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1. EXECUTIVE SUMMARY

Drink & Drive is an innovative alcohol-free bar and casual dining concept located on Saint Helens Road, Swansea, UK. The business responds to the rapid growth of the UK ‘sober curious’ movement and the increasing demand for inclusive, health-conscious and experience-led hospitality environments (Mintel, 2024; Euromonitor, 2023). The concept combines premium zero-proof cocktails with South Asian-inspired tapas, creating a differentiated venue that blends nightlife, wellbeing and cultural diversity.

The target market includes university students, young professionals, families and culturally diverse groups seeking high-quality social experiences without alcohol. Research shows younger consumers are increasingly reducing alcohol consumption and prioritising wellness-focused lifestyles (ONS, 2023). However, Swansea currently has limited dedicated alcohol-free nightlife venues, creating a clear market gap.

Drink & Drive offers a strong value proposition by providing the atmosphere of a premium lounge without the social exclusion associated with alcohol-centred venues. The business requires an estimated start-up investment of £180,000 and is projected to break even within Year 1 due to strong beverage margins, repeat customer behaviour and strategic local marketing. The long-term objective is to establish Drink & Drive as Swansea’s leading premium alcohol-free hospitality destination.


2. THE BUSINESS IDEA

2.1 The Product/Service

Drink & Drive operates within the UK hospitality sector as a non-alcoholic bar and tapas venue. Unlike traditional bars that depend heavily on alcohol sales, the business focuses entirely on premium mocktails, flavoured lassi drinks, fresh juices and South Asian-inspired small plates.

The venue creates a vibrant nightlife experience through ambient lighting, curated music, open mocktail preparation and social seating arrangements. This ensures customers still experience the emotional and social value of nightlife without alcohol dependency (Roberts, 2024).

The food offering includes tapas-style dishes designed for sharing, increasing customer interaction and average spend per visit. South Asian flavours create cultural differentiation while aligning with growing UK demand for global cuisine and experiential dining (Winter et al., 2024).

This concept is relevant because modern hospitality consumers increasingly seek identity-driven consumption rather than functional dining alone. Customers are purchasing atmosphere, lifestyle and belonging as much as food and drink (Solomon, 2018). Drink & Drive directly responds to this shift.

2.2 SWOT Analysis Summary

Strengths include strong market differentiation, premium beverage margins and alignment with current health-conscious consumer trends. The alcohol-free concept also improves inclusivity by appealing to customers excluded by traditional nightlife environments.

Weaknesses include lower public awareness of alcohol-free nightlife and the risk that some consumers may perceive the concept as lacking excitement compared to traditional bars.

Opportunities include growth in the sober-curious movement, increasing cultural diversity within Swansea and strong demand for safer social spaces among students and young professionals.

Threats include strong competition from established bars, inflation affecting discretionary spending and customer resistance to behavioural change in nightlife habits (Porter, 2008).

A full SWOT analysis is presented in Appendix A (Figure 1).

3. THE TEAM

3.1   Key Personnel

Name and Company Position: Amdadur Rashid Masum (Founder and Operations Director)

Skills and Experience: Previous experience in hospitality operations, customer service management, financial planning, and supplier coordination. Strong leadership skills with experience in team supervision, business planning, and daily restaurant operations. 

Responsible for strategic planning, financial management, supplier relationships and daily operational control. Previous hospitality management experience supports decision-making in staffing, customer service and business development (Burns, 2016).

Name and Company Position: Mr Lilu Miah (Head Chef and Kitchen Manager)

Skills and Experience: Extensive experience in kitchen management, South Asian cuisine preparation, menu development, food safety compliance, and stock control. 

Responsible for menu design, food quality control, stock management and kitchen operations. Experience in South Asian cuisine supports the authenticity and consistency of the tapas concept (Walker, 2014).



3.2  Skills Gaps & Key Partners

3.2.1  Additional Staff Requirements (Roles and Responsibilities):
 
· Waiting staff and kitchen assistants will be recruited to ensure efficient service delivery (CIPD, 2023). 


3.2.2  Training and Development:

· Training will include food hygiene certification and customer service training to meet industry standards (FSA, 2023).


3.2.3  Outsourced Support / Key Partners:

· An accountant and marketing agency will provide specialist support, improving financial management and brand visibility (Kotler et al., 2017). 


