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1.  Company name and Product/ Service Proposition

1.1 Company Name will be ‘Silures LTD’
 [image: ]


‘Silures’ were a fearless, resilient war tribe occupying what is today known as    South Wales (Darvill, 2008). Silures will be a nod to rich cultural history of South Eastern Wales. 
The emblem is inspired by the Welsh Celtic symbols ‘Triskelion’ and ‘Triquetra’ which represents the past, present, future and the concept of progress and improvement. (Wikipedia Contributors, 2019; Wikipedia, 2021)

1.2 Concept
‘Silures’ will be a contemporary dining destination, offering a unique culinary experience featuring seasonal dishes inspired by British and Mediterranean cuisine. It will showcase: a Restaurant with a cosy and inviting atmosphere, a Bar, a Terrace with stunning views and a Private Dining Room.
 With menus changing seasonally and produce sourced from quality Welsh suppliers who are sustainability-focused, will offer a variety of dishes with emphasis on using the best ingredients available.
Silures will offer an All-Day Dinning menu, Saturday brunch, Afternoon Tea and Sunday Roasts, providing a Premium yet accessible offering, but beyond food and drink, Silures will offer memorable experiences each and every time.

2. Story
After a decade in hospitality, my passion for creating memorable experiences, combined with the strong demand for exceptional customer service and for dining experiences that highlights local, sustainable ingredients (Roberts, 2025) inspired the creation Silures. 
Silures is to curate distinct but accessible drinking and dining experiences that tell a story about a location and culture, while celebrating the bounty of premium ingredients available locally.

3. Legal Status

Silures will operate as a Limited Liability Company. 

Pro’s
· The personal assets will be protected from business debts. 
· This structure will allow to have access to more lending options which is crucial for our growth plans
·  A Limited Company structure can add credibility and trust.
	
Con’s
· Limited Companies must be registered at Companies House
· Higher set-up costs
· Public scrutiny


4. Mission statement, Aim(s) and Objectives 

4.1. Mission statement
· ‘To provide an exceptional dining experience while promoting sustainability and supporting local community’

4.2.  Business Aim(s)
· To establish Silures as one of the best Restaurant in Wales, known for its exceptional food and outstanding service 
· 
4.3. Business Objectives
· Achieve a rating of 90% in customer satisfaction by the end of year 1
· To introduce seasonal menu changes every 3 months
· To have 3000 followers on social media platforms (Facebook, Instagram) within the first year
· To achieve top 10 ranking on Tripadvisor by year 1

4.4. Unique Selling Proposition

· ‘Offering a Luxurious yet Accessible dining experience with Exceptional Service and stunning views over Bristol Chanel’


5. Physical location
[image: ]

Silures will be located at Holm House in Marine Parade, Penarth CF64 3BG (Appendix 1):
 
Rationale: This location has everything needed to create a successful dinning venue:

· Prime location- Marine Parade is known as ‘Millionaire’s Row and Penarth have been voted as the sixth most posh town in Britain (Baxter, 2025)
· Garden with stunning views
· Restaurant and Bar 
· Private Dining Room
· Large fully fitted kitchen
· Ample storage space
· On site parking

6. Human Resources

Silures will initially employ 8 Front of House and 5 Back of House staff members. 


Organisation chart








The roles will be advertised on: Indeed, LinkedIn, Jobs in Wales, Caterer. There will be an open day for interviews. The successful candidates will receive an Offer Letter with all the information and terms of employment, induction/training plan and Standard operating procedures (SOPs) (Williams, 2022). (Apendix 2)

7. Marketing activities

The target market is the first and most important element to a marketing strategy (Camillo, 2021). Identifying a target audience will be vital for our success as it allows us to identify distinct customer segments and tailor services to meet specific needs” (Hooley, 2024). Following the questionnaire we have identified 3 groups:

· “The Affluents” (ages 45-75+, individuals or with families, high income earners, they value premium dining options-food and service) 
· “Families” (ages 35-44, they seek restaurants where children are welcomed)
· “Social media /influencers” (ages 25-34, looking for ‘Instagrammable’ restaurants

