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1. EXECUTIVE SUMMARY
Seaside Delights Bistro, located at 214 Terminus Road, Eastbourne, is poised to establish itself as a top-notch dining establishment, providing a diverse menu featuring fresh seafood, classic British dishes, and Italian-influenced cuisine. In addition to dining, the bistro will offer distinctive culinary experiences through cooking classes, subscription boxes, and private event catering to meet the increasing desire for immersive dining experiences.

The market potential is substantial, encompassing residents searching for exceptional dining experiences, tourists seeking genuine local cuisine, and food enthusiasts interested in cooking and gourmet food. The bistro's potential for success is enhanced by Eastbourne's lively tourism scene and supportive local community.

Seaside Delights Bistro sets itself apart from competitors like Harry Ramsden's and Bistro Pierre by prioritising fresh, locally sourced ingredients, creating a warm and inviting atmosphere, and providing unique features like cooking classes and subscription services. These components are specifically crafted to establish a remarkable dining encounter and cultivate customer allegiance.

The financial projections for the first year estimate a total income of £ 561,000, with expenses totalling £407.716, resulting in a projected profit of £153.284. The initial funding consists of £40,000 contributed by the founders as capital and a £25,000 loan obtained to cover the expenses of starting up. Primary expenditures include the cost of leasing, employee salaries, utilities, advertising, and top-notch culinary equipment.

Seaside Delights Bistro's immediate goals are to build a robust clientele, attain exceptional customer satisfaction, and secure financial stability. With its distinctive combination of culinary options and focus on customer satisfaction, the bistro is positioned to establish itself as a popular dining destination in Eastbourne. Its outstanding cuisine and immersive culinary encounters will attract both residents and tourists.


2. THE BUSINESS IDEA

2.1 The Product/Service
Company Name: 
Seaside Delights Bistro
Location: 
214 Terminus Road, Eastbourne, BN21 3DF
Industry: 
Hospitality and Food Service
Business Description: 
Seaside Delights Bistro will serve seafood dishes, traditional British meals, and Italian-inspired cuisine. The bistro will also offer cooking classes, subscription boxes, and private event catering.
Features and Benefits: 
The bistro provides fresh, locally sourced ingredients, a welcoming atmosphere, and unique dining experiences through cooking classes and private events.
Value Proposition: 
High-quality, fresh seafood and traditional dishes in a cosy setting, complemented by unique culinary experiences and seasonal catering services.


2.2 SWOT Analysis Summary

Strengths: Prime location, diverse menu, unique culinary experiences, and locally sourced ingredients.
Weaknesses: Seasonal operation and dependency on local suppliers.
Opportunities: Growing interest in cooking classes and subscription boxes, potential for private event hosting.
Threats: Competition from established local restaurants, and seasonal fluctuations in customer demand. (see Appendix A)


3. THE TEAM

3.1   Key Personnel

Name and Company Position: SEGRECKI MARCIN PATRYK

Skills and Experience:  Experienced in restaurant management, responsible for overall operations and customer service.

Role and Responsibilities: Manager



Name and Company Position: VARLAN IOANA ALEXANDRA

Skills and Experience: Skilled in food and beverage management and oversees menu development and supplier relationships.

Role and Responsibilities: Deputy Manager and Food & Beverage



Name and Company Position: BUMB MIHAELA

Skills and Experience: Waiter

Role and Responsibilities: Experienced in customer service, responsible for front-of-house operations and customer interactions.



Name and Company Position: STEFAN LUCIAN

Skills and Experience: Expert in culinary arts, responsible for kitchen operations and menu execution.

Role and Responsibilities: Chef



Name and Company Position: Additional Staff

Skills and Experience: 

Role and Responsibilities: Support kitchen operations and dishwashing.




3.2  Skills Gaps & Key Partners

3.2.1 Additional Staff Requirements (Roles and Responsibilities):


Kitchen Assistant and Dishwasher
Role: Assist the chef with food preparation and basic cooking tasks and maintain cleanliness of dishes, utensils, and kitchen equipment.
Skills Gap: Reduces the workload of the chef, improves kitchen efficiency, ensures a clean and sanitary kitchen environment, and is critical for health and safety standards.

3.2.2 Training and Development:

Cooking Techniques Training:
· Provided by Local culinary schools or training organisations focusing on advanced cooking techniques, new recipes, and food safety practices.
· Estimated at £300 per session.
· Partner: One Training

Customer Service Training:
· Training on customer interaction, service excellence, and complaint handling is provided by Hospitality training 
· Estimated at £200 per session.
· Partner: Hospitality Training Organization


3.2.3  Outsourced Support / Key Partners:

Fresh Ingredients Supplier:
· Partner: Riverford Organic Farmers
· Service: Supply of fresh, organic vegetables and fruits.
· Cost: Varies based on order volume.
· Partner: Riverford Organic Farmers
Seafood Supplier:
· Partner: Southern Head Fishing
· Service: Supply of fresh seafood.
· Cost: Varies based on order volume.
· Partner: Southern Head Fishing
Kitchen Equipment Maintenance:
· Partner: Elite Food Service Design
· Service: Maintenance and sustainable design of kitchen equipment.
· Cost: Estimated at £500 per maintenance visit.
· Partner: Elite Food Service Design
Staff Uniforms:
· Partner: Kylemark
· Service: Supply of hospitality and catering staff uniforms.
· Cost: Varies based on quantity and customisation.
· Partner: Kylemark
Food Service Supplier:
· Partner: Watts Farms
· Service: Supply of food service products.
· Cost: Varies based on order volume.
· Partner: Watts Farms
Wine Supplier:
· Partner: Enotria&Coe
· Service: Supply of wines and spirits.
· Cost: Varies based on order volume.
· Partner: Enotria&Coe
Banking and Financial Services:
· Partner: Lloyds Bank
· Service: Business banking and potential funding options.
· Cost: No monthly fee for the first 12 months, £8.50 per month thereafter.
· Partner: Lloyds Bank
Catering Equipment Supplier:
· Partner: South Coast Catering
· Service: Supply and maintenance of catering equipment.
· Cost: Varies based on equipment.
· Partner: South Coast Catering


