Business Plan: Authentic Czech & Slovak Restaurant

Executive Summary 
My business idea is to open an authentic Czech and Slovak restaurant in the West Midlands, serving traditional dishes such as svíčková, halušky, goulash, schnitzels, and homemade desserts. The goal is to introduce proper Central European flavours to an area where this type of cuisine is almost impossible to find. The restaurant will appeal to two main groups: the growing Eastern European community who miss familiar food, and local UK customers who enjoy trying new international dishes (Statista, 2024). I will register the business as a Limited Company to protect myself from personal liability and to support future growth  (Barrow et al., 2012). To get the restaurant up and running, I will need funding for equipment, premises, staffing, and marketing. Because there is a clear gap in the market and a strong USP, this restaurant has the potential to become a distinctive and popular dining choice in the region (Altinay and Altinay, 2008).
Overview of the Business Idea 
The restaurant will be a full‑service Czech and Slovak dining venue offering sit‑down meals, takeaway options, and occasional themed cultural evenings. The menu will focus on traditional Central European dishes that are well‑known in countries like the Czech Republic and Slovakia but rarely found in the UK. This includes meals such as beef goulash, potato dumplings, fried cheese, schnitzels, and desserts like koláče. To make the experience even more authentic, the restaurant will also offer imported drinks such as Kofola and Czech or Slovak beers.
There is a clear gap in the market for this type of cuisine. Although the West Midlands has a large Eastern European population, most restaurants in the area focus on Polish or Balkan food. Czech and Slovak dishes are underrepresented, which creates a strong opportunity to offer something different (Altinay and Altinay, 2008). At the same time, UK customers are increasingly open to trying new international cuisines, especially comfort‑style meals that feel homemade (Statista, 2024).
The restaurant’s main USP is its authenticity. The recipes will be based on traditional home‑style cooking, and the interior design will reflect Central European culture with rustic décor and warm, welcoming colours. The business will be located in Wolverhampton or Birmingham, where footfall is high and rental costs are more reasonable than in central city areas. Overall, this idea works well because it fills a clear market gap, appeals to multiple customer groups, and offers a dining experience that is not available anywhere else in the region (Morrison, 2006).


 Legal Format & Management Structure 
I have chosen to register the business as a Limited Company (LTD). A limited company is treated as a separate legal entity, which means the owner is not personally responsible for the company’s debts (Barrow et al., 2012). This is especially important for a restaurant because the industry carries higher risks, including food safety issues, equipment failures, and potential customer claims. Being an LTD also gives the business a more professional image and makes it easier to secure finance from banks or investors (Mariotti and Glackin, 2017).
The management structure will be simple and practical. I will act as the Director, responsible for strategy, finances, and overall operations. A Head Chef will run the kitchen, develop the menu, and maintain food quality. A Sous Chef will support daily food preparation. A Front‑of‑House Manager will handle customer service, bookings, and staff coordination. Additional staff will include waiters and part‑time kitchen assistants. I will also hire a part‑time accountant to manage payroll and bookkeeping. This structure ensures clear responsibilities and smooth daily operations, which matches the guidance from the Week 3 lecture about the importance of having a strong founding team (Mariotti and Glackin, 2017).

PESTEL Analysis 
Political
Restaurants in the UK must follow strict food hygiene and safety regulations set by local councils, including inspections, allergen labelling, and proper food handling procedures (Food Standards Agency, 2023). Changes in government policies, such as immigration rules, could also affect the ability to hire skilled chefs from the EU.
Economic
The current economic climate influences how much people are willing to spend on eating out. Rising food prices and inflation can increase the cost of ingredients, especially imported items from Central Europe. However, niche restaurants often remain stable because they attract loyal customers who value authenticity (Department for Business and Trade, 2024).
Sociocultural
There is a growing interest in international cuisine across the UK (Statista, 2024). The West Midlands has a large Eastern European community, including Czech and Slovak residents, who may be looking for familiar food. At the same time, British customers enjoy trying new cultural dishes, especially comfort‑style meals.

Technological
Technology plays a big role in modern restaurants. Online ordering platforms such as Deliveroo and UberEats can help reach more customers. Social media marketing is essential for promoting the restaurant and building a brand. Modern POS systems also help with efficiency and stock management (Mariotti and Glackin, 2017).
Environmental
Customers are becoming more environmentally conscious. The restaurant will need to reduce food waste, use eco‑friendly packaging for takeaways, and consider energy‑efficient kitchen equipment. These practices also help reduce long‑term costs (Morrison, 2006).

