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Executive summary
Company Name: Big Apple Diner
Location: Stockton on Tees, North East England
Industry: Restaurant/Café
Big Apple Diner will offer traditional American food together with a vibrant New York-style dining experience. Serving in a historical, nostalgic setting, the restaurant involves foods such as burgers, sandwiches, hearty breakfast foods, and desserts. With an eye towards sustainability, market data indicates increasing demand for varied dining options in Stockton on Tees. Though economic difficulties exist, consumer spending is steadily rising as the UK restaurant sector recovers. The special selling point is the real diner experience combined with first-rate customer service and community involvement. Marketing initiatives will raise brand exposure using social media, local alliances, and community events. First-year financial forecasts show total income at £210,000 and total expenses at £154,600, so producing a profit of £55,400. Personal investments, possible grants, and small company loans will provide funding. Emphasising community involvement and quality, Big Apple Diner wants to establish itself as a go-to dining spot in Stockton on Tees.
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2. THE BUSINESS IDEA
2.1 The Product/Service
Company Name: Big Apple Diner
Location: Stockton on Tees, North East England
Industry: Restaurant/Café
Overview: Big Apple Diner will provide classic American cuisine together with a New York-style dining experience. Families, young professionals, students, and visitors searching for a unique and fun diner are among our target clientele.
Product/Service Description: Breakfast meals like pancakes and eggs, burgers and sandwiches, and desserts like milkshakes and cheesecakes are offered at Big Apple Diner. The company’s goal is to prepare meals, with a modern touch, and an impression of a typical New York restaurant.
Features and Benefits:
Unique Menu: Great New York cuisine created using premium foods.
Exciting atmosphere: The retro diner atmosphere with themed furniture improves the dining experience.
Convenience: Dine-in, takeaway and delivery choices abound to suit a range of consumer tastes.
Corporate social responsibility: Events and campaigns aiming at local consumers and therefore promoting community development.
Value Proposition: Big Apple Diner combines great food in a friendly environment with a distinctive flavour of New York meals making it different from the competitors.
2.2 SWOT Analysis Summary (Please see Appendix A).




3. THE TEAM
3.1   Key Personnel
Name and Company position: Constantin Andronache. Founder and Owner
Skills and experience: I've worked in restaurants for nearly 5 years, from server to manager. I have experience managing customer interactions, culinary teams, and restaurants. My degree in hospitality management taught me food service management, marketing, and customer service. Team leadership, cost control, and menu development are among my strengths.
Roles and Responsibilities: Big Apple Diner's concept and development are my responsibilities as founder and owner. My key duties are developing and updating the menu to reflect true New York diner cuisine, monitoring daily operations, and providing excellent customer service. I will oversee staff training to ensure excellent service and a good workplace. I will also build community relationships and promote the diner through events. I want to make Big Apple Diner a popular Stockton on Tees restaurant by creating a welcoming atmosphere.
3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities)
· A sous chef will assist the head chef with kitchen administration and food preparation. This role will fill the culinary expertise gap and support kitchen operations, ensuring fast service and high-quality meals. 
· Additional servers and hosts are essential for exceptional customer service during peak periods. This will improve the dining experience and close the customer service skills gap. 
· The hiring of a marketing coordinator will enhance our marketing efforts and manage social media activities. This position will fill gaps in digital marketing and community outreach expertise, increasing brand exposure. 






