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Business concept and offering
Rosso Vivo will serve simple, honest Italian cooking: quick, value lunch combos and student offer by day; a quieter, reservation-led a la carte and private‑dining experience in the evening. Name: Rosso Vivo (VIBRANT RED) symbolizes strong love and passion. Simple, honest cooking inspired by family trips to Italy, run by a chef and a manager who know how to make guests feel at home. 

Founders and story
We are a husband‑and‑wife team. My wife is a chef, and I work as a restaurant manager in an Italian restaurant. Our lived experience in Italian kitchens and front‑of‑house service shapes the menu, hospitality style and operational standards. 
Legal structure
We will trade as a general partnership between the two owners. This keeps administration simple and preserves profit sharing and managerial control.
 Pros: low setup cost, flexible governance. 
Cons: unlimited personal liability; consider converting to an LLP if borrowing or liability risk rises. Guidance on partnerships and registration is provided by GOV.UK. 

Mission, aim, SMART objectives and USP
Mission: Bring honest Italian food to Cardiff that is friendly and affordable by day and refined by night.
 Aim: Break even within 12 months. 
SMART objectives (12 months):
· Reach average 4.5+ star reviews across Google/Tripadvisor within 9 months. 
· Achieve 60 covers per weekday lunch and 40 covers per evening service by month 9. 
· Host two private‑dining events weekly and secure one corporate lunch contract within 12 months. 
· Reduce food waste to under 6% of food cost through portion control and stock rotation by month 6. 
· USP: Authentic family‑inspired Italian recipes combined with a two‑mode service model (day value / night intimacy).


Location and rationale
Central Cardiff, close to universities and offices to capture student and office lunch trade and evening diners; Cardiff hospitality sales show a sizeable city‑centre market. 

Human resources
Owners plus core team: Head chef (owner), sous chef, 3 kitchen staff, 3–4 front‑of‑house. Recruitment via local hospitality job boards, university job fairs and industry networks. Training will follow FSA guidance on food safety and allergen management. 
Marketing activities
Real initiatives: branded business cards; launch Facebook/Instagram campaign with paid local ads; Google Business profile; student discount flyers; a Facebook launch post and an invite list for local food writers; loyalty card and email newsletter. Use targeted Instagram reels and a PR launch event. 
Market research and competitors
Cardiff has 31,500 university students and a strong restaurant scene with Michelin and independent operators; competitors include established Italian and independent city‑centre restaurants—learn from their pricing, reviews and weekday offers. Primary research: local lunchtime intercept surveys and social listening; secondary: FOR Cardiff Beauclair data and Visit Cardiff listings. 
Finance summary and feasibility
Use of funds (£100,000): Fit‑out £40,000; Marketing £30,000; Working capital £15,000; Staffing £8,000; Contingency £7,000 (as in plan). Startup benchmarks and break‑even methodology follow industry guidance; typical UK restaurant break‑even timelines vary but 12 months is achievable with disciplined cost control and targeted marketing. 


Grants, regulation and next steps
Explore Welsh Government hospitality grants and local rates relief; register the food business 28 days before opening and comply with FSA hygiene rules. Apply for Future Proofing and local hospitality relief where eligible. 
Conclusion: Rosso Vivo is a focused, location‑led concept with realistic costs and a clear route to market; with disciplined execution on service, cost control and targeted marketing it is viable to reach break‑even within 12 months. 


12‑month cash‑flow forecast 
Assumptions used
· Initial funding: £100,000 equity injected at Month 0 and spent on fit‑out, launch marketing, initial stock, staffing/training and contingency as in your plan.
· Sales conservative monthly sales growth from launch: Month 1 £8,000 → Month 12 £48,000 (annual sales £386,000).
· Cost of goods sold: 30% of sales.
· Fixed and semi‑fixed monthly costs (wages, rent, utilities, ongoing marketing, insurance, small supplies): £17,000 per month (wages £10,000; rent £4,000; utilities £1,200; marketing £1,000; other £800).
· No loan repayments included. All one‑off start‑up items are treated as Month 0 outflows. Figures rounded to the nearest £100.