4. MARKET RESEARCH

4.1  Market Information, Trends and External Factors
Market Trends:
Increasing Demand for Locally Sourced and Fresh Ingredients:
The trend towards locally sourced and fresh ingredients is driven by consumers' growing awareness of health, sustainability, and support for local economies. Studies show that consumers prefer restaurants that use locally produced ingredients, which they perceive as fresher and healthier (Thomas & Cha, 2020), (Lillywhite & Simonsen, 2014).
Restaurants that emphasise local sourcing often see a positive "halo effect," where consumers attribute additional positive qualities to the restaurant, such as being more environmentally friendly and offering healthier food options (Bacig & Young, 2019).
Growing Interest in Unique Dining Experiences:
Consumers increasingly seek unique dining experiences like farm-to-table dining and interactive cooking classes. These experiences enhance customer satisfaction and loyalty by offering something beyond just food consumption (Deere & Royce, 2019), (Boyce, 2013).
External Factors:
Economic Conditions Affecting Disposable Income:
The economic environment significantly impacts consumer spending in the hospitality industry. Economic stability in a region can increase disposable income, leading to higher spending on dining out (Banerjee, 2021).
Conversely, economic downturns can reduce consumer spending on non-essential activities, such as dining out, affecting restaurant revenues.
Regulatory Changes Impacting the Hospitality Industry:
Regulatory changes, including health and safety regulations, labor laws, and food sourcing guidelines, can impact operational costs and practices within the hospitality industry (Stoyko & Sherstiuk, 2023). (see Appendix C)
PEST Analysis 
Economic Stability in the Region:
Economic stability in Eastbourne supports consumer spending on dining and leisure activities. This stability provides a favourable environment for the restaurant industry to thrive.
Social Trends Favoring Local and Sustainable Food Options:
There is a strong social trend towards supporting local food systems and sustainable practices. Consumers are increasingly interested in where their food comes from and the environmental impact of their consumption choices.
These market trends and external factors highlight the importance of leveraging local sourcing and unique dining experiences to attract and retain customers while effectively navigating economic and regulatory landscapes.


4.2  Customer Profiles
Profile 1: Local Residents Seeking High-Quality Dining Experiences
Demographics:
· Age: 30-60 years
· Income Level: Middle to high-income
· Occupation: Professionals, business owners, retirees
· Location: Residents of Eastbourne and surrounding areas
Likes and Habits:
· Preference for high-quality, fresh, and locally sourced food.
· Enjoy dining out as a regular leisure activity.
· Value ambience and excellent customer service.
· Likely to dine out on weekends, special occasions, and after work.
Behavior:
· Frequently visit local restaurants and are willing to pay a premium for quality.
· Appreciate a varied menu with gourmet and traditional options.
· Look for unique dining experiences and seasonal menus.
· Engage in word-of-mouth recommendations and online reviews.

Profile 2: Tourists Looking for Authentic Local Cuisine
Demographics:
· Age: 25-50 years
· Income Level: Varied, typically middle-income
· Occupation: Diverse, including professionals, tourists, and families
· Location: Domestic and international tourists visiting Eastbourne
Likes and Habits:
· Seek authentic local cuisine to experience the region’s culture.
· Interested in well-reviewed and recommended dining spots.
· Prefer dining at places that offer a sense of the local community and heritage.
· Often plan their dining experiences based on travel guides and reviews.
Behavior:
· Likely to visit during peak tourist seasons and holidays.
· Use travel apps and websites to find highly-rated restaurants.
· Look for restaurants that provide a memorable dining experience.
· May share their dining experiences on social media and travel review platforms.
Profile 3: Food Enthusiasts Interested in Cooking Classes and Subscription Boxes
Demographics:
· Age: 25-45 years
· Income Level: Middle to high-income
· Occupation: Professionals, food bloggers, culinary students
· Location: Local and nearby regions, including those willing to travel for classes
Likes and Habits:
· Passionate about food and cooking.
· Enjoy learning new culinary skills and experimenting with recipes.
· Value high-quality ingredients and unique culinary products.
· Likely to subscribe to food-related services and follow food trends.
Behavior:
· Participate in cooking classes and food workshops regularly.
· Purchase subscription boxes to try new recipes and ingredients at home.
· Follow food blogs, attend food festivals, and are active in culinary communities.
· Share their culinary experiences on social media and through blogs.
Target Audience for Seaside Delights Bistro
Seaside Delights Bistro aims to cater to a diverse customer base with distinct preferences and behaviors. By focusing on these three customer profiles, the bistro can create targeted marketing strategies and tailor its offerings to meet the specific needs of each group. Residents will appreciate the high-quality dining experiences, tourists will seek authentic local cuisine, and food enthusiasts will be drawn to the unique cooking classes and subscription services. Understanding these profiles helps provide exceptional service and create a loyal customer base. (see Appendix D)

4.3  Competitor Profiles
Harry Ramsden's
Differences to Seaside Delights Bistro:
· Focuses on seafood and traditional British dishes, whereas Seaside Delights offers a mix of seafood, traditional British dishes, and Italian-inspired cuisine.
· Established brand with a long history and strong reputation in Eastbourne.
Strengths:
· Strong brand recognition and loyal customer base.
· Extensive menu featuring classic British dishes.
· Well-established marketing and operational systems.
Weaknesses:
· May be perceived as less innovative due to its traditional focus.
· Larger size could lead to less personalised customer service.
· Higher prices could deter budget-conscious customers.
Competition Strategy:
· Emphasize the unique combination of seafood, traditional, and Italian dishes.
· Offer seasonal and locally sourced ingredients to attract health-conscious customers.
· Create a cosy and personalised dining experience to differentiate from the larger, more commercial atmosphere of Harry Ramsden's.
USP and Competitive Edge:
· Unique culinary experiences like cooking classes and subscription boxes.
· Focus on fresh, locally sourced ingredients.
· Intimate and cosy atmosphere with personalised service.
Bistro Pierre
Differences to Seaside Delights Bistro:
· Specializes in classic French cuisine with a sophisticated and elegant dining atmosphere.
· Higher emphasis on fine dining and French culinary traditions.
Strengths:
· Elegant and refined dining experience.
· Strong reputation for high-quality French cuisine.
· Attracts a diverse clientele seeking upscale dining.
Weaknesses:
· Higher price point may limit customer base.
· Limited to French cuisine, which may not appeal to all customers.
· Formal dining experience may not attract casual diners.
Competition Strategy:
· Highlight the diversity of the menu, offering both sophisticated and casual dining options.
· Maintain competitive pricing while ensuring high quality.
· Promote unique dining experiences and flexible options to attract casual and upscale customers.
USP and Competitive Edge:
· Diverse menu catering to different tastes and occasions.
· Combination of traditional British, seafood, and Italian dishes.
· Unique experiences such as cooking classes and event hosting.
Rosticks
Differences to Seaside Delights Bistro:
· Focuses on a casual and friendly dining experience with sandwiches, salads, and seafood.
· More laid-back and informal atmosphere compared to Seaside Delights.
Strengths:
· Casual and welcoming atmosphere.
· Affordable pricing and quick service.
· Popular for casual dining and quick bites.
Weaknesses:
· Limited menu focusing primarily on sandwiches and salads.
· Casual dining might not appeal to customers looking for a more upscale experience.
· Less emphasis on unique culinary experiences or high-quality ingredients.
Competition Strategy:
· Emphasize the quality and variety of menu options, including gourmet and traditional dishes.
· Highlight the unique and intimate dining atmosphere.
· Offer additional services like cooking classes and private event catering to attract a broader customer base.
USP and Competitive Edge:
· High-quality, locally sourced ingredients.
· Unique combination of casual and upscale dining options.
· Additional offerings such as subscription boxes and cooking classes to enhance customer engagement and loyalty.
Seaside Delights Bistro aims to differentiate itself from competitors by offering a unique blend of high-quality seafood, traditional British dishes, and Italian-inspired cuisine made with fresh, locally sourced ingredients. The bistro's focus on providing unique culinary experiences, such as cooking classes, subscription boxes, and a cosy and personalised dining atmosphere, provides a distinct competitive edge. By understanding and leveraging the strengths and weaknesses of competitors like Harry Ramsden's, Bistro Pierre, and Rosticks, Seaside Delights Bistro can position itself as a versatile and innovative dining destination in Eastbourne.


