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1. EXECUTIVE SUMMARY
Nature's Table Food Clinic is an innovative concept for dining in London. Focus on using natural ingredients. During the eating experience, employing seasonal and fresh ingredients from nearby organic farms is the focus. Nature's Table elevates the dining experience with inventive meals, chef-led activities, and educational programmes that focus on wellness and sustainability. 
The experienced team, led by General Manager Riccardo Stefanelli and F&B Manager Mariana Mironov, ensures operational excellence and customer satisfaction. HR Manager Fruzsina Valoczki and Restaurant Manager Vasile Florin Buzan oversee staff development and maintain high standards in operations.
Demand for health and organic food in the UK has led to the organic food sector. Nature's Table takes advantage of this movement by providing innovative, regionally grown, all-natural dishes. 
Personalised service, local support, and a strong commitment to environmental awareness set Nature's Table apart. Flexible menus, handcrafted ingredients, and engaging dining experiences cater to discerning London diners.
Revenue is projected from diverse offerings, including main dining, special events, catering, and branded product sales. Funding is secured through owner equity, a Kickstarter campaign, and a government startup loan.
Nature's Table is positioned for success, offering an unparalleled combination of organic cuisine, sustainability, and culinary innovation in London. 

2. THE BUSINESS IDEA
2.1 The Product/Service
The business plan is written for a distinct restaurant that serves modern culinary techniques and organic food. The concept involves utilising produce from farms and organic ingredients along with innovative cooking techniques to craft delicious and nutritious meals. Quality and sustainability are ensured as all of its products are sourced directly from nearby organic farms.
The menu will highlight the natural qualities of the product by showcasing creative cuisine combinations and premium ingredients. The restaurant will serve a selection of nicely selected organic wines and speciality drinks. 
The aims to set itself apart from rivals by teaching and entertaining guests about contemporary cooking methods and organic veggies through cooking lessons, chef tastings, and farm activities.
2.2 SWOT Analysis Summary
Risk Reduction Strategies
- Availability of raw materials: Replace missing ingredients with alternatives sourced from local sources. Collaborate with producers to forecast yields and plan procurement.
- Competition: Develop unique marketing campaigns highlighting the restaurant's concept and local ingredients. Engage audiences on social media and partner with local businesses for cross-promotion.
- Economic fluctuations: Offer attractive price-value options (e.g., lunch menus, seasonal promotions), continuously optimise operating costs, and expand revenue streams (e.g., catering, local product sales).
Maximising Opportunities
- Growing demand for local and fresh food: Participate in local markets, educate the public on healthy eating through workshops, and engage with local media.
- Partnerships with local producers: Organise joint events, cross-promote each other's offerings, and collaborate on new product development.
- Special events: Create special menus and events for seasonal holidays and thematic weeks featuring specific local ingredients.
Appendix A- SWOT Analysis
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3. THE TEAM
3.1   Key Personnel
Name and Company Position: Riccardo Stefanelli / General Manager
Skills and Experience: As an experienced leader, Riccardo is skilled in financial decision-making, team development, and strategy planning. His quick learning and effective communication skills enable him to build relationships and adjust to new situations. 
Role and Responsibilities: 
- Meets with the account manager to supervise inventory management and control purchasing.
- Developing guidelines and standard procedures to uphold operations with a focus on continuous quality and productivity.
- Maintains customer contentment through monitoring, evaluating, and inspecting food and beverage service offerings.

Name and Company Position: Mariana Mironov / F&B Manager

Skills and Experience: Mariana is a recognised expert in the food and beverage industry, known for building relationships and coordinating projects with excellent communication and organisational skills. She inspires and develops her team to accomplish shared objectives since she is an accomplished leader. She has a long history of employment and exceptional skills in time management, coordination, communication, leadership, and computer software.
Role and Responsibilities: 
- Oversee daily Front of House and Kitchen operations.
- Develop business plans and find commercial opportunities.
- Improve customer experience and stay updated on industry trends.
- Support menu production and costing.
- Plan promotions and manage event bookings and staff.