3.2.2 Training and Development:
· We will offer culinary training classes led by a professional chef or culinary school. This training will cover menu execution, food safety, and kitchen efficiency, ensuring that all culinary staff meet our high standards (Hauser et al. 2020). Seminars cost around £500. 
· We will host customer service best practices seminars with a nearby hotel training provider. The gap in staff competency will close for high client satisfaction. Group session estimated at £300. 
· We will provide online courses on Coursera or LinkedIn Learning to develop abilities in digital marketing and social media management (Kovács, 2021). Our marketing coordinator will take this course closing the marketing knowledge gap. Staff members will pay £200 per course. 
3.2.3 Outsourced Support / Key Partners:
· Working with local food vendors will help us guarantee that we support the community and acquire premium foods (Deller, Lamie and Stickel, 2020). This cooperation will give us speciality goods and fresh products, therefore improving the menu options. 
· A local marketing agency specialised in restaurant promotions will be our partner. This agency will help create marketing plans, control web presence, and manage focused campaigns. Monthly expected cost: £1,000.
· Using a local accounting company will assist with budgeting, tax compliance, and record management. This alliance will give necessary financial control so that we may concentrate on operations and expansion. Monthly estimated expenses: £500.
4. MARKET RESEARCH
4.1 Market Information, Trends and External Factors
Market Overview
Estimated at 23 billion in 2024 and predicted to rise at a CAGR of  4.2%, the restaurant sector is a strong one in the UK (Fitzgerald, 2024). Demand for varied eating experiences is growing in Stockton on Tees, with a special focus on themed restaurants providing a unique atmosphere and authentic cuisine.
Key Statistics
Population: Stockton on Tees has a sizable consumer base of about 197348 (The Council, 2024).
About 6,888 of the population falls between the ages of 18 and 34, suggesting a young population ready for dining out (The Council, 2024).
Dining Trends: Recent polls show that 75% of customers want dining experiences combining excellent cuisine with a distinctive environment, therefore highlighting the desire for businesses such as Big Apple Diner (Schwark, Tiberius and Fabro, 2020).
Identified Trends
Experience-Focused Dining: Customers are looking for unforgettable experiences as well as food. Popular are themed eateries that arouse excitement or nostalgia (Gu, Li and Kim, 2021).
Health-conscious choices: With 75% of consumers showing interest in menus including vegetarian, vegan, and gluten-free alternatives, there is a growing trend towards better eating choices (Hua et al.2021).
Digital engagement: The emergence of social media has changed the way restaurants present themselves; 72% of consumers find new restaurants on sites like Facebook and Instagram (Al-Abdallah, Dandis and Al Haj Eid, 2024.).
PESTLE Analysis Highlights (Please see Appendix B).
Strategic Implications
Big Apple Diner will address the found patterns and external influences by:
Organise themed evenings and events to involve clients and strengthen bonds throughout the community.
Update the menu often to include contemporary and health-conscious foods to draw in a larger clientele.
Use digital marketing to establish a strong online presence using social media and focused digital marketing campaigns thereby enabling younger consumers to be reached successfully.
Understanding these market dynamics helps Big Apple Diner to strategically place itself inside the competitive environment of Stockton on Tees, therefore taking advantage of new clients and handling possible obstacles.
4.2 Customer Profiles (Please see Appendix E).
4.3 Competitor Profiles (Please see Appendix F).
5. MARKETING PLAN
5.1 Price
Value-based pricing will be used by Big Apple Diner to represent quality while yet keeping competitiveness (Hänninen, 2021). The rates will draw families, young working people, and students.
Pricing Examples (Please see Appendix G).
Quality and Affordability
Prices will show premium ingredients and real cuisine, thereby providing excellent value for money (Gupta et al. 2024).
Competitor Comparison
Bella Italia: We have more reasonably priced choices; main courses go between £9.00 to £15.00.
Burger King: Meals from £5.00; our exquisite taste warrants somewhat higher costs.
The Coffee House: We provide whole meals; and light appetisers for about £4.00.
5.2 Product
Big Apple Diner will have a New York diner product distinguished by:
Aesthetics
Interior design includes retro décor using classic diner booths, vivid colours, and vintage decor. The ambience will be improved with nostalgic touches such as jukeboxes and diner-style signage.
Featuring photographs of key dishes and meals to tempt clients, the menu will have a lively, colourful structure suggesting vintage diner menus.
Packaging: Eco-friendly packaging for takeaway and delivery will mirror the restaurant’s logo.


