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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1 Executive summary 
[bookmark: _Hlk157605451]The name of the business is “Tasty Fare”. “Tasty Fare” is a theme restaurant that will ensure a traditional atmosphere within the restaurant and will offer high-quality traditional food items from different regions of the UK. The target customers of “Tasty Fare” are both male and female and will be local and international tourists and visitors who are interested in experiencing cultural tourism by tasting traditional food items of the UK. “Tasty Fare” will recruit an experienced CEO, General manager, Chef, and other staff to produce and sell excellent and high-quality services and products. “Tasty Fare” will offer products and services by physical restaurants that will provide home delivery services. “Tasty Fare” will require approximately £1.5 million to establish the business. The owner will pay almost £1 million and will collect £0.5 million from a bank loan. The business will generate 5%, 25%, and 29% net profit margins at the end of the 1st year, 2nd year, and 3rd year of business. 
	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]2 Business details
[bookmark: _Toc287535394]Company name:
“Tasty Fare”
	

	
	[bookmark: _Toc287535395]Address:
Near the Manchester Museum, Manchester, England, UK.
	

	
	Primary contact method
The primary contact method of “Tasty Fare” is to establish a physical restaurant within the market of Manchester City, UK.
	

	
	
	

	
	[bookmark: _Toc287535398]The business will: 
“Tasty Fare” will provide high-quality traditional foods of the UK to the target customers by establishing a physical restaurant within the market of Manchester City, UK. “Tasty Fare” will follow a cultural theme where the decoration of the restaurant will represent the culture of the UK along with the traditional food items that will inspire cultural tourism (Restaurantonline.co.uk, 2022). 
	

	




	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s):
[bookmark: _Hlk157605633]Name: Rukshana Begum
	

	
	Position/main responsibilities: Owner of the business. The owner belongs to the top position to is responsible for any kind of financial risk and decision-making of the business. 
	

	
	Experience and knowledge of our industry: Experience working as an assistant supervisor within a restaurant to making reports of the daily activities of staff who are engaged in offering direct services to customers. The entrepreneur has knowledge of teamwork and leading teamwork to contribute to achieving organisational goals (Barringer and Ireland, 2018). 
	

	
	
	

	
	Previous employment: Worked as an assistant supervisor in a restaurant. 
	

	
	Key skills brought to the business: Adaptability, critical thinking, problem-solving, decision-making, and research skills are brought to the business. 
	

	
	Business experience and any training undertaken: Got training and has business experience in the field of hospitality management. 
	

	
	Academic/professional qualifications: BA in International Hotel Management
	

	
	Salary expectations: Percentage from net profit.
	

	
	Name: Kelvin Fedrick
	

	
	Position/main responsibilities: General manager is a position in the Middle level of management of the business organisation. 
	

	
	
	

	
	Experience and knowledge of our industry: Kelvin Fedrick has experience working as a manager within a restaurant in London and has knowledge of team building, monitoring, and controlling employees' behaviour to meet customers' needs (Burns, 2022).
	

	
	Previous employment: Kelvin Fedrick has job experience working as a manager within a restaurant. 
	

	
	Key skills brought to the business: Has many skills such as decision-making, conflict resolution, effective written and verbal communication, research skills, ICT skills, problem-solving skills, and critical thinking. 
	

	
	Business experience and any training undertaken: Kelvin Fedrick got training to use digital technologies in the hospitality industry and gather business experience while working as a manager. 
	

	
	Academic/professional qualifications: Completed MBA in the field of hospitality. 
	

	
	Salary expectations: £40000 yearly. 


	

	
	Name: Paul Marker
Position/main responsibilities: Head Chef

	
	Experience and knowledge of our industry: Paul Marker has experience working as a head chef within a renowned restaurant in the UK. Paul Market has knowledge of cooking traditional food items from different regions of the UK. 

	
	

	
	Previous employment: Worked as Head Chef within a 5-star hotel. 

	
	Key skills brought to the business: Paul Marker has leadership skills to lead the team of chefs. Also, has skills of adaptability to adapt technologies in cooking activities, has good communication skills, and has motivational skills (Williams, 2021). 

	
	Business experience and any training undertaken: Paul Marker is a trained chef in the hospitality industry and has experience working as head chef. 

	
	Academic/professional qualifications: Paul Marker has completed a BA in professional cooking. 

	
	Salary expectations are £30000 yearly.

	
	Name: Tod Fredrik

	
	Position/main responsibilities: Supervisor which is a position of low level of management of business organisations. The person will manage team works.

	
	Experience and knowledge of our industry: Experience working as a floor manager within a restaurant.  

	
	

	
	Previous employment: Experience working as a floor manager. 

	
	Key skills brought to the business: leadership skills, ICT skills, management skills, motivational skills, communication skills, and creativity (Nelson, 2013). 

	
	Business experience and any training undertaken: Tod Fredrik got training in leadership and has experience in people management gained by working as a floor manager. 

	
	Academic/professional qualifications: Completed BBA (Bachelor of Business Administration). 

	
	Salary expectations £35000.



[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc287535894]4 The business idea
	

	
	[bookmark: _Toc287535404]Sum up your business idea:
“Tasty Fare” is the name of the business. The business concept is to establish a restaurant within the market of Manchester City. The “Tasty Fare” will offer only traditional food items from the UK to the target customers. Target customers are tourists and visitors from 18 to 60 years old and from middle and high-income levels (Blackwell, 2011). “Tasty Fare” will partner with travel agencies so that travel agencies can recommend “Tasty Fare” to tourists and visitors. “Tasty Fare” will collect raw materials, furniture, and technologies from farmers and local SME suppliers to get elements at the lowest price range (Rickman and Roddick, 2013). “Tasty Fare” will promote business through a mass media campaign. Furniture, cash, skilled and experienced staff, land and building, and technologies are key resources of “Tasty Fare” (Mariotti and Glackin, 2012). The business establishment cost will become £1 million. “Tasty Fare” will follow a competitive pricing strategy to offer products and services at lower prices than competitors. Customers will get the opportunity to pay by cash, card, or mobile app (Hisrich et al., 2008). 

(BMC is attached in the appendix)










	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535405][bookmark: _Toc287535895]5 Business goals
	

	
	1. What does “Tasty Fare” want to achieve in the first year of business?
	

	
	· The primary goal of the “Tasty Fare” is to earn profit in the first year of the business. To avoid financial risk, it is significant to earn profit from business activities (Rae, 2008). So, in the first year, “Tasty Fare” is projected to earn approximately 5% of the profit above the breakeven point. The 5% of profit will support “Tasty Fare” to meet the need of working capital of business for 2nd year. 
	