7.1. Marketing

· Create a Brand -Colours representing sustainability, freshness and Wales – particularly green, with beige tones to bring warmth and sophistication, creating an inviting and elegant identity that resonates with our target audience (Ekeri, 2023). (Appendix 3)
· Website - will reflect our target audience’s preferences and branding, as effective website design can influence the level of engagement, satisfaction and loyalty (Flavian, Gurrea and Orus, 2009) (Appendix 4)
· Distribute flyers (Appendix 5)
· Press and influencers launch event (invite press and high-profile food bloggers, offer canapes, drinks and Live jazz music) (Appendix 5)
· Social media campaign-create Facebook, Instagram pages showcasing restaurant aesthetics, dishes, cocktails, and introduce the team (Appendix 5)

7.2. Pricing strategy

 As Finch (2022) states, pricing strategy is crucial for a business success. Silures will adopt a premium price as it will operate as a high- end, premium dining experience, offering an exceptional service. The ambiance, the food and drinks and staff presentation will all reflect an identity that will set Silures apart from competitors. 

8. Market Research
The primary research, shows that our target audience is aged 18-60+, willing to spend £30-50+, prefer British and Mediterranean Cuisine and restaurants with parking, outdoor seating and children friendly 
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Secondary research highlighted a growing demand for sustainable and locally sourced ingredients, dietary options along with a focus on excellent customer service (Roberts, 2025)	
9. Financial resources/ Cashflow forecast
Silures total investment will be £175,000, including a £50,000 loan from Development Bank of Wales (Business Wales, 2025), a £25,000 Director loan and a £100,000 personal investment.
The total startup costs are £129,133, leaving £45,867 available for future needs. The 12- month cash flow forecast shows that the total cash inflow is estimated to be £1,167,616 (49%) and the total cash outflow is £1,050,210(46%), the highest costs being wages, COS and rent. The business is expected to end the year with a closing balance of £117,407. (5%) which indicates that Silures is a viable business. 
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10. Competitor Analysis
The competitor analysis (Appendix 7) comparing the 2 most important competitors (Young, 2007) suggests that Silures can win the market by offering:
· Consistent exceptional service (Appendix 8)
· Strategic pricing (Sommers, 2025)
· An inclusive menu 
· Different menus to cater to all target audiences (Kids menu, Set Menu, Afternoon Tea) 

11. SWOT Analysis

Based on the SWOT analysis (appendix 9) Silures can be feasible due to its strengths like hospitality background, diverse offerings to suit all consumers, prime location, parking (competitors’ weakness) . However, challenges like consumer acceptance/ brand recognition, staff shortage and high costs can be overcome by:

·  Creating an outdoor area for year-round use 
· Offering competitive rates/ benefits and create a positive work environment
· Use effective marketing campaigns (social media and local advertising to increase brand awareness and attract customers 
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Appendix 1- Location
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Appendix 2-Offer letter/Service pack

[image: ]
[image: ]


Appendix 3- Brand
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Appendix 5- Business Card and flyer
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Social Media
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Appendix 6-Cash flow

Start-up costs 
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Payroll and Forecast[image: ]

Forecast by month
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Appendix 7- Competitor Analysis
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Appendix 8- Exceptional service 
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Appendix 9- SWOT Analysis
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Individual Reflection on Entrepreneurial Skills Developed








	

Individual Reflection on Entrepreneurial Skills Developed
Throughout the development of my business plan, I have strengthened a wide range of skills that are essential to starting and managing a restaurant. I have examined customer behaviour, thought strategically, and translated my ideas into a viable and, importantly, customer-focused concept. Through reflecting on my experiences, I understand how both new and existing skills have shaped the direction of my business plan.
An essential skill I have developed is market research and analysis. My questionnaire has allowed me to undertake primary research, from this I have gained valuable insight into dining and spending habits, and the expectations of customers. Examining this information showed clear trends. In particular, the importance of good quality food and service, sustainability, and dining out as a special occasion. These findings have therefore influenced elements of the concept, such as menu design, pricing, and feel of the service. Crucially, this process has shown me the importance of evidence-based business decisions rather than assumptions.
Through the creation of my business plan, I have also developed my strategic planning skills. By carefully considering how the restaurant would stand out in a competitive market I was able to clearly define the mission, values, and USP of the restaurant. Applying SMART goals to this has ensured that objectives were not only realistic but achievable, meaning that long-term vision could be aligned with more practical decisions. By approaching this constructively I am now able to combine multiple ideas and business flows to plan more effectively in an increasingly volatile market.
Alongside this, collating the financial aspects of the business plan has improved my ability to forecast effectively. Through examining fixed and variable costs, pricing and projections I have increased my understanding of the current financial demands within the hospitality sector. Importantly, combine this with a better understanding of spending habits through the questionnaire, I have increased confidence in forecasting and budgeting which further helps me to strategically plan driven by data rather than instinct.
While I have developed new skills, I have also improved my existing strengths. Chiefly, my communication skills have significantly improved through developing my business plan. Clearly, being able to clearly communicate ideas is essential for engaging customers, investors, and future team members. Additionally, my ability to problem-solve has also been strengthened as I now find myself considering potential challenges and conflicts such as competition and changing consumer expectations, encouraging me to continually adapt my mindset.
The skill with the biggest impact I have developed is market research. Understanding customer needs and values is essential to my business plan and it has shown me that customers place importance on locally sourced ingredients cooked to a high quality and served professionally but informally—principles that are central to our restaurant. Better financial awareness has also been significant, as it has boosted my confidence in assessing practicality and managing resources efficiently.
In conclusion, the development of my business plan has given me a strong base for entrepreneurial skills. The combination of market research and financial understanding, enhanced communication and problem-solving has given me increased confidence to push myself even further. 
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Cashflow Forecast Chart
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3. What price range do you consider acceptable for a meal (per person, excluding drinks)?
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4. What type of cuisine do you prefer? (Please choose all that apply)
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10. What aspects do you value most when selecting a restaurant? (Please choose all that apply)
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FUNDING START UP

