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	EXECUTIVE SUMMARY:
3G BBQHOUSE will be a unique family-friendly BBQ restaurant located in the heart of Norwich, Norfolk, near the scenic River Wensum. Our restaurant aims to provide an exceptional dining experience with a focus on sustainability, community engagement, and locally sourced ingredients. We will cater to families, tourists, and sports enthusiasts by offering a variety of BBQ dishes made with fresh, local produce, a welcoming atmosphere, and a sports-friendly environment.
Our market research indicates a strong demand for high-quality, locally sourced food and family-oriented dining experiences in Norfolk. The tourism sector in the region is thriving, with significant spending on food and drink, presenting a valuable opportunity for growth. By leveraging these market trends, 3G BBQHOUSE is poised to attract a diverse customer base.
Our competitive advantage lies in our commitment to sustainability, affordable pricing, and a unique family-friendly environment. We will establish partnerships with local suppliers to ensure the freshest ingredients and support the local economy. Additionally, our venue features a dance floor, a separate dining area, private dining pods, and a spacious outdoor patio overlooking beautiful gardens and the river, enhancing the overall dining experience.
Financially, we project a total income of £514,800 in the first year, with a total expenditure of £390,171.83, resulting in a profit before tax of £124,628.17.  To support our operations and growth, we seek a total funding of £100,000, with a 10% ownership share offered to investors.
Our short-term goals include achieving steady revenue growth, establishing a loyal customer base, and enhancing our sustainability practices. In the long term, we aim to expand our community engagement initiatives and explore opportunities for further growth and innovation in the sustainable dining sector.
3G BBQHOUSE is not just a restaurant; it's a community hub where every bite supports sustainability. 
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Grill, Gather and Grow Together: Where Every Bite Supports Sustainability!

















2. THE BUSINESS IDEA

2.1 The Product/Service

Company Name: 3G BBQHOUSE
Location: Norwich, Norfolk, East of England
Industry: Restaurant/Food Service
3G BBQHOUSE is a family-friendly BBQ restaurant located in Norwich, the heart of Norfolk, East of England. We cater to families, tourists, and sports lovers who seek delicious, locally sourced-BBQ meals in a welcoming and relaxed environment. Our mission is to provide a dining experience that delights the taste buds and supports sustainability and local agriculture.
3G BBQHOUSE offers a variety of BBQ dishes, featuring locally sourced meats, vegetables, and classic BBQ sides. 

	Features and Benefits.

	On-Site Greenhouse and Garden & Locally Sourced Ingredients.
	Source high-quality ingredients from local farmers and producers, enhancing the taste of our meals, supporting the local economy, and reducing our carbon footprint.Additionally, we grow our vegetables and greens in our on-site greenhouse and garden, ensuring the freshest ingredients for our dishes. 

	Family-Friendly Atmosphere
	Our restaurant is designed to welcome families, with ample seating, highchairs for children, and a designated kids' play area. Additionally, we plan to keep easy-care animals such as rabbits and chickens to attract and entertain children.

	Sustainability Focus
	We are committed to minimising waste by using recyclable materials and implementing sustainable practices in our operations.

	Sports-Friendly Environment
	With multiple large screens and a lively ambiance, we provide an ideal setting for sports lovers to enjoy live games while dining on hearty BBQ dishes.

	Community Engagement
	We aim to foster a strong connection with the local community by hosting local events and participating in community activities.








2.2 SWOT Analysis Summary (Appendix A)

Strengths:
· Locally Sourced Ingredients.
· Sustainability Focus.
· Family-Friendly Environment.
· Sports-Friendly Ambiance.
Weaknesses:
· Market Saturation.
· Regulatory Compliance.
· Initial Costs.
· Sustainability Focus.
Opportunities:
· Growing Tourism.
· Government Support: grants and subsidies for sustainable practices.
· Community Engagement.
· Love for Sports in the UK. .
· Market Saturation in Eco-Friendly Dining: may reflect a growing interest in sustainability.
Threats:
· Economic Uncertainty
· Rising Costs
· Weather Dependency.
· Rising Labour Costs.



	Strategies to Reduce Risk and Maximise Potential.

	Market Saturation.

	Differentiation: Clearly define our unique selling proposition (USP) and differentiate ourselves from competitors by highlighting our sustainability focus, family-friendly environment, and sports-friendly ambiance. Offering unique experiences, like interactive greenhouse tours and animal interactions for children, will set us apart from competitors.

	
	Targeted Marketing: Develop targeted marketing campaigns to reach specific customer segments, emphasising our strengths and catering to their preferences. Utilise digital marketing channels, social media platforms, and local advertising to communicate our value proposition and attract diverse clientele effectively.

	Regulatory Compliance.

	We will invest in comprehensive compliance systems and staff training programs to ensure adherence to all relevant regulations. Staying ahead of regulatory requirements will help us avoid fines and legal issues.

	Initial Costs.

	To manage initial setup costs, we will seek funding through government grants and sustainability subsidies. Additionally, we can explore partnerships with local businesses and community groups to share resources and reduce expenses.

	Economic Uncertainty
	By keeping our menu prices competitive and offering value-for-money deals, we can attract cost-conscious customers even during economic downturns. Diversifying our revenue streams through catering services and hosting private events can also help mitigate economic risks.

	Rising Costs.

	We will establish strong relationships with local suppliers to negotiate better prices and ensure a steady supply of ingredients.

	
	Operational Efficiency: Implement efficient operational practices to optimise resource utilisation and minimise costs. Streamline procurement processes, invest in energy-efficient equipment, and adopt waste reduction measures to enhance sustainability and reduce overhead expenses.

	Weather Dependency.

	To counteract the impact of poor weather on outdoor dining, we will create a cozy and inviting indoor dining space. Offering seasonal specials and promoting indoor events can help maintain customer interest year-round.







3. THE TEAM

3.1 Key Personnel

To run 3G BBQHOUSE effectively, we can strategically divide responsibilities among the three founders, utilising our hospitality background and aiming to minimise costs by covering most roles ourselves. 
Name and Company Position: Dina Priedulena (Founder 1): General Management & Supplier Relations.
Skills and Experience: over 20 years of hospitality experience, from service staff to team leader positions, including practice at Holiday Inn Derby - Riverlights, and experience in accountancy.  Determined, good organisational skills, stress-resilient, positive-minded, creative, and open to new information.
Role and Responsibilities: Overseeing day-to-day operations, making strategic decisions, and handling finances.
Supplier Relations and Procurement: Sourcing local ingredients, and managing relationships with farmers and suppliers.



Name and Company Position: Mihaela Suruianu (Founder 2): Marketing and Community Engagement & Front of House Support.
Skills and Experience: background in customer service, with experience at Rossington Hall (Doncaster), excels in communication, adaptability, problem-solving, and empathy.
Role and Responsibilities: developing marketing strategies, managing social media, and organising events. Front of House manager: managing customer service, overseeing waitstaff, and ensuring a smooth dining experience. 



Name and Company Position: Mihaela Ilie (Founder 3): Back of House Manager & Line Cook.
Skills and Experience: extensive international experience in the restaurant and hospitality industry, worked as a prep chef in Italy, and in hotel housekeeping in France. Highly organised, detail-oriented, and efficient, excels in multitasking and thrives in fast-paced environments, adaptability, strong work ethic, and problem-solving skills ensure smooth kitchen operations and high food quality standards.
Role and Responsibilities:  Oversees the kitchen staff, schedules, and performance, ensuring high food quality and safety standards. Collaborate on menu development, manage inventory and equipment, and optimise kitchen workflows.




3.2 Skills Gaps& Key Partners/3.2.1 Additional Staff Requirements (Roles and Responsibilities):

We are confident in our abilities and prepared to tackle any task, including washing dishes. However, to guarantee the highest quality, we rely on professionals. 
Additional Staff:
	Head Chef (1)
	Creating and designing the menu, ensuring the highest food quality and presentation standards. They oversee kitchen staff, manage food inventory and sourcing, and maintain kitchen hygiene and safety standards. The Head Chef is also in charge of training and mentoring kitchen staff, managing kitchen operations during service, and collaborating with management on menu adjustments and cost control. Additionally, they ensure compliance with health regulations and contribute to a positive and efficient kitchen environment.

	Waitstaff (2)
	Take orders, serve food, and provide excellent customer service.

	Bartender (2)
	Prepares drinks, manages the bar area, and engages with customers.

	Gardener/Farmhand
	Manages the on-site greenhouse and garden, cares for animals, and ensures a steady supply of fresh produce.

	Event Staff: 5-6 additional hires per event.

	



*Detailed information regarding staff justification, base calculations, workload, and costs can be found in the Financial Summary section.


3.2.2 Training and Development:

To ensure our team is well-equipped and compliant with industry standards, we have identified key training programs provided by recognised organisations. 
		Training & Development Activity



		Description




		Level 2 Food Hygiene Certificate (Qualsafe, 2024).



		Certification for all staff members to ensure proper food handling and hygiene practices.




		Level 3 Food Hygiene Certificate

	(Qualsafe, 2024).

	



		Certification for Mihaela Ilie (Back of House Manager) to ensure advanced food safety management.




		HACCP Principles Training


(Qualsafe, 2024).

		Training for Back of House Manager on implementing a food safety management system based on Hazard Analysis and Critical Control Point (HACCP) principles.




		Allergen Awareness Training


(Qualsafe, 2024).
		Training for all staff members to educate staff on handling allergens safely and preventing cross-contamination.




		Qualsafe Level 2 Award for Personal Licence Holders (RQF)



		Training for Dina Priedulena (General Manager) to ensure legal compliance for alcohol sales (Qualsafe, 2024).




		Qualsafe Level 1 Award in Health and Safety in the Workplace (RQF) (Qualsafe, 2024).



		Certification for all employees to ensure basic workplace health and safety knowledge.




		Qualsafe Level 3 Award in Health and Safety in the Workplace (RQF) (Qualsafe, 2024).



		Advanced health and safety training for the management team to ensure comprehensive safety protocols.




		Qualsafe Level 2 Award in Fire Safety (RQF) (Qualsafe, 2024).



		Fire safety training for Mihaela Suruianu to manage fire risks and ensure safe evacuation procedures. To equip staff with the knowledge to prevent and respond to fire hazards. Ensure the premises meet fire safety standards. Conduct a fire risk assessment and install necessary fire safety equipment.




