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1. Overview of the Business Idea
Casa Românească will be a traditional Romanian restaurant with his location in Birmingham, providing an authentic Romanian cuisine such as sarmale (cabbage rolls), mămăligă cu brânză (polenta with cheese), mici (grilled minced meat rolls), and papanasi (fried or boiled cheese doughnuts). The goal for this restaurant is to become a cultural hub that brings together the Romanian people and different nationality as well, residents, and tourists seeking new culinary experiences. The restaurant's philosophy places a strong a high value on community involvement, friendliness, and authenticity.
The goal for the restaurant is to celebrate Romanian culture through food, atmosphere, music, and service excellence. The vision is to be recognized as Birmingham’s top destination for authentic Eastern European cuisine, creating memorable dining experiences while promoting cross-cultural understanding.
To protect the owner legally and facilitate growth, the restaurant will function as a Limited Liability Company (LLC). The owner/director, a head chef in charge of the kitchen and keeping it hygienic and fresh, a restaurant manager in charge of day-to-day operations, a marketing coordinator in charge of promotions, and a group of support employees, including servers, sous chefs, and cleaners, make up the management structure.
With the location isn Birmigham is a strategic move for the business due to its diverse population, large student community, and high tourist activity. The city’s multicultural environment it makes one of the best ideals for introducing authentic Romanian cuisine to a broad audience.
2. Environmental Analysis 

So, the UK gov is quite supportive when it comes to starting a business – they offer tax relief and start-up loans which is great. But yeah, we still gotta follow all the rules like food hygiene, health & safety, and get the right licenses (Food Standards Agency, 2023). Since Brexit its harder for importing stuff got more complicated – like, bringing in authentic Romanian ingredients might be tricky now with all the new restrictions. But we gonna try to do our best and help local farmers for meat.
The hospitality industry’s been hit by inflation, not gonna lie as everything it’s more expensive, Birmingham’s economy is still doing alright, and tourism helps keep restaurants busy (ONS, 2024). People seem to be spending more on cultural food experiences lately, which is good news for us.As long as we keep costs under control and price things fairly, we should be able to keep things going steady and of course to win a little aswell.
Loads of people are willing to try  new foods – they want something real and different. Romanian cuisine isn’t that common in the UK, so that gives us a cool opportunity. Also, people care more about sustainability and ethical food now, which fits with our plan to use local stuff and reduce waste.
We will use technology to make things smoother and get everyhthing sort out. Like, we’ll have a proper website with online booking, be on UberEats and Deliveroo plus our own driver and post regularly on socials. Tech will also help us keep track of stock and make payments easier for customers.
We gonna try to be as much as we can eco-friendly as much as we can – using recyclable packaging, cutting down waste, and working with local farms. Also planning to use energy-saving equipment and set up recycling in the restaurant.
We’ll follow all the UK employment laws – fair pay, no discrimination, no racism, safe working conditions, all that. And we’ll make sure any customer data we collect online is handled properly and stays GDPR compliant.
3. SWOT and Competitor Analysis
Strengths
We’re bringing something fresh to Birmingham: proper Romanian food, the real deal — and there’s barely any competition doing just that.
The vibe is strong too — we’re not just serving food, we’re sharing culture. That’s going to speak for both the Romanian community and curious locals.
And honestly, we’ve got a great crew running the show — the chefs know their way around a kitchen, and the management team’s been through it all. They’re not just skilled, they’re passionate about making this place something special.
Weaknesses
Right now, not many people know the brand. We’re starting from scratch, so building everything will take time.
To start it’s not gonna pe easy and cheap — we’re relying on funding to get things rolling, which adds pressure.
And let’s be honest, not everyone in the UK knows what Romanian cuisine all is about. We’ll need to educate the market a bit and spark interest.
Opportunities
· People are craving authentic food experiences more than ever (Euromonitor, 2023). That’s a big win for us.
· We’re not just thinking restaurant — there’s room to grow into catering, pop-ups, and cultural events.
· We could also team up with Romanian associations or even embassies to boost visibility and credibility.
Threats
· If the economy dips, people might cut back on eating out, which could hit us hard.
· There are other Eastern European and Mediterranean spots around, so we’ll need to stand out.
· Ingredient costs could go up if supply chains get messy — especially for the authentic stuff we want to use.
Competitor Snapshot
In Birmingham, we’ve got a few restaurants with traditional food  in the Eastern European space — places like The Karczma (Polish), Transylvania Restaurant (which mixes Romanian and European), and Balkan Express. But Casa Românească is going all-in on Romanian — no fusion, no compromise. We’ll stand out with a full-on cultural experience: traditional dishes, Romanian music nights, holiday-themed events, and a warm, homely vibe that feels like stepping into a little piece of Romania.
4. Marketing Strategies
Casa Românească’s marketing strategy combines traditional and digital approaches to build awareness and attract a loyal customer base.

