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1. EXECUTIVE SUMMARY
The Romanian Culture Academy will be located in West Midlands in the UK which will offer an immersive cultural dining experience. It will be of Romanian theme, highlighting cultural heritage, traditions and cuisine in the hospitality segment. The diverse offerings include Romanian gastronomy, cooking workshops, wines, and educational and play activities for children. The target market is both individuals, families and local and international tourists. The market opportunity is that customers are highly acknowledging cultural experiences and through innovative technology like AR and VR, they seek to provide an immersive experience, which is also its competitive advantage. The financial projection indicates it to be a profitable business. The short-term goals include local engagement by partnering with locals.


2. THE BUSINESS IDEA

2.1 The Product/Service
Company name: Romanian Culture Academy
Location: West Midlands, UK
Industry: Hospitality industry 
Business Description: 
Romanian Culture Academy is a cultural-focused hospitality centre that is committed to sharing and educating Romanian culture and heritage with the people form the West Midlands through its immersive experiences. The business is dedicated to engaging and innovatively cater people who are seeking to experience cultural history, gastronomy, language, folk traditions and geography. As Romania has had close relationships with the UK since the First World War, both nations seek numerous developments together, Romanian is famously known for its Carpathian Mountains, paintings, wines, and sunflower fields (London Wine Competition, 2024).  Drawing upon this, the business seeks to attract international and local tourists with the Romanian theme and serve cuisines, which are also suitable for children, families and adults who seek to learn or experience cultural connections in a diverse society.  
Product or service
The products include serving traditional Romanian wines and cuisines along with hands-on experiences where visitors can taste, and make the dishes. There are also sessions and workshops that share the unique stories and history of Romania, helping tourists to understand the geography and traditions. Furthermore, a dedicated activity space for children is also there to enjoy.
Features and Benefits 
It seeks to provide immersive cultural experiences ranging from folklore to food along with recreational and educational value. It is appealing to those who want unique experiences while travelling around the UK. The value proposition is a digitally immersive experience catering to customers
2.2 SWOT Analysis Summary
From the SWOT analysis [Refer to Appendix A], it is noted that the strength of the company lies in its optimisation of technology to create an immersive experience for customers, and distinctive offerings such as traditional cuisines, wines and recreational activities. Drawing upon weakness, it is noted that it has created a niche market and this might retain only limited customers. A lack of skilled staff who specialised in Romanian culture might affect the operations and also, since Romanian Culture Academy is a new company, it may lack brand recognition which can impact its ability to attract potential customers. Opportunities include community engagement, cultural-focussed hospitality and the use of advanced technology. However, the threat includes economic downturn and high competition. To manage risk, the business will diversify its revenue stream such as including an online platform that provides takeaways to customers. According to Olsen et al. (2021), diversifying revenue streams can help businesses maintain cash flows and can help in managing economic downturns. Furthermore, to boost brand recognition, the business will adopt social media engagement and digital marketing in order to reach a wider population and increase its customer base. As stated by Malesev and Cherry (2021), active social media strategies, campaigns and digital marketing can help businesses build brand awareness, boost visibility and establish strong relationships with customers.



3. THE TEAM

3.1   Key Personnel

Name and Company Position: Member 1, Managing Director and Founder

Skills and Experience: 
Member 1 has 2-3 years of experience in tourism and cultural management with in-depth knowledge of Romanian Heritage. It has strong communication skills in English and Romanian, making it suitable for looking upon operations and strategic decision-making of the business.
Role and Responsibilities: oversee the business to meet its growth objectives and day-to-day operations including findings, and budget planning.



Name and Company Position: Member 2, Manager and Department Coordinator 

Skills and Experience: Has a strong expertise in cultural events management and is passionate about European history 

Role and Responsibilities: Responsible for coordinating the front office and back-office departments and fostering superior customer experience. Closely works with teams and ensures the tasks are completed effectively.



Name and Company Position: Member 3, Communication and Marketing Manager 
Skills and Experience: Expertise in digital marketing and advanced technology and a strong passion for innovation in services. Highly skilled in storytelling.

Role and Responsibilities: Foster excellent communication with customers on offline and online platforms. Responsible for promotional campaigns, build awareness, and attract visitors 



Name and Company Position: Member 4, Financial manager 

Skills and Experience: Specialises in accountancy and finance management, financial forecasting, budgeting and resource allocation.

Role and Responsibilities: Responsible for overseeing the budget planning, funding, and investments, and ensuring cash flow management. Deploy cost-saving strategies and maintain positive relationships with investors.