		Sustainability Training.
Sustainability means operating your business in a way that protects the environment as well as keeping your business economically viable (UK Business Climate Hub, 2024).




		Educating staff on the importance of using locally sourced ingredients, reducing waste through proper inventory management, recycling, and composting. This training ensures every team member understands and contributes to the sustainability goals, helping create a positive impact on the environment and the community.






3.2.3Outsourced Support / Key Partners:
To ensure efficient operations at 3G BBQHOUSE, we will collaborate with key partners and use external companies for essential services. This approach allows us to focus on core business activities while relying on professional expertise for specialised tasks.

		Category



		Description




		Accounting Services



		Bookkeeping, Annual Accounts Preparation, and Tax Compliance




	
		Accounting Software Subscription (QuickBooks/Xero)




		Legal Services



		Business Formation and Licensing




	
		Contract Drafting and Review




	
		Employment Law Compliance




	
		Ongoing Legal Advice and Ad Hoc Services




		Cleaning Services



		Professional cleaning services to maintain hygiene standards in the restaurant.




		Maintenance and Repairs



		Regular maintenance and occasional repairs to ensure the proper functioning of equipment.




		Pest Control



		Monthly pest control services to maintain a clean and safe environment.




		Waste Management and Recycling



		Contracted waste disposal and recycling services to manage waste sustainably.




		IT Support and Maintenance



		Technical support for POS systems, website, and other IT infrastructure to ensure smooth operations.












4.MARKET RESEARCH

4.1Market Information, Trends and External Factors

Market Information:
· Tourism Growth in Norfolk: The 2022 Economic Impact of Tourism Norfolk report highlights significant growth in the tourism sector, with the total value of tourism in Norfolk reaching £3.37 billion from over 51 million visitor trips. Tourism spending on food and drink alone amounted to £898 million, indicating a strong demand for dining experiences (Destination Research, 2022).
· Norfolk attracts tourists with its stunning coastline, historic towns, and cultural attractions. Historic monuments, shopping, and cultural events also draw tourists to Norwich. The city is famous for its culture, history, and community. Weekend and vacation tourists can be valued customers.
· Population Demographics: Norfolk’s population is approximately 914,000 as of mid-2020. Children and young people (aged 0 to 15) make up 16.9% of Norfolk’s population, indicating a significant family demographic. This presents a stable customer base for family-oriented businesses (Norfolk Office of Data & Analytics, 2023).
· UK Restaurant Market: The UK restaurant market is projected to reach £32.4 billion by 2024, recovering from the effects of the COVID-19 pandemic (Global Data, 2023). The East of England region, including Norwich, is expected to have a population of 6.6 million by 2024, with Norwich itself having approximately 145,000 residents. This demographic includes families, young professionals, tourists, and university students, all of whom represent potential customers for 3G BBQHOUSE.
· Norfolk’s fertile soil and favourable climate provide a variety of local produce, ideal for sourcing ingredients locally and supporting nearby farmers. 
· The region's growing sustainability culture aligns with our "Low Waste" concept and resonates with eco-conscious consumers. 
Market Trends:
· Consumer surveys indicate a strong rise in plant-based meal consumption, with 71% eating plant-forward meals weekly. This trend encourages restaurants to integrate creative vegetarian and vegan dishes to attract health-conscious diners (Restaurant Industry News,2024).
· There is growing demand for regional and ethnic flavours,  with 60% of consumers seeking more ethnic food options(Restaurant Industry News,2024).
· While these trends highlight the need for innovation, classic comfort foods and indulgent favourites remain essential(Restaurant Industry News,2024).
· Demand for Locally Sourced Ingredients: Consumers are increasingly seeking high-quality, locally sourced ingredients, supporting local farmers and ensuring freshness.
· Focus on Healthy Eating: Priority is given to nourishing food choices, with consumers preferring healthy and sustainable dining options.

	External Factors (PEST Analysis Highlights).

	Factors
	Strategies

	Economic Downturn.
Hospitality entrepreneurs in the UK have faced numerous external challenges due to the economic downturn, including Brexit-induced staff shortages, the COVID-19 pandemic, and rising business costs. Additional difficulties include reduced tourism, shorter workweeks, and foot traffic below pre-pandemic levels. Ongoing staff shortages and economic pressures continue to create significant obstacles for the industry (Coleman, 2023).
	Utilise demand-based scheduling to align staffing levels with occupancy rates and event bookings.

	
	Cross-train employees to handle multiple roles.

	
	Introduce performance-based incentives to boost staff efficiency and productivity.

	
	Implement a dynamic pricing model that adjusts prices according to demand, seasonality, and market conditions.

	
	Ensure quality and continuity of supply by building strong relationships with local suppliers.

	Energy costs.
	Invest in energy-efficient technologies such as LED lighting, energy-efficient HVAC systems, and renewable energy sources like solar panels.

	
	Secure fixed-rate contracts with energy suppliers to mitigate the impact of fluctuations in energy prices

	Legislative Updates: Changes in food safety and hygiene regulations require constant vigilance.
	The restaurant will stay updated on the latest laws and implement strict reporting and monitoring processes to ensure compliance.

	Environmental Sustainability
	With increasing awareness of sustainable business practices, 3G BBQHOUSE will implement eco-friendly measures such as recycling and waste reduction plans, and will collaborate with local farms and suppliers to enhance sustainability.

	Technological Advancements: Rapid developments in food ordering and delivery technologies present opportunities.
	The restaurant will invest in a user-friendly online ordering platform, partner with popular food delivery services, and ensure the restaurant's website is mobile-friendly to facilitate easy ordering.






4.2Customer Profiles

	Families.

	Demographic Characteristics
	Primarily aged 30-50, with children aged 0-15, living in Norfolk and surrounding areas.

	
	Socioeconomic Characteristics
	Middle-income households, often dual-income, seeking affordable and enjoyable dining experiences.

	
	Psychographic Characteristics
	Value family time, enjoys outdoor activities, and prioritises healthy and kid-friendly food options

	
	Purchasing Habits
	Frequent dining out for family meals, celebrations, and casual outings, influenced by promotions and kid-friendly amenities.

	Families will love our cosy, family-friendly atmosphere featuring a kids' play area and small animals like rabbits and chickens for entertainment. Our dishes use locally sourced, fresh ingredients ensuring healthy meals, all at affordable prices, making it the perfect spot for family outings and celebrations.

	Tourists.

	Demographic Characteristics
	Ages 20-60, visiting Norfolk for its historical and cultural attractions, often in groups or as couples.

	
	Socioeconomic Characteristics
	Varied income levels, including budget-conscious travelers and those seeking unique local experiences.

	
	Psychographic Characteristics
	Interested in exploring local cuisine, experiencing farm-to-table dining, and supporting sustainable practices.

	
	Purchasing Habits
	Spend on dining and local experiences, looking for value and authenticity, influenced by positive reviews and local recommendations.

	Discover the taste of authentic Norfolk cuisine made with fresh, locally sourced ingredients—perfect for unwinding after a day of exploring the region’s attractions. Our dining experience focuses on sustainability, catering to eco-conscious travellers. With comfortable accommodations and event hosting services, 3G BBQHOUSE offers a convenient and picturesque setting for a memorable visit.

	Sports Enthusiasts.
People watching live sports in pubs and bars spend 36% more on food and drinks monthly. Nearly 90% stay longer and are more likely to revisit when sports are shown. Football is the favourite sport, followed by rugby, boxing, cricket, and Formula 1, with the Premier League being the most sought-after coverage (DJS Research, 2023). 
	Demographic Characteristics
	Predominantly males aged 18-45, including friends, solo visitors, and families.

	
	Socioeconomic Characteristics
	Varied income levels, typically middle-income, with disposable income for leisure activities.

	
	Psychographic Characteristics
	Passionate about sports, enjoy socialising over drinks and meals, value venues with sports screenings.

	
	Purchasing Habits
	Spend more on food and drinks during sports events, attracted by promotions and themed events, frequent visits during major sporting events.


	Sports enthusiasts might choose 3G BBQHOUSE to watch live sports on large screens in a vibrant atmosphere while enjoying delicious BBQ dishes and drinks. They can engage in themed sports events and promotions, enhancing their viewing experience. The venue offers extended stays and frequent revisits during major sports events, making it the ultimate destination for sports fans to enjoy their favorite activities.








4.3 Competitor Profiles

	Competitor name
	Strengths
	Weaknesses

	Farmyard Restaurant.
Modern bistro that combines a trendy, casual dining experience with a focus on high-quality, seasonal ingredients. Known for its mix of small and large plates, the restaurant emphasises rustic dishes and natural wines. Chef Patron Andrew Jones, with experience from Michelin-starred London restaurants, ensures top-quality produce and vibrant flavours. The restaurant prioritises sustainability and sources the finest local ingredients, creating a relaxed yet stylish dining atmosphere that bridges casual bistro and fine dining experiences (Farmyard, 2024).
	· High-quality, locally sourced ingredients from trusted suppliers.
· Strong commitment to sustainability, including staff well-being with a 4-day work week.
· High reputation with Michelin listing and 3 AA Rosettes for culinary excellence.
· Successful expansion with The Dial House in Reepham, enhancing brand reach.
	· Higher price points may deter budget-conscious diners.
· Limited seating capacity may result in higher wait times during busy hours.
· Customers who have favourites they wish to return for may be disappointed by the constantly changing menu.
· Limited appeal for those seeking more traditional, hearty meals.

	Competition Strategy:
· USP: Casual, affordable BBQ with a focus on community and family.
· Edge: Relaxed atmosphere and lower price points attract a wider demographic.
· Advantage: Family-friendly amenities and live sports events make it more versatile.


	Roger Hickman`s Restaurant.
· Fine dining restaurant offering a sophisticated, high-end experience.
· Focus on intricate, gourmet dishes with exceptional service.
· Led by renowned head chef Roger Hickman, who has won several awards for the restaurant.
	· Provides a classy dining experience with professionally prepared dishes using fresh, local ingredients.
· Renowned for its high quality, meticulously prepared food.
· Elegant ambiance and exceptional service create a premium dining experience.
· Extensive wine selection that complements and elevates the entire dining experience.
· High reputation and multiple awards showcasing culinary excellence.
	· Very high price point limits its accessibility to a broader audience.
· Formal setting may not appeal to families or casual diners.- 
· The restaurant offers a more restricted selection of vegetarian and vegan dishes in comparison to other restaurants in the area.


