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[bookmark: _Toc521286918]Introduction 
The coffee house industry is seen to be a sweeping business as it is much accepted by the consumers. Apparently this is the most common business which is successful while positioning at the right time and the right place by a business. Creating a friendly environment and making the place comfortable with a good atmosphere is what customers need. It is important that there is a variety of food service and an entertainment for the customers so as to offer them the best of what they expect. But there are several aspects that are considered while preparing a business proposal of opening of a coffee and bakery joint. As such there are related areas such as sales and marketing, targeting strategy, financial statement and industry and market analysis areas to be planned before so as to commence the business. These are some of the selected topics that are mentioned in the plan while it is important to make a brief business plan for commencing the business. 
[bookmark: _Toc521286919]Business proposal 
The perceived coffee shop that will be opened is Coffee Village & Bakery (CVB) which is focused in the Texas area in the US. The downtown street has a major influence of coffee bars that are recently open and are liked by consumers as a new place to spend their coffee time. A PESTLE analysis of coffee industry has an analysis that the consumers are very much interested and the industry does not face as such big risks and loss in the current year. Unique and differential attitude to serve the customers with variety and quality food has become the major specialty in the coffee industry (Bensoussan and Fleisher, 2012). Approximately there is a growth of 15% every year in the coffee industry in the current market place. A market valuation of 10 Billion dollars every year is possible. The US coffee shop analysis has been done in detail so as to proceed with the other aspects successfully (Osterwalder and Pigneur, 2010). 
[bookmark: _Toc521286920]Business Model
The chosen (or proposed) business model for the selected coffee shop business, which is “Coffee Village and Bakery”. There are various reasons as to why the franchise model has been selected for the coffee shop business. Research by (Shin & Moon, 2011) suggests that a franchise model in the case of F&B businesses such as Subway can allow for rapid growth. People do not simply visit coffee shops to drink coffee (although that too is a major reason), but instead they visit coffee shops to enjoy the ambience and relax. They may consider coffee shops as perennial meeting places whether that be for friendly gatherings or after-work casual meetups. Since “Coffee Village and Bakery” would already be an established brand in some time, the franchise owners would have less risk of failure since the brand would not be unknown and therefore they would be willing to invest money. Second reason is that as the owners of the business, “Coffee Village and Bakery”, we could earn a good amount of revenues from the profits of our franchisees; in fact, they would pay a substantial amount upfront to be given the license or right to sell products with our brand name on them. Hence, for the franchisee, it provides an established business that has captured market share already and hence it means lower risk for them, while in the case of the company or business owners, it provides a steady stream of revenues from the franchisees. Additionally, the business owners of “Coffee Village and Bakery” would provide the franchise owners with the necessary training and guidance so indirectly we can control the quality of the service as well as the product since it would be sent to them directly. As per (Kim, 2013), the biggest challenge that can hinder the growth of a business is the risk involved.  However, with the franchise model, the risk would be borne by the franchise owners and not the company itself since the former would be making the investment. Hence, for those reasons, the franchise business model is quite likely to be successful.
[bookmark: _Toc521286921]9 Building Block Canvas Model of Business 
The 9 building blocks business model has been used in this case to segregate the various parts of business for “Coffee Village and Bakery” brand. Each of the 9 building blocks have been discussed in brief details.
1. Customer Segments
There are two major customer segments that “Coffee Village and Bakery” aims to target, including college and university students who would be between the ages 18 – 25 years and working professionals who would be from any of the three age groups which are 25 – 30 years, 31 – 44 years, and 45+ years. Hence, both students as well as professionals would be targeted by “Coffee Village and Bakery” including its franchises. While there are likely to be other demographics as well who could be visitors, as per (Cho & Park, 2014), those are the two main customer segments that can help coffee shops and cafes bring in the maximum revenues.
2. Key Partners
There are two main partners for “Coffee Village and Bakery” including the coffee plantation workers and farmers, since they are going to be the ones who shall be selling the company the coffee produce that would be necessary for them (the company) to brew fresh coffee, as well as those who are farmers and produce flour, wheat, sugar, because “Coffee Village and Bakery” wouldn’t just sell coffee but also pastries and snacks, which would be manufactured by the company from the raw materials provided by the farmers. Additionally, the companies that create coffee shop equipment such as grills, microwaves, coffee brewers, espresso machines, etc. are also key partners (Shin & Moon, 2011). 
3. Key Activities
The key activities of “Coffee Village and Bakery” would not be unlike that of other companies; it would include production of both coffee and pastries (and snacks and cakes), marketing its products, engaging in research and development to create new offerings, and management of its business and operations.