Name and Company Position: Member 5, Facility and operational management 

Skills and Experience: Strong background in managing supply chain, facilities, logistics and other operations. Look upon staff training, logistics, and regulation compliance.

Role and Responsibilities: Inspect the logistics, supply chain and workforce are functional maintain relationships with suppliers and vendors and maintain safety protocols.




3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements
·  An event coordinator is required who will be responsible for organising and planning events such as workshops, and cultural recreational activities. It will fill gap with the expertise in scheduling, and event management while engaging with the community for customer experience.
· The human resource manager will be required to fill the gap in HR and effective workforce management, addressing the issues of employees.
· The responsibility is to train employees to attain adequate skills and expertise as per the business demand.

3.2.2 Training and Development:
· Cultural awareness training will be provided by ‘Global Business Culture’ to help understand the different cultures, traditions and authentic practices to ensure customer satisfaction.
· Cost estimated-£2,000 
· Cultural awareness training is crucial for employment as it helps in understanding the difference in values, beliefs, customs, and experience and makes employees more culturally aware when working in a culturally diverse environment (Rissel et al. 2022)
· Digital marketing training and reskilling programs are initiated by HR to ensure staff are skilled to handle advanced technology and comply with emerging trends.
3.2.3 Outsourced Support / Key Partners:
· Marketing agencies will be partners in order to launch effective campaigns.
· For instance, ‘Media Reach’ is famous for multicultural advertising and marketing (Mediareach, 2023)
·  It will help in launching campaigns, and drive customers' interest across multicultural settings.
· Cost estimated-£4500 for around 3 months campaign
· Marketing agencies serve as crucial partners that help boost brand visibility, generate leads and increase the value of a brand or product over time (Mero et al. 2023).

4. MARKET RESEARCH
4.1 Market Information, Trends and External Factors
From the external analysis, it is noted that political aspects such as Brexit have already impacted the industry leading to acute staff shortages. As reported, there is significant staff storage by 132,000 vacancies resonating 48% more than the pre-pandemic level (UKHospitality, 2023), This can impact the organisation in recruiting skilled staff. Furthermore, the high cost of living and inflationary pressure is impacting the hospitality segment since consumers want to save money for necessary items. However, it is also noted that West Midlands is the second largest culturally diverse location in the UK and Romanian sitting there by more than 472,000, and is one of the main languages spoken in the UK (BITC, 2023). This information can help the company attract significant residents along with other locals who are interested in immersive cultural experiences. It is reported that in the UK, there is a growth of educational, cultural and experiential hospitality. Travellers are prioritising cultural novelty, authenticity and historical experiences (McKinsey, 2024). Thus, this proves to be an opportunity for the Romanian Culture Academy to cater to this trend. The external factors such as social factors also align with this trend. Technological advancements can also be optimised with the company to cater to customer satisfaction since many businesses are leveraging technology within business [Refers to Appendix B].
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Figure 1: Growing trends for Cultural, authentic immersive experience 
(Source: McKinsey, 2024)


4.2 Customer Profiles

Younger demographics such as young adults and students (Gen Z)
· Age 16-29
· This group would be interested in culinary or recreational activities, social gatherings, and immersive experiences.
· This group tends to value cultural diversity, experiential tourism, learn about new cultures, cuisines and languages (Licsandru and Cui, 2019).
· This demographic is likely to engage in workshops, storytelling and folklore in order to learn new things.
Eastern European individuals and families
· Families with Romanian roots and the Eastern part of the European population living in the Midlands. 
· Age 25 to 50, with or without children.
· These groups would want to share their culture with future generations, who are interested in community gatherings, and seek spaces that align with their traditions and culture.
· Romanian Culture Academy would assist this group with introducing traditional cuisines, games, wines and classes on languages. 
4.3 Competitor Profiles
1. Schnitzel Heaven serves locally produced dishes inspired by Eastern Europe cuisines.
· It attracts guests who are interested in experiencing authentic European foods (Schnitzel Heaven, 2024). This could appeal to the similar target customer base of Romanian Culture Academy, especially those who are drawn to these regional cuisines.
· Strength- casual dining ambience, authentic cuisines, and keeps its offerings fresh.
· Weakness- focussed on only food authenticity.
· Romanian Culture Academy can compete through its cultural immersion initiatives while not just focusing on food such as folktales, Romanian history, workshops and games for children.


2.  Flame Restaurant is a Romanian-themed restaurant which offers a culturally immersive setting for dining (Flame, 2023).

