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Abstract 

This Master's Thesis will delve into Porter's Five Forces framework, macroenvironment 

analysis, and SWOT Analysis because it relates to the study of introducing African cuisine 

to a foreign market. The thesis ambitions to offer insights into the underlying factors that 

contribute to the reluctance of people to embody African delicacies, in addition to 

discovering capacity enterprise possibilities in catering to African and non-African 

consumers. The proposed strategic method seeks to manage the limits to access the 

marketplace by gauging prospective customers' interests and options through a focused 

questionnaire and implementing a complete marketing plan to promote awareness and 

attraction to the restaurant. A feasibility evaluation will also be performed to mitigate 

business risks. 

Keywords 

Business Strategy, International Business, Investment, Foreign Market, SME, Market Entry 

Abstrakt 

Tato magisterská práce se bude zabývat Porterovým rámcem pěti sil, analýzou 

makroprostředí a analýzou SWOT, protože souvisí se studiem zavádění nových technologií.  

africké kuchyně na zahraniční trh. Diplomová práce má ambice nabídnout vhled do základní 

faktorů, které přispívají k neochotě lidí ztělesňovat africké pochoutky, kromě toho, že je 

třeba se zaměřit na  objevení možností kapacitních podniků v oblasti stravování afrických a 

neafrických obyvatel. spotřebitele. Navrhovaná strategická metoda se snaží zvládnout limity 

přístupu k trhu prostřednictvím zjišťování zájmů a možností potenciálních zákazníků 

prostřednictvím cíleného dotazníku a realizací kompletního marketingového plánu na 

podporu povědomí a přilákání zákazníků do restaurace. Bude rovněž provedeno hodnocení 

proveditelnosti s cílem zmírnit podnikatelských rizik. 

Klíčová slova 

Obchodní strategie, zahraniční trh, restaurace, kuchyně, návrh, vstup na trh  
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INTRODUCTION 

The popularity of various ethnic cuisines has significantly increased in and around the 

culinary scene, indicating a growing interest in and respect for cultural diversity in eating 

experiences. With its bold colours, rich flavours, and distinctive cooking methods, African 

cuisine is starting to draw attention from food enthusiasts everywhere in the world amidst 

this growing phenomenon. This thesis aims to present a comprehensive business strategy 

for opening an African restaurant in Brno, Czech Republic. Launching an African 

restaurant in Brno offers a special chance to acquaint the community with Africa's varied 

culinary traditions, including the flavourful grilled meats of East Africa, the spicy stews of 

West Africa, and the savoury tagines of North Africa. The purpose of this plan is to create 

a dining location that is authentic and easily accessible, to bridge the gap between African 

culinary arts and the growing market of food enthusiasts in Brno. 

Among the essential elements required for the restaurant's success are market research, 

menu creation, cultural integration, marketing strategies, and supply chain. However, all 

of these will be covered in the strategic plan. This thesis aims to create a business model 

that not only emphasises the distinctiveness of African food but also guarantees sustained 

growth and profitability. The proposed restaurant will not only serve food but also function 

as a cultural centre, offering educational opportunities through cultural events, and 

partnerships with international companies with a significant number of Africans such as 

AT&T, Infosys, Oracle, FNZ etc. Through a variety of strategies, the people of Brno hope 

to develop a greater understanding of African cuisine and culture. 

In summary, to create a successful and culturally promoting dining experience, we will 

examine all aspects of opening an African restaurant through this thesis, from concept idea 

to implementation. Even in markets where ethnic food experiences are under-represented, 

the insights and tactics provided will offer entrepreneurs and restaurateurs with a useful 

road map for entering the international cuisine market. 
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1 PROBLEM DEFINITION, OBJECTIVE, METHODS AND 

SOLUTION PROCEDURE 

The main research topic, which forms the basis for the specific goals of the thesis, is 

covered in this chapter. It also explains the choice of this topic. The concluding part of this 

section provides a summary of the methodology used in this thesis along with solution 

procedure and interpretations. 

1.1 Problem Definition 

Consumer interest in a variety of culinary experiences has increased recently due to the 

demand for authentic and unique tastes across the globe. Despite this progress, the food 

scene in Brno is dominated by European and Asian cuisines, with little to no focus on 

African culinary traditions. This lack of culinary diversity not only limits the exposure of 

residents and visitors to many cultures but also misses a significant opportunity to cater to 

an underserved market niche. 

However, some challenges stand in the way of establishing an African restaurant in Brno. 

Firstly, the local populace's ignorance of African food can make it more difficult to draw 

in new customers at first. Also, even though food is an integral part of our daily living, 

Brno lacks African-themed restaurants, which makes it difficult for the city's expanding 

African community to live comfortably and integrate to support its economy. A clearly 

defined strategy is necessary to properly differentiate and position the new company in the 

fiercely competitive restaurant market. Furthermore, there are organisational and logistical 

challenges when locating genuine ingredients and guaranteeing cultural authenticity in a 

non-African setting. 

To overcome these obstacles, a thorough business plan is required, one that not only 

emphasises the distinctive value of African food but also responds to the tastes and 

preferences of the Brno target demographic. To successfully manage the challenging 

circumstances of the restaurant industry, a strategy needs to include comprehensive market 
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research, a strong operational structure, and an efficient marketing plan. Generally, the 

purpose of this thesis is to create a strategic plan for establishing an African restaurant in 

Brno. Through an examination of the complexities surrounding market entry, customer 

behaviour, and position in the market, the research will yield valuable insights and realistic 

suggestions for developing a lucrative and sustainable company strategy. Through the 

medium of food, the suggested approach aims to foster cultural exchange and 

understanding while also enriching Brno's gastronomic diversity. 

1.1.1 Question for Research 

Table 1: A Research Question Presented in a Table 

Source: Own creation, 2024 

Field of Study Question for Study Goal of the Study Method of 
Investigation 

The internal 
area  

 

1. How is the business 
plan for opening an 
African restaurant in 
Brno, Czech Republic, 
being implemented? 

 

1a. Examine the background of the concept's 
creation,  

1b. Understand the sources of inspiration for 
starting a new company in the food industry,  

1c. Examine the possibilities and chances of 
opening an African restaurant in Brno. 

Formal Appraisal 
Questionnaire 
Reflective 

 

Overall 
Element 

2. What are the possible 
positive and negative 
aspects of owning an 
African restaurant in 
Brno? 

2a. Identify the main patterns in Brno city.  

2b. Determine the trends that relate to the 
food industry. 

Desk study 

 

Sector Element 3. Are there any 
particular, identified 
elements influencing the 
intended market? 

 

3. Determine key commercial aspects 

 

Desk study 

 

Marketplace 
Assessment 

 

4. Would an African 
restaurant find Brno City 
to be a desirable place to 
open? 

4a. Determine the market's size,  

4b. Look into and communicate with people 
who satisfy the need that has been 
developed, 

4c. Examine how attractive the market is. 

Desk studies  

Study paper 

Study survey 
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1.2 Objective of the Thesis 

The objective of this thesis is to create a comprehensive company strategy that will 

guarantee the successful establishment of an African restaurant in Brno by putting several 

analytical frameworks to use to ensure a robust and competitive market entry. This study 

seeks to provide an in-depth understanding of the competitive landscape, internal 

organisational strengths, and potential risks through the use of PESTLE analysis, market 

analysis, Porter's five forces, McKinsey's 7s framework, risk assessment and management, 

and SWOT analysis with the use of IFE (Internal Factor Evaluation) and EFE (External 

Factor Evaluation). The overall goal is to create a strategic plan that will enhance the 

culinary and cultural diversity of the city of Brno while also positioning the restaurant for 

success in the diverse culinary industry. 

1.3 Methods  

This thesis will develop a detailed company plan for the organisation using both internal 

and external assessment. To ensure an in-depth knowledge of the market dynamics, 

competitive environment, internal organisational structure, financial plan, and risk 

management, the approach will consist of certain strategic and analytical tools.  

Those methods and explanations for them are as follows: 

PESTLE 

A common tool in strategic analysis, PESTLE stands for Political, Economic, Social, 

Technological, Legal, and Environmental issues. It has become a crucial part of 

contemporary company planning. Understanding the external environment in Brno, where 

the firm will be founded, is the primary purpose of PESTLE analysis in this study in order 

to discover prospective opportunities and hazards and alter the business plans accordingly. 

However, to fully understand their external environment and create strategies that work in 

the ever-evolving marketplace, businesses need to employ a comprehensive PESTLE 

analysis methodology (Guo & Nunes, 2007). 
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Market Analysis 

An efficient market analysis is essential to every business plan because it offers insightful 

information about consumer preferences, industry trends, and the competitive environment 

in which the company operates. Businesses can create a strategic plan that aligns with 

market realities, minimise potential risks, and find possibilities that haven't been seen by 

doing a comprehensive market analysis. Yaneva (2020) posits that a significant advantage 

of market analysis is its ability to guide strategic decision-making. The business will 

modify its services, goods, and marketing tactics to better suit the demands of its target 

market after considering the size, makeup, and preferences of its prospective clientele 

(Yaneva, 2020).  

Since market analysis provides analytical information on the competitive environment, 

consumer behaviour, and industry trends, it is a crucial component of company strategy 

(Varadhan and Jayachandran 1999). 

Porter's 5 Forces 

This study will examine the food industry's competitive environment. A key tool for 

creating company strategies is Porter's Five Forces framework, which makes it easier to 

comprehend how different elements might affect strategic choices. Such factors include 

the threat of substitute goods or services, the threat of new competitors, the negotiating 

power of suppliers, buyers negotiating power, and the threat of existing competitors. Porter 

(2018) argues that understanding these competitive dynamics and their underlying causes 

helps predict and shape competition and profitability across time, illuminating the factors 

underlying an industry's current success (Porter, M., 2018). 

McKinsey 7S 

The McKinsey 7S Framework is a useful tool for evaluating the alignment between 

different internal company elements, including the one we will be developing. 
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This well-established methodology highlights how crucial it is to coordinate different 

company elements in order to attain effectiveness. A company's potential to achieve 

success is determined by the interdependence of seven important aspects, namely structure, 

strategy, skills, staff, style, systems, and shared values. The framework was developed by 

management consultants at McKinsey & Company (Putri et al., 2021). 

Risk Assessment and Management 

Prior to devoting resources to mitigate, control, and monitor the impact of negative 

situations, all firms must prioritise, identify, and assess risks. Thus, risk management and 

analysis are crucial components of both operational execution and strategic planning. 

Conversely, successful risk management ensures long-term profitability, steady finances, 

and uninterrupted corporate operations. 

SWOT Analysis using EFE and IFE matrices, 

The SWOT analysis is a dynamic strategy tool that provides an organised, analytical 

approach to evaluating both internal and external factors. The use of matrices for internal 

and external factor evaluation, or EFE and IFE, further improves it. Finally, by supporting 

comprehensive strategic planning, informed decision-making, and effective resource 

allocation, this integrated analysis contributes to the company's long-term success and 

competitive advantage. Using the EFE (External Factor Environment) and IFE (Internal 

Factor Environment) matrices, it will be feasible to qualitatively evaluate each SWOT 

factor and determine the organization's total score (Fred R, 2008).  

Since its introduction in the 1950s, SWOT Analysis has been the fundamental strategic 

tool utilised by management, even if other, "more sophisticated" techniques have been 

available. Situational analysis, or what Fayol called "the all-around look," seems to be all 

that SWOT is (Spender, J. C., 2014, p. 110).  

The formulation of a comprehensive and coordinated strategy for assessing and planning 

the proposed company entry into the Brno market will arise from connecting these models.   
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2 THEORETICAL PART 

The theoretical part covers the fundamental ideas and theories that guide the operational, 

marketing, and strategic planning plans, all of which support the development of a 

company. By reviewing pertinent theories on business strategy, SME, international 

business, investment, consumer behaviour, and company management, this section seeks 

to establish a solid academic foundation for the proposed project. 

2.1 An Overview of Business Strategy 

Successful business strategy execution involves a thorough comprehension of the 

organisation's customers, staff members, leaders, and operations. The business's strategic 

decisions are significantly influenced by each of these factors. For example, a company's 

actions about entering a market, serving clients, producing goods and services, and 

investing in technology are all interrelated and have an immediate effect on each other 

(John W. et al., 2014). 

A consistent collection of integrated decisions regarding the actions an organisation will 

take to attain its goals and objectives is the foundation of strategy. However, a company’s 

mission and vision statements serve as the cornerstones around which strategic objectives 

are established, acting as the guiding principles that mould the organisation into a long-

term competitive advantage in the market. (Bora et. al., 2017). 

According to Kabeyi (2019), an in-depth knowledge of the company's internal abilities as 

well as the external environment in which it operates is necessary for the complex process 

of strategic planning, implementation, and evaluation (Kabeyi, 2019). 

2.1.1 Definition of Business Strategy 

A business's strategy is a detailed plan developed to accomplish its long-term goals and 

objectives. Its main aims are to maximise competitive advantage and guarantee sustainable 

growth in a market that is always evolving. The key elements of an effective business 
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strategy are the capacity to recognise and capitalise on a company's advantages and 

disadvantages while taking the outside influences that mould the competitive environment 

into account (Munawaroh et al. 2021). 

A business strategy is necessary, that is, if funding from sources other than personal loans 

is to be pursued. The business strategy's specifics outline how the capital investment should 

be used to achieve the intended profitability utilising several capital budgeting techniques, 

including the payback period, internal rate of return, and net present value. As a 

management tool, the business strategy assists the investor in establishing goals by tracking 

the project's development. Using a business plan as a guide helps one stay focused and 

move forward during the starting phases of the company (Blumentritt & Danis 2006). 

Since a business strategy serves as a road map for the first few years of operation, you must 

take the time to draft one. An executive summary, a mission statement, a business 

overview, a market analysis, a competitive analysis, a marketing plan, an operations plan, 

and a finance plan are nearly universally included in business strategies, despite differences 

in length and complexity. (Campbell D., 2022) 

2.1.2 The Function of Business Strategy 

The business strategy helps management in outlining the benefits and drawbacks of the 

suggested business strategy to potential investors or new management personnel. It fosters 

trust in the business by establishing transparency about the solutions provided to actual 

consumer needs. It provides the foundation for the company's long-term above-average 

returns when combined with competent management (Abdulwase, et. al., 2020). 

Therefore, the business strategy is crucial as a tool for negotiations and acquisitions. To 

successfully traverse the particular competitive climate, a company strategy is essential for 

recognising the likely, unanticipated, and impending obstacles. It can be succinctly 

described as how a firm operates. A company strategy entails considering prospects, 

business concepts honestly, successful business formulas, and—above all—the team 

members (Nyiramugisha, M., 2017). 
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The business plan is typically required in order to assess your business idea when 

submitting a financing request, particularly for equity financing. Detailed information is 

required for investors who provide a significant amount of funds to your business and are 

thus prepared to assume some of the entrepreneurial risk. This requirement must be 

considered. Decision-makers frequently have to act quickly and with less information. 

Although numerous factors limit the degree of the link, business planning improves the 

performance of both new and established small enterprises (Jones & Penaluna, 2013) 

The purpose of a business strategy is to attract investors and increase the equity capital 

base. Your organisation is searching for additional investors so that it can put forward ideas 

for the future. A business strategy is always requested by these investors. They examine 

the projects using it to assess market potential and company ideas. Acquisitions, succession 

planning, mergers, and company sales. The business plan can assist you in clearly 

presenting your company to potential buyers. Companies that appear robust and capable of 

successful integration will attract the attention of potential purchasers (Malnight, et. al., 

2019). 

On the other hand, when you buy a business, you show the management team of the 

possible acquisition that you have an open attitude by allowing them to visit your own 

establishment. Competence differences become evident in different work environments, 

which is why company plans need competence managers. Furthermore, independent of 

their workplace, managers who advance their careers more quickly are distinguished by 

their qualities linked to organising, planning, and inspiring others (Kirsch, et. al., 2009). 

