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[bookmark: _Toc215418051]1. Introduction to the Business Idea
OZE Café is conceived as an experiential micro-enterprise positioned within the UK’s rapidly evolving café and premium-dessert sector. The concept integrates artisanal Italian gelato production with high-quality specialty coffee, framed within a distinctive retro-American interior design. This hybrid model responds to emerging consumer preferences for sensory, aesthetic and experiential consumption, a phenomenon widely discussed in contemporary hospitality and service-management literature (Pine & Gilmore, 1998; Bryson et al., 2020). Rather than competing solely on price or convenience, the business differentiates itself through the quality of its products, the authenticity of its processes and the immersive nature of its environment.
Located on Ilford High Road—a dense, multicultural commercial district with sustained pedestrian flow—the café benefits from a strategically advantageous position near retail centres, transport links and existing leisure infrastructure. The choice of location aligns with urban entrepreneurship research which emphasises the importance of visibility, footfall and place-based identity in establishing successful hospitality start-ups (Andersson, 2007). The Ilford area lacks a direct competitor offering both in-house gelato production and premium specialty coffee within a thematic experiential space, presenting a viable market gap.
[bookmark: _Toc215418052]2. Products and Services
Artisanal Gelato (Core Signature Product)
At the heart of OZE Café’s value proposition is its in-house production of authentic Italian gelato using traditional “mantecazione” techniques. Gelato, distinguished from industrial ice cream by its lower fat content, denser texture and slower churning method, is increasingly preferred by health-aware consumers seeking premium yet lighter dessert alternatives (Sims, 2009). The café will produce 30–40 flavours, including pistachio, stracciatella, hazelnut, mango sorbet and seasonal specialties. A dedicated vegan and lactose-free line addresses rising dietary restrictions and lifestyle choices.
Academic literature highlights authenticity as a key determinant of consumer satisfaction, especially within food-service environments (Kim & Moon, 2021). Therefore, OZE Café emphasizes transparency in production (open kitchen visibility, ingredient display), provenance (Italian pastes, nuts, cocoa) and freshness (daily batches). This supports the brand’s identity as a specialist gelateria rather than a generic dessert shop.
Specialty Coffee
The second product pillar is specialty Italian coffee prepared by trained baristas using high-grade Arabica blends. Coffee consumption remains deeply embedded in UK lifestyle culture, with café spaces functioning as informal work environments, social gathering sites and “third places” (Oldenburg, 1999; Weng & Kim, 2021). Offering cappuccino, latte, espresso, macchiato, affogato and cold brew allows OZE Café to capture morning and afternoon trade, stabilizing revenue outside dessert-focused periods.
Complementary Desserts and Add-on Services
In addition to gelato and coffee, OZE Café offers a curated selection of hot desserts such as waffles, crêpes, brownies and pastries. Rather than listing every individual dessert—an approach that can dilute brand clarity—the menu emphasizes customization (toppings, sauces, flavour pairings), aligning with research indicating that perceived personalization enhances consumer experience.
Additional services include:
· Catering for events and corporate functions
· Gelato-to-go boxes (850ml–1L branded containers)
· Online ordering via Deliveroo, UberEats and Just Eat
· A digital loyalty programme offering rewards personalised promotions
These ancillary services expand the business model beyond the physical store and create multiple revenue streams.
[bookmark: _Toc215418053]3. Short-Term and Long-Term Objectives
Entrepreneurship literature stresses that effective venture planning must balance short-term operational milestones with long-term strategic development (Burns, 2022). OZE Café’s objectives reflect this dual structure.
Short-Term Objectives (0–12 months)
1. Successful brand launch supported by digital marketing campaigns, influencer collaborations and high-visibility exterior design.
2. Achieve operational stability, including consistent quality control, staff training, and supply-chain reliability.
3. Build a strong online presence, targeting a minimum 4.5-star rating across Google, TripAdvisor and delivery apps.
4. Reach break-even within 9–12 months, assuming gradual customer acquisition and seasonal peaks.
5. Establish a loyal customer base, leveraging a digital loyalty card and student discounts.
These objectives align with early-stage hospitality start-up models, which emphasise customer retention, service consistency and financial discipline (Burns, 2016).
Long-Term Objectives (1–5 years)
1. Open a second site or operate a mobile gelato cart in markets, festivals or parks.
2. Develop a proprietary mobile app integrating ordering, loyalty, personalised promotions and seasonal menus.
3. Enhance sustainability practices by introducing compostable packaging, waste-reduction strategies and energy-efficient equipment.
4. Potential franchising model, contingent on systemised operations and replicable quality standards.
5. Expand the menu through innovation (protein gelato, regional Italian flavours, limited editions).
Long-term objectives reflect principles of strategic entrepreneurship, focusing on scalability, innovation and competitive durability (Bryson et al., 2020).
[bookmark: _Toc215418054]4. Unique Selling Proposition (USP)
OZE Café’s Unique Selling Proposition is a multi-layered differentiator grounded in product authenticity, experiential value and market positioning.
USP 1 – Authentic Daily Gelato Production
Few UK high-street cafés produce gelato fresh on-site. Most rely on pre-made or industrial mixes. OZE Café’s commitment to craftsmanship creates a tangible competitive advantage through quality, flavour intensity and freshness.
USP 2 – Integrated Gelato and Specialty Coffee Concept
While dessert parlours exist, and specialty cafés exist, the hybrid model is rare. This dual offering increases customer frequency (daily coffee + weekly desserts) and broadens appeal across time periods.
USP 3 – Experiential Retro-American Interior Design
Hospitality research shows that “Instagrammability”, atmosphere and aesthetic differentiation significantly influence café preference among younger demographics (Kim & Moon, 2021). The 1950s-inspired interior, neon accents, colour palettes and themed music create a unique social-media-friendly environment.
USP 4 – Inclusive Menu & Ethical Positioning
Providing vegan, gluten-free and reduced-sugar options supports inclusivity and aligns with modern health-conscious values. Ethical sourcing of ingredients enhances brand authenticity and builds customer trust.
USP 5 – Local Market Gap on Ilford High Road
Environmental scanning confirms the absence of a direct competitor offering artisanal gelato + specialty coffee within an experiential environment. This first-mover advantage strengthens OZE Café’s market position.
Together, these five components form a unique, defensible, and experience-driven brand identity.
[bookmark: _Toc215418055]Business Environment & Competitor Analysis
[bookmark: _Toc215418056]1. PESTEL Analysis
Political and Legal Factors
OZE Café operates within a tightly regulated sector governed by UK food-safety legislation. The Food Safety Act 1990 establishes the core legal requirements for all food businesses, mandating safety, accurate labelling and hygiene controls. Local authorities enforce compliance through inspections and mandatory food-hygiene rating schemes. Additional legal obligations stem from:
· Food Hygiene Regulations (2013)
· Food Information Regulations (2014) — especially allergen labelling
· Health and Safety at Work Act (1974)
· GDPR (2018) for customer data
· Licensing requirements for music, waste disposal and outdoor seating
New hospitality ventures must also navigate planning permissions, fire-safety regulations and employment law. Research on small-business compliance shows that regulatory understanding is crucial for avoiding penalties and building legitimacy (Barberis & Whelan, 2021). OZE Café must therefore invest in staff training, HACCP systems, allergen awareness and accurate documentation.

