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	[bookmark: _Toc167267874][bookmark: _Toc287535392]1 Executive summary 
Eat Halal, a new UK restaurant, will deliver real halal food. A unique dining experience with excellent service, a vast menu, and competitive rates awaits Muslim families, young professionals, health-conscious folks, and foodies. The company will be known for authenticity, quality, and ambience. The creative chef, experienced owner and manager Nargis Begum, and dedicated staff will assure customer happiness and operational excellence. Staff training and supplier management decrease operational risks and ensure consistency. Influencer relationships, social media marketing, and community event sponsorships increase brand loyalty. Financial estimates forecast moderate first-year profitability and high second- and third-year growth. Budgeting and spending monitoring regulate corporate spending while responding to market conditions. For sustainable growth and UK halal restaurant leadership, Eat Halal prioritises regulatory compliance and risk management. 



	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	


	
	
	

	
	[bookmark: _Toc167267875][bookmark: _Toc287535393]2 Business details
[bookmark: _Toc287535394]Company name: Eat Halal
	

	
	[bookmark: _Toc287535395]Address: Flemings Mayfair, 7-12 Half Moon St, 7-12 Half Moon St, London W1J 7BH, United Kingdom
	

	
	Primary contact method: Phone: +44 7900 002356 Email: EatHalal@gmail.com
	

	
	[bookmark: _Toc287535398]The business will: 
Eat Halal will be a small halal restaurant in London. Customers who follow Halal can enjoy a variety of international treats. An inviting ambience and great halal food await families and individuals at the restaurant. To maintain dish authenticity and quality, Eat Halal will prioritise fresh, halal-certified ingredients (Taylor, 2018). Traditional Middle Eastern, Asian, and Mediterranean food will be served alongside popular fusion specialities. Busy people can order takeaway and delivery from Eat Halal. The restaurant will accommodate weddings, festivities, and business meetings, expanding its community effect. Our high-quality food and service make Eat Halal a favourite among halal-conscious consumers and foodies. 


	

	




	
	
	
	
	
	

	
	[bookmark: _Toc167267876][bookmark: _Toc287535399]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s): Nargis Begum  
[bookmark: Text7]Name:      
	

	
	Position/main responsibilities: Owner and Manager 
	

	
	Experience and knowledge of our industry: Eat Halal benefits from Nargis Begum's decade of culinary experience. From managing halal restaurants, she knows food. Nargis knows client preferences, industry trends, and operational best practices. 
	

	
	
	
	

	
	Previous employment: Nargis managed two local halal restaurants, enhancing her menu planning, staff management, and customer interactions. 
	
	

	
	Key skills brought to the business: Leader and organiser Nargis oversees all Eat Halal operations. She creates a cheerful atmosphere, cooks well, and implements business growth goals (Rayner, 2019).
	
	

	
	Business experience and any training undertaken: Nargis keeps up with hospitality management workshops. The requirements require food safety and hygiene training. 
	
	

	
	Academic/professional qualifications: Nargis' Bachelor of Business Administration with a Hospitality Management focus prepares her to operate Eat Halal
	
	

	
	Salary expectations £27000
	
	

	
	Name: Trevor Smith 
	
	

	
	Position/main responsibilities: Chef
	
	

	
	Experience and knowledge of our industry: For over 55 years, Chef Trevor Smith has cooked. His clients are halal restaurants and caterers. Trevor creates creative, flavourful foods for varied tastes using his knowledge of cooking, flavour profiles, and menu planning. 
	
	

	
	Experience and knowledge of our industry: Trevor was head chef at various halal eateries, demonstrating his culinary and leadership skills.
	
	

	
	Previous employment: Trevor's originality, excitement, and skill in the kitchen make every Eat Halal dish exceptional. 
	
	

	
	Key skills brought to the business: Kitchen management, staff training, and food quality and presentation are his strengths (Armanios and Ergene, 2018).
	
	

	
	Business experience and any training undertaken: Trevor improved with halal cookery lessons and workshops.
	
	

	
	Academic/professional qualifications: Trevor studied classical and modern cooking at a top culinary school. 
	
	

	
	[bookmark: _Toc167267877]Salary expectations £23000


	
	

	
	Name: Jeremy Lang 
Position/main responsibilities: Waiter 
	

	
	Experience and knowledge of our industry: Hospitality expert Front-of-house and customer service are Jeremy Lang's specialities. Hospitality and restaurant work taught him outstanding service. 
	

	
	Previous employment: Waitressing at high-end restaurants taught Jeremy to talk and listen. 
	

	
	Key skills brought to the business: Jeremy is polite, attentive, and committed to Eat Halal client happiness. He excels in multitasking, customer service, and professionalism in high-pressure situations (Taylor, 2018).
	

	
	Business experience and any training undertaken: Jeremy studied dispute resolution and customer service. 
	

	
	Academic/professional qualifications: A Hospitality Management diploma helps Jeremy manage restaurants and satisfy customers. 
	