Name and Company Position: Fruzsina Valoczki / HR Manager

Skills and Experience: Fruzsina possesses several useful skills, including effective communication, sound judgement, knowledge of finances, leadership, and strategic thinking. In addition, she is exceptionally good at risk-management, empathy, multicultural sensitivity, cooperation, multitasking, and onboarding.
Role and Responsibilities: 
- Train new staff.
- Oversee daily activities and resolve issues.
- Conduct meetings for employee development.
- Perform reviews and help set professional goals.
- Manage time-off requests per regulations.

Name and Company Position: Vasile Florin Buzan / Restaurant Manager

Skills and Experience: Florin is a restaurant manager. He works with a kitchen staff waiters, front-of-house staff, restaurant owners, suppliers, and customers every day. His professional experience with food, beverages, restaurant operations, and hospitality, alongside his knowledge of finance, marketing, and legal regulations.

Role and Responsibilities: 
- Supervising stock levels and financial assets, working closely with food and drink suppliers.
- Making sure the restaurant follows licensing, food hygiene, and health and safety rules.
3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):
•	Sous Chef
- To support the Head Chef in daily kitchen operations and ensure high food quality and consistency, especially during peak hours.
- The current kitchen staff requires additional culinary expertise and leadership to maintain efficiency and quality.
•	Front of House Supervisor
- Enhancing customer service and optimising front-of-house operations to create a smooth dining experience for guests.
- There is a need for a dedicated role to oversee customer interactions, staff coordination, and service quality.
•	Waiter/Waitress
- To deliver outstanding customer service, receive orders, and guarantee guests enjoy a pleasant dining experience. 
- There is a need for more staff to handle increased customer volume and ensure timely service.
•	Barista
- To offer high-quality coffee and beverage service, enhancing the overall customer experience.
- The current staff lacks specialised skills in coffee preparation and barista services.
•	Cleaner
To make certain the restaurant upholds high levels of cleanliness and hygiene.
Having committed employees for daily cleaning tasks and maintaining a clean environment is necessary.
3.2.2 Training and Development:
•	Modern British Cuisine with Seasonal Ingredients Workshop
Provider: Ashburton Cookery School 
Participants: Sous Chef and kitchen staff
Outcome: Enhanced culinary skills, innovative menu development, increased confidence in using seasonal British ingredients
Cost: £399 (Ashburton Cookery School, 2024)
•	Organic Food and Sustainability Workshop
Provider: Centre for Alternative Technology
Participants: Kitchen staff
Outcome: Better understanding of organic principles, sustainable practices
Cost: £700 per person (Centre for Alternative Technology, 2024)
•	Customer Service Excellence Training
Provider: Learning Curve Group
Participants: Waitress and bar staff
Outcome: Improved customer satisfaction
Cost: Free Government Founded Course (Learning Curve Group, 2024)
[bookmark: _Hlk167371016]3.2.3 Outsourced Support / Key Partners:
•	Marketing and PR Agency
- Provider: Restaurant Genie 
- In order to promote recognition, draw in customers, and establish our business as a top player in natural and modern food, we work together with them to develop and implement promotional strategies for the restaurant, special occasions, and culinary workshops. 
- Cost: Estimated £1,999 per month for a comprehensive service package (Restaurant Genie, 2024).
•	Waste Management Service
- Provider: Affordable Waste Management
- They are a suitable partner for our restaurant, as they provide convenient, scheduled collection and recycling of food waste at competitive prices, ensuring responsible and sustainable management that aligns with our sustainability goals.
- Cost: Collections from £1.14 / day (Affordable Waste Management, 2024).
•	Restaurant Technology Provider
- Provider: Square 
- Internet reservation system, table management software, POS system integration, use of CRM tools and use of data analytics can simplify reservation, table management and online ordering resulting in better customer experience and greater operational efficiency, so we need to Square's services (Ann, 2024).
