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Executive Summary

This business plan proposes the creation of “Pure Ecuador, authentic flavour”, a gastronomic venture dedicated to promoting the richness and diversity of Ecuadorian cuisine. The project aims to offer an authentic culinary experience that combines traditional flavours, fresh ingredients, and cooking techniques representative of Ecuador’s different regions.
In a context of growing interest in international cuisine, this proposal seeks to position itself as a reference for Ecuadorian food, offering a differentiated alternative in the market. The objective is to develop a profitable and sustainable business that, at the same time, contributes to promoting and valuing Ecuador’s gastronomic culture.

[bookmark: _Toc120719592][bookmark: _Toc225749744]Business Concept
[bookmark: _Toc120719593][bookmark: _Toc225749745]Business Description 

Pure Ecuador, Authentic Flavour is a gastronomic business dedicated to showcasing the richness and diversity of Ecuadorian cuisine. The objective of the business is the preparation of traditional Ecuadorian dishes that reflect the cultural heritage of the different regions of Ecuador.
The restaurant will focus on offering high-quality food in a welcoming atmosphere where Ecuadorian culture, flavours, and traditions are combined. Through the combination of authentic recipes, Pure Ecuador seeks to introduce and promote Ecuadorian gastronomy to a wider audience.
The business will be aimed at Ecuadorians and Latinos in general, as well as customers interested in exploring international cuisine and experiencing unique cultural food experiences. Through its menu, service, and atmosphere, Pure Ecuador aims to differentiate itself in the market and build a strong reputation based on authenticity, quality, and cultural value.

The long-term objective of Pure Ecuador is to establish a sustainable and profitable operation that contributes to the recognition and appreciation of Ecuadorian gastronomy.

[bookmark: _Toc225749746]Product Description 

[bookmark: _Toc225749747]Pure Ecuador, Authentic Flavour will offer a variety of traditional dishes that represent the gastronomic richness of Ecuador’s different regions, such as the Coast, the Highlands, and the Amazon. The menu will include a selection of appetisers, main courses, soups, desserts, and traditional beverages.

[bookmark: _Toc225749748]Among the products offered will be representative dishes such as ceviches, encebollado, hornado, llapingachos, empanadas, and other traditional meals. In addition, traditional drinks and typical desserts will be available to complement the gastronomic experience. In this way, Pure Ecuador, Authentic Flavour will not only offer food but also a cultural experience that allows customers to discover and enjoy the gastronomic diversity of Ecuador.

[bookmark: _Toc225749749]The main focus of Pure Ecuador, Authentic Flavour will be to guarantee the quality, authenticity, and presentation of each dish, offering customers a culinary experience that combines flavour, tradition, and culture.
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[bookmark: _Toc225749750]Business Objectives (SMART Objectives)

The objectives of Pure Ecuador, Authentic Flavour, are developed using the SMART framework. According to Doran (1981), objectives should be Specific, Measurable, Achievable, Relevant, and Time-bound. This framework is widely used in business planning because it improves clarity and increases the likelihood of success in projects. Additionally, the combination of short-term and long-term objectives will allow companies to balance their immediate operational priorities with strategic growth and sustainability. Short-term objectives focus on establishing the operational foundation of the business, while long-term objectives support expansion, brand development, and financial stability (Armstrong, 2012).
Short-Term Objectives (less than a year)
· Open the business in the south of London within 4 months.
· Reach 150–200 weekly customers, estimating sustainable monthly meals of 670 during the first year.
· Create a social media presence with at least 3,000 followers.