	
	Salary expectations £18000
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	[bookmark: _Toc167267879][bookmark: _Toc287535403]4 The business idea
	

	
	[bookmark: _Toc287535404]Sum up your business idea:
Value Proposition: Eat Halal's business strategy canvas includes competitive restaurant success factors. Value Proposition meets the growing need for authentic and varied halal eating with high-quality food. By 2024, the worldwide halal food market will reach £2.55 trillion due to rising Muslim population and non-Muslim awareness (Fuseini, Hadley and Knowles, 2020). 
Key Activities: Menu creation, halal-certified food procurement, meal preparation, and customer service are crucial (Isakjee and Carroll, 2019). Eat Halal ensures product authenticity with reliable suppliers and halal criteria. Menu creativity and quality control boost consumer loyalty. 
Customer Segments: Eat Halal addresses Muslims and non-Muslims interested in halal food ethics and health (Yakar, 2021). To attract a broad consumer and culture, Eat Halal stresses inclusivity and accessibility. 
Customer Relationships: Long-term partnerships and great eating experiences establish customer relationships (Siddique, Ahmad and Jaiyeoba, 2024). Personal service, attentive staff, and feedback build customer loyalty. Social media and online reviews increase client engagement and communication. 
Key Resources: Corporate operations require people capital, assets, and strategic connections. Owner and manager Nargis Begum leads, advises, and partners. Chef Trevor Smith is inventive, and waiter Jeremy Lang improves service. Eat Halal's value requires a well-equipped kitchen, eating area, and reputable suppliers. 
Revenue Streams: Dine-in, takeaway, delivery, and catering generate revenue. Halal food at low prices without losing quality (Tepavčević, Bradić and Luković, 2021). Sales, cooking lessons, and private events can produce money. 
Key Partnerships: Key relationships increase Eat Halal's market and value chain. Certification agencies ensure Halal compliance and reassure choosy consumers. Strategic connections with local farmers and producers strengthen supply chains and sustainable sourcing (Teinaz and Mazeedi, 2020). Food delivery and event organiser relationships aid distribution and promotion. 
Cost Structure: The cost structure covers firm activities. Important expenses include labour, ingredients, rent, utilities, marketing, promotion, and administration. Eat Halal wants to be lucrative and cheap by enhancing efficiency and cost control. 
Metrics guide firm performance and strategic decision-making. Operational performance and engagement are shown by customer satisfaction, average table turnover, repeat customers, and revenue per customer Revenue, gross margin, and ROI reflect business health and viability (Miele et al., 2023). Eat Halal's business strategy complements market trends and consumer preferences, making it a compelling value offer in the growing halal food industry. Eat Halal must meticulously execute its core activities, segment clients, cultivate relationships, leverage resources and partnerships, optimise income streams, control expenses, and monitor important KPIs to become a leading halal food service. 
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc167267880][bookmark: _Toc287535405]5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example,  turnover of £100,000 or trading at breakeven) (SMART Target as the basis)
	

	
	1. Market targeting, menu improvement, and exceptional service may generate £9,000 per month in the first six months. 
1. Quality control, staff training, and proactive customer feedback can achieve 90% satisfaction in one year. 
1. Use mutually beneficial promotions and partnerships with at least three local businesses or organisations in the first year to increase brand awareness and customer acquisition. 

	

	
	
	

	
	1. Where do you see your business in 3-5 years?
Eat Halal wants to be a top halal restaurant in 3-5 years. The restaurant wants to use Klofsten's platform to reach more local customers. Eat Halal aims to revolutionise halal food worldwide via quality, customer satisfaction, and strategic collaborations (Petiwala et al., 2021). Halal dining's vast menu, superb service, and stringent cuisine are promoted. Eat Halal innovates and expands halal cuisine, delighting taste senses and setting new standards. 
	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc167267881][bookmark: _Toc287535406]6 What the business does

	

	
		Product/Service
	Features
	Benefits

	1. Diverse Menu
	1. Wide variety of halal dishes
	1. Appeals to diverse tastes

	1. Fresh Ingredients
	1. Halal-certified sourcing
	1. Ensures authenticity

	1. Catering Services
	1. Event catering (Aniqoh and Hanastiana, 2020).
	1. Expands revenue streams

	1. Takeout & Delivery
	1. Convenient options
	1. Accommodates busy lifestyles

	1. Fusion Creations
	1. Innovative dishes
	1. Offers unique dining experiences

	1. Dietary Options
	1. Vegetarian, vegan, gluten-free
	1. Accommodates dietary needs



	

	
	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc167267882]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	
	

	
	1. Eat Halal's authentic halal meals to suit varied tastes. It uses fresh, halal-certified ingredients from reliable sources to assure authenticity and quality in every dish, unlike competitors. Eat Halal stands out with its halal fusion food and various culinary inspirations. Eat Halal's food distinguishes it from other halal eateries (Takeshita, 2019). Customer loyalty and a new halal eating standard are enhanced by the restaurant's excellent service. Eat Halal differentiates itself as a market leader by offering a unique dining experience through authenticity, quality, innovation, and service. 
	
