



Executive Summary
RomaSaorma is a new fast-food restaurant that is in Swansea, Wales. This restaurant serves Romanian-style food (called saorma) using local ingredients. The company's goal is to use traditional recipes and environmentally friendly materials like compostable packaging to provide a complete dining experience that will appeal to customers who care about how their food is prepared and where it comes from. RomaSaorma's target audience includes the local Romanian community, university students, and young professionals, making it likely that the company will have a healthy and diverse customer base. There are many Romanians in Swansea, and as a result, there are a lot of customers who will want to eat at RomaSaorma. Because of this high demand, the company anticipates reaching its breakeven point within one year of opening. The company plans to expand through delivery service and open another restaurant, with sustainability as part of its business model, providing operational efficiency, brand recognition, and long-term growth opportunities for the RomaSaorma brand. Thus, RomaSarma has positioned itself as an ethical and profitable competitor to some of the largest fast-food chains in the UK.








Business Goals and Objectives
RomaSaorma is a new start-up fast food company that proposes to provide sustainable, traditionally Romanian-style fast food in Swansea, Wales. RomaSaorma will sell fresh shawarma made from fresh locally sourced ingredients and will offer authentic Romani-style shawarma and use modern methods of sustainability. The RomaSaorma business will address the growing demand for fast food that is affordable, ethically produced, and high-quality. Effective business planning will play a key role in creating long-term success (Ramirez, 2024).
RomaSaorma has a goal to establish itself as a profitable food outlet that is environmentally responsible and ultimately becomes a known brand in Swansea. In the short term (Year 1), the business will look to open its first outlet in a high-footfall area, achieve steady daily sales, and reach breakeven in the first 6-9 months. In the medium term (Years 2-3), RomaSaorma plans to grow the business incrementally by connecting via delivery platforms to expand its geographical reach and to possibly open a second location. In the long term (Years 4-5), the intent is to grow into a brand/mark across Wales and begin the process of franchising.
The large Romanian population in Swansea represents a key driver of paying, ready-made target markets for RomaSaorma since they have an established familiarity with Romanian-style shawarma and the overall Romanian cuisine. The cultural connection will likely lead to a higher level of support for the business and, therefore, will increase demand, while also having a lower risk of succeeding in entering the market since diasporas generally are prone to supporting businesses with which they become culturally connected.
RomaSaorma also has specific sustainability objectives such as reducing food waste, using biodegradable packaging, local sourcing and treating employees fairly. Long-term success for RomaȘaorma will only be viable if an enterprise can simultaneously balance its three objectives: economic, environmental, and social goals (Nogueira et al., 2023). Furthermore, when your company develops its business model by incorporating sustainability, you will create long-term benefits for your business (Christodoulou et al., 2025). 
PESTLE Analysis 
· Political Influences: The current UK government wishes to support small businesses, particularly those that are involved in sustainable business practices. Furthermore, environmental regulations and the provision of support by way of tax incentives to businesses that adopt sustainable practices also encourage more businesses to adopt such practices. Government fiscal policy also provides a strong basis for growth in sustainable enterprises (Shi & Ge, 2025).
· Economic Influences: Inflation, food price increases and discretionary income provide businesses with challenges due to increasing cost pressures. While food prices continue to rise, there continues to be very strong demand for inexpensive fast food by both students and working individuals. Managing costs will, therefore, continue to be important to maintaining profitability (Ramirez, 2024).
· Social Influences: The city of Swansea has a large, diverse population with a large representation from the Romanian community and numerous students attending Swansea University, which will provide a large customer base for RomaSaorma. Additionally, the increasing emphasis on sustainable and healthy food consumption creates an increasing market for businesses that provide socially and environmentally friendly food products.
· Technological Influences: Businesses have successfully developed applications whereby customers can order food on their mobile devices, resulting in a more efficient process for the business and providing a more convenient experience for customers. Digitalising the operational business processes has also improved the ESG (Environmental Social Governance) and operational efficiency in which the business can conduct itself (Mu et al., 2025).
· Legal Factors: Legal compliance with various regulatory requirements is important for the successful operation of any business, including but not limited to food safety regulations, hygiene regulations, touchless tax requirements, and employment law. Further, there are environmental laws which dictate how businesses can operate.
· Environmental Factors: The EU has put pressure on all businesses to reduce their carbon footprint and use of plastic. Any environmentally responsible action undertaken by a business will result in the business having a competitive advantage over similar businesses.
SWOT Analysis
SWOT Analysis is a valuable analytical tool that can be used to evaluate the external/internal environment of a business. RomaSaorma has a few great advantages. One of these advantages is that they are offering Romanians a twist on traditional Romanian foods by combining them with sustainable practices. Another is that they have a very clear differentiation from other fast-food restaurants in the area. Lastly, will be supplying a large portion of Romanian food from the local community in Wales. This will help to improve both the quality of the meals they serve to customers and build the brand.
Some disadvantages that RomaSaorma will face in operating the business are the costs associated with using sustainable ingredients and packaging. Additionally, will be starting their business with little brand name recognition. Therefore, it will be important to manage these costs effectively.
Though there are some disadvantages, there are also a lot of opportunities that RomaSaorma can take advantage of. These include the growing demand for sustainable foods, the increase in the number of food delivery platforms, and the potential to grow into other cities within the UK. Additionally, being part of the Romanian community provides RomaSaorma with a niche market to compete in.
Some potential threats that RomaSaorma may encounter are competition from already established fast food outlets, economic uncertainty, and the increasing costs of everyday business operations. Furthermore, new companies that are pursuing environmentally sustainable practices are faced with significant challenges in terms of staying within their budgets while still achieving their environmental goals (Nunes et al., 2022).
