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1A B2 (122 Hielof s1-
Cafe” with Open-Air Theatre in Gujarat

uRuy (Introduction)

Vloiod (qeildell (Unique Concept): ¥ Ul%52 (G L] (hospitality),
Hoil2%el

(entertainment) ¥al Airs[ds UMl2lets] 25 sl ML 52 B,
AU L[%Ss Jog, (Social Hub): %L i, WL 53 Udif] ASAMI, 515
ysqel o dlsva AHL(FS dogl il AUl B, % IR 5L 2
Hodl Hie 2dd Ul Yyl uls 8.

YRUdsl (Value Addition): SL5 (22111 {1Uel-22 [B1A224 AS15dl
sd1efl, d HIoA 1oeisl] Hoi®d % oAl Uq §ecll dldidQAH dipd
Uoll3%wel vial Airslds FUSIQL (cultural engagement) ULl Utlsl 53 B.
Yu &d (Core Aim): 2L 1SIQL A5 W d] 29Y| uisild & 2 ALeS)
WIS A, BRI 53] 25 val Al Al Hislds U (duiledl 2leie
u1Qll o3

AULES elMd (Customer Experience): ALES] WIRLS wal YlLisAl
B leie HIQldlefl A1 418 euLlels A2ild, dls o, «l12s), slddl uls
o [se 281[e11 Bail Hofl3ogetst] Wejeid 53] A5 D.

Airs(ds YeudHsi (Cultural Value-Add): 3\Us1-22 (21222
Ya 151l dpwLdeil Agld, YUl w4 sdldis (dldudisl
GLS] AU WYl UclA] weqeidal qulR 8.

W[5 S1UEL (Competitive Advantage): U2UR12ld s3ell (duld,
B[ V1852 U R el ALLIR wefeld

(immersive and memorable experience) Yelsl $2 8, % dal Wy ais
B ([ced AxAui Huyd [AMes (strong differentiator) tlsild .
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o ellols sdlSRIA 251 (Support for Local Artists): 2| U&d
2ULlels sdaLsiRal [Fufid uele WY sy
(regular performance platform) Y2 UlSlal dHal 251 241U 8.

Hi?::{;f&!s-m@lﬁﬂs HHodY (Cultural-Commercial Synergy): +l
SLO[GLS ULsY dllds Vel Sl A4 diRAlA Anunddl
(preserve heritage) Hle azuacj, 2}

dléid ALes| (Target Audience): d UcI{1u4] 44 eullels
811V tiale{] wRAULAL YL ULS 8, B HRIH W His[ds
VL& lelUslel (cultural exchange) HI Yoellads %o 1) 2118 B.

Airslds-alCilss pHRId Aixglds Fsiel
HHed (Cultural- (Immersive Cultural

e

\/

GaloL [d&auadlsel (Industry Overview)

. MRAlY 515 WAnRell 4l (Indian Cafe” Market Growth): ¢12dH|
515 Gl »syell [dd] 6l B, % 3F SCUR W dtidl Udidel GIRL
UG . 31 iR dlNs ¢-90% il €2 qleg 531 28] O.

. Holl3%el K2R (Entertainment Market): QlEd §do2Y 3ol
Airsds uelel AlSds] Helloset &t ddl (SRULDWE 1A 2o
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Vajeicllls (experiential) AR Ulsil 24 S12W dtl 28] 8.

d1°s2Ucleil A& (Gujarat Context): %2 Ldsll BLlded via Udiyel
G121 Al daAH Hecde] AN lol WIUAR B, 2l dlud] Halsldla Hi2
oicilel A2 AY ofl Hidl gl 261 B.

udilaledl ueoil (Tourist Preference): yd 14]41) €d wlLs,
VURIH Wl Hig[dAs Uedlietal 1Sl Hefeidla ULt AU B, % 3
S1O(0ls s15 HISH WRid YA2Ud elld B.

U512 HUL2 (Government Alignment): "§8 (€4l dl 2213 J%¥2Ud
A" WAL Wl SlHR ULl Bl 5121 uSdl 2L [detildstl 19
Ydld 8.

ASRIHS £[BS18L (Promising Outlook): 515 56U AixS[dSs Ud (sl
A1 (H3d saledl 2516 wI[aAsL A 251 HA B Wal ISRUdeil
Voluil UYL A UlRilsel HA B, B Wl Ulgse U2 Gllalell

¢ (R 5101e Vol % BIAIRYE Gisild 8.