	
	
	

	
	2. Where do you see your business in 3-5 years?
· Klofstens business platform evaluates the status of the business based on 8 cornerstones of the business that are determined based on 31 business objectives (Timmons and Spinelli, 2008). Based on Klofsten's business platform the position of “Tasty Fare” within 3 to 5 years is given below:
	Years
	Idea
	Product
	The market
	Organisation
	Expertise
	Driving forces
	Customer relations
	Other relations
	Mean score

	1
	5
	8
	4
	4
	4
	6
	4
	4
	4.33

	2
	5.50
	8
	4.50
	4.50
	4.50
	6.25
	4.50
	4.50
	4.69

	3
	6
	8.25
	5
	5
	5
	6.50
	5
	5
	5.08

	4
	6.50
	8.50
	5.50
	5.50
	5.50
	6.75
	5.50
	5.50
	5.47

	5
	7
	9
	6
	6
	6
	7
	6
	6
	5.89


[bookmark: _Hlk157606266]Based on the Klofstens business platform the market position of “Tasty Fare” will become overall Mean 5.08 to 5.89 from 3 to 5 years. That shows “Tasty Fare” has a plan to ensure the growth of overall business activities that start from the idea of the business and end with the relationships of the business (Zimmerer and Scarborough, 2011). 










	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc287535406][bookmark: _Toc287535896]6 What the business does

	

	
		Product/service
	Features
	Benefits

	· [bookmark: _Hlk157606283]Chicken parmo
	· It is a UK’s traditional dish and cooked with chicken, breadcrumbs, sauces, and spices (Bojana Kalenjuk et al., 2023). 
	· Chicken parmo is healthier for health as it is low in calories and packed with protein and fibre. 

	· [bookmark: _Hlk157606287]Stargazy pie
	· This dish is related to the story of Tom Bawcock which is made with fish, egg, potatoes, and spices. 
	· Nutrients of Stargazy pie support in normal functioning of the blood, brain, and heart (Bucher and Winter, 2020). 

	· [bookmark: _Hlk157606292]Eccles cakes
	· This is a dessert item and a traditional dish of the town of Eccles which is sticky, packed, sweet, and light pastry (Dominici, 2019). 
	· This dish is a source of energy, fibre, and antioxidants. 

	· [bookmark: _Hlk157606297]Lancashire hotpot
	· It is a traditional dish of the North-West of England and made with potato, onion, lamb or mutton. 
	· Lancashire hotpot is filled with Vitamin B12, selenium, iron, and zinc (Benaroch and Kauffman, 2020). 

	· Pease pudding
	· This is a British dish made with peas, water, and spices and is best for lunch. 
	· The nutrients of this dish support the immune system of the body, bones, liver, and brain. 

	· Cullen skink
	· This is a regional traditional dish of Scotland, UK and it’s a thick and smoky fish soup. 
	· The nutrient elements of this dish are best for the thyroid and heart. 

	· Manchester tart
	· This is called retro desserts and is a dish from the 19th century (Foster, 2019). 
	· This dish consists of Cals per unit 269 kcal which is a source of energy for the body (Little, 2023). 



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	· Traditional food items: The products of “Tasty Fare” will become the traditional food items from different regions of the UK that are unavailable to competitors of “Tasty Fare” (Restaurantonline.co.uk, 2022). 
· Pricing strategy: “Tasty Fare” will offer its high-quality traditional food items to target customers at a competitive price that will become lower than the competitor's prices (Square, 2024). 
· The feel of culture: The restaurant environment and traditional food items that will be offered by “Tasty Fare” will give tourists and visitors get feeling of the UK’s culture (Benaroch and Kauffman, 2020). 
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply to your business are:
1. Required license for “Tasty Fare”:
Business registration: As a sole trader business it is significant to register the business in the UK. So, “Tasty Fare” will have to complete business registration before the 28 days of the opening of the business (Barringer and Ireland, 2018). 
Premises licence: A premises licence is required in the UK to sell alcohol, provide entertainment, and serve hot food after 11 pm (Burns, 2022). So, “Tasty Fare” will get a premises licence to ensure safety from legal complications of business as it will serve hot food after 11 pm. 
2. Regulations
Employers’ liability insurance: “Tasty Fare” will have to get employers' liability insurance so that can meet compensation claims by the employees (Williams, 2021). 
National Minimum Wages Act: The National Minimum Wages Act is a regulation that needs to be followed by “Tasty Fare” to set hourly wages for employees such as £11.44 per hour (Statista, 2023). 
	

	
	“Tasty Fare” will meet your legal and insurance requirements by:
1. Business registration: Since “Tasty Fare” will become a sole trader business organisation, “Tasty Fare” will have to ensure business registration by visiting the registrar's office and paying a fee for registration (Williams, 2021).
2. Premises license: For premises licence, “Tasty Fare” will have to make an application to the authority of the local area of Manchester (Nelson, 2013). 
3. Employer liability insurance: “Tasty Fare” could get employer liability insurance from insurers or trade associations (Rickman and Roddick, 2013). 
4. National Minimum Wages Act: To ensure the National Minimum Wages Act, “Tasty Fare” will offer £11.44 per hour wages to both male and female employees (Blackwell, 2011). 
	

	
	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899]Marketing
	
	
	

	
	[bookmark: _Toc287535410][bookmark: _Toc287535900]9 Market research
	

	
	[bookmark: _Toc287535411]Trends in your chosen market are:
· [bookmark: _Hlk157606901]Culture tourism
· Online food order and delivery services.
· Theme restaurants.
	

	
	[bookmark: _Toc287535412]How you know this: 
· Culture tourism: Approximately 63% of heritage site visitors frequency in England in 2022 from different ages said that they visited heritage sites of the UK as they wanted to know about the culture of the UK that shows culture tourism is a current trend within the market (Statista, 2023). So, Tasty Fare will offer the experience of cultural tourism by offering traditional food items from the UK.
· Online food order and delivery services: Approximately 91% of UK restaurants are offering home delivery services for food items (Square, 2024). So, Tasty Fare will develop a mobile app to get online food delivery orders and to deliver food to the target audience. 
· Theme restaurants: Restaurantonline.co.uk (2022) highlighted that the UK’s top 10 restaurants are focusing on theme restaurants to catch customers attractions. So, Tasty Fare will ensure a theme in a restaurant by ensuring a cultural environment. 
	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: 
	Name
	Demographic aspects
	Location
	Goals
	Motivation factors
	Communication channels

	Jane Taylor
	1. 18 years old
2. Male
3. Local visitor
4. Medium income level
	Scotland
	Cultural experience
	Traditional foods
	1. Social media
2. Print media
3. TV ads

	Baris
	1. 25 years old
2. Male
3. Tourist
4. High income level.
	Turkey
	Cultural tourism
	1. Traditional foods
2. High quality food
3. Attractive atmosphere
	1. Social media
2. Posters, banners, and leaflets.
3. Website.

