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Business Description / Intellectual Property and Legal considerations

The concept for the company is to open a cafe that satisfies the requirements of a "café consumer" by having a particular ambiance, offering high-quality goods and services, and meeting the requirements of a "café consumer."
The firm is structured legally as an LTD.
Known as the “Royal Caff”.
There is just one social group (the owner).
9 employees make up the workforce here.
£115 000 in Total Capitalization of the Company                    
Depending on the nature of the business and the number of people employed, I have determined that a limited liability company (LTD) is the most advantageous legal structure for maximising earnings.
Industry Analysis

Coffee, chocolate, tea, baked goods, cakes, ice cream, and refrigerants will all play roles in the cafe's menu.  There is an emphasis on providing high-quality services. Access to the internet and digital publications is provided at no cost. Different bands will perform on themed nights including karaoke or jazz music.
Customs range in age from 18 to 50, with the most falling in the 24-36 range. The average income and educational level of this group falls somewhat around the centre. They are interested in forming their own communication group and are sociable with persons that fit the following descriptions.
Even if their prices are greater than the competition, reliable suppliers will still be trusted to provide goods of sufficient quality. Bakeries, sausage stands, and ice cream parlours will all be present. 
It is possible to differentiate oneself from the competition by offering:
1. Provision of services that are of a better grade than those made available by the rival company. 
2. The most favourable ratio of quality to cost. 
3. Themes that are exclusive to a cafe and may be found in its design, the activities that are arranged there, and the services that are provided there.
4. The one-of-a-kind quality of the goods sold at the cafe, in addition to the atmosphere and the services it provides, as compared to those of its rivals in the market




Market Strategy

It is hoped that patrons would see the café as a friendly, trustworthy place where the employees can get to know them personally. It is preferred that word-of-mouth advertising (no more than 2% of sales) form the backbone of the coffee shop's marketing strategy.  
One primary marketing objective may be to have won over 80% of the market by the conclusion of the first year of operation.
1. Product
Cappuccino, caffe latte, americano, mocha, Mocha flake, espresso, ristretto, macchiato, etc. will all be available in the café, along with a full selection of teas and hot chocolate. Refreshing beverages and tasty nibbles will round off this selection.
The coffee will be obtained from a wholesaler that caters to the hotel and restaurant industry. This will not only ensure that the coffee is of great quality, but it will also save money by eliminating the need to buy coffee machines (which may be taken into custody) and serving equipment (cups, menus, plates, towels, etc.), all of which are provided at no cost by the preferred business partner. In addition to its wares, the café will provide customers with free Wi-Fi and a selection of international newspapers and publications. Additionally, weekly discounts and themed nights (live camera music, karaoke, national or international holidays, stand-up comedy, etc.) will be organised to attract more customers throughout the work week.

2. Price
The prices will go down to a more reasonable level. The café's standard policy is to raise sales anywhere from 30% (non-alcoholic drinks) to 300%. (Coffee and tea-based products). Therefore, the price of a cup of coffee will range from 5 to 15 pounds, a cup of hot chocolate from 7 to 10 pounds, and the price of a non-alcoholic beverage from 5 to 12 pounds. The Cafe will offer weekday discounts of 15% to bring in guests. Subscribers for our products will get access to deep discounts in exchange for their continued support.

3. Promotion
The word-of-mouth advertising of happy customers is the coffee shop's most effective tool. The café will be marketed often in printed and digital recreation guides. Information about the café, its offerings, and its themed nights, as well as its website and reservation number, will be disseminated through these media. It will go with its own website to advertise its wares and allow customers to make appointments over the phone or online.

4. Place
The cafe's initial space is 200 square metres. The action takes place at a strategic hub of the city. The café space will be set up such that it may be partitioned into two or three distinct seating areas. Smokers and non-smokers alike will be able to enjoy this area. The schedule will be as follows: 8:00 am to 23:00 pm (Monday through Friday) and 10:00 am to 24:00 pm (Saturday and Sunday). 

5. People
Employees will be chosen with care to maintain the vibe of the café. After initial training, workers will participate in re-qualification programmes that will better prepare them to sell and service the advertised goods. A coffee manager, four waiters, two bartenders, and two cleaners will share the workload in the coffee. The manager's years of service are quite valuable.

Operations and Management Team Plan

Business structure and organisation 

The Director-General will continue to be the only proprietor of the cafe, and they will serve in direct administrative subordination to all the workers of a coffee shop, including the managerial staff of the café. The General Director is going to represent the only person who can sell food and drinks at the cafe. The latter will include under their organisational and functional subordinate the staff members who are responsible for cleaning, in addition to those who operate behind the bar and serve beverages.