Long-Term Objectives (more than a year)
· develop and position the restaurant as a reference point for high-quality Ecuadorian food.
· achieve 80% of recurring customers, obtaining a rating of 8 points on digital platforms.
· strengthen the brand identity, differentiating it within the gastronomic sector.
[bookmark: _Toc120719598]
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[bookmark: _Toc120719599]Marketing analysis plays a critical role in identifying market opportunities and understanding customer needs. According to Kotler and Keller (2016), businesses that conduct thorough market analysis are better able to develop effective marketing strategies and achieve a competitive advantage. For a restaurant such as Pure Ecuador, Authentic Flavour, understanding consumer behaviour, cultural trends, and the competitive environment is essential to successfully positioning the business within the market.
[bookmark: _Toc225749752]
Market Analysis (Competitors, Customers, Target Groups)
Direct competitors: 
Pure Ecuador will have as direct competitors the restaurants that target the same customer segment by offering similar products.  
For Pure Ecuador, Authentic Flavour, direct competitors include Latin American restaurants that specialize in traditional South American cuisine. These businesses may offer dishes such as ceviche, grilled meats, empanadas, and other regional specialties that attract customers interested in Latin American gastronomy.  
Although Ecuadorian cuisine is less common compared to other Latin American cuisines such as Mexican or Peruvian, some restaurants that offer South American food can still compete for the same target market. These competitors attract customers looking for authentic cultural gastronomic experiences, traditional flavours, and high-quality ingredients.  
However, Pure Ecuador, Authentic Flavour could make a difference by focusing specifically on authentic Ecuadorian dishes.
Customers
The potential customers for Pure Ecuador, Authentic Flavour include individuals who are interested in international cuisine and cultural food experiences. The restaurant is expected to attract both members of the Latin American community who seek familiar traditional dishes and local customers who are interested in discovering new flavours.

In addition, tourists, young professionals, and students often show interest in trying new ethnic foods and exploring different culinary cultures. These groups frequently rely on social media recommendations, online reviews, and word-of-mouth when choosing dining locations.


Target Market 
· Audience who loves international food. 
· Customers in search of new gastronomic experiences
· Ecuadorian and Latin American community in general.
[bookmark: _Toc120719600]

[bookmark: _Toc225749753]PESTEL Analysis 

According to Johnson, Scholes, and Whittington (2017), the use of PESTLE analysis as a strategic tool will help us evaluate the external macroenvironmental factors that can influence a business. This tool examines six key areas: Political, Economic, Social, Technological, Legal, and Environmental factors, which together will provide a comprehensive understanding of the broader environment in which a business operates (, 2017).
Conducting the PESTLE analysis will allow us to identify external opportunities and potential risks that could affect business performance and long-term sustainability. Political and legal factors will help us understand government regulations, food safety standards, and industry policies that may affect operations. 
Economic factors, such as inflation, consumer purchasing power, and market growth, will have a direct influence on customer spending and on the profitability of the business.
 Social factors as changes in consumer lifestyles, cultural diversity, and consumption practices and preferences can influence the demand for certain types of cuisine. 
Technological developments, such as online delivery platforms, digital marketing, and social media, are very relevant, playing an important role in promoting restaurants and attracting potential customers. 
Environmental considerations, including sustainability practices and the responsible sourcing of ingredients, are increasingly important in business operations. 
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[bookmark: _Toc225749754]SWOT Analysis

To better understand the competitive position of pure Ecuador, authentic flavour in the market and identify areas where strategic improvements may be needed, it is necessary to use SWOT analysis. According to Kotler and Keller (2016), this tool will help us evaluate both internal and external factors that can influence business performance, analyzing strengths and weaknesses, which are internal factors, as well as opportunities and threats, which represent external conditions in the business environment.
Strengths
• Cultural essence by offering an Ecuadorian culinary experience with the goal of attracting clients.
• Variety in dishes: diverse cuisine rich in ingredients can differentiate the restaurant from other establishmen
Weaknesses
• Limited brand recognition initially, because Ecuadorian cuisine is still underrepresented.
• Dependence on product imports could affect costs and availability.

Opportunities
• The increase in interest in international cuisine could attract new audiences looking for something unique and varied.
• Focus on participation in social media / food delivery platforms.

Threats
• Intense competition from other Latin American restaurants and takeaway food services.
[bookmark: _Toc120719602]• Change in clients' preferences, especially regarding healthy and vegetarian diets.