4. MARKET RESEARCH

4.1  Market Information, Trends and External Factors

The UK hospitality industry is increasingly shaped by experience-led consumption, where customers prioritise atmosphere, uniqueness and emotional value over traditional product purchasing (Mintel, 2024). Simultaneously, alcohol consumption among younger adults is declining significantly, particularly within Gen Z and Millennials (ONS, 2023).

Technological factors such as social media visibility, review platforms and delivery partnerships also significantly influence hospitality performance. Businesses must be digitally discoverable to remain competitive (Chaffey, 2022).

4.2 Customer Profiles

1. Students- highly social but price-sensitive customers seeking affordable nightlife alternatives and safe social environments.

2. Young Professionals- higher spending consumers seeking premium experiences, quality presentation and lifestyle-focused dining.

3. Families and Cultural Groups- customers who prefer alcohol-free spaces due to religion, family values or personal wellbeing priorities.


4.3  Competitor Profiles

Competitor 1: Traditional Bars (e.g. S&L Swansea)
Traditional bars are the dominant competitors in Swansea’s evening economy. Their main strength lies in their established reputation, strong social atmosphere, and high demand among students and young adults. Venues such as S&L Swansea attract customers through premium cocktails, late-night entertainment, music, and a vibrant nightlife environment. Their strong brand recognition and central city locations provide a significant competitive advantage. However, their core weakness is heavy reliance on alcohol sales, which excludes non-drinkers, health-conscious consumers, and customers who prefer safer social environments. This limits inclusivity and reduces appeal among families and culturally diverse groups (Stonegate Group, 2026). 

Drink & Drive differs by offering a similar vibrant nightlife experience without alcohol. This provides a safer, more inclusive environment while still maintaining the atmosphere customers seek from a traditional bar. 

Competitor 2: Casual Dining Restaurants (e.g. Meat Up Spot)

Casual dining venues focus primarily on food quality and dining experience. Their strengths include established menus, consistent service quality, strong customer trust, and broad market appeal across different age groups. Restaurants such as Meat Up Spot provide premium dining experiences and attract customers seeking comfort, professionalism, and social dining occasions. However, they typically lack a strong late-night social atmosphere and are not positioned as nightlife destinations. Their focus remains on dining rather than entertainment or social nightlife (Meat Up Spot, 2026).

Drink & Drive combines food with a bar-style environment, allowing it to compete on both dining and social experience. Its tapas-style menu encourages sharing and repeat ordering, increasing customer engagement and spend per visit. Unlike traditional restaurants, customers are encouraged to stay longer for both food and social interaction, creating stronger customer retention and higher average transaction value.



                                Competitor 3: Cafés and Dessert Bars (e.g. Kaspa’s Desserts)

Cafés and dessert venues like Kaspa’s Desserts appeal to customers seeking non-alcoholic options and relaxed social environments. Their strengths include accessibility, affordability, visual product appeal, and strong popularity among students, younger customers, and families (Kaspa’s Desserts, 2026). 

Drink & Drive improves on this model by extending into late-night hours and offering a more dynamic, experience-driven environment. The combination of premium mocktails, tapas dining, music, and lounge-style atmosphere creates a unique position between café culture and nightlife. This allows the business to attract both daytime and evening customers while maintaining strong non-alcoholic market appeal.


5. MARKETING PLAN

5.1  Price
Drink & Drive will adopt a value-based pricing strategy, ensuring that prices reflect both quality and affordability while appealing to its diverse target market (Kotler et al., 2017). Pricing is designed to sit between low-cost cafés and premium cocktail bars, positioning the business as accessible yet high-quality.

Proposed Pricing Structure:

Signature mocktails: £6–£8
Classic mocktails: £4.50–£6
Lassi drinks: £3.50–£5
Fresh juices/slush drinks: £3–£5
Tapas dishes: £4–£10
Loaded sharing platters: £12–£18

This pricing strategy communicates a premium but affordable experience. Compared to traditional bars, prices are slightly lower than alcoholic cocktails (typically £8–£12), making Drink & Drive more attractive to price-sensitive groups such as students. At the same time, prices are higher than standard cafés, reinforcing perceived quality and uniqueness.

In comparison to competitors:

Traditional bars charge higher prices due to alcohol content, whereas Drink & Drive offers better value without alcohol.
Casual dining restaurants have similar food pricing but lack the drink experience and atmosphere.
Cafés are cheaper but do not provide the same social or evening experience.

