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Company Name

The name for the restaurant under consideration is “Harvest & Hearth” that reflects the idea of the farm-to-table concept. The word “Harvest” conveys the idea of the farm-to-table produce that the restaurant uses in its cooking, whereas the word “Hearth” represents the cosiness and the use of fire and grills in the preparation of the dishes.

Mission Statement

”Eating fresh from the farm to table, embracing the culture of eating mindfully and sustainably.”

Business Aims

To create a restaurant that will be focused on providing clients with fresh and organic food products delivered directly from the farm to the table.

Business Objectives

1. Build a good relationship with local farmers and suppliers for the availability of fresh and quality produce.

2. Create a constantly changing and creative menu that will reflect the essence of the ingredients available in the region.

3. Establish the atmosphere that is associated with the farm-to-table concept, which means that the interior design should be warm and welcoming and should incorporate elements that relate to food production.

4. Adopt environmentally friendly measures in all the operations of the restaurant such as waste disposal, energy conservation, and supply chain.

5. Increase staff and customer awareness and appreciation of the environment, and the advantages of using local and organic food in the kitchen.

Legal Identity

The restaurant will be formed as the limited liability company (LLC). This business structure protects the owners from liabilities but gives room to the management on how the business is run. Also, an LLC has some benefits from the tax point of view and is legal and acceptable in the United Kingdom (Chron, 2023).

Marketing and PR Plan

The target market of Harvest & Hearth includes people and families who care about the origin of foods and would like to try local and organic products, and those who are looking for the extraordinary and genuine experience. The restaurant will attract the customers who are concerned about their health, people who care about the environment, and food lovers who like to taste the food prepared from fresh products grown in farms (Wang and Somogyi, 2018) . To reach this target audience, a comprehensive marketing and public relations strategy will be implemented, leveraging various channels:

1. Social media presence: Create a following on social media such as Instagram, Facebook, and Twitter by posting information about farm-to-table dining, seasonal dishes, and photos of the kitchen and relationships with local farms (Stew, 2022) .

2. Influencer collaborations: Engage food bloggers, key opinion leaders, and media houses to spread the word on the novelty of the restaurant and the company’s sustainability efforts.

3. Community outreach: Take part in farmers’ markets, food fairs, and other community activities to reach out to the target consumers and sell the concept of farm-to-table.

4. Strategic partnerships: Engage the restaurant’s local hotel, tourism agencies, and event venues to create mutual marketing and advertising for the restaurant and provide special dining services or events (Wang and Somogyi, 2018) .

5. Media relations: Contact local and regional media houses and write to them with the intention of having their restaurants sampled and featured in the media.

Pricing Strategy

At Harvest & Hearth, the use of premium pricing strategy will be adopted in accordance with the restaurant’s vision and mission of offering quality and sustainable meals and dining services. By adopting the farm-to-table strategy and sourcing the freshest and the highest quality ingredients locally, the restaurant can easily explain the higher price levels to its clients and, at the same time, promote itself as a premium product on the market. This pricing strategy will also enable the restaurant to factor in the extra expenses that may be incurred in sourcing organic produce from local farms and producers, and the cost of practising sustainability in all its operations. Also, the high prices will help to create a brand image of Harvest & Hearth as a restaurant for the selective and sophisticated clientele who wants to be offered something special.



7 P's

7P's�Description��Product�The core product is a farm-to-table dining experience, featuring seasonal menus crafted from locally-sourced, fresh ingredients, and the restaurant will offer a range of dishes, including appetisers, main courses, desserts, and a curated selection of locally-produced beverages. (Ozkan, 2021; Stew, 2022)��Place�Harvest & Hearth will be strategically located in the city centre of Cardiff, United Kingdom, an area with high foot traffic and accessibility for both local residents and tourists, and the restaurant's interior design will reflect the farm-to-table concept, featuring rustic and natural elements that complement the overall dining experience. (Insch and Oz, 2021)��Price�The restaurant will adopt a premium pricing strategy, reflecting the quality of ingredients, the unique dining experience, and the commitment to sustainability, and the prices will be competitive within the premium segment but remain accessible to a discerning clientele. (Parsa et al., 2015; Wang and Somogyi, 2018)��Promotion�Promotional efforts will focus on showcasing the farm-to-table concept, partnerships with local farms, and commitment to sustainability, and this will be achieved through social media, influencer collaborations, community outreach, strategic partnerships, and media relations. (Sharma, Moon and Sharma, 2021; Sustainable Restaurant Association, 2023)��People�The staff will play a crucial role in delivering exceptional service and dining experiences, and the restaurant will recruit and train a team of knowledgeable and passionate individuals who share the farm-to-table philosophy and can effectively communicate the restaurant's values and commitment to sustainability. (Williams and Hinrichs, 2012; Longart, Wickens and Bakir, 2018)��Process�From sourcing ingredients to food preparation and service, the restaurant will implement streamlined processes and procedures to ensure consistent quality and adherence to the farm-to-table principles, including establishing efficient supply chain management, implementing sustainable practices in the kitchen, and providing comprehensive staff training. (Kim, Lee and Shin, 2019; Epstein, 2014)��Physical Evidence�The restaurant's physical environment will reflect the farm-to-table concept, featuring natural materials, rustic elements, and decor that celebrates the connection between food and its origins, including elements such as exposed brick walls, reclaimed wood accents, and greenery throughout the dining areas. (Friends of the Earth, 2023; Shepherd and Patzelt, 2017)��Marketing Samples�



Social media post showcasing seasonal ingredients and dishes

�

Menu design highlighting locally-sourced ingredients and farm partnerships



Influencer collaboration featuring a behind-the-scenes look at the restaurant's kitchen and farm visits�

Physical Location

Harvest & Hearth will be established in the lively city of Cardiff which is in the United Kingdom. The proposed location is the city centre, which means that people both from the city and tourists will be able to easily access the place. The restaurant will be located in a historical building that will be refurbished for the purpose, and therefore the atmosphere will be in compliance with the historical context of the area while at the same time possessing features of a contemporary restaurant (Yu and Sapp, 2020).

�

Human Resource Strategy

Staff Required:

Chefs: Responsible for preparing high-quality dishes.

Waitstaff: Provide excellent customer service.

Sommeliers: Recommend wine pairings and enhance the dining experience.

Management Team: Oversee daily operations, marketing, and finances.

Recruitment: Use online job portals, local advertisements, and recruitment agencies to find skilled candidates.

Organisation Chart:

CEO/Owner

Restaurant Manager

Head Chef

Sous Chefs

Front-of-House Manager

Waitstaff

Sommeliers

Sources of Finance

Start-up Costs:

Lease and Renovation: £100,000

Equipment: £50,000

Initial Inventory: £20,000

Marketing: £10,000

Working Capital: £30,000

Total: £210,000

Funding Sources:

Personal Savings: £50,000

Bank Loan: £100,000

Investors: £60,000

Cash Flow Forecast

Cash in-flows�Description (as required)�Starting point�1�2�3�4�5�6�7�8�9�10�11�12�TOTAL��Anticipated sales�Based on market research and projected customer volume�£0�£15,000�£18,000�£20,000�£22,000�£25,000�£28,000�£30,000�£32,000�£35,000�£38,000�£40,000�£45,000�£348,000��Value of your Start Up Loan�Assuming a start-up loan of £100,000�£100,000�n/a�n/a�n/a�n/a�n/a�n/a�n/a�n/a�n/a�n/a�n/a�n/a�£100,000��Other sources of cash or equity�Personal investments or angel investors�£50,000�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£50,000��Existing assets for business purposes�Equipment, furniture, or other assets�£20,000�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£20,000��Total cash in-flows (A)��£170,000�£15,000�£18,000�£20,000�£22,000�£25,000�£28,000�£30,000�£32,000�£35,000�£38,000�£40,000�£45,000�£518,000��

�£28,000�£30,000�£32,000�£35,000�£38,000�£40,000�£45,000�£518,000��

Cash out-flows�Description (as required)�Starting point�1�2�3�4�5�6�7�8�9�10�11�12�TOTAL��Cost of sales�Estimated at 30% of sales�£0�£4,500�£5,400�£6,000�£6,600�£7,500�£8,400�£9,000�£9,600�£10,500�£11,400�£12,000�£13,500�£104,400��Existing assets for business purposes�Furniture, equipment, and renovations�£50,000�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£50,000��Rent or premises costs�Monthly rent for the restaurant location�£0�£5,000�£5,000�£5,000�£5,000�£5,000�£5,000�£5,000�£5,000�£5,000�£5,000�£5,000�£5,000�£60,000��Business rates for your business premises�Estimated business rates for the location�£0�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£6,000��Utilities (gas, electricity, water)�Estimated utility costs�£0�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£12,000��Insurance�General liability and property insurance�£0�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£6,000��Telephone and internet�Communication services�£0�£200�£200�£200�£200�£200�£200�£200�£200�£200�£200�£200�£200�£2,400��Marketing and advertising expenses�Initial marketing and promotional efforts�£10,000�£2,000�£1,500�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£1,000�£22,500��Vehicle running costs�Delivery vehicle expenses�£0�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£6,000��Equipment purchase or leasing�Kitchen equipment and furniture�£20,000�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£20,000��Postage, printing, stationery�Office supplies and marketing materials�£0�£200�£200�£200�£200�£200�£200�£200�£200�£200�£200�£200�£200�£2,400��Transport and delivery�Delivery expenses for online orders�£0�£300�£400�£500�£600�£700�£800�£900�£1,000�£1,100�£1,200�£1,300�£1,400�£10,200��Professional fees (legal, accounting etc.)�Legal and accounting services�£5,000�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£500�£10,000��Your salary (if PSB is in deficit)�Owner's salary during deficit periods�n/a�£2,000�£2,000�£2,000�£2,000�£2,000�£2,000�£2,000�£2,000�£2,000�£2,000�£2,000�£2,000�£24,000��Your salary (over and above your PSB needs)�Additional owner's salary�n/a�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0�£0��Staff costs�Salaries for staff members�£0�£8,000�£8,000�£8,000�£8,000�£8,000�£8,000�£8,000�£8,000�£8,000�£8,000�£8,000�£8,000�£96,000��

Your net cash flow (A-B)�£170,000�-£10,200�-£8,600�-£7,200�-£5,800�-£4,100�-£2,400�-£1,000�£400�£1,500�£2,600�£4,000�£5,400�£144,600��Your monthly opening business bank account balance�£0�£170,000�£159,800�£151,200�£144,000�£138,200�£134,100�£131,700�£130,700�£131,100�£132,600�£135,200�£139,200�£0��Your closing cash position�£170,000�£159,800�£151,200�£144,000�£138,200�£134,100�£131,700�£130,700�£131,100�£132,600�£135,200�£139,200�£144,600�£144,600��

SWOT Analysis 

Strengths�Weaknesses��- Unique farm-to-table concept in the local market�- Higher operating costs associated with sourcing locally and implementing sustainable practices��- Strong partnerships with local farms and producers�- Potential supply chain challenges due to reliance on local producers��- Focus on sustainability and environmental consciousness�- Need for extensive marketing and education to raise awareness of the farm-to-table concept��- Experienced culinary team with a passion for locally-sourced ingredients���- Commitment to exceptional service and dining experiences���

Opportunities�Threats��- Growing consumer demand for sustainable and locally-sourced cuisine�- Competition from existing restaurants and potential new entrants��- Potential for expansion and opening additional locations�- Economic downturns or changes in consumer spending habits��- Collaboration opportunities with local businesses and organisations promoting sustainable practices (Yu and Sapp, 2020)�- Fluctuations in prices and availability of locally-sourced ingredients��- Ability to differentiate from competitors and attract a loyal customer base�- Changes in regulations or policies affecting the restaurant industry or sustainability initiatives��References
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Task 2 Reflection

The overall experience of developing and investigating the business idea of a farm-to-table restaurant has been an undoubtedly inspiring journey. For a start from concept generation to covering the executive summary of the business plan, one gets a clear appreciation of the complexity of the process of entrepreneurship and professionalism needed to overcome challenges.

The basis of this journey was the realization of an emerging customer need – the increasing popularity of environmental and local food. To spot this opportunity one must have the spirit of curiosity and watching out for any changes in the market that may present it self as an opportunity and one of the most crucial determinants of the entrepreneurs to be. Speaking of specific advantages of such kind of knowledge, I would like to emphasize the important and valuable skill of the ability to predict and meet consumers’ expectations changes.

When the idea emerged it was quite self-evident that extensive research should be performed. When identifying the feasibility of the business, it was possible to rely on the data obtained from industry reports, market analysis, and consumer behaviour studies. The research activity demanded me to analyze and escalate my critical thinking abilities, thus helping me distinguish between facts and myths and make the right(er) choice.

The actual creation of the business plan represented the stone-cold fact of how properly one needs to think and plan. When it came to strategy, it was a common practice to be ready with a detailed plan that might encompass almost every aspect of the enterprise ranging from the organizational structure and the management of daily operations to the allocation of resources and the expectations for its revenues. This process made me to integrate creativity and approaches to probable challenges for instance sourcing locally and act sustainably in a way that is healthy for the firm’s financials.

In this journey, I met many instances that afforded me practise in communication and persuasion. Clarity of the restaurant’s value proposition, the mission, and objectives was required to gain investors’ and partners’ support as well as customers’ trust. It has been beneficial to learn how to appropriately communicate the main idea of the farm-to-table concept and its relation to other aspects of people’s lives and the environment.

In addition, discussions on searching for legal solutions, funding, and marketing plans for the business have highlighted the importance of flexibility and persistence in the field of enterprise. The nature of the business constantly evolves, highlighting the need to adapt and turn over when necessary and making change a good thing.

At the heart of this entire process has been a strong passion for sustainable food systems and the drive for change. This passion has kept me going through thick and thin, demonstrating the tenacity that characterises most successful entrepreneurs.

As I look at this journey I feel so fulfilled and full of energy as I look forward to the future. All knowledge and experiences obtained during this process not only enhanced my interpretation of entrepreneurship, but also prepared me for future endeavours. The farm to table restaurant experience has been nothing short of empowering, giving life to the entrepreneur within me and cementing my desire to drive change through sustainable and innovative solutions.


