Branding
Bold, vintage-style logo using restaurant themes and the New York skyline.
Our slogan, "A Taste of New York in Stockton!" will help to highlight our special offer.
Inspired by vintage American diners, the red, white, and blue colour palettes will help establish a distinct business identity.
5.3 Placement
Sales: online and offline
Big Apple Diner will be conveniently positioned for both residents and guests in a high-footfall location of Stockton on Tees.
Online presence: We will keep a simple website for online ordering, menu reading, and bookings.
Delivery and Distribution
Customers may order for quick pickups either personally or over the phone.
Working with nearby delivery companies (such as Deliveroo, and Uber Eats) will help us to guarantee prompt meal delivery and increase the audience.
5.4 Promotion
Raising awareness
We will use digital and traditional marketing techniques to advertise Big Apple Diner:
Marketing in Social Media:
· Platforms: To highlight mouth-watering pictures of food, client experiences, and events, we will focus on Instagram, Facebook and TikTok.
· Regular postings, behind-the-scenes stories, and client quotes will help to involve the audience.
· Working with nearby food bloggers will help reach a larger audience.
Local Advertising:
· Posters and visually appealing fliers should be distributed in neighbourhood centres, stores, and schools.
· Sponsor or take part in neighbourhood celebrations to advertise the diner and provide samples.
Promotional campaigns
· Starting with limited-time discounts or "Buy One Get One Free" offers will help to get first clients.
· After a set number of visits, create a loyalty card system giving discounts or freebies to honour returning consumers (Beattie, 2023).
Email advertising:
· Emails gathered will be used for a monthly newsletter including menu changes, special events, and first-hand deals (Yuskov, 2023).
· Using follow-up emails encourages consumer comments, thus strengthening the sense of community and enhancing the quality of services.
Website Optimisation 
· Optimise the website for local searches to guarantee visibility for those looking for Stockton on Tees eating choices.
· Establish a simple online ordering system to support take-out and delivery services.
Big Apple Diner hopes to establish strong customer relationships, inspire loyalty, and generate a lively community presence by combining these approaches.
6.  KEY RESOURCES
6.1 Premises
Required Space
Dining Area: Sixty to eighty customer seating arrangement.
Kitchen: Equipped completely for cooking and meal prep.
Storage: Refrigerated, dry.
Office: Small area dedicated to administrative work.

Location and Price:
Perfect Location: High footfall Stockton on Tees area.
Monthly estimated rent: £1,500 to £2,500 (Rightmove, 2024)
Business Rates: Valuation Office Agency estimates around £1,200 yearly (Utility bidder, 2024).
6.2 Equipment
Essential Equipment
Kitchen:
Ovens and stoves (£3,000 - £5,000) (Caterkwik, 2024).
Deep fryers (£1,000 - £1,500) (Caterkwik, 2024).
Refrigerator units (£1,500 - £3,000) (Caterkwik, 2024).
Dining
Restaurant Furniture's £2,000 - £4,000 (Restaurant Furniture, 2024)
Dinnerware £500 to £1,000 (Restaurant Furniture, 2024).
POS system shows (£1,000 - £2,000).
Overall Costs
Projected equipment cost falls between £12,000 and £20,000.
6.3 Key Suppliers
Essential Suppliers
· Food:
Local butchers like G. W. Smith & Sons.
Suppliers of produce like Cleveland Produce.
Drinks (including Matthew Clark).
Packaging: Eco-friendly supplies from BioPak.
Estimated Costs
Food Suppliers: £2,000 to £3,000 a month
Monthly packaging runs from £200 to £400


7.  FINANCES AND START-UP SUPPORTYEAR ONE PROFIT/LOSS
£
Total Income
210,000
Total Expenditure
154,600


Profit/Loss
£55,400



INCOME
Year 1 
£
Sales A
60,000
Sales B
80,000
Sales C
40,000
Capital Introduced
10,000
Funding 
5000
Loans/Borrowing
15000
Total Income
£  210,000


	EXPENDITURE
	Year 1 
£

	Company Registration
	100

	Rent/Rates
	24000

	Staff Wages
	80,000

	Travel/Accommodation
	1,500

	Telephone (mobile)
	600

	Broadband
	600

	Utilities
	6000

	Marketing and materials 
	5000

	Insurance
	1500

	Capital Expenditure/Equipment
	15000

	Training & Development
	1000

	Accounting/Legal
	2000

	Outside Services
	2500

	Stock/Materials Purchases
	20000

	Bank Charges
	300

	Office Consumables 
	500

	Loans Repayments
	1200

	Total Expenditure
	£     154,600



7.1 	Financial Summary
To get the anticipated numbers for Big Apple Diner's financial overview, I combined cost analysis, industry standards, and market research.

