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[bookmark: _Toc182472905]1. EXECUTIVE SUMMARY
The business will be called The Rave- wine bar and shop. It will give customers in Brighton a posh and engaging wine tasting experience and retail sales. Marketing itself to wine enthusiasts and busy professionals, it seeks to benefit from the trends that involve diners seeking to have a unique experience. The short-term objectives are establishing a brand presence, building a loyal customer base, and hosting successful tasting events within the first year.
[bookmark: _Toc182472906]2. THE BUSINESS IDEA
2.1 The Product/Service
The Rave, a wine bar and shop in Brighton, caters to wine enthusiasts by offering a diverse selection from emerging and renowned vineyards. It creates an engaging environment where customers can explore new and traditional wines. Staff provide personalized recommendations, ensuring tailored experiences. The tasting bar integrates with the shop, enabling direct or online purchases of favourites. Guests enjoy informative tasting sessions organized by type, origin, or year (Blackwell, 2011).
Value Proposition
· Unique Wine Experience
The Rave represents a highly professional and well-orchestrated wine-tasting atmosphere that will be provided to buyers. It differs from regular bars with good music and an excellent choice of wine, whereas there are always new proposals to try for all the attendees.
· Quality and Variety
The list of wines is extensive, with wines from all over the world that can be divided into the list of wines that are in high demand as well as the wines that are rare and unique for being served at The Rave.
· Guided Expertise 
The overall approach to wine tasting is professional with help from experts that assist in selecting the right wine according to the customer’s taste, and this makes it easy for the newcomer to wine tasting (Williams, 2021).
· Accessible and Convenient
With an on-site shop and online purchase options, The Rave makes it easy for guests to take their favourite discoveries home, blending convenience with a memorable experience.
2.2 SWOT Analysis Summary
Brighton has high pedestrian traffic, and these aspects are advantageously used by the Rave to attract customers interested in wine. Having an integrated tasting bar and retail shop makes its business model richer and unique compared to other bars, creating two sources of revenue (Burns, 2022). A food and beverages menu with knowledgeable staff and an appropriate wine list provide value to the customer. A major potential problem for The Rave as a start-up is getting its brand established in the market. The high operating costs with a specific emphasis on leasing costs and inventory might affect the profitability of the firm in the initial years. The tourism sector and the wine market represent development prospects for Brighton. Visibility and customer engagement can be boosted by relations with local vineyards or event hosts. Economic downturns and competition from established venues pose potential risks. To avoid this, The Rave brand strategy will target providing quality and unique experiences as the key to avoiding the vulnerability of market swings.

[bookmark: _Toc182472907]3. THE TEAM

3.1 Key Personnel 

Name and Company Position: Sebastiao Fernandes - Managing Director

Skills and Experience: Business management, strategic planning, wine industry knowledge, financial oversight

Role and Responsibilities:  Managing Director will oversee all the activities that go along with The Rave’s development plan. The director will be responsible for the recruitment of staff, staff orientation and development and liaising for partnerships for the wine (Barringer and Ireland, 2016).

Name and Company Position: Anamaria Alma Vida - Marketing and Events Manager

Skills and Experience: Digital marketing, social media strategy, event planning, customer engagement

Role and Responsibilities: The Marketing and Events Manager will be responsible for such tasks as management of organising wine tasting events, social networking accounts, as well as monitoring advertising promotions to ensure the public becomes aware of the brand.

Name and Company Position: Alin Chiteala - Head Sommelier

Skills and Experience: Wine tasting expertise (Wine & Spirit Education Trust (WSET)-certified) wine education, customer service, wine, and food pairing knowledge

Role and Responsibilities: The Head Sommelier will specifically be responsible for wine tastings for the customers and educating them about the wines (Scander et al., 2020). This position is critical to guaranteeing customers’ satisfaction, choosing the wines to serve during wine tasting and training the employees who will be required to have good knowledge about wines. Further, they will order wines from suppliers  and will change them from time to time to match the changing seasons.