2.1.3 Business Strategy Concept 

Efficiency and cost-effectiveness should be the main goals of business planning and 

planning activities. The degree to which the goals were accomplished is the measure of 

effectiveness (Wilson et. al., 2018). It is the degree to which an intervention has effectively 

achieved, or is anticipated to achieve, its primary pertinent objectives in a sustainable 

manner with a favourable influence on development. Conversely, efficiency is the 
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quantification of the economic conversion of resources/inputs (money, skills, time, etc.) 

into outputs (Mackay, 2007). Planning improves efficiency and cost-effectiveness through 

a variety of techniques, not only to satisfy reporting requirements but above all to facilitate 

well-informed decisions that optimise resource allocation, foster immediate and long-

lasting effects, and expand the body of knowledge for better global development initiatives 

(Wilson et. al., 2018). 

Systematic monitoring should be carried out using present indicators and presumptions. 

Over the years, development agencies have come to realise that, in order to reduce poverty 

over the long term, infrastructure investment is not nearly as crucial as capacity building. 

Some people believe that building capacity only entails tallying the number of attendees at 

training sessions. Attending a workshop, however, does not always increase ability. 

Sharing decision-making with key stakeholders gradually is necessary to build capability. 

Self-assessment is facilitated by the Participatory Planning Activities (PME) approach. It 

attempts to be an internal learning process that, by identifying various stakeholder demands 

and navigating their conflicting claims and interests, empowers people to consider past 

experiences, investigate current realities, review objectives, and determine future 

strategies.  

In management circles, there is a growing movement towards "performance-based 

accountability" and a focus on delivering results. This is because donor funds are limited, 

and there is an increasing desire for demonstrated impact and success (World Bank, 2004). 

Additionally, it strengthens the capabilities and experiences of non-governmental and 

community-based organisations as decision-makers and implementers; and it enhances the 

decentralisation of authority, requiring new kinds of oversight to improve transparency 

(Alvesson, M. 1998). 

According to Armstrong (2006), monitoring is the methodical, ongoing gathering and 

examination of data regarding a project's or program's development throughout time. The 

ability to identify a project or program's strengths and weaknesses and give the individuals 
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in charge of it enough information to enable them to make the best decisions at the 

appropriate time are the key reasons why planning activities are important. However, 

evaluation can also be used in the same sense as review, which is the assessment done at a 

certain stage of a project or program in order to look more closely than can be done through 

monitoring. To assess the progress of a project or program, various criteria are employed 

to examine its various components. It is carried out for various reasons, such as confirming 

that goals have been met, assessing the effect on various stakeholders, and determining 

whether future improvements may be made (Molina, 2003). It is difficult to conduct any 

kind of monitoring without including an evaluation component. It is difficult to have an 

analysis that is not evaluative when discussing the "analysing of information" in the sense 

that it is defined as monitoring. Stated differently, monitoring implies appraisal in some 

sense (Virkkunen & Ristimäki 2012). 

2.2 Introduction to International Business 

The term "international business" describes commercial operations involving the cross-

border transfer of resources (people, capital, and raw materials), goods (completed 

assemblies and products), services (financial services, insurance, and education, among 

others), knowledge and skills (managerial skills, intellectual property rights), or 

information (databases and networks). Undoubtedly, multinational corporations both 

benefit from and are the cause of this increasing interdependence between countries (Hill. 

C. 2008).  

The fundamental aspect of an international company is having the ability to function and 

carry out commercial operations on a worldwide level, breaking the limitations of national 

markets (Ginting & Kleiner 2000). 

2.2.1 International Business and Investment Theories 

It can be difficult to establish a new company in a foreign market. I will analyse it by 

comprehending the relevant ideas. 
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2.2.2 The Concept of International Business and Investment 

Trade and investment between nations are the most common types of international business 

transactions. The exchange of goods and services across national borders is referred to as 

international trade. In the global economy, international business and investment have 

grown in significance. (Tihanyi et al., 2012).  

The two primary categories of cross-border investments are foreign direct investment and 

international portfolio investment. Passive ownership of investment products, including 

bonds and shares, to generate financial returns is referred to as international portfolio 

investment. This means that these assets are not under active management or control. While 

foreign direct investment (FDI) refers to an internationalisation strategy in which the 

company establishes a physical presence abroad through the acquisition of productive 

assets such as capital, technology, labour, land, plants, and equipment, the foreign direct 

investor has a relatively short-term interest in the ownership of these assets. Thus, this 

approach to entering international markets allows investors to acquire all or a portion of a 

profitable business that is typically focused on marketing, production, or management 

functions. (Cavusgil, at el., 2014). 

According to Marandu & Ditshweu, (2018), it is still difficult to come up with a single, 

widely acknowledged theory that meets all the requirements of a good theory and offers a 

thorough explanation of the factors influencing foreign direct investment (FDI). Theories 

of portfolio investments emphasise risk management and diversification, contending that 

spreading out investments across time lowers risk. The demand for higher returns by 

investors is explained by the Capital Asset Pricing Model (CAPM), which considers the 

risks involved in international investments. The economic tradition, one of the guiding 

ideas in this field, asserts that the selection of a certain place for foreign investment is the 

result of a logical decision-making process directed by a defined set of criteria (Kotíková 

et. al., 2020). 
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2.2.3 The Obstacles in International Investment and Business 

International business and investment encounter several significant obstacles. Different 

rules, regulations, and political stability in every nation give rise to various legal and 

political difficulties. In addition, there are financial and economic risks that have an impact 

on profitability and investment returns, such as inflation, currency fluctuations, exchange, 

and credit risks. To prevent misunderstandings and foster positive interactions, adjustments 

are needed for cultural differences in language, customs, and business practices (Kostova 

et al., 2019). 

To succeed in new markets, one must, however, manage global supply chains, which 

entails handling customs laws, shipping expenses, and possible difficulties, as well as 

comprehending local dynamics, selecting appropriate entrance strategies, and competing 

with well-established companies. Furthermore, different infrastructures and rates of 

implementation provide different technological problems that require customised 

solutions. Meanwhile, effective cross-cultural management is necessary since employment 

laws and practices vary, which affects human resource management. 

Global operations' intrinsic diversity and complexity can raise expenses and complicate 

several corporate operations, including supply chain management, marketing, human 

resource management, and transportation. (Maznevski et al., 2012) Additionally, there can 

be notable cross-border variations in the financial, economic, political, regulatory, 

accounting, and tax environments as a result of the impact of culture on corporate conduct 

(Butler 2016). 

2.3 Entry Strategies for International Market 

Researchers have used transaction costs, institutions, and culture-based theories during the 

last thirty years to better understand the reasons behind businesses' market entry strategies. 

Among them, some have maintained that for businesses looking to conduct business 

internationally, selecting the market entry mode is a crucial strategic choice (Chung & 

Enderwick, 2001). As a result, some researchers who have critiqued market entrance 
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strategy studies have sought to gain a deeper understanding of the factors that lead 

companies to expand globally (Laufs & Schwens, 2014). 

2.3.1 Method of Market Entry 

A company's decision to join a foreign market is an important strategic choice that can 

have a big impact on its profitability and long-term performance. The firm's foreign market 

entry strategy is shaped by a variety of elements, which together affect the choice of entry 

mode. These aspects include the target market's unique characteristics, organisational 

capabilities, and marketing strategy (Ferreira & Serra, 2008). Specifically, companies need 

to evaluate not only the market's potential and appeal, but also the risks that come with 

each entry mode and the cultural quirks that could impact how well they operate in different 

institutional environments (Youssef & ALFakharany, 2023). 

Exporting – As markets become more globalised and the global economy becomes more 

interconnected, exporting becomes an essential part of a company's business plan for 

companies looking to grow and seize new opportunities. According to research, the kinds 

of foreign markets selected as well as particular segmentation and product strategies have 

a substantial impact on export sales performance and growth. This emphasises the 

significance of strategic decision-making for exporting initiatives that are successful (Cui 

& Jiang, 2009). In addition, the support that exporters receive from government-backed 

export-oriented agencies and financial institutions has grown in importance, highlighting 

the fact that, in the present global environment, a strategic focus on international trade is 

not only advantageous but also necessary for national economic development and 

prosperity (Pícha et al., 2014). 

Licensing – The potential usefulness of licensing as a means of entrance has received very 

little attention. It can offer a way to expand when ambiguity is addressed in a way that is 

favourable, as well as sufficient flexibility to exit the market in the case that unfavourable 

information is discovered (Ahsan & Musteen, 2011). Technology licensing is a contractual 

agreement whereby a licenser may sell or otherwise make available to a licensee its patents, 
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trademarks, service marks, copyrights, or know-how in exchange for a fee that is 

prearranged between the parties (Woznick, 1996).  

In the past, licensing was primarily used as a substitute for foreign direct investment (FDI) 

(Brouthers & Hennart, 2007).  

However, as a result of growing competition and quicker product and technology cycles, 

businesses are now thoroughly evaluating their technology portfolios and exploring 

licensing as a commercialisation strategy to increase revenue at nearly no additional cost. 

Licensing is considered a low-risk, low-return option that gives the licensing firm the least 

amount of control when it comes to market entry mode selection (Woznick, 1996). 

Businesses have licensed technology more frequently in recent years to reap financial and 

non-financial rewards (Lichtenthaler, 2011). 

Conversely, the survey conducted by Lichtenthaler and Ernst (2007) highlighted that the 

non-financial advantages frequently hold greater significance than generating license 

income. In terms of non-financial advantages, licensing might enable businesses to: acquire 

third-party technology; create industry standards; or penetrate new markets (Gambardella 

et al. 2010). 

Franchising – With franchising, an enterprise is granted the ability to operate under a 

brand's name, commercial know-how, and intellectual property rights in exchange for 

payment (often in the form of royalties and fees) from the franchisor to the franchisee. The 

growth of the service industry globally has been greatly impacted by franchising (Alon, 

2004).  

The industry's structure has evolved since the 1990s, and many SMEs are currently 

employing both domestic and international franchising. A significant degree of financial 

risk and operational control externalisation was employed in the utilisation of international 

franchising as an arm's length entry strategy (Alon & Mckee 1999). Using a variety of 

disciplinary lenses, scholars in the fields of international business, entrepreneurship, 

marketing, and management have studied international franchising (Combs et al., 2004).  
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Joint venture – In a joint venture, the company and a partner from the host nation must 

share ownership and management of the venture. Another option for entry is full ownership 

of the host country's facilities, in which the parent business invests all of its shares in the 

foreign operation. Acquiring an existing firm or making investments in new facilities 

within the host nation can be the means of achieving full control (Root, 1994). 

Merger and acquisition – Companies can strengthen their position in the global market 

and become more competitive by using mergers and acquisitions (M&A), which is one 

strategy they use to expand quicker than organic business growth (Sui & Peculea, 2016). 

M&A activities provide companies with a number of advantages, such as rapid cash flow, 

simple financing, experienced staff, quick customer acquisition, a mature operational and 

administrative system, a lower risk of business failure, a quicker time to launch new 

ventures, a reduction in business risk, etc (Gupta, P., 2012).  

This can involve an acquisition that takes over controlling management or a minority share 

part, and it can be done both domestically and internationally. Because they are more 

knowledgeable and confident about every aspect of the target asset, domestic purchases 

made by local buyers typically result in greater success than those made by international 

investors (Malone & Zicheng, 2008). 

In corporate restructuring, M&A represent a strategic avenue that can offer companies 

greater access to boost profits, gain market share or control, and enhance their 

competitiveness, or competitive advantage, in the face of an increasingly globalised and 

borderless world market (Gupta P., 2012).  

Greenfield investment – A parent firm establishes its operations in a foreign nation from 

the ground up through this sort of foreign direct investment (FDI). This includes building 

new offices, living quarters, distribution centres, and production facilities. Greenfield 

investments are common in areas like developing infrastructure, technology-driven 

enterprises, renewable energy initiatives, and emerging markets (Sui & Peculea, 2016). 
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These are foreign direct investments which provide the sponsoring business the maximum 

amount of influence.  

Acquiring a majority position in a foreign company or making international acquisitions 

are two further ways that FDI is used. When a company chooses the acquisition path, 

though, it could run against rules or other obstacles that make things more difficult (Ahsan 

& Musteen, 2011). 

2.3.2 Communication Across Culture 

In the same way that your childhood plays a major role in determining your communication 

style, a person's communication style is influenced by their upbringing. In international 

business, cross-cultural communication is essential since it builds a connection and 

confidence with clients, partners, and employees around the world while increasing 

employee engagement and productivity by making sure all workers feel valued and 

understood, which promotes greater collaboration among different teams (Abi-Hashem and 

Peterson, 2023). 

In a world growing more interconnected by every moment, cross-cultural communication 

is essential for people to interact with each other as they manage both the benefits and 

challenges of successfully communicating across differences in culture. In this procedure, 

cultural knowledge is shared, and various cultural viewpoints are understood by both 

parties (Aririguzoh, 2022).  

Understanding differences in culture and how they affect communication is a crucial 

component of cross-cultural communication. Individuals with diverse cultural 

backgrounds may possess unique intellectual and behavioural foundations for 

communication, influenced by their individual socialisation and cultural experiences. 

(Makarova, 2013). 
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A prominent concept in this field is cultural literacy, emphasising the need for message 

senders to recognise that message recipients from diverse cultural origins may not share or 

comprehend their cultural perspectives (Gudykunst, 2003). 

2.4 SME 

Any organisation involved in commerce, regardless of its legal structure, is regarded as an 

enterprise. This covers, in particular, independent contractors, owned and operated by 

families enterprises that engage in crafts or other activities, and partnerships or associations 

that consistently execute business (European Union Law, 2003). 

Since they foster innovation, provide jobs, and contribute to the diversification of the local 

and national economies, small and medium-sized enterprises have long been recognised as 

being crucial to economic growth and development (Waldenbach et al. 2017).  

Small and Medium-sized enterprises (SMEs), which offer a crucial means of survival and 

chances for economic growth to a substantial portion of the population, are essential to the 

expansion of economies. Numerous studies have shown that SMEs are essential to 

achieving the objectives of sustained development because they stimulate industrialisation, 

entrepreneurship, and job creation—all of which are vital to lower poverty and income 

inequality in developing nations (Anand, 2015). 

Because of their dynamic nature and ability to react to local market conditions, small and 

medium-sized enterprises (SMEs) are crucial to social and economic growth (Ahmed & 

Kim, 2020). 

2.4.1 The Grouping of SMEs 

The number of employees and financial constraints determine the Enterprise classification: 

1. Businesses with fewer than 250 workers, an annual balance sheet total of no more than 

EUR 43 million, and an annual revenue of no more than EUR 50 million are classified as 

micro, small, and medium-sized entities (SMEs). 
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2. A company is considered a small firm under the SME category if it employs less than 

50 people and if its annual turnover and/or balance sheet total do not exceed EUR 10 

million. 

3. A company is categorised as a microenterprise under the SME category if it employs 

less than ten people and if its annual turnover and/or balance sheet total do not exceed EUR 

2 million (European Union Law, 2003). 

2.4.2 Importance of SMEs  

Small and medium-sized enterprises are vital to the global economy because they promote 

economic growth, job creation, and innovation. 

 They are the global business community's largest segment, making up more than 90% of 

all businesses. They are also the main employers, creating large numbers of jobs and 

lowering unemployment rates. Because of their labour-intensive nature, which enables 

them to employ a large number of people to their size, they are frequently the main 

employer in many areas, particularly in developing nations. 

One of the key advantages of SMEs is their ability to create jobs, especially in developing 

nations. But they are necessary for a thriving and competitive economy because of their 

capacity to quickly adjust to shifting consumer wants and market conditions (Sukunesan 

et. al., 2020). 

