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[bookmark: _Toc223181532]Executive Summary 

Coffee Town is a proposed café situated in London, aiming to provide fresh food, excellent coffee and a friendly environment for working professionals, families and students. The café addresses the growing demand for comfortable social and work-friendly spaces in busy urban locations, making it a strong business opportunity for Coffee Town within London's fast-paced lifestyle.

The business will offer seating, affordable meals for students, ethically produced coffee and peaceful workspaces with free Wi-Fi. Coffee Town will be unique through its contemporary setting, attentive customer care and emphasis on sustainability, including locally sourced products and recyclable packaging.

Coffee Town will function as a private limited corporation to reduce personal liability and increase potential investment. Around £60,000 will be required to cover start-up costs including equipment, rent, interior design, staffing and marketing. Coffee Town hopes to become a well-known local hub in its first year because of its ideal position close to businesses and educational institutions.
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Overview of the Business Idea 

[bookmark: _Toc221347349][bookmark: _Toc223181534]Start-Up Service

A brand-new café concept called Coffee Town will open in London and provide a high-end, reasonably priced coffee experience along with light meals, fresh snacks and meal deals. Three main clientele groups will be served by the café: families seeking a cosy setting, working professionals in need of prompt service and a location to meet or work and students looking for affordable study facilities and near universities. 

Along with teas, pastries, sandwiches and nutritious breakfast options, the product line will comprise a range of coffees, including espresso, cappuccino, lattes and iced drinks. To keep customers interested and encourage return visits, seasonal promotions and meal bargains will also be implemented (Khan et al., 2025). Coffee Town aims to create a welcoming atmosphere where people feel a sense of belonging even when they are not at home (Phillips, 2024). The café will prioritise offering good customer service, a tranquil interior and environmentally friendly business methods.



[image: ][image: ][image: ]






[bookmark: _Toc223181535]Management Structure

Coffee Town will start-up by operating with a simple and clear management structure. The founder will serve as both the company's Owner and Manager, with responsibility of overseeing daily operation, marketing activities and financial management. 


The team will also include:
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Employee Management Structure
Owner/Manager
Managing marketing, operations and finances







Floor Supervisor
Ensure Waiters/Waitresses are trained

Head Barista
Overseeing kitchen staff 







Kitchen staff
Preparing Food and Drinks
Waiter/Waitress
Serving, seating, cleaning and providing good customer service





A small structure and efficient team support effective communication, quality control and smooth day-to-day operations during the early stages of the business (Agustian et al., 2023). However, the team must have some experience and qualification to contribute to the business success (Mamaqi, 2023). The owner should hold a degree in Business Management or Entrepreneurship, with knowledge of marketing, finance, and operations to ensure strategic growth, cost control, and decision-making (Cohen and Wirtz, 2022). The Head Barista must have prior café experience to maintain quality standards and staff development (Cajander and Reiman, 2024). Floor Leader should have management experience to ensure excellent customer service. Kitchen staff must hold a Level 2 Food Hygiene Certificate to maintain safety standards (Palupi et al., 2024). Waiters should hold hospitality or retail experience with strong communication skills to encourage repeat business (Koay and Low, 2025). Additionally, a part-time qualified accountant may be required to manage budgeting, tax compliance and financial reporting to ensure financial stability and long-term success.
[bookmark: _Toc223181536]Legal Format

Coffee Town plans to register as a Private Limited Company (Ltd), which has a number of benefits like limited liability, safeguarding the owner's personal assets if the company experiences financial difficulties (Akbar et al., 2024). Additionally, a limited liability company (Ltd) increases credibility with investors, making it easier to facilitate finance and collaborate with others and supports long-term growth which allows the company to raise money through the sale of shares (Simkovic, 2018).

However, setting up a Ltd company has drawbacks. Compared to a sole trader arrangement, financial records must be made publicly available, which reduces privacy. There are also administrative expenses, legal documentation, and continuous reporting to Companies House (Travis, 2019). Despite these difficulties, the Ltd structure is appropriate for Coffee Town's goal of being a competitive and long-lasting café brand in London's expanding coffee market due to the advantages of legal protection, professional reputation, and development possibilities (Turgunpulatovich, 2022).
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Market research is crucial for understanding the competitive landscape and external environment. It enables companies to understand their market, clients and rivals, supporting better decision-making (Czinkota et al., 2021). It recognises patterns, possibilities and possible risks in the outside world, this increases the likelihood of long-term success and guarantees better decision-making (Wang, 2024). 

