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[bookmark: _Toc534391317]Executive summary: 
Business plan provides a detailed documentation about business strategy and implementation of the strategy. Death café will be one of the famous cafe where the stranger gather to increase awareness of death. The organization also offers theme based coffee, food and tea for the customers. The location of the Death Café will be the central London so that it can attract tourists from all over the world as well as local people. This particular business plan is about opening of different branches of Death café in UK areas. 
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[bookmark: _Toc534391318]Introduction: 
An effective business plan is very important for achieving successful growth of the business. With the help of effective business plan, the entrepreneurs can collect a wide range of information about business opportunity for implementing the opportunities into reality. As opined by Grant and Perrott, (2011) the effective business planning is the process of collecting and analyzing  information for developing documentation considering tasks, risk and strategies and implementing financial development plans. For this particular business plan, the Death café organization has been chosen where strangers gather to drink tea, coffee, to cut cakes, and discuss about death .The vision of the Death café is to expand its business across the globe and  to increase awareness of death and to help people to live their finite life through discussion group. In order to successfully develop the business plan, this report mainly focuses upon product, service, value proposition, customers, strategy, and team, marketing plans, financial plans, operation plans and risk and reward plans. 

[bookmark: _Toc534391319]Product/ service and value proposition: 
The Death café is not just a normal coffee cafe it will be a walk in Rehab for people who are suffering from depression and going through a hard time. The customers or strangers can gather at Death Café to drink tea, coffee and to eat our themed based cakes and also to talk about death. This café wants to provide a platform to the people where they can talk about death without any hesitation (Jasra, Rehman and Khan, 2011).The basic products offered by the Death café are refreshing drinks, cakes, tea, coffee and nourishing food and we will also serve alcohol in attractive glasses. These are products, which mainly creates value for the customers, or strangers who want to spend time together for discussion of death. On the other hand, the prime services offered by the café are confidential, respectful and open environment where the strangers can gather and have a good time with nourishing foods or refreshing drinks. The Death café also offers other facilities services like take away service including parking, online socializing where the interested customers can join to meet up with new friends and we will also organize social events and workshop. This can create value for the customers who want to join for increasing awareness about death (Chang and Chen, 2015). The organization also provides opportunities for the strangers to develop community through online by accessing to the nearest Death café. The organization also provides space to give on rent for the people who want to talk about death and passionate to open their own theme based Death café.
We also organize events like comedy sessions, debate, discussion for the people who are going through hard times with our funky cakes and drinks.
[image: C:\Users\ws cloudware\Downloads\875708A1-0733-4FB0-81DE-7DC4C2856C8B.jpeg][image: C:\Users\ws cloudware\Downloads\F28761B6-BFFC-43C7-AF23-FC78386F6C56.jpeg]
[bookmark: _Toc534391320]
Customer/ market: 
The coffee and beverage industry is one of the leading industries in UK, which offers a range of coffee, tea and other snacks for the customers. In recent days, the coffee market of UK has achieved a significant growth, which also contributes a large amount of share in the economic growth of the nation. It is evident from the statistics that the annual turnover of the coffee shop market has increased by 7.3% to £9.6bn in 2017. The report also reveals the general coffee outlets have represented 5.3% growth in 2017. On the other hand, it is also observed from the report that most of the branded coffee chains have achieved record sales growth to 10.5% and £4bn. The leading three coffee chains of UK such as Costa coffee, Cafe Nero and Starbucks together have acquired 52.9% of total market share in UK. Death café is not the traditional coffee chain but it also offers coffee, tea and other beverages for the customers who are keen to discuss on death (Ritch and Brennan, 2010). From the entire market analysis, it is evident that the Death café will have a large market in UK and other countries to offer quality coffee, tea and foods in order to increase awareness about death for the customers. The concept of the Death café is to gather the strangers and help them through their hard times. 
[bookmark: _Toc534391321]Structure and Strategy:

The structure for the operation of the new store of Death Café will be very simple so that operation of the new store could be done in an effective manner and maximum satisfaction of the people coming to the stores. The organization structure for operating the Death Café outlet is presented below;


It is essential to mention that store manager of the outlet is responsible for marketing of the Death Café so that people can come to the store and discuss about death. The store manager is also responsible for providing customer service with the help of waiters by serving them with foods and beverages when they come to café. The Kitchen head is responsible for preparing the ordered food as per the order which are given by the customers to the stores. 
[bookmark: _Toc534391322]So with this  proper organization structure, the work delegation is effective, the span of control for managing activities and the specific work that is needed to be carried out by staffs are clear. 
The team/ HR: 
In order to open this cafe, the organization should recruit one Human resource manager, two sales marketing manager, and one operation manager. The HR will play the vital role for running this business. The HR will be also responsible for managing administrative works to collect data of the interested customers from website. The sales and marketing manager will responsible for creating awareness about the products and services offered by the Death café for the strangers who are interested in discussion of deaths for improving their social lives (Lysaght and Granhaug, 2012).  The HR of the Death Café is also responsible for appointing the specialists for managing counseling programs of the strangers in café. The hierarchical structure of the Death café is as given below; 
 

[bookmark: _Toc534391323]Markets and marketing: 
For successfully developing the business plan, it is very important to consider appropriate markets for targeting the customers. In order to open a Death café, the marketing manager should develop a strong marketing strategy through which can help to attract a number of customers in the areas of UK. The segmentation, targeting and positioning strategy is very important, through which the organization can identify the market and targeted customers for whom the product or services will be delivered. For successfully opening the Death café in the areas of UK the STP analysis is as detailed below; 
Segmentation: 
Segmentation is one of the important steps for developing effective marketing strategy for any organization. Through the help of segmentation strategy, the marketers can segment the overall market into various parts for delivering products or services for the customers (Pronk and Stevens, 2015). There are a number of factors, which need to be considered by the marketing team of Death café for segmenting the market in UK are as summarized below; 
Demographic factors: 
In order to segment the market, the marketing team should consider a number of demographic factors of the market such as income level, gender, nationality, occupations, marital status, age, educational status and social status. For example, in order to increase awareness of death, the marketer should consider the parameters like gender, age, occupations and religions of the strangers who are interested to talk about death. 
Psychographic factors: 
The psychographic factors such as lifestyles, attitudes, perception towards participating in discussion about death need to be considered by the marketing team of Death café for segmentation of the market. 
Behavioral factors: 
The behavioral factors are other significant factors, which also should be taken into considered for segmentation of the market. The behavioral factors such as usage rate, perception towards the death discussion and social status of the customers should be considered by the marketing managers of Death café for developing segmentation strategy for the social franchise (Sharma and Gutiérrez, 2010). By properly incorporating the behavioral factors into marketing strategy, the marketing managers can develop growth and long-term sustainability of the organization in UK market.

