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1. EXECUTIVE SUMMARY
 	
Highland Bites will redefine the experience of fast food consumption in the Scottish Glencoe Highlands. All spaces are designed in a modern and enjoyable way, leaning toward installing more accents on quality, locally sourced food products, pointing at the peculiar underlining tastes of the Highlands. The menu will offer complete Scottish classic dishes but with a creative and very all-encompassing twist, with diets that range from quick, healthful bites to suit every taste and dietary requirement. An environmentally friendly approach, sustainability practices, and local partnerships underline this fact. With an appropriate workforce and necessary risk mitigation strategies in place, Highland Bites will gain revenues of £660,000 from its first year through a mix of strategic marketing approaches and operational excellence. They will aim at local visitors and tourists. Therefore, with the best workforce now in place, coupled with the necessary risk-handling strategy, Highland Bites is to, indeed, excel in the competitive world of fast food.


2. THE BUSINESS IDEA
2.1 The Product/Service
 	Real Scottish food with modern twists, along with a cosy atmosphere, make Highland Bites a restaurant an unforgettable experience. Highland herbs are used to season the succulent stewed lamb, and gourmet Scottish tacos come with heather honey mustard sauce and salad that has whisky added to it. Customers can try making popular Scottish dishes with odd toppings, like Cullen skink or Scotch pie sliders. Small haggis croquettes, smoked salmon pinwheels and chunks of deer sausage with tart berry sauce are just a few of the Highland foods that can be tried on the Scottish Street Food Platters. Highland meat, barley rice, and veggies covered in teriyaki. To make sure the food is real and fresh, meals that show how the seasons change in the Scottish Highlands are made with veggies that are just picked from the area. Live traditional music acts and live cooking demos make the eating experience take guests to the beauty of Scotland. One of the many gluten-free choices at Highland Bites is vegan haggis-stuffed mushrooms. Another is gluten-free oatcakes with smoked fish sauce. Along with traditional Scottish drinks, Highland Bites also serve craft beers, whisky flights, and non-alcoholic drinks like elderflower lemonade and heather tea. Highland Bites offers a culturally interesting eating experience.

2.2 SWOT Analysis Summary
 	Key strengths of Highland Bites are the innovative concept that mixes tradition with innovation, along with the very best of locally produced items; the management team per se has key variances in skills. This is only subsidized by its site in Glencoe, as being a premium tourist location that aids in visibility and in the numbers it brings in (Entringer, and Silva, 2018). However, the business organisation acknowledges potential threats that would include seasonality and competition emanating from some famous brands. It would be able to leverage a couple of opportunities, among them being a locally sourced and sustainable food product, which will have great demand. A good connection with local businesses and proper engagement with the community will channel a very loyal base of customers and add to the brand's reputation (Ritonga et al., 2018). Further, the popularization of healthy fast foods allows the business to extend the menu to widen the target audience.





3.1   Key Personnel
	Florin Andrei Ghinea  (Founder & Managing Director)
	[bookmark: _Hlk167959629]With over a decade of experience in the boutique hotel industry and a lifelong love for the Highlands, Florin will bring her passion for exceptional guest experiences and strategic vision to Highland Bites (Sofronov, 2019).

	Madalin Liviu Noada  (Operations Manager)
	A seasoned hospitality professional with a proven track record in guest satisfaction and efficient hotel management, Madalin will ensure the smooth running of all day-to-day operations (Ferreira et al., 2017).

	Mohammed Bab Al Fazal  (Head Chef)
	Trained in Michelin-starred restaurants and inspired by traditional Highland flavours, Mohammed will bring her culinary artistry and commitment to locally sourced ingredients to the "Taste of the Highlands" restaurant (Rafaelovna, 2016).

	Rasel Ahmed  (Marketing & Partnerships Lead)
	With a background in sustainable tourism promotion and digital marketing, Rasel will drive brand awareness, and customer engagement, and forge strategic partnerships with like-minded businesses (Williams and Baláž, 2015).




3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):
 	Highland Bites will need experienced chefs who specialise in Scottish food to make sure the food tastes real, a marketing manager to get the word out about the unique idea, and a customer service manager to make sure the business stays open (Batat, 2020). These jobs fill in gaps in cooking knowledge, marketing strategy, and customer happiness, making sure that the eating experience is perfect.
3.2.2 Training and Development:
Well-known chefs will teach workers how to cook traditional Scottish food, and people with experience in the hotel business will teach them how to give great service to guests (Otnes et al., 2022). The training lessons, which are expected to cost around $5,000, will focus on improving how dishes are made and how staff deal with guests so that quality and service are always the same.