5. MARKETING PLAN

5.1  Price

Competitive Pricing
Seaside Delights Bistro is committed to striking the perfect balance between quality and affordability. By setting competitive prices, the bistro ensures that it remains accessible to a broad customer base, providing reassurance that high quality doesn't have to come at a high price.
Quality and Affordability:
· Quality: The prices reflect our dishes' high-quality, fresh, and locally sourced ingredients. This ensures customers feel they are getting value for their money.
· Affordability: While the prices are competitive, the restaurant is structured to provide affordable options for various budgets without compromising the dining experience.


Comparison to Competitors:
· Harry Ramsden's: Known for higher prices due to its established brand and extensive menu. Seaside Delights offers a more affordable option with equally high-quality food.
· Bistro Pierre: Due to its fine dining experience, Bistro Pierre typically has a higher price point. Seaside Delights offers casual and upscale dining at more accessible prices.
· Rosticks: Offers lower-priced casual dining options. Seaside Delights competes by offering a wider variety of dishes and unique culinary experiences at slightly higher, yet still competitive prices. (see Appendix E)



5.2  Product
Aesthetics:
Seaside Delights Bistro will emphasise a cosy, nautical theme to create a welcoming and relaxed dining atmosphere. The decor will combine elegant yet casual elements to appeal to a broad audience, including locals and tourists. Here are some key features:
Interior Design:
· Color Scheme: Soft blues, whites, and sandy beige tones to evoke a coastal feel.
· Materials: High-quality materials like natural wood for furniture and fixtures, complemented by soft textiles for comfort.
· Decor Elements: To reinforce the theme, nautical accents such as ropes, anchors, and maritime artwork.
Furniture and Table Settings:
· Dining Setup:
· 2 large tables with 4 seats each.
· 4 tables with 2 seats each.
· 4 tables with 2 seats each on the terrace for outdoor dining.
· Table Settings: High-quality tableware, including porcelain dishes, stainless steel cutlery, and linen napkins.
· Lighting: Warm, ambient lighting with a mix of pendant lights and wall sconces to create a cosy atmosphere.
Branding:
Creating a strong brand identity is crucial for Seaside Delights Bistro to stand out in a competitive market. The branding will reflect the fresh, local, and high-quality nature of the bistro.
· Logo Design:
· Concept: A stylish, nautical-themed logo featuring elements like waves, anchors, or a lighthouse.
· Colors: Use the primary colours from the interior design – soft blues and whites – to maintain consistency.
Packaging:
· Takeaway Boxes: Use eco-friendly packaging with the bistro's logo and colours. Emphasise the use of sustainable materials.
· Subscription Boxes: Designed to reflect the premium quality of the contents, with compartments for fresh ingredients and recipe cards.
Marketing Materials:
· Menus: Elegant, easy-to-read menus with a clean layout and nautical elements.
· Business Cards: Simple yet stylish, featuring the logo, colour scheme, and contact information.
· Website and social media: A cohesive online presence with professional photography, consistent branding, and engaging content about the bistro's offerings and events.

5.3  Placement

Offline Sales:
1. On-Site Dining:
Location: 214 Terminus Road, Eastbourne, BN21 3DF.
Customers can enjoy their meals in the cosy, nautical-themed dining area. The bistro will have indoor seating with 2 large tables (4 seats each) and 4 smaller tables (2 seats each), plus 4 tables (2 seats each) on the terrace for outdoor dining.
2. Takeaway Services:
Customers can order in person and take their meals to go. The bistro will use eco-friendly packaging that maintains food quality during transport.
3. Private Event Catering:
Available for local events, including weddings, corporate functions, and private parties. Customisable menus featuring seasonal, locally sourced ingredients.

Online Sales:
Website:
· The bistro’s website will feature an online ordering system for takeaway and delivery services. Customers can browse the menu, place orders, and schedule delivery or pick-up times.
· How: Customers visit www.seasidedelightsbistro.co.uk to order a Seafood Risotto for home delivery.
Subscription Boxes:
· The website will offer monthly subscription boxes containing fresh ingredients and recipes. Customers can sign up for a service that delivers these boxes directly to their homes.
· How: A customer subscribes to a monthly box that includes all ingredients needed for a gourmet seafood dinner, complete with detailed cooking instructions.
Third-Party Delivery Platforms:
· Partnering with popular food delivery apps (e.g., Deliveroo, Uber Eats, Just Eat) to reach a wider customer base. These platforms will feature the bistro’s full menu, allowing customers to order for home delivery.
· How: A tourist in Eastbourne uses Deliveroo to order a Grilled Salmon Fillet with Lemon Caper Sauce from Seaside Delights Bistro.
Distribution and Delivery:
In-House Delivery Service:
· The bistro will employ delivery personnel to handle local deliveries, ensuring food quality and timely service. This service will cover Eastbourne and nearby areas.
· How: A customer orders a family meal online, and the in-house delivery team ensures it arrives hot and fresh within 30 minutes.
Third-Party Delivery Services:
· Utilizing established food delivery apps to handle orders beyond the immediate local area. This expands the bistro's reach and convenience for customers.
· How: A busy professional orders lunch via Uber Eats, selecting a Shrimp Cocktail and Margherita Pizza to be delivered to their office.


