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[bookmark: _Toc243004893]Executive Summary
Spice Route Indian Kitchen is an Indian restaurant in Birmingham, United Kingdom. That is providing inexpensive, easy dine-in, take-out, and delivery. The restaurant will have a wide variety of Indian dishes, including Indian Vegetarian dishes, Biryani, curries, tandoori, and other Indian dishes to meet the requirements of students, working professionals, families, and the local community. The business is aiming to be successful in all aspects due to its confidence in offering low-cost food prices, a wide range of food options, and ease of ordering, as well as a strong customer service orientation. It will concentrate on offering reliable and dependable service and quality food products, while meeting customer demands and the local market. The business model will take into account environmental sustainability and community support. These will be achieved by better use of stock, re-use and recycling packaging where possible, local staff recruitment, and the use of appropriate local ingredients. Opening costs are expected to be in the order of £54,500 for premises costs, the kitchen equipment, furniture, opening stock, marketing, compliance costs, and working capital requirements. Depending on the availability & eligibility, the funding sources could be owner investment, business loans/private investors. Despite facing challenges from competitive restaurants and the increasing cost of living, the implementation of market research, digital marketing tactics, and financial practices could contribute to the ongoing success and sustainability of the restaurant.
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[bookmark: _Toc243004894]1. Overview of the Business Idea
[bookmark: _Toc243004895]1.1 Business Concept and Services
Spice Route Indian Kitchen is a proposed Birmingham restaurant with dine-in, takeaway collection, and online ordering. It will offer curries, biryani, tandoori cuisine, and vegetarian options. The three channels are flexible, and the prices are affordable, providing convenient meals for students, workers, families, and residents at a variety of events and price points.
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Figure 1: Spice Route Indian Kitchen
Source: Created by Author
[bookmark: _Toc243004896]1.2 Target Customers and Unique Selling Proposition
Target customers are students, working professionals, families, and residents who look for Indian food. Its claim to fame will be affordable options, a range of menu choices, and flexibility in service (Towland, 2014). Moreover, Tang and Chin (2024) stated that competitive advantage relates to the way business value is created. Therefore, the concept must provide consistent food quality, efficient service, and competitive prices. These advantages are speculative and should be compared with those offered by other restaurants.
[bookmark: _Toc243004897]1.3 Legal Structure and Management
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Figure 2: Proposed Legal Structure and Management Structure of Spice Route Indian Kitchen Ltd
Source:(Created by Author,2026)
The proposed legal structure is a Private limited company (Ltd), subject to registration and advice. A company is a legal entity separate from its members, and shareholders are generally only liable to the extent of their investment; directors have legal and accounting obligations and are responsible for keeping the company's records (Waqas and Rehman, 2016). The owner-director will be responsible for finance, compliance, and strategy. A kitchen manager will oversee the stock and shifts, while chefs will cook, front-of-house staff will arrange seating and customer service, and a member of staff will be responsible for arranging takeaway and delivery orders.
[bookmark: _Toc243004898]1.4 Sustainability and Community Support
Spice Route will keep a record of waste each day, turn food over, and change buying habits to minimise spoilage. Staff engagement and stock control are utilized to deal with food waste in restaurants (Munir, 2025). Recyclable or reusable packaging will be used where affordable, available, and food-safe. The restaurant will seek to hire locally, evaluate local suppliers based on quality and price, and look at community partnerships. These actions may have positive impacts on the environment and local employment, but may involve packaging, availability of suppliers, and waste-monitoring systems requiring costs and regular review, and explaining results to staff and suppliers.
[bookmark: _Toc243004899]2. Market Research
[bookmark: _Toc243004900]2.1 Market and Customer Analysis
There is a vast range of potential customers for Spice Route Indian Kitchen in Birmingham. According to the 2021 Census, 1,144,900 people reside in the area, with 31% describing themselves as Asian, Asian British or Asian Welsh (Office for National Statistics, 2023). This diversity may be a good context to research Indian cuisine, but not necessarily for a new restaurant. The target customers will be students, working professionals, families, and residents looking for quick meals. Prior to choosing a particular neighbourhood, research needs to be undertaken to compare footfall, local competition, customer budgets and delivery coverage.
[bookmark: _Toc243004901]2.2 PESTEL Analysis
Table 2:PESTEL Analysis
	Factor
	Analysis and proposed response

	Political
	Birmingham City Council offers eligible startups business-planning and financial guidance. The restaurant should research support options before planning for assistance with funding (Forrest et al., 2021).