- Cost: £69/month (Square, 2024)
4. MARKET RESEARCH
4.1 Market Information, Trends and External Factors
[bookmark: _Hlk167374029]Facts & Data
The UK organic food market reached £3.1 billion in 2022, growing by 1.6% despite economic challenges (Organic Research Centre, 2023).
The catering sector experienced a 152% increase in organic food sales in 2022 (Bio Eco Actual, 2023).
Since 2011, the organic food and beverage market has shown almost annual growth, with sales in 2022 reaching around £2.9 billion (Bedford, 2024).
Trends
Demand for organic food continues to grow, driven by a commitment to sustainability and high consumer confidence (Specialty Food, 2023).
Consumers are increasingly prioritising sustainable and healthy foods, with innovation and technology playing a role in the growth of the organic food market (Bazaluk et al., 2020).
A 2023 survey indicates that while 88% of Britons consider the origin of their food, only 29% are willing to pay more for sustainable products (Mridul, 2023). However, there is a significant concern about the future of food supply, with 70% of respondents expressing worry (Mridul, 2023).
Key PEST Analysis Findings & Strategies
In order to address the labour shortfall that resulted from Brexit, Nature's Table offers attractive compensation and benefits to attract and retain local talent. The company additionally puts money into technology to make operations more efficient. The restaurant takes advantage of current health and wellness trends by focusing on organic, local foods and offering more vegetarian and vegan options on the menu. Convenience is improved by the easy-to-use online ordering platform and collaborations with delivery services. Engaging actively on social media helps build connections within the community and increases brand visibility. These tactics help address difficulties while also opening up possibilities for Nature's Table to succeed in the London market where there is strong competition. 
Appendix B- PEST Analysis
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4.2 Customer Profiles
1. Health-Conscious Professionals
[bookmark: _Hlk167374263]Demographics: 25-45 years old, middle to high income.
Key Motivations: Organic, sustainable food, health trends, social media sharing.
Our Appeal: Organic dining, modern cuisine, unique experiences.
2. [bookmark: _Hlk167374314]Eco-Conscious Families
[bookmark: _Hlk167374385]Demographics: 30-50 years old, middle income.
Key Motivations: Sustainability, healthy family eating, family-friendly environments.
Our Appeal: Sustainability, farm-to-table, family-friendly activities.
3. [bookmark: _Hlk167374414]Food Enthusiasts & Gastronomy Tourists
[bookmark: _Hlk167374443]Demographics: 20-60 years old, varied occupations and incomes.
Key Motivations: Culinary innovation, social media, new dining experiences.
Our Appeal: Innovative menus, chef-led events, cooking classes, organic beverages.
4.3 Competitor Profiles
1. [bookmark: _Hlk167374572]Farmacy
[bookmark: _Hlk167297066]Strengths
· Strong Brand Presence
· Sustainability
Weaknesses
· High Prices
· Limited Menu
Our Competitive Strategy
· Personalised meals
· Local sourcing 
· Interactive dining experience
· Community programs
Our USP
· Flexible/ unique menu
· Handcrafted ingredients
Our competitive advantage
· Personalised service and local support
· Environmental awareness
2. [bookmark: _Hlk167294929]Daylesford Organic
[bookmark: _Hlk167297103]Strengths
· Own Farm
· Wide range of products
Weaknesses
· Prices
· Luxury Image
Our Competitive Strategy
· Zero-Waste Kitchen
· Education
Our USP
· Completely Zero-Waste Kitchen
· Interactive and Educational Programs
Our competitive advantage
· Sustainability and Innovation
· Education and Community Building 
3. [bookmark: _Hlk167294953]Riverford Field Kitchen
[bookmark: _Hlk167297130]Strengths
· Farm-to-table concept
· Shared dining
Weaknesses
· Limited flexibility
· Location
Our Competitive Strategy
· Zero-Waste Kitchen
· Education
Our USP
· Virtual Farm Experience
· Exciting, Surprise Dinners
Our competitive advantage
· Wider Reach and Involvement
· Unique Gastronomic Experiences
5. MARKETING PLAN