Name and Company Position: Claudia Zaharia - Retail and Operations Manager

Skills and Experience: Retail management, inventory control, customer relations, organisational skills

Role and Responsibilities: The Retail and Operations Manager will be involved in the overall running of the business’s day-to-day activities such as stock management, sales monitoring, and staff rostering (Christl, 2023). This position will guarantee proper product stocking and a smooth operational process for the buyer.





3.2 Skills Gaps & Key Partners
3.2.1  Additional Staff Requirements (Roles and Responsibilities):
· The Rave will source a kitchen assistant so that excellent wine-matching appetisers and charcuterie boards can be prepared.
· A customer service associate will be hired to work the busy times to ensure the Head Sommelier’s guests are well taken care of with the utmost professionalism.
3.2.2 Training and Development:
All the staff will be trained on customer service and the necessary knowledge of wines through local wine education programs, such as the Wine & Spirit Education Trust (WSET) courses, as they offer key practices for proper wine service (Wine & Spirit Education Trust, 2024). WSET Level 1 Award in Wines- £250/person for each member of staff (5 persons) for basic knowledge of wines - total £1250

3.2.3 Outsourced Support / Key Partners:
  I deleted this part as we need to write about something else as accounting services, marketing agency: 
Accounting services:  we will use “The accountancy partnership” located in Brighton, Uk for £534 per year.

[bookmark: _Toc182472908]4. MARKET RESEARCH
4.1 Market Information, Trends and External Factors
It is forecasted that the UK wine market is projected to reach approximately £16.63bn in 2024 (Statista, 2024). Brighton receives around eight million tourists each year and thus has such a huge population that offers immense scope for hospitality and wine services (West Beach Hotel, 2024). 
Organic wines are experiencing a 9.2% annual compound growth (Beverage Daily, 2023). The main reason for this growth is changing consumer preferences toward sustainability and health-conscious choices. Organic wines are priced £2-£3, more expensive than standard wines, although the consumers are willing to pay the premium for the higher quality and ethically produced product (Beverage Daily, 2023). It is a significant opportunity for The Rave to capitalise on experiential wine tastings.
From the PEST analysis, some of the external macro-environment factors include, the current implication of Brexit has altered the Import tariff on wine and hence may alter the price strategies. The Rave can avoid this by sourcing wines locally and getting into contact with vineyards within the UK. However, due to the existing cost of living crisis, consumers have become sensitive to prices. By offering a range of price points, The Rave can appeal to diverse demographics. With more concern for sustainability and locally sourced food production, consumers demand more outlets that reflect such qualities. It is therefore possible for The Rave to improve on its brand by advocating for the use of organic and especially locally produced wines. Also, E-commerce is crucial in this business.
4.2 Customer Profiles
· Young Professionals (Ages 25-35): This group loves to associate with peers, embrace new challenges in society and follow contemporary trends. They are characterised by disposable cash, and a shift towards environmentalism, and hence they patronise locally and organically sourced wines that The Rave presents to them.
· Wine Enthusiasts (Ages 35-55): These clients are usually intellectual, always willing to spend on wines, and possess a passion for the product. They are often dependent on the recommendations of a specialist and attend tasting sessions. They are eager to explore premium options and unique selections, positioning "The Rave" as the perfect venue to elevate their wine-tasting experience. 
· Tourists (Ages 30-60): Visitors to Brighton, are looking for memorable experiences. They love the local culture and food, and The Rave’s wines and wine-tasting sessions meet all the thematic interests of these clients on connecting to Brighton’s vibrant food and wine scene.
4.3 Competitor Profiles
1. The Brighton Wine Company
Brighton Wine Company offers a broad product range and employs skilled staff with strong local market knowledge (Brighton Wines, 2024). However, its retail focus limits customer engagement.
· Strengths: Wide selection and experienced staff.
· Weaknesses: Minimal experiential offerings and retail-oriented approach.
· How will you compete? The Rave fills this gap by offering interactive wine-tasting events and fostering a community-oriented atmosphere.
· USP: Interactive tastings and locally sourced organic wines appealing to environmentally conscious consumers.
· Competitive Edge: Focus on sustainability and customer experiences, unlike Brighton Wine Company’s traditional retail approach.
2. The Wine Cellar
The Wine Cellar benefits from strong customer loyalty and wine-tasting events but is perceived as lacking diversity in its wine selection (The Wine Cellar, 2024).
· Strengths: Loyal customer base and engagement through tastings.
· Weaknesses: Limited diversity and narrow audience appeal.
· How will you compete? The Rave offers a broader selection, focusing on local and organic wines, with events designed for interaction and learning to attract diverse audiences.
· USP: Sustainability, variety, and interactive wine education.
· Competitive Edge: Combines exclusivity and educational experiences to address gaps in diversity and attract wider demographics.
3. Naked Wines
Naked Wines is an online wine retailer with a strong online presence and a subscription model fostering loyalty (Naked Wines, 2024). However, it lacks physical interaction and experiential offerings.
· Strengths: Robust online network and subscription loyalty.
· Weaknesses: No in-person engagement or interactive experiences.
· How will you compete? The Rave emphasizes immersive, in-person experiences and sustainability, appealing to customers who value physical interaction.
· USP: Immersive tastings and community-building experiences.
· Competitive Edge: Offers a compelling alternative to Naked Wines’ digital model by prioritizing human connection and interaction.