GuUlesll ¥al GUALLL (Products and Application)

HuA B15R3L (§S ol Blo22YelNoR)

o WIS a4 lali (Food & Beverages):

o UAURAIN ML§[R21: aleiois UL, s8], wies] A1HLRd siledl,
UL Hl61Sui) 3 w1 [61s 2Ry
(traditional sweets and organic juices).

o §4el BISRAL: (AUl ALsS ddla wisNdl HI2 Sle2aeed uia
Yl dleto{l24l (continental and fusion cuisines).

o UURDL: Aol YleAld s2al el Wsdla 28] Ul HI2
el1[o1s d Anddl ees) (locally sourced ingredients) U @IR.
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o VUel-AR (AR (Open-Air Theatre):

o [Aufid uelet: AW e £ilSUL AN Bl &L[AS €S o),
Bd{ld AHRAS, WAL 2Q¥, dldl s&dlsfl w4 silstl «il2s).

o alcrudl: (Afdy Vesle wisNdl Hi2 YdaNuld (s 2$1(=01,
520U el WUl HIBS Ao,

AYSd WY Leil GualoLl (Applications of Combined Space)

. Udldel GURid GUULLL: 3| ¥ Lol GUALIL HIA UcllMel HL o ol
U3d uHeld sIAsH), 2nly/51A% Airslds srisH), v1e 3Reacu
w4l slufe AleA Ui ua as 3 8.

. IdS B @[S vieile] AR U lr v Bidseil Udle Y (61 [Eld
Y B, AR 5LEell ¢HS1 Aol dlBuied Hirs[ds dog
(vibrant cultural hub) d3l% Hasuld o 8.

uHl2R Ml 9Rd dlusidl (Desired Qualifications for Promoter)

(e ¥a pde2
NolosHo2

Airslds sy22uet
sleley

QIS 1> el Uel |
ETENT

A2UEellHS Bia dlsle]
ALeet
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V{1AQUS Sllel (Essential Knowledge): vil[ded GlloL
(hospitality industry), §S 4[c AA%No2 Wal §do2 WU <]
UHQL 24162l B.

HécqlL'%{ DJQR (Key Traits): Hi%:ﬁf&!s uylle (cultural promotion),
ALES SISl (customer engagement) W uilleSoui H"gdldﬂsdl
URell Gels dUAULRS dlUsld Sdi dy Hecd 8R1d 8.

ULRALGLS dldlM (Practical Training): U5 3{1U31et wWed]
SlRu2L(@l] Aaesoeni 2Mle S1 Gl dsl> dldld Aad] ausly 8.

Ais[ds UMY (Cultural Understanding): Ue2lela 53432 5l A
5615121 A1 w\sidl Hie elLlols Ars(d, Ad0ld 2 s61 o Hneyd
Stiel GUL] Ll

cydellUel 51211 (Management Skills): 2218, SALSI2) v ALSSlo]
AUSCol 5l HI2 HAld Ad160lleis A Ylud Aoz Sl
%3] 8.

MLl 13] (Partnerships): [Glsi-24ojeid] GAARALERUSIA (Aol YR5
Wellddl Hie cAldMLAS s15 NaL/2s AUl flel] scl a4,
[ (Hd A Aldrauei WAL HIR Hirglds ogeil wal sd1512
AYELA] AL ASAL eI B,

SIVENOF gr&.‘ﬂk’l a gl (Business Outlook and Trend)

. AUSRIHS £[RS8L (Positive Outlook): 11U dei@idldSs el
(experiential tourism) 2o Airs[ds 515 o1l Geda 5128 W UIBS
HI2 £[BS1QL USIRUHS B.

A4l Al8 HA2Nddl (Trend Alignment): U [{]24] A 2AH, Hell2%e
ol Aiglds (14l (cultural immersion) <il (MR I01] el
Bej@d] 2\t 8Ll B, % L 505 H13d 418 Ayl 21d Yidld 8.
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AULEs URieil (Customer Preference): Uc1{l24] d Y 1M I Al > 4
52l ©51-3056{| vial AYelU-A&{l WU (community-
oriented spaces) A Ul W B,

Yu2 w1sNEL (Core Appeal): lL[sts As(d, 201{[e1s §5 vl 2516
ULE25UR UR Lot Slord 531, vl ALSH 2L ud i), clsUsA
ol Ydlot A3 U 1A Hooyd 3d 21sMd 52 D.

qlegoil RietLldell (Growth Potential):

o SIEULA % @uLlels wUUSNBL Glof] X B, B %) Seil 2ASAH ]
Yelld(dd ALsSA w15y B

o UMY %di, dal AW2UdHL Airs[ds s1¥ell AVl d]5 (ddd 53]
ASIU B Weld| 3 ARIHI FoULHF] AU 2SI .

o AU G1[53] 18, d Y[t Ul dof®icll HIes] Ais[ds
Ud[Hsl GileS sl 2% 8.

