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AROMAS: THE TASTING MENU RESTAURANT IN SAL ISLAND, 

CABO VERDE 

 
A. Overall Concept 

 
Our concept stands for AROMAS, a unique restaurant located in the countryside of Sal 
island, in Cabo Verde. It is not just another restaurant for locals or tourists to have a meal, 
but it is an enriching experience that no one wants to miss. 
 
Our idea responds to the needs of the tourists arriving in the Sal island, as well as locals, 
and it is part of an already existing trend of enjoying experiences more than places.  
 
The restaurant will include the pleasures that most appeal to our senses:  

● Traditional Cape Verdean music (we will always have live music during the serving 
of the meal) for our ears 

● High quality food, locally sourced, with incredible flavors - for our smell and taste  
● The most traditional/local drinks in the country -  for our smell and taste 
● Artfully and naturally decorated interior - for our sight 

 
B. Venue description  

 
● relaxed, open-air environment,  
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● very traditional decor, with simple nature elements that show the local culture, 
with a social/ waiting area, in addition to the restaurant tables 

● decoration theme: the 9 inhabited islands of Cape Verde, showing a little of the 
typical elements of each island. 

 
Timetable:  

● The restaurant will only be open for dinner, every day of the week. 
 

C. MENU 
 

Our menu stands out and is truly innovative because of 2 main reasons:  
1. it is the only restaurant on the island with a local food Tasting Menu concept,  
2. We will try to make the most of the products of each season and as much as 

possible, local, fresh and organic ingredients, whenever possible. 
 
Description of the menu 
 

● It will be the same menu for all customers, ideally served at the same time – 
obviously this issue will have to be adapted to the flow and schedule of our 
customers. 

● The menu will have 3 starters, 3 main courses and 2 desserts, all with typical 
ingredients, recreating the most traditional dishes in the country, but in a very 
original, creative way and with a "gourmet" presentation. 

● The menu will consist of ingredients such as passion fruit, corn dishes, local 
seafood, fresh fish, fried moray, manioc, green banana, yam, goat cheese, fruit 
jams, and each dish will be accompanied by a different drink, including the 4 
varieties of wine from Fogo island, as well as local aperitifs and digestives. 

● The meal ends with tea made from local plants or a coffee from Fogo island. 
 

MAIN GOALS OF AROMAS 

 

● Build a local loyal clientele within 3 months (a minimum of 70 regular customers) 
● Obtain a minimum of 90% occupancy every evening, within 6-months 
● Be considered as one of the TOP 3 restaurants in the island in 12-months, for 

platforms such as TripAdvisor  
● Become an attraction in the island (much more than just a restaurant) in the first 

12 months since the grand opening 
● Become one of the most desired places to watch the best music of the island, 

while having an amazing meal, within 24 months 
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THE 7 P’s OF AROMAS 

 

PRODUCT An unforgettable gastronomic experience that will make you travel 
through the 10 islands of Cape Verde in only one evening! 
An outstanding restaurant, positioned as high service and F&B 
quality with limited vacancies and need to book in advance, will 
offer a unique concept of a tasting menu that will show in one 
meal, all the most traditional dishes from Cape Verde, using only 
seasonal and local ingredients. It is a 1 menu only, with a surprise 
effect, that will change according to the season. Only open for 
dinner. 
The beverages will change on each tasted dish and are also high 
quality ones, as well as typical from the country. 
Live music with some of the best artists in the island will always 
take place during the dinner, so that the authentic experience is 
complete, as we cannot dissociate the culture with gastronomy in 
this country, as 2 of the strongest elements of our identity.  
Side services will be: extra drinks sold and private events that will 
take place from times to times. 

PRICE Strategy of a fixed Menu price for a unique tasting menu - 
positioned in the high prices level, due to the unique concept and 
service and F&B quality.  
Menu will cost 60 Doláres per person 
We will offer a commission of 20-25% for the sellers that will bring 
clients to the restaurant (such as agencies, hotels, guides, etc), and 
will make a discount of 20% on the menu for residents.  
Regarding the distribution strategy, we will be present in all the 
main online booking systems, with a strong presence and 
communication in social media, as well as through all the sellers 
channels with strong images, that will call to attention.  

PLACE The location will be key to our success, as we will be located in a 
farm / green agricultural area, surrounded by plants, trees, which 
is very rare in Sal island. As so, we will have a differentiation 
factor, compared to all the restaurants we can find in the island, 
which are mainly ocean view venues. 
Eco materials, authentic and simple but exquisite decoration, with 
traditional and natural elements from the country, will create the 
perfect atmosphere.  
Although the restaurant is located in what we can call countryside, 
it is still very close to the 2 main cities in the island (within around 
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10min driving distance), as the area where it is located is in the 
center of the island.  