	Sarah
	1. 30 years old
2. Female
3. Tourist
4. High income level.
	Pakistan
	Cultural tourism
	1. Traditional foods
2. High quality food
3. Attractive atmosphere
	1. social media
2. Posters, banners, and leaflets.
3. Website.

	Olivia
	1. 35 years old
2. Female
3. Tourist
4. Medium income level
	Canada
	Cultural tourism
	1. Traditional foods
2. High quality food
3. Attractive atmosphere
	1. social media
2. Posters, banners, and leaflets.
3. Website.



	

	
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is: 
	

	
	1. Market research is performed to identify customers' demands and expectations. To implement market research, the researcher performs secondary data collection to collect both qualitative and quantitative data, Secondary data collection is the easiest, less time-consuming, and cost-effective method of research (Blackwell, 2011). 
2. The results of the research identified that mass media campaigns are significant in increasing awareness among the target customers about products, services, and brands (Statista, 2023). Food quality is preferred by the target customers and they are ready to pay for high-quality food items. Tourists and visitors to cultural tourism have a demand to taste traditional food items from different regions of the UK (Restaurantonline.co.uk, 2022). 
	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
· An interview conducted by Statista (2023) on 30 tourists and visitors in the UK from different countries identified that they prefer cultural tourism and traditional food items are a part of cultural tourism and they want to taste traditional food items of the UK surely. A survey performed by Little (2023) on 100 people in America and Europe, identified that approximately 93% of people are willing to pay high for high-quality food items offered by restaurants. Approximately 65% of tourists and visitors 100 prefer to search for restaurants offering traditional foods via social media such as Facebook, Instagram, banners, leaflets, and posters (Statista, 2023). Another 35% of tourists search for information by visiting websites and Google Maps (Statista, 2023).

[image: A diagram of a company's scale

Description automatically generated]
Figure 1: Traditional food helps to offer more quality to tourists.
Source: (Bojana Kalenjuk et al., 2023).

	

	
	[bookmark: _Toc287535417]Number of customers Tasty Fare expects to win in each group and what they might pay:

	[bookmark: _Toc287535418]Group
	[bookmark: _Toc287535419]Number of customers
	[bookmark: _Toc287535420]The price they might pay per unit

	Local visitors and tourists
	300 monthly
	[bookmark: _Toc287535423]£30

	International visitors and tourists
	500 monthly
	[bookmark: _Toc287535426]£30



	

	
	
	



	
	
	

	
	[bookmark: _Toc287535442][bookmark: _Toc287535902][bookmark: _Hlk157606650]11 Profiling competitors

	

	
		Competitor name
	Strengths
	Weaknesses

	· Vegan Cuisine
	· Variety of food items.
	· High price

	· Vantra
	· Variety of food items.
	· High Price 

	· Jumon
	· Customer loyalty
	· Low Quality

	· Anna Loka
	· Customer loyalty
	· Low Quality



[bookmark: _Toc287535443]How Tasty Fare can improve on their offer and/or price(s) unique offerings:
	

	
	· [bookmark: _Hlk157606695]Tasty Fare will offer high-quality food.
· Tasty Fare will offer high-quality food items at a competitive price
· Tasty Fare will offer a variety of traditional food items (Square, 2024).
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:
· Customers changing purchase behaviour.
· The threat of substitutes (Dominici, 2019).


	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:
	

	
	1. Tasty Fare will take regular feedback from target customers and make improvements in food items (Little, 2023). 
2. Tasty Fare will Focus on a differentiation strategy so that customers easily differentiate its products from competitors (Restaurantonline.co.uk, 2022). 
	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904]13 Pricing
	

	
	[bookmark: _Toc287535448]How you can calculate your prices:
	

	
	· Tasty Fare will follow a cost-plus pricing strategy and will calculate the total cost of the production of each unit of food items which will include both fixed cost and variable costs (Square, 2024). Then will add a profit percentage to the cost of production of each food unit. That will help to bring adequate prices for each unit of products. Tasty Fare will add 10% profit on its total cost of production of each unit of products so that the price of products remains lower than competitors (Little, 2023). 
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535449]How your prices compare with the competition:
	

	
	
	Product/service
	Tasty Fare price(s)
	Range of competitor prices (per unit)

	Chicken parmo
	£30
	£33 - 35

	Stargazy pie
	£20
	£22-25

	Eccles cakes
	£15
	£18-20

	Lancashire hotpot
	£30
	£35-40

	Pease pudding
	£15
	£18-20

	Cullen skink
	£20
	£22-25

	Manchester tart
	£15
	£18-20




	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):
· To ensure differentiation of the pricing strategy of Tasty Fare from its competitors (Bojana Kalenjuk et al., 2023).
· Tasty Fare will ensure lower production costs that will help to set lower prices for its high-quality food items (Bucher and Winter, 2020).
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
	

	
	
	

	
	Tasty Fare will promote its products and services by performing mass media campaigns (Benaroch and Kauffman, 2020). Such as:
· [bookmark: _Hlk157606778]TV advertisements.
· Social media ads.
· Ads in newspapers and magazines.
· Posters, leaflets, and banners.
· Promotional emails.
· Developing websites (Foster, 2019).

The target market is Manchester City where Tasty Fare will promote its products. 





	

	
	
	

	
	
	



[bookmark: _Toc287535453][bookmark: _Toc287535906]Running the business
	

	
	

	
	[bookmark: _Toc287535454][bookmark: _Toc287535907]15 Staff


	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	· CEO
	£30
	· Experience in leading business operations (Timmons and Spinelli, 2008).
	· Problem-solving skills and decision-making skills. 

	· General Manager
	£25
	· Experience in corporate management.
	· Conflict management skills and good communication skills (Mariotti and Glackin, 2012). 

	· Floor supervisor
	£20
	· Experience in leading a team of employees.
	· Good communication skills.

	· Chef
	£20
	· Experience of cooking in a 5-star hotel. 
	· Cooking skill.