Economic Factors
The UK economy has experienced inflation, supply-chain disruptions and increased energy costs. Hospitality SMEs are significantly affected due to refrigeration and machinery requirements, which are energy-intensive. According to the UK Government’s Business Population Estimates (2023), SMEs represent 99.9% of the UK’s business population and remain essential to economic growth, despite facing cost pressures. Consumer discretionary spending has fluctuated, but literature on “affordable indulgence” suggests that consumers continue purchasing small luxury items—such as desserts and specialty coffee—even during economic uncertainty (Huang & Koritos, 2021).
Ilford’s local economy is characterised by:
· high population density,
· multicultural consumer demographics,
· strong evening and weekend footfall,
· relatively accessible commercial rents compared to central London.
These conditions are favourable for a café–gelato model. Seasonal variations also influence revenue: gelato demand increases significantly during warmer months, whereas coffee dominates colder seasons. This natural diversification supports revenue stability.
Social Factors
Social trends strongly support OZE Café’s experiential concept. Several hospitality studies emphasise a consumer shift from functional consumption to experiential, aesthetic and identity-building experiences — a model famously labelled “the Experience Economy” (Pine & Gilmore, 1998). Younger demographics (16–35) seek “Instagrammable” locations with distinctive interiors, contributing to word-of-mouth marketing and online visibility (Kim & Moon, 2021).
Furthermore, the UK population shows increasing dietary awareness:
· rising veganism and lactose intolerance,
· greater demand for allergen transparency,
· a preference for healthier dessert alternatives (e.g., lower fat, natural ingredients).
Gelato, which contains less fat than traditional ice cream, aligns with these shifts (Sims, 2009). Ilford’s multicultural community also favours diverse, flavourful desserts, enhancing the potential market for artisanal gelato.
Technological Factors
Technology is integral to the modern café–dessert industry. OZE Café will rely on:
· systems for inventory and financial tracking
· online-ordering platforms (Deliveroo, UberEats, Just Eat)
· digital loyalty cards and mobile-based customer engagement
· data analytics to monitor flavour performance, peak times and customer retention
· high-efficiency gelato machines and blast freezers for quality consistency
· social media marketing (Instagram Reels, TikTok videos)
Environmental Factors
Sustainability has become a defining consumer expectation, especially in food service. Key environmental obligations for OZE Café include:
· energy-efficient equipment
· waste reduction 
· recycling and compostable packaging
· sustainable sourcing of coffee beans
· proper disposal of oil and grease waste
The hospitality sector is under increased public and regulatory pressure to reduce carbon footprints (Energy UK, 2023). Implementing green practices enhances brand reputation and operational efficiency.
Legal (Additional Considerations)
Besides food safety and labour law, OZE Café must adhere to:
· employment contracts compliant with National Minimum Wage and National Living Wage
· working-time regulations
· insurance requirements (public liability, employer’s liability, product liability)
· consumer protection law for online orders
[bookmark: _Toc215418057]2. SWOT Analysis
Strengths
· Unique hybrid model combining artisanal gelato with specialty coffee.
· Prime location on Ilford High Road with strong footfall.
· High-quality, freshly made gelato — rare among local competitors.
· Experiential, themed interior attracting social-media-active customers.
· Inclusive menu with vegan and allergen-friendly options.
· Multi-channel distribution (dine-in, takeaway, delivery, catering).
Weaknesses
· High operational costs due to energy-intensive equipment (freezers, gelato machines).
· Perishability of gelato increases waste risk if forecasting is inaccurate.
· New brand requiring significant initial marketing investment.
· Dependence on imported ingredients subject to currency fluctuations.
· Limited managerial capacity in early stages, typical for start-ups.
Opportunities
· No direct competitors offering authentic gelato + specialty coffee on Ilford High Road.
· Growth in UK dessert-parlour and experiential café trends.
· Collaboration opportunities with local schools, gyms and events.
· Expansion potential through franchising or a second location.
Threats
· Rising costs (energy, ingredients, labour).
· Entry of larger dessert chains (Creams, Kaspas) into Ilford.
· Economic downturn affecting non-essential consumer spending.
· Operational risks in maintaining consistent quality with fresh products.