Aizslds w(Esd
(clHgel Vil 2l [els

BRAH v
(Cultural (Authentic
Immersion &

019120 A filcloll W Gl Y L1
(Market Potential and Market Issues)

0{%1Reil 2iellclell (Market Potential)

. UdI] 0 (Tourist Destinations): 231 V1§ 589, AlHellel/GlRSI
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(€2, o2 A¥Y Gélet, W vMeldle Bl AldsIAUS 2ASAM
B S5NS WomlRef] Aeildedl B, %8 uluf dN Yaisidlauila 441sY 8.

Geulesdludi duIRl (Maximizing Profitability): §S el @led
Heoll3%ets] (MRl ALSS B1SIRLell UMY ol WAH] qYIR] 52 ), Beilell
A51515dl dd B.

2lL[els ALES) (Local Customers): Yol A 51513 cAldLRAS)
Uld @ullols Sc1AN2AA UL 241N B, Bu]] Ho%ellHS SAMIG2
og]|u]) 21t V.

(cloun ALSS 21HIR (Broadening Customer Base): WYet- 3R
(123, dudl 33 Axs[dui A5 w1sNs «4d URHIRL BRI ALes
VYR [ddd 52 8.

0191201l Y l¥l Al USSIR] (Market Issues & Challenges)

. G 1yl (High Competition): [-14[Md 513 o 2123 d58
Avid YL

H14H] ueel (Seasonal Tourism): ¥1Y$ Udl] 2U&AHI UdIsleil
Ul aetla.

dllR2se ussi?l (Logistical Challenges): 1111 14 [21u101
e(H st ujeal wIB2SIR B AUlEet 523G 423 B.

YU 1dUSdL (Key Requirement): 241 USSIR1a €2 5dl HIS WIRLS
ol Hoil3%elofl YA IBLdril odd] A Wu$5125 HIE[RdL 529
[ctaLlus 282,

S1UL HIE Vel Yo5l25UR (Raw Material and Infrastructure)

s14] H1E (Raw Material Sourcing)
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o UL AHAL: (e 2ALSLL%), SUIL, Biell Wl YlQLL Bl BiLE
e125) eLfels VISl Aal A1 el AnddHi w1del.

. [al2ie drqil: Alssleil uedfl Yl s2dl Hie s8] viley wia )8
e125l Bd] (AN drqu) (Specialty items) Gilel [A¥d il ulAell ddl
ysl 215 9.

DosleSUR e ﬂﬁﬂlbﬂ (Infrastructure and Facilities)

. SI3 YL A6s UdeL UIAell SIY Ble2RUA vie) 41S1ell Alteil
%3] B,

B{1Ucl-2 (e1AeR: LGS el AIp (21 R122r W A1 A sl[ResA
U1l 2% %3] B.

[SHLOet: did, dLsS il ULRIRs1| it s1H Bdl B8]-Fo56] [SHLDel
dedl, @e535U2L wal A 1GSIR WS el (seating arrangements)
AENERTRICRERAETRE

Held ylauivil: Y0 s1H0) Ui dlesuil Glsuiu, Wi-Fi, LlULGY,
U521 A AUl Al (Ad ] .

AR ol Her: 8de2yell Aldidl Yleilsdd sdl UL ujed] [8A2u]
cRAULE-YS 83 (rain-proof canopy) Hedl HIAH] edlHlet cUcel[Uet
[}4224 (seasonal weather management system) Sldl »{1d9ys 8.

uRQleld Ydls (Operational Flow)

. UIRQL (Start): 53] 21e311d 2@L1lels Vgl Aol ey uidel
SIUL MGl wWRlel (sourcing raw materials) U1 U 8.

lsledl 5119(12] (Kitchen Operations): 2¥41Slell 221§ 2AEIAL ¥al
1Ll {1280 osndla Wl2ls wia YlRli dUR 52 8.

pdee NaA%Ne2 (Event Management): Ue.20ol il Aixs[ds
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oo e] WILLGE] B1AL%el (scheduled in advance) $cAlHi 14 0«‘*
8 s d Yol saLsIR1ell ¢f(5a1 sA1H| 114 B,

AULES Bl (Customer Experience): AlSS| S5l Yallsld 4 8, §S
SR 53 O WA 1Uel-2 [R1A2H[ Ue2ololl Vileie HIY B. 2215
SII&H 2046 Adl vial §ded Hala e Y[-i(2ld 52 D.

vi[dM udLdi (Final Steps): [S[¥2d el AsSHI YsaARil U5l
SAMI A1 B, 1R AdIHi YulL HI2 ALes Uldile
(customer feedback) laalHi 219 8.