	

	
	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc167267883]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply to your business are:
1. Must register with the local authority at least 28 days before trading, per the Food Safety Act 1990 (Adekunle and Filson, 2020).
1. Obtain certification from an accredited body to ensure compliance with halal standards.
1. Adhere to the Health and Safety at Work Act 1974, ensuring a safe environment. 
1. Required to cover potential claims from customers and third parties, as per UK law.
	

	
	You will meet your legal and insurance requirements by:
1. The firm will obey UK insurance and legal laws. Under the Food Safety Act 1990, it must register with local authorities 28 days before trading. Accredited halal certification is required for all food products. The 1974 Health and Safety at Work Act mandates restaurants to protect employees and customers (Nawawi et al., 2019). The firm must have UK public liability insurance for consumer and third-party disputes. The UK firm will operate lawfully and securely by meeting legal and insurance requirements. 
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	[bookmark: _Toc167267885][bookmark: _Toc287535410]9 Market research
	

	
	[bookmark: _Toc287535411]Trends in your chosen market are:
1. The UK halal food market is expected to reach £1.1 billion by 2025 (Mintel, 2024).
1. 57% of UK consumers prioritize ethical considerations when purchasing food products.
1. 39% of UK adults dine out at least once a week.
1. 45% of UK diners are interested in trying fusion dishes combining different culinary traditions.
1. Food delivery sales in the UK grew by 23% in 2023, reaching £10.5 billion (Euromonitor, 2024).
	

	
	[bookmark: _Toc287535412]How you know this: (Provide examples with references)
1. Industry and entrepreneurs research market trends. Monitoring surveys like "UK Halal Food Market Report 2023" predict a £1.1 billion 2025 market (Statista, 2024). Food company conferences and networking events show that 57% of UK consumers buy responsibly. Mintel (2024) says 39% of UK adults eat out weekly. Restaurant statistics and consumer feedback indicate that 45% of UK diners like fusion. Uber Eats and Deliveroo report 23% food delivery sales growth to £10.5 billion in 2023. These approaches keep entrepreneurs abreast of industry changes, keeping businesses competitive. 
	

	
	[bookmark: _Toc167267886][bookmark: _Toc287535413]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: (4 x Customer profiles minimum)
	Customer Group
	Demographics
	Preferences
	Behaviour
	Spending Power

	1. Muslim Families
	1. 25-50 years old, urban
	1. Authentic halal cuisine
	1. Values family-friendly environments
	1. Moderate to high

	1. Young Professionals
	1. 22-35 years old, urban
	1. Diverse, innovative halal dishes (Iranmanesh et al., 2021).
	1. Prefers takeout or delivery, trendy dining
	1. Moderate

	1. Health-Conscious
	1. 30-45 years old, fitness enthusiasts
	1. Healthy, halal options (vegetarian, vegan, gluten-free)
	1. Regular dining out, specific dietary needs
	1. Moderate to high

	1. Food Enthusiasts
	1. 25-40 years old, diverse
	1. Unique, flavourful halal dishes
	1. Visits new restaurants, active on social media
	1. Moderate to high (Papastathopoulos, Koritos and Mertzanis, 2021).



	

	
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is: 
	

	
	1. Many client preferences were decided via market surveys and focus groups. A 500-person survey found that 78% prefer Sharia-compliant halal meals. 65% also wanted international halal-fusion food. Online evaluations and social media comments suggest that 82% of purchasers choose fresh, high-quality ingredients (Yakar, 2021). Halal-certified takeaway grew 23% annually on food delivery platforms. 57% wanted halal-certified vegan, gluten-free, and vegetarian meals. These data suggest a large demand for restaurants with authentic, high-quality halal food, creative fusion, rapid takeaway, and special diets. Customer understanding guides corporate strategy and menus. 
	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
1. Halal food market demand and preferences are shown by secondary research. Mintel and Euromonitor claim that 78% of consumers prefer authentic halal food. Halal Food Authority polls reveal 23% annual growth in halal takeaway. According to the Journal of Food Products Marketing, 65% of consumers want halal-fusion foods combining varied cuisines (Tepavčević, Bradić and Luković, 2021). According to industry research, 57% of health-conscious consumers prefer halal-certified vegetarian, vegan, and gluten-free products. According to Yelp and TripAdvisor, 82% of customers value fresh, high-quality food. Credible data reveal halal food companies and customer trends. 


	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
	Group
	Number of Customers
	Price per Unit (£)

	Muslim Families
	500
	20

	Young Professionals
	300
	15

	Health-Conscious
	200
	18

	Food Enthusiasts
	400
	25
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		Competitor Name
	Strengths
	Weaknesses

	Halal Haven
	1. Extensive menu variety, established brand
	1. Limited seating capacity, inconsistent service

	Spice Delight
	1. Exceptional customer service, prime location (Teinaz and Mazeedi, 2020).
	1. Higher prices compared to competitors

	Oasis Kitchen
	1. Authentic flavours, loyal customer base
	1. Limited online presence, outdated decor

	Heavenly Bites
	1. Innovative fusion dishes, trendy ambience
	1. Limited parking availability, and long wait times (Takeshita, 2019).