Furthermore, because they have offices throughout different locations, including rural and 

less developed regions, SMEs support balanced regional development while creating jobs 

and easing the pressure of migration to cities, its existence aids in the reduction of regional 

inequities, the growth of local economies, and the advancement of social stability. 

Moreover, SMEs are becoming more and more involved in foreign markets, boosting 

exports, and assisting nations in integrating into the world economy (Ayanda and Laraba, 

2011). 
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Many government and international organisations support initiatives to promote the 

expansion and development of SMEs have resulted from the realisation of their 

significance on a worldwide scale. These steps include financial accessibility, initiatives 

for training and growth, and laws that foster an atmosphere that is favourable to business 

(Ayanda and Laraba, 2011) 

2.4.3 The Obstacles of SMEs 

The global economy depends heavily on small and medium-sized firms because of their 

significant contribution to employment and economic activity. However, a number of 

challenges that small businesses regularly face can keep them from growing. One of the 

biggest problems SMEs have been getting enough finance since they are perceived as 

having a higher risk profile than larger businesses. As a result, their failure to secure 

funding may limit their ability to expand their company, weather economic downturns, and 

make investments in new technology (Knight, G. A. 2001). 

A notable obstacle is the deficiency of appropriate information and resources. SMEs 

frequently lack the tools and knowledge necessary to successfully negotiate global 

marketplaces, comprehend customer needs, and put in place effective internal procedures. 

Another major obstacle that SMEs must overcome is the regulatory environment, which 

requires them to manage expensive and complicated regulation compliance processes. 

Human resource management is particularly important because SMEs struggle to identify 

and hire qualified workers and give them the training they need (Erhan & Gaugas, 2022). 

Despite their critical role in innovation and economic development, SMEs encounter 

numerous obstacles that must be addressed to prosper in a fast-paced business environment 

(Karambakuwa & Ncwadi, 2017). 

2.4.4 How to mitigate SME's difficulties 

Small and medium-sized companies (SMEs) encounter some obstacles, which can be 

lessened by implementing several strategies that centre on financing accessibility, 
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regulatory assistance, market accessibility, capacity building, technology advancement, 

and economic resilience. However, SMEs can invest in growth and innovation with the aid 

of grants and subsidies that provide direct financial support. Administrative difficulties and 

financial strain on SMEs can be decreased by streamlining regulatory procedures and 

offering tax benefits (World Bank, 2019). 

Additionally, it is possible to create new growth prospects for SMEs by assisting them in 

entering foreign markets through export promotion programs, making sure SMEs receive 

a percentage of government procurement, and giving them access to market research 

(Mulhern, A. 1996).  

Moreso, creating innovation hubs, giving low-interest loans or subsidies for adopting new 

technologies, and providing crisis management training are some ways to promote 

resilience, efficiency, and competitiveness. SMEs can develop economic resilience and 

adjust to market shifts by being encouraged to diversify their economies and receive timely 

forecasts for the economy (European Commission, 2023). 

2.5 Framework for the External Environment 

This section of the thesis emphasises on methods for analysing the external environment. 

2.5.1 Analysis using PESTLE  

PESTEL analysis, which stands for political, economic, social, technological, 

environmental, and legal analysis, is a crucial tool for market and environmental analysis 

as well as for supporting strategies decisions. Evaluating the macroenvironmental 

components allows organisations to focus their efforts on seizing opportunities and 

mitigating risks (Narayanan and Fahey, 2001).  

Although, most theorists agree that the PESTEL model systematises the general 

environment, and the concept is frequently applied in real-world settings. PESTEL analysis 

seeks to assess the impact of broad environmental elements while accounting for their 
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interrelationship. More specifically, the growth of one component impacts the growth of 

others, and numerous writers have stressed this interconnectedness (Yuksel, 2012; Ho, 

2014). 

Political Factor 

Changes in democratic governments can also lead to political instability, as can war, coups 

d'état, revolutions, and other forms of political unrest. Each of these elements should be 

taken into account individually because it is improbable that they will all occur in one 

nation or have an impact on a single industry (Miller, 1992). 

Economic Factor 

Economic factors directly affect a company's future prospects in a given market. The state 

of the economy may have an effect on the price or the supply and demand model. For 

instance, employment rates, interest rates, foreign exchange rates, inflation rates, 

disposable income, and trends in economic growth (Matović & Arsić, 2020). 

Social Factor 

Social factors may affect how, when, and where a target market interacts with goods and 

services (Shtal, 2018). 

As the backdrop against which all interpersonal interactions and company operations 

occur, social factors, which include culture, are essential elements in any study of a 

business environment. The larger social and cultural environment in which merchants 

function is therefore crucial to take into account (Nandonde, 2016). 

Technological Factor 

Businesses consider this aspect, which are often referred to as technological factors, as an 

essential tool for improving operations and procedures. It is used to evaluate the potential 

for innovation that exists. "Among the many external environmental factors that have a 
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significant impact on organisations, technological variables are a crucial component of the 

PESTLE study" (Khartit, 2020). 

They have the authority to set up obstacles to entrance, determine the optimal level of 

productivity, and influence decisions about outsourcing. Technological advancements can 

affect costs and standards while also promoting competition, new ideas, and creativity 

(Nwokah, 2018). 

Legal Factor 

Legal considerations include rules pertaining to equal opportunity, consumer rights, health 

and safety, and advertising standards as well as product labelling. In most cases, it is 

imperative to abide by the legal requirements. Consequently, it is important to emphasise 

that regulatory ambiguity could provide serious challenges for the company (Marc Lim, 

2023).  

Environmental Factor 

As stated by Glowik, M. 2020, "It should ideally lead to a shift in customer demands and 

preferences (such as buying products with lower power consumption)" when foreign 

market authorities enforce new legal requirements to minimise environmental damage 

(such as product labels disclosing an apparatus's electricity consumption). (Glowik, M. 

2020). 

This category includes everything that affects or is affected by one's immediate 

surroundings. A company's environmental analysis takes into account several elements 

such as local water sources, ground contamination, weather patterns, climate, global 

climate change, environmental offsets, and geographic location (Glowik, M. 2020). 

To summarise, PESTLE analysis is a systematic approach to assess and understand the 

external macro-environmental factors that could affect an organisation's operations and 

strategic planning. Companies can identify risks and opportunities from outside sources by 

analysing Political, Economic, Social, Technological, Legal, and Environmental issues. 
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This facilitates the development of initiatives by companies that enhance their 

sustainability and competitiveness. 

2.5.2 Market Analysis 

Model of Porter's Five Forces 

For analysing organisational competitiveness and power dynamics within a specific 

industry, scholars and managers generally view Porter's five forces model as a basic and 

reliable framework (Cunningham & Hamey, 2012). 

This model offers a framework for comprehending the fundamental causes of profitability 

and competitiveness, and it is intended to be used for analysing competitive dynamics 

within an industry. Businesses and strategists use the Five Forces model extensively to 

evaluate corporate strategy and industry structure. Nonetheless, it aids in organisations' 

understanding of the benefits and drawbacks of competitive dynamics. The five forces 

framework is an effective and user-friendly tool for pinpointing particular skills in a given 

business environment since it employs the outside-in perspective. (Johnson, et. al., 2008). 

The Five Forces framework identifies five major forces that determine the competitive 

landscape of an industry: 
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Figure 1: Model of Porter Five Forces 

(Source: Porter, M. 2008) 

The Threat of New Entrants 

The barriers to entry faced by new competitors, such as economies of scale, which give 

established companies a cost advantage that is hard for rivals to match, have an effect on 

this force. Because of the hefty upfront costs, newcomers may find it challenging to 

penetrate the well-established distribution networks of established businesses (Slater & 

Olson, 2002). 

Porter (1985) asserts that the entry of new players into an industry creates competition by 

driving up prices, expenses, and the rate of investment required to stay in business (Porter, 

1985, p. 8). However, the number of organisations in the market and the degree of entry 

restrictions will determine the danger of entrance in most cases (Johnson et al., 2008). 

Bargaining Power of Suppliers 

Profitability in the industry may suffer if businesses are unable to recoup from price 

increases imposed by suppliers. Suppliers who increase the cost of their goods and services 

could pose a danger to enterprises. Numerous factors can be construed as indicators of 
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robust supplier bargaining power. For instance, industry domination might not be the 

supplier group's most important customer or it might be dominated by a small number of 

businesses, making it more concentrated than the industry to which it supplies (Porter, 

1985). 

On the other hand, suppliers' bargaining power can be manipulated by the availability of 

substitute customers, the provider's size, and the number of providers (Slater & Olson, 

2002).  

Strong suppliers also tend to diversify their revenue streams; some may provide services 

to multiple industries and will not hesitate to seize any chance to increase profits. One 

important factor influencing suppliers' power is their ability to influence customers. 

Consumer demands for more services, better quality, or cheaper prices can all have a 

detrimental effect on the profitability of a sector (Porter, 1985).  

Bargaining Power of Buyers 

Bargaining power refers to the capacity of purchasers to affect terms of sale and price. 

Several elements impact this power, including the quantity of customers, product 

differentiation, price sensitivity, switching costs, buyer intelligence, and the potential for 

backward integration (Slater & Olson, 2002). 

Within the buyer group, the degree of concentration is one important factor influencing 

buyer power. Even though the investment needs to be made independently at each location, 

larger buyers that own numerous outlets or enterprises can use this concentrated position 

to get more favourable terms from suppliers. Due to their increased advantage over 

competitors, the stronger purchasers may see an increase in downstream market 

concentration as a result. Buyers' bargaining power may also be increased by the possibility 

of backward integration, in which case they can threaten to create the input themselves 

(Hampton & Stratopoulos, 2015). 
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Threats from substitute products 

This force shows the possibility that consumers might purchase other goods or services 

that meet the same requirements (directly or indirectly). It is dependent on some factors 

such as switching costs, the buyer's willingness to substitute, the availability of substitutes, 

and the relative price-performance of various alternatives. However, the threat alternatives 

are more easily available and more likely to provide a better value for the money (Beamish 

& Hubbard, 2011). 

The process of finding alternatives involves looking for goods or services that can serve 

the same function as those produced by the industry under consideration. The threat of 

substituting goods and services may be impacted by two factors: a buyer's addiction to 

buying substitutes or switching costs; and governance concerns between industrial items 

and substitutes in emerging economies. Beamish & Hubbard, 2011). 

The Rivalry among Existing Competition 

This examines the degree of rivalry between enterprises that are currently in operation 

within a given industry. Due to a lack of industry growth and a high number of competitors, 

businesses struggle for market share. Low product differentiation encourages price 

competitiveness, whereas high fixed costs and surplus capacity frequently lead to strong 

price wars. Businesses may take action by decreasing prices, releasing new goods, 

initiating marketing campaigns, and improving services when there is intense competition 

among current rivals, which results in a reduction in industry profitability (Porter, 1985).  

Notwithstanding, the occurrence of those instances will rely on the level of competition, as 

well as how the industry is impacted by factors like industry growth rate, storage and fixed 

costs, the number of rival companies, differentiation, exit barriers, and switching costs 

between rivals (Beamish & Hubbard, 2011). 

In summary, Porter's Five factors model can potentially be used by businesses to analyse 

the strength of the five factors and estimate the attractiveness of an industry. Using this 
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technique to help identify strategic opportunities and threats can help companies take 

advantage of opportunities or lower risks. to assist companies in creating strategic plans 

that will strengthen their position in the market and ensure long-term success (Grundy, 

2006). 

2.6 Evaluation of the Internal Environment of the Company 

Analysing a company's internal environment is just as vital as researching it externally. It 

will give an overall view of the business's abilities and general readiness for development, 

as well as insights into how it maintains stability.  

2.6.1 The Framework of McKinsey 7s  

The 7S framework developed by McKinsey offers businesses a strategic approach. Tom 

Peters and Robert Waterman, two consultants at the McKinsey & Company consulting 

firm, created it in the early 1980s. According to the model, these seven components need 

to be in harmony with one another and support one another for an organisation to function 

well (Hami et al., 2018). 

The framework serves as a model for assessing an organization's performance. It looks at 

the seven essential components of a successful organisation: shared values, strategy, 

structure, system, style, and staff who can settle internal disputes, build strong relationships 

with one another, and achieve organisational excellence. Every single one of these 

interrelated models is present in-service organisations. 
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Figure 2: The McKinsey Model 

(Source: Ravanfar M.M., 2015) 

The framework's "hard" and "soft" components are divided into seven interconnected 

aspects. 

"Hard" elements include: 

● Strategy: The structure employed to establish and maintain a competitive 

advantage our rivals. Corporate strategy is a plan to achieve company’s goal 

(Johnson, 2016) 

● Structure: The reporting lines and hierarchical groupings within the organisation. 

The flat organisational structure is more typical, where teams of professionals do 

the work. Boyle (2007) suggests that empowering people and eliminating middle 

management will increase organisational flexibility and power devolution (Boyle, 

2007).  

● Systems: The routines and actions that employees follow to complete their work 

each day. (Singh, 2013). 
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"Soft" elements include: 

● Shared values: It is the company's guiding principles for work ethics, conduct, and 

corporate culture. The goal and vision of the company are included in this. 

Employees who work for companies with weak values and shared objectives 

frequently pursue personal objectives that may differ from or even conflict with 

those of the company or their co-workers (Martins and Terblanche, 2003). 

● Skills: These are the talents and abilities that an organisation needs to have in order 

to effectively accomplish its goals (Jackson and Schuler 2007). 

● Style: A particular approach to leadership. Top management behaviour is a very 

effective management tool that conveys and reinforces powerful messages to all 

stakeholders, especially employees, across the company (Fleisher and Bensousan, 

2007, p. 49). 

● Staff: The workers and their overall qualifications. Because of their 

interdependence, changes to one will have an impact on the others. This includes 

talent management, staffing plans, and the workforce. As a reward for diligence, 

the company must give its workers assurance regarding their futures within the 

company and in their ability to advance professionally (Purcell and Boxai, 2003). 

In general, to improve organisational performance, analyse the potential consequences of 

upcoming changes inside a firm, align departments and procedures after a merger or 

acquisition, and decide how best to implement a suggested strategy, the 7S Framework is 

utilised for many functions. 

2.7 Probability and Impact Risk Appraisal 

A probability and impact risk model is a tool used in risk management that assists in 

assessing and prioritising risks based on the likelihood that they will emerge and the 

potential consequences they may have for a project or business. Nonetheless, by using this 

matrix, companies may identify which threats need to be addressed right now and which 

ones can be moved, reduced or closely watched. (Aven, 2016). 
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The probability and impact risk matrix is a potent tool in risk management that helps 

organisations traverse the intricate web of possible threats and opportunities. Through the 

use of this framework, project managers are able to systematically assess the possibility, 

impact, and likelihood of various risk occurrences, which facilitates proactive risk 

mitigation techniques and well-informed decision-making. (Cervone, 2006). 

Discovery, assessing, and mitigating the many risks and hazards that an undertaking, 

company, or investment may encounter is the first stage in this process. The next phase in 

the risk analysis process is to evaluate the likelihood of these risks and events that could 

have an impact on the business (Terje, 2015).  

In order to ensure and enhance the viability of any undertaking, the following are critical 

procedures for doing a risk analysis: 

Identifying risks involves: 

 Identifying both internal and external threats.  

 Likelihood analysis,  

 Effect assessment,  

 Mitigating strategies.  

With the help of this method, a business may skillfully manage any potential risks. By 

doing this, individuals lower the likelihood of negative consequences while raising their 

chances of success. Furthermore, it is recommended that managers and owners of 

businesses broaden their understanding of risk management in order to identify emerging 

risks and potential threats (Crovini, et al. 2021). 

