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[bookmark: _Toc127984939]Introduction 
This business plan refers to the idea of business. It covers the basic concept of the business plan. It covers the legal format of the business idea. The business plan is a Greek restaurant that covers the theme of several different cuisines such as Italian food, Greek food etc. It covers several things, such as target market, customer reach, SWOT analysis and PESTEL analysis of the business. This business plan will discuss several things below. 
[image: GREEK TAVERNA, Waterloo - Menu, Prices & Restaurant Reviews - Food Delivery  & Takeaway - Tripadvisor]
[bookmark: _Toc127984940]Overview of the Greek Restaurant and its Product/ Services
Grecian restaurants often serve various meals from the country's culinary tradition, renowned for its use of fragrant herbs, spices, and fresh, straightforward ingredients. Therefore, the products and services in a Grecian restaurant might discover some well-known meals like:
· Gyro: A pita-based sandwich made with pieces of seasoned meat (often beef or lamb) and tzatziki sauce.
· Souvlaki: Served with pita bread and various toppings, souvlaki is skewered and grilled meat, frequently chicken or pork.
· Lasagne alla BBolognese A notable feast all around the world is lasagna alla Bolognese, which is comprised of a few layers of lasagna pasta sheets, bechamel sauce, and hamburger, tomato, and onion bolognese sauce.
Grecian restaurants may provide a variety of wines and beers in addition to food and sweets like baklava. Grecian restaurants can have a variety of atmospheres, but they frequently have cheery, bright décor that touches culture, such as blue and white hues, paintings of landscapes or stories, and even live music and dancing.  The static data will be shown below in the cash flow statement with start-up costs (Pavlidis and Markantonatou, 2020).
[bookmark: _Toc127984941]Ownership and Legal format of the Startup
The ownership and legal format of the restaurant is Sole proprietorship because the company that is run and owned by one individual. The owner is accountable for every part of the company and is held legally and financially liable for any debts or other problems that may develop. Although this structure is straightforward to set up and run, obtaining money, or sharing ownership with others might take a lot of work. The simplest legal structure for a small business is a sole proprietorship because of the ownership. A lawyer or accountant should be consulted to identify the best legal structure for the launch of a Grecian restaurant based on the enterprise's size, funding need, tax implications, and requirements for liability protection.
A sole proprietorship may be a beneficial business legal structure for a start-up:
· Easy and inexpensive to set up: One of the critical advantages of a sole proprietorship is that it is the easiest and least expensive type of business structure to start up. There are no setup costs or complicated paperwork involved.
· Total authority: As a sole proprietor, you have total authority over every facet of your organisation. 
· Tax advantages: Another benefit of a sole proprietorship is that it is a pass-through entity, meaning that the owner's personal tax return records the business's revenues and losses (Zancheta Ricardo et al., 2021).
[bookmark: _Toc127984942]Management of the Company
Owner
The owner oversees all company management aspects, including finances, operations, marketing, and client relations. For example, Vasilios owns the restaurant, so he is responsible for everything, like hiring the employees, chefs and design of the restaurant. He will hire only experienced staff so that the business will proliferate and be easy to maintain, and the experienced staff will know how to handle things (Pavlatos, Kostakis and Digkas, 2021).
Employees 
A Grecian restaurant's staff oversees several duties, including preparing cuisine, serving patrons, cleaning, and keeping track of inventory. The owner must give them the appropriate training and continuing assistance to ensure that staff can carry out their responsibilities efficiently. Such as Zuck has an experience 15 years of in cooking, so he can become the head chef of the restaurant and guide the newcomers or juniors. 
External Professional
Accountants, attorneys, marketers, and consultants for the food service industry are a few examples. An accountant, for instance, can assist with financial management tasks, including bookkeeping, tax planning, and financial management. Contracts, employment legislation, licenses, and permits are just a few of the legal problems a lawyer may address.
[bookmark: _Toc127984943]Target market and Marketing strategy
 A target market is a particular client base or audience that a company seeks to attract with its goods or services. Based on certain traits like age, gender, income, education, lifestyle, behaviour, interests, or other demographics, this consumer base is determined (Katsikeas, Leonidou and Zeriti, 2020).
A company's marketing strategies are the methods and actions to advertise its goods and services to the target market. These tactics include advertising, PR, promotions, social media marketing, content marketing, email marketing, SEO, and event marketing (Nataliia and Marchenko, 2022).