4. Key Resources
As per (Kim, et al., 2011), the key resources of a company are the inputs or assets that allow it to perform its essential and non-essential business operations. So, the key resources of “Coffee Village and Bakery” include its skilled manpower and management, all the production plants and facilities owned by the company, and the brand itself. 
5. Cost Structure
The cost structure of “Coffee Village and Bakery” is essentially how the business will record its costs (Waxman, 2006). Being a coffee shop business, it would record its costs from the following areas including paying the rent (or lease) for the areas where it rents space to host its coffee shops, costs associated with the purchase of inventory (coffee, milk, sugar, wheat, flour, etc.), capital expenditure associated with the purchase of equipment to prepare coffee and snacks, and finally the employees’ wages as well as the maintenance costs and marketing expenses.
6. Value Proposition
The value proposition is the unique value addition that a business promises to its customers. In the case of “Coffee Village and Bakery”, it is “freshly-brewed coffee” and it promises almost endless customizations to their coffee. So, customers can have their coffee whenever they want it, however they want it. The level of customization promised by “Coffee Village and Bakery” is not easily available elsewhere, and hence for the competitive price it offers the same, might be the value proposition. 
7. Revenue Streams
As per (Kim, et al., 2011), revenue streams of a company are the sources through which it makes money in its business. This money is however the initial amount of money that comes and not the final amount that it retains with itself (which is the net profit). However, for any business, more the number of revenue streams, the more profitable or successful the business is said to be. The revenue streams for “Coffee Village and Bakery” include its income from franchisees that is paid upfront at the beginning of a new franchise and percentage of income it receives from the revenues earned by its franchisees. To add to this is the regular income it earns by selling coffee and its associated snacks and beverages to customers. 
8. Customer Relationships
Customer relationship management for “Coffee Village and Bakery” includes social media such as Facebook, Twitter, Instagram, YouTube, and WhatsApp for Business. Those are the various ways the company can connect with its customers (both existing and current). Alongside, the e-mail medium is also present because the company can communicate through e-mails and newsletters sent periodically. Finally, the company’s website also plays an important role. 
9. Channels
Channels would include the company’s own shops as well as those of franchisees. 
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[bookmark: _Toc521286922]Business objectives 
Small term objectives include customer awareness, spreading the promotional measures and marketing strategies; the profit margin has to be maintained. such the gross margin of the business should be maintained to 60% initially and then to be increased as per the development stage. Marketing strategies help to make the objectives fulfilled it is understood that the advertisement expenses must not increase the initial budget of the company (Creswell, 2014).
[bookmark: _Toc521286923]Funding strategies 
Funding the company is the main criteria that has to be discussed, while it is observed that the owner would fund 60% of the total expense to built the CVB coffee village bakery. The other funds will be managed by stakeholders. 
[bookmark: _Toc521286924]Sales and marketing 
CVB will adopt the marketing strategy that will be based with the value of the customers need and target the segments (Kotler and Armstrong, 2012). A strategic model representation that will be placed with the advertisement strategy (Binnendijk, 2011). One place of advertisement is about weekly magazines that will give the advertisement of the new coffee shop in the town. In the downturn area, there are clubs and other restaurants, the relationship will be maintained in order to gain a strategic cost that can compete in the market (Williams, 2014). The customers are free to use their coupons at any time and can even get more coupons by introducing the new customer for the first time. (Scarborough, 2014). 
[bookmark: _Toc521286925]Targeting strategy 
There are two groups that are created so as to achieve the target market strategy. This leads to non singles and singles group. (Basanta. 2013). The system can be of competitive edge as such there is no such niche that the other rivals and coffee bars are concentrating upon (Butler, 2013). The business model must be framed as such it may look attractive and may have a general tendency so as to have a genuine value of the product and the business establishment opportunities (Paley, 2008).
[bookmark: _Toc521286926]Industry and market analysis 
Thereby the two segments of restaurant and baked goods are to be established in response to creating the awareness of the CVB with initial stage of introducing coffee as their major product to the customers. It is noted that the restaurant industry needs a good investment but at first the bakery and the coffee bar are to be focused as such CVB will also provide good food in the fine dining restaurant for non singles in the near future. Baked goods industry is especially the independent business with the operations that are carried out in the manufacturing plant on a large scale. There are positive trends that are observed according to the survey so that with the special products like low carb revolution as such it has a growth of 17 billion baked goods in the year 2017 in the US (Agarwal, Grassl and Pahl, 2012). 
[bookmark: _Toc521286927]Stakeholder Analysis 
The above list states the stakeholders analysis and this is in two categories that has power and interest so as to manage the above effectively 
	Stakeholders 
	Power
	Interest 