[bookmark: _Toc225749755]Marketing Mix (4Ps)
The marketing mix is a fundamental marketing framework that helps businesses develop strategies to meet customer needs and achieve competitive advantage. The model consists of four key elements: Product, Price, Place, and Promotion (Kotler and Keller, 2016). These elements guide how a business positions its products and services in the market. 
 
Product
Authentic Ecuadorian food made from traditional recipes.
Cultural dining experience.
Price
Competitive pricing similar to other takeaway restaurants.
Balance affordability with authenticity and quality.
Place
Physical location / high-footfall area.
Online Presence: delivery platforms: Uber Eats, Deliveroo, Just Eat, Social Media pages and website, Google Maps.
Promotion
Social media advertising/theme nights / cultural events
Collaborations with influencers / London food bloggers.
Retention strategies like a loyalty cards, email marketing with offers, and referral discounts.

[bookmark: _Toc120719603][bookmark: _Toc225749756]Management Team 
[bookmark: _Toc120719604][bookmark: _Toc225749757]Management Team and Their Background

The business will initially be managed by the founder, who has experience in Ecuadorian cooking and food preparation.

Responsibilities include:
•	Kitchen management
•	Customer service
•	Supplier management
•	Marketing
[bookmark: _Toc120719605][bookmark: _Toc225749758] Organisational Chart
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[bookmark: _Toc225749759]Key Milestones

Month 1:  Secure Location, register business					
Month 2:  Purchase Equipment and shop renovations				
Month 3:  Find suppliers for key material/food, Start social media pages, contact food delivery apps. Begin interviewing staff, marketing campaign for launch		
Month 4:  
Launch business
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[bookmark: _Toc225749760]Financial Plan (One Year)
[bookmark: _Toc120719608][bookmark: _Toc225749761]Sources of Finance 


	[bookmark: _Toc120719609]Personal investment / owners capital
	£30,000 – 60,000

	Bank Loan
	£30,000

	Potential government start-up grants (Loan)
	20.000

	Business Credit cards  
	5,000 – 10,000

	Trade credit (supplier)
	2,000 month credit




[bookmark: _Toc225749762]Cash Flow Forecast  

Expected monthly income:         £12,000
Estimated monthly expenses:    £10,600+
Expenses include:
•	Rent                         £2,000
•	Staff wages             £5,000 - £8,000
•	Ingredients              £3,000+
•	Utilities                    £500
•	Marketing                £100
[bookmark: _Toc120719610]Estimated monthly profit:   £3,400

[bookmark: _Toc225749763]Sales Forecast
Month	Estimated Sales
Month 1	£0
Month 4	£12,800 (based on selling 800 meals)
Month 6	£19,200 (based on selling 1,200 meals)
Month 9	£20,000
Month 12	£25,000
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[bookmark: _Toc225749764]Cost of Production Forecast
Average food cost per meal:       £6
Average selling price per meal:  £16
This gives a strong gross profit margin.

[bookmark: _Toc120719612][bookmark: _Toc225749765]Break Even Analysis 

Break-even point is estimated at 670 meals per month.
At this level, the business will cover all fixed and variable costs.
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[bookmark: _Toc225749766]Operations and Management Plan
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Food will be prepared daily in the kitchen using fresh ingredients. Orders will be fulfilled through pre-booked, walk-in, takeaway customers and delivery platforms.
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Technology used will include:
Point-of-sale system
Online ordering platforms
Social media marketing tools

[bookmark: _Toc120719616][bookmark: _Toc225749769]Human Resource Plan

Initial staff:
	Owner / Manager
	1

	Chef
	1

	Kitchen assistant
	1

	servers
	2



Staff will receive food hygiene and safety training.

[bookmark: _Toc120719617][bookmark: _Toc225749770]Expansion Plan

· Expanding delivery coverage.
· Launching Ecuadorian food products such as sauces or snacks.
· Hosting events/parties at the restaurant.
· Offering catering services for events.
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