5.1 Price
Our prices offer a mix of low cost and high quality, including lunch deals and set menus for regular meals, as well as pricier choices such as chef's tasting menus for unique events. Our prices are based on the top-notch quality of our organic ingredients sourced locally and our revolutionary cuisine, similar to other upscale farm-to-table eateries in London (Appendix C).
5.2 Product
Our dining experience combines modern elegance with natural elements. The ambiance is warm and inviting, featuring sustainable materials and handcrafted tableware. Artistic plating showcases the vibrant colours and textures of our locally sourced organic ingredients. Takeout and delivery utilise environmentally friendly packaging. Our brand design features imagery inspired by nature, uses natural colors with splashes of brightness, and communicates a clear message highlighting our dedication to organic, local, and inventive food. 
5.3 Placement
Offline: Physical restaurant in a prime London location, with potential partnerships for select products in local markets and shops.
Online: Online ordering for pickup and delivery through our website and third-party platforms, with eco-friendly packaging and efficient delivery.
5.4 Promotion
Nature's Table will raise awareness and promote our unique dining experience through a multi-faceted approach. Before launch, we will generate excitement through social media teasers, local partnerships, and influencer collaborations. Post-launch, we will secure press coverage, run targeted ads, and optimise our online presence. We will encourage customer loyalty by offering personalised communication, a loyalty program, and actively soliciting feedback. Furthermore, we plan to strengthen our connections with the community through organising events, engaging in local projects, and working closely with area businesses. Some examples are Instagram stories displaying behind-the-scenes content, specific Facebook ads, well-structured Google search ads, advertisement in local magazines, distributing flyers, and involvement in community events.
6.  KEY RESOURCES
6.1 Premises
Location: Stanhope Street, London NW1 (2,340 sq ft). A fully equipped, newly refurbished restaurant in a vibrant area with high foot traffic.
Costs
· Lease: £75,000 per annum.
· Business Rates (estimated): £7,485 (2024/2025).
Reason for Selection
· Ideal size and layout for the restaurant concept.
· Prime location with high potential for attracting customers.
· Minimises setup costs due to existing fit-out.
Sources:
· Zoopla (2024)
· Valuation Office Agency (2023)
· Government Digital Service (2012)
6.2 Equipment
[bookmark: _Hlk167312210]Kitchen: High-performance blender, Commercial juicer, Food dehydrator, Fermentation equipment
Supplier: Expondo (2024)
Dining Area: Sustainable tables and chairs
Supplier: Hill Cross Furniture (2024)
Biophilic design elements: Larger/ Medium-sized Smaller plants, Hanging plants
Supplier: Patch Plans (2024)
The restaurant will leverage existing equipment at the Stanhope Street location (bar, kitchen appliances) to minimise costs.
Technological tools: CCTV Systems
Supplier: Costco (2024)
Estimated Costs: £40,000
6.3 Key Suppliers
[bookmark: _Hlk167314497]Riverford Organic Farmers: Organic farm supplier delivering boxes of fresh, seasonal produce, including vegetables, fruit, dairy and bread, with a focus on sustainable farming and ethical practices (Riverford, 2017).
Weekly cost: £2,500 - £4,000 
The Ginger Pig: A trusted butcher specialising in high-quality, ethically sourced meat from heritage breeds, with a commitment to animal welfare and sustainable farming practices aligned with the restaurant's values (The Ginger Pig, 2024).
Weekly cost: £800 - £1,500.
7.  FINANCES AND START-UP SUPPORT
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7.1 	Financial Summary
Our restaurant's expenses include company registration fees (Townley, 2019), annual rent, business rates, staff wages and associated travel expenses for training and farm visits (supporting our farm-to-table concept), telephone and broadband costs, estimated utilities, and marketing managed by Restaurant Genie. We also have insurance covering property, liability, and employees, as well as capital expenditures for kitchen equipment, furniture, and technology systems. Additional expenses include staff training and development, accounting and legal services (contracts, licenses, ongoing support), waste management by Affordable Waste Management, stock purchases from Riverford and The Ginger Pig, bank charges, office supplies, and loan repayments at 6% interest over five years.
Income projections are based on main dining services, aiming to serve 50 customers per day at an average spend of £40. We will also generate revenue through special events like chef-led tastings and cooking classes, catering services (including take-out options), and branded product sales. The initial funding for our restaurant comes from the owner's equity, a Kickstarter campaign focused on sustainability, and a government startup loan (Godfrey, 2024).

