Social responsibility and sustainability
The Carvery will be a restaurant where cooked meat is freshly sliced to order for customers and sometimes offers unlimited servings for a fixed price. But we are still inexperienced in this particular business, so we want to have a sustainable market at home and get into the new market by promoting and taking some corporate social responsibility.
However, we first decided to make a case for competitive advantages of corporate social responsibility as part of our business strategy. We know by doing this, it will give us a sense of the importance of strategically leveraging social responsibility. It provides a sustainable competitive advantage and requires a business culture that can successfully execute a combination of activities (Smith, 2007). 
We subsequently did the research and various literature reviews and concluded that;
· As a new business, we must control the triple‐bottom‐line (Smith, 2007), i.e., the environmental, societal, and economic aspects of the business performance, especially with the strategic elements of the resource‐based view of the restaurant as its foundation; and that
· the prolonged advantage of social responsibility ensures sustainable economic advantage of intangible organisational resources, and should be a long‐term objective of any business. This as the Carvery, we will deeply embed social responsibility in our business culture. 
As part of the sustainability drive, we will create innovative, responsible strategies that exceed the authorities’ requirements and consider multiple stakeholders a long‐term objective. 
Social Responsibility
CSR is no longer a vague concept with limited relevance to the foodservice industry. In today's high-tech world, news spreads quickly; everyone is expected to do his/her part to take care of the world, and corporate responsibility is a business necessity. Businesses are expected to go beyond their profit-oriented activities and boost the well-being of the community. Of course, our Carvery restaurant seeks to engage in a robust community social responsibility and have several "doing good" strategies for the community and environment while still making our business both sustainable and profitable. 
Our Carvery Restaurant will be operating in Central London, which is a bustling hub of various activities. Therefore, our restaurant's business operations will, directly and indirectly, affect the environment, socially and physically. So, the need to map out our strategies in approaching corporate social responsibility.  Such an undertaking will give us a buffer of a “peaceful” environment as we will have met legal and social expectations concerning our restaurant business. 
Why CSR?
Globally according to research, more than 77 percent of consumers prefer to buy from socially responsible businesses. Even in the restaurant sector, consumers are willing to pay 5-10 percent more because of the brand's commitment to the community (Gyaan, n.d). Thus, we understand the importance of maintaining a responsible social image to sustain the ever-cluttered and competitive business environment. As millennials, we are also willing to solve multiple social issues like hunger and climate change. Therefore, planning activities under CSR have become part of our mandate we thought befitting to include in this Carvery business plan. It becomes a win-win situation when the customers don’t mind paying extra. 
The Carvery is a food service and socially responsible establishment. We have included this CSR section in our plan because we will have a clear understanding of our social responsibility goals and processes for achieving them as the company's owners and staff. As teams and individuals within the restaurant establish processes or make decisions, we can always refer to the document to ensure consistency.
Greening the Carvery Restaurant Industry
General waste, or landfill, is the most expensive kind of waste for restaurants, so we will explore every opportunity to reduce it.  Our food waste can be weighed, measured, and go to compost, so we know it is being utilized elsewhere, or it can go right back into the garden. 
Ethical sourcing
Businesses concerned about ethics and being socially responsible often emphasize ethical sourcing and supply chains. It means managing logistics from the origins of a product to its arrival in the business inventory.  As a carvery restaurant, we will emphasize an ethical supply chain and work with organizations that assess supply chains' ethics and root out potential illegal businesses. We also may insist on working with companies that engage in fair labor practices.
Organics
There is an increased demand for organic meat made from organic livestock farming practices. Many people believe that organic meat is safer for consumption and animals' feeding requirements (Gwin, 2009), such as the primary use of grass and alfalfa for cattle, resulting in generally higher omega-3 fatty acids, which is more heart-healthy than other fats. Thus, consumers concerned about their health and exposure to toxins often look for organic labels on the meat they buy, and our carvery business will be on the frontlines of selling organic beef. 
Environmental impact
We are aware of smoking and food-borne illnesses, and it seems logical that we should recognize that we have social responsibility regarding the obesity epidemic and take the initiative in assuming a leading role in the efforts to combat obesity, which is a far more critical public health issue for our nation and others as well. Additionally, consumers are increasingly aware of the impact that many products and supply chains have on the environment. In addition to sourcing organic meat and products, we will also be involved in recycling efforts or take steps to use recycled packaging.
Meat sourced locally
Many consumers want to support local livestock and vegetable farms. To help our neighbors reduce the carbon footprint within their supply chains, we will purely source our meat and vegetables from local farms. 