2.8 SWOT Analysis (EFE and IFE Matrices) 

The SWOT analysis is a tool used in strategic planning that helps companies identify their 

Opportunities, Weaknesses, Threats, and Strengths (Balabanova, 2005).  
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Still, without the EFE (External Factor Evaluation) and IFE (Internal Factor Evaluation) 

matrices, the SWOT analysis is incomplete. These matrices provide a methodical way to 

evaluate the external and internal factors that are affecting a business (Cassidy, 2013). 

The most popular strategic tool used by management is still SWOT Analysis, even though 

other "more sophisticated" techniques have been available since its introduction in the 

1950s. All that SWOT seems to be is a situational analysis, or what Fayol called "the all-

around look." (Spender, J. C., 2014 p.110).  

One benefit of the approach is the ability to make decisions that are crucial from a strategic 

standpoint for the company. Using this method to define the firm's capabilities, one can 

discover what new products the company produces, whether it can expand the number of 

its clients, introduce innovative manufacturing processes, and whether it has the capacity 

to establish and enhance a chain of values. We are able to recognise potential business 

dangers thanks to this technique (Thompson and Strickland, 2006, p. 61). 

The SWOT analysis matrix should be completed using the following idea as a guide:  

 The organization's strengths are outlined in the "S" (Strength), which also functions 

as a tool for deciding the company's strategic direction and supporting important 

strategic decision-making. 

 The "W" (Weakness) indicates the assets that a company may use to lower its risks. 

 The company's potential is delineated by the "O" (Opportunity) notwithstanding 

various flaws.  

 In the case of an assault, the "T" (Threat) indicates a company's weak places 

(Balabanova, 2005, p. 56). 
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  
Figure 3: Matrix of SWOT 

Source: Buzz Analysis, 2016 

2.8.1 Matrix of the External Factor Evaluation (EFE) Matrix 

The EFE Matrix evaluates the opportunities and challenges posed by external variables that 

impact a company. The process begins with the identification of external elements, after 

which each component is assigned a weight indicating its significance to the company's 

success. With a total weight of 1.0. Next, these factors are assigned a rating on a 4-point 

scale: 1 denotes an insufficient answer, 2 an average response, 3 an above average 

response, and 4 an excellent response. The weighted score for every factor is determined 

by multiplying the rating by the weight, and the final weighted score for the organisation 

is obtained by adding these values (David, F. R., 2017).  

When the overall score is greater than 2.5, it indicates that responses to external factors are 

effective; nevertheless, when the score is less than 2.5, it indicates that external strategies 

need advancement. One method for strategic formulation that is used to evaluate 

opportunities and threats is the External Factor Evaluation (EFE). Additionally, techniques 

for evaluating outside data, including aspects related to the environment, politics, society, 

technology, and law (David, F. R., 2017). 
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2.8.2 Matrix of the Internal Factor Evaluation (IFE)  

The internal strengths and weaknesses of an organisation are analysed using the IFE Matrix. 

It is necessary to take into account significant internal elements such as management, 

finance, marketing, operations, organisational structure, R&D, and human resources.Each 

component is given a weight based on how important it is to the organization's performance; 

the total weight of all the weights is 1.0. After that, a 4-point grading system is used to 

classify the factors: 1 represents a major weakness, 2 a minor weakness, 3 a minor strength, 

and 4 a big strength. The weighted score for each factor is calculated by multiplying its 

rating by its weight, and the total weighted score for the organisation is then determined 

(Cassidy, 2013).  

In summary, an internal position that is solid is indicated by a score of more than 2.5, and 

areas of weakness that need to be improved are indicated by a score of less than 2.5. One 

method for formulating strategies that is used to evaluate the benefits and drawbacks is the 

Internal Factor Evaluation (IFE). Moreover, it has developed into a platform for figuring 

out how the two relate to one another. Intuitive judgement helped in the development of 

the IFE Matrix (David, F. R., 2017). 
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3 ANALYSIS OF THE CURRENT STATE OF THE ART 

The research and analysis that begins this section is followed by an external analysis and a 

synthesis that is shown in the SWOT matrix. 

This section makes use of both primary and secondary data collection techniques. 

3.1 Overview of the proposed Company 

Afri-meal Restaurant is a proposed African restaurant that is prepared to provide its 

customers with a lively and engaging dining experience by introducing them to the rich 

culinary heritage of Africa. The restaurant's cuisine will highlight both traditional meals 

from different parts of Africa, showcasing real flavours and ingredients cooked with 

traditional methods.  

The African culture will be meticulously reflected in the environment, which will be further 

enhanced by the staff's outfits, music, and décor. In addition, the restaurant will function 

as a centre of the community, showcasing and educating the public about African customs 

through events, workshops, and community outreach programs. It is also guaranteed that 

each visit is an unforgettable adventure across the various culinary landscapes of Africa 

through outstanding service and a dedication to quality and freshness. 

3.2 Research and Analysis 

The procedures involved in this research include obtaining background data, identifying 

possible locations, assessing survey data to analyse customer demand for African cuisine, 

creating a business strategy, and forecasting the first investment. 

3.2.1 Research Methodology  

The use of primary and secondary research methods allowed for the collection of actual 

findings. Also, information was obtained and the strategy assessed using a structured 

questionnaire. 
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Below is the summary of the analysis of the answers to the questionnaire. See Appendix 1 

for the questions. 

Hypothesis 1: Will Brno locals dine at an African restaurant?  

H0: There is not a significant variation in the desire of patrons from diverse backgrounds 

to eat at an African restaurant in Brno. 

H1: There are significant variations in the desire of people from diverse backgrounds to eat 

at an African restaurant in Brno. 

Hypothesis 2: Willingness to try African cuisine  

H0: There is no evident link between respondents' willingness to eat African food. 

H1: The respondents' willingness to sample African food is significantly correlated. 

Considering these outcomes, it can be said that Brno has a sizable potential market for 

African restaurants. The restaurant would not only satisfy the tastes of enthusiasts of 

African cuisine but also appeal to a wider audience that is ready to try new foods, based on 

the high level of interest and good response. The restaurant's viability and possible success 

are greatly influenced by this favourable customer opinion, which offers a strong basis for 

its opening and expansion in Brno. 

3.3 External Environment 

For a business to make educated strategic decisions and recognise opportunities and 

challenges, it is essential to conduct an external environment study. This research will also 

help the business gain a better understanding of the broader environment in which it will 

operate. In order to effectively navigate the intricate dynamics of the business world, an 

organisation must analyse its external environment. This is because doing so yields critical 

insights that support competitive positioning, foster strategic decision-making, and 

guarantee long-term viability and success. 
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3.3.1 PESTLE Analysis 

When launching a new business and entering a new market, PESTLE research is crucial. 

This analysis will primarily focus on the important "Political, Economic, Social, 

Technological, Legal, and Environmental" elements that may have an impact on the 

company's ability to successfully enter and expand into new markets. The study is a crucial 

tool for a new business entering a new market because it offers a methodical way to 

comprehend the external environment. In the end, it helps the organisation prosper and 

endure in the new market by enabling comprehensive market analysis, educated decision-

making, effective risk management, and strategic planning. 

Political Factor: 

A comprehensive analysis of the political scenery is necessary to comprehend the political 

indicators for opening a new company in Czech Republic. Relevant to this setting are the 

following important political indicators: 

 Political Stability and Absence of Violence/Terrorism Index 

 Government Efficiency Index 

 Regulatory Quality Index 

 Voice and Accountability Index 

 Control of Corruption Index 

Before I continue, I would like to provide a quick overview of some important facts about 

the city of Brno: 

 Total population: 380,000 

 Government type: Democratic parliamentary system 

 Country: Czech Republic 

 Currency: Czech Crown (CZK) 
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Political Stability and Absence of Violence/Terrorism Index 

The Political Stability and Absence of Violence/Terrorism measure has a range of scores, 

with approximately 2.5 representing the highest/most stable score and around -2.5 

representing the lowest/least stable. The degree of stability in each country in comparison 

to other countries is shown by the percentile rank. Greater stability is indicated by higher 

percentages, and less stability is shown by lower percentages. 

 
Graph 1: Bar chart of the Czech Republic's Political Stability from 2015 to 2022 

(Source: Self-Interpretation of the Global Economy, The World Bank, 2022) 

The data on political stability and the absence of terrorism or violence in the Czech 

Republic from 1996 to 2022 is displayed in the above chart. There was a minimum of 0.33 

points in 2000 and a maximum of 1.15 points in 1996, but the average score for the Czech 

over that time was 0.95 points. The most recent figure is 0.82 points from 2022. In 

comparison, out of 193 countries, the Czech Republic is ranked 44th. 

The governance value of the Czech Republic is 0.82 and its percentile score is 75, both of 

which are minimum according to the Global Economy (The World Bank). According to 

the aforementioned outcome, the city of Brno has strong political stability which is 

strengthened by the stability of the Czech Republic as a whole. Strong public services, low 

crime rates, and active civic engagement are all features of the local government's efficient 
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operation within a democratic structure. However, the city's stable atmosphere is further 

enhanced by its EU membership and economic choice. 

In general, Brno City is a good location for establishing and running an African restaurant 

because the EU membership and the city's diverse economy contribute to the stable climate. 

Government Efficiency Index 

The Government Effectiveness Index encompasses evaluations of the competence of 

public services, the qualifications of the civil service and the degree of autonomy from 

political influences, the level of policy development and execution, and the legitimacy of 

the government's dedication to these policies. 

The government efficiency index measure has a range of scores, with approximately 2.5 

representing the highest/most stable score and around -2.5 representing the lowest/least 

stable. 

 
Graph 2: Historical chart of Czech Republic government efficiency from 1996 to 2022 

(Source: Self-Interpretation of the Global Economy, The World Bank,2022) 

The data on the Czech Republic's government efficiency from 1996 to 2022 is displayed 

in the following chart. Between 1998 and 2022, the Czech Republic's score ranged from 

0.59 points in 1998 to 1.09 points in 2022, with an average of 0.91 points for that time. The 
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most recent figure is 1.09 points from 2022. In comparison, out of 193 countries, the Czech 

Republic is ranked 35th. 

Sequel to the interpreted result, Brno's government efficiency is characterised by strong 

transparency, public participation, high-quality public services, efficient local 

administration, and business-friendly policies. The city's low levels of corruption, 

infrastructural development, and dedication to e-government all contribute to its increased 

efficiency. This will create a conducive atmosphere for the operations and growth of new 

companies. 

Regulatory Quality Index 

The Regulatory Quality Index measures how the public perceives the government's 

capacity to create and implement reasonable policies and laws that allow and encourage 

the growth of the private sector. 

The Regulatory Quality Index measure has a range of scores, with approximately 2.5 

representing the highest/most stable score and around -2.5 representing the lowest/least 

stable. 

 
Graph 3: Historical chart of the Czech Republic Regulatory Quality Index from 1996 to 2022 

(Source: Self-Interpretation of the Global Economy, The World Bank, 2022) 
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The data on the Czech Republic's Regulatory Quality Index from 1996 to 2022 is displayed 

in the following chart. Between 2000 and 2022, the Czech Republic's value ranged from 

0.74 points in 2000 to 1.39 points in 2022, with an average of 1.13 points for that time. The 

most recent figure is 1.39 points from 2022. In contrast, out of 193 countries, the Czech 

Republic is ranked 23rd. This high rating shows that economic growth and development 

strategies have been implemented well, fostering an environment that is conducive to 

business. This proves that the business climate is conducive to operations, with clear laws 

and efficient processes in place, as demonstrated by the opening of a new African restaurant 

in Brno. This permissive regulatory environment can help new businesses get started and 

flourish by providing a stable foundation for their operations. 

Voice and Accountability Index 

Perceptions of freedom of expression, freedom of association, free media, and the degree 

to which individuals can choose their government are all included in the Voice and 

Accountability Index 

The Voice and Accountability index measure has a range of scores, with approximately 2.5 

representing the highest/most stable score and around -2.5 representing the lowest/least 

stable 

 
Graph 4: Historical chart of the Czech Republic Voice and Accountability Index from 1996 

(Source: Self-Interpretation of the Global Economy, The World Bank,2022) 
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Between 2000 and 2015, the Czech Republic's value ranged from a minimum of 0.76 points 

in 2000 to a maximum of 1.04 points in 2015, during that time, her average was 0.97 points. 

The most recent figure is 1.04 points from 2022. In contrast, the Czech Republic is in the 

33rd position out of 193 countries. In a nutshell, the Czech Republic offers a good business 

climate that is marked by stability, transparency, consumer confidence, and chances for 

investment and innovation due to its high Voice and Accountability Index. In order to 

ensure the sustainability and long-term profitability of businesses, this indicator is 

essential. 

Control of Corruption Index 

The Control of Corruption index measures how much people believe that public power is 

being used for personal benefit, including both small-scale and large-scale corruption, as 

well as elites and commercial interests capturing the government. 

 

Graph 5: Historical chart of the Czech Republic Control of Corruption Index from 1996 to 2022 

(Source: Self-Interpretation of the Global Economy, The World Bank) 

Based on 193 countries, the Czech Republic's position in the control of corruption is 49 

and its average for 2022 was -0.04 points. Somalia had the lowest score of -1.79 points, 

while Denmark had the greatest value of 2.4 points. 
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Despite these encouraging signs, the Czech Republic's anti-corruption initiatives 

nevertheless confront obstacles. One recurring problem has been the absence of both 

opposition parties' and government officials' strategic and programmatic responses. 

Moreover, political discussions have the potential to block significant reforms, and 

significant anti-corruption legislation is frequently only approved in response to external 

pressure from the EU. 

Since it fosters a more stable and predictable environment, reducing corruption is essential 

for business. It lowers the possibility of unfair competition, and the expenses related to 

unethical behaviour, increasing the Czech Republic's appeal as a location for international 

corporate ventures and investments. Though their entire effect is still unknown, the 

government's recent legislative initiatives, such as the disclosure protection law, are 

positive steps in the right direction.  

Economic Factor 

To guarantee viability and long-term success, many economic considerations must be taken 

into account when starting a business. Here are some important economic variables: 

 The growth rate of GDP, 

 Inflation 

 Growth of the Economic 

 Rate of Unemployment  

 Foreign Exchange Rate 

 Interest rate 

The Growth Rate of GDP  

The GDP of the Czech Republic is currently valued at 1840.76 billion CZK in Q1 2024, 

compared to an average of 1005.3 billion CZK for that period, with a minimum of 354.01 

billion CZK in Q1 1995 and a maximum of 1983.61 billion CZK in Q4 2023. 
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Graph 6: Bar Chart of Czech Republic GDP from Q2/2022 to Q1/2024 

(Source: Eurostat, 2024) 

The GDP of the Czech Republic is expected to expand by 1.2% by 2024, after contracting 

by 0.3% in 2023. It is projected that in 2025, this growth will reach 2.8%. Falling inflation 

is thought to be the cause of the GDP's comeback because it will increase household 

purchasing power and encourage private consumption (EuroStat Data).  

Furthermore, the elimination of obstacles in the supply chain and the resurgence of demand 

from important trading partners are expected to increase exports and boost economic 

expansion. 

Inflation 

According to IMF Data, the Czech Republic's inflation rate is currently 2%, but throughout 

the same period, it averaged 3.58%, with minimum values of 0.1% in 2014 and greatest 

values of 15.76% in 2022. There is a forecast of 2% in 2028. 

The Czech Republic's inflation rate is significantly improving as of mid-2024. The inflation 

rate fell sharply to 1.96% in June 2024 from a peak of 12% in 2023. 
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Graph 7: Bar Chart of Czech Republic Inflation from 2021 to 2028 

(Source: IMF) 

Some variables are responsible for this decrease such as the general moderation of energy 

and commodities prices and the drop in wholesale agricultural prices that has resulted in 

lower food expenses. Additionally, this decrease in inflation has been facilitated by 

changes in the monetary policy made by the Czech National Bank. 