Event Catering:
· Catering services will include delivery and setup at event locations, ensuring that food is served at the optimal temperature and presentation.
· How: A local company hires Seaside Delights Bistro to cater their annual meeting, with the bistro team delivering and setting up a buffet of freshly prepared dishes.
By implementing these placement strategies, Seaside Delights Bistro ensures that its products and services are accessible to a broad range of customers, locally and beyond, while maintaining high quality and customer service standards.

5.4 Promotion
Digital Advertising:
Social Media Marketing:
Platforms: Facebook, Instagram, Twitter.
Strategy:
· Content: Regular posts featuring high-quality images and videos of dishes, behind-the-scenes content, chef profiles, customer testimonials, and special events.
· Engagement: Interactive posts, such as polls, Q&A sessions, and live cooking demonstrations.
Examples:
· Hosting an Instagram contest in which followers share their dining experience at Seaside Delights using a specific hashtag for a chance to win a free meal.
· Posting a Facebook live video of a cooking class, encouraging viewers to comment and ask questions in real-time
· .
Google Ads:
Strategy:
1. Search Ads: Targeting keywords related to dining in Eastbourne, seafood restaurants, and cooking classes.
2. Display Ads: Visually appealing ads are shown on websites relevant to food, travel, and local events.
Examples:
· Running a search ad campaign targeting tourists looking for restaurants in Eastbourne.
· Creating display ads that showcase the bistro’s signature dishes and promote online ordering.
Email Marketing:
Strategy:
· Newsletter: Monthly emails with updates on new menu items, upcoming events, special offers, and cooking tips.
· Personalised Offers: Sending subscribers special birthday discounts, loyalty rewards, and exclusive promotions.
Examples:
· A newsletter featuring a seasonal recipe and an invitation to the next cooking class.
· Emailing a personalised discount code to customers who haven’t visited.
Website Optimization and SEO:
Strategy:
· Content: Regularly updated blog posts about local food trends, recipes, and behind-the-scenes stories.
· SEO: Optimizing the website for search engines by using relevant keywords, improving site speed, and ensuring mobile friendliness.
Examples:
· I'm writing a blog post about the benefits of locally sourced ingredients and how Seaside Delights incorporates them into the menu.
· Ensuring the website appears in the top search results for queries like “best seafood restaurant in Eastbourne.”
Traditional Advertising:
Local Newspaper and Magazine Ads:
Strategy:
· Print Ads: Placing ads in local newspapers and lifestyle magazines to reach residents and tourists.
· Press Releases: Sending press releases to local media about new menu launches, special events, and community involvement.
Examples:
· A full-page ad in the Eastbourne Herald promoting the grand opening of the bistro.
· A press release about a charity event hosted by Seaside Delights, covered by a local magazine.
Flyers and Posters:
Strategy:
· Handing out flyers in high-traffic areas and placing posters in local businesses, hotels, and tourist spots.
· Eye-catching designs with clear information about special offers, cooking classes, and contact details.
Examples:
· Distributing flyers at local markets and festivals promoting the bistro’s monthly subscription boxes.
· Posting advertisements in nearby hotels to attract tourists.
Local Radio and TV Ads:
Strategy:
· Radio Spots: Creating engaging radio ads to air during peak hours.
· TV Commercials: Produce short commercials showcasing the bistro’s ambience, menu, and unique offerings.
Examples:
· A radio ad highlighting a special weekend seafood platter offer.
· A TV commercial featuring testimonials from satisfied customers and clips from a live cooking class.
Creating Relationships with Customers and Encouraging Feedback and Loyalty:
Loyalty Programs:
Strategy: Implement a loyalty program where customers earn points for each visit or purchase, redeemable for discounts or free items.
Examples:
· A digital loyalty card where customers receive a free meal after ten visits.
· Exclusive invites to special events for loyalty program members.
Customer Feedback:
Strategy: Encourage customers to provide feedback through online surveys, comment cards, and social media.


Examples:
· Offering a discount on their next meal for completing an online feedback survey.
· Creating a hashtag for customers to share their experiences and feedback on social media.
Community Engagement:
Strategy: Participate in local events, sponsor community activities, and collaborate with local businesses.
Examples:
· Hosting a booth at the Eastbourne food festival showcasing popular dishes.
· Partnering with local farmers for a farm-to-table event highlighting locally sourced ingredients.
By combining these digital and traditional advertising strategies, Seaside Delights Bistro aims to build strong customer relationships, increase brand awareness, and drive new and repeat business. These efforts will ensure the bistro stands out in the competitive Eastbourne dining scene and fosters a loyal customer base.


6.  KEY RESOURCES

6.1  Premises
Space Needs:
1. Dining Area:
· Details: The main dining area will be designed to accommodate 2 large tables with 4 seats each, 4 tables with 2 seats each, and an outdoor terrace with 4 tables of 2 seats each.
· Purpose: Providing a cosy, intimate dining experience for guests.
· Size: 940 sq ft.
2. Kitchen:
· Details: A fully equipped kitchen to handle food preparation for both the dining service and cooking classes.
· Purpose: Ensuring efficient and high-quality meal preparation.
· Equipment: Stoves, ovens, refrigeration units, and ample counter space.
3. Administrative Office:
· Details: A small office space for administrative tasks such as bookkeeping, scheduling, and staff meetings.
· Purpose: Supporting the operational and managerial needs of the bistro.
4. Storage:
· Details: Storage areas for dry goods, fresh produce, and cleaning supplies.
· Purpose: Ensuring adequate space to store ingredients and supplies, maintaining organisation and efficiency.
5. Multi-Purpose Room:
· Details: A flexible space that can be used for cooking classes during non-operational hours and for private events.
· Purpose: Generating additional revenue through diverse service offerings.
Ideal Location:
· Location: 214 Terminus Road, Eastbourne, BN21 3DF.
· Details: This central location provides high visibility and foot traffic from locals and tourists. It is also a council property, making it exempt from council tax.
· Rent: £15,000 per year.
· Business Rates: Exempt from council tax due to council property status.
Cost Considerations:
The location is a council property, so we are exempt from paying council tax because of the Small Business Rate Relief (Small Business Rate Relief - GOV.UK​; Types of Business Rates Relief - GOV.UK​)