· Strength- It has focussed on traditional dishes, cultural ambience and an established local customer base.
· Weakness-being a traditional company, it might not provide hands-on experience to customers to maintain engagement level.
· Romanian Culture Academy can compete by offering immersive hands-on experience to children, and customers who seek to try and learn new things.

3.  Transylvania Restaurant offers authentic Eastern European cuisines including Romanian dishes.
· Strength-musical ambience, Dracula-themed.

· Weaknesses might attract customers who are looking for cultural activities for their families.

· Romanian Culture Academy can encourage customers to stay longer due to its diverse offerings keeping its customers engaged and also suitable for children.

5. MARKETING PLAN
5.1 Price
Workshops	£25
Traditional games 	£40
Romanian cuisine 	£20-45

Romanian Culture Academy will induce value-based pricing in order to reflect on the quality of services and products which will be accessible to all customers. According to Neumann et al. (2021), a value-based pricing strategy is a method of setting prices based on the perceived value rather than its historical price. This strategy is usually optimised when the purchasing decisions are driven by emotion or scarcity. This pricing positions the business as quality-focused yet accessible for customers, who value authenticity when compared to other competitors who might not provide similar experiences.

5.2 Product
The aesthetics is its combination of modern interior designs with traditional Romanian elements creating an immersive environment with the help of AR and VR technologies. The packaging will be sustainable in nature and the products will be packaged with high-quality materials.
[image: ]
Figure 2: Company logo 
[image: ]
Figure 3: Packaging 

5.3 Placement
The company will be accessible in an online and offline channel. Customers will eb able to participate in workshops, folklore, gastronomy and so forth in both mediums. Physical spaces will also be provided where customers can get first-hand experiences. Customers can also order cuisines through an online platform from the website. Home delivery will also be provided to customers.

5.4 Promotion
Romanian Culture Academy will optimise social media marketing in order to promote its products and services and create awareness.  Content will be shared on online platforms such as Instagram, Facebook, and YouTube to retain maximum customers. According to Mason et al. (2021), social media marketing is an effective strategy to reach wider customers and boost brand visibility while allowing the brand to boost its brand image. For instance, through user-generated contempt, the company will seek customers' reviews and feedback, which will be incorporated into the strategy of the company. Furthermore, email marketing will also be leveraged to maintain effective relationships with the customers. To maintain loyalty, loyalty points and offers will be given to drive engagement. Romanian Culture Academy will email its customers featuring the upcoming workshops, events, and cultural facts to customers. It will help in retaining and engaging customers. Moreover, the company will also optimise offline traditional methods such as local newspapers to draw the attention of the local community which will feature segments about the unique experiences that they can optimise within Romanian Culture Academy.



6.  KEY RESOURCES
6.1 Premises
The Romanian Culture Academy will need a spacious location at West Midlands which can entail recreation spaces, Kitchens, workshop spaces as well and dining spaces for individuals and families. It would be appropriate if the company is around suburban areas of West Midlands. Rent in those areas is assumed to be around 19,000 annually to 120,000 per annum (Zoopla, 2024). It depends on the square feet and the value of the property.

6.2 Equipment
The brand will need playing equipment, fresh raw ingredients and robust AR and VR setups which would require screams, projectors, and speakers for cultural and folklore presentations. It will require kitchen equipment such as storage, and refrigerators. Dining furniture and decor will be needed in this business. The potential suppliers can be ‘Wards Catering’ which provides all types of kitchen equipment suitable for restaurants starting from 39000 (Wards Catering, 2024). Moreover, for dining and food preparation, the suppliers would be Maxy Wholesale, which deals with Romanian food products of 1500 to 3000 depending on the volume (Maxywholesale, 2024).

6.3 Key Suppliers
For supplying day-to-day products to the Romanian Culture Academy, it would tie a partnership with the supplier Maxy Wholesale which specialises in Romanian foods ranging from 1500 to 3000 (Maxywholesale, 2024). Furthermore, the company will also focus on local sourcing from suppliers such as Central Foods Ltd, which provides an extensive range of products from 1000 to 1500 (Central Foods, 2024).

