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	1 Executive summary (We suggest you complete this section after you have completed the other sections of the Business Plan).
This unique business is one of its kind in the popular town of Brighton. This report outlines the visions of this business, the goals and the unique selling point. Following extensive research using SWOT analysis and PESTLE model, it critically analyses the impact this restaurant will have in the local community. There are four sections to this plan. Starting with the vision, explaining in detail what the business has to offer and the future goals The second part reports on the marketing of the business, describing the target market and comparing the business with its competitors. The third section of the plan reports on how to run the business, focusing on the location and where the premises will be, staffing requirements and their salary, a list of suppliers and what they will supply and the equipment required to start up the business. The final section gives an overview on the finance, the startup cost, running cost, revenue and cash forecast. This restaurant will not only bring something different to the market but also take care of its customers health. 
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	

	
	2 Business details

Company name:

Organica Restaurant
	

	
	Address:

Duke Street
Brighton

BN1 1AG
	

	
	Primary contact method
Email: Info@organica-restaurant.co.uk
	

	
	
	

	
	The business will: (Provide a brief description of what your business will do)
Organica restaurant will provide customers a unique dining experience with mouthwatering flavours that tantalise their tastebuds. All ingredients are organic and fresh, sourced locally from local suppliers. It will help build the community by attracting more customers and providing jobs for local people. 

	

	


	
	
	
	
	
	

	
	3 Key personnel

Details of owner(s):

Name: Jasmin Begum
	

	
	Position/main responsibilities: Director
	

	
	Experience and knowledge of our industry: Yes- 10 years’ experience in book keeping
	

	
	
	

	
	Previous employment: Accounts Clerk
	

	
	Key skills brought to the business: Communication, problem solving and management
	

	
	Business experience and any training undertaken: BA Hons International Hotel Management Course and BTEC Accounting
	

	
	Academic/professional qualifications: Accounting Degree
	

	
	Salary expectations £ 40,000


	

	
	Name: Tanjila Haque
	

	
	Position/main responsibilities: Marketing Director
	

	
	Experience and knowledge of our industry: 7
	

	
	Previous employment: Restaurant Supervisor
	

	
	Key skills brought to the business: Teamwork, organize duties, event planner, buildup locality with guest, organise food menu, marketing management increase sales.
	

	
	Business experience and any training undertaken: International hotel management BA completed.
	

	
	Academic/professional qualifications: Diploma in business graduated.
	

	
	Salary expectations £ 40,000

	

	
	Name: Georgiana Cucu
Position/main responsibilities: HR Director

	
	Experience and knowledge of our industry: 7 Years in Payroll and HR management

	
	Previous employment: HR Solutions

	
	Key skills brought to the business: Communication skills and knowledge in accounting

	
	Business experience and any training undertaken: BA Hons International Hotel Management and Apx Learning

	
	Academic/professional qualifications: Accounting and Payroll Degree

	
	Salary expectations £ 40,000


	
	Name: Zahid Latif

	
	Position/main responsibilities: Finance Director

	
	Experience and knowledge of our industry: 10 Years

	
	Experience and knowledge of our industry: Owned a restaurant previously

	
	Previous employment: Restaurant owner

	
	Key skills brought to the business: Organising, time management, communication, teamwork

	
	Business experience and any training undertaken:  BA Hons International Hotel Management Degree

	
	Academic/professional qualifications: Business and Management Degree

	
	Salary expectations £ 40,000


Vision
	
	
	

	
	4 The business idea
	

	
	Sum up your business idea:
Over the past two decades, the popularity of organic foods has increased (Hodgson & Brown, 2021). In the 2018 food and beverage survey, conducted by L.E.K. Consulting, 93% of consumers said they would want to eat healthily at least occasionally, and 63% said they attempt to eat healthily most of the time. Food that is health-conscious usually consists of natural, additive-free, fresh, and sustainably produced foods (Restolabs, 2023). That’s exactly what this restaurant will provide to its customers. It will also help the local community by sourcing all ingredients and fresh produce from local farms and create more jobs.
(Use the BMC to help explain this section)

	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven)
	

	
	· This restaurant expects a turnover of £900,000 to £1,000,000.
· Build a customer base
· Create brand awareness 
· Establish relationships with local suppliers and farmers

· Become a social media sensation


	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?

