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[bookmark: _Toc112803932]Introduction
Businesses in the 21st century must have clearer goals and guidelines that help in managing the business. In the present era of globalisation, it is important to create an effective strategy for growth that would ensure that the business could determine the financial needs of the future and make the business as attractive as possible. Appropriate external and internal analyses are prerequisite for starting a successful business. This report is about a new restaurant business to be established within a garage. The name of the business is Car & Caviar- A Destination Garage, where customers visiting the garage would be able to relish good food within the waiting time.
[bookmark: _Toc112803933]Business description 
Mechanic garage or automobile repair shop is referred to any establishment that is meant for repairing automobiles by auto mechanics and other associated technicians. These garages are busy workplaces for fixing cars, where customers spend a significant waiting time. Usually the customers are in a hurry to fix their cars and go somewhere, especially work. This waiting time of the customers can be turned into an opportunity for a new business. The idea is to serve fast food to the customers, which would be of ensured high quality. Though the restaurant would be relying on the customers of the garage at the initial stage, it would also be open to non-customers of the garage, the pedestrians walking past. A steady stream of sales would also occur because of the food orders from the garage mechanics. 
[image: ]
Figure 1: Car & Caviar- A Destination Garage 
(Source: Created by Author)
[bookmark: _Toc112803934]Mission and Vision Statements 
Mission Statement: The mission is to provide quick quality meals to its customers and ensure that they have quality time and save time while waiting through sustainable means.
Vision Statement: The vision is to innovate and break the notion of exclusivity in fast, health and premium food through absolute talent in cooking and serving.
[bookmark: _Toc112803935]Business Objectives 
· To achieve high popularity through quick and quality delivery 
· To stand out in balancing both taste and nutrition 
· To set change in trend in garage service experience and quality of waiting time 
[bookmark: _Toc112803936]Business Structure 
The company would be following a horizontal organisational structure. This is suitable because there not much scope for hierarchy. Good teamwork headed by strong leaders would be the way to go for Car & Caviar. Working in small teams would make it easier for the staff to follow the two or three chain of commands, where the ownership would make the top chain of command, followed by a layer of managers, further followed by team leaders. This way the management would also have better control over the individual team members.
[bookmark: _Toc112803937]Service Description 
The USP of Car & Caviar would be in breaking stereotypes. From finding a restaurant that would serve fast food that includes delicacies, assuring fresh and healthy ingredients, to finding such a well managed restaurant with a garage. Everything about the restaurant would be directed towards the flexibility of choice and satisfaction of the customers. Through greater customer satisfaction, the business would be able to achieve greater brand loyalty (Cuong, 2020).  
The restaurant would serve a variety of dishes comprising sandwiches, burgers and also sushi and caviar. The feasibility of the variety would be ensured by the location of this garage cum restaurant. It would be located at one of the busiest streets of London that would also be very close to the market for food ingredients, to minimise travel costs. Cost minimisation strategy would enable the business to escalate profits in the long run (Oldman and Tomkins, 2018). In order to maximise sales, the business would offer online food delivery and counter takeaway. For ensuring smooth and effective online delivery and book takeaways, the business would activate a business application, website of its own that would also be linked with various social media, and the business logo would be uniformly projected, as shown in the figures below. 
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Figure 2: Business online
(Source: Created by author)
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Figure 3: Business packaging 
(Source: Created by author)
[bookmark: _Toc112803938]Marketing analysis and trends
The concentration of mechanic garages in London is quite dense, as shown in Figure-4 below (Google Maps, 2022). This is because of the wide use of cars by residents and office goers on a daily basis. From Figure-5 in can be seen that the market for fast food is also very competitive, considering the number of fast food restaurants located in London (Google Maps, 2022). However, one must notice that the clusters of restaurants and garages are concentrated in slightly different areas, as far as the map goes. Therefore, it can be safely said that there is a dearth of coexistence of mechanic garages and well do to fast food restaurants in London. This is an indentified gap of opportunity.
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Figure 4: Map- mechanic garages in London 
(Source: Google Maps, 2022)
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Figure 5: Map- Fast food restaurants in London 
(Source: Google Maps, 2022)
As shown in Figure-6, people of all ages in London are inclined to eating at restaurants, while the youth are more inclined to eating restaurant food on a regular basis (Statitsta, 2022). The older age brackets generally avoid restaurant food for health reasons.
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Figure 6: Age wise frequency of visits to restaurants in London 
(Source: Statista, 2022)
[bookmark: _Toc112803939]STP
The Segmentation, Targeting and Positioning model has been designed for making effective marketing strategies and executing them optimally (Camilleri, 2018). Considering the market segments, there are several segments in consideration of the business that include age, occupation and preferences. The age groups can be divided into children (0-9), adolescents (10-19), young adults (20-39), middle adults (40-59) and old age (60 and above). Occupation can be divided into students, working and retired. Preferences can be divided into healthy and tasty and online and offline. 
Considering the segments, adolescents, young adults and middle age adults would be targeted, this is because these age brackets are more prone to eating outside food and have the means to purchase. In the occupation category, only the working segment would be targeted. All segments of preferences would be targeted, when it comes to preferences. 
In order to target the adolescents, young adults and the middle age adults, the business would offer a wide variety of junk and exquisite dishes that are generally not served at small counters. The menu would comprise choices that are pocket friendly and choices that can be termed as premium. Working customers whether going to office or working from home would be attracted through physical and online platforms. The garage would serve as the physical meeting point of the business and the garage customers, who would mostly be office going. The USP of Car & Caviar is that the customers get all they want health and taste at the same time, which can they can purchase and eat at the restaurant, order a takeaway at the counter, pre-book a takeaway and order from the menu from their home through the business’s application or website.
[bookmark: _Toc112803940]SWOT 
	· Small teams – easy coordination
· Skilled labour
· Innovation
· Growing market access