Estimated Year 1 Cash Flow for RomaȘaorma Business startup
A cash flow forecast is critical in determining whether the business will survive.
Estimated Average Monthly Revenue:
· Average Number of Orders Daily: 150
· Average Price of each Order: £5
· Estimated Total Monthly Revenue = £22,500
Estimated Average Monthly Expenses:
· Rent: £3,000
· Wages: £8,000
· Food Ingredient Costs: £5,000
· Utilities: £1,500
· Marketing: £1,000
· Miscellaneous: £1,000
· Total Expenses per Month: £19,500
· Estimated Monthly Profit: = £3,000
There is enough revenue to allow RomaSaorma to be profitable within its first year of operation if sales targets are met. Financial planning plays an important role in achieving sustainability and efficient management of resources (Ramirez, 2024).
RomaSaorma will need approximately £80,000 - £120,000 of initial startup costs for equipment, rent, setup, and working capital. Being able to access required financial resources and use the appropriate sources/methods of funding is critical for the success of any startup (Bertoni et al., 2022). Sustainability is a key component of RomaȘaorma’s business model and is part of all the business’s operations. The business uses a multi-dimensional approach, called the triple bottom line, which looks at environmental protection, social responsibility, and economic viability. This approach ensures that the business can take in profit while making a positive impact on society and the environment (Nogueira et al., 2023).  
RomaSaorma will focus on locally sourcing ingredients as much as possible, to both decrease transportation emissions (food miles) and support the local economy from an environmental standpoint. It will also use biodegradable/compostable packaging materials and will not use any single-use plastics to eliminate landfill waste. RomaSaorma plans to minimise food waste by using demand-supply forecasting, portion control methods, and redistributing surplus food (when appropriate) before it goes to waste. These efforts are consistent with other sustainable business models, which consider the environmental impact and incorporate it into their core operations (Azizi & Akhondi, 2026).
RomaSaorma will support social sustainability by providing fair employment opportunities, being a good employer, providing job training and developing a positive workplace culture. It will employ as many local people as possible and will attempt to employ members of the Romanian community in Swansea, which will enhance community ties and promote cultural inclusiveness. Employee well-being and employee retention are essential for long-term organisational sustainability, due to the positive impact that managing employees effectively has on overall long-term sustainability (Cachon-Rodríguez et al., 2022).
Sustainability also contributes to RomaSaorma's long-term profitability by creating efficiencies, reducing waste, and building a solid brand image. Businesses that prioritise being good stewards of the earth are gaining popularity with consumers. This creates an advantage for RomaSaorma, which uses sustainable practices to create a competitive advantage while building its leadership and resilience in this evolving marketplace (Rosario & Boechat, 2025). 
Marketing Strategy 
RomaSaorma’s marketing strategy will require a time commitment to build brand awareness, foster customer loyalty, and effectively communicate their unique value proposition, which is authentic Romanian street cuisine produced sustainably. RomaSaorma identifies the following as their primary target markets: the Romanian community in Swansea, university students and young professionals. The existence of a population of Romanians will create a built-in source of initial demand because these customers will likely continue to look for restaurants that offer food from their homeland. University students living in Swansea represent a large segment of potential customers due to many needing affordable and convenient meal options on a consistent basis. 
RomaSaorma will use digital-first marketing strategies to promote products, raise awareness of sustainability initiatives and engage directly with customers through social media channels such as Instagram, TikTok, and Facebook. Social media marketing allows businesses to connect with consumers and develop loyalty to their brand. Entrepreneurial marketing strategies are also critical for start-ups as they provide a cost-effective way to grow and build a base of customers (Pangilinan et al., 2025). 
Promotional efforts will focus on building loyalty through specials, student discounts, and loyalty programs to encourage repeat buying behaviour. Use of local influencers and food bloggers will build RomaSaorma’s credibility and visibility. RomaSaorma will also utilise food delivery platforms, such as Uber Eats and Deliveroo, to increase its consumer base.
Use of integrated marketing communication will provide for consistency between social media channels that align with RomaSaorma’s brand and identity (Smith & Zook, 2024). By emphasising both authenticity and sustainability, RomaSaorma has an opportunity to distinguish itself from its competitors and appeal to a much wider audience.
Contingency Plan and Conclusion 
RomaSaorma is confident that they will properly prepare for any potential threats and uncertainties that may arise and/or exist. The ability to have a comprehensive contingency plan will afford this business the ability to quickly adjust to challenges presented and make any necessary changes to maintain ongoing operations.
There are two major risks for RomaSaorma: disruption to the supply chain due to reliance upon local food suppliers and lower-than-anticipated sales during the early days of the business. To combat supply chain disruptions, RomaSaorma will establish relationships with multiple suppliers to be able to continue operations. To address the risk of lower-than-average sales, RomaSaorma will conduct additional promotional efforts and discounts to engage the customer base. 
The increasing costs of supplies, truck transport and utilities are also worth noting as a potential risk for RomaSaorma. RomaSaorma will manage this risk by looking for ways to operate more efficiently, reduce waste, and, if necessary, slowly increase its prices. Ongoing monitoring of any changes to laws and regulations that may affect operations will ensure continued compliance with UK food safety regulations.
In addition, adaptability is important for the success of any start-up business. Businesses need to be able to revise their strategies based on changes in their marketplace (Burnell et al., 2023).
In conclusion, RomaSaorma is a well-placed, ethical business combining cultural authenticity with modern, environmentally conscious practices. The knowledge that there is an existing population of Romanians in Swansea allows for even greater potential opportunities for profitable operations. Through combining sustainability, effective marketing and financial planning for start-ups, RomaSaorma has a strong platform for achieving long-term growth and success.
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