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1. [bookmark: _Toc182141356]Executive Summary:
Nassau cocktail bar is inspired by the capital city of the Bahamas, which is also known as Nassau. The bar is located centrally in Cardiff Bay, Wales, UK. Nassau specialises only in cocktails, with a list of up to ten classic ones. The bar focuses on an interactivity method that is not just about preparing cocktails in front of the client, but also making the experience even more individual and establishing a peculiar bond between a bartender and a client. USPs of Nassau lie in quality and creativity in its offer, personalised relationships with customers, and private events tailored to the needs of clients within the stunning setting of Cardiff Bay (Hermayanto, et al., 2023). Aims on the bar: simple experience upon quality, and "simplicity through complexity." Some of the best-known classics are featured on the menu, such as Mojito, Cuba Libre, and Piña Colada. 
2. [bookmark: _Toc182141357]Market opportunity:
Cardiff Bay is a highly attractive area with great picturesque views and options for diverse cocktails. It will be an exciting opportunity for Nassau to come into the market. The area is perceived high footfall, especially during weekends, by locals, tourists, and students in the city (Raji, et al., 2024). 
[bookmark: _Toc182141358]2.1. Revenue Streams
Nassau expects earnings from the various revenue streams. These will include sales of drinks as well as masterclasses on cocktails. The bar will host private events, including hen and stag parties, birthdays, and corporate events. Themed and seasonal events will also be held, and the bar is expected to be hired by companies for training sessions, which can include mocktails for those who do not consume alcohol.
2.2. [bookmark: _Toc182141359] Competitive Advantage
The uniqueness of being in a specific location within Cardiff Bay gives a competitive advantage to Nassau. The guesthouse generates an impression of friendliness with cosy and warm surroundings, while the location is historical with regards to its connection with the theme by making it unique (Yaskun, et al., 2023). Among the reasons why it will be counted among the highest-rated establishments are originality, true storytelling, good drinks, and attention to customers.
2.3. [bookmark: _Toc182141360] Financial Projections and Funding Requirements
Realistic financial projections are the key to Nassau, with profitability and sustainable growth. It will create a long-term presence and customers, so it goes upward in terms of revenue (Bouteraa, et al., 2023).
	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£250,600

	Total Expenditure
	£132,410

	Profit/Loss
	£118,190



2.4. [bookmark: _Toc182141361] Short-Term Objectives
Nassau is planning to successfully launch and establish a unique, memorable cocktail bar in Cardiff Bay. The business wants to establish long-term relations between the business and its customers while making an impactful contribution to the local atmosphere and community of Cardiff Bay (Ghaleb & Yagi, 2024).
3. [bookmark: _Toc182141362]Business Idea
[bookmark: _Toc182141363]3.1.  The Product/Service
The business was based in Cardiff Bay, under the hospitality industry. Nassau Cocktail Bar served a client list ranging from locals in the area to tourists and even students and professionals who sought a classy cocktail.
Nassau offers only cocktails, blending the classic with the bartender's inventive genius. High quality, innovative drinks, a personal relationship with the customer, private events that will meet all requirements, and an excellent location in Cardiff Bay are top USPs. Thematic weekends, paired with friendly surroundings, and quality drinks at a reasonable price will be the ambience of the Nassau atmosphere (Meyer, et al., 2023).
3.2. [bookmark: _Toc182141364] Summary SWOT
The strengths of Nassau's concept include uniqueness, high-quality drinks, and a lot of care for its customers. Its weakness includes a lack of food that might be discouraging to some customers, and it depends on a small team that affects capacity. Opportunities would comprise much foot traffic in Cardiff Bay, proximity to universities, and private events. Threats include competition from existing bars and seasonality tourism. The risk of such threats being neutralised is Nassau's intent to use themed events to enhance customer engagement thus ensuring a base of customers is developed and sustained through the low season (Birru, et al., 2022).
SWOT for Nassau Cocktail Bar
Strengths: 
Nassau's concept is unique in combining outstanding quality both in traditional and bespoke drinks with an interactive experience where customers are sometimes involved in creating the product. Location in Cardiff Bay guarantees passing traffic and stunning views; plus, the family-owned, non-franchise model generates personal, strong ties between owners and customers (Muramalla, et al., 2019). The focus on niche events like cocktail masterclasses and private parties adds uniqueness to the offer.
Weaknesses: 
Nassau cocktail bars focus solely on cocktails with no food service; this would limit the market for Nassau since some customers would look for an entire meal. Further, reliance upon the small core team may become problematic at times of operational exigencies high-peak times or during special events.