	· Meeting large orders with less staff
· Large range of food options- not feasible
· Inventory refrigeration - higher cost

	· Expanding number of team members 
· Food trucks with smaller menus can be adopted for greater sales
· Online marketing – gradual geographic diversification 
	· Difficult to replicate the theme and expand in other locations
· The food ideas can be aped 
· High competition 


Table 1: SWOT analysis
[bookmark: _Toc112803941]PESTLE
Political: 
· The UK has a stable government.  
· The Government is keenly working in framing policies that help business grow.
Economic: 
· The economy is on the recovery track after being hit by COVID 
· Rising consumerism and stable per capita income is assuring (Statista, 2022).
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Figure 7: UK economic performance 
(Source: Statista, 2022)
Social: 
· People of the UK especially London have a high preference for healthy food. 
· People generally avoid fast food because of the general unhealthy nature of it, but would prefer quick bites otherwise. 
Technological: 
· Technologically adept customers in UK are used to using smart phones and applications. 
· Using smart technology, the company can further expand its market.
Environmental: 
· UK consumers are environmentally aware and are willing to higher prices for using only eco-friendly and sustainable products (Schmutz et al., 2018). 
· The Government maintains environmental standards through strict policymaking.
Legal: 
· The Government has lifted the restaurant restrictions that were previously imposed during COVID
· The UK Government has very strict restaurant and food laws that must be complied with (Gov.uk, 2022).
[bookmark: _Toc112803942]Operations Plan 
Keeping in mind the assured nutrition and fast delivery to the customers, the ingredients for food must essentially be sourced from trusted and quality suppliers. The suppliers must be easily reachable through the nearby market. The management must ensure that the staff maintain all protocols laid by the government, especially the ones for the restaurants considering COVID, as although the risks are low, COVID has not yet been eradicated (Gov.uk, 2022). The restaurant seats would be not too many and spaced out enough to not obtrude the main garage space, where the workshop is actually functioning. 
The customers must also be served quickly as the waiting time for the car must not be crossed. The food must ideally be served in 15 minutes, and for that, the restaurant needs advanced preparations. For home delivery, customers would be assured delivery within 30 minutes. All of this must be achieved without compromising quality. 
A Value Proposition Canvas is a visual model or tool that helps one position a business product, simultaneously identifying the needs of the customers around the product (Meng, Somenahalli and Berry, 2020). The following is the value proposition for Car & Caviar. 
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Figure 7: Value Proposition Canvas 
(Source: Meng, Somenahalli and Berry, 2020)
Customer Profile
1. Pains: Customers have to contribute a high waiting time at garage. In the era of globalisation, lifestyle is fast paced and cooking is a big task as it takes longer hours. Outside food, though more convenient is not very healthy and healthy food is not generally fast food. Customers working from home feel like cooking rather than ordering food because of health reasons, although cooking is time consuming.
2. Customer jobs: Most working people in London own cars and they put for servicing or getting them repaired. However, the process is time consuming and can get unpleasant when customers are hungry. People working at home generally take pains to cook their food. Customers generally look for quick bites. Customers also prefer that what they eat is healthy. 
3. Gains: In this case, the customers can turn their waiting time into quality time having good tasty and healthy food served at the earliest. 
Value Map
1. Products and services: Car & Caviar would be providing a variety of healthy, nutritious fast food dishes to the customers at the garage or virtual. 
2. Pain relievers: Customers at home or at the garage do not have to wait for food for long or worry about their health. 
3. Gain Creators: Skilled chefs at Car & Caviar would be working diligently at high speed. The leaders would ensure efficient teamwork and that the services are optimal. The location of the restaurant cum garage and its affinity to the market for ingredients would lower costs and make the process easier. 
[bookmark: _Toc112803943]Management and Organisation 
Since the customers would be provided a choice of both fast and healthy food and exquisite dishes, there must be good sets of chefs capable of making and covering all the dishes set on the menu at good quality. For different categories there could be small teams headed by highly experienced chefs, based on their areas of expertise. The selection of staffs would be actualised considering both their degrees in cooking and experience in working at restaurants. The employees must be inclined to work harder, which can be actualised through incentives in the form of rewards. The leaders must also see to the needs of the individual employees so that their loyalty towards their work is maximised. High performance must not end up in exhaustion or burnout of employees (Wang et al., 2020). The employee morale must be maintained by allowing frequent and short breaks. The restaurant must be well resourced and no excessive pressure must be put on any employee just because there are fewer hands to share the responsibility.
[bookmark: _Toc112803944]Social responsibility and sustainability – within the Business Model Canvas 
Business Model Canvas is a very useful template used in strategic management, a visual representation of the complete overview of the company’s operations and the relationship with the customers, while also identifying the key partners (Dobrowolski and Sułkowski, 2021). 
	Key Partners
· The associated garage employees – discount offered to hardworking workers, an indirect part of the brand 

