2





Assignment title: Task 1: Individual Written Business Plan


Name: Robert Andrei Filip
Student number: 2439387
Module title and code: Enterprise and Entrepreneurship; LCLM4006
Lecturer’s name: Dr Chung Lai Johnny Wan













[bookmark: _Toc225154751]Executive Summary
The business plan illustrates the project of Green Verdant Kitchen UK, a multicultural restaurant in London that aims at being sustainable. Evidence by its zero-waste and community-based cafe, this restaurant will demonstrate that a customer can enjoy a good meal without destroying the environment. The demand of the sustainability of the food options in the diet of people will rise as they are becoming more aware of the impact of their diets on the environment. Its brand will be a unique combination of plant-based and globally oriented dishes with a concise vision of local sourcing and zero-waste business, targeting both the residents of the UK who are environmentally conscious and international tourists who want to spend a responsible vacation in the country. The restaurant will be operated as a Private Limited Company (Ltd) and a lean management structure. The PESTEL-based market research provides evidence that consumer demand to eat sustainably is high, and more and more people are ready to pay more to use ethical brands (Statista, 2024). Competitive environment shows that there is a definite gap between the traditional farm-to-table British restaurants and international cuisine restaurants, which Green Verdant Kitchen UK will fill with its exclusive positioning. The restaurant will adopt digital storytelling and experiential marketing strategies as well as collaboration with the complementary local businesses whose brand ethos and message align with theirs. A startup capital of £150,000 will be required by this restaurant, which will be raised through equity investment as well as through UK government loan facility to small businesses. The initial monthly expenses comprise lease deposits, kitchen equipment and a marketing launch campaign. Breakeven analysis shows that the business is profitable at 33 to 34 customers per day, and positive cash flow is expected by Month 4. This business plan shows a differentiated idea that can be successful in the expanding sustainable foodservice market. 
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[bookmark: _Toc225154752]1.0 Overview of the Business Idea
[bookmark: _Toc225154753]1.1 Product and Service Offering
Green Verdant Kitchen UK will provide a distinctive dining experience that focuses on sustainable gastronomy. Its central offering is a menu of internationally inspired dishes made entirely using British ingredients, which are in-season and locally available. This model, sometimes referred to as locavorism, has been shown to help a business considerably decrease its carbon footprint by reducing supply chains and boosting the local economy (Celso, Dutra and Dalmoro, 2025). A plant-centred philosophy will also be incorporated into the restaurant, which will help to raise the level of interest in conscientious food among consumers (Weijers et al., 2025). The offer will include plant-based topped with morally sourced meat and fish. The plate is not exclusive to this service, which is why it is more of a zero-waste development philosophy, where sustainable packaging and energy-efficient kitchen technology help realise the core statement that the brand is all about: eco-consciousness (Zaman, 2022).
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Figure 1:Logo
[bookmark: _Toc225154754]1.2 Management Structure and Legal Format 
Green Verdant Kitchen UK will adopt a flat and lean structure in order to promote agility, as it has few management tiers between the top business management and ground-level workers (EBSCO, 2021). The three major employees will include General Manager responsible for supervising operations and sustainability imperative; Head Chef will ensure menu development and ethical sourcing; and Marketing and Communications personnel will ensure establishment of brand storytelling and community. The company will be registered as a Private Limited Company (Ltd) (Government of the UK, 2024). New ventures should use this form of law because it is less risky regarding liability and personal property, and it shows a more responsible and reliable picture to prospective investors.
[bookmark: _Toc225154755]2.0 Market Research
[bookmark: _Toc225154756]2.1 Environmental Analysis (PESTEL) 
Peterdy (2025) notes that the macro-environmental factors that influence a business are analysed through a PESTEL analysis. In the case of Green Verdant Kitchen UK, there are some opportunities and challenges.
Political: With reference to Brexit, UK government policy, and especially the Environmental Land Management (ELM) program in particular, has shown that it has been keen on ensuring sustainable farming methods (Cooke and Barling, 2025). This will open direct avenues to this restaurant like collaboration with existing local farms that may be availed of these subsidies which will guarantee availability of sustainable and quality ingredients.
Economic: The sustainable goods market remains strong despite economic cracks. Statista (2024) finds that consumers across the UK would be ready to spend more on companies that are ethical and responsible in their business operations in the year 2022-2024. This demonstrates an evident understanding of ethical and environmental concerns. It implies that the high price of Green Verdant Kitchen UK caused by its sustainable business model will not be tolerated by the target market.
Social: A strong, sustained cultural change towards health-conscious and environmentally friendly lifestyles exists. Gym and fitness expenditure in the UK is increasing, and 18-34-year-olds are the leading spenders, with the 8 % growth contributed by this group because they are more health-conscious than nightlife (BRC, 2024). The emergence of social media trends such as Meat-Free Mondays and the overall trend of wanting to see the origin of their food would be very much in line with the restaurant philosophy of being plant-forward and local (Żakowska-Biemans, 2025).
Technological:  The current technological advancements like AI-based inventory management systems in food waste management can significantly aid in achieving the zero-waste goal (Onyeaka et al., 2023). For Green Verdant Kitchen UK, these systems will be necessary in ensuring precise demand forecasting, reducing overordering and spoiling, two major operational problems in restaurants.