[bookmark: _Toc215418058]3. Porter’s Five Forces Analysis
Threat of New Entrants — Moderate
Entry into the café sector is relatively easy due to low regulatory and licensing barriers. However, authentic gelato production requires specialised equipment (£20k+ investment), skilled labour and strict temperature controls. These factors raise entry barriers and protect OZE Café from immediate replication. Branding and experiential design also contribute to differentiation, making simple imitation challenging.
Bargaining Power of Suppliers — Moderate
There are multiple UK coffee suppliers, but high-quality Italian gelato bases and nuts often come from specialised European suppliers. This creates moderate supplier power. Long-term contracts, diversified procurement and building relationships with local wholesalers can reduce dependency (Burns, 2016).
Bargaining Power of Customers — Low to Moderate
Customers have various café and dessert options nearby but no identical hybrid concept. The experiential value and in-house gelato lower customer bargaining power. However, price sensitivity remains relevant due to the cost-of-living crisis.
Threat of Substitutes — High
Substitutes include ice cream parlours, bakeries, bubble tea shops, supermarket desserts and home coffee consumption. OZE Café mitigates this by offering:
· superior freshness,
· sensory experience,
· unique interior aesthetics,
· artisanal production value.
Competitive Rivalry — Moderate
Indirect competitors such as Creams, Kaspas and Afters operate in East London, but none are located directly on Ilford High Road. Local cafés offer coffee but not gelato. The market is competitive regionally but underdeveloped locally, giving OZE Café a first-mover advantage — however, long-term rivalry is expected as the area develops.
[bookmark: _Toc215418059]4Ps, Market Segmentation & Marketing Strategies
[bookmark: _Toc215418060]1. Market Segmentation
Segmentation enables businesses to break down a heterogeneous market into meaningful groups with shared needs, preferences or behaviours. According to Kotler and Keller (2021), segmentation increases marketing efficiency and allows firms to target customers more effectively. OZE Café uses four complementary segmentation bases: demographic, psychographic, behavioural and geographic.
[bookmark: _Toc215418061]1.1 Demographic Segmentation
Demographics remain one of the most reliable segmentation tools in service industries due to their predictive relationship with consumption patterns.
Young adults (18–35) — Primary Segment
This group includes students, early-career professionals, young couples and digital natives. They demonstrate strong preferences for experiential dining, socialising in cafés and sharing aesthetically pleasing environments on social media. Research in consumer behaviour indicates that younger cohorts value novelty, authenticity and customisation, especially in food-service settings (Kim & Moon, 2021). This makes them a high-potential segment for OZE Café’s experiential and visually appealing concept.
Teenagers (13–18)
Attracted by colourful gelato flavours, indulgent desserts and social-media trends, teenagers contribute significantly to weekend and after-school footfall. Their purchasing decisions are highly influenced by peer recommendations, visual appeal and pricing.
Families with children
Dessert cafés often attract families seeking leisure-oriented spaces. Child-friendly gelato flavours, sharing portions and casual seating increase dwell time and spending per visit.
Working professionals (25–50)
This segment values high-quality coffee, consistent service and convenient access during commuting hours. OZE Café’s specialty coffee offering targets this demographic, enabling revenue stability beyond dessert-focused hours.
[bookmark: _Toc215418062]1.2 Psychographic Segmentation
Psychographic segmentation reflects deeper psychological, lifestyle and personality-based attributes.
Experience seekers
Consumers seeking memorable, aesthetically distinctive and “Instagrammable” environments. Academic literature shows that atmospheric cues—lighting, décor, music—strongly influence experiential satisfaction (Pine & Gilmore, 1998).
Food enthusiasts (“foodies”)
This segment values authenticity, craftsmanship and ingredient provenance. They appreciate artisanal gelato techniques and premium coffee, contributing to positive word-of-mouth and online reviews.
Health-conscious consumers
Demanding reduced-sugar, allergen-friendly or vegan options. Gelato’s nutritional profile (lower fat content than ice cream) aligns well with this segment.
Convenience-driven customers
Seeking quick service, predictable quality and reliable takeaway options, especially during work hours.
[bookmark: _Toc215418063]1.3 Behavioural Segmentation
Behavioural variables relate to frequency, occasion and loyalty patterns.