[bookmark: _Toc182472909]5. MARKETING PLAN
5.1 Product
[bookmark: _Hlk181829970]The ambience of The Rave will be an upscale wine bar, appropriate for the current decade with wooden furniture, dim lights, and fine stemware. Branding will be concerned with a formal but easy-going concept. Bottle labels will be clear, classy, and designed for the target audience. The packaging for the retail products will incorporate eco-friendly packaging to incorporate the emerging trends. Food pairing menus: Complementary food alternatives, inclusive of local cheeses, charcuterie that enhance the wine level.
5.2 Price
The Rave will adhere to the quality and affordability pricing strategy (Livat, 2023). Wine by the glass prices will range from £5 to £12. This would allow customers a chance to indulge in premium wines without much commitment. Wine tasting sessions will start from £30 per person and a discount of 10% for groups. For bottle sales, the range will start at £15 and go to £50 to deliver value to casual drinkers and serious enthusiasts. Competitive pricing at Rave will reflect quality commitment, inviting customers to explore many different wines.
5.3 Placement
The Rave’s products are going to be marketed online as well as offline (Basu and Sondhi, 2021). The physical location of the marketing will be selected in a busy area of Brighton to reach a large audience of people that pass by. An online store selling wines will be developed, and an intuitive clickable button to buy wines or make a reservation for the tastings.
5.4 Promotion
The Rave will market itself on various channels. Digital will involve Facebook and Instagram advertising, which will post photos of tastings and events that can attract potential customers (Tuten, 2023). Within local wine and food bloggers and key opinion leaders, the use of partners will enhance coverage and ensure genuine engagement with the audience. Email marketing will help to support customer relations since the company will be able to provide customers with unique discounts and invitations to events (Páramo, 2021). Collaboration with influencers for Tik-Tok videos. Offline promotion will be fliers placed in cafés and restaurants in the local area.

[bookmark: _Toc182472910]6. KEY RESOURCES
6.1 Premises
The Rave needs about 1000 sq. ft of space to include a wine-tasting section, store, and office space. The location will be in Brighton at Princes House165-169 North St, which is an area with high pedestrian traffic. Rental costs per year is £32000. (Loopnet, 2024)
6.2 Equipment
Essential equipment includes wine racks, tasting tables, glassware, a point-of-sale system (POS), and refrigeration units for wine storage. Examples of potential suppliers comprise commercial refrigeration from Caterquip or Nisbets, as well as the POS system from Square to elevate. 
6.3 Key Suppliers
Key suppliers will include local vineyards such as Henners Vineyard (Henners, 2024) and Chapel Down Vineyard to supply nice wines (Chapel Down, 2024). Average costs for sourced wines will range from £25 to £45 per bottle, depending on the selection.
For local cheeses and charcuterie, we will use local shops like The Cheese Hut and Brighton Sausage Co.