	Month
	Sales (£)
	Total expenses (£)
	Net cash flow (£)
	Closing balance (£)

	Month 0 (start)
	0
	100,000
	-100,000
	0

	Month 1
	8,000
	19,400
	-11,400
	-11,400

	Month 2
	12,000
	20,600
	-8,600
	-20,000

	Month 3
	18,000
	22,400
	-4,400
	-24,400

	Month 4
	25,000
	24,500
	500
	-23,900

	Month 5
	30,000
	26,000
	4,000
	-19,900

	Month 6
	35,000
	27,500
	7,500
	-12,400

	Month 7
	38,000
	28,400
	9,600
	-2,800

	Month 8
	40,000
	29,000
	11,000
	8,200

	Month 9
	42,000
	29,600
	12,400
	20,600

	Month 10
	44,000
	30,200
	13,800
	34,400

	Month 11
	46,000
	30,800
	15,200
	49,600

	Month 12
	48,000
	31,400
	16,600
	66,200





Narrative and explanation
· Month 0 shows the full planned start‑up spend of £100,000 (fit‑out, launch marketing, initial stock, staffing/training and contingency). That leaves no additional cash buffer in the model after start‑up spend.
· Early months (1–3) run at a cash deficit while sales ramp; cumulative cash reaches its worst point at -£24,400 at the end of Month 3.
· From Month 4 onward the business becomes operationally profitable month‑on‑month as sales grow and fixed costs are covered; cumulative cash turns positive in Month 8 (closing balance £8,200).
· By Month 12 the forecasted closing cash balance is £66,200, indicating the business has recovered the start‑up outlay and built a modest cash reserve under these assumptions.


























Individual reflection
Over the course of the lecture series and while compiling the business plan for Rosso Vivo I have developed both new entrepreneurial skills and strengthened existing ones. Structuring an idea into a viable project became a practical skill: I learned how to take a personal concept and turn it into a clear proposition with defined costs, a marketing approach and operational steps. I also learned cash flow forecasting in detail, including how start‑up spending, monthly fixed costs and sales ramp interact to produce a realistic timeline to break even. Time management improved as I balanced research, writing and financial modelling to meet deadlines.
Skills exercised and developed
· Financial forecasting and budgeting — building a twelve‑month cash flow, testing assumptions and understanding sensitivity to sales, wages and food cost.
· Market research — gathering and interpreting secondary data and designing simple primary research to validate demand.
· Operational planning — defining staffing, training and service models for day and evening trade.
· Marketing and communications — creating concrete launch ideas, social media content plans and local PR initiatives.
· Leadership and teamwork — planning how the partnership will manage roles, recruit staff and set standards.
· Problem solving and adaptability — anticipating risks and designing contingency measures.
These skills complement my existing strengths in hospitality operations and customer service. Practical experience working in restaurants gave me confidence in menu design, service flow and supplier relationships; the course added the theoretical frameworks and tools to make those instincts measurable and repeatable.
Investment decision and reasons I would personally invest in this business idea. I am confident because of three main reasons. First, practical experience: my wife and I already have hands‑on experience in kitchen and front‑of‑house roles, so we understand daily operations and customer expectations. Second, theoretical grounding: this module has taught me how to structure costs, forecast cash flow and design marketing that targets students and office workers; that knowledge reduces uncertainty and improves decision making. Third, personal commitment and faith: I believe in this project, and I am determined to make it work with hard work, careful planning and, as I said, with God’s help.
Financially, the plan is sensible: the use of funds is clear, and the break‑even timeline is realistic under conservative assumptions. I would, however, invest only after ensuring a modest additional cash buffer and confirming a suitable lease and favourable supplier terms. I would also want to see early traction from targeted marketing and initial customer feedback.
In summary, this course has turned a personal dream into a structured business proposition and given me the tools to manage risk. I am ready to invest my time, effort and capital alongside my wife because we combine practical experience with the new business skills I have learned, and we are committed to making Rosso Vivo a success.
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