· Ideas- Cater for parties and events
· Product- Develop new and unique recipes
· Market- Expand the business to other popular cities
· Organisation- Create more jobs for the local areas by expanding the business
· Customer Relations- Promote the business nationally so people come to dine from all over the country

(Use Klofstens business platform to explain)

	

	
	
	

	
	
	

	
	

	
	
	

	
	6 What the business does


	

	
	Product/service

Features
Benefits
· Organic ingredient
· No chemical 
· Beneficial nutrients
· Healthy Dinner
· Low carb
· Less calories
· Diet Drinks
· Low sugar
· Less calories
· Food Delivery
· Home delivery
· Food delivered to door
· Sugar free desserts
· No sugar sweetness
· Less calories
· Healthy eating
· Less oil and processed food
· Boost immunity, Lowers risk of heart disease

	

	
	
	

	
	7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	Organic restaurants provide a wider selection of dishes with a diversity of flavours and healthier ingredients. Consumers have the option to stay away from artificial ingredients that are frequently added to the food supply chain, including as hormones, antibiotics, and preservatives. This is far better than limiting clientele to menu items that are rich in fat, sugar, or sodium. When dining organically, customers are able to learn more about the ingredients used in the dishes, which is particularly beneficial for those who follow particular dietary guidelines (The Mill, 2022). 
	

	
	
	


	
	
	

	
	8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply in your business are:

1. Premises licence
2. Food business registration licence

3. Personal licence to sell alcohol

4. Public liability insurance

5. Employers’ liability insurance

6. Premises and contents insurance

7. Music licence


	

	
	You will meet your legal and insurance requirements by:

1. Register the food business

2. Introduce all regulations 
3. Put adequate procedures in place for food hygiene and pest control


	

	
	
	


Marketing

	
	
	

	
	9 Market research
	

	
	Trends in your chosen market are:

This restaurant aims to serve people who are health conscious or excited to eat healthy food, organic food. Customers consider organic foods reason it has more nutrition's, natural, and environmentally friendly than non-organic or conventional foods.  
	

	
	How you know this: (Provide examples with references)
Since organic food is on the market, consumer behavior and organic foods studies  
have contributed remarkably to its development.770 consumers survey data are collected in the Midwest, United states. The research results confirm health consciousness, buyer knowledge, perceived or objective norms, awareness of price influence consumers ’frame of mind buying organic food, according to (Plos One,2021)

	

	
	10 Profiling customers

The customer groups you will be selling to are: (4 x Customer profiles minimum)
1. Retired Customer
2. Vegetarian/ Vegan customers

3. Health-conscious customers

4. Business customers

5. Tourists and visitors
	

	
	Your customer research has shown what your customers want is: 
	

	
	 (What research did you undertake and what were the results?) 
There are numerous customers who are willing to pay more for healthy food. Nowadays, the public is becoming health conscious there, for there are so many guests who only eat healthy food to fit their healthy lifestyle and promote their family. Online research such as organic food consumers review, organic restaurants, organic food supplier, marketplace for organic food, competitor price, chance of making profit and gain customer loyalty. Research shows there are so many consumers as well as organic food restaurants too.  
	

	
	
	

	
	How you know this:

 (What evidence can you offer)
Customers feedback about organic food can be found Tripadvisor online, according to (Tripadvisor,2024). There are so many online platforms where consumers taste farm restaurants food and leave online feedback.
	

	
	Number of customers you expect to win in each group and what they might pay:

Group

Number of customers

Price they might pay per unit
Young customers
25
£23.00
Travellers
200
£26.00
Business customers
40

£30.00
Senior Citizens
100
£27.00
Local Residence
30
£30.00

	

	
	
	


	
	
	

	
	11 Profiling competitors


	

	
	Competitor name

Strengths

Weaknesses

· The Ivy in the Lane
· Cheap prices
· Not a unique building
· Browns Brighton
· Fresh food (highlighted ingredients)
· No outside seating area
· Nandos Brighton
· Suitable environment for famillies
· Price is high
How you can improve on their offer and/or price(s) unique offerings:
	

	
	According to (Derek, 2024) To improve sales it is important to know the Target audience & define customer personality. 
*Advertising healthy food, fresh food. 
*Budgeting the cost regularly. 
*Buildup loyalty with the customers, ask for feedback. 
*Send discount on their birthday by email. 
*Be aware of special day discounts with competitors. 
*Change the menu if necessary. 