APPENDICES
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Appendix D– Copy of Pitch Supporting Material
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Weekty Specials

Seasonal Specials
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Important Allergen Information
We take great carc in preparing the dishes on our menu, but please be aware that our ingredients may
contain allergens. In a restaurant environment, there is always a risk of cross-contamination with allergens.
If you or any of your guests have any food allergies or intolerances, please informus before placing your

arder.
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ingredients and modem
cooking techniques for a
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THE BUSINESS IDEA




image9.JPG
' SWOT ANALYSIS

Risk reduction

Availability of raw materials: Search for local alternatives,
cooperation with producers

Competition: Unique marketing campaigns and cooperation with STRENGTHS WEAKNESSES

local businesses + Community Connections + Avaiabilty and Consistency

Economic fluctuations: Offering attractive  value-for-money Creativity and Adaptability Higher Costs.
options and increasing cost efficiency. Freshness and Quality Marketing Challenges
Local Ingredients Unpredictability

Unique Concept Waiting Times

Exploiting opportunities

Growing demand for local and fresh food: Market research and OPPORTUNITIES THREATS
local media involvement + Growing Demand for Local and Fresh + Avalabilty of Raw Materials
Food
Cooperation with local producers: Joint events and product + Competition
+ Partnerships withLoca Producers
development *+ Economic Fuctuatons
Special events: Organisation of special menus and events + Specal Events

THE BUSINESS IDEA




image10.JPG
Key Personnel

GeneralManager ~ F8BManager  HR Manager

CXAIAN",

Fruzsina Valoczki

Riccardo Stefanelli  Mariana Mironov

Modern British Cuisine with Seasonal Ingredients Workshop

Provid

- Ashburton Chefs Academy
Participants: Sous Chef and kitchen staff
Outcome: Enhanced cuinary skils, innovative menu
development, increased confidence in using seasonal British
ingredients

Cost: £399 (Ashburton Chefs Academy, 2024)

Restaurant Manager

Sous Chef
Vasile Florin Buzan

Training and Development

Organic Food and Sustainability Workshop

Provider: Centre for Aftemative Technology
Participants: Kitchen staff

Outcome: Better understanding of organic
principles, sustainable practices

Cost: 700 per person (Centre for £Atemative

Technology, 2024)

00609

FOH Supervisor  Waiter Barista Cleaner

Customer Service Excellence Training

Provid

 Learning Curve Group
Participants: Waitress and bar staff

Outcome: Improved customer satisfaction

Cost: Free Government Founded Course (Learning
Curve Group, 2024)

THE TEAM
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Outsourced Support / Key Partners

Marketing and PR Agency

- Provider: Restaurant Genie

- In cooperation with them, we develop and implement campaigns promoting the restaurant, special events and cooking courses, which aim
to increase visibilty, atiract customers, and establish our brand as a leader in the field of organic and modern cooking

- Cost: Estimated £1,999 per month for a comprehensive service package (Restaurant Genie, 2024).

Waste Management Service

- Provider: Affordable Waste Management

- They are a suitable partner for our restaurant, as they provide convenient, scheduled collection and recycling of food waste at competitive
prices, ensuring responsible and sustainable management that aligns with our sustainabilty goals.