	· Waiters
	£11
	· Experience in serving customers.
	· Good communication skills.

	· Cashier
	£15
	· Experience in keeping records of financial transactions (Rae, 2008). 
	· ICT skill. 



	

	
	[bookmark: _Toc287535455][bookmark: _Toc287535908]16 Premises

	
	Cost £

	[bookmark: _Hlk157607125]Premises required at start-up: Building floor for restaurant.
	£200000 yearly

	Premises required in the future (if different): 2-storey building.
	£500000 yearly



	

	
	[bookmark: _Toc287535456][bookmark: _Toc287535909]17 Suppliers
[bookmark: _Toc287535457]Your key suppliers and their credit terms
	Supplier
	What you’ll buy from them
	Number of days’ credit

	· Local Farmers 
	· Fresh vegetables, fruits, and poultry items.

	· 10

	· Aldi 
	· Grocery items.
	· 10

	· Amy Newton Interiors
	· Interior design
	· 30

	· LIMA
	·  Technologies and IT service 
	· 30

	· 2B Talent Solutions
	· To recruit skilled and experienced staff
	· 30

	· Royal Travel
	· To attract tourists and visitors.
	· 30



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _Toc287535458][bookmark: _Toc287535910]18 Equipment
	

	
	

	Resource 
	When
	How funded
	Cost £ per unit

	Building floor
	While opening restaurant
	Owner’s capital
	£30000

	Van 
	Home delivery
	Bank Loan
	£3000

	Food processors  
	While cooking food
	Bank Loan
	£1000

	Serving wares  
	Serving foods
	Bank Loan
	£20000

	Safety equipment’s
	While cooking and cleaning
	Owner’s capital
	£5000

	Kitchen Equipment
	During cooking
	Owner’s capital
	£25000

	Computer and other IT equipment.
	While the recording of cash transactions
	Bank Loan
	£10000

	AC
	While serving customers
	Bank loan
	£30000

	Chairs and Tables
	While serving customers
	Owner’s capital
	£50000

	Traditional showpieces
	While decorating restaurant
	Owner’s capital
	10000



	

	
	
	

	
	
	

	
	
[bookmark: _Toc287535459][bookmark: _Toc287535911][bookmark: _Hlk157607376]19 Managing operational risks

	Risk
	Solution

	Staff
· [bookmark: _Hlk157607398]Safety of staff.
	
· Tasty Fare will offer safety equipment such as masks, hand gloves, fire extinguishers, and others (Zimmerer and Scarborough, 2011). 

	Suppliers
· [bookmark: _Hlk157607420]Lack of suppliers.
	
· The general manager of Tasty Fare will do research and collaborate with suppliers from different locations (Barringer and Ireland, 2018). 





	

	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912]Finance 
		
	
	
	

	
	[bookmark: _Toc287535461][bookmark: _Toc287535913]20 Start-up costs
	

	
	[bookmark: _Toc287535462]Calculate how much money you need before you start trading



                  * Total from here should be used in 22 Sourcing finance below
	

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	[bookmark: _Hlk157607503]21 Profit and loss forecast


	

	
	
	

	
	
	

	
	
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535465][bookmark: _Toc287535915][bookmark: _Hlk157607547]22 Sourcing finance
	



	
	· [bookmark: _Toc287535466]Personal savings of the owner and bank loan. 

Total borrowing requirement for the business



	



	
	[bookmark: _Toc287535467][bookmark: _Toc287535916]
23 Managing financial risks (such as sales being less than forecasted or start-up finance taking three months longer to obtain)
[bookmark: _Toc287535468]The risks that you have identified for your financial forecast are:
	

	
	1. Actual sales revenue could be lower than the forecasted sales revenue of Tasty Fare (Benaroch and Kauffman, 2020).
2. Changing the inflation rate could increase the actual variable cost of Tasty Fare (Foster, 2019). 











	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
1. Focusing on marketing campaigns that could effectively bring customers to Tasty Fare (Benaroch and Kauffman, 2020).
2. Preparing incremental budget so that could overcome changing variable cost in future (Square, 2024). 










	

	
	
	



	
	
	
	
	
	

	
	[bookmark: _Toc287535917][bookmark: _Toc287535470]24 Cash flow forecast (Click on the tabs within the Microsoft Excel sheet to view the second 6 months and summary) 

	

	
	

	



	


	
	

	
	
	

	
	
	
	
	
	





25 Conclusion. 
The business idea is to establish a restaurant in the market of Manchester City, UK. The name of the restaurant is Tasty Fare. Tasty Fare will offer high-quality traditional food items to the target customers and will ensure a traditional atmosphere within the restaurant. The total establishment cost of the restaurant is £1500000. The owner will enable £1000000 and will take a bank loan or from investors is £500000. The business will generate net profit for 1st, 2nd, and 3rd years are 5%, 25%, and 29%. 
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27 Appendix 

Business Model Canvas (BMC)
	Key partnerships
1. Suppliers of “Tasty Fare” are the farmers.
2. SME local suppliers of furniture and technology and recruitment agencies are other suppliers of “Tasty Fare”.
3. The travel agency will become the partner of the “Tasty Fare”.
4. The travel agency will recommend “Tasty Fare” to tourists and visitors and will get a commission from “Tasty Fare” which is the motivational factor of a travel agency (Borisova, 2020). Also, getting new customers is the motivation for “Tasty Fare”. 
3. Suppliers will provide vegetables, fruits, furniture, technologies, and skilled and experienced human resources to “Tasty Fare” (Gita Subakti, 2020). 
	Key activities
1. “Tasty Fare” will recruit skilled and experienced chefs and staff to cook delicious food items for customers and to serve them (Brotherton, 2021). 
2. “Tasty Fare” will ensure a feedback wall and will inspire customers to provide feedback about food and services and will work on that feedback regularly to solve issues (Grundy, 2020). 
	Value propositions
1. “Tasty Fare” will bring value to customers by offering traditional food items from different regions of the UK that will help tourists and visitors gain knowledge about the traditions of the UK (Brotherton, 2022). 
2. The uniqueness of the product of “Tasty Fare” is that traditional food items of “Tasty Fare” will inspire cultural tourism (Hauser, 2020). 
3. Each customer will get the opportunity to select any of the traditional food and get ready the food within only 30 minutes and will get free welcome drinks and the opportunity to give feedback (Leung, 2019). 
	Customer relationships
1. “Tasty Fare” will become a full-service restaurant where “Tasty Fare” will treat each customer efficiently as skilled staff of “Tasty Fare” will provide service to each customer from start to end (Liu, 2018). 
2. “Tasty Fare” will use mass media for communication with customers. Such as feedback systems through feedback walls, social media, emails, leaflets, posters, banners, TV ads, websites, and travel agencies (Mordor Intelligence, 2022). 
	Customer segments
1. The target customers of “Tasty Fare” will become the tourists and visitors to Manchester City.
2. The tourists and visitors could be from any gender from 18 to 60 years old and from middle and high-income levels (New Economy, 2022).
3. The problem of the customers is to get traditional foods from the UK and “Tasty Fare” will solve this problem (Rosenbaum, 2020).
4. Target customers are using services of the existing largest and most renowned restaurants in Manchester city.