6.2 Equipment
Essential Equipment and Tools:
Kitchen Equipment: costs range from £10,000 to £50,000.
· Stoves and Ovens: High-quality stoves and ovens 
· Refrigeration Units: 
· Cooking Utensils: pots, pans, knives, and other utensils 
· Dishwashers 
Dining Area Fixtures and Fittings:
· Tables and Chairs: Total: £2,300
· Tableware: High-quality plates, cutlery, glasses, and napkins. Total: £2,300
· Lighting: Ambient lighting. Total: £1,000
Technology:
· Point of Sale (POS) System: Total Estimate: £1,500
· Website and Online Ordering System: reservations, online orders, and subscription services. Total: £1,400
· Wi-Fi: internet access for customers and operations. Total: £900
Administrative Tools: 
· Computers and Software: bookkeeping, scheduling, customer relationship management (CRM). Total: £2,300
· Office Furniture: Desks, chairs, and storage for the administrative office. Total: £800

6.3  Key Suppliers
1. Fresh Ingredients:
· Riverford Organic Farmers:
· Products: Fresh, organic vegetables and fruits.
· Cost: Approximately £20-£50 per box.
· Supplier: Riverford Organic Farmers
· Southern Head Fishing:
· Products: Fresh seafood.
· Cost: Approximately £10-£25 per kilogram.
· Supplier: Southern Head Fishing
· Watts Farms:
· Products: Food service products and supplies.
· Cost: Approximately £100-£500 per order.
· Supplier: Watts Farms
2. Kitchen Design and Equipment:
· Elite Food Service Design:
· Products: Sustainable kitchen design and equipment.
· Cost: Initial setup costs range from £10,000 to £50,000.
· Supplier: Elite Food Service Design
3. Staff Uniforms:
· Kylemark:
· Products: Hospitality and catering staff uniforms.
· Cost: Approximately £30-£50 per uniform.
· Supplier: Kylemark
4. Training and Development:
· One Training:
· Products: Culinary and hospitality training courses.
· Cost: Approximately £300 per session.
· Supplier: One Training
5. Wine and Beverages:
· Enotria&Coe:
· Products: Wide selection of wines and spirits.
· Cost: Approximately £5-£30 per bottle.
· Supplier: Enotria&Coe
6. Utilities:
· Water Supplier:
· Products: Water supply services.
· Cost: Approximately £50-£100 per month.
· Supplier: Water Bills
7. Banking and Financial Services:
· Lloyds Bank:
· Products: Business banking services 
· Cost: No monthly fee for the first 12 months, £8.50 per month thereafter.
· Supplier: Lloyds Bank Business Account
8. Catering Equipment:
· South Coast Catering:
· Products: Supply and maintenance of catering equipment.
· Cost: Initial setup costs range from £5,000 to £20,000.
· Supplier: South Coast Catering


7.  FINANCES AND START-UP SUPPORT


	EXPENDITURE
	Year 1 
£

	Company Registration
	100

	Rent/Rates
	15,000


	Staff Wages
	90.600

	Travel/Accomodation
	1,000

	Telephone (mobile)
	600

	Broadband
	816

	Utilities
	6000

	Marketing and materials 
	10,400

	Insurance
	2,000

	Capital Expenditure/Equipment
	30,000

	Training & Development
	300

	Accounting/Legal
	1,500

	Outside Services
	5,000

	Stock/Materials Purchases
	241.500

	Bank Charges (for POS)
	200

	Office Consumables 
	1,200

	Loans Repayments
	1500

	Total Expenditure
	£407.716     


	INCOME
	Year 1 
£

	Sales A ( bookings)
	486.000

	Sales B ( takeaway sale)
	INCLUDED IN SALES A

	Sales C (usage fees)
	INCLUDED IN SALES A

	Sales D (subscription box)
	9000

	Sale E (cooking classes)
	14000

	Sale F ( Hiring private events)
	5000

	Capital Introduced
	40,000

	Funding 
	0

	Loans/Borrowing
	25,000

	Total Income
	£ 561,000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	561,000

	Total Expenditure
	407,716

	
	

	Profit/Loss
	£153,284

	
	