	

	
	
	

	
	
	

	
	12 Managing market risks

Write down the risks you have identified:
According to (Nicole, 2024), identifying potential restaurant industry risk will allows to avoid making mistakes in business and manage Task effectively. 
Competitor, competitor offer discount, suppler price increase, organic food suppler delivery delay, waste fresh food during less sale, increase restaurant service cost, electric bills, staff shortage etc. 

	

	
	How will you manage these risks so that they become less of a threat:
	

	
	Keep regular updates with suppliers, be aware of competitors' discount offers, build up customer loyalty, keep staff happy, provide regular staff training, give bonuses and praise them. 
	

	
	13 Pricing
	

	
	How you can calculate your prices:
	

	
	Fresh food cost, Restaurant bills, maintenance, staff cost, council text, business cost, advertising, delivery, electricity etc.
	

	
	
	


	
	
	

	
	How your prices compare with the competition:

	

	
	Product/service

Your price(s)
Range of competitor prices (per unit)
Va Pensiero lounge cafe restaurant /dine in Takeaway (Breakfast) 
£1-13pp
£15pp
Lavash North Street Brighton (Lunch) 
£10-20pp
£15-25pp
Nando’s Brighton –Duke Street (Dinner) 
£10-20pp
£20-35pp

	

	
	Reasons for the difference between your price(s) and your competitors’ price(s):

This restaurant will serve local organic food in reasonable price 
· Fresh food, organic food, local harvest food. 
· Customer will know about the ingredients in detail. 
· Friedly environment suitable for families, retired citizens. 
· Opportunity for customers who want to eat healthy food. 

	

	
	
	


	
	
	

	
	14 Promotion and advertising

How and where will you promote your product/service?
Restaurant marketing strategy is a Plan that helps restaurant owners to increase business sales. The goal of a restaurant marketing strategy is to attract guests who will choose to come back, according to (Andrews, 2023). 
	

	
	
	

	
	· This restaurant will distribute menu leaflet to the local community, on the menu Will be pictures of the food that will be serve which can be eye catching for the customer.  
· The restaurant aims to advertise on online websites, magazines, online newspapers, menu distributes to the local residence on a big screen outside of the restaurant and continue sharing offers, deals, especial day discount, student discount etc. 
· Tik Tok food blogger will be contacted to make a short review video.

	

	
	
	

	
	
	


Running the business
	
	
	

	
	15 Staff
Service-oriented businesses rely heavily on their employees, and this is especially true in the organic restaurant industry. Staff retention, service quality, and customer satisfaction are contingent upon the selection, training, and development of personnel (Troung et al., 2017). Similarly, personnel at this organic eatery are expected to exemplify the establishment's commitment to sustainability and good health. Proper knowledge of organic food principles, dietary restrictions, and allergen awareness is essential for effectively communicating with and enlightening consumers. In addition, fostering a positive work environment that is consistent with the values of the restaurant is crucial, as this can contribute to a consistent customer experience by increasing employee retention and satisfaction (Strassner et al., 2015).

	

	
	Role

Total cost

Necessary experience

Specialist skills and/or qualifications

· Head Chef
£35,000
· 3+ Years
· Culinary skills, food safety and sanitation practice, leadership and management
· Sous Chef
£32,000
· 1+ Year
· Communication and interpersonal skills, ability to work under pressure, organisational skills
· Waiter x 4
£80,000
· Not Necessary
· Customer service skills, ability to work in a team, a good memory

	

	
	16 Premises
The organic restaurant is located on Duke Street in Brighton, an area renowned for its diverse assemblage of cafés, independent boutiques, and lively street art. This address will serve as a heaven for individuals who value a culture that prioritises health and sustainability. Duke Street's strategic location in Brighton, mere steps away from the seafront, guarantees its visibility and accessibility to a wide-ranging audience, including both local inhabitants and visitors in search of the emblematic Brighton experience (My Brighton and Hove, n.d.). By capitalising on the vibrant ambiance of Duke Street and the dedication to serving organic, health-conscious fare, the establishment desire to position itself as an indispensable establishment in Brighton's esteemed dining community.
Cost £

Premises required at start-up: Rented space in an indispensable establishment as per Appendix 4
£32,500
Premises required in the future (if different):      
£     

	

	
	17 Suppliers
This business procures ingredients from organic suppliers, which ensures that each component embodies its dedication to sustainability and high-quality standards. Organic North Wholesalers distinguishes itself through its distinctive pre-ordering system, minimal waste practices, and extensive product selection encompassing dairy, breads, and pulses, all of which are sourced locally with the intention of fostering seasonality and aiding local agricultural communities (Organic North Wholesalers, n.d.). In addition to this, Infinity Foods Wholesale (n.d.) offers an extensive range of fairtrade, organic, natural, and gluten-free products, with a particular focus on sustainable packaging alternatives and cooperative values. Evergreen Organics, a prominent organic wholesaler in the South of England, including Brighton, has amassed more than two decades of experience (Evergreen Organics, n.d.).