Opportunities: 
Cardiff Bay has a lot of local attractions as well as tourists. The use of partnerships for events and other promotional events to enhance brand awareness can be very useful for the Nassau cocktail bar (Pearce & Pearce II, 2020).
Threats: 
There is competition from renowned pubs and seasonality in tourism, which would impact the revenues of Nassau. Managing risk would include robust customer loyalty and expansion of themed service to sustain off-peak traffic.
4. [bookmark: _Toc182141365]The Team
[bookmark: _Toc182141366]4.1.  Key People
1. Name and Position: Alina Iuliana Axinte - Restaurant Manager & Marketing
Alina has operation-based restaurant experience with certifications in marketing. Alina's Customer Relationship, creating a welcoming atmosphere, and marketing the bar. She will also be responsible for planning and preparing for opening hours and daily runs (Gliga, et al., 2023).
2. Name and Position: Marina Viktorova Boeva - Restaurant Manager & Events
Event planner with a hospitality background which gives Marina expertise in customer service, reservation, and planning. Marina will undertake event management, and reservation management, and arrange private events. She would focus on a positive ambience and customer satisfaction.
3. Name and Position: George Andrei Codrianu - Admin & Finance Manager
George is an owner with experience in finance working in restaurants and hospitality. George will provide administrative work, such as filing, sending invoices, creating schedules, and financial management.
4. Name and Position: Emanuel Cogalniceanu - Bar Manager & Finance Assistant
Emanuel has more than seven years of work experience as a bartender. He was well trained in mixology, as well as masterclass facilitation. He has also had experience in marketing and finance. Emanuel will be responsible for preparing and serving cocktails, ordering and managing stock, delivering masterclasses, and creating a lively and entertaining atmosphere for guests (LaJuan, 2021).
4.2. [bookmark: _Toc182141367]Skills Gaps & Key Partners
[bookmark: _Toc182141368]Extra Staffing Needs
There would be no new recruitment presently as this firm will run through the four key owners, and the entire running operations will be conducted by them.
[bookmark: _Toc182141369]Training and Development
Emanuel, with industry experience of seven years, working in the hospitality and training field, will take care of all the internal training. In such a way, the group optimises performance to keep all members operational with a high standard level while providing a common style of service, emphasising mixology and customer interactions (Cheng, et al., 2019).
[bookmark: _Toc182141370]Outsource Support/Key Partners
For the stocking of some major stock, including spirits, liqueurs, syrups, garnishes, soft drinks, and coffee, it will rely on external suppliers to maintain high-quality ingredients at all times.
5. [bookmark: _Toc182141371]Market Research
[bookmark: _Toc182141372]5.1. Market Facts and Figures
Cardiff Bay hospitality and nightlife are on the rise, especially the areas like Mermaid Quay which is a hub for people within and outside the University, as well as tourists. Current numbers that are available point to more than one million tourist unique visitors in Cardiff Bay alone, where more than one-third of expenditure comes from spending in the hospitality industry. Market research shows that the UK cocktail bar market has expanded by about 5% a year, and the industry was able to bounce back from the effects of the pandemic (Jamil & Mohammad, 2023). 
[bookmark: _Toc182141373]Key Market Trends
The following are findings that are noteworthy and are in line with the Nassau Cocktail Bar; customers today look forward to environmental-conscious measures like the use of recyclable materials and cutting down on the use of containers used to package products like the Nassau Cocktail Bar intends to adopt. Also, customers can be easily engaged through the use of social media since 70% of UK nightlife venues claim that it plays a huge role in customer traffic and patronage (Khan, et al., 2024).
[bookmark: _Toc182141374]PEST Analysis:
Political Factors: Since Brexit, the rules have changed on imports leading to changes in alcohol and ingredients in particular. To this effect, Nassau can develop relationships with these suppliers to cut on importation and also encourage local businesses.
Economic Factors: Cost factors that include the cost of living as well as the inflation levels that impact the customer expenditure variables. Nevertheless, the growth of the demand for cheap but qualitative experiences benefits Nassau’s pricing approach implying extra discounts and weekend prices for cost-sensitive consumers (Hart, et al., 2020).
Social Factors: Currently, there is a clear trend towards the sustainability of businesses, primarily with the Millennial and Gen Z populations (Laudon & Traver, 2020). These customers would prefer to do business at an organisation that supports environmental conservation practices and is welcoming of such consumers.
Technological Factors: Marketing in general and more specifically online marketing is crucial for the hospitality industry. There is no doubt that this strategy can help Nassau reach potential customers directly, engage them, and create a customer base on platforms such as Instagram, TikTok, or Facebook; Moreover, local advertisement campaigns, geo-targeted ads, and influencer marketing can all provide Nassau with significant advantages (Chaffey, 2019).