PEOPLE We will invest a lot on providing the best customer journey and 
customer relationship that there is in the market, and we will focus 
on training and incentivizing the team, so that we can get the most 
skilled and professional employees working with us, for a long 
time. 
People for us are extremely important, so we will dedicate a lot of 
time on quality service, languages and customer relationship 
training, as we will also create motivational programmes for the 
staff. 

PHYSICAL 
EVIDENCE 

Attention to all the details of the restaurant, starting with the 
access, with the comfort of our furniture, the coziness of the 
ambiance created by the decoration. The dish's presentation or the 
plating will also be one of our landmarks. 
Staff uniforms will be designed to create a very positive impact 
from the beginning 
We will choose the colors to bring good sensations and the feeling 
of being within nature and that will make our customers think that 
they are not in Sal island for some hours, as they will feel that they 
are in one of the other island’s green mountains sites. 

PROCESS We have a strategy of setting the internal processes, procedures 
and values very clearly for all the team, so that the experience the 
customer will have, will be completely consistent from the 
beginning till the end. 
There will be defined the service procedures, how each waiter will 
have to interact with the guests and explain the food and 
beverages they will be tasting.  
We will have a very experienced manager to ensure all the 
procedures are fulfilled by all members. 

PROMOTION Strategy based on 2 main focus: digital promotion, so that the 
customers will be willing to experience our restaurant even before 
they get to the country; and also through word of mouth and 
customers referrals/ reviews. 
Communication strategy will be very straightforward, clearly 
talking about the benefits of our restaurant and the unique factors 
we have, using amazing photos that will make any person dream 
about our experience and keep consistency throughout all the 
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channels, in order to create a very strong brand identity.  
Promotion will be made via: 

- Digital networks 
- Online booking platforms 
- Partners/ sellers brochures/ websites (agencies, hotels, 

guides, etc) 
- Advertising on specific points, such as online platforms, the 
main city outdoors, flights magazines, etc 

 

VARIOUS ANALYSIS 

SWOT 

 
 
 
I 
N 
T 
E 
R 
N 
A 
L 

Strengths  
 

● Unique concept 
● Innovation surrounding the 

entire idea   
● High food quality 
● Gastronomy that represents the 

most traditional options 
● Outstanding presentation 
● Great beverages quality 
● Service better than average (due 

to extensive staff training) 
● Good customer and food 

experience provided to our 
customers (not just another 
restaurant…) 

● Amazing atmosphere created by 
the decoration and layout of the 
restaurant 

● Location (not in the city center 
as most of the restaurants, ours 
is located in the middle of the 
nature) 

● High level entertainment 
included 

● Partnerships with local agencies 
and hotels (resellers) 

● Well planned and efficient 
communication & marketing 
strategy 

Weaknesses  
 

● High priced menu compared to 
the competitors (not accessible 
to all types of tourists) 

● Distance from the main hotels in 
Sal island (will require a 10 min 
driving transfer) 

● Specific timing for the menu to 
be served 

● Limited menu options (we will 
only serve a tasting menu, which 
is always a surprise) 

● Difficulties related to setting up 
a new business (being known 
due compared to the notoriety 
that existing restaurants already 
have) 
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● Special prices for residents  
● Surprise effect & creativity of 

the menu (not always the same) 
● Local staff 
● Experienced Head Chef 

coordinating the kitchen 
● Experienced restaurant manager 
● Easy bookings systems 
● Clear value proposition to the 

customer  
 

 
 
 
 

E 
X 
T 
E 
R 
N 
A 
L 

Opportunities 
 

● Tourists’ current tendency to 
look for outdoor restaurants 

● Tourists’ current tendency to 
experience what is authentic, 
local and experience the 
traditional food and beverages 

● Use of some ecological and only 
local ingredients (while most of 
the restaurants  have to use 
international imported 
ingredients) 

● Local residents are tired of the 
limited options of attractions 
and restaurants  

● Will enhance the international 
visitors experience in Sal by 
showing them the gastronomic 
traditions of all the island  

● Restaurants service in Cabo 
Verde is usually very poor and 
Aromas is different in this 
regard 

● Most of the local restaurants 
don’t communicate much their 
services/ have a lack of a good 
marketing strategy, which is the 
area where Aromas shines 