3.2.3 Outsourced Support / Key Partners:
 	To make sure the food is fresh and of good quality, Highland Bites work with local farms and fishers. Marketing companies also take care of digital efforts (Rathore et al., 2020). For about $10,000 a year, building these ties will give Highland Bites a steady supply chain, the chance to offer unique products, and good market perception.

4. MARKET RESEARCH
Market Information, Trends and External Factors
 	The fast food market in Scotland is currently worth over £2 billion, and it portrays a very strong demand for quick and convenient food. The demand in Glencoe, a popular tourist destination, can be considered high, with millions of visitors per annum at this time of the year. This theoretically makes quite a competitive market for local takeaways and chain restaurants (Williams and Baláž, 2015). Some emerging trends include increasing demand for locally produced, sustainable, and healthful food products—a shift in consumer attitude that Highland Bites can open a great opportunity to, which they realized because the concept had been well aligned with the demand already established in the product category. The recent emerging trend is the fusion of exclusivity in traditional flavours of Scotland with modern culinary techniques and responsibility for sustainability that may create a market niche for the company and an emotionally attached customer base.
4.2 Customer Profiles
 	Highland Bites caters to discerning travellers who seek authentic experiences and a deeper connection to the destinations they visit. The following table includes the target customers.
	Demographics:
· Age: 25-55+
· Income: Middle to upper income, with disposable income for travel and leisure (Coshall et al., 2015).
· Location: Primarily UK-based and international travellers drawn to Scotland's natural beauty and cultural heritage.

	Interests: 
Outdoor adventures, hiking, history, gastronomy, sustainable travel, wellness, and unique cultural experiences (Sofronov, 2019).

	Travel Behavior:
· Seek independent exploration but value curated experiences and insider knowledge.
· Prefer accommodations that offer comfort, character, and a sense of place (McKeever, 2018).
· Appreciative of high-quality, locally sourced cuisine.




4.3 Competitor Profiles
Highland Bites is to compete with several competitors. The following are the competitors of Highland Bites.
	The Kingshouse Hotel
	· Differences: While The Kingshouse is focused on traditional dining, emphasizing heritage, it still lacks the curated experiences, strong commitment to local partnerships, and sustainability that Highland Bites provides (Williams and Baláž, 2015).
· Strengths: Established reputation, historic charm, stunning views, prime location.
· Weaknesses: Traditional offerings, less appeal to adventure-seeking and eco-conscious travellers, limited focus on local partnerships.
· Competition Strategy: Highland Bites will adopt a more modern, experiential, and sustainable approach relative to competitors (Ritonga et al., 2018). Although offered more exclusively than its competitors, Highland Bites will put the emphasis on the farm-to-table philosophy.

	Glencoe Inn
	· Differences: Glencoe Inn is oriented towards budget consumers and locals and, compared with Highland Bites provides a more relaxed environment and a variety of options.
· Strengths: Affordable prices, central location, friendly atmosphere, popular with locals.
· Weaknesses: Limited amenities, basic accommodation, less appeal to discerning travellers seeking unique experiences.
· Competition Strategy: Highland Bites will be able to distinguish itself through a premium experience, including outstanding catering (Kumar, 2016).

	Glencoe Mountain 
	· Differences: Glencoe Mountain offers a food item relentlessly sold only in the winter and has limited appeal at other times of the year. Other than that, round-the-year activities and local culture or preservation of the environment are not the things people travel across states for.
· Strengths: Strong brand recognition for winter food items, and a diverse range of food items during the winter season.
· Weaknesses: Seasonal focus, limited appeal during the off-season, and less emphasis on local partnerships and sustainability.
· Competition Strategy: Highland Bites will be able to tap into the market by offering different options that cut across the whole year. This will be marketed by attaching the local cultures and history in line with the sustainable tourism approach to ensure the environment remains in its best form (Ritonga et al., 2018).




5. MARKETING PLAN
5.1 Price
 	Because Highland Bites offers a one-of-a-kind dining experience, they will set their prices based on that. Customers will feel good about the menu prices, which are fair and reflect the high quality of the food, the skill of the chefs, and the full eating experience (Xavier et al., 2024). Highland Bites will also make sure that the prices stay low compared to others on the market.
5.2 Product
 	There will be a lot of different Scottish-inspired items on the menu, like gourmet tacos, fusion bowls, street food plates, engaging meal kits, and seasonal favourites (Ku et al., 2023). Every meal will honour the history and unique flavours of Scotland's Highlands while also catering to a wide range of food needs and personal tastes.
5.3 Place
 	Highland Bites will put its main restaurant in a busy city area that a lot of people walk through to get the most customers and make the restaurant more visible (Afifi et al., 2021). Highland Bites will also look into whether food fairs and pop-up events are possible as ways to get the idea in front of more people and reach a larger crowd.