- Cost: Collections from£1.14 / day (Affordable Waste Management, 2024)

Restaurant Technology Provider

- Provider: Square

- Implementing an online booking platform, table management software, POS system integration, CRM tools, and data analytics can streamline
reservations, table management, and online ordering, enhancing the customer experience and improving operational efficiency.

- Cost: £69/month (Square, 2024)

THE TEAM
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Market Information, Trends and External Factors

Facts and Data Trends
UK organic food market: £3.1 bilion in 2022, 1.6% growth (Organic Research Growing demand: Continued growth due to sustainabilty and high consumer confidence
Centre, 2023) (Speciatty Food, 2023)
Hospitality sector: 152% increase in organic food salesin 2022 (Bio Eco Actual, Consumer priorities: Priority for sustainable and healthy foods, supported by
2023) technological innovations (Bazaluk et al., 2020)
Annual growth: Continuous since 2011, sales of £2.9 bilion in 2022 (Bedford, 2024) Survey 2023: 88% Britons pay attention to the origin of food, but only 29% are wiling to

pay more for it (Mridul, 2023)
Food supply concerns: 70% are worried about the future food supply (Mridul, 2023)

Key PEST Analysis Results and Strategies
B Labor shortage post-Brexit:

« Attract and retain local talent with competitive benefits

« Investment in technology to increase operational efficiency

# Health and Wellness Trends:

+ Emphasis on organic, local ingredients in marketing

+ Extended vegetarian and vegan menu

& Convenience and Availability:

+ User-friendly online ordering platform

+ Partnership with delivery services

+ Community and Brand Awareness

= Social Media Activity:

+Active social media presence to strengthen the social connection and increase brand awareness

MARKET RESEARCH
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Demographics:

Income:

Key motivations:

Ourattractions:

Health-Conscious Professionals

25-45-year-olds

Middle- and high

# Organic, sustainable food
'Y Health trends

# Social media sharing

1@l Organic meal
© Modenn kitchen

 Unique experiences

Target groups and their motivations

Eco-Conscious Families

30-50-year-olds

Middle income

T Sustainability
$i% Healthy family meal

# Famiy-friendly environment

# Sustainabilty
« Farm-to-table

2, Family-friendly activities

Food Enthusiasts & Gastronomy Tourists

20-60-year-olds

Diverse

®_ Culinary innovation

 Social media

1l New dining experiences

® Innovative menus
B Chef-led events
2 Cooking courses

I\ Organic drinks

MARKET RESEARCH
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Strengths:

Weaknesses:

Our Competitive Strategy:

Our Competitive Advantage:

Competitors Analysis

Farmacy

* Strong brand presence
¥ Sustainability

& High prices
B Limited menu

/@ Personalized meals

<% Raw materials obtained from local sources
& Interactive dining experience

¥ Community programs

™ Flexible/custom menu
we Handmade ingredients

* Personalized service and local support
® Environmental awareness

Daylesford Organic

 Ownfarm
& Wide range of products

¥ High prices
W Luxury image

W Zero-Waste kitchen
* Education

£ Completely Zero-Waste kitchen
& Interactive and educational programs

T Sustainability and innovation
% Education and community building

Riverford Field Kitchen
# Farm-to-table concept

ol Shared meal

© Limited flexibilty
1 Location

W Zero-Waste kitchen
* Education

@ Virtual farm experience
@ Exciting, surprise dinners

® Wider reach and involvement
1l Unique gastronomic experiences

MARKET RESEARCH
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Price
Our pricing balances affordability and quality, with lunch specials and prix-fixe menus for everyday dining, and higher-priced options like chef's tasting menus for special occasions. Our

prices reflect the premium quality of our organic, locally sourced ingredients and innovative cuisine, aligning with other high-end farm-to-table restaurants in London.