· Daily routine users — primarily coffee buyers who provide consistent morning and afternoon revenue.
· Weekend/occasion-based users — visiting for celebrations and social gatherings.
· Impulse buyers — influenced by visual displays, seasonal flavours and promotional signage.
· Loyal customers — responsive to digital loyalty cards, discounts and personalised rewards.
Behavioural segmentation is particularly important for OZE Café because gelato demand is highly seasonally sensitive, whereas coffee demand is more stable.
[bookmark: _Toc215418064]1.4 Geographic Segmentation
Geographic segmentation is defined primarily by Ilford’s urban environment:
· Primary catchment area: Ilford High Road, shoppers, commuters, cinema visitors.
· Secondary catchment area: customers within a 2–3 km radius reachable through delivery platforms (UberEats, Deliveroo, Just Eat).
· Tertiary catchment: visitors from other boroughs drawn by experiential marketing on social media.
[bookmark: _Toc215418065]2. Target Market Selection
According to the STP model, target selection must assess segment attractiveness (profitability, size, accessibility) and fit with the brand’s strengths.
Primary Target Market:
Young adults aged 18–35, experience-oriented, digitally active, seeking premium desserts and coffee.
Justification: High spending frequency, strong influence on trends, responsiveness to visual identity and brand storytelling.
Secondary Targets:
· teenagers (14–19),
· families,
· working professionals needing quality coffee,
· delivery users seeking premium desserts at home.
This multi-layered targeting approach ensures consistent revenue across dayparts and seasons.
[bookmark: _Toc215418066]3. Positioning
OZE Café positions itself as an authentic, experiential, artisanal gelato and specialty coffee house, emphasising:
· craftsmanship and freshness,
· premium quality,
· immersive retro-inspired décor,
· inclusivity (vegan/gluten-free options),
· digital connectivity and social engagement.
Positioning is reinforced through product quality, brand tone, visual identity and customer experience design.
[bookmark: _Toc215418067]4. The Marketing Mix (4Ps of Marketing)
[bookmark: _Toc215418068]4.1 Product Strategy
In the 4Ps framework, product decisions encompass core, actual and augmented layers (Kotler & Keller, 2021).
Core Product:
Indulgent, memorable café and dessert experiences centred around artisanal gelato and specialty coffee.
Actual Product:
· daily-made gelato,
· high-quality specialty coffee,
· curated dessert selection,
· retro-American interior design,
· music, lighting, ambience,
· staff service quality.
Augmented Product:
· loyalty programme,
· delivery services,
· seasonal menus,
· limited-edition flavours,
· event catering,
· branded gelato-to-go boxes.
Product Innovation
Sustained innovation is recommended in hospitality research, including:
· rotating seasonal gelato flavours,
· cultural fusion flavours (e.g., pistachio saffron),
· protein gelato for fitness-oriented customers,
· co-branded local collaborations.
This supports revisit intention and online buzz.
[bookmark: _Toc215418069]4.2 Pricing Strategy
OZE Café uses a value-based pricing strategy, positioning slightly above average cafés but below luxury dessert lounges. Pricing reflects:
· premium ingredients,
· artisanal production,
· experiential value,
· location-based advantages.
Key pricing methods include:
· psychological pricing (£3.95, £4.95),
· bundled offers (gelato + coffee),
· student discounts,
· happy-hour promotions (weekday afternoons),
· seasonal premium pricing for limited-edition items.
Academic literature on hospitality finance warns against underpricing in early-stage ventures, as it undermines perceived value and profitability (Burns, 2016).
[bookmark: _Toc215418070]4.3 Place (Distribution Strategy)
Place strategy covers both physical and digital distribution.
Physical Location:
· high-visibility unit on Ilford High Road,
· proximity to shopping centres, station and cinema,
· walk-in traffic from a diverse demographic.
In-Store Layout:
Hospitality research shows that customer flow, counter visibility, seating layout and perceived crowding significantly influence dwell time and satisfaction (Kim & Moon, 2021). The retro-inspired design enhances atmosphere and brand recognition.
Multi-channel Distribution:
· dine-in,
· takeaway,
· delivery (Deliveroo, UberEats),
· click-and-collect,
· catering.
This diversification stabilises revenue and increases market reach.
[bookmark: _Toc215418071]4.4 Promotion Strategy
Promotion integrates digital marketing with local offline channels.
Digital Promotion:
1. Instagram & TikTok
· High-quality visual content,
· Reels showing flavour creation,
· Customer-generated posts,
· Influencer collaborations.
2. Google Business Profile & SEO
· Optimised keywords (“gelato Ilford”, “dessert café Ilford”),