	Competition Strategy:
· USP: Casual, affordable BBQ with a focus on community and family.
· Edge: Relaxed atmosphere and lower price points attract a wider demographic.
· Advantage: Family-friendly amenities and live sports events make it more versatile.

	· The Wildebeest Arms.
· A gastropub that combines traditional pub charm with gourmet cuisine.
· Emphasis on a relaxed, countryside dining experience.
	· Emphasises the use of fresh, locally obtained ingredients for creating modern British cuisine
· Provides a diverse selection of dining areas, encompassing a comfortable bar section and an open-air terrace
· Regularly organises exclusive events and tailored cuisines that highlight the finest local ingredients.
· Blend of classic pub and fine dining attracts diverse customer segments.
· Strong reputation for high-quality food and a charming setting.
· Multiple awards including 3 AA Rosettes and Michelin recommendations.
· Renowned chefs Fabio Miani and Daniel Smith, with impressive culinary backgrounds.
	· Remote location can limit frequent visits from non-locals.
· The gastropub ambiance may not be attractive for people expecting a more formal dining affair.
· Higher price point for gourmet pub fare.
· The food may not satisfy all dietary limitations or tastes.

	Competition Strategy:
· USP: Central location with BBQ specialties catering to families and sports enthusiasts.
· Edge: More accessible with a central location and broader appeal.
· Advantage: Variety of offerings including family activities and live sports, attracting diverse groups.



































5. MARKETING PLAN

5.1Price

Pricing Examples:
· Starters: £5 - £10
· Mains: £10 - £20
· Desserts: £4 - £8
· Family Meal Deals: £30 - £40
· Event Hosting Packages: Competitive pricing based on event type and number of guests.
· Room Rentals: Priced competitively with local B&Bs, with added value of shared kitchen and bathroom facilities.
Rationale for Pricing:
· Affordability and Quality: Prices reflect quality and affordability, appealing to families, tourists, and sports lovers.
· Market Comparison: Competitive with local establishments while offering unique value propositions like sustainability and a family-friendly environment.
Cross-Selling and Upselling:
· Meal Deals.
· Event Hosting: Premium decoration packages or additional catering services.
· Room Rentals: additional services like breakfast.
Incorporating Seasonal Factors:
· Weekends (Friday to Sunday): Higher customer flow and increased spending.
· Weekdays (Tuesday to Thursday): Lower customer flow, targeted promotions or discounts.
· Sport Event Days: Increased capacity and spending, drawing in sports enthusiasts.
Competitive Edge:
· Competing on pricing without reducing quality.
· Offering 20-30% less than Farmyard Restaurant and The Wildebeest Arms.
· Providing a dining experience suitable for families and easily accessible.
Marketing Plan.
Price: We will use dynamic pricing, premium pricing for exclusive offerings, and promotional pricing to attract a wide range of customers and maximise revenue. Our prices will reflect our commitment to quality and affordability, setting us apart from competitors while maintaining a high standard of food and service.
 (See Appendix D).

5.2Product

3G BBQHOUSE's product strategy is designed to maximise appeal through diverse offerings, a focus on sustainability, and a strong family-friendly environment. This approach not only caters to a wide range of customers but also establishes the brand as a community-focused, eco-conscious business.
Diverse Revenue Streams:
· BBQ Dishes: Ensuring high quality with locally sourced ingredients emphasises sustainability and supports the local economy. The variety of options caters to a broad audience.
· Event Hosting: providing premises and services for events such as weddings, birthdays, and other celebrations.
· Tailored packages to meet the needs of different events. 
· Accommodation: offering rooms with shared kitchen and bathroom facilities upstairs through online platforms like Booking.com and offline.
In-house dining, takeaway, and delivery services available.
Takeaway orders meticulously bundled using recyclable brown kraft paper containers and boxes. The 3G BBQHOUSE logo is stamped on each packaging to promote the business. Each order includes a brief insert thanking customers and encouraging them to publish their impressions on social networks.

5.3Placement

3G BBQHOUSE offers a cosy and charming atmosphere with a larger dining area featuring a dance floor, vaulted ceiling, and seating for 80, alongside beautiful garden and riverside views. It includes a pub gaming area, a second bar, and a separate dining area for 25-30 covers. The outdoor space features a paved patio leading to private dining pods overlooking gardens and a river. Additionally, the venue offers accommodation with four double bedrooms, a shared kitchen, an office, and a spacious lounge.
· In-House Dining:
· Comfortable and appealing dining space with a professional team ensuring an enjoyable experience.
· Takeaway:
· Convenient service for customers to place orders in person, via telephone, or online.
· Online Ordering and Delivery:
· Orders can be placed on the website with secure payments.
· Collaboration with delivery services like Deliveroo, Uber Eats, and Just Eat for home delivery options.



5.4Promotion

To effectively reach our target audience and promote our business; we intend to implement the following means of promotion:

· Digital Advertising:
· Social Media Campaigns: Regular posts, promotions, and engagement activities on platforms like Facebook, Instagram, and Twitter.
· SEO and Google Ads: Optimise our website for search engines and run targeted Google Ads to attract local customers.
· Email Marketing: Monthly newsletters featuring new menu items, upcoming events, and special offers. 
· Community Engagement: 
· Local Tourist Information Centres: Promote our restaurant to visitors. 
· Local Communities: Sponsoring events, participating in local festivals, and hosting community activities at the restaurant.
· Local Print Media: 
· Advertisements in local newspapers and magazines.
· Flyers and Posters: Distribute flyers in the local community and display posters at strategic locations. 
· Loyalty Programs:  
· Rewards programs:To encourage customers to make repeat purchases and acknowledge their most devoted clients, the company will introduce the "3G Grill Club" loyalty programme. Clients will accumulate points for each transaction they complete, which can then be exchanged for price reductions, complimentary side dishes, or unique products. 
· Customer Feedback: reviews on our website and social media platforms, surveys to gather customer insights. The company will actively promote and encourage customers to provide their feedback and reviews on platforms such as Google, Yelp, and TripAdvisor. 
· Special Promotions:
· Live Sports Events.
· Family Days.
· Sustainability Workshops
· Visual media:
· Since BBQ food is a trend itself and looks very attractive visually, we will use our food pictures as visual media, placing them strategica










6.KEY RESOURCES

6.1Premises

Physical location for business – Gibraltar Gardens, Heigham Street, Norwich, Norfolk, NR2 4LZ.
 Annual rent: £30.000.
 The renowned Gibraltar Gardens public house in Norwich, ideally situated near the city centre and boasting views of the River Wensum, has a strong reputation for family dining and significant potential for hosting functions, featuring a fully equipped marquee with carpeting, lighting, and a dance floor set in beautiful grounds. With its flagstone floors, wooden beams, and exposed brickwork, the building exudes character, offering a charming and relaxing environment for dining or enjoying drinks (FindMyPub.com, 2024).

6.2 Equipment

To minimise initial startup costs, we plan to purchase some equipment second-hand through websites like https://secondhand-catering-equipment.co.uk/.

		Category



		Estimated Cost



		Details




		Kitchen Equipment



		£7,000



		Includes ovens, grills, refrigerators, freezers, microwaves, and dishwashers.




		Furniture and Fixtures



		£3,000



		Tables, chairs, bar stools, and outdoor seating.




		Point of Sale (POS) System



		£2,000



		POS terminals, receipt printers, and software licenses.




		Decor and Signage



		£1,000



		Interior decor, exterior signage, and branding elements.




		Miscellaneous Equipment



		£1,000



		Utensils, glassware, crockery, and small appliances.




		Alarm System



		£1,000



		Includes 8 cameras for security purposes.




		Total Estimated Cost



		£15,000



	


6.3Key Suppliers

	Supplier
	What we will buy from them
	Cost (Source)

	Intwood Farm
	Pork ribs, belly, sausages
	Ribs - £9.50 (950 g)
Belly - £9.50/kg
Sausages - £9/kg (Intwood Farm & Butchers, 2024)

	Eves Hill Farm
	Beef, eggs, milk
	(Eves Hill Farm - Norwich, Norfolk - Farm shop, 2024).

	Martin’s Farm
	Chicken
	From £17.00 approx. 1,6 kg (Walsingham Farm Shop, 2024)

	Fielding Cottage
	Goat Chesse& Halloumi
	£6.70-£55.00 (The Goat Shed at Fielding Cottage, 2024)

	Mrs Temple’s Cheeses
	Cheddar Cheese
	£7.25-£9.75/250g (Coastal Cheddar - cheese, 2024)

	Lakenham Creamery
	Ice Cream
	£6.49/ 500g Lakenham Creamery | Norfolk County & Aldous Ice Cream | Sorbets,2024)

	Ashill Fruit Farm
	Fruits
	Vary (Local produce | Visit Norfolk, 2024)

	Polstead Early Vegetables
	Vegetables
	Vary

	Nortons Dairy
	Butter
	(Butter - Nortons dairy, 2021)

	Norfolk Mill
	Flours and grains for baking
	£2 - £3.50/ kg (Shop | Letheringsett Watermill, 2024)

	Grey Seal Coffee Roasters
	Coffee, tea
	Coffee from £10
Tea – £4.95 each (Red Bush (also known as Rooibos) — Grey Seal Coffee., 2024)

	Chet Valley Vineyard
	Wines
	Between £19 - £177/ each (Chet Valley Vineyard, 2024)

	Norfolk Brewhouse
	Craft beers
	Between £1.69 - £9.49 (each 330 ml) (Our craft lager | Norfolk Brewhouse, 2024)

	Cider Barn Distillery
	Ciders
	Vary (MDFarm, 2022)

	Yare Valley Oils
	Rapeseed oil
	£20.95/5L

	Highway Garden & Leisure
	Gas barbeque
	£669.99 each (Outback Jupiter 6 burner Stainless steel hybrid barbecue, 2024)

	Epos Now
	POS System
	£225+ VAT each (Restaurant EPOS System, 2024)

	Amazon
	Cutlery
	£14.99/set (8pieces)(Amazon.co.uk, 2024)

	Amazon
	Exterior lights decoration
	£35.99/each (Amazon.co.uk)

	Norfolk Environmental Packaging
	Biodegradable packaging:
Bags, napkins, food packaging.
	Bags: £32(Norfolk Environmental Packaging, 2024)
Napkins: £4-£29.45
Food packaging: £54.50 (125 pieces) 
(Norfolk Environmental Packaging, 2024b)