5.2. [bookmark: _Toc182141375]Customer Demographics:
Customer 1:
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Customer 2:
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[bookmark: _Toc182141376]5.3.Competitors:
The Nassau Cocktail Bar has competition from Las Iguanas, Wetherspoons, and North Star where different attractions are being offered to their clients.
Las Iguanas is a lively group destination and, in general, particularly because their cocktails, such as the Ultimate Caipirinha (£7.90) and Mojito (£7.20), are several pounds less than Nassau's. Consequently, they are cheaper for visitors to drink, but Nassau has other premium cocktails made from high-quality ingredients served in a more classy environment (LI, 2024).
Wetherspoons offers budgetable cocktails like Blue Lagoon at £3.10 and Woo Woo at £3.10. This makes it affordable to virtually everyone. On the flip side, the biggest strength – wide drink selection – means cheaper prices to make the place a bit too casual. At Nassau, the cocktail prices are around £10.90-£11.90, meaning only customers who can afford and will pay for quality and atmosphere, where will go in small, more elegant numbers (Wetherspoon, 2024).
North Star combines relaxed pub culture with house (£6.50) and premium cocktails (£7.50) along with outdoor seating and live music. Though North Star provides a warm, community feel to the consumer, a competitive edge for Nassau Cocktail Bar is that it is situated in Cardiff Bay, offers customised private events, and its premium atmosphere attracts a higher demographic of the more refined and affluent (restaurantguru, 2023).
[bookmark: _Toc182141377]6. Marketing Plan:
[bookmark: _Toc182141378]6.1.Price
Nassau Cocktail Bar will price competitively for premium offerings and high-quality ambience. The drinks menu would be at industry standards level £10.90-£11.90 to reflect its quality bar image. This means exclusivity, sophistication, and to pay for the privilege of drinking exceptionally crafted cocktails. To attract more customers, Nassau will provide weekend offers including "2 for 1" cocktails, free shots, and a bottle of prosecco on themed nights and at big sporting events. These are to attract customers during peak hours, encourage loyalty and further develop the buzz of the bar (Meteab, et al., 2022).
[bookmark: _Toc182141379]6.2.Product
Nassau Cocktail Bar will transmit an air of sophisticated, Caribbean-inspired cocktail lounge with an aura of luxurious yet laid-back flavour. The interior will feature tropical accents, colours, and tasteful decor to ensure that the location is warm and memorable. Branding features such as the logo and signage will feature modern island themes to reflect the Caribbean influence in Nassau. Cocktails will be served in attractive glassware of the finest quality that adds value to the experience.
[bookmark: _Toc182141380]6.3.Placement