Target Market: The restaurant targets three main segments: (1) Local residents seeking diverse dining experiences, (2) Romanian expatriates and Eastern European communities, and (3) Tourists exploring Birmingham’s cultural food scene.

Objectives: Achieve 60% average table occupancy within six months and 80% within the first year. Establish brand recognition in Birmingham and gain 5,000 combined followers on social media platforms within the first year.

Marketing Mix (4Ps):
Product – The restaurant will offer authentic, homemade-style dishes using family recipes. Seasonal menu updates, Romanian beverages, and cultural entertainment nights will enhance the dining experience.

Price – A value-based pricing strategy ensures affordability without compromising quality. Average prices will range from £12–£18 for main dishes and £5–£7 for desserts. Special set menus and lunch deals will attract office workers and students.

Place – Located in Birmingham’s city centre near tourist spots and universities, the restaurant benefits from high footfall. Online ordering and delivery options via UberEats and Deliveroo will expand the customer base.

Promotion – Promotional strategies include:
- Launch event featuring Romanian folk music and tasting menu.
- Collaborations with local food bloggers and influencers.
- Flyers and posters in community centres and universities.
- Active social media presence (Instagram, Facebook, TikTok) to share behind-the-scenes content and customer testimonials.
- Loyalty programs offering discounts to repeat customers.

Brand Positioning: Casa Românească will position itself as Birmingham’s most authentic and welcoming Romanian dining experience, combining food, music, and décor to transport customers to Romania.
5. Financial Plan and Funding Requirements
	 
	MONTH
	 

	Cash in
	1
	 

	Loan- start up capital
	£50.000
	 

	Sales (total sales of product and/or services)
	£20.000
	 

	Other
	£45.000(25.000 saving+ 20.000 grant )
	 

	Total cash in-flows (A)
	£115.000
	 

	 
	 
	 

	 
	 
	 

	 
	MONTH
	 

	Cash out-expenses
	1
	 

	Rent or premises costs
	£20.000
	 

	Business rates for your business premises
	£5.000
	 

	Utilities (gas, electricity, water)
	£1.000
	 

	Insurance
	£3.000
	 

	Telephone and internet
	£500
	 

	Marketing and advertising expenses
	£8.000
	 

	Vehicle running costs
	£500
	 

	Equipment purchase or leasing
	£20.000
	 

	Postage, printing, stationery
	£200
	 

	Transport and delivery
	£300
	 

	Professional fees (legal, accounting etc.)
	£500
	 

	Cost of sales (Cost of product)
	£10.000
	 

	Wages your own
	£0 as not drawing wages yet
	 

	Staff wages
	£7.000
	 

	Any other
	£12.000
	 

	Any other
	£10.000
	 

	Total cash out-flows (B)
	£98.000
	 

	 
	 
	 

	Your net cash flow (A-B)
	£115.000-98.000=17.000
	 

	 
	 
	 


6. Conclusion
Casa Românească presents a compelling and culturally rich business opportunity in Birmingham. With its focus on authentic Romanian cuisine, warm atmosphere, and community engagement, the restaurant is well-positioned to fill a unique gap in the market. The business plan demonstrates a clear understanding of the local environment, with Birmingham’s multicultural population, student presence, and tourism to attract a diverse customer base. The SWOT analysis highlights strong internal capabilities—such as passionate leadership and cultural authenticity—while acknowledging challenges like brand awareness and funding pressures. However, the opportunities for growth through catering, events, and partnerships with Romanian organizations are promising.
Overall, the business is confident  to become a cultural and culinary landmark, offering not just food but a genuine Romanian experience that resonates with both locals and visitors.
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