Bank Loan(Development Bank of Wales)  50,000

Start up/Director Loan 25,000

Personal 100,000

TOTAL 175,000

Total start up expenses 129,133

Remaining cash inflow 45,867
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Cash inflow April May June July August September October November December January February March YTD Total

Revenue 76,500 80,000 97,100 106,500 113,800 85,600 111,750 132,000 144,100 56,300 61,450 56,650 1,121,750

Loans

Grants

Investments

Cashflow 45,867 0 0 0 0 0 0 0 0 0 0 0 45,867

TOTAL INCOME 122,367 80,000 97,100 106,500 113,800 85,600 111,750 132,000 144,100 56,300 61,450 56,650 1,167,617

Cash outflow April May June July August September October November December January February March YTD Total

Wages( 41% of revenue) 31,365 32,800 39,811 43,665 46,658 35,096 45,818 54,120 59,081 23,083 25,195 23,227 459,918

COS (food and beverge) (30% of revenue) 22,950 24,000 29,130 31,950 34,140 25,680 33,525 39,600 43,230 16,890 18,435 16,995 336,525

National Insurance( 8% of wages) 2,509 2,624 3,185 3,493 3,733 2,808 3,665 4,330 4,726 1,847 2,016 1,858 36,793

Start up loan - DIRECTORS LOAN (60 months) 416 416 416 416 416 416 416 416 416 416 416 416 4,992

Bank loan - Development Bank of Wales(DBW) (120 months) 417 417 417 417 417 417 417 417 417 417 417 417 5,000

Coffee machine instalments (60 months) 152 152 152 152 152 152 152 152 152 152 152 152 1,824

Telephone/ Internet 90 90 90 90 90 90 90 90 90 90 90 90 1,080

Opentable Booking Platform (0.6% of revenue) 459 480 583 639 683 514 671 792 865 338 369 340 6,731

Bank charges (0.15% of revenue) 115 120 146 160 171 128 168 198 216 84 92 85 1,683

Cleaning Supplies- kitchen, toilets/ bar (0.75% of revenue) 574 600 728 799 854 642 838 990 1,081 422 461 425 8,413

Credit Card Charges (1.05% of revenue) 803 840 1,020 1,118 1,195 899 1,173 1,386 1,513 591 645 595 11,778

Crockery/ glassware/ kitchen utensils (0.3% of revenue) 230 240 291 320 341 257 335 396 432 169 184 170 3,365

Electricity (1.5% of revenue) 1,148 1,200 1,457 1,598 1,707 1,284 1,676 1,980 2,162 845 922 850 16,826

Gas (0.98% of revenue) 750 784 952 1,044 1,115 839 1,095 1,294 1,412 552 602 555 10,993

Laundry (GUEST NAPKINS) (0.9% of revenue) 689 720 874 959 1,024 770 1,006 1,188 1,297 507 553 510 10,096

Trade Refuse (bins) (0.75% of revenue) 574 600 728 799 854 642 838 990 1,081 422 461 425 8,413

Rent 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 5,000 60,000

Business rates  3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 36,000

Accountants 500 500 500 500 500 500 500 500 500 500 500 500 6,000

Marketing (social media/ photography) 250 250 250 250 250 250 250 250 250 250 250 250 3,000