5.4 Promotion
 	The goal of Highland Bites promoting is to raise brand recognition and get people interested in the restaurant by getting more people to walk in. To connect with the audience and build a passionate customer base, the digital marketing mix will include ads on social media, relationships with influencers, and focused email efforts (Rosales et al., 2020). Highland Bites will also work with local news outlets and food blogs to get the word out about the unique menu items. Unique promotions, such as taste events and reward programs, can help Highland Bites build their brand and get people to come back and tell their friends about them.


6.  KEY RESOURCES
6.1 Premises
 	A lease has been secured on a corner commercial property within Glencoe Village Center High Street. The shop is currently undergoing very purposeful complete internal refurbishment to establish a modern, functional, and attractive customer environment (Williams and Baláž, 2015). The room comprises a spacious dining area, a well-fitted kitchen, and an ample storeroom.

6.2 Equipment
 	The kitchen will also be fitted with high-efficiency ovens, grills, fryers, and refrigeration units. Collaboration with Picante Services will further develop a system with a good point of sale for easier order-taking and inventory functions (Williams and Baláž, 2015). Delivery vans will be acquired to deliver ordered items and specific categories of fast food. 

6.3 Suppliers
 	Highland Bites aims to assemble a strong group of farmers, bakers, butchers, and other food producers, each with its own level of commitment to quality and sustainability (Ritonga et al., 2018). The latter would ensure a payoff through a regular supply of fresh seasonal ingredients in the Highlands, which helps sustain the local economy and reduces carbon footprints. 


7.  FINANCES AND START-UP SUPPORT

	EXPENDITURE
	Year 1 
£

	Company Registration
	£500

	Rent/Rates
	£30,000

	Staff Wages
	£150,000

	Travel/Accomodation
	£5,000

	Telephone (mobile)
	£1,200

	Broadband
	£600

	Utilities
	£10,000

	Marketing and materials 
	£20,000

	Insurance
	£5,000

	Capital Expenditure/Equipment
	£50,000

	Training & Development
	£5,000

	Accounting/Legal
	£3,000

	Outside Services
	£10,000

	Stock/Materials Purchases
	£50,000

	Bank Charges
	£1,200

	Office Consumables 
	£1,500

	Loans Repayments
	£15,000

	Total Expenditure
	£358,000     


	INCOME
	Year 1 
£

	Sales A
	£200,000

	Sales B
	£150,000

	Sales C
	£100,000

	Capital Introduced
	£30,000

	Funding 
	£10,000

	Loans/Borrowing
	£10,000

	Total Income
	£500,000





	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£500,000

	Total Expenditure
	£358,000

	Profit/Loss
	£142,000





7.1 	Financial Summary
 	Highland Bites wants to make a total of £500,000 in its first year of business with its wide range of menu items, which it will label as Sales A, Sales B, and Sales C. With an extra £20,000 in financing and loans or borrowing, the total income will be more than £500,000. The first money that is put in will be £30,000. Beginning a business comes with a lot of costs that the company has to pay for. It costs more than £20,000 to advertise special foods and unique eating experiences. The rent or rates are £30,000, and the staff is paid £150,000 a year. A lot of money that is £50,000, will be used to buy important cooking and serving tools. The cost of training and development is £5,000, the cost of stock and materials is £50,000, and the cost of insurance is £5,000. These important extra costs are needed to make sure that operations run smoothly and rules are followed. £358,000 can be expected to be spent in the first year. This much money covers all of the bills, like office goods, loan payments, and gas. In the first year of the business, this makes a profit of £142,000. Financial figures say that Highland Bites has a lot of potential to make money because of its creative food idea, smart marketing, and varied menu that caters to the tastes of its target customers (Klein, 2020). The main goal of the Highland Bites' fiscal management team is to make money and grow the business over time in the very competitive food service industry.


APPENDICES
[bookmark: _Toc167966917]Appendix A – SWOT Analysis
	Strengths
	Highland Bites possesses several unique strengths that allow the business to remain competitive in the hospitality business. First, the firm provides a novel and exciting experience by combining adventure, local food, and being green to offer what is seen as the perfect holiday to customers. Under the able leadership of Sarah MacKenzie and working alongside highly experienced professionals in the field of hospitality, Highland Bites remains a fountain of knowledge. As a team, it is safe to say that they share the same passion for ensuring that all experiences for all its guests are second to none. Finally, considering that the centre lies right in the heart of Glencoe, Scottish Highlands, it means that strategic advantage is taken by the location in terms of the natural landscape and historical importance of the area to lure in visitors from far and wide. Lastly, the eco-friendly renovation of buildings and the company's ethical sourcing from suppliers are attractive to conscientious travellers, which continues to boost their appeal and positioning in the market.