Your key suppliers and their credit terms
Supplier

What you’ll buy from them

Number of days’ credit

· Organic North Wholesalers
· Organic dairy, breads and pulses
· 30 Days
· Infinity Foods Wholesale
· Gluten-free products
· 30 Days
· Evergreen Organics
· Organic fruits, vegetable
· 30 Days
· Helen Browning’s Organic
· Organic meat
· 30 Days
· Eco-Max
· Cleaning and hygiene supplies
· 45 Days

	

	
	
	

	
	
	


	
	
	

	
	18 Equipment
Kitchen equipment from CS Catering Equipment and Easy Equipment both of which are renowned in the United Kingdom for their extensive product lines and high-quality brands including Rational, Lincat, and Polar, decorate the establishment (CS Catering, 2023). EasyEquipment improves the kitchen environment by offering a variety of commercial refrigeration units, ovens, and slicers. By establishing partnerships with industry-leading manufacturers, EasyEquipment guarantees optimal efficiency and dependability (EasyEquipmet, n.d.).
	

	
	Resource 

When

How funded

Cost £ per unit

· Restaurant and Kitchen equipment

· Start up
· Business Loan from bank
£40,000
· Restaurant dining furniture x10
· Start up
· Business Loan from bank
£350.00/ Set
· Restaurant Patio furniture x4
· Start up
· Personal Investment
£300.00/ Set
· Dining and Bar
· Start up
· Personal Investment
£10,000
· Payment Methods
· Start up
· Personal Investment
£2.000

	

	
	
	

	
	
	

	
	19 Managing operational risks
Managing operational risks in a restaurant entails the identification, evaluation, and reduction of potential disruption-causing hazards (Lima, Crema and Verbano, 2019). Critical approaches consist of establishing and adhering to rigorous health and safety protocols, preserving elevated standards of hygiene, and food safety regulations. It is imperative to provide consistent training to personnel regarding health and safety protocols and emergency protocols (Code of England, 2023). A comprehensive insurance policy also provides coverage for prospective liabilities. To guarantee the restaurant's seamless operation in diverse conditions, such as equipment failure, supply chain disruptions, or staff shortages (Gurtu and Johny, 2021).

Risk

Solution

Staff

· Poor training can cause environmental problems

· Staff shortages

· Compliance with health and safety practices, rigorous hygiene requirements and food safety legislation (Code of England, 2023)

· Implementation of a responsive strategy to ensure smooth functioning under varying situations (Gutu and Johny, 2021)

Suppliers

· Suppliers who do not transport the goods in safe conditions

· Equipment failure

· A comprehensive insurance coverage covering potential liabilities


	

	
	
	


Finance 
Please double click in the table below to access the embedded Microsoft Excel sheets to input your figures, Microsoft Excel will automatically update the total for you. If you do not have access to Microsoft Excel you can use the link below this table and save the file onto your PC. You can then use Open Source Software such as Google Docs or OpenOffice to access the information by uploading the file into this software. Please note that all tables can be customised and additional rows and categories can be added.



	
	
	

	
	20 Start-up costs

	

	
	Calculate how much money you need before you start trading


[image: image1.emf]£

1,500

1,000

3,000

2,500

5,000

5,000

5,000

2,000

10,000

2,000

3,000

1,000

1,000

1,000

1,000

5,000

2,000

4,000

0

55,000

TOTAL  £

Consumables

Licences

Security/health and safety equipment

Professional fees

Training

IT and computers

Telephones and broadband

Equipment

Stock

Tools

Vehicles

Insurance

Other (please specify)

Rent/rent deposit

Stationery

Marketing

Market research costs

Association fees

Wages/recruitment


                  * Total from here should be used in 22 Sourcing finance below
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	21 Profit and loss forecast