The pricing strategy supports the business model by encouraging multiple purchases per visit (e.g. drinks + tapas), increasing average spend per customer. It also aligns with the brand image of a modern, lifestyle-focused venue rather than a budget option.

A full sample menu and price list will be provided in the Appendices to further demonstrate pricing strategy and product range.


5.2  Product
The product at Drink & Drive is not limited to food and beverages; it is a holistic experience combining atmosphere, design, branding, and presentation. The aesthetics are carefully curated to communicate a modern, premium, and inclusive identity that differentiates the venue from both traditional bars and cafés (Solomon, 2018).

Interior Design & Atmosphere
The venue will adopt a contemporary lounge-style interior with South Asian influences. Key design elements include warm ambient lighting, wooden textures, indoor plants, and decorative tiles inspired by South Asian Street culture. Seating will be a mix of communal tables and comfortable lounge seating to encourage social interaction. An open bar area will showcase mocktail preparation, enhancing the experiential element of the service.

Music and lighting will be adapted throughout the day, transitioning from relaxed daytime ambience to a vibrant evening atmosphere. This ensures the venue appeals to different customer segments across trading hours.

Food & Drink Presentation
Products will be visually appealing and “Instagrammable,” supporting social media marketing and customer engagement. Mocktails will be served in stylish glassware with garnishes such as fresh fruit, herbs, and edible decorations. Tapas dishes will be presented on modern sharing platters, reinforcing the social dining concept.

Brand Identity
The Drink & Drive brand will be positioned as modern, inclusive, and lifestyle focused. The brand name itself communicates safety and responsibility, reinforcing the alcohol-free concept. Visual branding will include:

A bold, contemporary logo using clean typography
A colour palette combining warm tones (orange, gold) with dark neutrals to create a premium feel
Consistent branding across menus, signage, staff uniforms, and digital platforms

The tone of voice in marketing will be friendly, inclusive, and energetic, appealing to a diverse audience.

Customer Experience Design
The service style will be informal yet professional, ensuring customers feel comfortable while maintaining high standards. Staff will be trained to engage with customers, explain menu items, and enhance the overall experience.

The combination of design, presentation, and service creates a strong emotional connection with customers, encouraging repeat visits and brand loyalty (Kotler et al., 2017).

Appendices (Product Design Evidence)
The following supporting materials will be included in the appendices:

Sample menu design and layout
Logo and branding mock-ups
Interior design mood board
Example product presentation images

These elements demonstrate how the product concept will be visually communicated and experienced by customers.


5.3  Placement

Market Positioning
Drink & Drive is positioned within the "Third Space" sector, filling the gap between traditional evening hospitality and daytime café culture (Oldenburg, 1989). By occupying a Premium-Inclusive niche on Saint Helens Road, the business captures high footfall from both Swansea University students and the diverse local community. Unlike traditional venues, the brand’s placement focuses on experiential value, offering the sophistication of a high-end lounge without the social exclusion often associated with alcohol-centric environments (Mintel, 2024).

Service Delivery and Distribution
Products are delivered through a hybrid service model:

In-Venue: A combination of bar-side mixology and table-service tapas, ensuring high customer engagement and operational efficiency (Walker, 2014).

Digital Channels: Strategic partnerships with third-party delivery platforms (e.g., Deliveroo) extend the brand's reach into the "at-home" consumption market, catering to the demand for premium non-alcoholic options (Euromonitor, 2023).

Customer Experience
The consumer experience is designed as a sensory "vibe shift"—transitioning from a relaxed daytime atmosphere to a vibrant, late-night social club. Customers encounter a frictionless journey defined by professional mixology, South Asian aesthetic cues, and a safe, inclusive environment. This "Instagrammable" experience aligns with modern consumer desires for social currency and health-conscious nightlife (Solomon, 2018).

5.4  Promotion
Drink & Drive will employ an integrated marketing communications (IMC) strategy to build brand equity and drive footfall in a competitive hospitality landscape. The strategy focuses on bridging the gap between "health-conscious" and "nightlife," utilizing a mix of digital storytelling and local community engagement (Chaffey, 2022).

Digital Marketing and Social Media
The core of the promotional strategy is content-led digital engagement, targeting the "sober curious" demographic through:

Visual Storytelling: Using Instagram and TikTok to showcase the "theatre" of mocktail preparation and the "Instagrammable" South Asian aesthetics. High-quality short-form video will highlight the "vibe shift" from day to night to drive evening footfall (Solomon, 2018).

