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Executive Summary 
The proposed business plan is to establish an environment-authentic Romanian restaurant in London where the traditional foods that include sarmale, mici and papanasi can be served. The restaurant will focus on the Romanian customers and community who are interested in international cuisine. Being a private limited business, the company is expected to spend about £40,000 to start business and obtain a culturally unique experience when dining out and attain sustainable profitability.




[bookmark: _Toc224679535]1. Overview of the Business Idea 
[bookmark: _Toc224679536]1.1 Business Concept
The business proposal is thereof a Romanian restaurant offering the hospitality sector in London authentic Romanian food. The restaurant will follow traditional recipes using fresh foodstuffs and the classic cooking techniques. Premordia and Gál (2023) stress that customers are drawn to the ethnic restaurants through the authenticity since most of the time, consumers want to experience more than just food in the ethnic restaurants. This way, the restaurant will also establish a transformational Romanian dining experience since the service and environment can severely affect customer satisfaction (El-Said et al., 2021).
[bookmark: _Toc224679537]1.2 Products and Services
The restaurant will also have various traditional Romanian food in the menu. Its core menu comprises sarmale (cabbage roll), which is based on meat, rice, and mici (grilled sausages), papanasi (Romanian dessert), Soups and traditional drinks. The dishes are widely recognised aspects of Romanian foods and will serve to convey genuineness to the clients.
Dining, takeaway and delivery services will be offered at the restaurant. Incorporating online food order systems can also enable eateries to target consumers who like comfort and online shopping. Tandon et al. (2021) discovered that the convenience and accessibility have a significant bearing on the consumer choice when purchasing restaurant food.
[bookmark: _Toc224679538]1.3 Target Market
The key target audience comprises of the Romanian and the Eastern European population residing in London who might desire cultural food. Nonetheless, the restaurant will also appeal to local consumers who seek international food experiences and travelling tourists seeking multiculturalised food. The influx of more diverse citizens into the country provides the ethnic restaurants with chances to keep up with the more diverse clientele to the restaurants than their traditional cultural customer base (Office for National Statistics, 2022).
[bookmark: _Toc224679539]1.4 Legal Structure
The restaurant will be in the form of a Private Limited Company (Ltd). This form of organisation divides both personal finances and business finances thus minimising the level of personal liability and also allows the business to entice investments.
[bookmark: _Toc224679540]1.5 Management Structure
The management team will comprise of the owner/manager, head chef, kitchen staff including waiters and marketing assistant. According to Scarborough and Cornwall (2020), it is crucial to support functioning efficiency and quality of services in hospitality business through a higher level of structured management.
[bookmark: _Toc224679541]2. Market Research 
The market research assists the entrepreneur in assessing the external situation that could determine the performance of the business. The PESTEL framework is one of the most common methods of analysing external business environment that consider factors such as political, economic, social, technological, environmental and legal.
Table 1: PESTEL analysis for Romanian restaurant in London
	Factor
	Key Issues