Soft opening costs 5,000 0 0 0 0 0 0 0 0 0 0 0 5,000

Insurance 350 350 350 350 350 350 350 350 350 350 350 350 4,200

Pest Control Services 150 150 150 150 150 150 150 150 150 150 150 150 1,800

Printing & Stationery (average per month) 100 100 100 100 100 100 100 100 100 100 100 100 1,200

Cleaners 450 450 450 450 450 450 450 450 450 450 450 450 5,400

Water  150 150 150 150 150 150 150 150 150 150 150 150 1,800

Point of Sale 115 115 115 115 115 115 115 115 115 115 115 115 1,380

TOTAL COST 78,304 76,148 90,043 97,682 103,614 80,698 101,948 118,403 128,235 56,889 61,074 57,173 1,050,210

Net cash flow 44,063 3,852 7,057 8,818 10,186 4,902 9,802 13,597 15,865 (589) 376 (523) 117,407

Opening Balance 0 44,063 47,916 54,973 63,791 73,978 78,879 88,682 102,279 118,143 117,554 117,930 0

Closing balance 44,063 47,916 54,973 63,791 73,978 78,879 88,682 102,279 118,143 117,554 117,930 117,407 117,407
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Private & Confidential
Twould also ask that you bring the following documentation on your first day of employment:

e
+ Your Contract of Employment from previous employer
28/01/2026 + Bank detais
+ Passport and driving licence
Dear...., + HMRC New starter checkist/P45
+ Proof of NI

Re:  Offer of Employment
1 would be grateful f you would please sign, date and return a copy of this letter a5 an
acknowledgement of s content and acceptance of the position offered.

Following recent discussions, 1 am delighted to be able to offer you the position of -
Silures. T confirm the folloving detais of your employment which are subject to contract.
Kand regards,
Job Title:
Mikoster
Pay-rate:

Benefits: Tps; free meds on duty, S0% employee dscounts v

pension scheme; paid overtime. Candidate’s acceptance

Siures Holm House, Marine arade, Penath, CF64 35 Thereby acknowledge my acceptance oftis eter and of the posiion ofered

signed

3-months from start date. Dated

Notice Periods:  1-week during the Probation Period and 1-month Bost-probation

Zero Hour Contract: Your weekly working hours vill vary depending on the needs of the
business.

Annual Leave: Subject to hours worked
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Silures opens in Penarth with sea views and fine dining
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Glassware

Qty Price Each Totals

A La Carte Water/beer glass 64 £2.6 £168.3

London red Wine 72 £3.9 £280.1

London white Wine 72 £3.8 £275.8

Champagne Flute  96 £3.9 £371.5

C&S Medium 120 £1.0 £119.0

ARTIS Stainless Steel Julep Cup 24 £5.0 £119.8

Bach D.O.F. 12oz 60 £2.6 £156.2

BACH HIGHBALL 1 X 24 60 £2.5 £149.8

Large Snifter 18 £4.5 £80.6

Bach Martini Cocktail 26cl 9oz 48 £4.7 £223.7

Bach Coupe 48 £4.7 £223.7

Bach White Wine 28cl 9.75oz 48 £3.9 £184.8

Bach Flute 21cl 7.5oz 36 £3.7 £131.4

Water Jugs (WMF) 12 £56.0 £672.0

Nude Shot Glasses 36 £3.3 £117.7

Misc £1,000.0

Total 4,274 £     
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Start up expanses