Acld SIHIMRLeAL 2UHlR (Backbone of Operations): HL§QDI,
¢odo2] NeloHe2 ol Bde W I[eidl Udd SIH|eA] HIEIR telld B,

ALeS d§leli] (Customer Loyalty): Hoj el Uslex Asyaui
[Falid 2used Yetudldd Yaisldl W Alss dsleld] Yleildd 52 8.

st udie wisld (Flow Chart)

SIUL Hldedl WRlel
(Raw Material
Procurement)

®do2e] AUUUAS
(Event Scheduling)

. ysauil wa
AlEs WIS uldle

(Customer Orders) g & Performa (Payment &

ce Experience) Feedback)
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dlaid dleitell¥l (Target Beneficiaries)
. Wlles GULIALSRLS) (Local Entrepreneurs):

o WL HISE 515 HLAS] ol HaAR) HI2 A5 ol§LS1S W 251G
A& (profitable and sustainable venture) 2% 52 8.

o dullded & [AMes Gadlesl (differentiated product) tisild 8.
. SCGISIR] Ml sl UHEeY (Artists and Art Community):

o UdALASIR), elds), (e1A2R el ¥al s[Avila dxel uldeil
e2llddl HI2 [ufd Hy (regular stage) HO12l.

o Wlellef] Auell e2Udl Ayl Wal YA dIdS
(consistent income) Uel 29l

. s ln.§d.l el AU (Local Farmers and Suppliers):

o S5l5ell M [e1s W 22u1lels A GoLLdel t2sl
(organic and locally grown ingredients) UReil @14 5128l dHal
CICRIRNN

o ol setl AU SIH ] UL ROl s2ciiel]l Ardlel Ayl Y
ud It UlsYU [SRALIR] (active stakeholders) ¢4e12).

o UdA1A] 244 e1Lle1s &AL (Tourists and Local Residents):

o aHal ALY s B9di AHEl AeHuui euLlets YuRg) wa
Uoil3%etoll Bajfid 5l HIS WS el Uirs[ds Sog HOQl.

o uletlef] Airslds weidl, AYellls (sutvuldlsul wa yuidl
wIY([dslel dsl (improved livelihood opportunities) ol
UlcilEe HA B,
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Yoy w0l (Suitable Locations)
1. ¥HHeldle (Ahmedabad)
. 2lUfels oMl Lol

o Ydloll va SIS cAldA LRSIl H12) 2LHIR: HELdLE
Jos21cle] &iBLs wal dilBilFus sol
(educational and commercial hub) 8. vl EI_‘C{loﬂ Wal G W1dS
dlddl culdyLRIS)e] H12] ddl B ) etdlet Wal Hirs[ds
So1341G2 Y1) (creative hangout spaces) 214l 2@l 8.

dtd sl SEU HHeldleH] s1E SR »su]l [As] 6] 8.
| Uel-20R (822 WL JULLHS WML Beled] [Afles
(unique differentiator) GHR4L.

AN E1R HidL: vied Y] 20nlef] o3H H1YH] uetld 1) Slaiedl
aAyeiR Alesledl [Rer2 HidL 282l

. 589 U2l (RBL G «1%)5) (Kutch Region - near Rann Utsav)
o udiilaledl Hlel vats:

o HIUM] HidL: 529U Alowldll WL BeAd (Rann Utsav) &2 (HAlst
cllul] AYTY Aol WidAYTA Ul 414 8. 241 1154
UdAlAlA Aiglds (sA1w¥et (cultural immersion) <1l GdH
Usieid Ut lel 53] 25 8.

Airs(ds YA2Uddl: 241 URLL MASIH, Els A2Ld vl s s6L
Hl2 Wuld 8. ¥{Usi-22 (2122 il ULlels Sl ual YU
A Ue(2ld Sl Hide] ALl W@eslH uieiQl.

o ollol-HlAH] AdBl: %) 5 Udidel HIHHL B, Udd 241 &0 YRl d Lo
SRQ vied | WISl «{lA sal gl Hie AB didldR Y uLs 8.
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3. dSleRl / yrd (Vadodara / Surat)

. Ydloil val ASed] Aelldsil:

o G (28181 Jer: ASleR Bial Y vial A&t(BLs el wIULOLS
Fog) & Ui Ydlstlefl dcil duR 8 1 wWile 2lsd AR D.

o Uirslds ywey: aslel Wi s30a sel Wal Airslds ugldail
(Arts and Cultural Activities) Hle %Qﬂ(j, 8, % v{|Ysi-A2
(211221 [aetilasil 218 Al 2l yold 8.

o [RRUR oo el lgell BH, w1l 21E) Ul [Re1R 3al qudl wdl
513 Asld t2Ud B, B cUd (] 251G&Hdl Y[-i(2d 52 8.
Ay lLedl [AU1R: Yifs/udil @10+l 21au1A

. Alellel / G181 (URe (A iRui): 241 uldst @01 Yy 412l
Au ] U Rl)ell Udle € 8. 515a Hu Hle uRuRe] )3 &2, 2lid

Y13 @1 [Ud 5dle]], A 5cll el Ui MM val His[ds
Holl3oel Gial Utlst 531 23 8. 13, el tllls desielddia elleiui
A0l ueelatsfl AHA slHYds URe 5] o3 8.