See appendix F












7.1 	Financial Summary
Main Costs and Areas of Income
To provide the figures for the financial summary, we have considered various sections of the business plan, including The Team, Marketing Plan, and Key Resources. Here are the details:
Expenditure
1. Rent/Rates: £15,000
· Source: Property listing from Hunt Commercial.
· Annual cost for leasing the premises at 214 Terminus Road, Eastbourne, BN21 3DF.
2. Staff Wages: £90.600
· Based on hiring a Kitchen Assistant, Dishwasher, and part-time staff to cover operational hours.
· Competitive salaries in the hospitality industry for these roles.
3. Travel/Accommodation: £1,000
· Estimated costs for business-related travel and any accommodation needed for staff training or events.
4. Telephone (mobile): £600
· Mobile phone costs for business communications.
· Average monthly cost of £50.
5. Broadband: £816
· Annual broadband cost based on standard business packages.
6. Utilities: £6000
· Includes water, electricity, and gas.
· Monthly cost of £500.
7. Marketing and Materials: £10,400
· Includes online advertising, local advertising, SEO, social media marketing, branding materials, and content creation.
· Detailed breakdown from the Marketing Plan section.
8. Insurance: £2,000
· Estimated cost for comprehensive business insurance covering public liability, employer liability, and property insurance.
9. Capital Expenditure/Equipment: £30,000
· Initial setup cost for kitchen equipment, furniture, fixtures, and technology.
· Detailed in the Key Resources section, includes stoves, ovens, refrigeration units, tables, chairs, tableware, lighting, POS system, website development, and administrative tools.
10. Training & Development: £300
· Cost for one session of culinary and customer service training.
· Referenced in The Team section.
11. Accounting/Legal: £1,500
· Fees for accounting services and legal consultations.
12. Outside Services: £5,000
· Estimated cost for outsourced maintenance, pest control, and occasional consultancy services.
13. Stock/Materials Purchases: £241.500
· Initial stock of ingredients and materials.
· Partnerships with suppliers like Riverford Organic Farmers and Southern Head Fishing.
14. Bank Charges: £200
· Fees for business banking services with Lloyds Bank.
15. Office Consumables: £1,200
· Stationery and other office supplies.
· Monthly cost of £100.
16. Loans Repayments: £1,500
· Repayment for start-up loans with a fixed interest rate of 6% per annum on a £25,000 loan.
Income
1. Capital Introduced: £40,000
· Initial investment by the business owners or investors.
2. Sales A (Dine-in and takeaway sales): £486.000
· Expected revenue from regular dine-in and takeaway operations.
· Based on projected customer traffic and average spend per customer.
3. Sales D (Subscription box): £9000
· Income from monthly subscription boxes offering fresh ingredients and recipes.
· Estimated number of subscribers and subscription fee.
4. Sales E (Cooking classes): £14000
· Revenue from hosting cooking classes.
· Based on estimated attendance and class fees.
5. Sales F (Hiring private events): £5000
· Income from catering private events and hosting special functions.
· Estimated based on local demand and pricing.
6. Loans/Borrowing: £25,000
· Start-up loans obtained with a fixed interest rate of 6% per annum.
· To cover initial capital expenditure and setup costs. (see Appendix F)
Seaside Delights Bistro has strong potential for success in its first year. The projected total income is £561,000, with expenditures at £407.716 resulting in a projected profit of £153.284.
The bistro aligns with market demand for locally sourced, fresh ingredients and unique dining experiences. Its tailored offerings target residents, tourists, and food enthusiasts.
The bistro’s unique combination of traditional British, seafood, and Italian-inspired cuisine, plus additional offerings like cooking classes and subscription boxes, sets it apart from competitors.
With support from start-up loans and mentorship programs, Seaside Delights Bistro is financially stable and well-positioned to succeed. In conclusion, the bistro is a viable and promising venture with a strong potential for profitability in its first year.
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SWOT Analysis for Seaside Delights Bistro
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Strengths
1. Prime Location
· The bistro's location at 214 Terminus Road, Eastbourne, provides high visibility and accessibility to locals and tourists, enhancing foot traffic and customer base. This advantage is supported by research indicating that prime locations significantly boost customer retention and brand equity (Ahmed, 2019).
2. Diverse Menu
· Offering a wide variety of seafood, traditional British dishes, and Italian-inspired cuisine caters to diverse customer preferences, which can increase customer satisfaction and loyalty. Studies have shown that menu diversity positively impacts customer retention and loyalty (Javed et al., 2021).
3. Unique Culinary Experiences
· The bistro’s additional offerings, such as cooking classes and private event catering, provide unique experiences that differentiate it from competitors. This aligns with the findings that unique service offerings enhance customer satisfaction and competitive advantage (Liu & Mattila, 2015).
4. Locally Sourced Ingredients
· Using fresh, locally sourced ingredients supports local farmers and appeals to health-conscious consumers and those who value sustainability. Research highlights that consumers perceive locally sourced ingredients as higher quality and more trustworthy (Theis & Adams, 2019).
Weaknesses
1. Seasonal Operation
· Operating only from April to September limits revenue potential and may cause challenges in maintaining consistent staff and customer loyalty. Seasonal fluctuations can impact income stability and necessitate effective off-season strategies (Mun & Jang, 2018).
2. Dependency on Local Suppliers
· Relying heavily on local suppliers can lead to supply chain disruptions, especially in poor harvests or other local economic issues. This dependency may affect menu availability and cost stability (Wu et al., 2021).
Opportunities
1. Growing Interest in Cooking Classes and Subscription Boxes
· There is an increasing demand for experiential dining and cooking classes and subscription meal boxes, driven by consumer interest in culinary skills and convenience. Capitalising on these trends can create additional revenue streams (Sakowitz & Fuster, 2020).
2. Potential for Private Event Hosting
· Offering the venue for private events can attract corporate clients, families, and social groups, providing a significant opportunity to increase revenue during off-peak hours. This aligns with the trend of restaurants diversifying their offerings to include event spaces (Clemes, Gan, & Sriwongrat, 2013).
Threats
1. Competition from Established Local Restaurants
· Competing with well-established local restaurants like Harry Ramsden's, Bistro Pierre, and Rosticks presents a challenge in attracting and retaining customers. Established brands have strong customer loyalty and recognition (Parsa et al., 2015).
2. Seasonal Fluctuations in Customer Demand
· The tourist-driven nature of Eastbourne can lead to significant seasonal variations in customer numbers, impacting revenue stability. Effective marketing and promotions are needed to attract a steady flow of customers throughout the operational months (Yang & Mao, 2020).



Appendix B – PEST Analysis
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Political Factors:
1. Regulatory Changes:
· The restaurant industry is subject to various regulations, including health and safety standards, labour laws, and food sourcing guidelines. Compliance with these regulations is essential to avoid legal issues and ensure customer safety. Regulatory measures for food safety and hygiene, such as the HACCP system, are crucial in maintaining standards (Kamboj, 2020).
2. Government Support and Subsidies:
· Government initiatives and subsidies, especially those aimed at supporting local businesses and sustainable practices, can provide financial benefits and support for the restaurant. For example, the New Enterprise Allowance (NEA) scheme offers mentoring and financial support to new businesses (Aneesh et al., 2023).
Economic Factors:
1. Economic Stability:
· Economic stability in Eastbourne contributes to higher disposable income among residents, which in turn can increase spending on dining out. Economic conditions have a significant impact on consumer spending behavior in the hospitality industry (Schiff, 2015).
2. Consumer Spending and Disposable Income:
· The level of disposable income affects how much consumers are willing to spend on dining out. Economic downturns can lead to reduced spending, impacting the restaurant’s revenue. Conversely, economic growth can enhance spending on leisure and dining (Banerjee, 2021).
Social Factors:
1. Changing Consumer Preferences:
· There is a growing consumer preference for locally sourced and sustainable food options. This trend is driven by increased awareness of health, environmental, and ethical considerations. Consumers perceive locally sourced ingredients as fresher and more trustworthy (Thomas & Cha, 2020), (Lillywhite & Simonsen, 2014).
2. Demand for Unique Dining Experiences:
· Consumers are increasingly looking for unique dining experiences, such as farm-to-table concepts and interactive cooking classes. These experiences enhance customer satisfaction and loyalty by offering more than just a meal (Deere & Royce, 2019), (Boyce, 2013).
Technological Factors:
1. Advancements in Food Technology:
· Technological advancements in food preparation, storage, and hygiene can improve efficiency and safety in restaurant operations. Effective pest management programs, for instance, can prevent product loss and ensure high sanitary standards (Williams et al., 2015).
2. Digital Marketing and Online Presence:
· The use of digital marketing and maintaining a robust online presence is critical for attracting customers. Online advertising, social media engagement, and website optimisation can significantly enhance visibility and customer reach (Choe et al., 2020).