Policy for the Management of Human Resources

The corporation itself will be the one to conduct the job searches and selections. The manager of the cafeteria will be the first person to be employed, and it will be their responsibility to recruit the other members of the operational staff. Every worker will have their employment secured for an unspecified but presumably unlimited amount of time. The compensation will consist of a regular wage as well as bonuses that will be given out on certain occurrences. The net monthly wage will be £3000 for manager, for the bartenders will be £2,000, the net monthly salary for visitors will be £1,800, and the net monthly compensation for the cleaning workers will be £1,200. The firm will also pay for the management of the café to have a mobile phone, and the subscription will be paid for by the corporation.

Marketing Plan

The Cove Garden market is going to be the location of the cafe's future business. Despite the relatively high population density, I recall they’re being a significant amount of rivalry among five or six cafes or pseudo-cafés, such as Starbucks, Costa, Caffe Nero, and Pret a Manger, etc. None of these businesses operate one-of-a-kind coffee shops. All of this does not provide a combination of services (a scalene restaurant, for example), and the quality of services, as well as the quality-to-price ratio, leaves a lot to be desired in a good number of the establishments. As a response to the arrival of the new coffee shop into the market, the rivals will try for a limited period to improve the quality-to-price ratio in one of two ways: either by improving the standards of service or by cutting prices. No matter what conclusion is reached, the new café will not suffer since it will supply certain services that are needed by both cafes and restaurants. People with a middle or above-medium education, who are socially engaged, who have a middle income, and who are between the ages of 16 and 50 years old, with a strong age core between 23 and 36 years old make up the target market group for the coffee.
The coffee market in Britain tends to make people pickier about their beverages. The coffee goods the British like, as well as their appreciation for the service they get and the atmosphere of the establishment they frequent, have all changed through time. Consumers became more discerning, shifting from coffee to filter and cappuccino to professional preparation as they learned to distinguish between excellent coffee and bad coffee and even developed brand preferences. Cafe maths now includes such previously unaccounted-for services as interior design.

Financial Plan

Therefore, to triumph over all the projected charges and expenditures of this Royal Coffee Company, it is required to get a specified amount of financing from the financial institution that is in the nearby region. To open a successful business palm of the coffee shop, it is necessary to make an appropriate plan regarding how to build the café, its relevant design, create a floor plan, hire the accountant and other related employees, and obtain the financing from the local bank franchise or used any safe money in such a type of business. You are going to need to make an initial investment of a certain amount of money to establish yourself as a credible player in this market. To start things rolling with a brand-new business that focuses on coffee in today's market, you will need around £115,00-£120,00 to get things off the ground. It would be helpful to have this amount of the loan to overcome all the costs that are related with hiring new employees, renting a business space, etc. This amount of the loan will be advantageous.


	Fixed Expenses
	Price £

	Start up Business 
	1,500

	Sanitary facilities, (food, sewag)
	2,000

	Installation for weak currents (wii-fi, alarm, house)
	2,000

	Ceiling and regrips walls
	4,000

	Straightened walls and painted with washable paint
	4,500

	Parquet
	4,600

	Tiles
	1,200

	Bathroom furniture
	10,000

	Wardrobe for employees
	300

	Equipment for bar, coffe machine,
friges, blender, etc.
	10,250

	Reception, tables, sofas, seats, decoration furniture, etc.
	22,400

	Inventory for serving
	1,940

	Headquarters
	1,200

	Total
	70,000





	Ordinary fixed expenses
	Price £

	Supplier’s expenses
        Monthly
        Annual
	
1,800
21,600

	Utility expenses
      Monthly 
      Annual 
	
400
4,800

	Personal expenses
      Monthly 
      Annual
	
16,600
199,200

	Rent expenses
      Monthly
      Annual  
	 
1125
13,500

	Promotional expenses
       Monthly
        Annual
	
275
2,700

	TOTAL
        Monthly
         Annual
	
20,200
241,800



Approximately thirty percent of total income is accounted for by circulating expenditures. If we assume that each client spends an average £12 on items at the café, and that there are an average of 150 customers each day, we may draw the following conclusion.
For 150(customer a day) x £12(average spend per head) = £1,800 a day, per month will be £54,000 and annual will be £648,000 (approximate)
Profit = Income – Expenses
Profit= £648,00-£241,800=£406,200

Market Research

The business intends to join the market for coffee, which, despite the state of the economy now, has a discernible growth potential that can be capitalised on. The management's goal is to recruit clients from the middle class and, more importantly, to keep those customers as loyal as possible by providing excellent service and selling high-quality goods at reasonable prices. 
People will get the impression that the cafe is a kind and cosy place where the employees get to know the patrons on a personal level and develop a trustworthy rapport with them. It is desirable that the recommendations of happy customers serve as the foundation for the marketing of the coffee shop, with the allocation of a minimal budget (no more than 2% of sales) for promotion purposes.
It is anticipated that the global coffee business would expand at a high rate in the next years, making it the second largest commodities market behind oil. As the sector continues to grow at a fast clip, it is predicted that sales of specialist beverages might expand by as much as 40% yearly. The market for gourmet coffee and other speciality beverages is highly segmented. In addition to cafés, restaurants, arenas, and drive-through espresso bars, customers may buy these drinks at various retail establishments.
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