Expenditures
Company Registration (£100) covers the legal fees to register the company, which is a regular need for all new businesses.
Rent/Rates (£24,000): Local real estate listings suggest that commercial space in a high-footfall region of Stockton on Tees should pay roughly £2,000 a month. Similar restaurant contracts in the area helped one to get to this figure.
Staff Wages (£80,000): This approximates management, servers and kitchen staff wages. Industry averages let me allocate roughly £30,000 for the head chef, £25,000 for the kitchen workers, and £25,000 for front-of-house staff. This number is consistent with team section observations, which underline our dedication to selecting qualified staff members to guarantee premium service.
Utilities (£6,000): Based on average utility bills for comparable businesses, this number estimates water, electricity and gas costs, approximated at roughly £500 per month.
Marketing and Materials (£5,000): Local advertising and social media initiatives together with an initial marketing spend to build brand awareness and draw clients.
Based on supplier bids from companies like Caterkwik and Restaurant Furniture, capital expenditure/equipment (£15,000) covers basic kitchen tools and dining furniture.
Training & Development (£1,000): Linked to our team development initiatives, staff training investments guarantee outstanding service standards.
Outside Services (£2,500): Designed to improve operational efficiency, cleaning and maintenance expenses are expected to be nominal.
Stock/ Materials Purchases (£20,000): Based on expected sales volumes and menu offers, the first food and drink inventory determined.
On any business loan taken to cover start-up expenses, projected repayments (£1,200).


Income breakdown
Sales A, B, C (£180,000 total): Based on market study and projected customer footfall, different menu categories' projected sales reflect the demand for American food in the area, Sales A (Breakfast) is predicted at £60,000; Sales B (Lunch/Dinner) at £80,000; and Sales C (Desserts/Drinks) at £40,000.
Initial investment from the owner to pay for start-up expenses comes at £10,000 capital.
Funding (£5,000): Investigated through local business networks, possible grants or local business assistance funds accessible for new eateries.
Loans or borrowing (£15,000): Extra money obtained via a small business loan to cover first costs.
Startup support
Apart from the expected income, I have found numerous ways to support start-ups in the restaurant business:
Local Business incentives: New companies concentrating on community involvement and innovation can find several incentives.
Local businesses provide mentoring programs for newly opened restaurants, therefore giving them useful direction and networking chances.
Small Business Loans: Organisations such as the Start Up Loans program of the UK Government can give required money under reasonable terms.
Big Apple Diner's financial forecasts are based on extensive study and guarantee a firm basis for the company plan by using reasonable estimations and support routes. 
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Appendices

Appendix A: SWOT analysis
SWOT
	Strengths 
Big Apple Diner distinguishes itself from local rivals with its own New York diner feeling. There is classic American cuisine on the varied menu along with vegetarian and gluten-free selections. Excellent customer service increases general happiness and loyalty; a welcoming environment with classic décor and nostalgic music invites return visits.
	Weaknesses
The diner's initial expense for marketing, equipment, and remodelling is huge. Being a new company means that it takes time to establish brand awareness and confidence among the community. Dependency on foot movement may also provide difficulties in cases of poor visibility at the site.


	Opportunities
With the increasing demand for various eating experiences in Stockton on Tees, there are great opportunities. Using activities and live music to include the community will draw clients. While good social media marketing can target younger people, working with nearby companies and schools can improve visibility.


	Threat
The restaurant has to negotiate competition from established neighbourhood eateries with devoted clientele. Economic considerations such as declining consumer behaviour or growing expenses could affect dining preferences. Changing food trends with an emphasis on wellness and health could force the company to modify its menu to keep appeal among consumers who care about their health.