7.  FINANCES AND START-UP SUPPORT
	EXPENDITURE
	Year 1 
£

	Company Registration
	300

	Rent/Rates
	5,00000

	Staff Wages
	12,0000

	Travel/Accommodation
	1500

	Telephone (mobile)
	600

	Broadband
	500

	Utilities
	6000

	Marketing and materials 
	10,000

	Insurance
	3000

	Capital Expenditure/Equipment
	20,000

	Training & Development
	2000

	Accounting/Legal
	2500

	Outside Services
	1500

	Stock/Materials Purchases
	3,00000

	Bank Charges
	800

	Office Consumables 
	600

	Loans Repayments
	5000

	Total Expenditure
	£   253,3000  

	INCOME
	Year 1 
£

	Sales in  dining
	150000

	Sales in workshops and events 
	3,0000

	Sales in  takeaway orders
	50,000

	Capital Introduced
	10,000

	Funding 
	5,000

	Loans/Borrowing
	20,000

	Total Income
	£ 265,000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	265,000

	Total Expenditure
	253,300

	
	

	Profit/Loss
	£11,700

	
	















7.1 	Financial Summary
The salaries and wages are based on the research of the UK market for similar job roles. For instance, marketing team, sales manager and client-facing staff may differ based on their expertise and years of experience. The funds are considered to be a part of the income that will help in covering the initial business start-up costs. The dining, takeaways, workshops and events are a source of income as well.

 



APPENDICES
Appendix A – SWOT Analysis

Strength	Distinctive immersive offerings	Diverse recreational activities such as workshops on language, culinary, folk stories, and traditional Romanina-based games.	Family inclusive spaces	Augmented and Virtual reality to provide immersive knowledge about the culture and traditions. 	Weakness	May appeal to limited audiences since it is focused on only Romanian Culture 	Demand for resources exclusive to Romanian culture, For instance, specialised employees or resources.	Since it is a new company, a lack of brand recognition can impact its ability to attract potential customers.	
Opportunity	Growing demand in the UK for Cultural hospitality and tourism.	Establishing partnerships with local communities, especially Romanian immigrants.	 Integrate Advanced technology like Artificial intelligence to get better insights into customers’ needs.	Threat	High competition within the hospitality industry 	Economic uncertainty can impact the spending of customers as well as businesses in managing their supply chain.



Appendix B – PEST Analysis

Pest factors 	Description 
Political 	Brexit event has impacted the hospitality sector through regulatory challenges for recruiting EU employees (Insight Hospitality, 2024). This can impact the Romanian Culture Academy due to the potential staff shortages.
Economical 	High inflationary pressure has impacted customer’s spending as well as disposal income making them price-sensitive, It has also led to an increase in operational challenges (Statista, 2024). This can impact the Romanian Culture Academy as it will weaken the purchasing power of visitors. 
Social 	Niche tourism segments such as cultural, retreat activities,  heritage tours or culinary are increasingly happening in the hospitality landscape of tourism and customers seek authentic cultural experiences (Statista, 2024). It resonates scope for the growth of business catering to the cultural dimensions.
Technological 	72% of hospitality businesses are incorporating new technologies in the premises to retain new talent or address staff shortages (Oracle UK, 2024). This can help the business in dealing with the staff shortages in the hospitality and instead invest in technological advancement.
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The business seeks to offer workshops, events, and family spaces that can help them learn about the culture of Romanian such as its history and geography, which are assumed to be demonstrated through the use of Virtual reality and Augmented Reality. 
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Thus, based on the market research, the proposed business plan is considered viable in the market and demonstrates the potential to attract local as well as international travellers. Furthermore, the business's strategic location such as an area largely populated with Eastern Population is considered viable. The optimisation of advanced technology is also deemed to be viable in the current digital era.
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Thus, the funding sources are considered reliable banks, and crowdfunding. Furthermore, it will also look for partnerships for additional funding. Crowdfunding is a strategy that helps the business to raise money to help a business develop and share some amount of equity.
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Effective digital marketing also serves as an opportunity for this business to build awareness and brand recognition. Government support has been considered as an opportunity to grow in the UK with the help of grants.
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Romanian Culture Academy restaurants will not only rely on government support but also look for networking opportunities and support such as collaborating with cultural institutions networking will help in growing in the market by connecting with local suppliers, events, artists or potential investors.
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The market research has shown immense potential to help this business thrive in the UK market, especially with the help of technology and a shift in customer's approach to hospitality. It is noted that the business is also inclined to offer culturally immersive experiences with the help of high-quality services and technology. 
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Therefore, considering the capital introduced of 5000 in year 3, the total income for year three is estimated to be £31,675. However, as the brand grows, it will require to recruit more staff which would possibly increase the salaries by 15%, then the estimated salary in year 3 would be 158,7000. Thus, the company is required to maintain its growth rate in its sales and boost profitability.
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The business demonstrates profit in the next year 3, however, it is required to focus on sustainable growth. The company will be required to manage costs operations and wages and make a balanced approach while hiring employees as the business grows. Thus, it can continue to grow in years 2 and 3 with a potential position in the market.
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The company’s financial projection is a profitable business, therefore an adequate business where investors can get a return on their investments.
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Introduction

The Romanian Culture Academy is a business that is focused on a culturally focused hotel company which aims to provide a culturally immersive dining experience.