Influencer Partnerships: Collaborations with Swansea-based lifestyle and student influencers will provide social proof. Partnerships will focus on "A Night Out at Drink & Drive" vlogs to normalize alcohol-free socialising (Kotler et al., 2017).

Search Engine Optimisation (SEO): Targeting localized keywords such as "best mocktails Swansea" and "alcohol-free nightlife Wales" to capture intent-based traffic.

Traditional Advertising and Local Engagement
To capture the diverse Saint Helens Road demographic, traditional methods will complement digital efforts:

Hyper-local Guerilla Marketing: Distribution of eco-friendly, seed-paper flyers within the University’s Singleton Campus and local business hubs during "Freshers' Week" and "Dry January."

Strategic Signage: Utilizing high-visibility A-boards and window displays that emphasize the USP: "All the Buzz, No Hangover."

Relationship Management and Loyalty
Building a sustainable customer base relies on moving from "transactional" to "relational" marketing:

Loyalty App: A tiered digital loyalty program (e.g., "The Sober Social Club") will reward repeat visits with "Tapas Credits" and early access to seasonal menu launches.

Community Events: Weekly "Open Mic" nights or "Sober Socials" for university societies will create a sense of belonging, encouraging habitual visits (Burns, 2016).

Feedback Loops: Active monitoring of Google Reviews and TripAdvisor, with a commitment to responding to all feedback within 24 hours. This transparency builds trust and provides vital data for service improvement.

Direct Promotional Examples

[image: ]
This multi-channel approach ensures that Drink & Drive is not merely seen as a café, but as a lifestyle destination that aligns with the evolving social values of the UK hospitality market (Mintel, 2024).


6.  KEY RESOURCES

6.1  Premises
Central location with estimated rent of £25,000 annually (Zoopla, 2024).

6.2 Equipment
Estimated £45,000 investment in kitchen and bar equipment (Caterer, 2023).

6.3  Key Suppliers
Local suppliers will ensure quality and sustainability (DEFRA, 2023).
7.  FINANCES AND START-UP SUPPORT

The following table provides a projected financial overview for the first year of operations for Drink & Drive. These figures are based on industry benchmarks for the UK hospitality sector and specific local market data for Swansea (Walker, 2014; Zoopla, 2024).
[image: ][image: ]




7.1 	Financial Summary

The Year 1 projections for Drink & Drive are based on Swansea hospitality benchmarks and the strategic objectives detailed in Sections 3 and 5.

Income Analysis
Total income (£350,000) is driven by a high-volume beverage strategy. Sales A (£185,000) assumes an average spend of £6.50 per drink. Higher margins are achieved here as non-alcoholic products avoid heavy UK alcohol duty. Sales B (£80,000) reflects the South Asian tapas menu, targeting an average food spend of £12.00 per head, supported by the "Instagrammable" presentation strategy (Section 5.2).

Expenditure Justification

Staffing (£75,000): Covers the core team (Section 3.1) at the UK Living Wage plus contributions.

Capital Expenditure (£45,000): Funds the premium bar fit-out and kitchen equipment (Section 6.2).

Stock (£58,000): Budgeted at 22% of turnover, leveraging local supplier partnerships (Section 6.3).

Start-up Support
The business utilizes a £40,000 British Business Bank Start-Up Loan and a £10,000 Swansea Council grant for city centre diversification. Combined with £30,000 in owner equity, this ensures liquidity through the setup phase. Drink & Drive is projected to break even by Month 10, yielding a Year 1 net profit of £109,500.



APPENDICES

Appendix A – SWOT Analysis
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Appendix B – PEST Analysis
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Appendix C – Logo and branding mock-ups
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Appendix D – Sample menu design and layout
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Appendix E – Interior design mood board
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Appendix F – Example product presentation images
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Use of Generative AI in assessment
I declare that Generative Artificial Intelligence (AI) was used in the preparation of this assessment in the following ways:
Structure: AI was used to help materials and financial data.
Visual Content: AI was utilised to generate original conceptual imagery (SWOT, PEST, and Product Presentation infographics) to visually support the "Drink & Drive" business concept.
Proofreading: AI assisted in ensuring the text adhered to British English standards grammatical syntactical mistake.
Declaration:
I confirm that the core business concept, strategic decisions, and final analysis presented in this pitch are my own work. All external sources used have been appropriately cited and referenced using the Harvard referencing system. I take full responsibility for the accuracy and integrity of the content within this submission.
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