Nassau Cocktail Bar shall be situated at Cardiff Bay, one of the most energetic entertainment and dining districts. The main target for this bar is on-premise customers: locals and visitors. Location selection ensures high-foot traffic visibility and easy access. 
[bookmark: _Toc182141381]6.4.Promotion
Nassau will market through focused digital sources that target its intended customers. The hubs for posting such visual distinctions as the ambience of the bar, spectacular events, and house specialities for signature cocktails will be Instagram, TikTok, and Facebook. Themed weekends, special offers, and experiences will be posted regularly to encourage shares and word-of-mouth referrals (Adiyono, et al., 2021). To create loyalty, the social media-driven feedback loop will be created by Nassau where customers will give reviews, share experiences, and mention the bar in the posts.
[bookmark: _Toc182141382]7.Key Resources
Below is the list of key resources that would help to function Nassau Cocktail Bar once it is started. This list would comprise physical premises, necessary equipment, and vital suppliers for the assured correct, efficient, and competitive performance of the business (Christiansen, et al., 2020).
[bookmark: _Toc182141383]7.1.Premises
The Nassau Cocktail Bar will require a physical space for its operations including production, sales, and administration. Ideally, the bar should sit at Cardiff Bay around Mermaid Quay where vibrancy is extremely high, and foot traffic and nightlife life are in existence. It guarantees proximity to customers and visibility (Fang, 2023). The rent and business rates for this place would be competitive, based on research conducted regarding the space available in Cardiff Bay. The figures will be elaborated with proper citations to justify these figures.
[bookmark: _Toc182141384]7.2.Equipment
For the business to run effectively, Nassau Cocktail Bar will require all the necessary bar equipment and furniture apt for the small design of a cocktail bar. Among them are the shakers, blenders, glassware, refrigerators, and seating arrangements. The suppliers are to be sought based on cost and quality so that the bar will be able to provide full amenities so that customers will be encouraged. This equipment investment is crucial to maintaining smooth operations and giving high quality.
[bookmark: _Toc182141385]7.3.Key Suppliers
For the business to run effectively, Nassau Cocktail Bar will require all the necessary bar equipment and furniture apt for the small design of a cocktail bar (Doering, et al., 2019). Among them are the shakers, blenders, glassware, refrigerators, and seating arrangements. The suppliers are to be sought based on cost and quality so that the bar will be able to provide full amenities so that customers will be encouraged. This equipment investment is crucial to maintaining smooth operations and giving high quality.
[bookmark: _Toc182141386]8. Finances and startup Support:
	Expenditure
	Year 1 (£)
	Notes