The hotel seeks to offer Romanian cuisines, traditions, folk culture and traditional games for children.

It aims to target both domestic and international tourists.











The business seeks to offer workshops, events, and family spaces that can help them learn about the culture of Romanian such as its history and geography, which are assumed to be demonstrated through the use of Virtual reality and Augmented Reality. 
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Viability of Business

● The viability of this proposed business is 

assumed to be strong for various reasons 

such as growing customers’ interest in 

experiential learning and cultural 

hospitality experience. 

● This is where the company seeks to take 

advantage by providing a unique immersive 

experience with the combination of 

interactive experience, food and culture.

● Furthermore, Mid Westlands has one of the 

largest Romanian populations, which can 

be seamless to attract local customers. 
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Viability of Business

The viability of this proposed business is assumed to be strong for various reasons such as growing customers’ interest in experiential learning and cultural hospitality experience. 

This is where the company seeks to take advantage by providing a unique immersive experience with the combination of interactive experience, food and culture.

Furthermore, Mid Westlands has one of the largest Romanian populations, which can be seamless to attract local customers. 











Thus, based on the market research, the proposed business plan is considered viable in the market and demonstrates the potential to attract local as well as international travellers. Furthermore, the business's strategic location such as an area largely populated with Eastern Population is considered viable. The optimisation of advanced technology is also deemed to be viable in the current digital era.
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• For this business, a bank loan is 

considered which will be founded by 

HSBC or Barclays as a start-up loan.

• Furthermore, it will seek funding through 

crowdfunding through GoFundMe, where 

investors support the businesses in place 

of equity (Elmer and Ward-Kimola, 2021).

• The business will also partner with local 

vendors, suppliers and firms in order to 

gather mutual benefits and support funds 

through cross promotions, sponsorships or 

joint workshops. 
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Realistic and accurate funding sources



For this business, a bank loan is considered which will be founded by HSBC or Barclays as a start-up loan.

Furthermore, it will seek funding through crowdfunding through GoFundMe, where investors support the businesses in place of equity (Elmer and Ward-Kimola, 2021).

The business will also partner with local vendors, suppliers and firms in order to gather mutual benefits and support funds through cross promotions, sponsorships or joint workshops. 







Thus, the funding sources are considered reliable banks, and crowdfunding. Furthermore, it will also look for partnerships for additional funding. Crowdfunding is a strategy that helps the business to raise money to help a business develop and share some amount of equity.
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Opportunities 

● For financial support, the business will seek Government Grants. 

● As reported, the government of the UK has been offering more 

than 1000 grants to support small businesses (Startuploans, 

2023).

● Thus, the government is supportive of start-up businesses, which 

can positively help the Romanian Culture Academy to thrive in 

the UK.

● Digital marketing strategy has become one of the crucial tools for 

business in the UK, with 72% of businesses heavily investing in 

it (Statista, 2024).
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Opportunities 



For financial support, the business will seek Government Grants. 

As reported, the government of the UK has been offering more than 1000 grants to support small businesses (Startuploans, 2023).

Thus, the government is supportive of start-up businesses, which can positively help the Romanian Culture Academy to thrive in the UK.

Digital marketing strategy has become one of the crucial tools for business in the UK, with 72% of businesses heavily investing in it (Statista, 2024).









Effective digital marketing also serves as an opportunity for this business to build awareness and brand recognition. Government support has been considered as an opportunity to grow in the UK with the help of grants.
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Support available

● Effective business and partnership can help 

this business in promoting its products and 

services.

● Such as cultural institutions in the UK can 

help promote the business by connecting 

with local suppliers, events, artists or 

potential investors.

● Networking helps in building connections 

with others such as mentors, partners or 

potential customers, allowing the business 

to grow in the market, especially small 

businesses (Wasim et al. 2024).
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Support available

Effective business and partnership can help this business in promoting its products and services.

Such as cultural institutions in the UK can help promote the business by connecting with local suppliers, events, artists or potential investors.

Networking helps in building connections with others such as mentors, partners or potential customers, allowing the business to grow in the market, especially small businesses (Wasim et al. 2024).