The customers will be of all ages, as the restaurant will cover all categories of customers, whether adults, teenagers, or old age. The age will be 20-24, 24 – 40 and 40 – 56. The group will be that come into restaurants can be food lovers, tourists, families and working professionals. 
[bookmark: _Toc127984944]SWOT Analysis of Grecian Restaurant 
A SWOT analysis can assist a Grecian restaurant in determining its advantages and disadvantages, as well as market possibilities and threats. The restaurant can create successful plans to achieve long-term success and expansion by capitalizing on its strengths and opportunities while minimizing its flaws and dangers (Indra et al., 2022). The SWOT analysis of a Grecian Restaurant is:
Strength 
· Genuine Grecian food, including distinctive flavours and recipes.
· Chef and crew who have experience and knowledge.
Weaknesses
· High levels of competition from nearby eateries serving international or Mediterranean cuisine.
· Insufficient parking options or an uncomfortable location for customers (PROKOPIOU et al., 2019).
Opportunities
· Adding catering and special parties to the restaurant's list of offerings.
· Partnerships with hotels and local businesses to draw travellers.
Threats
· Consumer expenditure on eating out is impacted by economic downturns or recessions.
· Concerns about health and safety brought forth by COVID-19 outbreaks or foodborne illnesses (Rutti, Garcia and Helms, 2021).
[bookmark: _Toc127984945]PESTEL Analysis 
The external elements that may affect a Grecian restaurant's operations and profitability can be found via a PESTEL analysis. Understanding these elements will help the restaurant create efficient plans for overcoming obstacles and seizing market opportunities. A Grecian restaurant's PESTEL analysis might resemble the following:
Political Factor
· Food safety requirements, minimum wages, and labour laws are just a few examples of the laws and regulations that apply to the restaurant business.
· A change in tax laws that affects the restaurant’s profitability, such as a VAT or income tax.
· Tariffs and trade agreements impact the price and accessibility of imported Grecian ingredients.
Economic Factor
· Currency exchange rates impact the price of imported materials or ingredients.
· Regional economic factors like gentrification or urban development impact the location and market of the restaurant.
Social Factor
· Trends in dietary practices and consumer preferences, such as increased demand for vegetarian or gluten-free options.
· Lifestyle and social norm changes, such as a growing preference for fast casual dining and convenience (Shamim, 2019).
Technological Factor 
· Technology advancements like smartphone applications, online ordering, or table reservation systems impact how a restaurant operates and how its customers are treated.
· Using technology to boost productivity and service quality in the kitchen and back of the house.
Environmental Factor
· Natural catastrophes and climate change impact the price and availability of ingredients.
· Environmental laws and guidelines, such as those governing water use or waste management, may impact restaurant operations.
Legal Factor
· Observance of regional and federal laws governing the restaurant sector, including labour laws and food safety rules.
· Agreements and contracts with stakeholders such as employees, suppliers, and other parties (Loizia et al., 2021).
[bookmark: _Toc127984946]Marketing factors using Marketing Mix 
The marketing mix, commonly called the "4 Ps of marketing," is a group of essential components companies employ to market and sell their goods and services successfully. There are 4 Ps:
Product: The term "product" refers to the actual good or service being sold, including its appearance, functionality, and features.
Price: This is the cost of buying the good or service from the client. Pricing must be done so that it is both lucrative for the company and appealing to the client.
Promotion: This describes the strategies utilized to reach out to the target market and communicate about the good or service. This covers sales promotions, public relations, advertising, and personal selling (Katsikari et al., 2020).
Place: This refers to the strategies employed to reach the target market with the product or service.
The marketing mix is essential to a restaurant's marketing strategy since it specifies how the business will present itself to potential customers, develop a distinctive value proposition, and set itself apart from rivals.
Product: The marketing plan will change depending on the sort of restaurant and the target market. For instance, a fine-dining establishment would emphasise its food and service calibre. In contrast, a fast-food establishment might emphasise the efficiency and convenience of its service.
Price: A restaurant's price policy will impact its marketing plan.
Place: The restaurant's location and the method of product distribution are determined by the distribution component of the marketing mix.
Promotion: Depending on the target market and the restaurant's overall marketing plan, a specific promotion style may be used (Nikbin et al., 2022).
[bookmark: _Toc127984947]Cash Flow for the next 12 months of the restaurant 
The funding has come from the bank and taken a loan of 10,000.  Below will is the cash flow for the next 12 months. 