Glassware £4,274.3

Cutlery £2,182.4

Crockery £9,764.0

Bar Equipment £11,280.0

Furniture £37,200.0

Sub Total £64,700.7

Property

1st month rent £5,833.0

Opening stock (food and beverage) £7,500.0

Designer fee £5,000.0

Fittings, Electrics and  Decoration £15,000.0

Licensing (Premises ) £500.0

Uniforms £3,000.0

Accountant £1,500.0

Private meeting space/ beer garden refurb £5,000.0

CCTV £2,000.0

Sub Total £45,333.0

Point of Sales

POS + printers £2,500.0

Printer  £600.0

Stationary (colaterals + menus) £1,500.0

Marketing/ PR £3,000.0

Laptop/ Tablets £2,000.0

Menu Boxes £2,000.0

Restaurant signage £1,500.0

Music System £2,500.0

Sub Total £15,600.0

Miscellaneous

£3,500.0

TOTAL £129,133.7
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Cutlery

Qty Price Each Totals

ARTHUR KRUPP BAGUETTE TEA SPOON 120 £1.2 £144.0

ARTHUR KRUPP BAGUETTE MOKA SPOON  72 £1.3 £93.6

ARTHUR KRUPP BAGUETTE DESSERT SPOON 120 £1.8 £210.0

ARTHUR KRUPP BAGUETTE DESSERT FORK  120 £1.5 £180.0

ARTHUR KRUPP BAGUETTE DESSERT KNIFE  120 £2.3 £270.0

ARTHUR KRUPP BAGUETTE TABLE FORK  120 £1.8 £210.0

ARTHUR KRUPP BAGUETTE TABLE KNIFE  120 £2.7 £318.0

ARTHUR KRUPP BAGUETTE SOUP SPOON 48 £1.9 £88.8

STEAK KNIFE 24 £4.5 £108.0

OYSTER FORK 24 £2.5 £60.0

Misc 500

Total 2,182 £     
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Crockery

QtyPrice Each Totals

Peugeo Bistro Chef Pepper Mill 10cm 20 £20.0 £400.0

Peugeo Bistro Chef Salt Mill 10cm 20 £20.0 £400.0

Snack dishes 80 £10.0 £800.0

Side Plates (16cm) 60 £7.0 £420.0

Starter plates (27cm) 60 £15.0 £900.0

Main course plates (29 cm) 72 £17.0 £1,224.0

Dessert plates (27 cm) 60 £12.0 £720.0

Bread baskets (16 cm) 12 £15.0 £180.0

Ramekins (8cm) 60 £6.0 £360.0

Salad bowls 60 £15.0 £900.0

Soup Bowls 48 £15.0 £720.0

Chips baskets 60 £8.0 £480.0

Side bowls 60 £9.0 £540.0

Side dishes 60 £8.0 £480.0

Wooden boards 12 £20.0 £240.0

Misc £1,000.00

Total 9,764 £       
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Bar Equipmemnt
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Payroll Yearly Monthly Weekly Hourly

 Avarage Daily 

Payroll 

Director (40k) £46,800 £3,900 £900 £22.50 1,692 £                    

Restaurant and Bar Manager (35k) £35,100 £2,925 £675 £16.88

Receptionist (26k) £30,420 £2,535 £585 £14.63

Waiter  £29,714 £2,476 £571 £12.21

Waiter part time x2 £29,714 £2,476 £571 £12.21

Food runner £29,714 £2,476 £571 £12.21

Bartender £31,637 £2,636 £608 £13.00

Barista £29,714 £2,476 £571 £12.21

Head Chef (40k) £46,800 £3,900 £900 £22.50

Sous Chef (32k) £37,440 £3,120 £720 £18.00

Chef de Partie (27k) £31,590 £2,633 £608 £15.19

Commis Chef £31,637 £2,636 £608 £13.00

KP  £29,714 £2,476 £571 £12.21

£439,995 £36,666 £8,461

Restaurant Forecast Monday Tuesday Wednesday Thursday Friday Saturday Sunday Totals RESTAURANT Daily AVRG Rev Total Weekly Total Monthly Yearly turnover GROSS

Covers Lunch 20 30 40 40 90 220 4,449 £                     22,245 £             93,429 £             1,121,148 £          

Food ASPH Lunch £26.0 £26.0 £28.0 £28.0 £32.5 £29.5

Food Revenue Lunch £520.0 £780.0 £1,120.0 £1,120.0 £2,925.0 £6,465.0

Bev ASPH Lunch £16.0 £16.0 £16.0 £16.0 £14.0 £15.3

Beverage Revenue Lunch £320.0 £480.0 £640.0 £640.0 £1,260.0 £3,340.0

Revenue Lunch £840 £1,260 £1,760 £1,760 £4,185 £9,805

Covers Dinner 35 45 60 80 0 220

Food ASPH Dinner £30.0 £30.0 £32.0 £32.0 £0.0 £24.8

Food Revenue Dinner £1,050.0 £1,350.0 £1,920.0 £2,560.0 £0.0 £6,880.0

Bev ASPH Dinner £24.0 £24.0 £26.0 £26.0 £0.0 £20.0

Beverage Revenue Dinner £840.0 £1,080.0 £1,560.0 £2,080.0 £0.0 £5,560.0

Revenue Dinner £1,890 £2,430 £3,480 £4,640 £0 £12,440

Revenue Total £0 £0 £2,730 £3,690 £5,240 £6,400 £4,185 £22,245

GOP calculation (NET) - monthly Yearly NET 

Revenue 77,858 £              934,290 £               

Payroll 31,339 £              40.25%

COS @30% 23,357 £             

Overheads (inc Rent & Business Rates) 16,700 £             

GOP £6,462
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Silures Penarth  April May June July August September October November December January February March YTD Total