	Big Apple Diner's distinctive New York diner theme, which sets it apart from local rivals, and varied cuisine that suits a range of dietary requirements are two of its key features. Retro décor and nostalgic music help to create a welcoming environment that motivates return visits; great customer service builds loyalty (Kim et al.2024).
The restaurant does, however, have shortcomings like expensive start expenses for marketing and restructuring, which would increase costs. Building brand recognition and trust in the neighbourhood will take time for a new company (Bernarto et al. 2020). Depending too much on foot traffic could cause problems should the location not be very visible.
One opportunity for development is the growing curiosity in various food options in Stockton on Tees. Using activities and live music to include the community will attract clients; working with nearby companies will improve visibility (Nwagwu and Akintoye, 2023). Moreover, good application of social media marketing might draw younger people (Tuten, 2023).
Threats include economic concerns influencing flexible expenditure and rivalry from established eateries with devoted clientele (Cumbo, 2023). Changing food trends emphasising health and well-being could also call for menu adjustments (Neufeld et al. 2022).
To reduce the problems, constant market research will enable the customisation of products to consumer tastes, thereby lowering risks and maximising opportunities (Riyanto, Sudarso and Sumardi, 2024). Starting focused marketing initiatives will help to rapidly increase brand recognition. While active community involvement will develop links and improve exposure, keeping flexibility in the menu will enable seasonal adjustments and health-conscious choices.




Appendix B – PESTLE Analysis
	PEST
	Description

	Political
	There are chances for development given the UK government's support of the hotel industry, including possible grants and projects meant to promote nearby businesses.


	Economic
	Although disposable income is slowly returning following the epidemic, consumer dining-out expenditure may be impacted by economic uncertainty and inflation.


	Social
	The diner's sourcing approach and community involvement might be driven by changing customer tastes towards local and sustainable dining experiences.

	Technological
	Technologically, the growing reliance on online ordering and delivery systems emphasises the requirement for a strong digital presence and the integration of technology into processes.




	Political: The UK government's hospitality support, including grants and local business promotion, offers expansion chances (Kahveci, 2023).
Economic: Post-pandemic disposable income is recovering, although inflation may affect dining-out consumption (Gao et al. 2023).
Social: Consumer preferences for local and sustainable dining might influence the diner's sourcing strategy and community engagement (Shafieizadeh and Tao, 2020).
Technological: Online ordering and delivery systems are becoming more popular, requiring a strong digital presence and technology integration (Shankar et al.2021)



Appendix C – Copy of Pitch Supporting Material



Appendix D
Price List
	Menu Item
	Price (£)

	Big Apple Burger
	10.50

	Classic Pancakes
	6.50

	Eggs Benedict
	7.50

	Vegetarian Breakfast
	8.00

	Chicken Sandwich
	9.00

	Family Meal Deal
	35.00

	Vegetarian Chili
	8.50

	Milkshake
	5.00

	Cheesecake
	4.50

	Student Discount
	10% off



Appendix E:
	Customer Profile 1: Families
Demographics:
· Parents 30 to 45, children five to fifteen years old
· Middle-class.
· Location: Tees are local Stockton residents.

Likes and Behaviors:
· Many times, families look for restaurants that serve both adults and children. 
· They want eateries with a kid-friendly vibe and a varied menu with choices for every age.
· Families value businesses that provide takeaway and delivery services for hectic weeknights since convenience is rather important.
· They appreciate friendly surroundings and usually prefer locations with interesting dining experiences, such as themed décor and interesting staff members.

Why They Might Use Big Apple Diner:
· Families seeking a lively eating experience may find attraction in the diner's throwback concept.
· Including burgers, pancakes, and desserts, the menu provides traditional American comfort food appealing to adults and kids.
· Events geared towards families, such as themed evenings or special promos, will draw this group (Frost and Frost, 2020).




	Customer Profile 2: Young Professionals
Demographics:
· Years: 25 to 35
· Income: Disposable income 
· Location: Stockton, on Tees residents and employees
Likes and Behaviors:
· This group enjoys socialising and investigating new dining ideas; they usually give experiences more importance than just food.
· Often depending on social media for eating ideas and reviews, young professionals are tech-savvy.
· Although their hectic schedules make quick service appealing, they also value quality and unique cuisine.
Why They Might Use Big Apple Diner:
· Young professionals searching for a trendy location to relax after work will find satistfaction in the restaurant vibrant environment and New York-themed décor.
· Instagram-worthy menu items include gourmet burgers and rich milkshakes will appeal to their taste for sharing experiences.
· Their fast-paced lives are catered for by online ordering and delivery choices, which also help them to easily enjoy meals at home or the workplace (Kumolu-Johnson, 2024).