[image: image2.emf]Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 625,000 940,000 1,400,000

Less variable costs 395,000 594,000 815,000

Gross profit (sales less variable costs) =  230,000 346,000 585,000

Calculate your gross profit margin % 

(gross profit divided by total sales x  

100) (A)

37.00% 37.00% 42.00%

Salaries/wages (survival income + any 

staff

135,000 203,000 304,000

Premises (including rent, rates, utilities) 36,000 36,500 37,000

Telephone and broadband 1,500 1,700 2,000

Printing, post and stationery 2,000 3,000 4,000

Advertising and promotion 13,000 19,550 29,100

Bank charges 2,200 3,300 4,900

Professional fees 5,200 7,800 11,600

Insurances 2,000 3,000 4,400

Bank/HP/Interest (payable to your 

bank)

3,600 5,400 8,000

Stock 5,000 7,500 11,100

Consumables 2,900 4,300 6,400

Equipment and vehicle leasing 4,200 6,300 9,000

Depreciation 2,300 3,400 5,000

Other (please specify) 0 0 0

Other 2,500 3,700 5,500

Other 0 0 0

Total fixed costs 217,400 308,450 442,000

Net profit (gross profit less fixed cost)

12,600 37,550 143,000

Calculate your net profit margin (net profit 

divided by total sales x 100)

0 4 10

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs (B)

612,400 902,450 1,257,000


	

	
	
	

	
	
	

	
	
	

	
	
	


	
	
	

	
	22 Sourcing finance
	


	
	Total borrowing requirement for the business


[image: image3.emf]£

95,000

Personal start-up contributions           - 50,000

Other start-up contributions            - 0

Total required = 45,000

= 50,000



Start-up costs

The assets you have available as security



	


	
	23 Managing financial risks (such as, sales are less than forecasted or start-up finance takes three months longer to obtain)
The risks that you have identified for your financial forecast are:
1. Economic downturn
2. Rising costs of material
3. Fluctuation in exchange rates
4. Interest rate increases

	

	
	How you will minimise their impact:

1. Attention will be paid to cost efficiency, diversity sources of income and have some cash on hand in other tough economic times (Baert et al, 2016).
2. A long-term contract will be signed with suppliers to guarantee affordable prices. This will ensure suppliers remain cost effective by regularly re-evaluating them (Baert et al, 2016). 

3. Instruments for financial hedging can be used to reduce currency risk. When it will be feasible, contracts will be negotiated in local currency with clients and suppliers (Baert et al, 2016).

4. Fixed rate loans will be taken in to consideration to keep consistent interest payment. Also monitoring the economy will indicate any necessary modification required to the financial plans (Kadam, 2020). 

	

	
	
	


	
	
	
	
	
	

	
	24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 

	

	
	
[image: image4.emf]Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT) 120,000 0 130,000 0 135,000 0 140,000 0 140,000 0 135,000 0 140,000 0 940,000 0

Cash received from debtors 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital/loans received 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 120,000 0 130,000 0 135,000 0 140,000 0 140,000 0 135,000 0 140,000 0 940,000 0

EXPENDITURE

Wages to staff (incl. PAYE & NI) 18,000 0 18,000 0 18,000 0 18,000 0 18,000 0 18,000 0 18,000 0 126,000 0

Premises (rent, rates & utilities) 2,950 0 2,950 0 2,950 0 2,950 0 2,950 0 2,950 0 2,950 0 20,650 0

Telephone & Broadband 125 0 125 0 125 0 125 0 125 0 125 0 125 0 875 0

Printing, post & stationery 250 0 250 0 250 0 250 0 250 0 250 0 250 0 1,750 0

Advertising & promotion 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 14,000 0

Bank charges 2,500 0 2,500 0 2,500 0 2,500 0 2,500 0 2,500 0 2,500 0 17,500 0

Professional fees 2,500 0 2,500 0 2,500 0 2,500 0 2,500 0 2,500 0 2,500 0 17,500 0

Insurances 180 0 180 0 180 0 180 0 180 0 180 0 180 0 1,260 0

Bank/HP 1,500 0 1,500 0 1,500 0 1,500 0 1,500 0 1,500 0 1,500 0 10,500 0

Equipment & vehicle leasing 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 14,000 0

Payments relating to variable costs 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital Expenditure 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other Payments 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