Volunteer efforts
As a socially oriented for-profit business, we emphasize volunteerism, encouraging staff to support local charities and nonprofit organizations by volunteering to work on specific projects. When our balance sheets allow, we will engage in charitable giving by donating a percentage of our sales to various local charitable causes. 
Catering to our CSR plan, we will try our best to reduce pollution through our operations. The packaging bags will be made of 100% recycled paper; all the napkins and serviettes used are recycled and sourced from eco-friendly companies. We will also fit the business space with thermostats to track our Carbon permission. Notably, over the next 12 months from the start of operations, we plan to invest extensively in research and quality assurance to develop a method to provide fresh ready to eat food to the needy.
Sustainability
Our Carvery restaurant business’ altruistic, ideological, moral, and ethical motivations can all be grouped under the umbrella concept of 'sustainability' motives (Finlay, 2015). Our restaurant will rely on altruism as part of its sustainable development. We interpret altruism as an intrinsic motive and entails we as restaurant owners may “contribute to CSR because we enjoy helping others or want to contribute to the common good from a genuine concern of the well-being of others." We aim to achieve this by meeting the present's needs without compromising future generations' ability to meet their own needs. 
In our restaurant business's scope, we can achieve sustainability as we provide a broad strategic framework for achieving economic and social development that will not adversely impact the environment to jeopardize other generations' ability to do business. One strategic activity is aimed at 1. We will reduce waste and harmful emissions to water and soil by implementing innovative technologies and investment in pro-environmental infrastructure; 2. Engaging our employees and encourage them to save paper, energy, and water; 3. Investing heavily in renewable energy sources; and 4. We will incorporate the ISO 14000 norms, Eco-Management and Audit Scheme (EMAS), and Clean Production Principles for regulatory reform and environmental management systems. 
We are aware that social consciousness has progressively changed, which leads to the evolution of people’s perceptions of business activities. Enterprises are also more or formally controlled by stakeholders, i.e., clients and public authority. As accurately noticed by Porter and Kramer, businesses do not function in isolation from their communities. As such our carvery restaurant business ability to compete and be sustainable will depend on the prevailing conditions in Central London which is our intended area of operation. 
We believe Restaurants can have a substantial impact on the planet. So, coming together to share challenges, ideas, questions, and solutions will help us get further, faster toward the food system we need. That is why we will join sustainability champions organizations such as the Sustainability Restaurant Association (SRA) to share this common goal.  The SRA process and evolution of sustainability are:
· Cooking what is in season:
 We will do this by changing our menu four times a year—one for each season—and rotate in two new Carvery accompanying dishes such as boiled to mashed potatoes every six weeks to accommodate ingredients with short growing seasons asparagus. Operating this way requires a certain amount of flexibility and creativity on the kitchen staff, but the quality will be well worth the effort.
· Partnering with the right producers: 
We will set up an accredited sustainable supply chain with qualified organic farms. We will also be making regular visits to these farms to understand the ingredients better. Just as customers are interested in knowing our meat source, they can identify and learn about the specific farms that grow their vegetables.
· Thinking beyond our menu:
Sustainability will not stop with our restaurant’s menu. We will find and partner with a salvage company to source Victorian skirting boards and old doors and tiles, and reclaimed wood for the floors. With that, we will know where all our timber is from, plus accompanying certificates for our floors and tabletops. So, we will allocate some money we plan to save on materials to purchasing better-quality, energy-efficient equipment. Also, training the staff on things like water usage and turn off the tap when it is not in use may contribute to our sustainability goal. 

Development, milestones, and exit plan
Development goals
No investors blindly shake hands on an idea alone. We used this section to present a cohesive, digestible format that convinces them of a sustainable or profitable business.  I have complete confidence in all managers, designers, and people who will make this a huge success. Carvery restaurant is looking to enter a currently unreached market in Central London. We assume that the carvery market exists based upon experiences of this type of restaurant in other locations. The goal of creating a reputation that people associate with quality, service, and comfort is at the forefront of all that we do. In five years, it is expected that when people hear "Licky fingers," they will think, that is a great place, let's go there now.
Milestones
[bookmark: _Toc328213933]There are many milestones our restaurant may face--groundbreaking construction and opening the restaurant. The other major milestone is reaching one year, at which point in time. The fourth is marketing strategy educating millennials about our menus' environmentally friendly nature—through social media marketing on a new Instagram account, established by the end of Q1, managed by our social media manager with a promotional budget (anon). 
Exit Plan
If the store had to close for business, we would sell our assets at auction. Our milestone schedules will evolve as we go, so we cannot initially document every last step we will take to launch our restaurant. Instead, we plot out the next few steps we will take, and when those steps are done, we will come back and add more steps as we grow. After all, planning is an ongoing process, not just a one-time event.
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