· High-frequency review acquisition,
· Photo-rich listings.
3. Website & Email Marketing
· SEO-optimised menus,
· Newsletter offers,
· Loyalty programme integration.
4. Delivery Platforms
· Promotions during off-peak hours,
· Featured items and sponsored listings.
Offline Promotion:
· flyers in local shopping centres,
· partnerships with schools and gyms,
· community-event participation,
· seasonal outdoor signage.
The promotional mix reflects contemporary omnichannel expectations.
[bookmark: _Toc215418072]5. Online Marketing Strategies (Critical Evaluation)
Online marketing is crucial for OZE Café due to its visually engaging product and experiential environment. Academic research shows that customers increasingly rely on social media for food discovery and decision-making (Kim & Moon, 2021).
Strengths of OZE Café’s Online Strategy:
· visually appealing content suitable for Instagram/TikTok virality,
· young digital-native target audience,
· highly shareable atmosphere,
· influencer collaboration potential,
· data-driven insights from loyalty apps and platforms,
· scalability of online branding across future locations.
Limitations / Considerations:
· social algorithms prioritise paid promotion, requiring budget allocation,
· online reputation management is essential (negative reviews spread fast),
· seasonal fluctuations may affect engagement,
· requires continuous content creation to maintain relevance.
Despite these challenges, the online strategy significantly enhances competitiveness and forms a key differentiator in the local market.
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[bookmark: _Toc215418074]1. Legal Structure of the Business
Choosing an appropriate legal structure is fundamental for a new venture, as it shapes liability, finance, taxation and operational flexibility. For OZE Café, the most suitable option is a Private Limited Company (Ltd). This decision aligns with recommendations from entrepreneurship and small-business scholars who argue that limited liability is critical in sectors involving food safety, physical premises and high operational risk (Burns, 2022; Burns, 2016).
Rationale for Selecting a Private Limited Company:
1. Limited Liability Protection
Owners’ personal assets are legally protected, reducing exposure to financial risks associated with leases, equipment loans, and potential litigation (e.g., food-allergen claims).
2. Higher Credibility with Suppliers and Landlords
Many commercial landlords prefer Ltd companies when offering long-term leases due to perceived financial stability.
3. Tax Efficiency
Corporation tax (currently 19–25%) may allow more efficient profit reinvestment than personal taxation under a sole-trader model.
4. Investment Potential
The Ltd structure enables external investment through share allocation—useful for future expansion or franchising ambitions.
5. Continuity and Transferability
The company can continue operating even if ownership changes, aligning with long-term growth plans.
[bookmark: _Toc215418075]2. Organisational Structure
Effective management is crucial for hospitality start-ups, especially those offering freshly prepared products. Research in small-business management emphasises the importance of clearly defined roles and lean operational structures to ensure service consistency and cost control (Drucker, 2007; Bryson et al., 2020).
Below is the proposed organisational structure for OZE Café:
Owner–Director
· Oversees strategic planning, financial decisions, brand management and compliance.
· Establishes supplier relationships and monitors performance indicators.
Operations / Shift Manager
· Responsible for day-to-day operations, staff scheduling, customer-service quality, opening/closing procedures and inventory counting.
· Acts as the intermediary between management and staff.
Gelato Maker / Production Lead
· Produces daily gelato batches using correct temperatures and hygiene protocols.
· Monitors ingredient usage, ensures freshness, and innovates new flavours.
Baristas / Front-of-House Staff
· Prepare specialty coffee consistently to brand standards.
· Serve customers, manage tables, handle payments, maintain presentation quality and handle feedback.
External Accountant / Bookkeeper
· Manages payroll, VAT returns, corporation tax, accounting records and financial reporting.
· Ensures compliance with HMRC requirements and financial regulations.
This structure is deliberately simple, cost-efficient and suited to early-stage operations, while scalable enough to support growth over time.
[bookmark: _Toc215418076]3. Start-Up Funding Requirements
Based on industry research, equipment pricing, and case studies of similar UK hospitality ventures, the estimated start-up costs for OZE Café fall between £55,000 and £70,000. A detailed breakdown is shown below:
	Category
	Estimated Cost