Uleldwuefl A 1dUSdL (Manpower Requirement)

e sl e vl | FaAlvielR])
(Role) (Number (Responsibilities)
Required)

515 ol q o5 SIHIAR] WA @18 (43181l
(Cafe” Manager) 59

(Oversee daily operations and
staff)

&s 2§ Noj 3 [A)%e1 Wl WIRISe(] Lol
(Head Chef) osnddl

(Menu planning and food quality)

AULSLedl 21§ VRS dULR Sl e YlRyd)
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(Kitchen Staff)

(Food preparation and service)

dged/Ady
(Waiters/Servers)

AlLeSs Adl Wal 2uld cdeYef
59

(Customer service and table mana
gement)

u{l[R21 (Barista)

A (2A1(62] UL A 518 dULR s3]

(Specialty teas and coffees)

ode2 sluil[See

(Event Coordinator)

Ue.olel viel ixs[As s1AsHe]
AHYYAS dllsdq

(Scheduling performances and
cultural events)

A1Ges/d18 (221
2s(ai[Auet
(Sound/Lighting Tec
hnician)

(2122 HI2 25[e15¢ AUldeils]
UULGe 59

(Manage technical equipment for
theatre)

U521 Als»syled
(Marketing
Executive)

(Sleeq HIk (2L, vilf=5a1, #1le ]
Aeiadl

(Digital marketing, branding,
partnerships)

ASLY 1o nnaeil
2l§ (Cleaning &
Maintenance Staff)

SLGUSL (UL ¥l AR L s1nad]
(Housekeeping and hygiene)

A 51Go2e2/AS[Hat
(Accountant/Admin)

[su104 ¥a dslal] s1 eilng
(Accounts and administration)

54 (Total)

1%

olltl: 2| Hleddoloie] (H818l §S U, Airglds cudrelya ua 2slesa
AU AR Added 210d B, % 49 SIH1R] YA Rld 52 D.
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IR ERIE s1IsH (Implementation Schedule)

uqld
(Activity)

AHYUL (M[Sell)
(Timeline-Months)

019912 ANt W [GURAY Wlol
(Market Research & Business Plan)

o1

214 Yiedil wa dl5301
(Site Selection & Leasing)

515 1ol [e1A2R (SALYel WA wibsiH
(Cafe” and Theatre Design & Construction)

AUltetleil WILE] wal por2lA2lel
(Equipment Procurement & Installation)

22Leil el w4 dielu
(Recruitment & Training of Staff)

SCELSIR AUl H1SICL Wal Bde? W |[eid]
(Artist Tie-ups & Event Planning)

U5 (251 via Ml-cley Bol2l
(Marketing & Pre-launch Campaign)

ULRALBLS 51420130 (Trial Operations)

%i\LQf e qloy (Full-scale Launch)

olltl: %) AN AULEel vial Ao lid1 ulsuiuil

(site acquisition and licensing processes) dHYUR 1-1\'9.[ A, dl AL UlBs2 €

H[SelHi S1R1d 48 23 .

el UBs2 WA (Estimated Project Cost)

Wlof 20lNs
(Cost Head)

S5H (INR)
(Amount)

513 wliusipyeleRu A2y

9¢,00,000
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(Cafe” Construction/Interior Setup)
lUel-R (e 22 2% el ulss cudrell 10,00,000
(Open-Air Theatre Stage & Seating)
Y1Slell Altell ol sl (,00,000
(Kitchen Equipment & Furniture)
UGS e @le(Eo1 AlYeil U,00,000
(Sound & Lighting Equipment)
UI5(2o1 wa silf=5o1 (Marketing & Branding) ¥,00,000
LAY el UdLeld{li) (Licenses & Permissions) | 2,00,000
UIR[GLS UILIR (YN 3 H[Eqll) (Initial Salaries - €,00,000
First 3 Months)
SIASIR] YS| via BIsRUS v U,00,000
(Working Capital & Contingency)
54 UlBse A (Total Project Cost) Y¢,00,000

s1lQlisll UlYell (Means of Finance)

& (5c12l ol T4 (Equity and Debt): U152 (€218l 8(sall (U-30%
A51Q1), 14 (debt) ¥ AL RISIe1L AAloet G153 ASIA B.

ols dlot: Hl216111e] (2101 viLlded 3 ydedd & 6u+] ds ¢l
gl Aadl st 8, Beil Ysawil u el 9 anui 531 2Usid 8. MSME 14
Yl Alogell 60l dlel AlaetialleA]l gl Gualal s3] 2siY 8.