The Growth rate of the Economic  

The real GDP growth rate, which measures Czech Republic's economic growth, is expected 

to rise again following a minor decline in 2023. The GDP is predicted to expand by 1.2% 

in 2024 and 2.8% in 2025, which will be a greater rise. The Czech Republic's average 

throughout the time was 1.92%; the worst values were -11.61% in 1991 and the greatest 

values were 6.77 % in 2006. 2.35% is the most recent figure from 2022 (World Bank Data). 
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Graph 8: Bar Chart of Czech Republic Inflation from 1991 to 2022 

(Source: The World Bank) 

This recovery is ascribed to falling inflation, which is expected to support the restoration 

of buying power and boost household consumption. Further growth in exports is also 

anticipated due to the removal of supply chain bottlenecks and a rebound in demand from 

important trading partners. 

These growth estimates follow a difficult 2023 when rising inflation reduced household 

spending power and stunted private consumption. The depletion of stockpiles caused a 

decline in overall domestic demand even with significant equipment investments. 

The World Bank states that going into the future, economic activity is anticipated to be 

driven by increases in consumer confidence and positive quarterly growth beginning in late 

2023. 

Rate of Unemployment  

In December 2025, the unemployment rate was reported to be 3.11%. Compared to the 

earlier figure of 3.15% for September 2025, this is an increase. Czech Republic CNB 

Forecast: Data on the Unemployment Rate is updated every quarter, with 44 observations 

averaging 2.649% from March 2015 (Median) to December 2025. The data set a record 

low of 1.947 percent in June 2019 and an all-time high of 6.061 percent in March 2015. 
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Czech Republic CNB Forecast: The Czech National Bank reports the unemployment rate 

statistics, which are still current in the CEIC. 

 
Graph 9: Unemployment Rate in Czech Republic from April 2023 to October 2025 

(Source: Czech National Bank) 

Moreover, the stable labour market and probable availability of a qualified workforce are 

two benefits that firms might derive from the low unemployment rate. It might also imply 

a competitive labour market, which would make it difficult for companies to draw in and 

hold on to top personnel. Overall, a strong economy that supports stable and growing 

businesses is reflected in the low unemployment rate. 

Exchange Rate 

In 2023, the average exchange rate between the Czech Republic and the US dollar was 

recorded at 22.198 USD/CZK. Compared to the prior figure of 23.357 USD/CZK for 2022. 
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Graph 10: The Official Exchange Rate: USD to CZK from 2012 to 2023 

(Source: Czech National Bank) 

The World Bank reports the average per USD statistics, which is still current in the CEIC. 

The Czech Republic category in the Global Database contains the data. - The term "official 

exchange rate" describes the rate set by national government agencies or the rate set in the 

legally authorised exchange market. Monthly averages are used to determine the annual 

average (local currency units to the US dollar). 

Interest rate 

The business interest rate is currently 6.76%, although, throughout the same period, the 

Czech Republic's average was 4.28%, with minimum rates of 2.5% in November 2016 and 

maximum rates of 7.81% in September 2001 (Czech National Bank, 2024). 
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Graph 11: Czech Republic Business Interest Rate from January 2023 to March 2024 

(Source: Czech National Bank 2024) 

Social Factor 

Analysing the societal environment in which the company aspires to operate, is the main 

goal of the social factors. It is essential to comprehend both the nation's demographics and 

customer behaviour. To comprehend the preferences and demands of potential consumers 

in Brno and to precisely build the customer journey process, this information will be 

gathered and used during the launch preparation phase. 

In this section, I will concentrate on these three facets of society: 

 Demographics: Population of Brno and Age distribution 

 Trends in Lifestyle: Income and Eating Pattern 

Population of Brno 

The United Nations World Population Prospects predict that the Brno metro region will 

have 380,000 people living there in 2024, a 0% increase from 2023. Furthermore, more 

than 4,000 of Brno's about 65,000 foreign residents are African. 
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Graph 12: Brno population in 2024 

(Source: United Nation - World Population Prospects, 2024) 

Income 

The gross monthly average salary in Czech Republic has increased three times during the 

period under observation, reaching 40,300 thousand Czech koruna in 2022. 

 
Graph 13: Czech Republic gross monthly average from 2000 to 2022 

(Source: Statista, 2024) 
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Eating Pattern 

Czech Republic's per capita household disposable income is expected to reach US 20.51k 

in 2024. 

Additionally, it is anticipated that Czech Republic's overall consumer expenditure will 

reach US 151.70 billion in 2024, while the country's per capita spending on food and non-

alcoholic beverages will reach US 2.27k (Statista, 2024). 

Legal Factor 

A basic understanding of the laws that apply to the particular company activity is necessary 

for entrepreneurship. In Brno, the Czech Republic, opening a restaurant requires quite a 

few legal requirements, including obeying the law and acquiring the necessary licences and 

permits. 

The following essential laws must be followed by a business:  

 Act No. 586/1992 Coll. on Income Taxes and Act No. 513/1991 Coll. on 

Commercial Code 

 Value Added Tax Act No. 235/2004 Coll. is an illustration of a tax act.  

A limited liability company's operations are subject to the same record-keeping 

requirements. The accounting-related Act No. 563/1991 Coll. is connected to this 

obligation:  

 Collection on Business Corporations Act No. 90/2012  

 Law No. 455/1991 Coll. on Trade Licencing is the one that controls how the 

business is run.  

 The Labour Code, Act No. 262/2006 Coll., which regulates the conditions in which 

employees and employers work together.  
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Also, the following standards are also crucial for the opening of a restaurant:  

 Business Registration: The company needs to register with the Trade Licencing 

Office (Živnostenský úŞad) or the relevant authorities. 

 Employment Regulations: Make sure that the guidelines regarding working hours, 

employee contracts, and other employment-related matters are properly followed 

by becoming informed about labour laws and employment regulations. 

 Tax Registration: In order to be subject to taxes, you must register with the relevant 

tax authorities. It is necessary to comply with value-added tax (VAT) regulations 

and the procedures involved in obtaining a tax identification number. 

 Commercial Property: Making sure that the property satisfies all applicable land-

use and permitting laws, especially those pertaining to the restaurant industry. 

Obtaining authorisation from the nearby municipal office may also be required for 

this. 

 Fire Safety Regulations: To make sure the eatery complies with fire safety rules. 

This can mean getting a fire safety certificate, putting in fire extinguishers, and 

implementing further safety measures. 

 Regulations for Health and Safety: These include following the rules pertaining to 

food handling, storage, and hygiene; local health authorities are able to conduct 

inspections. HACCP, or Hazard Analysis and Critical Control Point, is one example. 

 Sanitary Inspection: Schedule an appointment and successfully complete the 

sanitary inspection at the local hygiene station (Krajská hygienická stanice). This 

inspection confirms that your restaurant abides by health and safety laws. 

 Environmental Rules: Adhering to environmental rules, particularly those 

pertaining to trash disposal and how it affects the environment. Eco-friendly 

methods are also advised. 

 Signage Criteria: The local government may enforce specific regulations to 

maintain the area's aesthetic appeal, based on the restaurant's external signage 

standards. 
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3.3.2 Customer 

The target market for Afri-Meal Restaurant will be an extensive demographic of people 

who appreciate authentic African food and distinctive dining experiences. A significant 

population of residents who like satisfying, tasty, and nourishing meals includes families, 

foodies, and health-conscious diners. Additionally, travellers and tourists who are 

interested in exploring the local way of life often turn to traditional dishes to get a taste of 

the culture and the African diaspora population, which includes immigrants and 

expatriates, also frequently celebrates cultural occasions at the restaurant and searches for 

a favourite dish that brings them back to their native country. 

Finally, Afri-Meal Restaurant's genuine African food and catering services will be 

depended upon by professionals, business groups, students, young adults, and event 

planners. All of these customer categories are targeted by the restaurant in order to make 

each visit unique and fulfilling by offering a warm and pleasurable dining experience. 

3.3.3 Suppliers 

Operating a restaurant business requires careful selection and management of suppliers. A 

range of vital spices, grains, and speciality items can be found at ethnic grocery stores. 

Additionally, online retailers such as Amazon and ExoticFood.cz offer simple home 

delivery services for ingredients. To ease efficient logistics and product availability, the 

company will work with a wide range of suppliers in multiple locations. The primary 

suppliers of ingredients are six in number: Ghana, Nigeria, Austria, Germany, and two in 

Brno (Asia/African Grand Speciality Store and Oriental shop) alongside the local market 

in Zelný trh, Brno that offers stalls with speciality and food items/fruits/vegetables that are 

essential for meals at a lower cost. 

Furthermore, self-delivery or direct shopping possibilities will be available as flexible 

delivery options. To provide Afri-Meal Restaurant with an authentic eating experience, a 

steady and dependable supply of African ingredients can be supplied through these 

approaches. 
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3.3.4 Competitions Analysis (Indirect) 

According to Restaurant Guru 2024, Brno has an astonishing 3,706 restaurants serving a 

wide variety of dishes, such as traditional Czech, Mexican, American, Italian, Indian, 

Chinese, Vietnamese, Thai, and Taiwanese cuisines. This dynamic culinary scene offers a 

wide range of options, from expensive restaurants and casual dining establishments to 

exciting pubs and cosy cafes, creating a market that is full of opportunities for new 

businesses. African food is notably underutilised in Brno, offering a rare and thrilling 

chance to introduce something truly different with no direct competition. 

Since the proposed restaurant location will be at Brno-stred, the analysis of competitors 

will be restaurants that sell native dishes of different continents within the proposed 

location. 

Table 2: List of Restaurants in Brno-Stred 

Source: Own creation, 2024 (Using information from Market Research and companies’ websites) 

S/N RESTAURANT NAME TYPE OF CUISINE PRICE RANGE LOCATION 

1 Castellana Trattoria Italian 250 CZK & above Brno-Stred 

2 Restaurant Himalaya Indian and Nepalese 100 - 200 CZK Brno-Stred 

3 Nok Nok Restaurant Czech 200 - 400 CZK Brno-Stred 

4 Stopkova Plzeňská Pivnice Czech 200 - 400 CZK Brno-Stred 

5 Lokál U Caipla Czech 200 - 400 CZK Brno-Stred 

6 Sushi Hub Restaurant Asia 250 CZK & above Brno-Stred 

7 Bamboo Restaurant Thailand 100 - 200 CZK Brno-Stred 

8 Butcher's Grill & Pasta America 1000 CZK & above Brno 

9 Bistro Bastardo Mexican 100 - 300 CZK Nam. Svob. 
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In Brno, where restaurants offering Czech, Italian, Indian, Asian, Thai, American, and 

Mexican food already dominate, the proposed African restaurant can use its distinctive 

cuisine to fill the gap in the local market. Moreover, the majority of these currently 

operating restaurants are in the 200–400 CZK pricing range. Afri=Meal restaurant can draw 

in visitors, locals, expatriates, food lovers, and people interested in culture with its varied 

menu that includes traditional and contemporary African dishes. While aligning with the 

competitive environment and providing a unique dining experience, our price range will 

be between 200 and 400 CZK. 

3.3.5 Porter’s Five Forces 

An evaluation of Porter's Five Forces is used to identify the opportunities and challenges 

that will affect Afri-Meal Restaurant in the inter-industry environment. We look at the 

competitive rivalry, power of suppliers and buyers, threat of entry, and threat of substitutes.  

 Threat of New Entrants (High) 

Given the lack of an African restaurant in the municipality, Brno has a lot of possibilities 

for Afri-Meal. The dynamic restaurant scene in Brno is not an exception to the rule that 

new competitors always appear in the dynamic world of business. Still, the market as a 

whole may benefit from this inflow. Competition can even result in more affordable prices 

since it encourages innovation and raises the standard of goods and services.  

Although it can be difficult to remain ahead of the competition, this also gives established 

restaurants a chance to improve what they have to offer. Both the market and our consumers 

will gain if we (Afri-Meal Restaurant) are successful in offering high-quality goods and 

services.  

However, if we don't meet the standards, it can have a detrimental impact on us. In any 

case, to stay competitive, existing restaurants need to change and work harder to provide 

the greatest dining experience.  
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 Bargaining Power of Buyers (Moderate) 

The customers for the proposed company will be diverse and include culinary enthusiasts, 

travellers, businesses, and educational institutions. Our target audience's diversity 

guarantees that no single group will control the market, resulting in a low to medium 

concentration of buyers. This will enable us to distribute our power among several markets, 

minimising the potential effect of any one group on terms of service or price. Due to their 

increased knowledge and convenience of comparison purchasing, customers have greater 

power to negotiate in the digital age. Therefore, customers can easily switch restaurants, 

but switching might be more expensive for businesses and event planners because of 

existing partnerships and logistical issues. While consumers have a moderate overall effect 

over the market, the variety of our clientele will support us in keeping a stable dynamic 

and motivate us to continually provide excellent food and service. 

 Bargaining power of supplier (Low) 

Certain raw material and ingredient suppliers are crucial to the success of an African 

restaurant in Brno that serves its traditional cuisine. Individual suppliers have more 

negotiating leverage because there are a comparatively medium number of suppliers that 

can provide the same or similar raw materials. The ability of Afri-Meal Restaurant to 

outsource foodstuffs and raw materials from other vendors both online and physical 

reduces the suppliers' bargaining strength. Nevertheless, for items to remain competitive in 

the market, it is still essential to have good relationships with suppliers and endeavour to 

lower the cost of raw materials. 

 Threat of substitute products or services (Low) 

Potential substitutes for the proposed company could be fast food, home-cooked meals, or 

other ethnic cuisines. Although, these substitutes could be more affordable or convenient, 

but they frequently fail to provide the same unique cuisines, standards of quality, and 

experiences in culture as an African restaurant. Therefore, minimising the threat of these 

substitutes requires a focus on engagement with the community, personalised service, and 
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excellent meals to foster customer loyalty. Finally, what will keep us ahead of the 

competition and secure the company's success will be the uniqueness of our food and the 

strong relationships we are hoping to establish with our customers. 

 Rivalry among Existing Competitors (Moderate) 

There is a reasonable amount of competition among restaurant enterprises in Brno, with 

both big and small firms vying to provide a wide selection of superior items. While 

competition in prices is normal, a lot of restaurants set themselves apart by providing fine 

products, original recipes, trendy presentations, and top-notch customer service. 

Companies might use a variety of tactics, such as cutting expenses, improving the calibre 

of their products or services, encouraging innovation, or growing their customer base 

to thrive in this market.  

In general, the market environment and the relative success of various restaurants will be 

greatly influenced by upcoming advancements and trends in the food sector. Given the 

competitive landscape, an African restaurant can differentiate itself from the competition 

by providing a distinctive and culturally rich menu that complements Brno's dynamic and 

diversified culinary scene. 

In summary, it is evident from using Porter's model to the proposed company that there is 

significant but manageable competition in the restaurant industry. Although there may be 

obstacles to overcome when entering the market, especially when competing with well-

known eateries that have large advertising expenditures, there is a genuine chance to figure 

out a distinctive position since there aren't many alternatives available to customers. 

The bargaining strength of suppliers is comparatively low, allowing for 

favourable negotiations.  

All things considered, for our company to succeed in Brno's competitive restaurant the 

marketplace, creativity and an intense concentration on the customer experience are 

essential. Though there are still growth opportunities, the market is particularly attractive 
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to a creative idea such as African cuisine, which has the ability to attract a wide range of 

inquisitive and diverse customers.  

Afri-Meal has the potential to become a significant and enduring presence in Brno's 

developing culinary industry by implementing the appropriate strategy. 

3.4 Internal Environment 

Analysing an organization's internal environment is similarly important as conducting 

external research. It will give details about the organization's harmony as well as a 

summary of the company's capabilities and general readiness for the market. 