[bookmark: _Toc182472911]7. FINANCES AND START-UP SUPPORT
	Expenditure
	Year 1 (in £)

	Company Registration
	300

	Rent/Rates
	32,000

	Staff Wages
	50,000

	Travel/ Accommodation
	1,500

	Telephone (mobile)
	600

	Broadband
	600

	Utilities
	3,600

	Marketing and materials
	8,000

	Insurance
	1,200

	Capital Expenditure/Equipment
	15,000

	Training and Development
	1,250

	Accounting/Legal
	534

	Outside Services
	2,000

	Stock/Materials Purchases
	20,000

	Bank Charges
	300

	Office Consumables
	500

	Loans Repayments
	1,500

	Total Expenditure
	138884



	Income
	Year 1 (in £)

	Wine Sales (Retail & Tastings)
	180,000

	Events and Private Tastings
	30,000

	Merchandise Sales
	 5,000

	Total Income
	215,000



	Year One Profit/Loss
	(in £)

	Total Income
	215,000

	Total Expenditure
	138,884

	Year One Profit/Loss	
	70,116



7.1 	Financial Summary
The start-up expenses amounting to approximately £144,600 include major costs such as rent, pay to employees, and advertising expenses that relate to the necessary resources to initiate The Rave. Sales estimates of £215,000 generated from the sales of wines and events are based on the marketing plan’s targeted community that incorporates the concepts of customer loyalty. 
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Appendix A – SWOT Analysis
	Strengths
	Weaknesses

	· Unique concept focused on immersive wine experiences.
· Strong local partnerships with vineyards.
· Knowledgeable staff with expertise in wine.
· Engaging in community events to attract customers.
· The company will be in a prime location.

	

	






	



	· A new entrant in a competitive market.
· Limited brand recognition initially.
· Higher operational costs compared to larger chains.
· Potential staff turnover in the hospitality industry.
· seasonal demand variability

	Opportunities
	Threats

	· Growing interest in wine tourism in Brighton.
· Increasing demand for organic and local products.
· Potential for online sales and delivery services.
· Expansion into private events and corporate tastings.
	· Economic downturn affecting disposable income.
· Competition from established wine shops and bars.
· Regulatory changes impacting alcohol sales.
· Seasonal fluctuations in customer footfall.






Appendix B – PEST Analysis
	Political
	· Changes in alcohol taxation affecting pricing.
· Regulations on alcohol sales and licensing.
· Support for local businesses through initiatives.

	Economic
	· The rising cost of living impacts consumer spending.
· Growth in the premium wine market.
· Access to government loans for start-ups.

	Social
	· The growing trend towards health-conscious drinking.
· Rise in experiential dining and social gatherings.
· Emphasis on sustainability and local sourcing.