Coffee Town will operate in London, a city with a strong café culture, high customer demand and intense competition market for coffee shops (Douglas et al., 2018). According to Soni (2024) the market is expected to rise at a remarkable compound yearly growth rate (CAGR) of 5.8% between 2018 to 2023, reaching a value of almost £1.5 billion. With several foreign chains and independent cafés competing for a large and varied clientele, it is crucial for Coffee Town to create plans to obtain a competitive edge by using evaluating tools such as PESTEL to evaluate the advantages and disadvantages of its rivals (Makvandi, 2024).

[bookmark: _Toc223181538]PESTEL Framework
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PESTEL is a tool for business analysis that looks at how an organisation might be impacted by the outside world (Siddiqui, 2021). It represents elements related to politics, economics, society, technology, the environment, and the law (Yusop, 2018). Utilising to PESTEL tool will allow Coffee Town to investigate the external elements that could affect the company. It will assist in identifying opportunities, possible hazards and make well-informed strategic decisions (Makvandi, 2024).

Further, to evaluate Coffee Town's exterior possibilities and risks in addition to its internal strengths and weaknesses utilising a SWOT analysis tool is crucial. A SWOT analysis tool is essentially the foundation of marketing strategy (Asrida et al., 2022). This method offers a comprehensive grasp of the corporate environment, which promotes competitiveness, long-term sustainability, and successful strategic planning (Ghaleb, 2024).

[bookmark: _Toc223181539]SWOT Evaluation
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[bookmark: _Toc223181540]Competitor Analysis

[bookmark: _Toc221347353]Major companies like Starbucks, Costa Coffee and Pret a Manger, as well as independent cafés all throughout London, which have established clientele will compete with Coffee Town. However, providing a more customised experience, student-friendly pricing, family dining areas and professional-only workstations will give Coffee Town a competitive edge. Coffee Town can effectively position itself in the market by combining quality, price and a sense of community.

[bookmark: _Toc223181541]Market Communication

Marketing communication is crucial because it enables a company to communicate with its target market, increases brand awareness and advertise services (Kumar, 2023). Customers comprehend what the company offers and how it differs from rivals when there is effective communication (Kumar, 2023). Additionally, it boosts revenue, promotes long-term company expansion, and fosters client loyalty (Chand, 2025). A multi-channel marketing interconnection promotes cross-channel purchase habits, increases customer loyalty, and raises overall customer service. This approach will allow Coffee Town to draw in and keep clients from all of its target markets (Mou, 2024). 

Market research and segmentation establishes the target market and clientele allowing Coffee Town to determine its clientele, concentrating on three primary demographics: families, working professionals, and students (Saxena et al., 2024). These groups are the most essential audience because of their location to workplaces, residential regions, and institutions. While secondary research, such as competitor analysis and local demographic data, will guarantee that marketing strategies are well-targeted, primary research, such as surveys, social media polls, and customer feedback, will aid in understanding customer demands (Yao et al., 2025).

Additionally, products, special deals and the café environment will all be promoted by the café using social media campaigns on Facebook, Instagram and TikTok (Inkinen et al., 2021). Discounts for students and a reward program (such as buy nine coffees, get one free) will promote recurring business and foster enduring patronage (Koay and Low, 2025). In addition, Coffee Town will use LinkedIn advertising and local company relationships to advertise free Wi-Fi, charging stations, and quiet workspaces in order to draw in professionals. Customer satisfaction is increased by local interaction brought about by weekend sales, a family-friendly environment, and coffee and neighbourhood tastings (Hidayat et al., 2025). Overall, the marketing strategy's primary components are digital advertising, affordability, and establishing strong client relationships (Rahayu, 2024).