● Support and develop the local 
economy by using local 
products, producers//the local 
chain of production 

Threats 
 

● Most of the tourists that come to Sal 
stay in All Inclusive Hotels (so may 
have some resistance on leaving the 
hotel and paying for an extra meal) 

● Great competitors already existing 
in the market 

● Highly dependent on tourists to be 
profitable 

● High taxes imposed by local 
authorities for a restaurant to 
operate 

● Lack of qualified and reliable staff 
to work 

● Products limitation and necessity to 
import several ingredients from 
other islands and 
materials/equipments from abroad 

● Competitors offer delivery and take 
away options 

● Competitors have flexible menus 
that address all types of tastes 

● Distant location compared to the 
competitors 

● Most of the competitors offer 
cheaper prices 

● Poor support from local 
authorities/ tourism chamber to 
help promoting local businesses to 
the island visitors 

● High fixed costs 
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PESTLE  

 

POLITICAL 
 

● high taxes imposed by local 
authorities for a restaurant to 
operate 

● several government entities (about 
8) that control the quality of food 
in the national market  

● stable representative democracy in 
Cape Verde  

TECHNOLOGY 
 

● online booking system 
● online marketing campaigns and 

strategies to reach more people 
quickly and leave a long-lasting 
impression 

● payments via smartphones 
 

ECONOMICAL 
 

● post-covid recovery period for 
tourism 

● Cape Verde is service oriented and 
based on the tourism industry 

● shorter food chain production, 
which leads to fresher raw 
materials and ingredients  

● supporting local agriculture  

ENVIRONMENT 
 

● local products, bio/eco, wherever 
possible 

● location in the middle of the 
nature, without ruining it: in 
harmony with it 

SOCIAL 
 

● customers’ s tendency to eat 
organic food  

● supporting the development of the 
island with better products, better 
services and enriching experiences 
for the customers 

● promoting the island and Cape 
Verde as a food destination 

LEGAL 
 

● food quality and hygiene above 
what the law recommends  

● Employees’ wages and welfare are 
at the core of the business  
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STP 

 
 
 
 
 
 
 
 
 
 
 
 
Segmentation: 

● National tourists 
● International tourists 
● Medium class National & international residents in Sal island 
● Upper class National & international residents in Sal island 

 
Targeting: 
 

1. International Tourists: women and men, average age from 30-70 years old; mainly 
couples and groups of friends, from several European countries. 
They appreciate high-level gastronomy and high-end service, and who look for 
authentic experiences when they travel; good buying power; consumers that do 
extensive search on the internet for what they want to do when they visit Sal, 
mainly the tourists that prefer not to stay in All inclusive type of hotels (prefer to 
stay at Hilton for instance) 
Main generations: BOOMERS & Generation X and some few millenials who have 
more buying power 

 
2. Upper class National & international residents in Sal Island: Cape verdeans and 

foreigners that leave in Sal island or any other island in Cabo Verde, for more than 
6 months per year, that have buying power to go to good restaurants and who 
search for different experiences on their free time; people for whom status is 
important; Food & music lovers  
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Positioning: 
● High-end restaurant experience 
● One of the top 3 restaurants in the island 
● Exclusiveness (not every person has the chance to enjoy the experience we offer, 

so our customers will feel very special and lucky for being part of such an 
outstanding food & music experience) 

● Addressing all senses 
● In harmony with nature//respecting the environment 
● Great esthetics (all the design, decoration, furniture, layouts will have a strategic 

planning to convey beauty, great taste, consistency)  
● Scarcity (the restaurant has a unique concept, and limited bookings accepted per 

evening, which shall create the effect of willingness from our customers) 
● Brand that reflects consistency, experience and seriousness  
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APPENDIX 1 - AROMAS’ BRAND  

 
Logo 

 
 
Color palette: 
black, golden/wood color (nature-related colors, soft, light) 
 
Shape: 
elegant shapes, tall  
 
Tagline:  
Experience for the senses, not just food.  
 
Tone of voice and vocabulary 
 
The tone addresses all senses at all times. Our restaurant offers a unique and 
integrated experience, where you can be in harmony with nature and your loved ones. 
Come and enjoy Sal island like never before.  
 