	
	Key resources
1. Furniture
2. Cash
3. Skilled and experienced staff
4. Land and building
5. Technologies (Zhang, 2019).
	Channels
1. Mass media marketing campaigns to reach customers (Barringer and Ireland, 2018).
2. Travel agencies to reach customers.
3. The offline supply chain will be used by “Tasty Fare” to serve customers through physical restaurants.

	Cost structure
The total cost to create and develop a product of “Tasty Fare” is £1 million. 
Cost allocation:
Development: 70%
Marketing: 10%
Staff: 20%
	Revenue streams
1. “Tasty Fare” will be monetised by sales revenue.
2. Fixed price revenue model will be used by “Tasty Fare”.
3. Competitive pricing strategy to set competitive prices for its products and services (Burns, 2022). 
4. Cash, mobile payment, and card payment systems (Williams, 2021). 
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Business details: “Tasty Fare” is the business name that will become a theme restaurant in Manchester City, UK. “Tasty Fare” will ensure a traditional restaurant atmosphere and traditional foods from different regions of the UK. “Tasty Fare” will serve customers through physical restaurants along with offering home delivery services. To remain competitive “Tasty Fare” will follow a competitive pricing strategy (Barringer and Ireland, 2018). 
Slide 3: Vision
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Products: Chicken parmo, Stargazy pie, Eccles cakes, Lancashire hotpot, and others (Rickman and Roddick, 2013). 
Value proposition: Competitive prices for products and services of “Tasty Fare” that are high-quality traditional food items and a traditional restaurant environment (Blackwell, 2011). 
Legal Requirements
· “Tasty Fare” will do business registration by visiting the registrar's office in Manchester City, UK (Hisrich et al., 2008).
· “Tasty Fare” will get a premises license to ensure the legal safety of the business (Mariotti and Glackin, 2012).
· “Tasty Fare” will set wages for employees based on the National Minimum wage rate of the UK which is £11.44 per hour (Statista, 2023). 
· “Tasty Fare” will get employers' liability insurance that will cost £20000 yearly (Timmons and Spinelli, 2008). 
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Current market trends: 
· Culture tourism
· Online food order and delivery services.
· Theme restaurants (Restaurantonline.co.uk, 2022).
Result of market research:
· Almost 65% of tourists want high-quality traditional food items (Square, 2024).
· Almost 91% restaurants of UK offer online food delivery along with physical restaurants (Statista, 2023).
· Almost 10 top restaurants in the UK ensure a themed environment (Restaurantonline.co.uk, 2022). 
Unique Selling Points of Tasty Fare
· Competitive Pricing
· High-quality traditional food items
· Traditional restaurant atmosphere (Rae, 2008).
Slide 5: Marketing
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Promotional activities
· TV advertisements.
· Social media ads.
· Ads in newspapers and magazines.
· Posters, leaflets, and banners.
· Promotional emails.
· Developing websites (Foster, 2019).

Slide 6: Running the Business
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Suppliers
· Local farmers for vegetables and fruits.
· Aldi for grocery items
· Amy Newton Interior for interior design.
· LIMA for technologies IT service.
· 2B talent Solutions for recruitment.
· Royal Travel to refer “Tasty Fare” to customers (Williams, 2021).
Equipment
· Serving wares  
· Safety equipment’s
· Kitchen Equipment
· Computer and other IT equipment.
· AC
· Chairs and Tables
· Traditional showpieces (Nelson, 2013).
Managing operational risks
The safety of staff is an operational risk that will mitigate my offering of safety equipment (Rickman and Roddick, 2013).
The lack of suppliers is an operational risk that will be overcome by “Tasty Fare” by collaborating with more suppliers (Blackwell, 2011). 
Slide 7: Finance
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Sourcing finance: “Tasty Fare” will source funds of £1000000 from the personal savings of the owner and £500000 from a bank loan. 
Risks of financial forecast and solutions
· Risk of lower actual sales revenue of “Tasty Fare” than forecasted and the solution is to do effective marketing campaigns to attract customers to increase sales (Hisrich et al., 2008). 
· Risk of higher variable costs due to the rise in the inflation rate of the UK and the solution is that “Tasty Fare” will prepare an incremental budget to meet excess costs (Timmons and Spinelli, 2008). 
Cash budget of “Tasty Fare”
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£

1,500,000

Personal start-up contributions           - 1,000,000

Other start-up contributions            - 0

Total required = 500,000

= 0



Start-up costs

The assets you have available as security
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				Start-up costs				1,500,000

				Personal start-up contributions		-		1,000,000

				Other start-up contributions		-		0

				Total required		=		500,000

				The assets you have available as security

						=		0
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INCOME Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

Cash from sales (incl. VAT)

393,750 396,000 393,750 396,000 393,750 396,000 393,750 396,0001,575,0001,584,000

Cash received from debtors

0 0 0 0 0 0 0 0 0 0

Capital/loans received

1,500,0001,500,000 0 0 0 0 0 01,500,0001,500,000

Other Payments

0 0 0 0 0 0 0 0

TOTAL £

262,5001,446,000 393,750 396,000 393,750 396,000 393,750 396,0001,443,7502,634,000

EXPENDITURE

Wages to staff (incl. PAYE & NI)

50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 200,000 200,000

Premises (rent, rates & utilities)