Romanian Culture Academy restaurants will not only rely on government support but also look for networking opportunities and support such as collaborating with cultural institutions networking will help in growing in the market by connecting with local suppliers, events, artists or potential investors.
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Market potential

●

The market potential can be linked towards the rise of 

customers’ interest in experiential and cultural-based 

hospitality. 

●

Customers' taste in hospitality has shifted majorly 

towards immersive and technology-led hospitality 

services (Allen, 2024).

●

Travelers value culture more than attractions and 54% 

consider culturally immersive experiences to influence 

their choices (Allen, 2024).
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Market potential



The market potential can be linked towards the rise of customers’ interest in experiential and cultural-based hospitality. 

Customers' taste in hospitality has shifted majorly towards immersive and technology-led hospitality services (Allen, 2024).

Travelers value culture more than attractions and 54% consider culturally immersive experiences to influence their choices (Allen, 2024).







The market research has shown immense potential to help this business thrive in the UK market, especially with the help of technology and a shift in customer's approach to hospitality. It is noted that the business is also inclined to offer culturally immersive experiences with the help of high-quality services and technology. 
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Accurate 

financial 

information

● From the report analysis income in year 1 is estimated 

to be £150,000. 

● Assuming there is a 10% increase in the year 

projection.

● Year 2 would be £165,000 and in year 3, it would range 

£181,500 for sales in dining.

● Similarly, for events and workshops, £39675 in year 3.

● Take away order sales by £60,500 in year 3.

● Furthermore, growth in workshops and events is 

expected which will help the business boost its niche 

market with 15% annual growth, then it would be 

£30,000 in year 1 £1, 34,500 in year 2 and £39,675 in 

year 3.

● Drawing upon loans, considering a loan in year 3 for 

further expansion, the additional funding would be 

nearly £25,000.
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Accurate financial information



From the report analysis income in year 1 is estimated to be £150,000. 

Assuming there is a 10% increase in the year projection.

Year 2 would be £165,000 and in year 3, it would range £181,500 for sales in dining.

Similarly, for events and workshops, £39675 in year 3.

Take away order sales by £60,500 in year 3.

Furthermore, growth in workshops and events is expected which will help the business boost its niche market with 15% annual growth, then it would be £30,000 in year 1 £1, 34,500 in year 2 and £39,675 in year 3.

Drawing upon loans, considering a loan in year 3 for further expansion, the additional funding would be nearly £25,000.





Therefore, considering the capital introduced of 5000 in year 3, the total income for year three is estimated to be £31,675. However, as the brand grows, it will require to recruit more staff which would possibly increase the salaries by 15%, then the estimated salary in year 3 would be 158,7000. Thus, the company is required to maintain its growth rate in its sales and boost profitability.
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Return on 

their 

investment

Year 3 Expenditure 

15,8700 Wages

60,500 Rents 

36,300 Material purchases

13,225 Marketing

10,000 Equipment and capital expenditure 

6300 Utilities

3,150 Insurance

26,25 Legal

6000 Loan repayments 

2,205 Consumables and other services

307,005 Total expenditure 

£ YEAR ONE PROFIT/LOSS

265,000 Total Income

253,300 Total Expenditure

£11,700 Profit/Loss
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Return on their investment

		Expenditure 		Year 3

		Wages		15,8700

		Rents 		60,500

		Material purchases		36,300

		Marketing		13,225

		Equipment and capital expenditure 		10,000

		Utilities		6300

		Insurance		3,150

		Legal		26,25

		Loan repayments 		6000

		Consumables and other services		2,205

		Total expenditure 		307,005



		YEAR ONE PROFIT/LOSS		£

		Total Income		265,000

		Total Expenditure		253,300

		 		 

		Profit/Loss		£11,700

		 		 







The business demonstrates profit in the next year 3, however, it is required to focus on sustainable growth. The company will be required to manage costs operations and wages and make a balanced approach while hiring employees as the business grows. Thus, it can continue to grow in years 2 and 3 with a potential position in the market.
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Conclusion 

Thus, it can be concluded that 

the Romanian Culture Academy 

demonstrates a thriving business 

strategy. 

Investors and funders can invest 

as it has the potential to return 

on their investments.
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Conclusion 



Thus, it can be concluded that the Romanian Culture Academy demonstrates a thriving business strategy. 

Investors and funders can invest as it has the potential to return on their investments.





The company’s financial projection is a profitable business, therefore an adequate business where investors can get a return on their investments.
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