 3.4.1 McKinsey 7s Analysis 

The McKinsey 7S Model refers to a technique that evaluates a company’s “organizational 

design.” The aim of the model is to illustrate how an organization's performance can be 

reached through the interactions of its seven key components: staff, shared values, shared 

values, skill, system, structure, and strategy. 

Strategy 

The proposed company's strategy will be to find out more about customer preferences, 

eating habits, and spending patterns through market research. This information will be used 

to customise the menu and services. Additionally, we will focus on offering excellent 

customer service, which includes atmosphere, cleanliness, and staff productivity, along 

with authentic native cuisine. We will offer seasonal specials or limited-time items, 

food menu will be reviewed and updated on regular dishes based on feedback from 

customers and sales data. Also, technology will be used to improve customer service and 

speed up operations, such as digital menus and online reservations. Our team will create 

an effective marketing plan that will make use of social media, neighbourhood advertising, 

and partnerships with nearby companies and the community. 



 

 
68 

 

Finally, we will use sales data, industry trends, and customer feedback to make informed 

decision while regularly assessing our performance and being prepared to offer comments 

or suggestions as needed.  

Structure 

There are five staff members in the team with their roles and responsibilities. The following 

lists all of the employees' responsibilities: 

● Owner / Manager: I will be in charge of the business plan, financial investments, 

high-level decision-making, marketing, promotions, managing daily operations, 

managing all departments, creating budgets, and guaranteeing client satisfaction are 

among the responsibilities, managing scheduling, staff training, maintaining 

inventory, managing financial records, budgeting, payroll, and financial reporting. 

● Chef will report to the Owner/Manager.  

Responsibilities: Overseeing kitchen operations and guaranteeing food consistency 

● The pastry chef will report to the Owner/Manager.  

Responsibility: Making and manufacturing desserts, pastries, and other baked 

items, as well as maintaining dessert inventories. 

● Waiters will report to the Owner/Manager.  

Responsibilities: Taking orders, providing food and drinks, and making sure that 

guests are satisfied, addressing customer complaints. 

 
Figure 4: Diagram of the organisational structure of the company 

(Source: Own creation using Canva, 2024) 
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System 

We would put in place a system that improve quality control and streamline operations to 

guarantee the company's effectiveness and follow high standards. The customer 

relationship management (CRM) systems will assist in keeping track of and recording 

customer preferences, while reservation and point-of-sale (POS) systems will streamline 

the booking process and sales tracking.  

Furthermore, an efficient supply chain management system will be in place to preserve the 

authenticity and freshness of raw materials and ingredients, guaranteeing that we 

constantly provide a top-notch eating experience. All of these interconnected systems will 

contribute to the restaurant's overall success, seamless operations, and satisfied customers. 

Shared Values 

The company's shared values will highlight an intense appreciation for African culture and 

cuisine, passion, team orientation, integrity and authenticity. In addition, it will encourage 

community involvement by taking part in local events and placing a premium on excellent 

customer service along with high-quality food which will ensure that visitors feel welcome 

and leave with memorable experiences. 

Style 

The company will implement a participating leadership style, where sharing of ideas and 

comments among staff members will be encouraged. Also, staff interactions with clients 

will be centred on creating a welcoming environment that reflects the hospitality seen in 

African cultures and traditions.  

Furthermore, staff members will get cultural sensitivity training to ensure that they all 

understand and appreciate the cultural value of African cuisine. 
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Staff 

The above organisational structure diagram shows the company's hierarchy as well as the 

designated roles that staff members are recruited to perform. The employment process will, 

however, prioritise finding professional chefs and pleasant waiters who share a passion for 

African food and culture.  

Skills 

The culinary team is going to be very adept at preparing authentic and creative traditional 

African cuisine. Also, employees will get training in marketing skills like social media 

engagement, local advertising, and event promotion, which are crucial to drawing in and 

keeping customers, as well as in great customer service, inventory management, cost 

control, health and safety compliance, attentiveness, friendliness, and cultural sensitivity. 

3.5 Analysis Summary  

3.5.1 SWOT Analysis 

A SWOT analysis is conducted to completely understand the significance of the results, 

its interdependencies, and its overall impact on the establishing strategy of the company.  

It offers a strong framework for the recommendations and helps in the interpretation of the 

findings. 
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Table 3: SWOT Analysis in tabular form 

Source: Own creation, 2024< 

 STRENGTHS WEAKNESSES 

INTERNAL - Excellent meal quality  

- Customer-oriented 

- Participative leadership 

- Integration of Technology  

- African-inspired decoration and 

music 

- Increased operating expenses 

- Limited knowledge of African 

cuisine in Brno city 

- Prices and perceived value in 

balance 

- Small team size 

 OPPORTUNITIES THREATS 

EXTERNAL - Filling the gap of African cuisine 

in the Brno market food sector 

- Patronage from foreigners and 

visitors 

- Putting up special weekends and 

cultural events 

- Partnering with nearby companies 

and the local 

- Rivalry among competitions 

- Changes to regional laws and 

health requirements. 

- Supply chain interruptions of 

authentic ingredients. 

- Economic downturns 

- Changes in customer preference 

and behaviour 

3.5.2 EFE and IFE Matrices Evaluation 

The outcomes of the above SWOT analysis will be evaluated using IFE (internal factor 

evaluation) and EFE (external factor evaluation) matrices to further enhance the analysis. 

Weight 

Each weight has a value between 0.0 (Low Interest) and 1.0 (Highest Interest), and all the 

weights should equal 1.0. 
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Points 

 4 points – Major Strength (S, O)   

 3 points – Minor Strength (S, O)  

 2 points – Minor Weakness (W, T)  

 1 point – Major weakness (W, T) 

Table 4: IFE Matrix for Afri-Meal Restaurant 

Source: Own creation, 2024 

S/W Key Internal Factors Weight Point Weighted 
Score 

S1 Excellent meal quality  0.20 4 0.80 

S2 Customer-oriented 0.20 4 0.80 

S3 Participative leadership 0.10 3 0.30 

S4 Integration of technology 0.10 3 0.30 

W1 Increased operating expenses 0.15 2 0.30 

W2 Limited knowledge of African cuisine in Brno city 0.12 2 0.24 

W3 Prices and perceived value in balance 0.10 2 0.20 

W4 Small team size 0.03 2 0.06 

 TOTAL 1 - 3.0 
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Table 5: EFE Matrix for Afri-Meal Restaurant 

Source: Own creation, 2024 

OT Key External Factors Weight Point 
Weighted 

Score 

O1 
Filling the gap of African cuisine in the Brno 

market food sector 
0.20 4 0.80 

O2 Patronage from foreigners and visitors 0.18 4 0.72 

O3 Putting up special weekends and cultural events 0.15 4 0.60 

O4 Partnering with nearby companies and the local 0.15 3 0.45 

T1 Rivalry among competitions 0.10 2 0.20 

T2 Changes to regional laws and health requirements. 0.08 1 0.08 

T3 Supply chain interruptions of authentic ingredients. 0.10 2 0.20 

T4 Economic downturns 0.04 1 0.04 

 TOTAL 1  3.09 

From the above matrices, the IFE result shows that the company have a total weighted 

score of 3.0 which indicates that it is projected to have a strong internal capacity and an 

EFE total weighted score of 3.09 shows that the proposed company can effectively adapt 

to external opportunities and challenges which means that proposed company have a good 

market opportunity. 

3.6 Risk Analysis 

This section provides an overview of some of the potential risks associated with operating 

a restaurant business, highlights them, and suggests additional actions and measures the 

company ought to implement. Every risk has a label (R1–R15) assigned to it. 
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Table 6: Possibilities for risk and consequences in this situation 

Source: Own creation according to Sadgrove, K. (2016) 

 RISK DETAIL 

R1 
Downtime of the 
supplier 

The supplier's business closure may result in a reduction in the variety and 
calibre of food and beverages served as well as a shortage of ingredients. 

R2 Faulty displayed shelf 
Faulty display shelves may lose some of the quality of food and drink and 
provide a reduced range of food. 

R3 
Shortage of 
Experience worker 

Lower-quality food and services are delivered as a result of a shortage of 
qualified workers. 

R4 
A new African eatery  
in the neighborhood. 

Higher standards for the quality of food, beverages, and services in a market 
that is competitive. 

R5  Company closure 
Restaurant closures due to a pandemic, political upheaval, economic 
depression, or other may lower the number of customers and revenue. 

R6 Sickness of Staff 
An unexpected illness that affects an employee prior to the start of their 
work shift could negatively impact the restaurant's smooth operation and the 
standard of services provided. 

R7 
Kitchen Equipment 
Malfunction 

Any malfunction in the kitchen appliances could result in a lack of food and 
other consumables or restricted use of the appliances while cooking. 

R8 Less Customer 
Low customer traffic might cause expenses to get unpaid and lower the 
restaurant's profit margin. 

R9 Amendments to laws 
This could result in rising costs as a result of increasing legal requirements 
and rising corporate needs. 

R10 
Fluctuations in 
Currency 

Changes in exchange rates have the potential to reduce profitability, raise 
expenses, and impact price competitiveness. 

R11 Political Uncertainty 
This might disrupt the supply chain, regulatory changes, and legal risks 
which can lead to increased operating costs, delays in project 
implementation, and loss of business opportunities. 

R12 Market Threats 
Low demand, strong competition, and cultural differences are some of the 
market dangers that the restaurant may encounter, which could affect sales 
and profitability. 

R13 Security Risk 
Security risks such as terrorism and crime, can disrupt business operations, 
damage property, and harm employees and customers. It will create an 
unsafe working environment, impacting employee morale and productivity. 

R14 
Economic 
Uncertainty 

Financial uncertainty hampers business expansion plans, access to capital, 
and credit availability, limiting opportunities for business development. 

R15 
Infrastructure 
Challenges 

Inadequate energy, telecommunications, and transportation infrastructure 
can raise expenses and interfere with the restaurant's activities, leading to 
inefficiencies, delays, and increased costs for logistics. 
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3.6.1 Assessment of risks 

In this risk assessment, I chose a risk score system. Each risk in this study will be evaluated 

based on its probability of occurring, and the result will be a determination of how the risk 

will affect the project. 

A number range of 1 – 10, where 1 indicates the least likely or significant outcome, and a 

score of 10 indicates the most likely or impactful outcome for both the probability and the 

effect. The computation of the Risk Score involves multiplying Probability by Impact and 

the ones with the higher numbers are our priority which means they need swift attention. 

Table 7: A scoring method for assessing risk 

Source: Own creation, 2024 according to Sadgrove, K. (2016) 

RISK NUMBER PROBABILITY 
(1-10) 

IMPACT 
(1-10) 

RISK SCORE 
(1-100) 

R1 7 8 56 

R2 5 7 35 

R3 8 8 64 

R4 6 9 54 

R5 4 10 40 

R6 5 9 45 

R7 5 8 40 

R8 4 7 28 

R9 6 4 48 

R10 6 8 48 

R11 7 9 63 

R12 7 6 42 

R13 8 9 72 

R14 7 7 49 

R15 4 5 20 
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3.6.2 Risk Map 

The risk assessment chart below (Fig. 7) is divided into four quadrants: insignificant risk 

is from 0 to 5 on both the impact and probability side; common risk is from 6 to 10 on the 

probability side and from 0 to 5 on the impact side; significant risk is from 0 to 5 on the 

probability side and from 6 to 10 on the impact side; and critical risk is from 6 to 10 on the 

probability side and from 6 to 10. 

 
Figure 5: Risk Assessment Chart 

Source: Own creation, 2024 via Excel 

Figure above shows that all eight of the risks to the business's survival fall into the 

categories of critical risk. This indicates that they pose a threat to the restaurant and its 

future growth. While Risk No. 9 has been identified as a common risk, Risk No. 15 is an 

insignificant risk, Risks Nos. 2, 6, and 7 are found in the intersection of the significant and 

critical risk quadrants, and Risk Nos. 5 and 8 are significant risks. 

3.6.3 Risk Mitigation Strategies 

These proposed actions aim to either eliminate or significantly reduce the possible hazards 

and risks that have been identified, the most optimal courses of action have been suggested 
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for each risk following thorough analysis and brainstorming. The evaluation was made, 

based on the original risk table above. 

Table 8: Evaluation of post-action risks 

Source: Own creation, 2024 

 
 DRAFT MEASURE 

PRO-
BAB-
LE 

IMP-
ACT 

VA-
LUE 

R1 Planning and managing inventories based on demand projections, sourcing 
alternative vendors, communicating with suppliers. 

3 5 15 

R2 
Property insurance and security measures like CCTVs and alarms to guarantee 
the physical safety of the property. 1 7 7 

R3 
Marketing initiatives to boost operational awareness, enhance the quality of 
meals, beverages, services, and change offers and prices in response to market 
demands. 

4 6 24 

R4 
Enhancing strategies for marketing, increasing expectations for the quality of the 
meals, beverages, and service to customers. 3 5 15 

R5 
Increasing online sales and delivery, diversifying the business, and addressing 
operational financial stability. 2 7 14 

R6 Providing alternative employees, screening employees for infections regularly, 
and providing enough protective and hygiene gear. 

2 6 12 

R7 
Availability of replacement parts, swift repairs, and routine equipment servicing 
and maintenance 2 7 14 

R8 Availability of replacement parts, swift repairs, and periodic equipment servicing 
and maintenance. 

3 6 18 

R9 Keeping an eye on legislative changes, adjusting operations accordingly. 3 2 6 

R10 
The use of financial tools like forward contracts and currency options will be 
implemented to manage the exposure to exchange rate risk. Also, income will be 
re-invested to mitigate the exposure to exchange rate risk. 

3 3 9 

R11 
Political risk assessments will be carried out, activities will be diversified 
throughout politically solid locations, and close relationships with local 
stakeholders will be maintained. 

4 2 8 

R12 
Local tastes and unique cultural characteristics will be catered for with 
customised products and marketing methods and target consumer segments and 
product offers will also diversify to lessen dependency on certain market niches. 

3 3 9 
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R13 
We will invest in all-encompassing security measures, such as risk. Management 
procedures, Cyber-security and physical security also provide staff with 
emergency response and security procedures training. 

2 4 8 

R14 
To predict changes in the economy, we will keep an eye on global market trends 
and macroeconomic data and use a business model that is adaptable to shifting 
market conditions. 

3 2 6 

R15 We will make investments in its growth and put backup plans in place. 3 2 6 

Table shows the post-action risk assessment identifies proactive management techniques 

and efficient risk mitigation approaches that mitigate the impact of potential risks on the 

profitability and day-to-day operations of the restaurant. Sustaining long-term success and 

resistance against potential challenges requires continuous monitoring and adjustment to 

changes in circumstances. 

 
Figure 5: Spider web chart of risk values before and after measures 

(Source: Own creation, 2024) 
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4 PROPOSAL 

The section expands on the results and conclusions of the analytical part in addition to the 

theoretical foundations. 

4.1 Market Entry Approach 

Entering a new market demands a planned strategy that focuses on in-depth market 

research, wise site selection, and strong marketing and branding initiatives in order to 

ensure successful establishment and long-term growth. The decision has a significant 

impact on the business's initial setup, daily operations, and customer engagement. 

4.1.1 Entry Mode 

Making the right entry mode decision is essential to reducing risks and increasing success. 

The method of entry for the African restaurant (Afri-Meal Restaurant) in Brno is Direct 

Investment through a Wholly Owned Subsidiary. This approach will provide complete 

operational control, guarantee brand coherence, and increase the flexibility of decision-

making. 

This entry approach will enable the restaurant to keep total control over the standard of 

cuisine, standards of service, and general experience of customers, guaranteeing 

authenticity and building a solid reputation. Despite requiring permission from third 

parties, it will enable prompt and independent decisions to be made on menu modifications, 

marketing plans, and operational changes. 

More so, this strategy will help the restaurant achieve a significant amount of market share, 

uphold strict quality and authenticity standards, and provide a foundation for future growth 

and success. 