Environmental: This is the main pillar of the business. The increasing consciousness of climate change and the environmental effects of food production, especially meat, is a leading factor behind consumer interest in sustainable dining (Deksne et al., 2025). The model of Green Verdant Kitchen UK responds to these issues directly.
Legal: Some legal aspects should be observed in the UK because of the stringent food safety and labelling standards (Food Standards Agency, 2026; Food Standards Agency, 2024). Furthermore, the company should make sure that its sustainability claims are proper and supported to adhere to the consumer protection legislation on greenwashing.
Competitor Analysis
The two primary competitive environments are traditional farm-to-table restaurants, which have competitive restaurants such as Ethicurean in Bristol and The Glasshouse in London (Blair, 2023). Though these are comparable, in that they emphasize local sourcing, they may not have a clear sustainability brand, and the menu size and menu is usually smaller and British oriented and hence limits their attractiveness to international patrons. The other category is international cuisine restaurants, and Dishoom (Indian) and Padella (Italian) in London (Dishoom, 2024). These establishments can serve the multicultural tastes of the diverse population of the capital, but tend not to focus on local or sustainable sourcing, but rather to serve authentic flavours at the expense of environmental certification. Green Verdant Kitchen UK has developed a blue ocean strategy by effectively filling this gap. This will cover the underutilised UK market by integrating multicultural flavours with a basic concern of sustainability and local sourcing. Local sourcing is a technique to improve flavour, mainly due to high freshness and harvest ripeness, which are translated into a more colourful and sophisticated taste experience. This is its primary competitive advantage because it can not only appeal to locals, who desire to have an ethical meal, but also to foreigners, who desire to savour the worldly flavours in a sustainable setting (Tang and Chin, 2024).
[bookmark: _Toc225154757]3.0 Marketing Communications
The main objective of Green Verdant Kitchen UK is to create a robust brand image which appeals to the sustainability-focused local population and to the culturally curious foreign tourists. The marketing communication will be enhanced through collaborations, digital stories and experiential marketing, and hence making culturally relevant visual storytelling essential for effective engagement.
[bookmark: _Toc225154758]3.1 Digital Storytelling and Social Media 
The online presence will form the basis of brand communication, whereby a more transparent and narrative approach will be adopted, rather than merely the presentation of food photography (Mandung, 2024). Prasanna and Priyanka (2024) support this as they not that modern consumers, particularly the Millennials and Gen Z, demand authenticity and would be more apt to believe in the brands that do not hide its sourcing and ethical practices. Social media platforms like including Instagram and Tik Tok will be used by Green Verdant Kitchen UK to ensure efficient reach to target customers through creation of short-video contents that includes partner farms, interviews with local suppliers, and back-of-the-scene shots of how the kitchen handles zero waste (Lewis, Addison-Smith and Middha, 2025). This digital and social media strategy ensures efficient credibility and can convey the essence of the brand directly as opposed to its competitors who offer nothing but sell on looks. 
[bookmark: _Toc225154759]3.2 Experiential Marketing and Public Relations 
The concept of experiential marketing will be incorporated by Green Verdant Kitchen UK to attract local and international customers. Monthly events like Meet the Farmer dinners will be held in the restaurant, where the guests can meet the local producers themselves, who provide the ingredients (Magx, 2025). This forms a memorable and distinctive dining experience that gives a strong competitive edge. In the case of foreigners, the cooperation with local tourism boards and the appearance when it comes to sustainable tourism directories will be considered a priority. Ducker (2025) indicated that sustainability is one of the aspects that are increasingly becoming prominent among travellers in their selection of dining experiences. Putting the business in magazines like “The Ethical Foodies Guide to London” will be a good way to reach the target market of international tourists who require to experience authentic and responsible food.
[bookmark: _Toc225154760]3.3 Strategic Partnerships and Loyalty
The marketing strategy will be focused on building a community of loyal customers through strategic alliances and value-based loyalty program as well. Collaboration with local environmental organisations or urban gardening projects will also underpin the sustainability strategy of the brand and could lead to favourable publicity and jointly branded events (Palakshappa, Bulmer and Dodds, 2024). A digital loyalty program will reward repeat customers not only with discounts, but with more useful sustainability projects, such as a tree planted with every ten visits. This approach transcends transactional marketing to its way of establishing a sense of emotional connection to the customer that results in longer brand loyalty. These three pillars will ensure that Green Verdant Kitchen UK ensure efficient marketing communications and improved core brand identity.
[bookmark: _Toc225154761]4.0 Financials
[bookmark: _Toc225154762]4.1 Funding Requirements and Sources
Green Verdant Kitchen UK needs a startup fund of £150,000, including equity investment (60%) and a small business loan (40%). Equity investment would come from the angel investors with expertise in sustainable food ventures (Lange, Rezepa and Zatrochová, 2024). On the other hand, the small business loan would come from British Bank Start Up Loans program which offers business loan with favourable terms and scheduled repayment (British Business Bank, 2025).
[bookmark: _Toc225154763]4.2 First Month Startup Expenses
	Expense Category
	Amount (£)