7. FINANCES AND START-UP SUPPORT

Financial Proposal for 3G BBQHOUSE.
Total Amount Needed: £100,000
Term: 5 years
Interest Rate: 8.6%
Ownership Share for Investors: 10%

	INCOME
	Year 1 
£

		Sales A (Dining)



		£410,400




		Sales B (Events)



		£54,000




		Sales C (Room Rentals)



		£50,400




		Capital Introduced



		£9,000




		Funding



		£1,500




		Loans/Borrowing



		£100,000




		Total Income



		£625,300





* 





















	EXPENDITURE
	Year 1 
£

	Rent/Rates
	30,000

	Staff Wages (Table No 2)
	195,892.16

	Total Employer NIC  (Table No 2)
	15,739.67

	Travel
	1,500

	Telephone (mobile)
	800

	Broadband
	800

	Utilities
	20,500

	Marketing and materials( Table No 3)
	6,000

	Insurance (Table No 4)
	3,000

	Capital Expenditure/Equipment (Table No 5)
	15,000

	Training & Development (Table No 6)
	1,500

	Accounting/Legal (Table No 7)
	29,895.00

	Outside Services (Table No 8)
	3,000

	Stock/Materials Purchases (Table No 9)
	50,000

	Bank Charges
	300

	Office Consumables 
	500

	Loans Repayments(Table No 10)
	26,244

	Total Expenditure
	400,671.83



Our travel expenses predominantly cover a weekly trip to suppliers. This amounts to a cost of £125 per month, totalling £1,500 annually.
Utilities Cost Assumption:
· After examining the market conditions, average prices, and consumption patterns for small and medium-sized businesses, and considering the volatile nature of the utility market, our estimation is based on the assumption that utilities will constitute 4 % of our company's turnover. Due to the unpredictability of correct average utility consumption for the first year of business, we commit to refining this estimate within the next year to ensure a more accurate forecast of our expected utility usage.

In the calculation of profit and loss, the total expenditure figure differs from the one calculated in the expenditure table by £10,500. 
· Expenditure Calculation:
· Total Expenditure: £400,671.83
· Founders' Contribution: £9,000
· Additional Funding: £1,500
· Adjusted Total Expenditure: £400,671.83 - £9,000 - £1,500 = £390,171.83

YEAR ONE PROFIT/LOSS
	
	Amount (£)

		Total Income



		514,800




		Total Expenditure



		390,171.83




		Profit/Loss



		124,628.17







Profit and loss calculation taking into account corporation tax and investors' interests:
	
	Amount (£)

		Total Income



		514,800




		Total Expenditure



		390,171.83




		Profit Before Tax



		124,628.17




		Corporation Tax



		23,679.35




		Profit After Tax



		100,948.82




		Investors' Share (10%)



		10,094.88




		Founders' Share (90%)



		90,853.94




		Profit Share Per Founder



		30,284.65











7.1 	Financial Summary

The subsequent calculations were conducted based on the provided assumptions:
· Operating 6 days/week.Closed on Mondays for Cleaning and Preparation.
· The potential occupancy forecast is calculated based on the seasonal, weekday/weekend variations.
· Considering the capacity of the premises, we have calculated the potential covers very cautiously taking into account the capabilities of our staff. But in case of success, we have a space for growth.
Staffing Levels:
· Founders (3): Management, marketing, customer service, managing bookings, basic cooking.
· Regular Staff:
· 1 Chef
· 2 Waitstaff (1 full-time, 1 part-time)
· 2 Bartenders (1 full-time, 1 part-time)
· 1 Gardener (part-time)
· Additional Task: Cleaning rooms
· Event Staff: 5-6 additional hires per event

Operational Highlights:
· Chef Capacity:
· 30-40 covers per shift.
· 60-120 covers/day manageable with basic support from founders during peak times.
· Waitstaff Capacity:
· 50 covers per shift (2 x 25 covers).
· Practical Limit: 40 covers per shift.
· Weekdays: 2 waitstaff can handle up to 60 covers/day (30 each).
· Weekends: 2 waitstaff can manage 72 covers/day with support from founders.
· Sport Event Days: Additional event staff (5-6) can assist with 120 covers/day.
· Bartenders:
· Weekdays and Weekends: 2 bartenders are sufficient for regular and peak days.
· Sport Event Days: Additional event staff will assist as needed.
· Gardener (part-time):
· Responsibilities: Gardening and animal care managed part-time with support from founders.
· Cleaning Rooms:
· Regular Staff or Part-time Cleaner: Founders and regular staff can handle room cleaning tasks on closed days (Mondays) or hire part-time help.


Expected Annual Revenue Breakdown for 3G BBQHOUSE (Table No.1)
		Revenue Stream



		Details



		Revenue (£)




		Dining Revenue



		



Average Spend: £18 guest

		£410,400




		Summer (Weekends)



		120 customers/day x £18 x 36 days



		£77,760




		Summer (Sports events)

	2 days/month



		+50% capacity for 6 days (additional revenue)



		£6,480




		Summer (Weekdays)



		60 customers/day x £18 x 36 days



		£38,880




		Winter (Weekends)



		80 customers/day x £18 x 36 days



		£51,840




		Winter (Sports events)


2 days/month
		+50% capacity for 6 days (additional revenue)



		£4,320




		Winter (Weekdays)



		40 customers/day x £18 x 36 days



		£25,920




		Spring/Autumn  (Shoulder Seasons)(Weekends)



		100 customers/day x £18 x 72 days



		£129,600




		Spring/Autumn (Shoulder Seasons) (Sports events)    2 days/month



		+50% capacity for 12 days (additional revenue)



		£10,800




		Spring/Autumn  (Shoulder Seasons) (Weekdays)



		50 customers/day x £18 x 72 days



		£64,800




		Event Hosting Revenue



		



Average Spend: £25 per event guest

		£54,000




		Summer



		3 events/month x £25 x 90 guests x 3 months



		£20,250




		Winter



		1 event/month x £25 x 90 guests x 3 months



		£6,750




		Spring/Autumn



		2 events/month x £25 x 90 guests x 6 months



		£27,000




		Room Rental Revenue



		



		£50,400




		Summer


90% occupancy
		4 rooms x £50 x 90% occupancy x 90 days



		£16,200




		Winter


50% occupancy
		4 rooms x £50 x 50% occupancy x 90 days



		£9,000




		Spring/Autumn


70% occupancy
		4 rooms x £50 x 70% occupancy x 180 days



		£25,200




		Total Revenue



		



		£514,800





*This calculation includes the seasonal, weekday/weekend variations, and additional revenue from sport event days, providing a comprehensive annual dining revenue estimate.


Staff Wages and NIC Calculation Table No. 2
		Position



		Hourly Wage (£)



		Weekly Hours



		Annual Hours



		Annual Salary (£)



		NICable Earnings (£)



		Employer NIC (£)




		Chef



		£35,000 / year



		



		



		£35,000



		£25,900



		£3,574.20




		Full-time Waitstaff



		£11.44



		40



		2,080



		£23,795.20



		£14,695.20



		£2,029.53




		Part-time Waitstaff



		£11.44



		16



		832



		£9,518.08



		£418.08



		£57.69




		Full-time Bartender



		£11.44



		40



		2,080



		£23,795.20



		£14,695.20



		£2,029.53




		Part-time Bartender



		£11.44



		16



		832



		£9,518.08



		£418.08



		£57.69




		Part-time Gardener



		£11.44



		20



		1,040



		£11,897.60



		£2,797.60



		£386.86




		Owners (3)



		£11.44



		40



		2,080



		£23,795.20 each



		£14,695.20 each



		£6,088.59




		Event Staff (20 events)



		£11.44



		8/event



		160



		£10,982.40



		£10,982.40



		£1,515.58




		Total



		



		



		



		£195,892.16



		



		£15,739.67










Marketing and Materials Cost Breakdown Table No. 3
		Expense



		Description



		Cost (£)




		Website Development



		Costs for designing and developing a professional website, including domain registration, hosting, and ongoing maintenance.



		1,500




		Social Media Advertising



		Budget for paid advertisements on platforms like Facebook, Instagram, and Twitter to reach a wider audience.



		1,000




		SEO/SEM



		Investment in search engine optimization (SEO) and search engine marketing (SEM) to improve online visibility and drive organic and paid traffic to the website.



		1,000




		Email Marketing



		Costs associated with creating and managing email marketing campaigns, including software subscriptions and content creation.



		5,00




		Flyers, Posters, Banners



		Printing and distribution costs for physical marketing materials to promote the business locally.



		1,000




		Print Advertising



		Advertising in local newspapers, magazines, or other print media to attract local customers.



		5,00




		Event Sponsorship



		Participating in or sponsoring local events to increase brand awareness and community engagement.



		5,00




		Total



		



		6,000








Insurance Cost Calculation and Basis Table No. 4
		Insurance Type



		Estimated Cost (£)



		Description




		Public Liability Insurance



		£120



		Covers legal and compensation costs if customers or members of the public suffer injury or property damage due to your business operations.




	
	
	

		Employer’s Liability Insurance



		£600



		Legally required if you have employees. Covers legal costs and compensation claims made by employees for injuries or illnesses caused by their work.




	
	
	

		Property Insurance



		£700



		Covers damage to your business premises and contents from events like fire, theft, or natural disasters.




	
	
	

		Business Interruption Insurance



		£480



		Covers loss of income if your business operations are disrupted due to insured events like fire or flood.




		Money on Premises Insurance



		£300



		Covers money in a safe and enroute to the bank.




		Stock Insurance



		£500



		Covers loss or damage to stock and inventory.




		Contents Insurance



		£300



		Covers loss or damage to contents such as furniture, fixtures, and fittings within the business premises




		Total Estimated Insurance Cost



		£3,000



	


Basis for Estimation:
· Industry Standards: These estimates are based on typical insurance premiums for small to medium-sized hospitality businesses in the UK.
· Risk Factors: The type of business (restaurant), the value of assets (property, stock), number of employees, and potential risks involved in daily operations.
· Rounding: The total estimated cost is rounded to £3,000 to account for potential variations in insurance premiums and to ensure comprehensive coverage.




The capital expenditure/equipment cost calculation Table No. 5
* To minimise initial startup costs, we plan to purchase some equipment second-hand through websites like https://secondhand-catering-equipment.co.uk/.
		Category



		Estimated Cost



		Details




		Kitchen Equipment



		£7,000



		Includes ovens, grills, refrigerators, freezers, microwaves, and dishwashers.