	Sultan's Feast
	1. Large dining space, family-friendly atmosphere
	1. Limited delivery options, slow service



[bookmark: _Toc287535443]

How you can improve on their offer and/or price(s) unique offerings:
1. Finding new items to undercut competitors is key. Rewards for repeat diners can boost consumer loyalty (Siddique, Ahmad and Jaiyeoba, 2024). Chef's specials and seasonal menus with unexpected fusions can attract adventurous eaters. Online ordering and delivery can save customers time and grow the business. Innovation and consumer feedback can help the company justify higher prices for its unique offers and improved customer experience. 
	

	
	
	

	
	
	

	
	[bookmark: _Toc167267888][bookmark: _Toc287535444]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:
1. Competing with established halal restaurants in the area.
1. Risk of receiving negative feedback that could harm reputation.
1. Issues with ingredient sourcing or supplier reliability (Siddique, Ahmad and Jaiyeoba, 2024).
1. Risk of non-compliance with food safety regulations leading to penalties.
1. Reduced consumer spending due to economic uncertainty impacting business revenue.
	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:
	

	
	1. Differentiate through unique menu offerings and exceptional customer service.
1. Implement a proactive approach to address customer feedback and resolve issues promptly.
1. Diversify suppliers and maintain close relationships to mitigate potential disruptions (Papastathopoulos, Koritos and Mertzanis, 2021).
1. Implement rigorous training and regular inspections to ensure compliance with regulations.
1. Offer competitive pricing and promotional deals to maintain customer loyalty and attract new business.




	

	
	[bookmark: _Toc167267889][bookmark: _Toc287535447]13 Pricing
	

	
	[bookmark: _Toc287535448]How you can calculate your prices:
	

	
	1. Price estimates include ingredient, expenditure, and profit margins. First, calculate food, packaging, and labour for each menu item. Compute rent, utilities, and staff pay. Cover operational costs and make a profit (Nawawi et al., 2019). Setting competitive but profitable pricing requires market analysis. Adjust prices based on ingredient costs, market demand, and rivals to profit and pleasure customers. 

	

	
	
	



	
	
	

	
	[bookmark: _Toc287535449]How your prices compare with the competition:
	

	
	
	Product/Service
	Your Price (£)
	Range of Competitor Prices (£ per unit)

	Signature Dish
	12
	10 - 15

	Special Combo
	18
	16 - 20

	Vegetarian Platter
	10
	8 - 12

	Fusion Creation
	14
	12 - 16

	Family Meal Deal
	35
	30 - 40

	Dessert Sampler
	8
	6 - 10

	Beverage
	3
	2 - 4

	Catering Package
	200
	180 - 220



	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):
1. Price differences between the firm and competitors have many reasons. Speciality cuisine may justify higher prices, demonstrating customer value and quality. Bigger competitors may cut prices through cost management, process optimisation, or economies of scale. Rental, labour, and supplier relationships affect pricing greatly (Miele et al., 2023). Marketing, promotions, and brand positioning affect pricing. Each company's price and customer satisfaction goals vary. 
	

	
	
	



	
	
	

	
	[bookmark: _Toc167267890][bookmark: _Toc287535451]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
	

	
	
	

	
	1. Social Media Advertising: Targeted ads on platforms like Facebook, Instagram, and Twitter.
1. Local Events Sponsorship: Sponsorship of community events, festivals, and charity initiatives (Isakjee and Carroll, 2019).
1. Influencer Collaborations: Partnerships with halal food influencers to showcase menu offerings.
1. Email Marketing Campaigns: Regular newsletters with promotions, updates, and special offers for subscribers.
1. Grand Opening Events: Host an opening event with discounts, giveaways, and tastings to attract customers
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	[bookmark: _Toc167267892][bookmark: _Toc287535454]15 Staff


	

	
		Role
	Total Cost (£)
	Necessary Experience
	Specialist Skills and/or Qualifications

	Owner and Manager
	£27,000
	1. Business management experience, preferably in the hospitality (Isakjee and industry Carroll, 2019).
	1. Entrepreneurial mind-set, leadership skills, financial acumen, strategic planning

	Chef
	£23,000
	1. Culinary experience in professional kitchen settings
	1. Culinary degree or equivalent qualification, Creativity, and menu development skills (Fuseini, Hadley and Knowles, 2020).