A1 HORUS): 221 UMl [AsIA WlS wad] Sl [AsiA
SIISHL GIR1 9512 5UR, Uivs(ds UHlRlet el dleld Wl 1 HwAs)
Hail 23 8.

dslCus @11 BAGLE2] HI2 ASIQUSIR) (investors) ] e d
§S¥ (angel funds) 18 & 1{lel?] s3] AU B.
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Y 1d Sell Jld (Revenue Streams)

. UL vLAs (50F): Yud 2ldsedl AVld §S wal Ylelisil Qi
3 1dQ). ui1%Elell ollell Bl so{d Al/RYA Bl (AN 22Ul
lsse [al2e vids (niche income) Vel 529,

L ALas (BAe2): [R[sedinl Aislds ueist wa siAsHluiel
ydel sl Wedl 542 ALY glL ALl wlds Hagl.

Gl YRol| cAdSRL: e lEd, slulRe 8deey weldl Airslds
Geudl Hiestl Wietd] 6f(591 GRU-H&RUs1 AUEIR] Goildg).

oY Alell: SAsEL, ACLIRG] (souvenirs) Al USYS §S
W LB2Re1l HASIH 55 AHe 21Ad SUsfla] Uldetl YsAlolel ulds
Hail 213 8.

al§LSs1R5dlell Udlsl (Profitability Streams)

. Aulds ol udiRAlA] vel euLlels & {luilell [ReR uats gl
A5151R5dl ULERL, Bl Uiglds vaqeidl Hietl Wl M1AN e1idlef] 25
Hoel.

UL[Feui quR]: §5 A Ulliniell G HilFel vd-e [2(5(231 18
Holle 211 Al 251G Gielld 8.

UL o2 22124 U dédIR) e(H 1l HIMH] 21 ueil Hidt
(Seasonal peaks) 1§L51RSc M ddIR] 529

AULES WL Cilosel Wal UslHea 1Sl (AN WRoS) Uld-Alss WAHI
dy ) 529

qioql dtotedl gfeg: UHU %di, SI5 Gilesa viglay 1NN [ddd
53 wWedl FeulodIL gL slsIRsdl dai] S B, leld 1ot
ULt Wl 22 U2 U1l S1SIQIe] wlasHi Rl #1dQl.
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0ls-8del A 1[@RIA (Break-even Analysis)

uRuel AL
(Parameters) (Estimate)
UR(6LSs ALl (Initial Investment) ¢,00,000
U112 IS Vilds (AN ) ¢,00,000
(Average Monthly Revenue - Year 1)
AR HIRLS AUIGad v € 00,000
(Average Monthly Operating Costs)
H1RLs Alvull o1§l (Monthly Net Profit) R,00,000
0ls-8cel YHAVYI (Break-even Timeline) -30 H[&qll
YU d1L: 3UA-22 (2122 Ul 515 13 AU AN Hi Q5-8del Ulpe2
sidd 52 ddl A{Uell B, ARMIE aAsIHI Udd ddlR] 2Ll

TR Q{\é?.l‘l.o'llbﬂ (Marketing Strategies)

. YuY Jog[0ig, (Core Focus): HI5(29l susil R1N2(A1, Airslds
G591 Via [S[wed s1% U wld 3(ogd 529l

[S(s2cl W2 §1H: Be21AIH, YO v FAWS Bl Al(2ad Hl(sul
We sy U died uslied, sidef dldidl wal Ales Baqeidl
Ue2ld salHi 241dQl.

WIS LYo SYoll:

o MeR]: ALsslel RaR Udle dlddl Hie Sledl, SlHR al 22
U2 Al SIS 41dg).

dS-2{15-HIG: U1 Geidl vial 1S Ue2Aolls] v 1Aoset
s8]l aS-11s-H1GY HIE(3o1 qugl.

UAIR ol USTU: YosquledA, oqlo] via Airslds el 412

17
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USAIL s 1] uslyHi du () &9l

. stuyl A1sS: (aelluil wa 2euilA5) Ui (AN (S251Ge Add
52616 Y[el(sdd 53] 25 B, AR U] HluH e (MUl dl8id ul2lel

WA Sel HedH 529,

o] HRllot] val (B 1l (Machinery Required and Vendors)

AlbeAA 14U
(Equipment)

osee]]
(Quantity)

&d
(Purpose)

2\Slell Aldeil (dildet, Bld,
ﬁl&%{?.) (Kitchen Equipment)

132

WRISel dURl
(Food preparation)

5181 u2ilal wa v11R21 e
(Coffee Machines & Barista

Tools)

A [21AL[42] 5181 A UL
AU IR sl
(Specialty coffee & tea)

slelu (2ud, ujReilA),

{1G2SIR Wl65) (Furniture)

Alsslell os el
(Customer seating)

ALGeS R
(Sound Systems)