		Furniture and Fixtures



		£3,000



		Tables, chairs, bar stools, and outdoor seating.




		Point of Sale (POS) System



		£2,000



		POS terminals, receipt printers, and software licenses.




		Decor and Signage



		£1,000



		Interior decor, exterior signage, and branding elements.




		Miscellaneous Equipment



		£1,000



		Utensils, glassware, crockery, and small appliances.




		Alarm System



		£1,000



		Includes 8 cameras for security purposes.




		Total Estimated Cost



		£15,000



	





Training & Development Cost Breakdown Table No. 6
		Training & Development Activity



		Cost



		Description




		Level 2 Food Hygiene Certificate



		£200



		Certification for all staff members to ensure proper food handling and hygiene practices.




		Level 3 Food Hygiene Certificate



		£100



		Certification for Mihaela Ilie (Back of House Manager) to ensure advanced food safety management.




		HACCP Principles Training



		£200



		Training for Back of House Manager on implementing a food safety management system based on Hazard Analysis and Critical Control Point (HACCP) principles.




		Allergen Awareness Training



		£100



		Training for all staff members to understand and manage food allergens safely.




		Qualsafe Level 2 Award for Personal Licence Holders (RQF)



		£150



		Training for Dina Priedulena (General Manager) to ensure legal compliance for alcohol sales. (Qualsafe, 2024)




		Qualsafe Level 1 Award in Health and Safety in the Workplace (RQF)



		£100



		Certification for all employees to ensure basic workplace health and safety knowledge.




		Qualsafe Level 3 Award in Health and Safety in the Workplace (RQF)



		£150



		Advanced health and safety training for the management team to ensure comprehensive safety protocols.




		Qualsafe Level 2 Award in Fire Safety (RQF)



		£100



		Fire safety training for Mihaela Suruianu to manage fire risks and ensure safe evacuation procedures.




		Sustainability Training



		£200



		Training on the importance of using locally sourced ingredients, reducing waste, and maintaining eco-friendly operations. (Business Climate Hub, 2024)




		Miscellaneous Training Costs



		£200



		Additional costs for training materials, manuals, and certifications not listed above.




		Total Training & Development Cost



		£1,500



	



This breakdown ensures comprehensive training for all staff members, covering essential areas such as food safety, health and safety, fire safety, allergen awareness, personal licensing, and sustainability.



Detailed table for the Accounting/Legal costs Table No. 7
		Category



		Description



		Cost (£)




		Accounting Services



		Bookkeeping, Annual Accounts Preparation, and Tax Compliance



		£3,000




	
		Accounting Software Subscription (QuickBooks/Xero)



		£300




		Legal Services



		Business Formation and Licensing



		£1,300




	
		Contract Drafting and Review



		£1,445




	
		Employment Law Compliance



		£1,000




	
		Ongoing Legal Advice and Ad Hoc Services



		£1,000




		Licenses and Permits



		Music Licence (PRS for Music and PPL)



		£500




	
		Food Service Licence



		£500




	
		Food Handler Certification (for 4 staff members)



		£600




	
		Food Establishment Registration



		£100




	
		Signage Permit



		£50




	
		Fire Department Permit



		£100




		Sports Licensing



		Showing both Sky and BT Sports in the establishment



		£20,000




	Total
	
	£ £29,895




Outside Services Cost Breakdown Table No. 8
		Service



		Estimated Cost



		Description




		Cleaning Services



		£900



		Professional cleaning services to maintain hygiene standards in the restaurant.




		Maintenance and Repairs



		£600



		Regular maintenance and occasional repairs to ensure the proper functioning of equipment.




		Pest Control



		£500



		Monthly pest control services to maintain a clean and safe environment.




		Waste Management and Recycling



		£500



		Contracted waste disposal and recycling services to manage waste sustainably.




		IT Support and Maintenance



		£500



		Technical support for POS systems, website, and other IT infrastructure to ensure smooth operations.




		Total Outside Services Cost



		£3,000



	






Estimated Monthly Stock/Materials Purchases Table No. 9
		Supplier



		Item



		Estimated Monthly Cost (£)



		Annual Cost (£)




		Intwood Farm



		Pork ribs, belly, sausages



		£350



		£350 x 12 = £4,200




		Eves Hill Farm



		Beef, eggs, milk



		£400



		£400 x 12 = £4,800




		Martin’s Farm



		Chicken



		£283



		£283 x 12 = £3,396




		Fielding Cottage



		Goat Cheese & Halloumi



		£250



		£250 x 12 = £3,000




		Mrs Temple’s Cheeses



		Cheddar Cheese



		£167



		£167 x 12 = £2,004




		Lakenham Creamery



		Ice Cream



		£100



		£100 x 12 = £1,200




		Ashill Fruit Farm



		Fruits



		£400



		£400 x 12 = £4,800




		Polstead Early Vegetables



		Vegetables



		£400



		£400 x 12 = £4,800




		Nortons Dairy



		Butter



		£83



		£83 x 12 = £996




		Norfolk Mill



		Flours and grains for baking



		£83



		£83 x 12 = £996




		Grey Seal Coffee Roasters



		Coffee, tea



		£208



		£208 x 12 = £2,496




		Chet Valley Vineyard



		Wines



		£208



		£208 x 12 = £2,496




		Norfolk Brewhouse



		Craft beers



		£208



		£208 x 12 = £2,496




		Cider Barn Distillery



		Ciders



		£167



		£167 x 12 = £2,004




		Yare Valley Oils



		Rapeseed oil



		£83



		£83 x 12 = £996




		Highway Garden & Leisure



		Gas barbecue



		£167



		£167 x 12 = £2,004




		Norfolk Environmental Packaging



		Biodegradable packaging



		£417



		£417 x 12 = £5,004




		Miscellaneous/Other Costs



		Miscellaneous items



	£200
	£200 x 12 = £2,400

		Total Annual Cost



		



		



		£50,000





* This is a preliminary calculation to estimate the yearly costs. Actual amounts may vary month-to-month based on seasonality, occupancy rates, events, and other factors. However, our commitment is to stay within the total annual budget. Some of the produce will be provided from our greenhouse and garden.


Loan Repayments Breakdown Table No.10
		Category



		Details



		Amount




		Principal Loan Amount



		The initial amount borrowed.



		£100,000




		Interest Rate



		Annual interest rate applied to the loan.



		8.6%




		Loan Term



		Duration of the loan repayment period.



		5 years




		Monthly Repayment Calculation



		Principal + (Principal x Interest Rate) / Loan Term (in months).



		£437.40/month




		Annual Repayment



		Monthly Repayment x 12 months



		£5,248.80




		Total Repayments Over Loan Term



		Annual Repayment x Loan Term



		£26,244







APPENDICES

Appendix A – SWOT Analysis
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Appendix B – PEST Analysis

	Political Factors
	Economic Factors

	Social Factors
	Technological Factors

	· Government legislation regarding food safety and hygiene standards
· Possible changes to employment legislation and minimum pay requirements
· Brexit-related modifications to import/export policies and trade agreements. 

	· Brexit and COVID-19 continue to cause economic instability.
· Food and energy prices fluctuate, affecting operational costs.
· The availability of funding choices and interest rates for small enterprises
	· East England's changing population dynamics and demography
· Growing awareness of environmentally friendly and sustainable business practices
· Social media and internet reviews have a significant role in influencing consumer decisions
	· Utilising digital technology for service delivery, payment, and ordering
· Growing usage of online technologies and social media channels for marketing and consumer interaction
· The development of new BBQ cooking methods and tools




Appendix C – Copy of Pitch SupportingMaterial
































































































Appendix D – Comparing the price between our restaurant,3G BBQ House, and our competitors

	Restaurant
Name /
Price
	Starters/Appetizers
	Main Courses
	Side Dishes
	Desserts
	Beverages

	3G BBQ HOUSE
	£6 - £9

	£12 - £20
	£3 - £5
	 £5 - £8
	£2 - £6 (soft drinks), £4 - £9 (alcoholic drinks)

	Farmyard Restaurant
	£7 - £12
	£16 - £28
	£4 - £6

	£7 - £10
	£2 - £5 (soft drinks), £5 - £12 (alcoholic drinks)

	Roger Hickman's Restaurant
	£10 - £16
	£24 - £36
	£5 - £8
	£9 - £14
	£3 - £6 (soft drinks), £7 - £15 (alcoholic drinks)


	The Wildebeest Arms
	£7 - £11
	£14 - £26

	£4 - £7
	£6 - £9
	£2 - £5 (soft drinks), £4 - £10 (alcoholic drinks)
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Strengths

Locally Sourced Ingredients: Using
fresh, high-quality ingredients from
local farmers and our on-site
greenhouse ensures superior taste
and supports the local economy.
Sustainability Focus: Commitment
to minimizing waste and using
recyclable materials aligns with
growing consumer preferences for
eco-friendly businesses.
Family-Friendly Environment:
Features such as a kids' play area
and small animals like rabbits and
chickens attract families.
Sports-Friendly Ambiance: Multiple
large screens and a lively
atmosphere cater to sports lovers,
enhancing customer experience.

S

SWOT

Analysis

36 BBOHOUSE

Weakness

Market Saturation: A high number of
competitors in the Norfolk area can make it
challenging to stand out

Regulatory Compliance: Navigating
complex food safety, hygiene, and
environmental regulations can be costly and
time-consuming.

Initial Costs: Setting up the greenhouse,
garden, and animal care facilities may
require significant initial investment.
Sustainability Focus: Establishing
sustainable infrastructure, such as the on-
site greenhouse and eco-friendly materials,
requires significant initial capital, which can
strain financial resources in the early
stages. Additionally, sustainable practices
often entail higher ongoing costs, like
sourcing locally grown, organic ingredients
and maintaining eco-friendly operations.
Adhering to sustainability and
environmental regulations is complex and
time-consuming, requiring constant
monitoring and adaptation. Significant
resources must be allocated for staff
training and managing sustainable
practices, diverting attention from other
core business activities. Moreover, focusing
on sustainability might primarily attract
eco-conscious consumers, potentially
limiting our market reach to this specific
segment. Educating customers about the
benefits of sustainable practices and
justifying price premiums can be
challenging and requires effective
marketing strategies.
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Threats

+ Economic Uncertainty: Fluctuations in the
economy can impact consumer spending on dining
out.