VAT 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Owner's wages/salary 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Owner's National Insurance 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Loan repayments (incl. interest) 1,500 0 1,500 0 1,500 0 1,500 0 1,500 0 1,500 0 1,500 0 10,500 0

Stock 5,000 0 5,000 0 5,000 0 5,000 0 5,000 0 5,000 0 5,000 0 35,000 0

Consumables 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 2,000 0 14,000 0

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 40,505 0 40,505 0 40,505 0 40,505 0 40,505 0 40,505 0 40,505 0 283,535 0

Income less expenditure 79,495 0 89,495 0 94,495 0 99,495 0 99,495 0 94,495 0 99,495 0 656,465 0

Opening bank balance 0 0 79,495 0 168,990 0 263,485 0 362,980 0 462,475 0 556,970 0 556,970 0

Closing bank balance 79,495 0 168,990 0 263,485 0 362,980 0 462,475 0 556,970 0 656,465 0 656,465 0



Start-up 0 1 2 3 4 5 6 TOTAL


	

	
	
	

	
	
	

	
	
	
	
	
	


25 Conclusion. 

The Organica Restaurant is a very unique concept taking in to account the views and needs of its customers. It focuses on allowing customers to eat healthy and organic food eliminating chemicals as well as enjoying a nice meal out whilst fine dining. It will be situated in the heart of Brighton where it has a lot of tourist attraction as well as popular within the community. Marketing can be done at low cost via social media such as Tik Tok and Instagram, this will reduce the cost of advertising and promotion. With majority of the finance being personal investment, loan from the bank at low interest will be easily acquired. 
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Appendix 2: SWOT Analysis
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Appendix 3: Pestle Analysis
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Appendix 4 : Source- Zoopla, 2024
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Organica restaurant will provide customers
a unique dining experience

All ingredients are organic and fresh,
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part in every business, there are
many aspects of it:

» It helps to create brand

awareness
» Increase sales and growth
» Acquire and retain customers. \\
Effective marketing strategies \\
establish a strong place in the \

market and buildup connection
with the target customer




[image: image14.png]Marketing

For a successful business you need to
follow business strategy by giving
customers clear information. A reason

why customers will choose this restaurants.

| roduct

rice Product- Organic, healthy meals
lace Price- Affordable prices
romotion Place- Located in the heart of Brighton

Promotion- Advertise on social media,
radios and send leaflets.





[image: image15.png]Running the Business

Street Check (n.d.). Interesting Information
for Duke Street, Brighton

Employees
« Essential for service-oriented businesses, especially in the org
restaurant industry.

« Retention, service quality, and customer satisfaction depend on
personnel selection, training, and development (Troung et al., 201
« Employees must demonstrate commitment to sustainability and
good health.

« Knowledge of organic food principles, dietary restrictions, and
allergen awareness is crucial.

« Fostering a positive work environment aligns with the restaurant's
values (Strassner et al., 2015).

Premises
« Located on Duke Street in Brighton, a renowned area for cafés,
independent boutiques, and street art.

« Strategic location ensures visibility and accessibility to a wide
audience (My Brighton and Hove, n.d.).

« Aims to position itself as an indispensable establishment in
Brighton's dining community.
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Suppliers
« Organic North Wholesalers (n.d.) provides a unique pre-ordering mechanism, little wast:
a diverse product line.

« Infinity Foods Wholesale (n.d.) provides fairtrade, organic, natural, and gluten-free produ
« Evergreen Organics (n.d.). offers fresh organic fruits and vegetables, with a focus on Britis|
origin produce.

Equipment
« CS Catering Equipment and EasyEquipment well-known for their diverse product offerings
high-quality brands.

« CS Catering Equipment (n.d.) offers over 20,000 goods, including combo ovens and chef's
apparel.
« EasyEquipment (n.d.) offers commercial refrigerators, ovens, and slicers. \

Managing Operational Risk \
« Identify, evaluate, and mitigate any disruption-causing dangers (Lima, Crema and Verbano‘\

2019).

« Compliance with health and safety practices, rigorous hygiene requirements, and food

legislation (Code of England, 2023).

« Consistent training for personnel in health and safety and emergency procedures.

« A comprehensive insurance coverage covering potential liabilities.