	Weaknesses
	Highland Bites faces several weaknesses that can hinder the company's operations and growth potential. For one, the business is characterized as seasonal, which means the company will face fluctuations in its occupancy rates, most crucially in the off-peak periods, which could impact revenue generation and profitability in an adverse manner. Furthermore, the very high capital that is required to be invested in property, renovation, and equipment may present a big financial challenge to the company in its nascent stages.

	Opportunities
	Highland Bites falls in line with an ever-rising sustainable tourism niche by providing ecological accommodations and experiences that appeal to eco-friendly travellers thereby gaining access to a money-spinning market segment. Secondly, Highland Bites’s partnerships with local businesses and relevant authorities’ boards can improve on its existing products as well as widen its presence; this resultantly enhances customer experience and strengthens its market standing. Lastly, due to the current surge of global travel, the firm could draw nationals from other parts of the world thus expanding its geographical outreach and widening its revenue sources creating room for growth and profitability. 

	Threats
	 Highland Bites encounters several major threats that jeopardize its operations. Firstly, the company’s target audience may significantly reduce its spending on entertainment and travel during economic recessions; Secondly, Highland Bites – while not a leader in the market – may lose its share to competitors or variations in the consumption preferences of its client. The company faces several threats that can potentially ruin its enterprise. Besides, Highland Bites’s target audience is characterized by fluctuations in the volume of spending in light of economic recessions.


[bookmark: _Toc167966918]Appendix B – PEST Analysis
	Political
	The fast food industry is conditioned by the political environment since profound regulations on tourism, the environment, and taxes are in place. In this respect, political stability in the UK and apparently in Scotland about Highland Bites operations is required to ensure the stable performance of the business. Furthermore, any governmental action, the scope of which will be the strengthening of sustainable tourism, for example, tax relief in case of the use of eco-friendly practices and structural changes, might only increase the scope expansion of the company and its ability to target ecologically aware travellers.

	Economic
	GDP. Inflation, and exchange rates, determine consumer spending and travel tendencies. Hence, during the low economic period, Highland Bites does not suffer the worst condition because it is a business pegged on indulgence on non-essential expenditure. To counter this, the company should be tempted by great dining experiences being marketed as a value-for-money service. Another effect on exchange rates is brought by tourism between countries, and this is not based only on the source of foreign currency earnings from foreigners visiting a country.

	Social
	Traveling tendencies and cultural tastes inform settings in society and, therefore, the preferences that the clientele embodies. The benefits of Highland Bites are factored towards the products and services offered to clients who seek the actual travel experience, adventure in nature, and a clear implication in a sustainable way in tourism.. Along with that, restructuring demography, including an aged gradual population with enough free time for leisurely travel, open a way for the company to target emerging customer segments. Besides that, social media dramatically impacts travel preferences and Highland Bites can take advantage of these platforms like Instagram to demonstrate its presentation and mingle with the customers.

	Technological
	Technology is the defining factor of the hospitality industry in many ways including such things as online booking platforms, mobile applications, environmental or sustainable initiatives, and operational efficiencies. Highland Bites as a company can depend on technology to boost its efficiency, improve the experience of the visitors, and to put in eco-friendly processes. As an illustration the business can make the use of energy-efficient systems, digital marketing strategies, and online reservation systems to make and retain customers in an environment where competition is going up.

	Legal
	The legal aspect, which covers areas relating to health and safety, employment law, and licensing, is the foundation on which the tourism businesses operate. While creating an excellent home away from home experience, Highland Bites must also ensure that it is compliant with all relevant regulations & standards that can help hold on to the safety & satisfaction of the guests. Other than that, the company should deal with licensing and permitting processes which are intended to serve alcohol, run events, and offer guided tours so that they can be operated under local laws and regulations.

	Environmental
	Environmental issues including climate change, natural disasters, and conservation activities affect the sustainability of tourism destinations and the operations of hospitality businesses. Sustainability is of the utmost importance to Highland Bites, which includes eco-friendly building renovations and working with suppliers who focus on ethical sourcing. Through the minimization of its ecological footprint and the promotion of ecologically sound tourism practices, the company can attract eco-conscious travellers and at the same time contribute to the preservation of natural resources in the Scottish Highlands.
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Figure: Scottish Fast Food Revenue (Self-made)
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Figure: Projected Growth of Fast Food Market (Self-made)
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Figure: Growth in Consumers Choosing Sustainable Fast Food (Self-made)
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