· Fresh ingredient Suppliers – perpetual contracts with small suppliers would offer protection 
	Key Activities 
· Cater to the consumers at the garage on first priority basis 
· Cater to customers ordering online 
· Adopt minimal usage of cutlery leading to wastes 
· Food offered in recycled plates and delivered in recycled paper bags
	Value Propositions 
· Reduce waiting time 
· Car and Caviar discourages customers to stay hungry and rather indulge in wholesome food 
· Say no to plastics 
· Say no to wastage 
	Customer relationships 
· Both online and offline interaction 
· Feedback would be encouraged 
	Customer segments 
· Young and driving customers
· Consumers preferring home delivery 

	
	Key resources
· Revenue from food sales
· Special discount (10%) provided to garage customers or customers holding garage coupons for online delivery 

	
	Channels 
· Face to face interaction 
· Business app
· AI  Bot
	

	Cost 
· Salaries of chefs and waiters
· Electricity
· Garage rent 
· Daily expenditure on food ingredients 
· Overhead maintenance 
	Revenue 
· By cash or digital mode
· Through the app wallet 


Table 1: Business Model Canvas
[bookmark: _Toc111795570][bookmark: _Toc112803945]Development Milestone and Exit plan 
Development Milestones
	Sales goal – 3 years 
	£ 240,000

	Service hours - daily
	12

	Market share by third year
	15 per cent 


:
Exit plan: The exit plan or the retirement plan is a strategy to put an end to the business operations. In this case, there are two options. One is by selling out to a competent buyer and the other is through liquidation.
[bookmark: _Toc111795571][bookmark: _Toc112803946]Financial plan
Refer to the Appendix.
[bookmark: _Toc112803947]Conclusion 
The report has been successful in identifying what it is to managing a business in the 21st century. The business has to take into account the needs of both the customers and the employees to keep the business going. Business design helps the plan to get a better shape through the identification of opportunity gaps and business solutions to the problems that are yet unaddressed. Tools such as the Value Proposition Canvas and the Business Model Canvas have been effective in this regard. A clearer view of the customers has been sought through the application of the STP model that stands for segmentation targeting and positioning. The plan aims to make the most by imbibing greater value and impact on the customers and their satisfaction as stakeholders. 
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[bookmark: _Toc112803950]Profit and loss account 
	 
	Year 1 (£)
	Year 2 (£)
	Year 3 (£)

	Revenue (Sales):
	 
	 
	 

	 
	 
	 
	 

	Product Sale 
	       30,000.00 
	    50,000.00 
	     50,000.00 

	Service Sale 
	       10,000.00 
	    25,000.00 
	     40,000.00 

	Other Income 
	        5,000.00 
	    15,000.00 
	     15,000.00 

	 
	 
	 
	 

	Total Sales
	     45,000.00 
	  90,000.00 
	 105,000.00 

	 
	 
	 
	 

	Variable Cost:
	 
	 
	 

	 
	 
	 
	 

	Electricity
	        9,700.00 
	    12,000.00 
	     15,000.00 

	Food Ingredients
	        9,000.00 
	      10,000.00 
	       11,000.00 

	Recruitment
	        1,000.00 
	    12,000.00 
	     12,000.00 

	Web maintenance cost
	           300.00 
	        350.00 
	         400.00 

	Transportation cost
	        5,000.00 
	      7,000.00 
	     10,000.00 

	Marketing cost
	       5,000.00 
	      4,000.00 
	       2,000.00 

	Total Variable Cost
	     30,000.00 
	  45,350.00 
	   50,400.00 

	 
	 