NATURE’S TABLE — : B o
Tl =

ectalfy Cocktails

ages

MARKETING PLAN
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Product
- Our dining experience combines modern elegance with natural elements
- The ambiance is warm and inviting, featuring sustainable materials and handcrafted tableware.
- Atistic plating showcases the vibrant colours and textures of our locally sourced organic ingredients.
- Eco-friendly packaging is used for takeout and delivery.
- Our branding incorporates nature-inspired visuals, earthy tones with pops of colour, and clear messaging that emphasises our commitmentto organic, local, and innovative cuisine.

Placement

Offline: Physical restaurant in a prime London location, with potential partnerships for select products in local markets and shops
Online: Online ordering for pickup and delivery through our website and third-party platforms, with eco-friendly packaging and efficient delivery.

Promotion

- Nature's Table wil raise awareness and promote our unique dining experience through a multi-faceted approach. Before launch, we will generate excitement through social media
teasers, local partnerships, and influencer collaborations

- Postlaunch, we will secure press coverage, run targeted ads, and optimise our online presence. We will foster customer loyatty through personalised communication, a rewards
program, and actively seeking feedback

- Additionally, we will buid strong community ties by hosting events, participating in local initiatives, and collaborating with local businesses.

- Specific examples include Instagram stories showcasing behind-the-scenes footage, targeted Facebook ads, optimised Google search ads, local magazine ads, fiyers, and participation
in community events.

MARKETING PLAN
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Rental property
Location: Stanhope Street, London NW1 (2,340 square metres). Afully equipped, newly renovated restaurantin a vibrant neighbourhood with high foot traffic

Expenditures
Rent £75,000 per annum
Business Taxes (estimated): £7,485 (202412025) Sources:
: Zoopla (2024)
Reasons for salaction Valuation Office (2023)
- Ideal size and layout for the restauran concept Government Digital Service (2012)

~Itisin a prime location with a high potential to attract customers.
- Thanks to the existing design, the start-up costis minimal

Equipment
Kitchen: High Performance Blender, Commercial Juicer, Food Dehydrator, Fermenter Supplier: Expondo (2024)
Dining area: Sustainable tables and chairs Supplier: Hill Cross Furniture (2024)
Biophilic design elements: Larger/Medium Size Small plants, Hanging plants Supplier: Patch Plans (2024)

The restaurant will use existing equipment (bar, kitchen appliances) from the Stanhope Street site to minimize costs.

Technological tools: CCTV systems Supplier: Costco (2024)

Total Estimated Cost: £40,000

Key Suppliers

Riverford Organic Farmers: Organic supplier with fresh, seasonal produce including vegetables, fruit, dairy and bread, with a focus on sustainable farming and ethical practices
Weekly Cost: £2,500 - £4,000

The Ginger Pig: Trusted butcher with high quality, ethically sourced meats with a focus on animal weffare and sustainable farming practices.

Weekly Cost: £800 -£1,500

KEY RESOURCES
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Expenditure

1.Company Registration (£12):
1. Source: Companies House online registration (Townley, 2019).
2. Reasoning: Standard fee for incorporating a business n the UK.
2.RentiRates (£82,485)
1. Breakdown: £75,000 for annual rent and £7,485 for estimated business rates
2. Reasoning: Market research on rental costs for prime locations suitable for our target demographic and foot traffic expectations.
3.5taff Wages (£268,500)
1. Components: Salaries for al staffroles, including management, kitchen, and front-of-house personnel
2. Reasoning: Competitive wages to attract and retain skilled staf, as outined in "The Team" section
4.TravellAccommodation (£2,000)
1. Purpose: Covers expenses for staff training sessions and farm visits to reinforce our farm-to-table concept
2. Reasoning: Necessary for professional development and buiding relationships with local suppliers.
5.Telephone (£1,200).
1. Includes: Multple business lines and a mobile plan
2. Reasoning: Ensures effective communication within the team and with customers.
6.Broadband (£340).
1. Service: Business-grade intemet.
2. Reasoning: Essential for reliable POS systems and online reservations
7.Utilties (£12,000)
1. Components: Electricity, gas, and water.