	Employees
	High 
	High 

	Customers 
	High 
	Low

	Competitors 
	Low
	Medium 



[bookmark: _Toc521286928]Financial statement 
The financial statement is prepared so as to have an understanding of the expenses and income of CVB in the startup year. The annual cash flow statement is prepared and the cost of the product is been analyzed while considering the income and expenses statement.
[image: Image result for financial statement for opening of coffee and bakery point]
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Source: (Nader, 2014)
The Net profit per month is been analyzed in the year every month and this can be considered with the direct cost of sales and adding the operating expenses that are met by the business in operational manner (Nader, 2014).
Description of the price and type of Espresso 
	Coffee
	Regular 
	Large

	Espresso
	 $1.70
	$2.0  

	Cappuccino 
	$1.50 
	$2.10

	Caffe Latte
	$1.80
	$2.20

	Caffe Mocha
	$1.90
	$2.50



[bookmark: _Toc521286929]Recommendation 
The business needs good opportunity for the start up opportunity and should still concentrate on market analysis such as SWOT analysis, PEST analysis and Porter’s force analysis. There are number of coffee shops in the downtown and this seems that the customers are really enjoying the leisure time so the best of quality and service has to be provided by the business while focusing on the business objectives. 
[bookmark: _Toc521286930]Conclusion 
The business proposal is about CVB Coffee Village Bakery which seems to be interesting while analyzing the industry, market and stakeholders performance. There are business objectives that are mentioned and this specifies the comparison of the activities that should be undertaken for the business expansion. There are number of colleges nearby downtown and thereby the target group of young students is focused in the business plan. The financial statement is prepared and price of the products and expenses of the company are framed in brief so as to consider the financial analysis of the new business.
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Annual Cash Flow Statement
Restau?::: Name

Cash Beginning Balance : $865,000

Operating Cash Flows
Income from operating activities $967,594

Depreciation

Gain / Loss from Sale of Assets ($2,600)
TOTAL: $964,994

Investing Cash Flows
Leasehold Improvements $7,000
Cash Payments for Equipment $45,538
Proceeds from Sales of Assets $15,342
TOTAL: $67,880

Financing Cash Flows
Service on Debts ($135,778)
TOTAL: ($135,778)
Cash Ending Balance: $1,762,096

Net Cash Change: $897,096
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Sales $70,000 $71,300 $72,600

Direct Cost of Sales $15,000 $15,000 | $15,000
Other $1,000 | $1,000 $1,000
Total Cost of Sales $16,000  $16,000 $16,000
Gross Margin $54,000 $55,300  $56,600
Gross Margin % 77.14% 77.56% 77.96%
Expenses

Payroll $29,750 | $29,750  $29,750
Advertising $14,000 | $14,000 | $14,000
Depreciation 50 $0 $0
Leases $500 | $500 | $500
Utilities $1,100 | $1,100 | $1,100
Insurance $300 | $300 | $300
Rent $1,600  $1,600  $1,600
Payroll Tax $4,500 | $4,500  $4,500
Other $0 $0 $0
[Total Operating Expenses §51,750 $51,750 $51,750
Interest Expenses $617 | $617  $617
Taxes Incurred $408 $733  $1,058

[Net Profit $1,225  $2,200 $3,175