Fonts 

Bodoni 
 
The font was first designed by Giambattisa Bodoni in 1798. Nowadays, it stands for 
luxury, elegance, and high-end products. In advertising Bodoni has been used in 
many logos because of its classic style including Guerlain, Elizabeth Arden, Giorgio 
Armani and the classic “CK” for Calvin Klein. In magazine publications such icons as 
Harper’s Bazzar and the classic architecture magazine Metropolis both use Bodoni as 
their basic text font. In addition Elle magazine has used it for logo and titles. 
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Imagery 
Moodboard to reflect the positioning 
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APPENDIX 2 - AROMAS’ FINANCIAL PROJECTIONS 

Below you can find our profit & loss for the first 3 years of operation:  
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APPENDIX 3 - AROMAS’ MARKETING IMPLEMENTATION PLAN 

 

Objective KPI Measures/Actions /Metrics Timeline Costs 
(USD) 

O1: Build 
brand 
awareness 

More than 
80% of 
visitors 
and 
residents 
of Sal 
Island 
have heard 
of the 
brand  

Search rate on internet (analysis via 
google my business) - minimum of 200 
people/month visiting the website 
 
Results of customers inquiries after the 
meal experience 
 
Social Media Metrics  
reach 1000 followers on instagram and 
facebook after 3 months 
 
Reach 3000 followers after 6 months  
 
Reach 10.000 followers after 12 months 
 
Website metrics (visits, clicks and 
number of reservations) 
 
Email Marketing Metrics 
 
Encourage online reviews  
 
Get clients to be 100% satisfied by the 
services and products served (0 
complaints level) - through Online 
feedback forms, online reviews, on the 
spot feedback, Surveys scores, Social 
Media Metrics results 

Month 1-Month 12 
 
 
 
 
 
 
Month 1-Month 36 
 
 
 
Month 1-Month 3 
 
 
 
 
 
Month 1-Month 6 
 
 
Month 1-Month 12 
 
 
Continuous 
activity 
 
 
Continuous 
activity 
 
Continuous 
activity 
 
 
Continuous 
activity 
 
 
 
 
 

500 
 
 
 
 
 
 
600  
 
 
 
1200 
 
 
 
 
 
1200 
 
 
400 
 
 
1000 
 
 
1000 
 
1200 
 
 
400 
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O2: Gain 
market share 

Conquer 
25% of the 
market 
share in 12 
months 
 
Build a 
local loyal 
clientele 
within 6 
months (70 
regular 
customers) 
 
 
Be 
considered 
as one of 
the TOP 3 
restaurants 
in the 
island in 
12-months 
- on 
TripAdvisor 

 
 
 
 
Use a CRM system to engage with clients 
and turn them into regulars 
 
 
 
-Get to nº 1 to 3 on the preferred 
restaurant’s list 
-Get a number of Customer Online 
Reviews over 60% with the maximum rate 

 
 
 
 
Continuous 
activity 
 
 
 
 
 
 
After 12 months 

 
 
 
 
2200 
 
 
 
 
 
 
200 

O3: Become 
profitable 

Break-even 
point after 
6 months 
 
 
 
 
 
Achieve 
profitability  
 
 
 
Analysis of 
the 
RevPASH 
(The 
turnover 
per 
available 

Paid promotions on social media 
 
PR actions with resellers 
 
Strong advertisement investment  
 
 
 
Obtain a minimum of 90% occupancy 
every evening 
 
 
 
 
Send a text reminding the bookings 8h 
prior to the dinner 

 
 
 

Continuous 
activity 
 
 
Regular activity 
 
 
Month 1-Month 6 
 
 
 
 
Month 6-Month 12 
 
 
 
 
 
 
Continuous 
activity 

500 
 
 
500 
 
 
8900 
 
 
 
 
 
 
 
 
 
 
 
200 
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seat per 
hour) to 
Improve 
the 
revenue 
per table1 
 
 
 
 
 
Keep No 
SHOWS/ 
canceled 
reservation
s to a 
maximum 
of 5% per 
month  
 
 
 
 
Get a 
number of 
reservation
s made 
with at 
least 24h in 
advance of 
90% of the 
actual 
dinners 
served  
 
Employee 
turnover 
 
Total sales 
per waiter 

 
 
 
Communication has to always give a 
scarcity impression and mention that 
reservations are required due to high 
demand;  
 
 
 
 
Get employees to stay with the company 
for at least 12 months 
 
 
Register in the POS all sales made by 
each employee and analyze it  

 
 
 
 
 
 
 
 
 
 
Continuous 
activity 
 
 
 
 
 
 
 
 
Continuous 
activity 
 
 
 
 
Continuous 
activity 
 
 
 
Continuous 
activity 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
1 This KPI tracks and measures the revenue generated per table over time, by the 
upselling revenues (extra drinks) and by the number table turns per night.  