	 
	January
	February
	March
	April
	May
	June
	July
	August
	September
	October
	November
	December

	 
	£
	£
	£
	£
	£
	£
	£
	£
	£
	£
	£
	£

	INCOME
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Sales
	500 
	600 
	1,200 
	1,500 
	1,800 
	2,500 
	3,000 
	3,200 
	3,500 
	4,000 
	4,500 
	5,000 

	Bank Interest
	0 
	476 
	427 
	389 
	352 
	320 
	302 
	293 
	279 
	269 
	270 
	281 

	One-off Income
	5,000 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Loan
	10,000 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Grant
	10,000 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Total Income
	25,500 
	1,076 
	1,627 
	1,889 
	2,152 
	2,820 
	3,302 
	3,493 
	3,779 
	4,269 
	4,770 
	5,281 

	EXPENDITURE
	
	
	
	
	
	
	
	
	
	
	
	 

	Rent
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 
	300 

	Insurance
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 
	100 

	Rates
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	Utilities
	400 
	400 
	400 
	600 
	600 
	600 
	600 
	600 
	600 
	600 
	600 
	600 

	Overdraft Charges
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	Loan Repayments
	0 
	833 
	833 
	833 
	833 
	833 
	833 
	833 
	833 
	833 
	833 
	833 

	Loan Interest
	0 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 
	1,000 

	Salary 
	500 
	500 
	500 
	500 
	500 
	500 
	500 
	1,000 
	1,000 
	1,000 
	1,000 
	1,300 

	Vehicle charges
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	Advertising
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 
	400 

	Wages
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 
	0 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Total Expenditure
	1,700 
	3,533 
	3,533 
	3,733 
	3,733 
	3,733 
	3,733 
	4,233 
	4,233 
	4,233 
	4,233 
	4,533 

	 
	
	
	
	
	
	
	
	
	
	
	
	 

	Opening Bank Balance
	0 
	23,800 
	21,343 
	19,436 
	17,592 
	16,010 
	15,097 
	14,666 
	13,926 
	13,471 
	13,507 
	14,044 

	Net Cash Flow
	23,800 
	-2,457 
	-1,906 
	-1,845 
	-1,582 
	-913 
	-431 
	-740 
	-455 
	36 
	537 
	748 

	Closing Balance
	23,800 
	21,343 
	19,436 
	17,592 
	16,010 
	15,097 
	14,666 
	13,926 
	13,471 
	13,507 
	14,044 
	14,791 


(Magerakis,2020).

Business Financial Strategy and Risk 
Start-up Cost 
	Start-up Cost 

	Amount 

	Rent and leases 
	3600

	Salary and wages 
	8800

	utilities
	6600

	Advertising 
	4800

	Insurance 
	1200

	Total start-up cost 
	25000


( Garcia, Torrecillas and Rambaud, 2020)

[bookmark: _Toc127984948]Conclusion
This business plan discusses the notion of a business and covers the fundamental ideas of a business plan. It covers the business idea's legal structure. It focuses on business theory and strategy as they relate to business management. Target market, customer reach, SWOT analysis, and PESTEL analysis of the company are just a few of the topics that have been covered.
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