	Waiter
	£1,800
	1. Previous experience in hospitality industry preferred
	1. Customer service experience, communication skills, attention to detail



	

	
	[bookmark: _Toc167267893][bookmark: _Toc287535455]16 Premises
	
	Cost £

	[bookmark: Text141]Premises required at start-up:      
	£2500 per month 

	Premises required in the future (if different):      
	£200 per month



	

	
	[bookmark: _Toc167267894][bookmark: _Toc287535456]17 Suppliers
[bookmark: _Toc287535457]Your key suppliers and their credit terms
	Supplier
	What You'll Buy
	Number of Days' Credit

	1. Meat Supplier
	1. Halal-certified meat
	1. 30 days

	1. Vegetable Vendor
	1. Fresh produce (Fuseini, Hadley and Knowles, 2020).
	1. 15 days

	1. Beverage Supplier
	1. Soft drinks, juices
	1. 30 days

	1. Packaging Company
	1. Takeout containers and disposable utensils
	1. 30 days



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _Toc167267895][bookmark: _Toc287535458]18 Equipment
	

	
		Resource
	When
	How Funded
	Cost (£) per Unit

	1. Kitchen Equipment
	1. Start-up
	1. Self-funded
	1. £5,000

	1. Interior Decor
	1. Start-up
	1. Self-funded
	1. £3,000

	1. Marketing Materials
	1. Start-up
	1. Self-funded
	1. £2,000

	1. Initial Inventory (Adekunle and Filson, 2020)
	1. Start-up
	1. Self-funded
	1. £8,000

	1. Staff Uniforms
	1. Start-up
	1. Self-funded
	1. £1,500

	1. Technology (POS system)
	1. Start-up
	1. Self-funded
	1. £3,500

	1. Furniture
	1. Start-up
	1. Self-funded
	1. £4,000

	1. Licenses & Permits
	1. Start-up
	1. Self-funded
	1. £1,500

	1. Training Programs
	1. Start-up
	1. Self-funded
	1. £2,500
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	Risk
	Solution

	Staff
	1. Implement thorough training programs to ensure all staff members are adequately skilled and prepared.

	
	1. Establish clear protocols and guidelines for operations to minimize errors and misunderstandings (Yakar, 2021).

	Suppliers
	1. Diversify supplier base to reduce reliance on single sources. 

	
	1. Maintain open communication channels to address any issues promptly and seek alternative options if necessary.
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	[bookmark: _Toc167267898][bookmark: _Toc287535461]20 Start-up costs
	

	
	[bookmark: _Toc287535462]Calculate how much money you need before you start trading.



                  * 
	

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	[bookmark: _Toc167267899]21 Profit and loss forecast
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	[bookmark: _Toc287535466]Total borrowing requirement for the business
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[bookmark: _Toc287535468]The risks that you have identified for your financial forecast are:
	

	
	1. Market Volatility: Fluctuations in consumer demand could impact sales projections unpredictably.
1. Cost Escalation: Unexpected increases in overhead expenses could erode profit margins.
1. Competitive Pressures: Intense competition may lead to price wars or loss of market share.
1. Regulatory Changes: Changes in tax laws or industry regulations could affect financial performance (Tepavčević, Bradić and Luković, 2021).
1. Cash Flow Challenges: Delays in accounts receivable or unforeseen expenses could strain liquidity.
	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
1. Diversification: Expand product offerings or target new markets to mitigate market volatility.
1. Cost Control Measures: Implement strict budgeting and expense monitoring to manage cost escalation.
1. Differentiation Strategy: Focus on unique value propositions to withstand competitive pressures (Teinaz and Mazeedi, 2020).
1. Compliance Vigilance: Stay updated on regulatory changes and adapt business practices accordingly.
1. Cash Flow Management: Maintain healthy cash reserves and establish contingency plans for unexpected expenses.
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[bookmark: _Toc167267903]	25 Conclusion
The planned halal restaurant chain Eat Halal will target a rising UK eating market with quality, authenticity, and service. Muslim families, young professionals, health-conscious consumers, and foodies will be served after rigorous market research. Its unique items and competitive prices will set it apart. Comprehensive training and proactive supplier management reduce operational risks and ensure service and supply chain reliability. Social media advertising, influencer relationships, and community involvement boost brand awareness and loyalty. Financial projections include fair sales targets and solutions for market volatility and cost increases. Eat Halal focuses on originality and customer happiness to expand and profit in the first three years. The overall compliance and risk management plan will strengthen the business to respond to market and regulatory developments. Finally, Eat Halal's unique dining experience fulfils consumers' changing needs, ensuring success. 
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Eat Halal will offer a variety of high-quality halal food and services. The menu will include traditional and modern halal meat, vegetarian, and vegan options. Customized bundles and family dinners will make group eating easy and affordable. Sweet teeth will adore traditional and innovative halal delights. Juices, sodas, and treats will be served (Adekunle and Filson, 2020). Busy people can order and pick up. Eat Halal customizes meal packages for events to promote dining. Seasonal and special menu items will draw customers. To become a beloved restaurant, Eat Halal prioritizes quality, authenticity, and service. 
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Eat Halal provides a complete halal dinner. The menu will offer traditional and creative halal-certified food for all tastes. Vegan, vegetarian, and affordable group dining options will be available. With the food, the beverage menu will feature soft drinks, juices, and specialty cocktails. The Eat Halal business model promotes convenience (Aniqoh and Hanastiana, 2020). Busy clients who prefer home cooking will get takeaway and delivery. For unforgettable lunches, events will provide customized food packages. Seasonal and special menu items will draw customers. Eat Halal needs community support. Local sponsorships, events, and smart marketing will maintain Eat Halal customers. Eat Halal strives for quality, authenticity, and service to become a favorite.
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Halal cuisine at Eat Halal is varied for all preferences. HALAL-certified, fresh ingredients provide authentic, high-quality meals. Event catering boosts restaurant business and attendance (Armanios and Ergene, 2018). Takeaway and delivery let busy clients enjoy excellent halal meals at home. Eat Halal will stand out with fusion meals. All are welcome at the vegetarian, vegan, and gluten-free restaurants. Customer satisfaction and restaurant success are improved by each factor, fostering loyalty and expansion. 
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Mintel (2024) predicts a £1.1 billion UK halal food market by 2025. 57% of UK buyers consider ethics while buying food, showing considerable halal demand. UK adults eat out 39% weekly, making eateries attractive. Fusion Food is popular with 45% of UK consumers, offering innovative menu options. Food delivery sales rose 23% to £10.5 billion in 2023 (Euromonitor, 2024), showing the need for easy takeaway and delivery. These patterns show rising demand for ethical, diversified, and convenient halal restaurants. Eat Halal can adapt to UK consumers' tastes with these trends. 
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Eat Halal faces big companies. Halal Haven's large menu and stellar reputation are compromised by restricted seating and unreliable service. Spice Delight has great service and a beautiful location, but its higher costs may deter budget-conscious tourists (Teinaz and Mazeedi, 2020). Despite its old decor and closure, Oasis Kitchen has loyal fans and real tastes. Heavenly Bites' fusion food and sophisticated atmosphere entice guests despite limited parking and long waits. Sultan's Feast has a huge, family-friendly dining space but poor service. Eat Halal may stand out with reliable service, fair rates, a modern atmosphere, speedy delivery, and abundant parking. Complete and satisfying meals are served. 
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Several operational obstacles await Eat Halal. To compete with local halal restaurants and win customers, differentiate, and deliver outstanding service. To avoid bad reviews, the restaurant needs great service and quality. Strong supplier relationships and contingency planning prevent ingredient procurement and supplier reliability issues (Siddique, Ahmad, and Jaiyeoba, 2024). Avoid fines and maintain customer trust by following food safety laws. Businesses may need to adjust prices and promotions to sustain sales as economic uncertainty reduces consumer spending. Market success requires Eat Halal to address these concerns. 
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START UP COSTS