2. Reasoning: Estimated based on average consumption for similar-sized restaurants.

FINANCES AND START-UP SUPPORT
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8 Marketing and Materials (£24,000)

1. Service: Managed by Restaurant Genie at £1,999 per month

2. Reasoning: To promote our unique dining experience and attract our target market, as detailed in the Marketing Plan
9.Insurance (£5,000)

1. Coverage: Property, liabiity, and employee insurance.

2. Reasoning: Comprehensive coverage to mitigate operational risks
10.Capital Expenditure/Equipment (£40,000).

1. Items: Kitchen equipment, fumiture, and technology systems.

2. Reasoning: Investment in high-quality infrastructure to ensure efficient operations and exceptional customer experience.
11.Training & Development (£1,500);

1. Purpose: Workshops and training sessions for staff

2. Reasoning: Enhance skills and knowledge, supporting our commitmentto high standards and continuous improvement
12.Accounting/Legal (£5,000).

1. Services: Legal contracts, licenses, and ongoing accounting support.

2. Reasoning: Essential for regulatory compliance and financial management.
13.0utside Services (£411);

1. Service: Affordable Waste Management at £1.14 per day.

2. Reasoning: Ensures responsible and sustainable waste disposal, aligning with our eco-friendly practices
14.Stock/Materials Purchases (£130,000)

1. Suppliers: Riverford and The Ginger Pig

2. Reasoning: Regular supply of high-quality organic ingredients, critical for maintaining our farm-to-table promise.
15.Bank Charges (£500).

1. Includes: Transaction fees and account maintenance.

2. Reasoning: Standard banking expenses for business accounts.

FINANCES AND START-UP SUPPORT
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16.0ffice Consumables (£1,000)
1. Items: Stationery, printing supplies, and cleaning products.
2. Reasoning: Routine office supplies necessary for day-to-day operations
17.Loans Repayments (£5,800)
1. Details: Repayment of startup loan over five years at 6% interest.

2. Reasoning: Structured loan repayment to manage cash flow efficiently.

Income
1.Dining Services (£300,000)

1. Reasoning: Projected revenue based on seating capacity, average spend per customer, and expected foofal

2. Plan: The plan isto serve 50 customers a day who spend an average of £ 40 per person
2.Special Events (£200,000)

1. Reasoning: Additional revenue streams leveraging our unique concept
3.Catering Services C (£250,000)

1. Reasoning: Diversification of income to maximize profitabilty
4.Capital Introduced (£390,000)

1. Source: Owner's equity and private investments.
5.Funding (£15,000):

1. Source: Kickstarter campaign.

2. Reasoning: Crowdfunding to support our sustainable and organic infiatives
6.Loans/Borrowing (£25,000)

1. Source: Startup loan with a 6% interest rate.

2. Reasoning: Additional financing to support early-stage operations (Godfrey, 2024)

Year One ProfitiLoss
+Total Income: £1,180,000
+Total Expenditure: £579,748
+Profit £599,252

FINANCES AND START-UP SUPPORT
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SWOT ANALYSIS

STRENGTHS WEAKNESSES

« Community Connections « Availability and Consistency
« Creativity and Adaptability « Higher Costs

« Freshness and Quality * Marketing Challenges

* LocalIngredients * Unpredictability

* Unique Concept * Waiting Times
OPPORTUNITIES THREATS

« Growing Demand for Local and Fresh « Availability of Raw Materials

Food

« Competition
« Partnerships with Local Producers

« Economic Fluctuations
« Special Events
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POLITICAL FACTORS

+ Regulations and
Compliance

+ Impact of Brexit

+ Grants and Tenders

SOCIAL FACTORS

+ Health and Wellness
Trends

+ Changing Tastes and
Preferences

+ Community Support