0 0 0 0 0 0 0 0 0 0

Telephone & Broadband

1,250 1,250 1,250 1,250 1,250 1,250 1,250 1,250 5,000 5,000

Printing, post & stationery

12,500 12,500 12,500 12,500 12,500 12,500 12,500 12,500 50,000 50,000

Advertising & promotion

12,500 12,500 12,500 12,500 12,500 12,500 12,500 12,500 50,000 50,000

Bank charges

250 250 250 250 0 0 0 0 500 500

Professional fees

2,000 2,500 0 0 0 0 0 0 2,000 2,500

Insurances

20,000 20,000 0 0 500 500 500 500 21,000 21,000

Bank/HP

500 500 500 500 0 0 0 0 1,000 1,000

Equipment & vehicle leasing

30,000 30,000 0 0 0 0 0 0 30,000 30,000

Payments relating to variable costs

50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 200,000 200,000

Capital Expenditure

200,000 200,000 0 0 0 0 0 0 200,000 200,000

Other Payments

120,000 120,000 120,000 120,000 120,000 120,000 120,000 120,000 480,000 480,000

VAT

3,000 3,000 3,000 3,000 3,000 3,000 3,000 3,000 12,000 12,000

Owner's wages/salary

0 0 0 0 0 0 0 0 0 0

Owner's National Insurance

0 0 0 0 0 0 0 0 0 0

Loan repayments (incl. interest)

12,500 12,500 12,500 12,500 12,500 12,500 12,500 12,500 50,000 50,000

Stock

50,000 50,000 50,000 50,000 50,000 50,000 50,000 50,000 200,000 200,000

Consumables

10,000 10,000 10,000 10,000 10,000 10,000 10,000 10,000 40,000 40,000

Other (please specify)

0 0 0 0 0 0 0 0 0 0

Other

0 0 0 0 0 0 0 0 0 0

Other

0 0 0 0 0 0 0 0 0 0

TOTAL £

574,500 575,000 322,500 322,500 322,250 322,250 322,250 322,2501,541,4991,541,999

Q1 Y1 Total Q4 Q3 Q2


Microsoft_Excel_97-2003_Worksheet3.xls
First 6 months

		

				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		0		0		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		787,500		792,000

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		1,000,000		1,000,000		0		0		0		0		0		0		0		0		0		0		1,000,000		1,000,000

		Other (please specify)		0		0		50,000		50,000		0		0		0		0		0		0		0		0		0		0		50,000		50,000

		TOTAL £		0		0		0		1,182,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		1,837,500		1,842,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		100,000		100,000

		Premises (rent, rates & utilities)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Telephone & Broadband		0		0		417		417		417		417		417		417		417		417		417		417		417		417		2,500		2,500

		Printing, post & stationery		0		0		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		25,000		25,000

		Advertising & promotion		0		0		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		25,000		25,000

		Bank charges		0		0		83		83		83		83		83		83		83		83		83		83		83		83		83		500

		Professional fees		0		0		2,000		2,500		0		0		0		0		0		0		0		0		0		0		2,000		2,500

		Insurances		0		0		20,000		20,000		0		0		0		0		0		0		0		0		0		0		20,000		20,000

		Bank/HP		0		0		167		167		167		167		167		167		167		167		167		167		167		167		1,000		1,000

		Equipment & vehicle leasing		0		0		30,000		30,000		0		0		0		0		0		0		0		0		0		0		30,000		30,000

		Payments relating to variable costs		0		0		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		100,000		100,000

		Capital Expenditure		0		0		200,000		200,000		0		0		0		0		0		0		0		0		0		0		200,000		200,000

		Other Payments		0		0		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		240,000		240,000

		VAT		0		0		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		6,000		6,000

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		25,000		25,000

		Stock		0		0		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		100,000		100,000

		Consumables		0		0		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		20,000		20,000

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		359,500		360,000		107,500		107,500		107,500		107,500		107,500		107,500		107,500		107,500		107,500		107,500		897,000		897,500

		Income less expenditure		0		0		-359,500		822,000		23,750		24,500		23,750		24,500		23,750		24,500		23,750		24,500		23,750		24,500		940,500		944,500

		Opening bank balance		0		0		0		0		-359,500		822,000		-335,750		846,500		-312,000		871,000		-288,250		895,500		-264,500		920,000		-264,500		920,000

		Closing bank balance		0		0		-359,500		822,000		-335,750		846,500		-312,000		871,000		-288,250		895,500		-264,500		920,000		-240,750		944,500		-240,750		944,500





Second 6 months

		

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		787,500		792,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		1,575,000		1,584,000

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		1,000,000		1,000,000		0		0		0		0		0		0		0		0		0		0		0		0		1,000,000		1,000,000

		Other (please specify)		50,000		50,000		0		0		0		0		0		0		0		0		0		0		0		0		50,000		50,000

		TOTAL £		1,837,500		1,842,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		131,250		132,000		2,625,000		2,634,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		100,000		100,000		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		200,000		200,000

		Premises (rent, rates & utilities)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Telephone & Broadband		2,500		2,500		417		417		417		417		417		417		417		417		417		417		417		417		5,000		5,000

		Printing, post & stationery		25,000		25,000		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		50,000		50,000

		Advertising & promotion		25,000		25,000		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		50,000		50,000

		Bank charges		83		500		0		0		0		0		0		0		0		0		0		0		0		0		83		500

		Professional fees		2,000		2,500		0		0		0		0		0		0		0		0		0		0		0		0		2,000		2,500

		Insurances		20,000		20,000		167		167		167		167		167		167		167		167		167		167		167		167		21,000		21,000

		Bank/HP		1,000		1,000		0		0		0		0		0		0		0		0		0		0		0		0		1,000		1,000

		Equipment & vehicle leasing		30,000		30,000		0		0		0		0		0		0		0		0		0		0		0		0		30,000		30,000

		Payments relating to variable costs		100,000		100,000		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		200,000		200,000

		Capital Expenditure		200,000		200,000		0		0		0		0		0		0		0		0		0		0		0		0		200,000		200,000

		Other Payments		240,000		240,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		40,000		480,000		480,000

		VAT		6,000		6,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		1,000		12,000		12,000

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		25,000		25,000		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		4,167		50,000		50,000

		Stock		100,000		100,000		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		16,667		200,000		200,000

		Consumables		20,000		20,000		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		3,333		40,000		40,000

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		897,000		897,500		107,417		107,417		107,417		107,417		107,417		107,417		107,417		107,417		107,417		107,417		107,417		107,417		1,541,499		1,541,999

		Income less expenditure		940,500		944,500		23,833		24,583		23,833		24,583		23,833		24,583		23,833		24,583		23,833		24,583		23,833		24,583		1,083,501		1,092,001

		Opening bank balance		-264,500		920,000		-240,750		944,500		-216,916		969,084		-193,083		993,667		-169,249		1,018,251		-145,416		1,042,834		-121,583		1,067,417		-121,583		1,067,417