« Rising Costs: Increasing ingredient costs,
particularly for locally sourced and organic
produce, may strain profit margins, impacting
competitiveness and customer loyalty.
Moreover, ensuring compliance with
sustainability standards entails additional
expenses, including investments in eco-
friendly infrastructure and waste
management systems. Rising operational
costs, such as electricity bills, further S
contribute to financial strain.

- Weather Dependency: As a BBQ-focused
restaurant, poor weather conditions might affect
customer turnout, especially for outdoor dining.

+ Rising Labour Costs: As wages continue to rise,
particularly in the hospitality sector, our
operational expenses for staffing may surge,
impacting profitability margins.

SWOT

Analysis

36 BBOHOUSE.

Opportunities

Growing Tourism: The visitor economy in
Norfolk and Suffolk has grown significantly,
providing a larger customer base.
Government Support: The availability of
grants and subsidies for sustainable practices
can reduce operational costs.

Community Engagement: Hosting local events
and participating in community activities can
build a loyal customer base.

Love for Sports in the UK: With almost three in
five people being regular sports fans, and one
iin five tuning into major events like the World
Cup, there is a considerable audience to
engage with. Football emerges as the
favourite sport for almost two-thirds of
respondents, followed by rugby, tennis, and
Formula 1. By leveraging the UK's love for
sports, we can tailor our offerings and
marketing strategies to attract sports.
enthusiasts, potentially increasing footfall and
revenue during major sporting events.

Market Saturation in Eco-Friendly Dining: A
high level of competition and demand within a
particular market segment, in this case, eco-
friendly or sustainable dining may reflecta
growing interest in sustainability.
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Strategies to Reduce Risk Market Saturation:

and Maximise Potential:

« Growing Tourism: The significant
growth in tourism in Norfolk presents
a substantial opportunity for
attracting a larger number of visitors
to 3G BBQHOUSE. By marketing our
restaurant as a must-visit destination
for tourists seeking authentic local
flavours and family-friendly activities,
we can capitalize on this trend.

« Government Support: Taking
advantage of government grants and
subsidies for sustainable practices will
not only help in reducing operational
costs but also enhance our reputation
as an eco-friendly establishment.
Applying for these programs can
provide financial relief and allow us to
invest in further sustainability
initiatives.

« Community Engagement: Engaging
with the local community through
events, collaborations with local
farmers, and participation in regional
festivals can strengthen our brand
presence and foster loyalty. Building a
strong community relationship is key
to long-term success.

« Love for Sports in the UK: Host
themed events, offering tailored
menus, collaborating with local teams,
creating interactive experiences, and
launching targeted digital campaigns
to increase footfall and revenue.

« Differentiation: Clearly define our unique selling proposition (USP) and
differentiate ourselves from competitors by highlighting our sustainability focus,
family-friendly environment, and sports-friendly ambience. Offering unique
experiences, like interactive greenhouse tours and animal interactions for
children, will set us apart from competitors.

+ ‘Targeted Marketing: Develop targeted marketing campaigns to reach specific
customer segments, emphasizing our strengths and catering to their
preferences. Utilize digital marketing channels, social media platforms, and local
advertising to effectively communicate our value proposition and attract diverse
clientele.

Regulatory Compliance:

+ - Wewill invest in comprehensive compliance systems and staff training
programs to ensure adherence to all relevant regulations. Staying ahead of
regulatory requirements will help us avoid fines and legal issues.

Initial Costs:

+ To manage initial setup costs, we will seek funding through government grants
and sustainability subsidies. Additionally, we can explore partnerships with local
businesses and community groups to share resources and reduce expenses.

Economic Uncertainty:

« - By keeping our menu prices competitive and offering value-for-money deals,
we can attract cost-conscious customers even during economic downturns.
Diversifying our revenue streams through catering services and hosting private
events can also help mitigate economic risks.

Rising Costs:

+ We will establish strong relationships with local suppliers to negotiate better
prices and ensure a steady supply of ingredients.

+ -Operational Efficiency: Implement efficient operational practices to optimise
resource utilization and minimise costs. Streamline procurement processes,
invest in energy-efficient equipment, and adopt waste reduction measures to
enhance sustainability and reduce overhead expenses.

Weather Dependenc:

+ To counteract the impact of poor weather on outdoor dining, we will create a
cozy and inviting indoor dining space. Offering seasonal specials and promoting
indoor events can help maintain customer interest year-round.
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Everyone Loves BBQ

Sustainability Matters

We've Got You Covered

You don’t have to choose between enjoying great food and caring for the planet.

We’ve taken on the responsibility of integrating sustainable practices into every aspect of our business.

BBQ + Sustainability = 3G BBQHOUSE





3G BBQHOUSE offers a variety of BBQ dishes, featuring locally sourced meats, vegetables, and classic BBQ sides. 

Our menu includes:

Grilled meats such as chicken skewers, ribs, pulled pork, and beef brisket.

Vegetarian options like veggie kebabs and grilled seasonal vegetables.

Classic BBQ sides including coleslaw, corn on the cob, sweet potato fries, and more.

Signature dishes that showcase the best local ingredients and BBQ techniques.

Look at wonderful meat from Intwood Farm - one of our potential suppliers! Isn't that amazing?



(Intwood Farm, 2024)




We won't compete with Michelin-star chefs, and our food might not be exquisite, but we guarantee to feed you with quality meals at reasonable prices. After all, delicious doesn’t have to mean expensive!





Marketing Plan: Place

Norwich, Norfolk, East of England

Norfolk’s fertile soil and favourable climate provide a variety of local produce.

The region's growing sustainability culture aligns with our "Low Waste" concept and resonates with eco-conscious consumers.

Norfolk attracts tourists with its stunning coastline, historic towns, and cultural attractions.

Distribution: In-house dining, takeaway, and delivery services will be available.



Venue Overview:

The cosy and charming atmosphere for dining and drinks.

Main Trading Areas:

Larger area with a dance floor, vaulted ceiling, and seating for 80.

Beautiful views of the garden and riverside.

Pub Gaming Area.

Second Bar.

Separate dining area with space for 25-30 covers.

Outdoor Space:

Paved patio leading to private dining pods.

Overlooks gardens and a river.

Accommodation:

Four double bedrooms.

Kitchen, office, and spacious lounge.

(FindMyPub.com, 2024)





Features and Benefits

Family-Friendly Atmosphere

Sustainability Focus: We are committed to minimising waste by using recyclable materials and implementing sustainable practices in our operations.

Sports-Friendly Environment: multiple large screens and a lively ambiance.

On-Site Greenhouse and Garden & Locally Sourced Ingredients.

Community Engagement: hosting local events and participating in community activities.

At 3G BBQHOUSE, every bite supports sustainability.

Grill, Gather and Grow Together!





Marketing Plan: Product

We will not put all our eggs in one basket.



Diverse Revenue Streams:

Our core offering includes a variety of BBQ dishes featuring locally sourced meats, vegetables, and classic BBQ sides.

Emphasis on quality, sustainability, and local produce. In-house dining, takeaway, and delivery services will be available

Event Hosting: providing premises and services for events such as weddings, birthdays, and other celebrations.

Tailored packages to meet the needs of different events.

Accommodation: offering rooms with shared kitchen and bathroom facilities upstairs through online platforms like Booking.com and offline 





Market Opportunity:

Total Value of Tourism: £3.37 billion from over 51 million visitor trips.

Spending on Food and Drink: £898 million, showing high demand for dining experiences.

(Destination Research, 2022)

Total Population: Approximately 914,000 as of mid-2020.

Children and Young People: Ages 0 to 15 make up 16.9% of Norfolk's population.

Family Demographic: Significant presence, with many households likely having young children.

(Norfolk Office of Data & Analytics, 2023)

 People watching live sports in pubs and bars spend 36% more on food and drinks monthly. Nearly 90% stay longer and are more likely to revisit when sports are shown. 

(DJS Research. 2023)



Sustainability Appeal: The emphasis on sustainability aligns with the growing consumer trend towards eco-friendly practices, making 3G BBQHOUSE an attractive choice for environmentally conscious tourists.





Target audience : 

Families, Tourists, and Sports Enthusiasts

Do you want to eat deliciously and feed your children at reasonable prices in a cosy atmosphere, allowing yourself to rest while the children play in the children's playground? 



Want to watch a sporting event on the big screen while enjoying a pint and BBQ treats? 



Want to treat yourself to a lovely meal after a walk around Norfolk's scenic spots in a nice atmosphere without paying a fortune?



3G BBQHOUSE is for you! 

And remember, we prioritise freshness and sustainability by using locally sourced ingredients to enhance your dining experience!





Competitor Profiles

Analysis of  13 restaurants serving locally sourced produce:

Key Strengths Across Competitors:

High-Quality, Locally Sourced Ingredients.

Reputation and Awards.

Innovative Menus.

Key Weaknesses Across Competitors:

Higher Price Points: Many of these establishments are positioned as premium dining experiences, potentially excluding budget-conscious diners.

Limited Menu Variety: Some restaurants may have limited options, which might not cater to all dietary preferences or cravings.



Summary of Average Prices

Starters: Generally range from £6 to £20

Mains: Typically range from £12 to £45

Desserts: Usually range from £5 to £15





Pricing Strategies:

Value-Based Pricing:

Bundle Pricing

Penetration Pricing

Premium Pricing

Competitive Pricing

Dynamic Pricing

Promotional Pricing

Cross-Selling

Upselling



Starters: £5 - £10

Mains: £10 - £20

Desserts: £4 - £8

Family Meal Deals: £30 - £40

Event Hosting Packages: Competitive pricing based on event type and number of guests

Room Rentals: Priced competitively with local B&Bs, offering the added value of shared kitchen and bathroom facilities.







Strategies to Reduce Risk and Maximise Potential:

Market Saturation: Differentiation, Targeted Marketing .

Regulatory Compliance: comprehensive compliance systems and staff training programs.

Initial Costs: funding through government grants and sustainability subsidies, partnerships with local businesses and community groups.

Economic Uncertainty: competitive prices,  value-for-money deals. Diversifying revenue streams through catering services and hosting private events.  

Rising Costs: strong relationships with local suppliers to negotiate better prices and ensure a steady supply of ingredients. Operational Efficiency.