	Economic
	Margins may be reduced due to higher food costs, rent, and energy costs. Employment cost pressures grew in April 2026 with the National Living Wage rising to £12.71 per hour (Low Pay Commission, 2026). Menu costing and staff scheduling are thus vital.

	Social
	The variety of people in Birmingham presents an opportunity to trial demand for Indian dishes and vegetarian options. There is a need to build preferences and affordability, as well as dietary requirements, through customer surveys; not assuming uniformity of preferences (Office for National Statistics, 2023).

	Technological
	Digital ordering, payments and delivery platforms enhance convenience. Despite the pandemic, takeaway and meal delivery orders were found to be high among household purchases in Britain (Żurek and Rudy, 2024). Platform fees need to be evaluated before Spice Route is adopted.

	Environmental
	Food waste is an unnecessary environmental and economic burden. Sarna, Das and Singh (2026) stated that waste should be measured and managed. Waste and operating costs can be minimised by implementing stock rotation, portion control and suitable packaging.

	Legal
	Food businesses are required to register with their local authority at least 28 days before they start to trade and to manage food safety (Food Standards Agency, 2023). Compliance procedures and staff training must be in place before the launch of a project.


Source: (Myself, 2026)
[bookmark: _Toc243004902]2.3 Competitor Analysis
Table 3:Competitor Analysis
	Competitor
	Positioning and menu evidence
	Implication for Spice Route

	Dishoom
	Bombay-inspired dining, with dishes such as Chole Puri Halwa priced at £15.50 (Dishoom, 2026).
	Compete through accessible meal pricing and convenience.

	Mowgli
	Indian street-food concept; chicken frankie wraps cost £8.90, with delivery available (Mowgli, 2026).
	Menu variety alone is insufficient; value and execution matter.

	Lasan
	Established Indian restaurant offering an elevated dining and tasting-menu experience.
	Differentiate through affordability and flexible service channels.


Source: (Myself, 2026)
[bookmark: _Toc243004903]2.4 Market Opportunity and Risks
Spice Route may have the potential to attract customers who want to find an easy way to access Indian cuisine, but it is challenging due to some risks: established competitors, rising costs, and unclear demand. The key to success is choosing the right neighbourhood, confirming prices with the customers, managing food and labour costs, and providing quality consistency. It would be wise to run a small-scale launch and periodic cash-flow checks to determine viability before expansion (Nováková, 2024).
[bookmark: _Toc243004904]3. Marketing Communications
[bookmark: _Toc243004905]3.1 Positioning and Marketing Objectives
The Spice Route will be established as a low-cost and easy-to-access Indian eatery that will serve diverse cuisine and be conscientious. Its goals include creating awareness among Birmingham students, workers, and families; attracting first-time visitors to its restaurants; and promoting repeat customers by maintaining high-quality food and service throughout all points of contact (Lemon and Verhoef, 2016).
[bookmark: _Toc243004906]3.2 Digital Marketing Strategy
Instagram and Facebook/Messenger will host cooking videos, menu highlights, and launch offers for various age groups; UK adults heavily use Facebook/Messenger, whereas younger adults are highly active on Instagram and TikTok (Albattat et al., 2025). A mobile-friendly website will display prices, hours, allergens, location, and ordering options. A verified Google Business Profile can display photos and details. While delivery can reach more customers, it is important to consider the commissions and any promotional fees that need to be paid before choosing (Kumar and Ciddikie, 2023).
[bookmark: _Toc243004907]3.3 Promotions and Customer Retention
[bookmark: _Toc243004908]There will be some offers to launch, which will be student meal packages and lunch packages offered during the weekdays, advertised in surrounding universities and workplaces. Awareness can be raised by partnerships in the community, and a simple loyalty scheme can be implemented for repeat customers. There should be a time limit on promotions, and they should be compared with normal sales prices. In addition to restaurant discounting, and based on the research that has been carried out in restaurants, the quality of the food and service also has a part in creating the return of the customers in the restaurant (Tjoeanda and Hartono 2026). Rewards need to be profitable and encourage repeat custom.
3.4 Marketing Performance Measures
[bookmark: _Toc243004909]Customer acquisition cost, number of orders, repeat purchase ratio, average transaction value, and conversion rate for the campaigns will be monitored on a monthly basis. There will be benchmarking of the results using Channel / Promotion (Ali & Shabn, 2024). Spice Route should only invest in areas where there are measurable sales or retention values and should track the fee paid for delivery as well as the profits generated at the end of every order, to ensure the margins and cash flow are maintained.
4. Financials
[bookmark: _Toc243004910]4.1 Startup Funding Requirement
This budget includes £54,500, which is based on a leasing deal for a restaurant, with an existing kitchen and minimal structural work needed. The price range for a small-sized fitted restaurant would be from £40,000 to £80,000. The working capital of £12,000 helps to maintain liquidity (Atrill and Mclaney, 2022).
Table 4: Startup Funding 
	Startup item
	Cost