 

 
80 

 

4.2 Competitive Strategy 

The proposed restaurant will make use of its unique offers to develop a strong value 

proposition that attracts and keeps customers in order to gain a competitive edge in Brno's 

broadened food market. Furthermore, operational excellence, marketing, customer 

experience, and differentiation will be the main focus of this approach. The restaurant can 

create a solid reputation, attract loyal customers, and succeed in the long term if the 

aforementioned strategies are implemented into practice. 

Most importantly, with the aid of this evaluation, we can increase customer value 

propositions, strategically position the company in the market, and develop successful sales 

strategies. 

4.3 Strategic Goal 

Creating a strategic plan for the restaurant business using the SMART method is a great 

way to outline our goals and objectives. 

 Specific: 

Goal: To create awareness and increase the restaurant's customer base by 50% in 

the and have a market share of 10% in the first year of business. 

Objective: To achieve this, we will focus on expanding our market presence, 

improving sales performance, and creativity for innovative cuisine development. 

 Measurable: In the first 12 months of business, reach a minimum of 10% market 

share and routinely check data related to product innovation and customer 

satisfaction. 

 Achievable: Increase partnerships and engagement with the community, advertise 

and promote more to gain a bigger market share, and concentrate on maximising 

profit while minimising costs without compromising product quality. 
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 Relevant: The goal of introducing a variety of African cuisines is expected to 

inspire a positive response from the market and is consistent with the restaurant's 

main mission of building a strong position in the industry and ensuring financial 

sustainability. 

 Timely: It aims to be accomplished over the first 12 months of operation. 

4.3.1 Strategic Business Plan 

For the proposed company to succeed in the Brno's food industry, where customer 

preferences and lifestyles are subject to change, a well-defined plan of action is essential. 

The business plan reference that follows details the steps and resources needed to ensure 

profitability, sustainability, and success. More so, to maximise our strategies and create an 

efficient sales plan, we must comprehend the needs and desires of our target market. It 

requires the ability to cultivate enduring relationships with potential clients by building 

rapport and conveying the worth and advantages of our offering. 

With adopting these tactics, we will be able to identify and seize sales opportunities, build 

meaningful relationships with customers, overcome challenges, and thereby improve our 

sales performance. 

For our company to be profitable and obtain a competitive advantage in the market, these 

strategies are crucial: 

 Determine and understand our target market 

 To create a strong company reputation 

 Social Media and Online Marketing 

 Advertisement / Promotion 

 Strategic sales location 

 Competitive pricing 

 Superior customer service 
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4.4 Marketing Mix (4Ps) 

 
Figure 6: Marketing Mix (4Ps) 

(Source: Inspiration from Gronholm, 2012) 

Product 

The restaurant's main product will be traditional African food, with a varied menu that 

highlights different parts of the continent. Famous foods including Jollof rice, Ken-Key, 

Egusi soup, Injera, Bobotie, Tagine, and more are on the menu, guaranteeing a diverse 

selection of flavours and gastronomic delights. To reach more customers, the restaurant 

will also offer options for vegans, vegetarians such as vegetable tagine, Eforiro, and 

Chakalaka as well as anyone with certain dietary requirements. 
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Table 9: Product Categories 

Source: Own creation, 2024 (using information from African cuisines) 

Product Category Products 

Appetiser/Starters Samosas,Mandazi,Plantain chips, Chin-Chin, Dakwa 

Puff-Puff, Kuli-Kuli 

Vegetarian and Vegan Options Efo-riro, Chakalaka, Vegetable Tagine, Afang, Mushroom 

Main Course Jollof rice, Egusi soup, Okro soup, Yam, Ken-key, Bunny 

Chow, Peri-Peri Chicken 

Protein Chicken, Beef, Pork, Snail, Fish, Egg 

Side Dish Fried plantain, Chapati, Couscous 

Desserts Malva Pudding, Koeksister, Peppermint Crisp Tart, 

Beverages Rooibos Tea, Ginger beer, Hibiscus drink (Zobo), Sugar cane juice, 

Kunu, Palm wine 

Specialty dishes Suya, Bobotie, Isi-ewu, Nkwu-obi, African salad, Pepper soup 

Appetisers and Starter: 

 Samosas: Crispy pastry stuffed with veggies or meat that has been seasoned. 

 Mandazi: Fluffy, airy, and sweet doughnuts from East Africa. 

 Plantain chips: Are made of fried plantain slices that have been spiced. 

Main Courses:  

 Jollof Rice: Served with chicken, beef, or fish, this traditional West African 

dish is created with rice, tomatoes, onions, and a mixture of spices. 

 Egusi Soup: A filling Nigerian soup with mashed yam or fufu, melon seeds, and 

leafy greens. 



 

 
84 

 

 Bunny Chow: A street food delicacy from South Africa made of a tasty curry 

inside of a hollowed-out loaf of bread. 

 Kenkey: A traditional meal from Ghana, kenkey is made with fermented corn 

dough. It is usually served with sliced tomatoes and onions, fried fish, and a hot 

pepper sauce called shito. 

 Peri-Peri Chicken: Fried plantains or jollof rice are served alongside grilled 

chicken marinated in a hot peri-peri sauce. 

Vegan & Vegetarian Options:  

 Vegetable Tagine: A couscous-based Moroccan vegetable stew simmered with 

nuts, spices, and dried fruits. 

 Chakalaka: Served with pap (maize porridge), this South African vegetable 

relish is created with tomatoes, beans, and spices. 

 Efo Riro: Is a Nigerian stew made of spinach, tomatoes, onions, and spices that 

is typically eaten with fufu or rice. 

Side dishes: 

 Fried Plantains: Savoury and sweet plantain slices cooked in oil. 

 Chapati: East African flatbread, soft and unleavened. 

 Couscous: Light and airy semolina grains, couscous are frequently served with 

tagines and stews. 

Desserts: 

 Malva Pudding: A creamy sauce-topped sweet, sticky South African pudding 

prepared with apricot jam. Koeksisters: delicious syrup-soaked doughnuts from 

South Africa that are braided. 

 Peppermint crisp tart: A well-liked delicacy in South Africa, which is composed 

of layers of biscuits, caramel, and peppermint chocolate. 
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Beverages: 

 Rooibos Tea: A South African herbal tea without caffeine 

 Hibiscus Drink (Zobo): This is a Nigerian beverage which is produced from 

hibiscus flowers. 

 Ginger Beer: A non-alcoholic beverage prepared with spices, lemon, and fresh 

ginger. 

Speciality Dishes: 

 Suya: Spicy skewered meat, usually beef, grilled and accompanied by tomato 

and onion slices. 

 Bobotie: A baked meal made in South Africa consisting of spicy minced pork 

topped with egg. 

 Abacha (African Salad): This is a well-known meal from Eastern Nigeria made 

with shredded dry cassava, crayfish, pepper, ogiri, ugba, onions, and veggies in 

addition to palm oil 

 Isi-ewu (Goat head): Is an Eastern Nigerian delicacy. It is cooked with goat 

head in an aromatic and creamy sauce consisting of crayfish, palm oil, and a 

mixture of traditional spices. 

Place 

Brno-střed, a district in the heart of Brno, Czech Republic, is where the business will be 

situated. Its terrain is varied, having both flat and slightly sloping hills. It includes the 

following historical and cultural sites: Špilberk Castle, St. Peter and Paul Cathedral, 

Freedom Square, Villa Tugendhat, Moravian Museum, and Lužánky Park.  

In addition, the region enjoys the convenience of extensive road networks and excellent 

public transport, including as buses and trams, which make travel easy. Urban development 

integrates modern and historic architectural design to accommodate residential, 
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commercial, and cultural spaces. Brno-střed is a vibrant and diverse neighborhood in Brno 

that attracts a wide range of people to its events, festivals, and exhibitions. 

Promotion 

Locals and tourists in Brno will be the company's main target market for its advertising 

strategy. However, when deciding on the location, timing, language, images, music, and 

other elements of the marketing communication file, the needs and capabilities of the target 

audience are taken into account. The business will create more efficient, focused, and 

targeted content.  

The prolonged sales process and tailored approach of the proposed restaurant make it a 

business-to-consumer (B2C) enterprise that would help with the creation of a strong 

customer database and enhanced client relations. 

To reach our goal, the company will be advertised through the channels stated below:  

 Search Engine Optimisation 

 Social Networking Sites (such as Facebook, Instagram, TikTok, and Twitter)  

 Online shop  

 Content promotion  

 Local Activities and Partnerships  

 Collaborations (International Companies, Brno Foreign Workers, and Hotels).  

To do this, the following steps will be taken:  

 Introducing a monthly schedule for each post, I will be posting interesting content 

on social media sites like Facebook, Instagram, and TikTok. The content will 

mostly be about restaurant offerings, food wellness, and sometimes restaurant-

specific introductions for presentations.  
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 There should be informative and engaging content on the particular cuisine varieties 

the restaurant now serves, as well as photographs and short films that showcase its 

production.  

 A thorough marketing plan should undoubtedly include the company's personalised 

souvenirs, which have a particular significance in the early stages of the restaurant's 

entry into new markets. 

 The offline marketing platforms will be advertisements displayed on trams and 

major bus/tram stop stands. 

 
Figure 6: Soft copy of Advert flyer 

Source: Own creation, 2024 using Canva 

Price 

The price of a product is its value represented in monetary units at the time of sale. 
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Table 10: Price range of meals and beverages 

Source: Own creation, 2024 

MEALS / BEVERAGES PRICE (CZK) 

Rice Dishes 200 – 300 

Swallow (Per portion) 100 – 150 

Soup 250 – 350 

Grill 400 – 700 

Appetiser 200 – 350 

Specialty dishes 800 - 1200 

Pastries 100 – 200 

Salad 100 – 250 

Beverages 100 – 200 

4.5 Sales Plan 

The World Population Review 2024 projects that Brno will have a population of 380,000, 

with 40–50% of people living in cities such as Brno typically ordering takeaway or eating 

in. This suggests that about 190,000 people in Brno will most likely eat in or order 

takeaway every day. Moreover, the average minimum cost of a meal is 227 CZK 

(Expatistan, 2024). Based on the aforementioned data, I calculated that the African 

restaurant in Brno will set its average spending amount lower to draw in guests because it 

is a relatively new establishment. I calculated the estimated daily sales of the restaurant to 

be 5,100 CZK (153,000 CZK monthly based on assuming the restaurant will be open for 

business 30 days a month) based on the assumption that there will be an average of 25 

customers per day and that their orders will average 204 CZK for the sale of meals. More 

money will be made from the sales of pastries and beverages. If we take the assumption 

that 12 pieces of pastries and beverages are sold for 173 CZK each, the total daily sales 

revenue for pastries and beverages would be 12 x 173 = 2,076 CZK (62,280 monthly).  
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Additionally, a special weekly Sunday meal that can seat five people will be available. 

Each participant's cost for the buffet will be determined by the number of sessions they 

attend, which is one session each week or four times per month. The three-hour feast will 

total 15,000 CZK each week and 60,000 CZK each month.  

It is projected that the monthly revenue generated by food and beverages served during 

special events such as African marriage rituals, child dedications, and birthday celebrations, 

is approximately 20,000 CZK.  

Therefore, 295,280 CZK would be the anticipated total monthly revenue. 

Table 11: First Month Sales Projection in tabular form 

Source: Own creation, 2024 

INCOME SUM (CZK) 

Sale of Meals 153,000 

Sale of Pastries and Beverages 62,280 

Sunday Buffet 60,000 

Special Event 20,000 

Total 295,280 

4.6 Operational Plan 

Operating an African restaurant would involve careful planning and taking into 

consideration several aspects, including: 

Procurement 

Maintaining the originality and quality of the dishes, sourcing and procurement is essential 

to the restaurant's functioning. To bring out the unique flavours of African cuisine, it is 

crucial to locate traditional African items such grains, spices, dried meats, fish, and snails.  
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Afri-Meal plans to purchase some of the stock that is required (supplies) online and from 

Asian and African supermarkets in the city during the first - three months of operation. To 

keep market prices from being too high, some supplies, like fruits and vegetables, will be 

bought from contracted farmers or the local market. 

Kitchen Production 

The restaurant's kitchen will be used for both food preparation and assembly. The majority 

of the recipes will be made from scratch using raw vegetables, fish, poultry, and dairy 

products. The chef will impose strict requirements on the kitchen and service personnel for 

hygiene, superior production, and display as well as packaging.  

The menu will gradually expand to include fresh offerings for cuisine which will help Afri-

Meal restaurant stand out from the competition and be able to carve out a market niche 

with room to grow thanks to the gradual roll-out of new, distinctive, and inventive culinary 

product lines.  

Opening hours  

The restaurant's hours of operation will be 7:00 am to 20:00 Monday through Friday and 

9:00 am to 20:00 on weekends in order to accommodate customers who might want to take 

advantage of the early opening hours and stop by for breakfast or to grab something to go 

on their way to work. The restaurant will be open seven days a week to assist clients who 

wish to purchase items on weekends and holidays. During the afternoon and evening, we 

focus on the main course and various meal options. Given that children want to have fun 

in places other than their homes, families with children will appreciate the warm 

atmosphere. At our restaurant, there will be a dedicated kids' section with plenty of 

entertaining toys. 

Services  

Three options for customers to purchase meals will be available. As they sit in the dining 

area, a waiter may offer them full service. For patrons who would like pick up their food, 
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there will be a separate take-out counter in addition to delivery, which will be available to 

a limited region. However, most takeaway food is prepared to order; orders are submitted 

by phone or WhatsApp.  

Customer Feedback 

Every successful business, especially those in the food industry, depends heavily on 

customer feedback. This is because would be difficult for restaurants to be successful and 

expand progressively in the market without content and pleased consumers.  

In summary, customer feedback is an excellent way to improve the customer experience 

and ensure that the right steps are taken for future enhancements. 

Since our business is customer centric, we will gather information from customers via 

personal conversations, offline forms, mobile systems, social media feedback, and online 

customer surveys in order to meet the needs of our customers and provide an exceptional 

dining experience. 

4.7 Financial Plan 

Any company must have a financial plan since it offers a thorough analysis of the 

anticipated initial investment, revenue projections, cost structures, and profitability metrics. 

However, the goal of the financial plan is to show that the firm is viable and to provide a 

way to make decisions by implementing detailed financial estimates and break-even 

analysis. The financial plan also acts as a manual for the administration and company as 

well as a tool to draw potential backers and investors by projecting the establishment's 

expected growth and long-term profitability. 

4.7.1 Sources of Funding 

By creating the foundation for future financial success, the Afri-Meal restaurant wants to 

ensure the sector's long-term growth and stability. With 1,500,000 CZK in financing, 40% 
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of the company's funds are derived from individual savings (600,000 CZK), with 40% 

coming from contributions from family members. 

4.7.2 Estimated Expenses 

Payment of the following fees is necessary in order to establish an LLC (s.r.o) as a 

company in the Czech Republic. The entire cost of forming a limited liability company is 

shown in the table below. Appendices 4 through 8 contain a detailed breakdown of 

additional expenses. 