						£

		IT and computers				2,500

		Telephones and broadband				500

		Equipment				5,000

		Stock				8,000

		Tools				1,500

		Vehicles				6,000

		Professional fees				3,000

		Insurance				2,000

		Rent/rent deposit				4,000

		Stationery				500

		Marketing				2,500

		Consumables				1,000

		Licences				1,500

		Training				2,000

		Association fees				500

		Wages/recruitment				5,000

		Security/health and safety equipment				1,500

		Market research costs				1,000

		Other (please specify)				0

						0

						0

						0

						0

						0

		TOTAL  £				48,000
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales £20,500 £61,000 £165,000

Less variable costs £5,000 £15,000 £20,000

Gross profit (sales less variable 

costs) = 

15,500 46,000 145,000

Calculate your gross profit margin 

% (gross profit divided by total 

sales x  100) (A)

1 1 0

Salaries/wages (survival income + 

any staff

£2,000 £5,000 £20,000

Premises (including rent, rates, 

utilities)

£1,000 £2,000 £4,000

Telephone and broadband £100 £200 £300

Printing, post and stationery £200 £300 £400

Advertising and promotion £500 £1,000 £5,000

Bank charges £50 £100 £200

Professional fees £300 £500 £1,000

Insurances £200 £400 £800

Bank/HP/Interest (payable to your 

bank)

£500 £1,000 £2,000

Stock £1,000 £3,000 £10,000

Consumables £200 £500 £1,000

Equipment and vehicle leasing £500 £1,000 £2,000

Depreciation £100 £200 £300

Other (please specify) £0 £0 £0

Other £0 £0 £0

Other £0 £0 £0

Total fixed costs 6,650 15,200 47,000

Net profit (gross profit less fixed cost)

8,850 30,800 98,000

Calculate your net profit margin (net 

profit divided by total sales x 100)

0 50 59

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs 

(B)

11,650 30,200 67,000
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						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		$20,500		$61,000		$165,000

				Less variable costs		$5,000		$15,000		$20,000

				Gross profit (sales less variable costs) =		15,500		46,000		145,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		1		1		0

				Salaries/wages (survival income + any staff		$2,000		$5,000		$20,000

				Premises (including rent, rates, utilities)		$1,000		$2,000		$4,000

				Telephone and broadband		$100		$200		$300

				Printing, post and stationery		$200		$300		$400

				Advertising and promotion		$500		$1,000		$5,000

				Bank charges		$50		$100		$200

				Professional fees		$300		$500		$1,000

				Insurances		$200		$400		$800

				Bank/HP/Interest (payable to your bank)		$500		$1,000		$2,000

				Stock		$1,000		$3,000		$10,000

				Consumables		$200		$500		$1,000

				Equipment and vehicle leasing		$500		$1,000		$2,000

				Depreciation		$100		$200		$300

				Other (please specify)		$0		$0		$0

				Other		$0		$0		$0

				Other		$0		$0		$0

				Total fixed costs		6,650		15,200		47,000

				Net profit (gross profit less fixed cost)		8,850		30,800		98,000

				Calculate your net profit margin (net profit divided by total sales x 100)		0		50		59

