of rent and a lease deposit, it will require £60,000, whereas refurbishment and interior design will cost £120,000. Installation of the newly bought equipment, furniture and licensing will cost £90,000, £40,000 and £15,000 respectively. To give wages to the chef and staff for 6 months, the startup will require £130,000, whereas £25,000 needs to be invested for launching campaigns and marketing purposes, and £20,000 needs to be allocated for supplier deposits and initial inventory. 
Potential funding sources with justification 
Founders need to personally contribute around £100,000 to eliminate the borrowing needs, alongside seeking a commercial bank loan of nearly £200,000–£250,000, supported by the UK Government’s Start Up Loan Scheme. However, the loan will increase repayment needs. Angel investors will pay the rest in exchange for equity stakes, and crowdfunding platforms will also be used. Such an integrated funding strategy will reduce financial risk while supporting growth. 
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