	Company Registration
	£50
	Standard registration fee in the UK

	Rent/Rates
	£18,000
	Approx. £1,500/month based on Cardiff Bay rates

	Staff Wages 
	£90,000
	4 full-time staff members, at minimum wage, plus tips

	Travel/Accommodation
	£0 
	Not Applicable

	Telephone (Mobile) 
	£300
	Basic mobile plan

	Broadband
	£360 
	Basic broadband, approx. £30/month

	Utilities
	£1,500
	Average estimate for electricity, water, etc. 

	Marketing and Materials
	£1,200 
	Socials media ads, website, print materials

	Insurance 
	£1,000 
	Basic liability and content insurance

	Capital expenditure/ Equipment 
	£5,000 
	Bar setup, glassware, cocktail equipment

	Training & Development
	£500
	Cocktail making workshops for staff

	Accounting/Legal
	£1,200
	Basic annual accounting and legal services

	Outside services
	£1,000
	Occasional event staffing, cleaning services

	Stock/Materials Purchases
	£12,000
	Minimum for high quality cocktail ingredients

	Bank Charges 
	£100
	Minimal fees for small business

	Office Consumables 
	£200
	Stationary, order pads, etc. 

	Loan Repayments 
	£0
	Funded by owners’ savings, no loans

	Total Expenditure
	£132,410
	Total estimated cost for Year 1



	Income
	Year 1 (£)
	Notes

	Sales A
	£150,000
	Cocktail sales (estimate of £500/day across 300 open days)

	Sales B
	£12,000
	Soft drinks and coffee (approx. £40/day)

	Sales C
	£3,600
	Cake of the Day slices (approx. £12/day)

	Sales D
	£45,000
	Private events (minimum average, £150/day across 300 open days).

	Capital Introduced
	£40,000
	Personal savings contributed by owners (£10,000 each)

	Funding
	£0
	No additional external funding planned

	Loans/Borrowing
	£0
	No loans taken to start the business

	Total Income
	£250,600
	Total projected income for the first year



	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£250,600

	Total Expenditure
	£132,410

	Profit/Loss
	£118,190



[bookmark: _Toc182141387]Financial Summary:
Based on a well-thought-out projection estimate that is both a business concept and location advantages in Cardiff Bay, the financial projections of Nassau Cocktail Bar consider realistic costs and revenue potential of income and expenditure. Such would be divided into several key areas.
Income Sources
· Cocktail Sales (£150,000): The key source of income is expected to be cocktail sales, at approximately £500 per day for 300 working days. This is feasible, given the number of visitors at Cardiff Bay and the new layout of the bar. Emanuel will come up with classic and customised cocktails with customers. Proper social media marketing on Instagram and TikTok will have increased visibility, as well as local and tourist traffic. Also, there will be an additional £45,000 from private events, such as stag do’s, hen do’s, masterclasses etc. We expect to have higher numbers, but this is a projection for the minimum amounts. 
· Soft Drinks and Coffee (£12,000): At £40/day; selling coffee and soft drinks appeals to the non-drinkers and hence increases revenues. Sales of organic smoothies together with the same style options help attract a wider range of customers and go along with current healthy-minded trends (Raji, et al., 2024).
· Amount of Capital Invested (£40,000): The owner's savings supply the initial capital, which reduces dependence on loans borrowed. This will keep financial stress at a minimum such that the venture will be focused much more on expansion than loan repayment.
Expenditure Breakdown
1. Rent (£18,000): The pub is in Cardiff Bay, and the projected rent is £1,500/month. Such a location is cardinal to attracting a targeted audience, and hence, it's an expense worth it for the bar.
2. Two Full-time Staff at £90,000: To ensure quality, pay two full-time members, including Emanuel, two people to have a good clientele. Attentive and proficient bartenders are important for the dynamic cocktail experience that is necessary for getting rebooking clients.
3. Marketing: £1,200: A small amount for advertising on social media; promoting an online presence that will entice a constant stream of customers (Aguiar, 2020).
4. Stock/Materials: £12,000: Quality ingredients are imperative to ensure that Nassau provides that high-end cocktail experience, reinforcing the focus on quality through the brand.
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SWOT for Nassau Cocktail Bar
Strengths:

Nassau's concept is unique in combining outstanding quality both in traditional and bespoke drinks with an interactive experience where
customers are sometimes involved in creating the product. Location in Cardiff Bay guarantees passing traffic and stunning views; plus, the
family-owned, non-franchise model generates personal, strong ties between owners and customers. The focus on niche events like cocktail

‘masterclasses and private parties adds uniqueness to the offer.
Weaknesses:

Focus solely on cocktails with no food service; this would limit the market for Nassau since some customers would look for an entire meal.