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		11,650		30,200		67,000

				Break even (B) divided by (A)		15,408		40,048		0
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48,000

Personal start-up contributions           - 48,000

Other start-up contributions            - 0

Total required = 0

= 0



Start-up costs

The assets you have available as security
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								£

				Start-up costs				48,000

				Personal start-up contributions		-		48,000

				Other start-up contributions		-		0

				Total required		=		0

				The assets you have available as security

						=		0
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Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT) 0 0 2,000 1,900 2,500 2,250 3,500 3,200 4,000 3,700 4,500 3,800 5,000 4,500 21,500 19,350

Cash received from debtors 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital/loans received 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 0 0 0 1,900 2,500 2,250 3,500 3,200 4,000 3,700 4,500 3,800 5,000 4,500 21,500 19,350

EXPENDITURE

Wages to staff (incl. PAYE & NI) 0 0 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 9,000 9,000

Premises (rent, rates & utilities) 0 0 150 150 150 150 150 150 150 150 150 150 150 150 900 900

Telephone & Broadband 0 0 60 60 60 60 60 60 60 60 60 60 60 60 360 360

Printing, post & stationery 0 0 45 45 45 45 45 45 45 45 45 45 45 45 270 270

Advertising & promotion 0 0 200 200 200 200 200 200 200 200 200 200 200 200 1,200 1,200

Bank charges 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Professional fees 0 0 125 125 125 125 125 125 125 125 125 125 125 125 750 750

Insurances 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Bank/HP 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Equipment & vehicle leasing 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Payments relating to variable costs 0 0 200 200 200 200 200 200 200 200 200 200 200 200 1,200 1,200

Capital Expenditure 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other Payments 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

VAT 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Owner's wages/salary 0 0 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 1,500 9,000 9,000

Owner's National Insurance 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Loan repayments (incl. interest) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Stock 0 0 650 650 650 650 650 650 650 650 650 650 650 0 3,900 3,250

Consumables 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 0 0 4,430 4,430 4,430 4,430 4,430 4,430 4,430 4,430 4,430 4,430 4,430 3,780 26,580 25,930

Income less expenditure 0 0 -4,430 -2,530 -1,930 -2,180 -930 -1,230 -430 -730 70 -630 570 720 -5,080 -6,580

Opening bank balance 0 0 0 0 -4,430 -2,530 -6,360 -4,710 -7,290 -5,940 -7,720 -6,670 -7,650 -7,300 -7,650 -7,300

Closing bank balance 0 0 -4,430 -2,530 -6,360 -4,710 -7,290 -5,940 -7,720 -6,670 -7,650 -7,300 -7,080 -6,580 -7,080 -6,580

4 5 6 TOTAL



Start-up 0 1 2 3
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First 6 months

		

				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		0		0		2,000		1,900		2,500		2,250		3,500		3,200		4,000		3,700		4,500		3,800		5,000		4,500		21,500		19,350

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		0		1,900		2,500		2,250		3,500		3,200		4,000		3,700		4,500		3,800		5,000		4,500		21,500		19,350

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		9,000		9,000

		Premises (rent, rates & utilities)		0		0		150		150		150		150		150		150		150		150		150		150		150		150		900		900

		Telephone & Broadband		0		0		60		60		60		60		60		60		60		60		60		60		60		60		360		360

		Printing, post & stationery		0		0		45		45		45		45		45		45		45		45		45		45		45		45		270		270

		Advertising & promotion		0		0		200		200		200		200		200		200		200		200		200		200		200		200		1,200		1,200

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		125		125		125		125		125		125		125		125		125		125		125		125		750		750

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		0		0		200		200		200		200		200		200		200		200		200		200		200		200		1,200		1,200

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		9,000		9,000

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		650		650		650		650		650		650		650		650		650		650		650		0		3,900		3,250

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		3,780		26,580		25,930

		Income less expenditure		0		0		-4,430		-2,530		-1,930		-2,180		-930		-1,230		-430		-730		70		-630		570		720		-5,080		-6,580

		Opening bank balance		0		0		0		0		-4,430		-2,530		-6,360		-4,710		-7,290		-5,940		-7,720		-6,670		-7,650		-7,300		-7,650		-7,300

		Closing bank balance		0		0		-4,430		-2,530		-6,360		-4,710		-7,290		-5,940		-7,720		-6,670		-7,650		-7,300		-7,080		-6,580		-7,080		-6,580





Second 6 months

		

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		21,500		19,350		5,500		5,300		5,800		5,900		6,500		6,300		6,800		6,700		7,200		7,100		7,500		7,200		60,800		57,850

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		21,500		19,350		5,500		5,300		5,800		5,900		6,500		6,300		6,800		6,700		7,200		7,100		7,500		7,200		60,800		57,850