	 
	 

	Fixed Cost:
	 
	 
	 

	 
	 
	 
	 

	Licence fees
	        4,000.00 
	      4,500.00 
	       5,000.00 

	Insurance
	        3,000.00 
	      4,000.00 
	       4,400.00 

	Salary 
	       12,000.00 
	    15,000.00 
	     20,000.00 

	Unitilities
	        1,000.00 
	      1,500.00 
	       1,500.00 

	Total Fixed Cost
	     20,000.00 
	  25,000.00 
	   30,900.00 

	 
	 
	 
	 

	EBIT (Earnings Before Interest and Tax)
	-  5,000.00 
	  19,650.00 
	   23,700.00 

	Less: Interest and Tax
	                 -   
	      3,930.00 
	       4,740.00 

	 
	 
	 
	 

	Net Profit After Tax
	-5,000.00 
	  15,720.00 
	   18,960.00 
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	Year 1 (£)
	Year 2 (£)
	Year 3 (£)

	 
	 
	 
	 

	Reciepts:
	 
	 
	 

	 
	 
	 
	 

	Sales 
	   45,000.00 
	     90,000.00 
	      105,000.00 

	Account Receivables 
	    2,250.00 
	      4,000.00 
	         8,000.00 

	Other Receipts
	   10,000.00 
	     25,000.00 
	        20,000.00 

	 
	 
	 
	 

	Total Receipts 
	 57,250.00 
	 119,000.00 
	    133,000.00 

	 
	 
	 
	 

	Payments: 
	 
	 
	 

	 
	 
	 
	 

	Electricity
	    9,700.00 
	     12,000.00 
	        15,000.00 

	Food Ingredients
	        9,000.00 
	      10,000.00 
	       11,000.00 

	Recruitment
	    1,000.00 
	     12,000.00 
	        12,000.00 

	Web maintenance cost
	       300.00 
	         350.00 
	            400.00 

	Transportation cost
	    5,000.00 
	      7,000.00 
	        10,000.00 

	Machinery purchase and application development
	   10,000.00 
	     15,000.00 
	        20,000.00 

	Interest of loan
	   10,000.00 
	     20,000.00 
	        20,000.00 

	Marketing cost
	       5,000.00 
	      4,000.00 
	       2,000.00 

	Total Payments 
	 50,000.00 
	   80,350.00 
	      90,400.00 

	 
	 
	 
	 

	Net Cash in Hand
	    7,250.00 
	     38,650.00 
	        42,600.00 

	Opening Balance 
	             -   
	      7,250.00 
	        38,650.00 

	Closing Balance 
	   7,250.00 
	   45,900.00 
	      81,250.00 





[bookmark: _Toc112803952]Balance Sheet 
	 
	Year 1 (£)
	Year 2 (£)
	Year 3 (£)

	Equity & Liabilities:
	 
	 
	 

	 
	 
	 
	 

	Shareholder's fund
	                 -   
	    50,000.00 
	        70,000.00 

	 
	 
	 
	 

	Current Liabilities:
	 
	 
	 

	Account Payables
	       30,000.00 
	    50,000.00 
	        90,000.00 

	Notes Payables 
	       15,000.00 
	    20,000.00 
	        25,000.00 

	Accrued Expenses 
	        1,000.00 
	      4,800.00 
	        10,000.00 

	 
	 
	 
	 

	Non-current Liabilities:
	 
	 
	 

	Long-term Debt (Loan) 
	       50,000.00 
	    30,000.00 
	                   -   

	 
	 
	 
	 

	Total Equity and Liabilities:
	     96,000.00 
	154,800.00 
	    195,000.00 

	 
	 
	 
	 

	Assets:
	 
	 
	 

	 
	 
	 
	 

	Fixed Assets:
	 
	 
	 

	Land and buildings 
	       30,000.00 
	    35,000.00 
	        40,000.00 

	Machinery 
	       10,000.00 
	    15,000.00 
	        20,000.00 

	 
	 
	 
	 

	Current Assets:
	 
	 
	 

	Cash and Cash Equivalents 
	        7,250.00 
	    45,900.00 
	        81,250.00 

	Account Receivables 
	       25,000.00 
	    35,000.00 
	        20,000.00 

	Inventory
	        5,750.00 
	      3,900.00 
	          4,000.00 

	 
	 
	 
	 

	Non-current Assets:
	 
	 
	 

	Investments 
	       18,000.00 
	    20,000.00 
	        29,750.00 

	 
	 
	 
	 

	Total Assets:
	     96,000.00 
	154,800.00 
	    195,000.00 
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