Geographical factors: 
The geographical factors also considered by the marketing team of Death café for developing their market segmentation. The graphical factors such as geographical locations including metropolitan cities and urban areas should be considered by the marketing team of Death café in order to open the branches of Death Cafe in the UK areas. The strangers and customers from both metropolitan cities and urban areas may join in the café for increasing their awareness regarding death. 
Targeting strategy: 
In order to target the potential customers, the marketing team should develop a target marketing strategy through which they can attract the potential customers. For opening a new social franchise of Death café in the UK market, the marketing team should target all age people who wants to socialize to discuss about their life experience, problems etc (Finch and Hynes, 2010). In order to do so, the marketing team should consider both the male and female with middle and high-income level.
Positioning strategy: 
The brand name and concept of increasing awareness about death can help to attract the target customers for Death café in the UK market. In addition, the marketing team also should develop a strong promotional strategy through which they can reach to customers who are interested to socialize with different people from all over the world. 
The development of the promotional channels through appropriate strategies for Death café are as detailed below; 
Print and broadcast media: 
Print and broadcasting media are the traditional promotional channels through which the organization reaches to a maximum number of customers. The marketing managers of Death café will use advertisement through print media such as newspaper, leaflet and pamphlets in different urban and rural areas of UK for attracting the customers. The marketing manger also will use broadcasting media for advertisement through television in order to increase awareness among the customers. 
Display media: 
Display media is another important promotional strategy through which the marketing manager of Death café also can attract a number of customers of UK (Awe, 2012). The use of billboards, hoardings and posters with catchy lines will help to attract the potential customers of rural and metropolitan areas of UK. 
Digital media: 
Digital media and social media in recent days have become significant tools for promoting offers and services of the organization. The Death café will set its footprint through online websites where the interested people can sign up for increasing their community (Miller III and Pittman, 2011). The company also will use various social media platforms to attract a number of customers, which are as listed below; 
· Facebook 
· Twitter 
· Instagram 
· YouTube 
Through the help of Facebook, YouTube and Twitter the marketing team of Death café can post their story about their themed based products and services with catchy slogans , which could help to attract the customers. Through Instagram, they can post photos and other success stories, which could increase awareness among the customers. 
[bookmark: _Toc534391324]Finance and Funding: 

Financial Estimation is very important as it helps to assess the cost that is required to establish the café with precise details for each and every category.
We will get our income from three things i.e. drinks and food sales, events and workshops and rental space events.
· Events and workshop: We will organize event for people and by the end of the year we will host 240 events annually.
· In addition we expect to generate our funds from donations and charity.
The detailed Sources of Funds and Investments are provided below;
[image: ]

Estimated Cash Flows:
The revenue that is estimated from the operation of Death café is provided below;
	 
	Monday 
	Tuesday
	Wednesday
	Thursday
	Friday
	Saturday
	Sunday
	Total 

	Expected Number of Visitor to Death Café
	15
	20
	15
	20
	25
	30
	20
	145

	Revenue Per Customer 
	15
	15
	15
	15
	15
	15
	15
	 

	So Expected Revenue per day 
	225
	300
	225
	300
	375
	450
	300
	2,175



	Revenue per Week  (in £)
	2,175

	Revenue per Year (52 weeks a year) (in £)
	113,100




[bookmark: _Toc534391325]Operation plans: 
For successfully running the business, a strong operation plan is necessary which describes how the team will contribute to achieve success of the organization. For opening the Death café in UK the store manager should develop strong relationships with the local suppliers for collecting raw materials for making cake, coffee and tea for the customers (Grant and Perrott, 2011).  The store manager identifies the amount of raw materials required for the day in order to collect it from market. The store manager also will responsible for serving tea, coffee or cake to the guest in an appropriate manner so that it helps to attract the other customers. 
[bookmark: _Toc534391326]Risks and rewards: 
In order to successfully open a new start up, the organization should consider a number of risks, which may create barrier for achieving success of the business. The most basic risks, which must be considered by the owner of the of Death café, are as listed below; 
· Financial risks 
· Technology risks
· Political and economic risks 
· Market entry risks 
The HR manager of the Death café should consider such risks with appropriate risk mitigation strategies so that it helps to successfully minimize the risks. 
[bookmark: _Toc534391327]The HR management also should develop appropriate reward strategies for the employees and workers in order to motivate and encourage them. The effective reward strategies can increase employee engagement and long-term employee retention (Dunford, Palmer and Benveniste, 2010). For this particular business, the HR management should consider the performance based reward system where the employees will be rewarded based on their performance. This will also help to increase performance and productivity of the organization. 
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Investment requirement

Year 1

Rent deposit, Premium and fees £79,000
Premises refurbishment and fit-out £52,000
Kitchen, equipment, furniture and fittings £30,000
Signage and menu boards £8,000)
IT and systems £12,000
Project and design fees £37,000
Stock £7,000
Launch marketing costs £40,000
Working capital £135,000
Total £400,000
Source of funds

Share offer (October launch) £350.000
Grants and donations £50,000

Total

£400,000|
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