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· Fair trade – Fair costs, living wages and community benefits
· Eco- friendly – Better for environment (Smith, 2018)

Utility Costs – The average espresso equipment cost between 2,500 -10,000, but we are planning to rent one               which will help us with the costs when starting up the coffee shop (Shaun, 2018). Instead of buying a dishwasher we would hand wash our mugs as the average dishwasher costs £1,000-2,500 (Shaun, 2018). Online you can get second hand tills for only £185.00 (Cash-tills-direct, 2018). This is instead of buying one brand new for an average of £250 – 1,500 (Shaun, 2018).

•Machinery Costs – We are either planning to buy local products (helps local community) or rent a Rijo coffee machine (Rijo, 2018).
•Lease – There is currently a shop to rent in Swansea £120pw (includes business rates and service charges, free internet and Wi-Fi and easy in and out terms) (Karen, 2018). 
•Furniture – Local furniture scheme (Caer) – Chairs, Tables, Lights, and crockery. Also, local charity; British Heart Foundation and the British Red Cross.
•Staff - Employ students – wages wouldn’t be expensive and students hang out in coffee shops. 
•IT costs – Free Wi-Fi in the building we may rent and we have our own laptops to use. 
Microsoft Word (Letters), Publisher (posters).

· Students 
· Professionals 
· Eco friendly customers 
· Residents  

Ella Williams 
•Staff importance –
It is very important to have happy staff otherwise no one will want to work in coffee shop and it would struggle to stay open. We have to make sure each member of staff is happy, motivated and knows what they are doing as they will give the business either a good or bad look. 
•Online Business – 
There is an online site called WIX where it lets you create your own free website, which we could use to make more people aware of who we are, what our business is and has to offer (Wix, 2018).

· Capture value – small budget for resources and materials (Pietrobelli et al 2018).
· Demand for recycling is high – sell products cheap and still making a profit (Ewiik van 2018). 
· Competitors – Costa and Starbucks are at premium pricing – we aim for economy pricing. Both Costa and Starbucks are 100% fairtrade although each unit ranges from £1.45 to £3.75 for coffee alone, so competitively we are at the advantage (Fitter et al 2001). 
· Aim – customers will become loyal due to low pricing (Koklic et al 2017). 

· Delivering value – everything will be recycled and environmentally friendly – (Green et al 2011) states saving the planet motivates customers and can provide functional and emotional value.
· Aim to use recycled materials and natural fibres – no one has set up business with 100% recycled materials and resources (Dev et al 2018). 
· Raising awareness – target market online and sampling in city centre to widen market.
· Helping customers evaluate our value proposition – help save the planet as most materials we use are decomposable (Foden 2015). 

-          Customer loyalty, satisfication and retention are key elements to the framework of relationship marketing. (Mcllroy, A. 2000)
-          Conceptualising the effects of quality, satisfaction and value on comsumers’ behavioural intentions. (Cronin, Jr. 2000)
-          "Bringing customers and maintaining relationships can have a costly affect unless done correctly." - Source:https://watertightmarketing.com/2014/08/7-costly-customer-mistakes/

· USP – everything inside the shop will be used with recycled materials and resources. 
· Competitors – hopefully customers choose us over other coffee shops due to our mission statement (Klemm et al 1991).
· Aim – customers to be satisfied with how eco-friendly we are (Chan 2018). 
· Benefits we offer to customers – no other shop like ours and knowledge in shop that the environment hasn’t been harmed so more relaxed environment (Garrette et al 2018). 

-          How choosing the correct suppliers is important to bringing in customers and bringing a competitive advantage. (Alvarez, G. 2010)

-          Building strategic relationships with suppliers – providing a competitive advantage. (Liker, J.K. 2004)
 
-          Capturing strategic partnerships with competitors – improving position without alliance. (Hamel, G. 1991)

Ruby Khatun
Jessica Rees
Ruby Khatun
Jessica Rees
Ella Williams 
Nia James

Nia James
Nia James


Bibliography 

Nia James – 1705762

	Chan, S. (2018), Factors affecting revisit intention with customer satisfaction as a meditating variable in eco-friendly resorts, Journal Management Dan Inovasi, Issue 9. 

Dey, P. Ray, S. (2018), An Overview of the Recent Trends in Manufacturing of Green Composites – Considerations and Challenges, Journal of Materials Today, Issue 9. 

	Ewijk van, S. (2018) Resource efficiency and their circular economy, UCL Institute for Sustainable Resources, London’s Global University. 