YeQlel HIS (Performances)

dqle (2ol Aleil
(Lighting Equipment)

OREERITERCIISIEN]
(Theatre illumination)

% Ulell (U201 2%,
%:‘5'101) (Stage Equipment)

WUsi-AR (e Jewy
(Open-air theatre setup)

UlBseR ol 2$lel
(Projector & Screen)

(564 25l (-1l
(Film screenings)

1212 ¥l POS H2ilel
(Computers & POS
Machines)

[64(G21 W gelae
(Billing & administration)
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uufqzleﬂu qledl (Environmental Benefits)

URdse GeuXeiti e21s) (Reduced Transport Emissions): 2llels
2d? Hnddl Wi gesl (locally sourced food ingredients) o] GUll
sdlell URdsel g2l Adl Slolel Gige1Mi €21S) A B,

2sl1G {sﬁla UlR1il&el (Promotes Sustainable Agriculture): MR[EE
uldl 18 sl (Organic farming linkages) 14U Aell AHSIHIM]
2516 s o UlRilsed AN B,

88.1-}50'56[1 o812 S5UR (Eco-friendly Infrastructure): diy, ueelr
a Yeol:UIH EL5SL (bamboo, stone, and reclaimed wood) 3d] & 5-
356l AHAA GUAL sd 1] a1 HAR (ecological impact)
1] LA B,

H1R1-dz2 V(52U (Zero-Waste Practice): §S d2qf s1Ul[R231
(composting food waste) o Q.?sﬁfbloi Ratulseol Bd] de Aaxiee
Usg (] gl Al wlnw (green credentials) 48 8.

ql-sl0icl A2 (Low-Carbon Leisure): 2 tel-Helol Heoil3oela 04£Q
Airslds uelel Uelat 5314, 515 1Y s10idl G1oel Sl A4
Ulcilesl N 8.

951-2[R»U 890l (Eco-Tourism Image): 31 U152 % Uddeil &S1-
2R 990{la Houid tieild B e FdluielR Ul
(responsible tourism) A Ulcdlled 52 9.

A, ©e e

o @ Cr e '-
cl-slodel 55 © 2518 vsl- A
HIDEY BBl SUR

‘@ca®

©
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eilaryeil dsl (Future Opportunities)

Airs[ds si¥ell ABel (Cultural Cafe” Chain): [Ae{] d sl
1% cloll Gls A @1 UR His[dS Siell A8l d5 2L [Aeidedls]
(ARl 210d 8.

ull(521 Wl [alqudl (Branding and Variety): €35 2116242 Wit[21s
As(d 4 dletd{luAlui [clqudl

(regional variations in culture and cuisine) A usll2d s31 215 8, B s
ol i YA GileS ¥ 6{si ().

ud el Ul[%¥21 (Tourism Packaging): 515 §lac'l ol vl 12
UsAL 531 6llogel Al Uelstoll ajeld] w152 52 Airglds Udldal
Uy o4ef] 2% 8.

%1S13L Aal £2Ucll (Tie-ups and Visibility): 3 [ldR{Z121), NGOs

ol Aiglds Aenl ULl e1o0le 1] WAL[L 1 £2UddL o dy
Hos 0 Wil

GENEIE RN RTITRE] (Expansion and Franchising): cli¢il 214,
3| H15Ga el R idotl we ARI 2ol HidRATIY 851-2[RAH
AU Ieu (3321 539 Ay D,

vi[dH ey (Ultimate Goal): i1 515 Ais[ds wlasddl, AYeld
AA[S5A 5L Bl W PlclAS yesl

(cultural authenticity, community empowerment, and experiential tour
ism) ol YA el 213 ddl ahies d3 el 23 8.

YIS
AfQLslY
LA E]

/
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aicilel HIE(221 ESRYsll (Innovative Marketing Strategy)
515a HIn Wid el %YL of AWl Meffld Sor Meildd] HIL:

. '[Se12 [ 211[22" (Dinner with Artist): U1 AGF) UR dls
SELSIR AL wHdlef]l ds ud] =il Hie Wl [HAH [2(se AW 2SI

« VUl HISS ol 2002 E2: £2 W6dL[SA 'New Talent' HIS 2% Weq
454, etlell S\Aoseil (darieflad) wa Ydlol ALSNI.

o el sllg2U: 'SIAR cllefe’, 'yl ellefe eal eIl ALl Al
gcil &1y 1 181Rd ey Aleydl.

. Al21ug HlSUlL 'As-Sat Ylge: sIEHI 1S WA 'Aes] SlelR' tlelldd)
B o2 LA HIS WISNS S1A e ALSS) IR HEd HIB[L L.
dseilsl 2uAS2Ael (Technological Upgradation)

S35 el (22201 ] U LGeial WIS Wellalcll HIL:

. QR 51S Ao Aol 6451 ALSS) 2046 U QA{lel % QR SIS Byet 53] WISR
U] 25w 20lef] (2[52 uwL uys 530 2.