	Customer Profile 3: Students
Demographics:
· Age: 18 to 24 years old
· Income: Restricted budgets (usually those of part-time workers or loan debt)
· Location: Students of local colleges and universities
Likes and Behaviors:
· Many times, students look for reasonably priced eating choices with good value for their money.
· They like casual dining settings where they can hang out with friends and experience things at ease.
· Their eating decisions are influenced by social media, with an eye on trendy locations offering student discounts or promotions (Murphy et al. 2020).
Why They Might Use Big Apple Diner
· The dinner can provide lunch specials or student discounts appealing to students on a tighter budget.
· A casual and enjoyable environment invites students to come with friends, therefore transforming the diner into a social centre.
· Health-conscious students will find menu items that satisfy a variety of dietary preferences; including vegetarian and gluten-free choices.



Appendix F:
	Competitor 1: Local Italian Restaurant ("Bella Italia")
Bella Italia is a reputable Stockton on Tees restaurant with a selection of Italian cuisine ranging from desserts to pizza and pasta. Its environment is family-friendly and its clientele is devoted:
The strengths are:
· Excellent client base and brand familiarity.
· Varied menu including choices for vegans and gluten-free eaters, thereby accommodating different tastes.
· Well-known for stability and excellence

Weakness
· Less attention on a distinctive eating experience than in themed restaurants.
· Minimal participation in community affairs and promotions.

Our Competing Strategies:
· Big Apple Diner will concentrate on designing a unique New York diner experience, more immersive than the Italian concept.
· For those looking for a distinct food experience, our menu will highlight famous American comfort foods.
· We will set ourselves as a local hotspot by organising community activities and promotions.
USP and Competitive Edge
Our USP is providing a vivid, authentic New York diner setting with themed furniture and music.
Together with our varied menu, this special experience will help us stand out from conventional dining choices like Bella Italia.
Competitor 2: Established Fast Food Chain ("Burger King")
Burger King is a worldwide fast-food company distinguished for its fries, burgers, and speedy service. Its simplicity and cost draw a large range of clients.
The strengths are:
· Great brand recognition and wide-ranging marketing capability.
· Customers looking for quick dinner choices will find attraction in the quick service approach.
· Value meals and competitive pricing draw readers on a tight budget.
Weakness
· Restricted eating experience and ambience; usually seen as a fast-food restaurant.
· The menu lacks a variety of nutritional choices and distinctive food creations.
How we compete
· Unlike fast food, Big Apple Diner will focus on a sit-down dining experience with an eye towards quality and environment.
· Our menu will present a wide range of traditional diner cuisine, therefore enhancing the dining experience.
· We will establish a community-centric setting and interact with consumers via loyalty-building activities and specials.
USP combined with Competitive Edge
Our competitive edge resides in the mix of good cuisine and a distinctive dining experience that promotes social events, something fast-food restaurants cannot reproduce.
Competitor 3: Local Café (The Coffee House)
Overview: The Coffee House is a popular local café with gourmet coffee, simple meals, and a casual vibe. Customers seeking a casual meeting or work space visit it.
Strength:
· Excellent attention to good coffee and a cosy atmosphere.
· Often used by students and remote workers looking for a peaceful area for study or socialising.
· Regular activities involving the community include open mic evenings.
Weakness
· Fewer menu choices than in a full-service restaurant.
· The emphasis on coffee might not draw clients seeking a big lunch.
How we compete
· Big Apple Diner appeals to consumers looking for whole dining experiences instead of just snacks or coffee by offering a greater spectrum of filling meal options.
· Customers seeking more than simply a casual café environment will be drawn to our energetic environment and themed events
USP with Competitive Edge:




 Appendix G
	· Breakfast:
· Classic Pancakes: £6.50
· Eggs Benedict: £7.50
· Vegetarian Breakfast: £8.00
· Lunch/Dinner:
· Big Apple Burger: £10.50
· Chicken Sandwich: £9.00
· Vegetarian Chili: £8.50
· Desserts:
· Milkshake: £5.00
· Cheesecake: £4.50
· Deals:
· Family Meal Deal: £35.00
· Student Discount: 10% off on weekdays