		Closing bank balance		-240,750		944,500		-216,916		969,084		-193,083		993,667		-169,249		1,018,251		-145,416		1,042,834		-121,583		1,067,417		-97,749		1,092,001		-97,749		1,092,001





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		393,750		396,000		393,750		396,000		393,750		396,000		393,750		396,000		1,575,000		1,584,000

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		1,500,000		1,500,000		0		0		0		0		0		0		1,500,000		1,500,000

		Other Payments						0		0		0		0		0		0		0		0

		TOTAL £		262,500		1,446,000		393,750		396,000		393,750		396,000		393,750		396,000		1,443,750		2,634,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		50,000		50,000		50,000		50,000		50,000		50,000		50,000		50,000		200,000		200,000

		Premises (rent, rates & utilities)		0		0		0		0		0		0		0		0		0		0

		Telephone & Broadband		1,250		1,250		1,250		1,250		1,250		1,250		1,250		1,250		5,000		5,000

		Printing, post & stationery		12,500		12,500		12,500		12,500		12,500		12,500		12,500		12,500		50,000		50,000

		Advertising & promotion		12,500		12,500		12,500		12,500		12,500		12,500		12,500		12,500		50,000		50,000

		Bank charges		250		250		250		250		0		0		0		0		500		500

		Professional fees		2,000		2,500		0		0		0		0		0		0		2,000		2,500

		Insurances		20,000		20,000		0		0		500		500		500		500		21,000		21,000

		Bank/HP		500		500		500		500		0		0		0		0		1,000		1,000

		Equipment & vehicle leasing		30,000		30,000		0		0		0		0		0		0		30,000		30,000

		Payments relating to variable costs		50,000		50,000		50,000		50,000		50,000		50,000		50,000		50,000		200,000		200,000

		Capital Expenditure		200,000		200,000		0		0		0		0		0		0		200,000		200,000

		Other Payments		120,000		120,000		120,000		120,000		120,000		120,000		120,000		120,000		480,000		480,000

		VAT		3,000		3,000		3,000		3,000		3,000		3,000		3,000		3,000		12,000		12,000

		Owner's wages/salary		0		0		0		0		0		0		0		0		0		0

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		12,500		12,500		12,500		12,500		12,500		12,500		12,500		12,500		50,000		50,000

		Stock		50,000		50,000		50,000		50,000		50,000		50,000		50,000		50,000		200,000		200,000

		Consumables		10,000		10,000		10,000		10,000		10,000		10,000		10,000		10,000		40,000		40,000

		Other (please specify)		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		574,500		575,000		322,500		322,500		322,250		322,250		322,250		322,250		1,541,499		1,541,999
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                EXECUTIVE SUMMARY Key personnel                                                   Salary expectations.  Academic  qualifications  Key skills  Previous Employment  Experience  Position  Name  Percentage from net  profit  BA   Adaptability   Critical thinking   Problem - solving   Decision - making (Burns, 2022).  the assistant supervisor  within the restaurant  assistant supervisor  Owner  Rukshana Begum  £40000 yearly  MBA   Communication   Research skills   ICT skills   Problem - solving skills   Critical thinking  Manager  Experience in team  building, monitoring,  and controlling  General manager  Kelvin Fedrick  £30000 yearly  BA in professional  cooking   Motivational skill   Leadership skill   Cooking skill (Williams, 2021).  Head Chef in a 5 - star  hotel  Experience of working as  a head chef  Head Chef  Paul Marker  £35000  BBA   Leadership skills   ICT skills   Management skills   Motivational skills   Communication skills  Creativity (Nelson,  2013).  Floor manager  floor manager  Supervisor  Tod Fredrik
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VISION

Business idea: “Tasty Fare” will offer high-quality traditional food items in the UK
and will ensure a traditional restaurant environment to attract tourists and visitors.

Business Goals of “Tasty Fare”:
* To earn 5% of net profit within 1st year of business.

* To ensure overall business growth from Mean 5.08 to 5.89 from 3 to 5 years.
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                   VISION Business idea: “Tasty Fare” will offer high - quality traditional food items in the UK and will ensure a traditional restaurant environment to attract tourists and visitors. Business Goals of “Tasty Fare”:  To earn 5% of net profit within 1st year of business.  To ensure overall business growth from Mean 5.08 to 5.89 from 3 to 5 years.   
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MARKETING

Customer profiling

Name | Demographic | Location | Goals Motivation Communication
aspects factors channels
Jane | 1.18yearsold | Scotland | Cultural | Traditional foods | 1. Social media
Taylor | 2. Male experien 2. Print media
3. Local visitor ce 3.7V ads
4, Medium
income level
Baris | 1.25yearsold | Turkey | Cultural | 1.Traditional 1. Social media
2. Male tourism | foods 2. Posters, banners,
3. Tourist 2. High quality and leaflets.
4. High income food 3. Website.
level. 3. Attractive
atmosphere
Sarah | 1.30vyearsold | Pakistan | Cultural | 1.Traditional 1. social media
2. Female tourism | foods 2. Posters, banners,
3. Tourist 2. High quality and leaflets.
4. High income food 3. Website.
level. 3. Attractive
atmosphere
Olivia | 1.35yearsold | Canada | Cultural | 1.Traditional 1. social media
2. Female tourism | foods 2. Posters, banners,
3. Tourist 2. High quality | and leaflets.
4, Medium food 3. Website.
income level 3. Attractive

atmosphere

Number of customezrs

| Group Number of The price they
customers might pay per unit
Local visitors and 300 monthly £30
| tourists |
International visitors | 500 monthly £30
and tourists
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‘ Competitor name Strengths | Weaknesses
e Vegan e Variety of food e High price
Cuisine items.
e Vantra e Variety of food e High Price
items.
e Jumon e Customer loyalty e Low Quality
e Anna Loka e Customer loyalty e Low Quality





image15.svg
                             MARKETING Customer profiling Number of customers       Profiling competitors   
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MARKETING

Market risk

Mitigation strategy

(013 0 VL EL T i T 8 Getting customer
purchase behaviour feedback regularly to
improve products and
services (Zimmerer and
Scarborough, 2011).
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substitutes (Barringer and Ireland,
2018).
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                   MARKETING Market risk               Mitigation strategy  Risks  Getting customer  feedback regularly to  improve products and  services ( Zimmerer  and  Scarborough, 2011).  Customers changing  purchase behaviour  Differentiation strategy  (Barringer and Ireland,  2018) .  The threat of  substitutes Pricing   
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RUNNING THE BUSINESS

Staff requirements Premises
« CEO = Building a floor for a restaurant that
will cost 30000 yearly.