Appendix C 
Information on Market Trends:
The market trends were identified using various sources, including:
1. Industry Reports:
· Reports from food and beverage industry analysts and market research firms like Technomic, Nielsen, and IBISWorld provide up-to-date information on market trends and consumer preferences.
· Example: Trends showing an increasing demand for sustainable and locally sourced food options.
2. Trade Publications:
· Articles and publications from trade magazines such as Restaurant Business, Food & Wine, and Hospitality Technology offer insights into emerging trends, new technologies, and best practices in the industry.
· Example: Insights on the growing popularity of farm-to-table dining experiences and the integration of technology in restaurant operations.
3. Consumer Surveys:
· Data from consumer surveys conducted by organisations like Gallup, YouGov, and local chambers of commerce. These surveys capture consumer attitudes, spending habits, and preferences.
· Example: Survey results indicating a preference for unique dining experiences and the importance of social media in influencing dining choices.
4. Online Databases and Academic Journals:
· Accessing online databases like JSTOR, Google Scholar, and academic journals that publish research on hospitality management, consumer behaviour, and marketing.
· Example: Academic research on the impact of digital marketing strategies on restaurant performance.
Appendix D

Information on Customer Profiles and Target Audience:
The customer profiles and target audience for Seaside Delights Bistro were developed based on general market research and industry insights related to the restaurant and hospitality sector. Here's how the information was gathered:
1. Industry Reports and Market Research:
· Utilizing industry reports on dining trends, customer preferences, and market demographics. Reports from organizations like the National Restaurant Association, Statista, and Mintel provide valuable data on consumer behaviour and market trends.
· Example: Trends indicating a growing demand for locally sourced ingredients and unique dining experiences were derived from industry reports and articles.
2. Competitor Analysis:
· Analyzing the customer base and offerings of local competitors such as Harry Ramsden's, Bistro Pierre, and Rosticks. Understanding their strengths, weaknesses, and target demographics helped in identifying gaps and opportunities for Seaside Delights Bistro.
· Example: Identifying that Harry Ramsden's attracts customers looking for traditional British dishes, while Bistro Pierre caters to those seeking a refined dining experience.
3. Local Market Insights:
· Gathering information on the local demographic of Eastbourne, including residents and tourist profiles. Data from local tourism boards, city demographic reports, and local business associations provide insights into the population's age, income levels, and preferences.
· Example: Recognizing that Eastbourne has a mix of residents and tourists looking for authentic and high-quality dining options.
4. Academic Research:
· Reviewing academic papers and studies on consumer behaviour in the hospitality industry. Research articles on topics like the impact of social media on restaurant marketing, customer engagement strategies, and the effectiveness of loyalty programs provide evidence-based insights.
· Example: Studies highlighting the effectiveness of social media marketing and loyalty programs in building customer relationships and encouraging repeat business.
Appendix E
Seaside Delights Bistro Menu - Price List
Starters
· Shrimp Cocktail - £8.99
· Grilled Lobster with Garlic Butter Sauce - £14.99
· Crispy Calamari with Olive Dip - £9.99
Main Courses
· Grilled Lobster with Fresh Herbs and Butter - £29.99
· Grilled Salmon Fillet with Lemon Caper Sauce - £18.99
· Shrimp Skewers with Grilled Vegetables - £21.99
· Seafood Pizza - £12.99
· Seafood Risotto - £16.99
Kids Menu
· Chicken Nuggets with French Fries and Ketchup - £6.99
· Mini Pizza with Choice of 3 Toppings - £5.99
· Penne Pasta with Tomato Sauce and Parmesan Cheese - £7.99
Pastas
· Spaghetti Carbonara with Bacon and Egg - £11.99
· Penne Arrabbiata with Tomato, Garlic, and Chili Pepper Sauce - £9.99
· Tagliatelle with Seafood and White Wine Sauce - £15.99
Pizzas
· Margherita Pizza - £8.99
· Quattro Stagioni Pizza - £10.99
· Prosciutto e Funghi Pizza - £11.99
Side Dishes
· Baked Potatoes with Sour Cream and Chives - £4.99
· Caesar Salad with Croutons and Caesar Dressing - £5.99
· Basmati Rice with Basil and Parmesan - £3.99
Desserts
· Chocolate Cake with Caramel Sauce - £6.99
· Classic Tiramisu with Cocoa and Mascarpone - £5.99
· Lemon Sorbet with Fresh Mint Leaves - £4.99
Drinks
· Selection of White and Red Wines - from £18.99
· Draught Beer and Bottled Beer - from £3.99
· Fresh Fruit Juices and Natural Juices - £2.99
· Still Water and Tonic Water - £1.99


Appendix D
Design and Branding Mock-Ups
Interior Design Mock-Up:
[image: Maritime Themed Restaurant with Oceanic Interior | AI Art Generator |  Easy-Peasy.AI] 
https://easy-peasy.ai/ai-image-generator/images/nautical-themed-restaurant-azure-hues-antique-decor 
Logo Design:
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Takeaway Box and Subscription Box Design:
[image: A box with a picture of a ship
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These aesthetics and branding elements will help create a memorable and appealing customer experience, reinforcing the bistro's identity as a high-quality, locally focused dining destination.
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Business Cards:
[image: A pencil and paper clips and business cards

Description automatically generated]

Website :[image: A fish tail on a marble surface

Description automatically generated][image: A close-up of a restaurant

Description automatically generated][image: A menu with a fish and a fish in the sky

Description automatically generated with medium confidence]