Table 12: Monthly Operating Expenses 

Source: Own creation, 2024 

ITEMS AMOUNT (CZK) 

Depreciation of Kitchen equipment (Depreciable items see Appendix 4) 2,534 

Depreciation of Dining section items  2,292 

Depreciation of Kitchen equipment (Other Depreciable items see Appendix 4) 2,917 

Subscription of Online platform 1,500 

Rent 60,000 

Utility bill 20,000 

Staff Salary 93,000 

Insurance 3,000 

Maintenance of Current Account 100 

Promotion and Advertisement 2,500 

Business registration 14,200 

Total 202,043 
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Table 13: Summary of 5 years Income Statement 

Source: Own creation, 2024 

  
 Month   Year 1   Year 2   Year 3   Year 4   Year 5  

   CZK   CZK   CZK   CZK   CZK   CZK  

 Sale of Meals   153,000    1,836,000    1,927,800  

   

2,120,580  

  

2,332,638  

 

2,682,534  

 Sale of Pastries and 

Beverages     62,280       747,360       780,991  

      

859,090  

     

944,999  

 

1,086,749  

 Sunday Buffet     60,000       720,000       741,600  

      

815,760  

     

897,336  

 

1,031,936  

 Special Event     20,000       240,000       252,000  

      

277,200  

     

304,920  

    

350,658  

 Total Revenue   295,280    3,543,360    3,702,391  

   

4,072,630  

  

4,479,893  

 

5,151,877  

 Less: Cost of Sales 

(Appendix 7 & 8)     85,430    1,025,160    1,383,966  

   

1,660,759  

  

1,992,911  

 

2,590,784  

 Gross Profit   209,850    2,518,200    2,318,425  

   

2,411,871  

  

2,486,982  

 

2,561,093  

 Less: Initial cost of 

assets (Appendix 4 & 5)   754,000       754,000                 -    

               

-                  -                  -    

 Less: Operating 

Expenses (Table 12)   202,043    2,254,116    2,344,281  

   

2,391,166  

  

2,438,990  

 

2,487,769  

 Profit before tax  -746,193  -    489,916  -      25,855  

        

20,705  

       

47,993  

      

73,324  

 Tax (21%)             -                   -                   -    

          

4,348  

       

10,078  

      

15,398  

Profit after tax (Net 

Profit)  -746,193  -    489,916  -      25,855  

        

16,357  

       

37,914  

      

57,926  

In summary, the revenue increases steadily due to growth in all sales categories (In 2nd 

year, the meals and special events increased by 5 per cent but snacks and buffets were 45 

per cent and 30 per cent respectively. In the 3rd and 4th years, all the sales categories were 
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increased by 10 per cent and 15 per cent in year 5). All sales categories saw increases of 

10 per cent in the third and fourth years, and 15 per cent in the fifth year.  

Although, the cost of sales has increased as a result of inflation, it has done so more slowly 

than revenue (year 2 has increased by 35 per cent, year 3 by 20 per cent, year 4 by 20 per 

cent, and year 5 by 30 per cent), which has improved gross profit margins. So, the gross 

profit fluctuates a little bit over time, it usually goes higher. The total profitability has been 

impacted by the large increase in operating expenses. Year 3 saw a shift from a loss to a 

profit in profit before tax, and year 3 also saw a steady increase from the initial sub-normal 

net profit to a super-normal net profit.  

In conclusion, the data shows that, despite growing costs and operational expenses, there 

is a healthy financial tendency with rising sales and profits. 

4.7.3 Internal Rate of Return 

In financial analysis, the internal rate of return (IRR) is a metric used to forecast potential 

investment profitability. The discount rate used to set the net present value (NPV) of all 

cash flows to zero in a discounted cash flow analysis is known as the internal rate of return 

(IRR). 

NPV =∑ ஼
(ଵା௥)௜

− 𝐶௢
௡
௧ିଵ  

Equation 1: Net Present Value (NPV) 

Source: Miller R. A., 2022 

Where: 

NPV - Net Present Value  

C - Cash flow (5 years) 

i - Year  

r – Discounted rate 

𝐶௢ – Initial capital 
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Table 14: Computation of Net Present Value (NPV) 

Source: Own creation, 2024 

Year 

Discounting 

factor at 10% Cash-flow PV 

Discounting 

factor at 5% Cash-flow PV 

0 1 

    

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

1 0.91 

    

2,518,200     2,291,562  0.95     2,518,200      2,398,286  

2 0.83 

       

2,318,425     1,924,293  0.91 

       

2,318,425      2,102,811  

3 0.75 

       

2,411,871     1,808,903  0.86 

       

2,411,871      2,083,857  

4 0.68 

       

2,486,982     1,691,148  0.82 

       

2,486,982      2,046,786  

5 0.62 

       

2,561,093     1,590,439  0.78 

       

2,561,093      2,007,897  

    NPV (b)    7,806,345    NPV (a)     9,139,637  

IRR = 𝑟 ቂ ே௉௏ೌ
ே௉௏ೌ ିே௉௏್

ቃ (𝑟௕ − 𝑟௔) 

Equation 2: Internal Rate of Return 

Source: Patty Mulder, 2024 

Where: 

r = Discounting rate 

𝑁𝑃𝑉௔ = Lower Net Present Value 

𝑁𝑃𝑉௕ = Higher Net Present Value 

𝑟௔ = Lower discounting rate 

𝑟௕ = Higher discounting rate 

IRR = 10 [  𝟗,𝟏𝟑𝟗,𝟔𝟑𝟕
 𝟗,𝟏𝟑𝟗,𝟔𝟑𝟕ି 𝟕,𝟖𝟎𝟔,𝟑𝟒𝟓 

](10 − 5) = 59 
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As can be seen from the above result, the investment produced a noteworthy 59% return, 

making it a desirable one. 

4.7.4 Analysis of the Break-Even Point 

A business's break-even point is a financial assessment that provides a broad range of facts 

to help choose whether to accept or reject the venture. 

To calculate the Break-Even Point, we apply the following formula: 

BEP = ி௜௫௘ௗ ஼௢௦௧
஼௢௡௧௥௜௕௨௧௜௢௡ ெ௔௥௚௜௡ ோ௔௧௜௢

 

Equation 3: Computation of Break-Even Point 

Source: Jaya, A. T. et al., 2014 

Where  

v = the variable costs per unit (Total cost of sale)  

s = Selling price (The total income)  

F = Fixed cost (Operating expense cost).  

CM = The Martin Contribution (s-v). 

CMR = Contribution Margin Ratio (஼ெ
௦

) 

BEP = ଶ,ଶହସ,ଵଵ଺
ଷ,ହସଷ,ଷ଺଴ିଵ,଴ଶହ,ଵ଺଴/ଷ,ହସଷ,ଷ଺଴

 

BEP = ଶ,ଶହସ,ଵଵ଺
଴.଻ଵ

 

BEP = 3,174,811 

At 3,174,811 CZK, the business will break even. This means that in order for us to turn a 

profit, we will need to sell 3,174,811 CZK in order to pay for all of our fixed and variable 

expenses. 
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5 CONCLUSION 

Aside from the outstanding cuisine, opening an African restaurant in Brno is a unique and 

alluring business opportunity. The goal of this initiative is to create a thriving cultural hub 

where a variety of groups may meet, enjoy authentic African food, and immerse themselves 

in a wealth of cultural experiences. The proposed restaurant has the ability to carve out a 

distinctive and important place in the Brno culinary scene by utilising strategic knowledge 

about customer tastes, market forces, and competitive positioning.  

This thesis started off by stating its purpose in simple terms. Next, it discussed its primary 

goals, secondary goals, and methodological approaches. It also provided a comprehensive 

overview of all the methods used and explained the approaches assigned to each strategy. 

The first section of the thesis presented a definition of the study subject and a framework 

for the analyses conducted within it, with a focus on the internal and external analytical 

approaches employed. 

The theoretical portion included every relevant theory needed to understand the 

fundamentals of international business, SME, market entry and investment, with a focus 

on the internal and external analytical techniques employed in the research. Analysing the 

internal and external settings of the planned company in great detail was the thesis' main 

analytical goal. The overview of the company's objectives, targets, products, customers, 

and suppliers provided the necessary context to understand the proposal's content and the 

industry that was being evaluated. The external research examined a variety of elements 

that may have an impact on the company's commercial objectives because the Czech 

Republic has a strong economy and a stable political environment. These included the 

challenges of entering new markets due to regulatory barriers and the wide range of 

customer preferences.  

The internal evaluation concentrated on how the company will handle its staff members, 

as well as its structure, strategy, systems, shared values, and skill. It also contains a risk 

assessment that uses likelihood and impact analysis to identify any risks in the new market.  
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This approach focused on both high and low risks associated with the company's growth. 

A SWOT analysis was done to identify the strengths and weaknesses, and the results were 

evaluated and scored using the EFE (External Factor Evaluation) and IFE (Internal Factor 

Evaluation) matrices. The proposed business received a weighted 3.09 overall, which 

denotes strong external potential, and a score of 3.0, which denotes strong internal 

capabilities. Despite having a solid internal foundation, the company still needs to 

strengthen its external tactics to capitalise on market possibilities and keep competitors at 

distant. 

The thesis also emphasised how important it is to have a sound financial plan that provides 

a clear picture of the project's cash flow. The plan ensures that the organisation has 

adequate resources to accomplish its objectives and that financial projections are consistent 

with strategic choices. According to the financial analysis presented in chapter 4.7.3, the 

business is expected to grow successfully; with increasing sales and profitability. The 

company will pay all fixed and variable costs based on the break-even point, which was 

found to be 3,174,811 CZK. With an impressive Internal Rate of Return (IRR) of 59%, the 

company is an attractive investment having excellent potential for substantial returns. 

In summary, the proposed company should be able to accomplish its short-, medium-, and 

long-term objectives through the successful execution of the business plan, particularly the 

financial plan. It follows that the company's objectives are feasible and that having a clear 

and structured business strategy would be essential to the establishment of the African 

restaurant in Brno. 
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Appendix 1: Primary Market Research Questionnaire 

There are 11 questions in the questionnaire of which 8 are closed questions, 2 are open 

questions and 1 scale question, with 126 responses. 

Below is the questionnaire: 

Thank you for agreeing to participate in this academic research. The purpose of this 

questionnaire is to solicit the interest of residents and visitors of Brno, Czech Republic in 

establishing an African restaurant to serve diverse African cuisines. 

The study is being conducted by Ijeoma Elizabeth Ilogeme, a Masters student in the faculty 

of Business and Management at Vysoké učení technické v Brně (Brno University of 

Technology) under the supervision of Prof. Ing. Vojtech Korab Dr., MBA. 

Research Background: 

Africans and other nationals residing in Brno have a steady desire for native African 

cuisine, but they are unable to prepare it due to time constraints, availability of raw 

materials and others. This has created a great need for an African restaurant to provide a 

variety of African cuisines for people to order takeout or eat in the restaurants. This 

research aims to investigate the need for the establishment of an African restaurant in Brno, 

Czech Republic, to meet the needs of potential clients. The data collected will only be used 

for academic research purposes. 

Part 1: 

● Which continent are you from? 

● What is your age bracket? 

● What is your purpose of staying in Brno? 

Part 2: 

● What type of cuisine do you prefer? 

● If you are non-African, will you consider trying an African cuisine? 



 

 

 

● How often do you eat African Cuisine? 

● How often do you prefer to prepare your meal at home? 

● If yes, how much time do you spend preparing the meal? 

● Will you prefer to cook at home or order from an African restaurant? 

● Will you patronise an African restaurant? 

● Make a suggestion or comment about establishing an African restaurant in 

Brno. 

  



 

 

 

Appendix 2: Questionnaire Answers 

Summary of the analysis of 6 of the questionnaire answer: 

Question Category Response 

Age 15-25 6  

 26 - 40 72  

 40 years and above 21  

Continent of Respondents Africa 88  

 Non-African 12  

Purpose of Stay in Brno Student 46  

 Tourist 13  

 Work 39  

 Citizen 8  

Type of Cuisine Preference Africa 82  

 America 17  

 Native Czech 13  

 Chinese 13 

 Indian 8 

 Japanese 4 

 Others 1 

African Restaurant Patronage Yes 83 

 No 4 

 Maybe 15 

Feedback from Comment/Suggestion Section Positive 55 

 



 

 

Appendix 3: Fees for Establishment of A.L.L.C. (s.r.o.) 

Source: Own creation according to the Czech Republic Business Info and Notarial Chamber of the Czech 

Republic (Notarial Tariff) 

FEES FOR THE ESTABLISHMENT OF A L.L.C. (s.r.o.) AMOUNT (CZK) 

Court fee for the registration of a company in the Commercial Register 6,000 

Notary fees for verifying signatures and contracts when establishing a company 2,000 

The fee for an extract from the Commercial Register 200 

The fee for Czech permitted Trade Register 1,000 

The cost of purchasing a cash register, which must be registered with the Tax Office 5,000 

TOTAL 14,200 

  



 

 

Appendix 4: Expenditure in Kitchen Equipment 

Source: Own creation (Prices gotten from Amazon, AliExpress and Ketmop.com) 

Depreciable items AMOUNT (CZK) 

2x 2 Burner 40,000 

2x Convection Oven 50,000 

11 pcs heavy-duty pots and pans 80,000 

Mixer 12,000 

Freezers 40,000 

2 x Refrigerators 70,000 

Grill and Griddle 12,000 

Total 304,000 

  

Other-Depreciable items  

Tray and cutleries 15,000 

Cabinet for utensils 15,000 

2x Double sink 10,000 

2x Blender 16,000 

Tray and cutleries 15,000 

Juicer 9,000 

8 pcs Chafing dish 24,000 

Kitchen towels, Apron, chef outfit, and gloves 10,000 

Plates /Glass cups 10,000 

Plates troller 26,000 

Ice maker 15,000 

Other items 10,000 

Total 175,000 

Grand Total 479,000 

  



 

 

Appendix 5: Expenditure for Dining Section Items 

Source: Own creation (Prices gotten from Kika Furniture and IKEA online stores) 

ITEMS AMOUNT (CZK) 

Food display case with warmer 50,000 

Cash drawer 10,000 

Terrace seating 15,000 

Shelves 5,000 

Tables and Chairs for Adults 90,000 

Tables and Chairs for kids 40,000 

The automatic menu stands for placing an order 50,000 

Other items 15,000 

TOTAL 275,000 

  



 

 

Appendix 6: The budgeted cost for renovation 

Source: Own creation (Prices gotten from Klima online stores) 

ITEMS AMOUNT (CZK) 

Ventilation System 40,000 

Painting of wall 8,000 

Installation and connection of new equipment 25,000 

The total cost of sanitary facility 40,000 

Kids Corner x 2 15,000 

TOTAL 128,000 

  



 

 

Appendix 7: Monthly Cost of sales of raw material 

Source: Own creation, 2024  

RAW MATERIALS  AMOUNT (CZK) 

Gari  3,000 

Yam Flour 5,000 

Beans 4,000 

Rice 4,150 

Corn flour 3,500 

Cassava flour 2,000 

Plantain Flour 8,000 

Fresh Plantain 6,000 

Palm oil 2,500 

Vegetable oil  1,500 

Dried Fish 4,000 

Stockfish 4,000 

Crayfish 2,000 

Ogbono 2,000 

Egusi 2,500 

Fresh Tomatoes  2,000 

Goat meat 5,000 

Cow meat 5,000 

Fresh fish 3,000 

Fresh Pepper 500 

Okro 2,000 



 

 

Fresh Vegetable 3,000 

Groundnut 2,000 

Local Spices 2,000 

Total 80,650 

 

  



 

 

Appendix 8: Monthly cost of raw material for Snack 

Source: Own creation, 2024 

 INGREDIENT FOR SNACK AMOUNT (CZK) 

Flour for Baking 1,250 

Baking Ingredient 200 

Butter 150 

Egg 500 

Drinks 1,480 

Sugar cane  500 

Assorted fruit 700 

Total 2,260 

  



 

 

Appendix 9: Depreciation of Kitchen and Dining Section Items Calculation 

ITEMS AMOUNT (CZK) 

Depreciation of Kitchen equipment (Depreciable items see 

Appendix 4) 
2,534 

Depreciation of Dining section items  2,292 

  2,917 

Subscription of Online platform 1,500 

Rent 60,000 

Utility bill 20,000 

Staff Salary 93,000 

Insurance 3,000 

Maintenance of Current Account 100 

Promotion and Advertisement 2,500 

Business registration 14,200 

Total 202,043 

 