	Equipment (gelato machines, freezers, espresso machine, grinder)
	£22,000 – £30,000

	Shop Fit-Out & Interior Design
	£10,000 – £15,000

	Furniture (tables, chairs, décor)
	£3,000 – £5,000

	Initial Inventory (ingredients, packaging)
	£2,500 – £3,500

	Licences, Insurance, Legal Fees
	£1,500 – £2,000

	POS System & Website
	£1,000 – £1,500

	Marketing & Branding (launch campaign)
	£2,000 – £3,000

	Working Capital (first 2–3 months)
	£6,000 – £8,000

	Contingency Fund
	£5,000



Potential Funding Sources
· Personal savings
· UK Start Up Loan Scheme (£5,000–£25,000 at low interest)
· Small private investors or family loans
· Equipment financing (common in hospitality start-ups)
· Crowdfunding campaigns, especially if emphasising the café’s experiential concept
Entrepreneurship finance literature highlights the importance of balancing debt and equity to maintain control while ensuring liquidity (Scarborough, 2018).
[bookmark: _Toc215418077]4. 12-Month Cash Flow Forecast (Narrative Summary)
A detailed cash-flow table would accompany the business plan, but the narrative assumptions are as follows:
Revenue Projections
· Month 1–3: gradual ramp-up as brand awareness grows
· Month 4–8: stabilisation of customer flow, repeat business, delivery sales
· Summer months: peak gelato sales, potentially +30–40%
· Average projected monthly revenue: £18,000–£24,000
Expenses
· Rent: approx. £2,800–£3,200 per month
· Staff wages: £7,000–£9,000 per month
· Ingredients: approx. 25–30% of sales
· Utilities (high for gelato equipment): £900–£1,300 per month
· Marketing: £250–£300
· Miscellaneous costs: £250–£400
Profitability
Given careful cost control and seasonal spikes in demand, OZE Café is projected to:
· Achieve break-even between Month 9–12
· Increase profitability in summer periods
· Improve margins over time through repeat business and loyalty programmes
Financial management literature emphasises the importance of realistic forecasting and ongoing monitoring to avoid liquidity problems common in hospitality SMEs (Burns, 2016).
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