B2 ULGoS [R2M: 1 UcA-32 S\ 19f] W% GLSIR of %Y W BieR
[ ALY A HI2 'sludselatd 1ilsY' (Directional Speakers) «il
Gu\aL.

qrod 21 [F1: (2122011 UsTHouA YR 3 34045 UR G185d Sl HIR
S18-5(saA21e 5021 A2,
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SWOT (ANl (SWOT Analysis)

(sl (Strengths) I (Weaknesses)

“uelull SeA2 (513 + (R1A22). - SdlMlel UR (Al (dUle/QR 1M

- 21[ols 56l el dSs(def MR wWlUA-2R (2122 uiy).

- Qdsl wlds (WLs + [2(52). - GA [eietld WA (Maintenance Cost).
- H1uH Ud e,

dsl (Opportunities) MA/USSIRL (Threats)

- sURe vde2t e Uipde - 2118 R&AI{l) GIRI 1%

yLeludl. ueNRlol Rl

- Y {1 ) HIR esR1d gl - w4 Si3efl iyl

U5, - S\[ds Bal AU M| 6fls uR

- Hdss1 (5591 (21-218, Hal) < Uldoiy.

dUlQL.

oS\ WY el el (Risk Management)
o SdiMlel BleiBdddl: 2UleAS dULE A1 d) 21) ¢ $d) U3,

o [441REL 516504d 5o\l (Canopy) Mdl 8512 Eldell AsuYy
W o AWl

o WAL ULNBL: HIS] AR Alde] usleilla dsdls.

o [A491261:U1GeS [E[H2Rel] GUALIL 1A eUlfels SIULl Y 0
12y UE] wales 2{1e9) ).

o &S AL Al 5 vRI VRS YR dl weat ],

o [49[28:FSSAI sil 555 [cldH)ef UlGsl ¥4 'First-In-First-Out’
(FIFO) &edo2?] (AU,
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SZR.IOj, || Yel (Waste Management - Zero Waste Cafe)

. @lell U (Wet Waste): 241Sle1l 5321 $1UNRR (WIdR) Wetld] Siell
WO{lAIH | o dluRd,

. WlRes Ysd: WiRessl 2] 5 ulleda ied di, 210 5 22ldel)
Gyl

. 8[suid 5243 (Edible Cutlery): WIS 21514 ddl UMY A ql25lei)
GUYLDL 5, B sUR el2LS el AlSSlA «iq €Ll

131l (1AL ¥4 ViIdz3] (Quality Control & Assurance)
AleS AN HLeall dlRR0:

. SALSIR iL[S2el: 2% U URSIH Sl USdl 561S1R1s] (5[ 529
el dRldl (.

dle Bal AdL: A5 GRI (UM §5 2R21 wa Al dldlu
(Grooming & Etiquette).

s1sAs [Rieu: (044 118 SISAS 1M UG 3e) IJold (R UR el
¥ uq,

A Ml oflseil ¥HA AR AULS WA CCTV 302Uef Hl 42301,




wd\g(c/Disclaimer

Vil WI9ES2 UiSIBA HIdled 241 MiARs AfAEA HI2 9 ©. vl
VA ASISRScl AlSdAl ARUSIU AissRAl aRRURAL WR
BUUARA YuUs Vielwl O A dHi §FR UGS AS O. dull
YRS AsAdlAl SIS RA 2l ). GaPRILsRisIv
Uldidl Ayl ook AR, ARUSIU UPRU WOURA, -
SIMESIY Uldd ASIRURN (WAl ASRARN Vid o¥3A  dHIH
WAL 24 HRRAL Hanaal AlEd) sl gAFuld ©.
SISURL AISSAU HRAHR, AARR, WAL dAldld f2AL A HIAL
ISl feei W2 Al M B WA d S8 AL
A2L.v1l HUSAl UldARS ARUSIU § ds-IS Adls -l [Aseu
2], VA B FULRAAL BULUR Al ([l Adl siTuet
A5AL HI2 UELAL I8 FUAHER] Al 2]\

This project profile is for guidance and preliminary research
only. The financial figures, including costs and profitability,
are indicative estimates based on assumptions and are
subject to change. They are not a guarantee of commercial
success. Entrepreneurs must conduct their own thorough
market surveys, financial due diligence, and legal
compliance checks (including verifying costs and obtaining
all necessary licenses and approvals). The name of any
specific machinery, supplier, or training institution is
provided purely for informational reference and does not
constitute a recommendation. This information is not a
substitute for professional financial or technical advice, and
the provider holds no liability for any losses incurred from
decisions based on these profiles.