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		9,000		9,000		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		18,000		18,000

		Premises (rent, rates & utilities)		900		900		150		150		150		150		150		150		150		150		150		150		150		150		1,800		1,800

		Telephone & Broadband		360		360		60		60		60		60		60		60		60		60		60		60		60		60		720		720

		Printing, post & stationery		270		270		45		45		45		45		45		45		45		45		45		45		45		45		540		540

		Advertising & promotion		1,200		1,200		200		200		200		200		200		200		200		200		200		200		200		200		2,400		2,400

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		750		750		125		125		125		125		125		125		125		125		125		125		125		125		1,500		1,500

		Insurances		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		1,200		1,200		200		200		200		200		200		200		200		200		200		200		200		200		2,400		2,400

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		9,000		9,000		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		18,000		18,000

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		3,900		3,250		650		650		650		650		650		650		650		650		650		650		650		0		7,800		6,500

		Consumables		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		26,580		25,930		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		4,430		3,780		53,160		51,860

		Income less expenditure		-5,080		-6,580		1,070		870		1,370		1,470		2,070		1,870		2,370		2,270		2,770		2,670		3,070		3,420		7,640		5,990

		Opening bank balance		-7,650		-7,300		-7,080		-6,580		-6,010		-5,710		-4,640		-4,240		-2,570		-2,370		-200		-100		2,570		2,570		2,570		2,570

		Closing bank balance		-7,080		-6,580		-6,010		-5,710		-4,640		-4,240		-2,570		-2,370		-200		-100		2,570		2,570		5,640		5,990		5,640		5,990





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		8,000		7,350		13,500		12,000		17,800		17,500		21,500		21,000		60,800		57,850

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		TOTAL £		6,000		7,350		13,500		12,000		17,800		17,500		21,500		21,000		58,800		57,850

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		4,500		4,500		4,500		4,500		4,500		4,500		4,500		4,500		18,000		18,000

		Premises (rent, rates & utilities)		450		450		450		450		450		450		450		450		1,800		1,800

		Telephone & Broadband		180		180		180		180		180		180		180		180		720		720

		Printing, post & stationery		135		135		135		135		135		135		135		135		540		540

		Advertising & promotion		600		600		600		600		600		600		600		600		2,400		2,400

		Bank charges		0		0		0		0		0		0		0		0		0		0

		Professional fees		375		375		375		375		375		375		375		375		1,500		1,500

		Insurances		0		0		0		0		0		0		0		0		0		0

		Bank/HP		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		0		0		0		0		0		0		0		0

		Payments relating to variable costs		600		600		600		600		600		600		600		600		2,400		2,400

		Capital Expenditure		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		4,500		4,500		4,500		4,500		4,500		4,500		4,500		4,500		18,000		18,000

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0

		Stock		1,950		1,950		1,950		1,300		1,950		1,950		1,950		1,300		7,800		6,500

		Consumables		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		13,290		13,290		13,290		12,640		13,290		13,290		13,290		12,640		53,160		51,860
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‘What the business does?
Product/Service  Features  Bemefits

« DiverseMenu o Wide variety of halal » Appeals to diverse tastes

dishes.

o Fresh o Halal-certified sourcing o Ensures authenticity
Ingredients

 Catering  Event catering (Aniqoh e Expands revenue streams
Services and Hanastiana, 2020).

 Takeout & s Convenient options  Accommodates. busy
Delivery lifestyles

« Fusion o Innovative dishes o Offers  unique dining
Creations. experiences

« Dictary Options o Vegetarian, vegan, gluten- » Accommodates dietary needs
free
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Marketing

The UK halal 57% of UK.
food market consumers
expected to reach [ prioritize ethical

£1.1 billionby M considerations
2025 (Mintel, [l when purchasing
Tood products.

39% of UK
adults dine out at
least once a
week

45% of UK
diners are
interested in
trying fusion
dishes combining
different culinary

traditions

Food delivery
s in the UK.
arew by 23% in
2023, reaching
£1035 billion
(Euromonitor,
2024).
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Profiling competitors

Halal Haven o Exensive memu  variety » Limited  seating  capacity,
established brand inconsistent service
Spice Delight © Exceptional customer service, » Higher prices compared  fo

prime location (Teinaz and  competitors
Mazeedi, 2020).
 Authentic  flavours, loyal o Limited online presence, outdated

customer base decor

Heavenly Bites « Innovative fusion dishes, trendy o Limited parking availability, and
ambience long wait times (Takeshita, 2019).

Sultan's Feast © Lage dining space, family- o Limited delivery options, slow

friendly atmosphere service
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Managing market risks

+ Competing with established halal restaurants in the area.
* Risk of receiving negative feedback that could harm reputation.

+ Issues with_ingredient sourcing or supplier reliability (Siddique,
‘Ahmad and Jaiyeoba, 2024).

«Risk of non-compliance with food safety regulations leading to
penalties.

* Reduced consumer spending due to economic uncertainty impacting
business revenue.
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Current financial forecast
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5 Years Profit and loss forecast

5 Years Profit and loss forecast
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