	Technological
	· Increasing use of social media for marketing.
· Online purchasing and delivery options expanding.
· Advancements in POS and inventory management systems.
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Income:
· Wine Sales (Retail & Tastings) – £180,000
· Based on the pricing strategy outlined in the Marketing Plan:
· Wine by the glass priced between £5 and £12.
· Bottle sales ranging from £15 to £50.
· Assumptions:
· Retail Wine Sales: An average of 25 bottles sold per day at £25 per bottle (mid-range pricing) × 365 days = £228,125 potential annual revenue. Adjusted for seasonality and other factors, we conservatively estimate £150,000 from retail sales.
· Wine Tastings: With wine-tasting sessions priced at £30 per person and assuming ten tastings per month with ten participants each, we estimate £30,000 annually from tastings.
· Events and Private Tastings – £30,000
· Derived from the Marketing Plan focus on private events.
· Assumptions:
· Hosting 2 private events per month, averaging £1,250 per event (group tastings, corporate events) = £30,000 annually.
· Merchandise Sales – £5,000
· Merchandise such as branded wine accessories and eco-friendly packaging aligns. 
· Assumptions:
· Selling 500 units annually at an average of £10 each = £5,000.
· Start-up Support – £0
· No start-up grants or funding were explicitly mentioned, so no additional income is included in the chart. This could be revisited if external funding or grants are pursued.
· Expenditure
· Rent/Rates – £36,000
· Based on the identified location in Key Resources, the rent for the premises is £32,000 annually
· Staff Wages – £50,000
· Detailed in The Team:
· Salaries for Managing Director, Marketing and Events Manager, Head Sommelier, and Retail and Operations Manager.
· An estimated average salary of £25,000 for the two primary roles (Managing Director and Marketing Manager), with £12,500 allocated for part-time and support staff.
· Marketing and Materials – £8,000
· From the Marketing Plan:
· Social media advertising, influencer collaboration, and local promotions.
· Example costs:
· Facebook/Instagram ads: £2,000.
· Offline materials (flyers, banners): £1,000.
· Collaborations and influencer costs: £5,000.
· Capital Expenditure/Equipment – £15,000
· As outlined in Key Resources:
· Wine racks, tasting tables, refrigeration units, glassware, and a point-of-sale system.
· Example costs:
· Refrigeration unit: £3,000.
· POS system: £1,000.
· Furniture: £4,000.
· Glassware and accessories: £2,000.
· Miscellaneous equipment: £5,000.
· Stock/Materials Purchases – £20,000
· Estimated costs of wine from suppliers (Henners Vineyard, Chapel Down Vineyard) at an average wholesale price of £25-£45 per bottle, calculated based on initial stock requirements and turnover.
· Utilities – £3,600
· Includes electricity, water, and gas for the wine bar and shop, based on local utility rates for commercial premises.
· Training and Development – £1250
· Training costs (e.g., WSET courses for five staff members at £250/person = £1,250).
· Accounting/Legal – £534
· Includes accounting services (£534/year from The Accountancy Partnership) 
· Other Costs
· Travel/Accommodation: £1,500 for supplier visits and wine fairs.
· Insurance: £1,200 for liability, property, and business insurance.
· Outside Services: £2,000 for specialized services (e.g., technical maintenance, event set-ups).
· Bank Charges: £300 based on commercial account fees.
· Office Consumables: £500 for administrative supplies.
· Loan Repayments: £1,500 for any initial start-up loan obligations.
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Executive summary

Overview:

“The Rave" combines wine retail with tasting
experiences in Brighton

Objectives:
- Establish brand presence.
- Build a loyal customer base.

* Host successful tasting events within the first
year.

Target audience: -

Wine enthusiasts, busy professionals, and tourists \ }
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Market research
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Competitor Analysis

Brightan Wine Company:
+ Strangth: Broad product range.
+ Weskness: Lack of experientil focus.
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The Wine Cellar:
+ Strangth: Loyal customer base.
+ Weskness: Limited diversiy.
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Key Resources

* Premises:

+ 1,000 sq. ft. space at Princes House,
Brighton.

« Equipment:

+ Refrigeration units, POS systems,
tasting tables, glassware.

« Suppliers:

+ Local vineyards: Henpers.Vineyard,
Chapel Down Vineyard.

+ Food: The Cheese Hut, Brighton
Sausage Co.
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Financial summary

Total projected income: £215,000.
- Retail and tasting sales: £180,000.
- Events: £30,000.

- Merchandise: £5,000.

Total expenses: £144,600.

- Rent: £32,000,

- Staff wages: £50,000.
- Marketing: £8,000.

- Equipment: £15,000.
Profit: £76,116.

Funding sources:

+ Business loan - 40%

- Founders’ personal contribution - 60%  suumuisararandess
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Conclusion

« "The Rave" delivers a unique blend of retail
and experiential wine services.

* Positioned to capitalize on Brighton’s
market potential.

+ Backed by a skilled team and sustainable
practices.

Thank You

RAVE
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