« Implementation of a responsive strategy to ensure smooth functioning under varyin

(Gurtu and Johny, 2021).
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Estimated start up required is
£95,000.00

Personal investment £50,000.00
Borrowing from bank £45,000.00

Low interest business loan
available from high street banks

Cash forecast for first 6 months
is estimated to be £940,000.00
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MANAGEMENT,

Economic downturn- Attention to cost efficiency,
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signed with suppliers to guarantee affordable prices.

Fluctuation in exchange rates- Instruments for
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payment
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The Organica Restaurant is a very unique concept taking in to account the
views and needs of its customers. It focuses on allowing customers to eat
healthy and organic food eliminating chemicals as well as enjoying a nice
meal out whilst fine dining. It will be situated in the heart of Brighton where
it has a lot of tourist attraction as well as popular within the community.
Marketing can be done at low cost via social media such as Tik Tok and
Instagram, this will reduce the cost of advertising and promotion. With
majority of the finance being personal investment, loan from the bank at
low interest will be easily acquired.
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_1770315393.xls
Sheet1

		

						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		625,000		940,000		1,400,000

				Less variable costs		395,000		594,000		815,000

				Gross profit (sales less variable costs) =		230,000		346,000		585,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		37.00%		37.00%		42.00%

				Salaries/wages (survival income + any staff		135,000		203,000		304,000

				Premises (including rent, rates, utilities)		36,000		36,500		37,000

				Telephone and broadband		1,500		1,700		2,000

				Printing, post and stationery		2,000		3,000		4,000

				Advertising and promotion		13,000		19,550		29,100

				Bank charges		2,200		3,300		4,900

				Professional fees		5,200		7,800		11,600

				Insurances		2,000		3,000		4,400

				Bank/HP/Interest (payable to your bank)		3,600		5,400		8,000

				Stock		5,000		7,500		11,100

				Consumables		2,900		4,300		6,400

				Equipment and vehicle leasing		4,200		6,300		9,000

				Depreciation		2,300		3,400		5,000

				Other (please specify)		0		0		0

				Other		2,500		3,700		5,500

				Other		0		0		0

				Total fixed costs		217,400		308,450		442,000

				Net profit (gross profit less fixed cost)		12,600		37,550		143,000

				Calculate your net profit margin (net profit divided by total sales x 100)		0		4		10

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		612,400		902,450		1,257,000

				Break even (B) divided by (A)		1,655,135		2,439,054		2,992,857
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								£

				Start-up costs				95,000

				Personal start-up contributions		-		50,000

				Other start-up contributions		-		0

				Total required		=		45,000

				The assets you have available as security

						=		50,000
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_1770315481.xls
First 6 months

		

				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		120,000		0		130,000		0		135,000		0		140,000		0		140,000		0		135,000		0		140,000		0		940,000		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		120,000		0		130,000		0		135,000		0		140,000		0		140,000		0		135,000		0		140,000		0		940,000		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		18,000		0		18,000		0		18,000		0		18,000		0		18,000		0		18,000		0		18,000		0		126,000		0

		Premises (rent, rates & utilities)		2,950		0		2,950		0		2,950		0		2,950		0		2,950		0		2,950		0		2,950		0		20,650		0

		Telephone & Broadband		125		0		125		0		125		0		125		0		125		0		125		0		125		0		875		0

		Printing, post & stationery		250		0		250		0		250		0		250		0		250		0		250		0		250		0		1,750		0

		Advertising & promotion		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		14,000		0

		Bank charges		2,500		0		2,500		0		2,500		0		2,500		0		2,500		0		2,500		0		2,500		0		17,500		0

		Professional fees		2,500		0		2,500		0		2,500		0		2,500		0		2,500		0		2,500		0		2,500		0		17,500		0

		Insurances		180		0		180		0		180		0		180		0		180		0		180		0		180		0		1,260		0

		Bank/HP		1,500		0		1,500		0		1,500		0		1,500		0		1,500		0		1,500		0		1,500		0		10,500		0

		Equipment & vehicle leasing		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		14,000		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		1,500		0		1,500		0		1,500		0		1,500		0		1,500		0		1,500		0		1,500		0		10,500		0

		Stock		5,000		0		5,000		0		5,000		0		5,000		0		5,000		0		5,000		0		5,000		0		35,000		0

		Consumables		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		2,000		0		14,000		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		40,505		0		40,505		0		40,505		0		40,505		0		40,505		0		40,505		0		40,505		0		283,535		0

		Income less expenditure		79,495		0		89,495		0		94,495		0		99,495		0		99,495		0		94,495		0		99,495		0		656,465		0