[bookmark: _Toc223181542]Financials

An estimated £60,000 in start-up financing is required to successfully launch Coffee Town in London. With this financing, the company will be able to pay for necessary start-up expenses and run efficiently during the first month, as shown in the start-up cash flow project below.
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[bookmark: _Toc223181543]Sources of Funding 

A combination of the following could be used to secure the funding:

· The founder's personal savings
· A UK bank loan for a small business
· Private investors looking for expansion prospects
· Government start-up support schemes

[bookmark: _GoBack][bookmark: _Toc221347355]Investor investment is appealing since it allows for more seamless early operations by providing capital without immediate repayment pressure (Donets, 2024). These costs demonstrate how crucial it is to obtain adequate funds before launch (Arhinful et al., 2024). Coffee Town is anticipated to turn a profit in its first year thanks to strong demand in London's coffee industry and efficient marketing, with prospects for future growth into many sites.
[bookmark: _Toc223181544]Conclusion

In conclusion, among London's competitive café market, Coffee Town presents a strong and long-term business opportunity. The café is perfectly situated to satisfy the rising need for superior coffee, cosy social areas, and practical work-friendly settings by focusing on students, families, and working professionals. Coffee Town has the opportunity to attract dedicated customers and attain long-term profitability with the help of efficient market research, clever marketing messaging, and a well-defined financial plan. The company can become a well-known community café and grow in the future with the correct funding and effective execution.
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Politics

Through financial
possibilities and start
up support programs,
the UK government
promotes the
expansion of small
businesses.
Businesses must,
however, abide with
employment and food
safety laws (Buye,
2021).

Economic

London's economy is
robust, its running
expenses, such as
rent and salaries, are
high. Cost control is
crucial because
inflation has raised
the price of food and
coffee beans
(Fosher, 2018).

PESTEL Analysis

oo

Social

London's way of life
is strongly influenced
by coffee culture.
Cafés are often used
by professionals and
students for
socialising, working,
and learning.
Comfortable,
neighbourhood-
based café settings
are becoming more
and more popular
(Citilci and Akbalik
2020).

Technology

Social media
marketing, internet
ordering apps, and
digital payment
systems all contribute
significantly to
technology. Offering
mobile promotions
and contactless

payments will help

Coffee Town (Inkinen

etal, 2021).

Environmental

Customers are
becoming more
concerned about
sustainability. Coffee
Town will use
recyclable cups, avoid
waste, and source
products locally where
possible to cater to
ecologically concerned
customers (Sebbag
2024).

Legal

The café must abide
by laws pertaining to
health and safety,
hygienic standards,
licensing, and
employment,
including minimum
wage requirements

(Yusop, 2018).
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Strengths

Target market is well-defined and includes
professionals, families, and students.

Reasonably priced with loyalty programs and
discounts

Good brand idea with a community and
comfort focus

Ideally situated in London, close to
‘workplaces and schools

Social media marketing on platforms like
YouTube and TikTok .

SWOT Analysis

‘Weakness

Low brand awareness for a start-up
company

Fewer financial resources than
large chains

London's high operational and rent
costs

Dependency on local foot traffic and
a small managerial staff

0,

Opportunity
Increasing coffee consumption and
the need for workstations for study
and work

Using delivery apps to expand

Growth on social media and
collaborations with influencers

Organising events and possibly
growing the branch in the future

|

Threats

Strong competition between
companies like Starbucks and
Costa

Growing expenses of supplies

Spending is impacted by economic
uncertainty.

Negative internet reviews and
shifting customer choices
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CASH FLOW

Loan- start4up capital

£50,000

Sales (total sales of product and/or services) | £10,000
Other £0
Total cash in-flows (A) £60,000

Cash out-expenses

Rent or premises costs £15,000
Business rates for your business premises £1,000
Utilities (gas, electricity, water) £800
Insurance £500
Telephone and internet £200
Marketing and advertising expenses £2,000
Vehicle running costs £0
Equipment purchase or leasing £12,000
Postage, printing, stationery £300
Transport and delivery £400
Professional fees (legal, accounting etc.) £700
Cost of sales (Cost of product) £5,000
Wages your own £2,000
Staff wages £6,000
Any other £8,000
Any other £1,100
Total cash out-flows (B) £55,000

Your net cash flow (A-B) £5000
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