Further, reliance upon the small core team may become problematic at times of operational exigencies high-peak times or during special events.
Opportunities:

Cardiff Bay has a lot of local aftractions as well as tourists. The use of partnerships for events and other promotional events to enhance brand

awareness.
Threats:

There is competition from renowned pubs and seasonality in tousism, which would impact the revenues of Nassau. Managing risk would include

robust customer loyalty and expansion of themed service to sustain off-peal traffic.
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PEST Analysis:
Political Factors: Since Brexit, the rules have changed on imports leading to changes in alcohol
and ingredients in particular. To this effect, Nassau can develop relationships with these

suppliers to cut on importation and also encourage local businesses.

Economic Factors: Cost factors that includes the cost of living as well as the inflation levels
that impact the customer expenditure variables. Nevertheless, the growth of the demand for
cheap but qualitative experiences benefits Nassau's pricing approach implying extra discounts

and weekend prices for cost-sensitive consumers.

Social Factors: Currently, there is a clear trend towards the sustainability of businesses, primarily
with the Millennial and Gen Z populations. These customers would prefer to do business at an
organization that supports environmental conservation practices and is welcoming of such

consumers.

Technological Factors: Marketing in general and more specifically online marketing is crucial
for the hospitality industry. There is no doubt that this strategy can help Nassau reach potential
customers diectly, engage them, and create a customer base on platforms such as Instagram,
TikTok, or Facebook; Moreover, local advertisement campaigns, geo-targeted ads, and

influencer marketing can all provide Nassau with significant advantages.
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Executive Summary

Mission: To combine the concept of authenticity in
creating a cocktail by emphasizing on simple complex
menu.

Menu Highlights: Standard drinks like Mojito, Cuba Libre,
the famous Pifa Colada and many others (Meyer, et al.,
2023).

Experience: Emphasis on an engaging experience with
the members and the creation of relationships with the
customers.

(Carib, 2019)
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Overview of Nassau Cocktail Bar

Business Overview: Nassau Cocktail Bar is based
in Cardiff Bay, Wales, although it was named
after the capital city of the Bahamas.

Unique Selling Points: The perfect mix for its
cocktails, individual approach to the customers,
additional possibilities for different celebrating
events, and a beautiful view (Hermayanto, et al.,
2023)

(Carib, 2019)
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Market Opportunity

visiting Cardiff Bay are both locals and
tourists.

Revenue Streams: Cocktail sales, parties,
special occasions, evening get-togethers,
and cocktail classes.

Competitive Advantage: Signature
geographic spot, warm ambience,
orientation towards craft and narrative (Raji,
etal., 2024).

(Carib, 2019)
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Business Model

SWOT Analysis:

Strengths: Quality beverages and a focus on customer
satisfaction (Muramalla, et al., 2019).

Weaknesses: Only serve cocktails and wine, no food
menu.

Opportunities: volume of students and locals, occasions
and collaboration (Pearce & Pearce Il, 2020).

Threats: Local competition and seasonality of tourism.

(Nassau, 2021)
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The Team

Key Personnel:
Alina Axinte: Restaurant Manager & Marketing, Customer Relationship.

Marina Boeva: Event Manager of the bar.

George Codrianu: Admin & Finance Manager.

Emanuel Cogalniceanu: Bar Manager & Master of Cocktails.
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Market Research And Customer
Characteristics

PEST Analysis:
Political: Brexit impact on imports.

Economic: The cost of living is a determinant of
customer expenditure which can affect sales (Hart, et
al., 2020).

Social: Expectations for sustainable practices.

Technological: The Importance of Digital Marketing.

(Nassau, 2021)
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Marketing Plan

Pricing: Competitive, premium pricing at £10.90-£11.90
with weekend offers.

Promotion Channels: Instagram, TikTok, and Facebook
for event and cocktail promotions (Meteab, et al., 2022).

Placement: Location selection for high traffic visibility.

Positioning: Needs: Luxury, Caribbean style with a touch
of elegance in decoration.

(Nassau, 2021)
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Our doors will open soon!

Join us for an outstanding
experience at
Nassau Cocktail Bar!
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