	Lease Deposit & Renovations
	60,000

	Commercial Kitchen Equipment
	35,000

	Initial Inventory (Local Sourcing)
	15,000

	Licensing & Legal Fees
	5,000

	Marketing Launch Campaign
	20,000

	Working Capital Reserve
	15,000

	Total
	£150,000


[bookmark: _Toc225154764]4.3 Budgets, Cash Flow and Breakeven
According to a conservative monthly budget, the operational expenses of about £35,000, including salaries of the staff, utilities, replenishment of the ingredients and loan repayment. Assuming that spend is an average of £35 per customer and that there will be 30 working days in a month, the restaurant will need 34 customers per day to break even on the variable costs. In order to break even on total monthly expenses, the number of customers needed on a daily basis increase to 67 customers.
The breakeven analysis is calculated as follows:
Fixed Monthly Costs excluding cost of goods sold will be £23,000; variable cost per customer inclusive of ingredients and packing will be £12. The average revenue per customer will be £35, and therefore, the contribution margin per customer will be £ (35 – 12) = £23. 
Breakeven Point (Customers per Month) will be £ (23,000 ÷ 23) = 1,000 customers
Breakeven Point (Customers per Day): 1,000 ÷ 30 = 33–34 customers
The initial cash flow analysis shows that net cash flow will be positive by Month 4 with a constant customer acquisition following the marketing strategy. This financial conservatism model provides buffer during the first trading period as it minimises debt capitalization in favour of equity and retained earnings, and hence showing a financial feasibility to our potential investors (Maiyo, Cheboi and Limo, 2025).
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