Marketing Plan: Promotion

Digital Advertising:

Social Media Campaigns

SEO and Google Ads

Email Marketing

Local Print Media: 

Advertisements in local newspapers and magazines.

Flyers and Posters.

Community Engagement:

Local Tourist Information Centres.

Local Communities.

Loyalty Programs  

Special Promotions:

Live Sports Events.

Family Days.

Sustainability Workshops.









THE TEAM: Key Personnel



Dina Priedulena (Founder 1): General Management & Supplier Relations.

Overseeing day-to-day operations, making strategic decisions, and handling finances.

Sourcing local ingredients, managing relationships with farmers and suppliers.

We plan to allocate responsibilities among the three founders, leveraging our hospitality experience and reducing costs by handling most roles internally.

Mihaela Suruianu (Founder 2): Marketing and Community Engagement & Front of House Management.

Developing marketing strategies, managing social media, and organising events.

Managing customer service, overseeing waitstaff, and ensuring a smooth dining experience.

Mihaela Ilie (Founder 3): Back of House Manager & Line Cook.

Oversees the kitchen staff, schedules, and performance, ensuring high food quality and safety standards. They collaborate on menu development, manage inventory and equipment, and optimise kitchen workflows.

Helping with basic cooking tasks and supporting kitchen operations.





THE TEAM: Skills Gaps& Additional Staff 

Head Chef (1)

Waitstaff (2)

Bartender (2)

Gardener/Farmhand (1)

Event Staff: 5-6 additional hires per event.



 



We believe we’re pretty good at what we do and are willing to handle anything (even washing pots!). However, to ensure the highest quality, we trust the professionals.







Most exciting part: money

		Sales A (Dining)		£410,400

		Sales B (Events)		£54,000

		Sales C (Room Rentals)		£50,400

		Capital Introduced		£9,000

		Funding 		£1,500 (estimated)

		Loans/Borrowing		£100,000

		Total Income		£625,300



Financial Proposal for 3G BBQHOUSE

Total Amount Needed: £100,000

Term: 5 years

Interest Rate: 8.6%

Ownership Share for Investors: 10%

		YEAR ONE PROFIT/LOSS		£

		Total Income		£514,800

		Total Expenditure		£390,171.83

		Profit/Loss		£124,628.17



Profit After Corporation Tax and Distribution Among Founders and Investors:

Investors' Share: £10,094.88

Total Founders' Share: £90,853.94

Profit Share Per Founder: £30,284.65





The devil is in the details - We've combed through every nook and cranny of our business plan, ensuring even the tiniest devilish detail is accounted for.



So here's the deal:

You: Sit back, relax, and watch your investment grow.

Us: Handle all the hard work, sweat, and BBQ sauce.

You Again: Enjoy the delicious BBQ at 3G BBQHOUSE whenever you fancy.

Join us! Because who wouldn't want to profit from eating great BBQ?

Grill, Gather and Grow Together!
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Everyone Loves BBQ

Sustainability Matters

We've Got You Covered

You don’t have to choose 

between enjoying great food and 

caring for the planet.

We’ve taken on the responsibility 

of integrating sustainable practices 

into every aspect of our business

.

BBQ + Sustainability = 3G BBQHOUSE
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

3G BBQHOUSE offers a variety of BBQ dishes, featuring locally sourced 

meats, vegetables, and classic BBQ sides. 



Our menu includes:



Grilled meats such as chicken skewers, ribs, pulled pork, and beef 

brisket.



Vegetarian options like veggie kebabs and grilled seasonal vegetables.



Classic BBQ sides including coleslaw, corn on the cob, sweet potato fries, 

and more.



Signature dishes that showcase the best local ingredients and BBQ 

techniques.



Look at wonderful meat from 

Intwood Farm - one of our potential 

suppliers! Isn't that amazing?

(Intwood Farm, 2024)

We won't compete with Michelin-star chefs, 

and our food might not be exquisite, but we 

guarantee to feed you with quality meals at 

reasonable prices. After all, delicious doesn’t 

have to mean expensive!
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3G BBQHOUSE offers a variety of BBQ dishes, featuring locally sourced meats, vegetables, and classic BBQ sides. 

Our menu includes:

Grilled meats such as chicken skewers, ribs, pulled pork, and beef brisket.

Vegetarian options like veggie kebabs and grilled seasonal vegetables.

Classic BBQ sides including coleslaw, corn on the cob, sweet potato fries, and more.

Signature dishes that showcase the best local ingredients and BBQ techniques.

Look at wonderful meat from Intwood Farm - one of our potential suppliers! Isn't that amazing?



(Intwood Farm, 2024)




We won't compete with Michelin-star chefs, and our food might not be exquisite, but we guarantee to feed you with quality meals at reasonable prices. After all, delicious doesn’t have to mean expensive!
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Marketing Plan: Place

Norwich, Norfolk, East of England



Norfolk’s fertile soil and favourable 

climate provide a variety of local 

produce.



The region's growing sustainability 

culture aligns with our "Low Waste" 

concept and resonates with eco-

conscious consumers.



Norfolk attracts tourists with its 

stunning coastline, historic 

towns, and cultural attractions.



Distribution: In-house dining, 

takeaway, and delivery services 

will be available.

Venue Overview:



The cosy and charming atmosphere for 

dining and drinks.

Main Trading Areas:



Larger area with a dance floor, vaulted 

ceiling, and seating for 80.



Beautiful views of the garden and riverside.



Pub Gaming Area.



Second Bar.



Separate dining area with space for 25-30 

covers.

Outdoor Space:



Paved patio leading to private dining pods.



Overlooks gardens and a river.

Accommodation:



Four double bedrooms.



Kitchen, office, and spacious lounge.

(FindMyPub.com, 2024)
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Marketing Plan: Place

Norwich, Norfolk, East of England

Norfolk’s fertile soil and favourable climate provide a variety of local produce.

The region's growing sustainability culture aligns with our "Low Waste" concept and resonates with eco-conscious consumers.

Norfolk attracts tourists with its stunning coastline, historic towns, and cultural attractions.

Distribution: In-house dining, takeaway, and delivery services will be available.



Venue Overview:

The cosy and charming atmosphere for dining and drinks.

Main Trading Areas:

Larger area with a dance floor, vaulted ceiling, and seating for 80.

Beautiful views of the garden and riverside.

Pub Gaming Area.

Second Bar.

Separate dining area with space for 25-30 covers.

Outdoor Space:

Paved patio leading to private dining pods.

Overlooks gardens and a river.

Accommodation:

Four double bedrooms.

Kitchen, office, and spacious lounge.

(FindMyPub.com, 2024)





image3.jpeg














image9.emf
Features and Benefits



Family-Friendly 

Atmosphere



Sustainability Focus: We are 

committed to minimising 

waste by using recyclable 

materials and implementing 

sustainable practices in our 

operations.



Sports-Friendly 

Environment: 

multiple large 

screens and a lively 

ambiance.



On-Site Greenhouse 

and Garden & Locally 

Sourced Ingredients.



Community Engagement: 

hosting local events and 

participating in community 

activities.

At 3G BBQHOUSE, every bite supports sustainability.

Grill, Gather and Grow Together!
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Features and Benefits

Family-Friendly Atmosphere

Sustainability Focus: We are committed to minimising waste by using recyclable materials and implementing sustainable practices in our operations.

Sports-Friendly Environment: multiple large screens and a lively ambiance.

On-Site Greenhouse and Garden & Locally Sourced Ingredients.

Community Engagement: hosting local events and participating in community activities.

At 3G BBQHOUSE, every bite supports sustainability.

Grill, Gather and Grow Together!
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Marketing Plan: Product

We will not put all our eggs in one basket.

Diverse Revenue Streams:



Our core offering includes a variety of BBQ dishes 

featuring locally sourced meats, vegetables, and classic BBQ 

sides.

Emphasis on quality, sustainability, and local produce. In-

house dining, takeaway, and delivery services will be available



Event Hosting: providing premises and services for events such as 

weddings, birthdays, and other celebrations.

Tailored packages to meet the needs of different events.



Accommodation: offering rooms with shared 

kitchen and bathroom facilities upstairs through online 

platforms like Booking.com and offline 
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Marketing Plan: Product

We will not put all our eggs in one basket.



Diverse Revenue Streams:

Our core offering includes a variety of BBQ dishes featuring locally sourced meats, vegetables, and classic BBQ sides.

Emphasis on quality, sustainability, and local produce. In-house dining, takeaway, and delivery services will be available

Event Hosting: providing premises and services for events such as weddings, birthdays, and other celebrations.

Tailored packages to meet the needs of different events.

Accommodation: offering rooms with shared kitchen and bathroom facilities upstairs through online platforms like Booking.com and offline 
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Market Opportunity:



Total Value of Tourism: 

£3.37 billion from over 51 

million visitor trips.



Spending on Food and 

Drink: £898 million, 

showing high demand for 

dining experiences.

(Destination Research, 2022)



Total Population: Approximately 

914,000 as of mid-2020.



Children and Young People: Ages 

0 to 15 make up 16.9% of Norfolk's 

population.



Family Demographic: Significant 

presence, with many households likely 

having young children.

(Norfolk Office of Data & Analytics, 2023)



People watching live 

sports in pubs and bars 

spend 36% more on food 

and drinks monthly. Nearly 

90% stay longer and are 

more likely to revisit when 

sports are shown. 

(DJS Research. 2023)



Sustainability Appeal: The 

emphasis on sustainability aligns with 

the growing consumer trend towards 

eco-friendly practices, making 3G 

BBQHOUSE an attractive choice for 

environmentally conscious tourists.
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Market Opportunity:

Total Value of Tourism: £3.37 billion from over 51 million visitor trips.

Spending on Food and Drink: £898 million, showing high demand for dining experiences.

(Destination Research, 2022)

Total Population: Approximately 914,000 as of mid-2020.

Children and Young People: Ages 0 to 15 make up 16.9% of Norfolk's population.

Family Demographic: Significant presence, with many households likely having young children.

(Norfolk Office of Data & Analytics, 2023)

 People watching live sports in pubs and bars spend 36% more on food and drinks monthly. Nearly 90% stay longer and are more likely to revisit when sports are shown. 

(DJS Research. 2023)



Sustainability Appeal: The emphasis on sustainability aligns with the growing consumer trend towards eco-friendly practices, making 3G BBQHOUSE an attractive choice for environmentally conscious tourists.
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Target audience : 

Families, Tourists, and Sports Enthusiasts



Do you want to eat 

deliciously and feed 

your children at 

reasonable prices in a 

cosy atmosphere, 

allowing yourself to 

rest while the children 

play in the children's 

playground?