Legal
The business must comply with employment law, health and safety regulations, and GDPR rules for customer data. If the restaurant serves alcohol, it will need an alcohol licence. Allergen labelling is also a legal requirement for food businesses (Food Standards Agency, 2023).
Competitor Analysis 
There are no direct Czech or Slovak restaurants in the Wolverhampton or Birmingham area, which gives this business a strong competitive advantage. The closest direct competitors are Polish or Balkan restaurants that offer some similar dishes but not the full Czech–Slovak experience (Altinay and Altinay, 2008). These restaurants may attract Eastern European customers, but they do not specialise in the same cuisine.
Indirect competitors include British pubs, Italian restaurants, and fast‑casual chains such as Nando’s or Wagamama. These businesses compete for general dining customers but do not offer the same cultural or culinary uniqueness. The main advantage of my restaurant is that it fills a gap in the market. The combination of authentic recipes, imported drinks, and cultural events creates a unique experience that competitors cannot easily replicate (Morrison, 2006).

Marketing Strategies 
My marketing strategy will focus heavily on social media because it is cost‑effective and ideal for showcasing food. Instagram and TikTok will be the main platforms, as they allow me to share photos, short videos, and behind‑the‑scenes content. This helps attract both Eastern European customers and local UK audiences who enjoy discovering new restaurants (Statista, 2024).
I will also use Facebook to promote events, share updates, and connect with local communities. Facebook is especially useful for reaching older customers and families. Content marketing will support the brand by sharing stories about Czech and Slovak culture, traditional recipes, and the background behind certain dishes. This builds trust and positions the restaurant as authentic (Altinay and Altinay, 2008).
To attract new customers, I will run a referral programme such as “Bring a friend and get 10% off.” Loyalty cards will encourage repeat visits. I may also use guerrilla marketing techniques, such as offering free samples in busy areas or setting up a pop‑up stall at local markets.

Funding & First‑Month Expenses 
To launch the restaurant, I estimate that I will need between £35,000 and £50,000. This will cover the cost of renting a premises, buying kitchen equipment, decorating the interior, purchasing initial stock, and hiring staff. I will also need funds for licences, insurance, and marketing.
I plan to use a combination of personal savings and external funding. One option is the UK Start‑Up Loan scheme, which offers government‑backed loans for new businesses (UK Government, 2024). I may also approach business angels who are interested in hospitality ventures. Crowdfunding is another possibility, especially if I promote the restaurant as a cultural project for the local community.
The main expenses in the first month will include rent, staff wages, utilities, and food supplies. I will also invest in a strong marketing campaign to promote the opening. Using the cash‑flow template provided, I will calculate the exact figures and ensure the business remains financially sustainable (Barrow et al., 2012).


Financial Forecast
Funding Overview
The business will be funded through a combination of a £20,000 Start‑Up Loan and £10,000 of personal savings. This initial capital will cover essential setup costs such as equipment, furniture, décor, and early operating expenses. No additional funding is expected during the first 12 months, and the business aims to become cash‑flow positive by Month 6.
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Cash‑Flow Interpretation
The forecast shows strong initial liquidity due to the Start‑Up Loan and personal savings. Months 2–5 show negative cash flow, which is normal for a new restaurant because of high setup costs and the time needed to build customer awareness. Sales increase steadily each month, while costs remain stable, allowing the business to reach break‑even in Month 6. From Month 7 onwards, the restaurant generates consistent and increasing positive cash flow.

Cash‑Flow Conclusion
The 12‑month cash‑flow forecast demonstrates that the business is financially viable. After initial losses caused by setup costs, the restaurant reaches break‑even in Month 6 and becomes increasingly profitable from Month 7 onwards. By Month 12, the business generates a monthly surplus of £2,370, indicating strong long‑term sustainability and effective financial planning.
















Justification of Assumptions
• Sales grow steadily due to increased awareness and marketing.
• Cost of sales rises proportionally with revenue.
• Rent, utilities, insurance, and wages remain stable as fixed costs.
• Marketing costs reduce after launch but stay consistent.
• Equipment and décor are one‑off purchases in Month 1.
• No additional funding is assumed after Month 1.

Break‑Even Explanation
Break‑even occurs when total revenue equals total costs. Based on the forecast, the business breaks even in Month 6, when net cash flow becomes positive for the first time. This is realistic for a restaurant due to high initial investment and gradual customer growth. After Month 6, the business consistently generates profit, showing strong financial stability.
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