Appendix F















Appendix G – Copy of Pitch Supporting Material
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                                                   PEST Analysis Political • Local and national regulations • Government grants and support • Economic climate (inflation, unemployment) • Disposable income levels • Demographic trends • Lifestyle changes (healthy eating, sustainability) • Adoption of new technologies (online ordering, mobile payments) • Impact of digital marketing strategies Social Economic Technological
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                                                            Customer Profiles             Profile 1 Residents seeking high - quality dining experiences. Profile 2 Tourists looking for authentic local cuisine. Profile 3 Food enthusiasts interested in cooking classes and subscription boxes
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                                           Competitors  01 Popular for seafood and traditional British dishes.  02 Renowned for classic French cuisine and elegant atmosphere.  03 Known for a casual and friendly dining experience with a focus on sandwiches, salads, and seafood. Harry Ramsden's Bistro Pierre Rosticks
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                                                                  Pricing Strategy Competitive pricing to appeal to both locals and tourists, balancing quality and affordability.         
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                                                                  Product            • Aesthetics : cozy, nautical theme with elegant yet casual decor. Use of high - quality materials for furniture and table settings. • Branding : strong brand identity that reflects the fresh, local, and high - quality nature of the bistro.
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                                             Placement and Promotion Awareness Use a mix of digital marketing (Google Ads, Facebook Ads) and local advertising (flyers, newspaper ads). Distribution Channels On - site dining, takeaways, and online sales for subscription boxes. Utilize local delivery services for catering. Advertising Budget Allocate approximately £3,000 annually for online advertising and £2,000 for local advertising. Customer Relationships Offer loyalty programs and encourage customer feedback through social media and online platforms.     
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                                           Premises  01 2 large tables (4 seats each), 4 tables (2 seats each), outdoor terrace with 4 tables (2 seats each)  02 Fully equipped for dining service and cooking classes Equipment: Stoves, ovens, refrigeration, counter space  03 Small office for bookkeeping, scheduling, staff meetings  04 For dry goods, fresh produce, cleaning supplies Dining Area Kitchen Administrative Office Storage For cooking classes, private events Multi - Purpose Room  05 Eastbourne, BN21 3DFCentral, high visibility, exempt from council tax Location  06
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                                                   Equipment Kitchen: £10,000 - £50,000 Stoves, ovens, refrigeration units, cooking utensils, dishwashers Tables and chairs: £2,300 Tableware: £2,300 Lighting: £1,000 POS System: £1,500 Website/Online Ordering: £1,400 Wi - Fi: £900 Computers/Software: £2,300 Office Furniture: £800 Technology Dining Area Administrative Tools
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                                             Key Suppliers                            Suppliers Categories Riverford Organic Farmers: £20 - £50/box Fresh Ingredients Southern Head Fishing: £10 - £25/kg Fresh Ingredients Watts Farms: £100 - £500/order Fresh Ingredients Elite Food Service Design: £10,000 - £50,000 Kitchen Design & Equipment Kylemark : £30 - £50/uniform Staff Uniforms One Training: £300/session Training & Development Enotria&Coe : £5 - £30/bottle Wine & Beverages Water Supplier: £50 - £100/month Utilities Lloyds Bank: No fee for 12 months, £8.50/month after Banking Services South Coast Catering: £5,000 - £20,000 Catering Equipment
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                                                     FINANCES AND START - UP SUPPORT                            Year 1 £  EXPENDITURE   100     Company  Registration   15,000   Rent/Rates   20,000     Staff  Wages   1,000   Travel/Accomodation   600     Telephone  (mobile)   68   Broadband   2,400   Utilities   10,400       Marketing  and  materials   2,000   Insurance   30,000     Capital  Expenditure/Equipment   300       Training  &  Development   1,500   Accounting/Legal   5,000     Outside  Services   10,000     Stock/Materials  Purchases   200         Bank  Charges  (for  POS)   1,200     Office  Consumables   1500     Loans  Repayments   £101,268     Total  Expenditure                  Year 1 £  INCOME     80 , 000         Sales  A  (  bookings)         INCLUDED   IN  SALES   A           Sales  B  (  takeaway  sale)         INCLUDED   IN  SALES   A         Sales  C  (usage  fees)   3000         Sales  D  (subscription  box)   5000         Sale  E  (cooking  classes)   2000             Sale  F  (  Hiring  private  events)     40 , 000     Capital  Introduced   0   Funding     25 , 000   Loans/Borrowing       £   155 ,  000     Total  Income            £  YEAR ONE PROFIT/LOSS   155,000   Total Income   101,268   Total Expenditure   £53,732   Profit/Loss
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* The bistro's location ot 214 Terminus Road, Eastbourne, provides high visibility and
accessibility to locals and tourists, enhancing foot traffic and customer base. This:
advantage is supported by research indicating tht prime lacations significantly boost
customer retention and brand equity (Ahmed, 2019)

Offering o wide variety of seafood. traditional British dishes, and Italion-inspired.
cuisine caters to diverse customer preferences, which can increase customer
satisfaction and loyalty. Studies have shown that menu diversity positively impacts
customer retention and loyalty (Chrestino. Rahadhini, & Sriwidodo, 2017).

‘The bistro’s aditional offerings, such as cooking classes and private event catering,
provide unique experiences that differentiate it from competitors. This aligns with the
findings that unique service offerings enhance customer satisfaction and competitive
odvantage (Liu & Mattia, 2015).

Using fresh, locally sourced ingredients supports local farmers and appeals to health-
conscious consumers and those who value sustainabilty. Research highlights that
consumers perceive locally sourced ingredients s higher quality and more trustworthy
(Theis & Adams, 2019).

Operating only from April to September limits revenue potential and may cause
challenges in maintaining consistent staff and customer loyatty. Seasonal fluctuations
can impact income stability and necessitate effective off-seoson strategies (Mun &
Jang, 2018}

Relying heavily on local suppliers can lead to supply chain disruptions, especially in
poor harvests or other locol economic issues. This dependency may affect menu
availability and cost stability (Wu et al. 2021,

There is an increosing demand for experiential dining and cooking classes and
subscription meal boxes, driven by consumer interest in culinary skills and convenience.
Capitalising on these trends can create additional revenue streams (Sakowitz & Fuster,
2020)

Offering the venue for private events can attract corporate clients, families, and social
groups. providing a significant opportunity to increase revenue during off-peak hours.
This oligns with the trend of restaurants diversifying their offerings to include event
spaces (Clemes, Gon, & Sriwongrat, 2013).

Competing with well-established local restaurants like Harry Romsder's, Bistro Pierre.
and Rosticks presents a challenge in attracting and retaining customers. Established
brands have strong customer loyalty and recognition (Parsa et oL, 2015).

“The tourist-driven nature of Eastbourne con lead to significant seasonal variations in
customer numbers, impacting revenue stabilty. Effective marketing and promotions
ore needed to attract a steady flow of customers throughout the operational months
(Yang & Mao, 2020)