Want to 

watch a 

sporting event 

on the big 

screen while 

enjoying a pint 

and BBQ 

treats? 



Want to treat 

yourself to a lovely 

meal after a walk 

around Norfolk's 

scenic spots in a 

nice atmosphere 

without paying a 

fortune?

3G BBQHOUSE is for you!



And remember, we prioritise 

freshness and sustainability 

by using locally sourced 

ingredients to enhance your 

dining experience!
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Target audience : 

Families, Tourists, and Sports Enthusiasts

Do you want to eat deliciously and feed your children at reasonable prices in a cosy atmosphere, allowing yourself to rest while the children play in the children's playground? 



Want to watch a sporting event on the big screen while enjoying a pint and BBQ treats? 



Want to treat yourself to a lovely meal after a walk around Norfolk's scenic spots in a nice atmosphere without paying a fortune?



3G BBQHOUSE is for you! 

And remember, we prioritise freshness and sustainability by using locally sourced ingredients to enhance your dining experience!
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Competitor Profiles

Analysis of  13 restaurants serving locally sourced produce:

Key Strengths Across Competitors:



High-Quality, Locally Sourced Ingredients.



Reputation and Awards.



Innovative Menus.

Key Weaknesses Across Competitors:



Higher Price Points: Many of these establishments are 

positioned as premium dining experiences, potentially 

excluding budget-conscious diners.



Limited Menu Variety: Some restaurants may have 

limited options, which might not cater to all dietary 

preferences or cravings.

Summary of Average Prices



Starters: Generally range 

from £6 to £20



Mains: Typically range from 

£12 to £45



Desserts: Usually range 

from £5 to £15
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Competitor Profiles

Analysis of  13 restaurants serving locally sourced produce:

Key Strengths Across Competitors:

High-Quality, Locally Sourced Ingredients.

Reputation and Awards.

Innovative Menus.

Key Weaknesses Across Competitors:

Higher Price Points: Many of these establishments are positioned as premium dining experiences, potentially excluding budget-conscious diners.

Limited Menu Variety: Some restaurants may have limited options, which might not cater to all dietary preferences or cravings.



Summary of Average Prices

Starters: Generally range from £6 to £20

Mains: Typically range from £12 to £45

Desserts: Usually range from £5 to £15
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Pricing Strategies:



Value-Based Pricing:



Bundle Pricing



Penetration Pricing



Premium Pricing



Competitive Pricing



Dynamic Pricing



Promotional Pricing



Cross-Selling



Upselling



Starters: £5 - £10



Mains: £10 - £20



Desserts: £4 - £8



Family Meal Deals: £30 - £40



Event Hosting Packages: Competitive 

pricing based on event type and number 

of guests



Room Rentals: Priced competitively 

with local B&Bs, offering the added 

value of shared kitchen and bathroom 

facilities.
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Pricing Strategies:

Value-Based Pricing:

Bundle Pricing

Penetration Pricing

Premium Pricing

Competitive Pricing

Dynamic Pricing

Promotional Pricing

Cross-Selling

Upselling



Starters: £5 - £10

Mains: £10 - £20

Desserts: £4 - £8

Family Meal Deals: £30 - £40

Event Hosting Packages: Competitive pricing based on event type and number of guests

Room Rentals: Priced competitively with local B&Bs, offering the added value of shared kitchen and bathroom facilities.
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Strategies to Reduce Risk and

Maximise Potential:



Market Saturation: Differentiation, Targeted Marketing .



Regulatory Compliance: comprehensive compliance systems and 

staff training programs.



Initial Costs: funding through government grants and sustainability

subsidies, partnerships with local businesses and community groups.



Economic Uncertainty: competitive prices,  value-for-money deals. 

Diversifying revenue streams through catering services and hosting 

private events.  



Rising Costs: strong relationships with local suppliers to negotiate 

better prices and ensure a steady supply of ingredients. Operational 

Efficiency.
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Strategies to Reduce Risk and Maximise Potential:

Market Saturation: Differentiation, Targeted Marketing .

Regulatory Compliance: comprehensive compliance systems and staff training programs.

Initial Costs: funding through government grants and sustainability subsidies, partnerships with local businesses and community groups.

Economic Uncertainty: competitive prices,  value-for-money deals. Diversifying revenue streams through catering services and hosting private events.  

Rising Costs: strong relationships with local suppliers to negotiate better prices and ensure a steady supply of ingredients. Operational Efficiency.
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Marketing Plan: Promotion

Digital Advertising:



Social Media Campaigns



SEO and Google Ads



Email Marketing

Local Print Media: 



Advertisements in local 

newspapers and magazines.



Flyers and Posters.

Community Engagement:



Local Tourist Information Centres.



Local Communities.

Loyalty Programs  

Special Promotions:



Live Sports Events.



Family Days.



Sustainability Workshops

.
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Marketing Plan: Promotion

Digital Advertising:

Social Media Campaigns

SEO and Google Ads

Email Marketing

Local Print Media: 

Advertisements in local newspapers and magazines.

Flyers and Posters.

Community Engagement:

Local Tourist Information Centres.

Local Communities.

Loyalty Programs  

Special Promotions:

Live Sports Events.

Family Days.

Sustainability Workshops.
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THE TEAM: Key Personnel

Dina Priedulena (Founder 1): General Management & Supplier Relations.

•

Overseeing day-to-day operations, making strategic decisions, and handling finances.

•

Sourcing local ingredients, managing relationships with farmers and suppliers.

We plan to allocate responsibilities among the three 

founders, leveraging our hospitality experience and 

reducing costs by handling most roles internally.

Mihaela Suruianu (Founder 2): Marketing and Community Engagement & 

Front of House Management.

•

Developing marketing strategies, managing social media, and organising events.

•

Managing customer service, overseeing waitstaff, and ensuring a smooth dining 

experience.

Mihaela Ilie (Founder 3): Back of House Manager & Line Cook.

•

Oversees the kitchen staff, schedules, and performance, ensuring high food quality 

and safety standards. They collaborate on menu development, manage inventory 

and equipment, and optimise kitchen workflows.

•

Helping with basic cooking tasks and supporting kitchen operations.
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THE TEAM: Key Personnel



Dina Priedulena (Founder 1): General Management & Supplier Relations.

Overseeing day-to-day operations, making strategic decisions, and handling finances.

Sourcing local ingredients, managing relationships with farmers and suppliers.

We plan to allocate responsibilities among the three founders, leveraging our hospitality experience and reducing costs by handling most roles internally.

Mihaela Suruianu (Founder 2): Marketing and Community Engagement & Front of House Management.

Developing marketing strategies, managing social media, and organising events.

Managing customer service, overseeing waitstaff, and ensuring a smooth dining experience.

Mihaela Ilie (Founder 3): Back of House Manager & Line Cook.

Oversees the kitchen staff, schedules, and performance, ensuring high food quality and safety standards. They collaborate on menu development, manage inventory and equipment, and optimise kitchen workflows.

Helping with basic cooking tasks and supporting kitchen operations.
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THE TEAM: Skills Gaps& Additional Staff 



Head Chef (1)



Waitstaff (2)



Bartender (2)



Gardener/Farmhand (1)



Event Staff: 5-6 additional hires per event.

We believe we’re pretty good at what we do and are willing to 

handle anything (even washing pots!). However, to ensure the 

highest quality, we trust the professionals.
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THE TEAM: Skills Gaps& Additional Staff 

Head Chef (1)

Waitstaff (2)

Bartender (2)

Gardener/Farmhand (1)

Event Staff: 5-6 additional hires per event.



 



We believe we’re pretty good at what we do and are willing to handle anything (even washing pots!). However, to ensure the highest quality, we trust the professionals.
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Most exciting part: money

Sales A (Dining) £410,400

Sales B (Events) £54,000

Sales C (Room 

Rentals) £50,400

Capital 

Introduced £9,000

Funding 

£1,500 

(estimat

ed)

Loans/Borrowing £100,000

Total Income £625,300

Financial Proposal for 3G BBQHOUSE



Total Amount Needed: £100,000



Term: 5 years



Interest Rate: 8.6%



Ownership Share for Investors: 10%

YEAR ONE 

PROFIT/LOSS £

Total Income £514,800

Total Expenditure £390,171.83

Profit/Loss £124,628.17

Profit After Corporation Tax and 

Distribution Among Founders and 

Investors:

Investors' Share: £10,094.88

Total Founders' Share: £90,853.94

Profit Share Per Founder: £30,284.65
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Most exciting part: money

		Sales A (Dining)		£410,400

		Sales B (Events)		£54,000

		Sales C (Room Rentals)		£50,400

		Capital Introduced		£9,000

		Funding 		£1,500 (estimated)

		Loans/Borrowing		£100,000

		Total Income		£625,300



Financial Proposal for 3G BBQHOUSE

Total Amount Needed: £100,000

Term: 5 years

Interest Rate: 8.6%

Ownership Share for Investors: 10%

		YEAR ONE PROFIT/LOSS		£

		Total Income		£514,800

		Total Expenditure		£390,171.83

		Profit/Loss		£124,628.17



Profit After Corporation Tax and Distribution Among Founders and Investors:

Investors' Share: £10,094.88

Total Founders' Share: £90,853.94

Profit Share Per Founder: £30,284.65
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The devil is in the details -

We've combed through every 

nook and cranny of our 

business plan, ensuring even 

the tiniest devilish detail is 

accounted for.

So here's the deal:



You: Sit back, relax, and watch your investment grow.



Us: Handle all the hard work, sweat, and BBQ sauce.



You Again: Enjoy the delicious BBQ at 3G BBQHOUSE 

whenever you fancy.

Join us! Because who wouldn't want to profit from 

eating great BBQ?

Grill, Gather and Grow Together!
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The devil is in the details - We've combed through every nook and cranny of our business plan, ensuring even the tiniest devilish detail is accounted for.



So here's the deal:

You: Sit back, relax, and watch your investment grow.

Us: Handle all the hard work, sweat, and BBQ sauce.

You Again: Enjoy the delicious BBQ at 3G BBQHOUSE whenever you fancy.

Join us! Because who wouldn't want to profit from eating great BBQ?

Grill, Gather and Grow Together!
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