	Fitter, R. and Kaplinksy, R. (2001), Who gains from product rents as the coffee market becomes more differentiated? A value-chain analysis, IDS bulletin, pp. 69-82.

	Foden, M. (2015) Saving time, saving money, saving the planet, ‘one gift at a time’: a practice-centred exploration of free online reuse exchange,’ Ephemera: theory and politics in organisation, pp. 41-65. 

	Garrette, B. Phelps, C. Sibony, O. (2018), Structure the problem: Analytical frameworks, In Cracked It! Palgrave Macmillan, Cham, pp. 95-116. 

	Klemm, M. Sanderson, S. and Luffman, G. (1991), Mission Statements: selling corporate values to employees, Long range planning 24, no.3, pp. 73-78.

	Koklic, M.K. Kukar-Kinney, M. and Vegelj, S. (2017), An investigation of customer satisfaction with low-cost and full-service airline companies, Journal of Business Research, pp. 188-196. 

	Pietrobelli, C. and Startiz, C. (2018), Upgrading, interactive learning, and innovation systems in value chain interventions, The European Journal of Development Research, pp. 557-574. 


Jessica Rees 1703037 –

Cronin Jr, J.J., Brady, M.K. and Hult, G.T.M., 2000. Assessing the effects of quality, value, and customer satisfaction on consumer behavioral intentions in service environments. Journal of retailing, 76(2), pp.193-218.
Hamel, G., 1991. Competition for competence and interpartner learning within international strategic alliances. Strategic management journal, 12(S1), pp.83-103.

Liker, J.K. and Choi, T.Y., 2004. Building deep supplier relationships. Harvard business review, 82(12), pp.104-113.
Mcllroy, A and Barnett, S. 2000. Building customer relationships: do discount cards work? Managing service quality: An International Journey, 10 (6), pp.347-355.
Source: https://watertightmarketing.com/2014/08/7-costly-customer-mistakes/

Source: https://www.pointfranchise.co.uk/articles/franchisor-definition-4/


Ella Williams 1707424 – 

Cash-tills-direct. (2018). Second Hand and Used Cash Registers and Tills. Retrieved from Cash tills direct: https://www.cashtillsdirect.co.uk/reconditioned-second-hand-cash-tills/
Karen. (2018, October 15). Shop to rent in Swansea. Retrieved from Gumtree: https://www.gumtree.com/p/commercial-property-to-rent/shop-to-rent.-swansea/1316660901
Rijo. (2018). Traditional Espresso Machines. Retrieved from Rijo42: https://www.rijo42.co.uk/coffee-machines/traditional-espresso-machines/
Shaun. (2018). Examples of Cost . Retrieved from How to start a coffee shop: http://www.howtostartacoffeeshop.co.uk/idea-of-costs.html
Wix. (2018). Create your own beautiful website. Retrieved from Wix: https://www.wix.com/freesitebuilder/hiker-create?experiment_id=wix%20create%20a%20website%5Ep%5E289646374469%5E1t1&gclid=EAIaIQobChMI8dCws6K53gIVBLTtCh1n7gD-EAAYASAAEgIx9PD_BwE&utm_campaign=195454660%5E9754677580&utm_medium=cpc&utm_source=google

Ruby Khatun 1702871 – 

Reid, R. (2018). The Business Model Canvas Series: Key Activities, Key Resources & Key Partners - Ashton McGill. [online] Ashton Mcgill. Available at: http://www.ashtonmcgill.com/business-model-canvas-series-introducing-key-activities-key-resources-key-partners/ [Accessed 2 Nov. 2018]. 

Smith, S. and Construction, N. (2018). 8 Advantages to Eco-Friendly Construction | Nationwide. [online] Nationwide Construction. Available at: https://www.nationwideconstruction.us/eco-friendly-construction-8-advantages-of-green-building/ [Accessed 4 Nov. 2018].

	Internet, C. (2018). What is Fairtrade and Why is it Important? | Nourished Life. [online] Nourished Life. Available at: https://www.nourishedlife.com.au/article/547789/what-fairtrade-why-it-important.html [Accessed 4 Nov. 2018].
[bookmark: _GoBack]
image3.png




image4.png




image5.png
£COo
‘?:#. 5\,
':.ogo

Enjoy Coffee Organically




image1.png
Key Partners

Key Activities

Key Resources

Value Propositions

—
[ ]

Customer Relationships '

Channels [ %)

Customer Segments

Cost Structure

@ Revenue Streams

O




image2.png