	Political
	UK food safety regulation and licensing requirements

	Economic
	Rising inflation and operational costs

	Social
	Growing interest in multicultural cuisine

	Technological
	Online delivery platforms and digital marketing

	Environmental
	Sustainability expectations and waste reduction

	Legal
	Hygiene standards and restaurant regulations


Table 1 is a summary of the key external factors which influence the proposed restaurant. Restaurant businesses are highly affected by political and legal forces since stringent food safety rules were to be obeyed before starting operational activities. Hygienic standards and regulatory inspections are designed to make sure that restaurants prepare food safely and protect consumers based on regulatory standards (Food Standards Agency, 2024a). The performance of restaurants is also influenced by economic conditions as the rise in food prices due to inflation and the growing cost of operations impacts on menu pricing strategies and raise the costs of operation. The office of National statistics (2026) notes that operational cost in the hospitality industry has gone high due to the increased inflation. The opportunities that social tendencies introduce to the ethnic restaurants comprise the growing numbers of consumers who prefer international meals and native cultural dining experience. Those customers, who are fond of trying new dishes, will visit the original ethnic restaurants that provide them with unique cultural experiences (Premordia and Gál, 2023). Online delivery platforms are among the technological advancements that enhance convenience to the customers and increase the reach in the restaurant market (Tandon et al., 2021). Environmental factors are also to be taken seriously as restaurants should decrease the amount of food waste and resort to the environmentally friendly approach in order to reduce environmental influence to the minimum (Tomaszewska et al., 2024).
[bookmark: _Toc224679542]2.2 Competitor Analysis
There is a high degree of competition in the London restaurant market that involves the Eastern European restaurants, international restaurants and local food outlets. There are a lot of competitors who provide various menus, but they are not exclusively focused on the Romanian dishes.
Rival companies usually have reputations and already existing customers. Nevertheless, others are not cultural and this can diminish their popularity among the customers in need of conventional ethnic foods. El-Said et al. (2021) suggest that the level of authenticity is an essential factor in the degree of satisfaction in ethnic restaurants.
The restaurant that has been proposed can thus form a competitive edge through the specialisation in the genuine Romanian foods, culture, and quality service.
[bookmark: _Toc224679543]3. Marketing Communications Strategy 
Marketing communication can be used to help attract the customers and create brand recognition in the competitive restaurant industry.
[bookmark: _Toc224679544]3.1 Branding
The restaurant will be built on a strong brand identity of the Romanian culture. The interior design, in the form of old-fashioned decorations and menu offering will lean towards the aspect of authenticity and introduce a unique dining experience. According to Premordia and Gál (2023), authenticity plays a crucial role in the perception of customers and, in turn, promotes their loyalty to ethnic restaurants. 
[bookmark: _Toc224679545]3.2 Digital Marketing
The use of digital marketing will be at the core of marketing the restaurant. Images of dishes, promotion of special events and contact with customers will be spread through social media, Instagram and Facebook. Manningham et al. (2024) show that the active use of the content of a social media can contribute to better restaurant visibility and presence among customers. 
The restaurant will also have a web site and will be visible on Google Maps to enhance search access. More customer access will be offered through online delivery systems (Uber Eats and Deliveroo). According to Tandon et al. (2021), convenience and the availability of the restaurant via the digital medium have a powerful effect on the ultimate choice to buy a restaurant.
[bookmark: _Toc224679546]3.3 Partnerships
Collaborations with Romanian cultural organisations, community groups and local festivals will assist the Romanian restaurant to market itself and enhance its cultural identity.
[bookmark: _Toc224679547]3.4 Promotional Activities
Proposals will be promotional schemes; such as opening discounts, theme cultural nights and reward schemes to make repeat visits. Scarborough and Cornwall (2020) note that customer engagement strategies are significant in designing long-term customer relationships.
[bookmark: _Toc224679548]4. Financial Plan 
The financial plan will indicate the capital needs and the financial performance of the proposed restaurant that is projected. It is necessary to have definite financial forecasts to attract investors and show the viability of the business.
[bookmark: _Toc224679549]4.1 Funding Required
The restaurant needs to be start up with an estimated investment of £40,000. Such finances will cater to restaurant accessories, interior design, marketing processes and initial wages. According to Scarborough and Cornwall (2020), proper financial planning is crucial since numerous small businesses have to collapse because of the lack of start-up capital.
[bookmark: _Toc224679550]4.2 Funding Sources
The source of funding will be a mix of personal investment, bank loan and private investors. It has multiple sources of funds which minimises the risk of financing and enhances the possibility of raising adequate funds. 
[bookmark: _Toc224679551]4.3 Start-up Costs
Table 2: Estimated start-up costs
	Expense
	Estimated Cost

	Restaurant rent deposit
	£10,000

	Kitchen equipment
	£12,000

	Furniture and interior
	£6,000

	Marketing
	£3,000

	Licences and permits
	£2,000

	Initial inventory
	£2,000

	Working capital
	£5,000


Table 2 estimates the amount of money that will be needed to open the restaurant There is a necessity of regulatory costs as before opening, restaurants are obligated to comply with the regulatory safety and hygiene rules. According to the Food Standards Agency (2024b), catering companies are bound to standards of food safety.
[bookmark: _Toc224679552]4.4 Monthly Expenses
Rent, staff salaries, ingredients, utility and marketing costs will be some of the monthly operational costs. These costs may be affected by inflation and supply costs, and the financial monitoring will have to be conducted regularly (Office for National Statistics, 2026).
[bookmark: _Toc224679553]4.5 Cash Flow Forecast
Table 3: cash flow projection
	Month
	Revenue
	Expenses

	Month 1
	£15,000
	£12,000

	Month 2
	£18,000
	£12,500

	Month 3
	£20,000
	£13,000


Table 3 shows projected revenue increase with the increasing stability of the restaurant.
[bookmark: _Toc224679554]4.6 Break-Even Analysis
At break-even, the total revenue must be equal to the total operating costs. According to the estimations regarding revenue and costs, the restaurant should break-even somewhere after six to eight months of the restaurant being operational.
[bookmark: _Toc224679555]6. Conclusion 
The proposed Romanian restaurant has a high potential in the London hospitality market which is multicultural. Growing popularity of foreign cuisine and genuine dining experiences among the consumers provide the positive environment to promote the Romanian food to the rest of the audience. The restaurant can distinguish itself by focusing on authenticity, cultural ambience and good services offered to customers as compared to industry rivals. Its penetration will also be increased through efficient marketing and online delivery networking, which will enjoy long-term profitability and sustainable development.
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