	Deposit and first rent
	£8,000

	Kitchen equipment and furniture
	£25,000

	Opening stock
	£3,000

	Professional fees and insurance
	£2,500

	Branding, website, packaging and small equipment
	£4,000

	Working capital
	£12,000

	Total
	£54,500


Source: (Myself, 2026)
[bookmark: _Toc243004911]4.2 Funding Sources
Funding includes £24,500 investment by the owner, £20,000 investment provided by a Start Up Loan, and £10,000 investment from private sources. The interest rate for a Start Up Loan is fixed at 7.5% for the term of the loan, which can range from one to five years, and eligibility and credit checks apply. The monthly repayments are around £401. Investors can take away some of the equity, but loans need to be repaid.
[bookmark: _Toc243004912]4.3 First-Month Expenses
The estimated cost of staff is £10,500, including employer costs. The adult National Living Wage is set at £12.71 per hour from April 2026 (Low Pay Commission, 2026). Rent, insurance and opening stock are prepaid within startup costs.
Table 5:4.3 First-Month Expenses
	Additional month-one costs
	Amount

	Rates, utilities and internet
	£1,400

	Wages and employer costs
	£10,500

	Ingredient and packaging restock
	£2,400

	Ongoing marketing and delivery fees
	£950

	Loan repayment
	£401

	Total
	£15,651


Source: (Myself, 2026)
[bookmark: _Toc243004913]4.4 Six-Month Cash-Flow Assessment
The uploaded workbook is empty, so the following forecast is based on illustrative assumptions. Monthly sales jump from £18,000 to £30,000 as sales move online and into dine-in, takeaway and delivery. Opening stock is prepaid, and further purchases of stock are assumed at 30 per cent of sales. Other outflows reach £16,751 monthly from month two.
Table 6:Cash-Flow Assessment
	Month
	Sales
	Stock purchases
	Other outflows
	Net flow
	Closing cash

	1
	£18,000
	£2,400
	£13,251
	£2,349
	£14,349

	2
	£21,000
	£6,300
	£16,751
	−£2,051
	£12,298

	3
	£23,000
	£6,900
	£16,751
	−£651
	£11,647

	4
	£25,000
	£7,500
	£16,751
	£749
	£12,396

	5
	£27,000
	£8,100
	£16,751
	£2,149
	£14,545

	6
	£30,000
	£9,000
	£16,751
	£4,249
	£18,794


Source: (Myself, 2026)
Cash is positive but dips to a low of £11,647 in month three. Weak sales or increasing costs may jeopardize liquidity, and weekly monitoring of cash flow and stock control is critical.
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CASH FLOW

Loan- start up capital £ 54500
Sales (total sales of product and/or services) £18,000
Other £0

Total cash in-flows (A) £72,500
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Rent or premises costs £8,000
Business rates for your business premises £500
Utilties (gas, electricity, water) £750
insurance £1,000
[Telephone and internet £150
Marketing and advertising expenses £2,500
[Vehicle running costs £0
[Equipment purchase or leasing £25,000
Postage, printing, stationery £0
[Transport and delivery £350
Professional fees (legal, accounting etc.) £1,500
Cost of sales (cost of product) £5,400
[Wages your own £0
Staff wages £10,500
|Any other — packaging and smeall equipment £1,500
|Any other — loan repayment [£401
[Total cash outflows (8) |£57,551

Your net cash flow (A-B) £14,949
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