Covers Lunch 600 800 1000 1050 1100 800 950 1050 1100 600 650 700 2400

Food ASPH Lunch £24.0 £25.0 £25.0 £26.0 £26.0 £26.0 £26.0 £28.0 £28.0 £23.0 £23.0 £24.0 £24.7

Bev ASPH Lunch £14.0 £15.0 £16.0 £16.0 £16.0 £15.0 £15.0 £18.0 £18.0 £14.0 £14.0 £14.0 £15.0

Revenue Lunch £22,800 £32,000 £41,000 £44,100 £46,200 £32,800 £38,950 £48,300 £50,600 £22,200 £24,050 £26,600 £429,600

Covers Dinner 950 1000 1100 1200 1300 1100 1400 1550 1700 775 850 900 3050

Food ASPH Dinner £26.0 £27.0 £29.0 £30.0 £30.0 £28.0 £30.0 £31.0 £31.0 £25.0 £25.0 £25.5 £27.3

Bev ASPH Dinner £20.0 £21.0 £22.0 £22.0 £22.0 £20.0 £22.0 £23.0 £24.0 £19.0 £19.0 £19.0 £21.0

Revenue Dinner £43,700 £48,000 £56,100 £62,400 £67,600 £52,800 £72,800 £83,700 £93,500 £34,100 £37,400 £40,050 £692,150

Revenue Total  £66,500 £80,000 £97,100 £106,500 £113,800 £85,600 £111,750 £132,000 £144,100 £56,300 £61,450 £66,650 £1,121,750
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Competitors

The Old Custom House Hikmans 

Business model

Brasserie,  fresh seafood and meat counter with  fresh-

food counter including a selection of fish, shellfish, and 

meats.opened in 2020., the atmosphere is lively and 

informal—more bustling harbour eatery than traditional 

fine dining.

Gastropub, rotisserie- opened in 2024

Strenghts One of the best-stocked wine cellars outside 

London.(800+), located in a high traffic area, outdoor 

terrace, loyal cutomer base and good reputation

Heated rooftop terrace, vibrant 

atmosphere

Weaknesses

Ordering at the counter might be frustrating during busy 

times, high turnover , parking- customers have to enter 

their car registration to avoid fines, outdated design

No parking,  standard menu

Customer reviews #19 on Tripadvisor- positive reviews but some customers 

mention inconsistent customer service, rude staff and 

long waiting time when busy 

#30 on Tripadvisor, people mention: 

reasonable value, with generous 

portions and fair pricing stylish decor 

but some customers mention bland 

flavour

Starter £10.00 £7.50

Main   £28.00 £22.00

Dessert £8.00 £7.50

Glass of house Wine £6.50 £6.50

Sunday Roast £32.00 £20.00

Set menu £19.95 N/A

Average price per meal £52.50 £43.50
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Being in the zone and mentally prepared helps us deliver service excellence and our behaviours vl naturally
refect our core values:-

Humanly Interactions — people may not remember what you said o did, but they will eemermber how you
made them feel

Persanal Service ~ happens when you see what's n front of you and react o deliver an unexpected moment
that upifts the experience

Ataglance Guest Joumey
We've inciuded al touch points where our team have the opportunty to enhance the guests experience by delivering
the perfect balance between the technical and emotional steps of senice.

‘The techrical - The necessary elements of senvice in order to fulf the quests needs, for example taking the order.

senving drinks to the table, clearing the table, presenting the bill
‘The emotional - How we add our unique touches to the experience to make it truly memorable.
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Guest Journey .
Departure time

Bar service 1 hour

Dining service

Departure time
1.5-2 hours

Energetic, knowledgeable, creative & trendy team members, delivering fast , friendly and efficient service.
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WEAKNESSES

* High costs

e Consumer acceptance and brand
recognition

* Dependence on weather

* Political and regulatory changes

OPPORTUNITIES THREATS

* Growing demand for sustainable dining * Staff shortages
experiences * Increasing competition

* Partnerships with influencers and/or * Increased taxation (Xero,2025)
other local businesses * Consumer behaviour changes

* Possibility to host events
* Expansion in future
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