		Opening bank balance		0		0		79,495		0		168,990		0		263,485		0		362,980		0		462,475		0		556,970		0		556,970		0

		Closing bank balance		79,495		0		168,990		0		263,485		0		362,980		0		462,475		0		556,970		0		656,465		0		656,465		0





Second 6 months

		

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		940,000		0		0		0		0		0		0		0		0		0		0		0		0		0		940,000		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		940,000		0		0		0		0		0		0		0		0		0		0		0		0		0		940,000		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		126,000		0		0		0		0		0		0		0		0		0		0		0		0		0		126,000		0

		Premises (rent, rates & utilities)		20,650		0		0		0		0		0		0		0		0		0		0		0		0		0		20,650		0

		Telephone & Broadband		875		0		0		0		0		0		0		0		0		0		0		0		0		0		875		0

		Printing, post & stationery		1,750		0		0		0		0		0		0		0		0		0		0		0		0		0		1,750		0

		Advertising & promotion		14,000		0		0		0		0		0		0		0		0		0		0		0		0		0		14,000		0

		Bank charges		17,500		0		0		0		0		0		0		0		0		0		0		0		0		0		17,500		0

		Professional fees		17,500		0		0		0		0		0		0		0		0		0		0		0		0		0		17,500		0

		Insurances		1,260		0		0		0		0		0		0		0		0		0		0		0		0		0		1,260		0

		Bank/HP		10,500		0		0		0		0		0		0		0		0		0		0		0		0		0		10,500		0

		Equipment & vehicle leasing		14,000		0		0		0		0		0		0		0		0		0		0		0		0		0		14,000		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		10,500		0		0		0		0		0		0		0		0		0		0		0		0		0		10,500		0

		Stock		35,000		0		0		0		0		0		0		0		0		0		0		0		0		0		35,000		0

		Consumables		14,000		0		0		0		0		0		0		0		0		0		0		0		0		0		14,000		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		283,535		0		0		0		0		0		0		0		0		0		0		0		0		0		283,535		0

		Income less expenditure		656,465		0		0		0		0		0		0		0		0		0		0		0		0		0		656,465		0

		Opening bank balance		556,970		0		656,465		0		656,465		0		656,465		0		656,465		0		656,465		0		656,465		0		656,465		0

		Closing bank balance		656,465		0		656,465		0		656,465		0		656,465		0		656,465		0		656,465		0		656,465		0		656,465		0





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		525,000		0		415,000		0		0		0		0		0		940,000		0

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		TOTAL £		525,000		0		415,000		0		0		0		0		0		940,000		0

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		72,000		0		54,000		0		0		0		0		0		126,000		0

		Premises (rent, rates & utilities)		11,800		0		8,850		0		0		0		0		0		20,650		0

		Telephone & Broadband		500		0		375		0		0		0		0		0		875		0

		Printing, post & stationery		1,000		0		750		0		0		0		0		0		1,750		0

		Advertising & promotion		8,000		0		6,000		0		0		0		0		0		14,000		0

		Bank charges		10,000		0		7,500		0		0		0		0		0		17,500		0

		Professional fees		10,000		0		7,500		0		0		0		0		0		17,500		0

		Insurances		720		0		540		0		0		0		0		0		1,260		0

		Bank/HP		6,000		0		4,500		0		0		0		0		0		10,500		0

		Equipment & vehicle leasing		8,000		0		6,000		0		0		0		0		0		14,000		0

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		6,000		0		4,500		0		0		0		0		0		10,500		0

		Stock		20,000		0		15,000		0		0		0		0		0		35,000		0

		Consumables		8,000		0		6,000		0		0		0		0		0		14,000		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		162,020		0		121,515		0		0		0		0		0		283,535		0
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START UP COSTS

						£

		IT and computers				1,500

		Telephones and broadband				1,000

		Equipment				3,000

		Stock				2,500

		Tools				5,000

		Vehicles				5,000

		Professional fees				5,000

		Insurance				2,000

		Rent/rent deposit				10,000

		Stationery				2,000

		Marketing				3,000

		Consumables				1,000

		Licences				1,000

		Training				1,000

		Association fees				1,000

		Wages/recruitment				5,000

		Security/health and safety equipment				2,000

		Market research costs				4,000

		Other (please specify)				0

		TOTAL  £				55,000