* General Manager

= The 2-storeyed building will need for
* Floor supervisor further development of “Tasty Fare”
that will cost £500000 yearly.

= Chef
= Waiters

» Cashier (Burns, 2022).
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                   RUNNING THE BUSINESS Staff requirements  CEO  General Manager  Floor supervisor  Chef  Waiters  Cashier (Burns, 2022). Premises  Building a floor for a restaurant that will cost 30000 yearly.  The 2 - storeyed building will need for further development of “Tasty Fare” that will cost £500000 yearly.   
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Profit and loss forecast for “Tasty

b}
Fare
(11
Money needed to start the “Tasty T yr————r——
7 Less variable costs
Fa're Gross profit (sales less variable
costs) =
ITand computers 30,000 Calculate your gross profit margin
2 (gross profit divided by total
Telephones and broadband 5,000 sales x 100) (A)
Equipment 500,000
Salaries/wages (survival income +
Stock 200,000 any staff 200:000 200:000 200.000
Seols 50,000 Prérnfses (including rent, rates, 200, 200, 200,
utilities)
Vehicles 30,000 Telephone and broadband 5,000 5,000 5,000
Printing, post and stationery 50,000 50,000 50,000
Professional fees 2,000 Advertising and promotion 50,000 50,000 50,000
ostiranie 20,000 Bank ch'arges 1,000 1,000 1,000
Professional fees 2,000 2,000 2,000
Rent/rent deposit 200,000 Insurances 20,000 20,000 20,000
Bank/HP/Interest (payable to your
Stationery 50,000 Bank) 2,000 2,000 2,000
E Stock 200,000 200,000 200,000
Marketi ng 50,000 Consumables 40,000 40,000 40,000
Consumables 40,000 Equipment and vehicle leasing 30,000 30,000 30,000
Depreciation 3,000 3,000 3,000
Licences 2,000 Other (please specify) 497,000 497,000 497,000
Training 1,000 —
Total fixed costs 1,300,000 1,300,000 1,300,000
Association fees 1,000 Net profit (gross profit less fixed cost)
Wages/recruitment 1,000
R . Calculate your net profit margin (net
Security/health and safety equipment 5,000 profit divided by total sales x 100)
Market research costs 500
E Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)
Other (please specify) 312,500 =
“I':,tal wvariable costs + total fixed costs 1,500,000 1,500,000 1,500,000
TOIALE 1,500,000 Break even (B) divided by (A) 17,182 16,667 16,667
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                        FINANCE Money needed to start the “Tasty Fare” Profit and loss forecast for “Tasty Fare”      
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CONCLUSION

A competitive pricing strategy, traditional food items, and a traditional restaurant
theme will attract customers to “Tasty Fare” effectively.

The business will generate 5%, 25%, and 29% of net profit at 1st, 2nd, and 3rd
years of business.
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                   CONCLUSION  A competitive pricing strategy, traditional food items, and a traditional restaurant theme will attract customers to “Tasty Fare” effectively.  The business will generate 5%, 25%, and 29% of net profit at 1st, 2nd, and 3rd years of business.   
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START UP COSTS

						£

		IT and computers				30,000

		Telephones and broadband				5,000

		Equipment				500,000

		Stock				200,000

		Tools				50,000

		Vehicles				30,000

		Professional fees				2,000

		Insurance				20,000

		Rent/rent deposit				200,000

		Stationery				50,000

		Marketing				50,000

		Consumables				40,000

		Licences				2,000

		Training				1,000

		Association fees				1,000

		Wages/recruitment				1,000

		Security/health and safety equipment				5,000

		Market research costs				500

		Other (please specify)				312,500

		TOTAL  £				1,500,000
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 1,575,000 2,000,000 2,100,000

Less variable costs 200,000 200,000 200,000

Gross profit (sales less variable 

costs) = 

1,375,000 1,800,000 1,900,000

Calculate your gross profit margin 

% (gross profit divided by total 

sales x  100) (A)

87 90 90

Salaries/wages (survival income + 

any staff

200,000 200,000 200,000

Premises (including rent, rates, 

utilities)

200,000 200,000 200,000

Telephone and broadband 5,000 5,000 5,000

Printing, post and stationery 50,000 50,000 50,000

Advertising and promotion 50,000 50,000 50,000

Bank charges 1,000 1,000 1,000

Professional fees 2,000 2,000 2,000

Insurances 20,000 20,000 20,000

Bank/HP/Interest (payable to your 

bank)

2,000 2,000 2,000

Stock 200,000 200,000 200,000

Consumables 40,000 40,000 40,000

Equipment and vehicle leasing 30,000 30,000 30,000

Depreciation 3,000 3,000 3,000

Other (please specify) 497,000 497,000 497,000

Total fixed costs 1,300,000 1,300,000 1,300,000

Net profit (gross profit less fixed cost)

75,000 500,000 600,000

Calculate your net profit margin (net 

profit divided by total sales x 100)

5 25 29

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs 

(B)

1,500,000 1,500,000 1,500,000

Break even (B) divided by (A) 17,182 16,667 16,667
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						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		1,575,000		2,000,000		2,100,000

				Less variable costs		200,000		200,000		200,000

				Gross profit (sales less variable costs) =		1,375,000		1,800,000		1,900,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		87		90		90

				Salaries/wages (survival income + any staff		200,000		200,000		200,000

				Premises (including rent, rates, utilities)		200,000		200,000		200,000

				Telephone and broadband		5,000		5,000		5,000

				Printing, post and stationery		50,000		50,000		50,000

				Advertising and promotion		50,000		50,000		50,000

				Bank charges		1,000		1,000		1,000

				Professional fees		2,000		2,000		2,000

				Insurances		20,000		20,000		20,000

				Bank/HP/Interest (payable to your bank)		2,000		2,000		2,000

				Stock		200,000		200,000		200,000

				Consumables		40,000		40,000		40,000

				Equipment and vehicle leasing		30,000		30,000		30,000

				Depreciation		3,000		3,000		3,000

				Other (please specify)		497,000		497,000		497,000

				Total fixed costs		1,300,000		1,300,000		1,300,000

				Net profit (gross profit less fixed cost)		75,000		500,000		600,000

				Calculate your net profit margin (net profit divided by total sales x 100)		5		25		29

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		1,500,000		1,500,000		1,500,000

				Break even (B) divided by (A)		17,182		16,667		16,667
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