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EXECUTIVE SUMMARY
Happy Sandwich Shop is located in London, United Kingdom. This Company's establishment was partly motivated by the desire to provide efficient and unique services to a wide range of customers. We want to make it possible for customers with busy schedules to consume nutritious food by offering diet sandwiches containing all the necessary nutrients. The primary objective is to earn revenue by providing exceptional service to clients and consumers. We want to be the industry leader in providing healthy meals that are easy to include in a balanced diet. Our mission is to serve our customers fresh, delectable sandwiches they have never experienced before. We strive to simplify the lives of fast-food enthusiasts by offering the finest eating experiences accessible.
COMPANY OVERVIEW 
Name of Business 
The Company will be formally registered under the name Happy Sandwich Shop. The initial office will be the head office in London, United Kingdom. Over time as it accumulates more revenues and has enough capital, the owner, Sean Denis, will open more branches in different major cities by the same name with an addition of the name of the city the branch is located in.
Personal background 
The firm's owner, Sean Denis, will govern and manage it. The owner has received a certificate and a degree in business management from Imperial College Business School. In addition, he has two years of restaurant industry experience.
Nature of business 
The Company will be a sole proprietorship, with the owner serving as the chief executive officer, but it will hire many employees to assist with some of its duties. The owner chose to operate the business as a sole proprietorship because of the following reasons: 
· He will have full control and not share the profits with anyone else (Zeeshan, 2017).
· Due to the reduction of paperwork and legal fees, getting started is uncomplicated.
· It is subject to less regulation than other forms of business.
Product and service description 
· Among the items on the menu are sandwiches which include the Bacon Sandwich, the Cheese Sandwich, the Grilled Cheese Sandwich, and the Tuna Sandwich, as well as the Club Sandwich and the Patty Melt (Khandpur et al., 2021). In addition, Italian Hero Sandwich and Breakfast Sandwich are two other sandwich options.
· Onion Smashed Burgers and Ham Burger 
· Salads
· Soft drinks
Customers may enjoy our high-quality, tasty meals in our café or take them home. Additionally, they may place an order online and deliver it to their house.
Business Location and address
Happy Sandwich Shop will be located in London, United Kingdom. The business will carry out its operations under the address below;
Address: 19 Crouch Hill, Finsbury Park, London N4 4AP, United Kingdom
Phone Number: +44 20 7563 876 HYPERLINK "https://www.google.com/search?cs=0&sxsrf=ALiCzsafSq6MDkV-9jVpZssykoqHQ7kVfQ:1655076385953&q=the%20sandwich%20shop%20london%20address&sa=X&ved=0CAEQ6BNqFwoTCNDeudOHqfgCFQAAAAAdAAAAABAE&biw=846&bih=693&dpr=0.9"9
Business goals and objectives
· Provide customers with high-quality services and products.
· Maximize the net revenue by ensuring customer satisfaction. In addition, increased profits will aid in opening other regional branches.
· Customer and employee loyalty. 
Business Competitive advantage
Our location is so desired that it gives us an edge over the competition (Kimeli et al., 2020). First, we are in a commercial area close to educational institutions, residential areas, and major thoroughfares that are congested in the early morning and late at night. Second, we will provide a place for clients to sit and relax while watching us prepare their sandwiches. Third, people who use our services will want to utilize them again, and we will establish a unique taste. Finally, as the last option, we will accept online payments for home delivery via our website.
Scope of business
We will attract a diverse clientele, including residents, office employees, students, and pedestrians of all ages.
ENVIRONMENT AND INDUSTRY ANALYSIS
This chapter covers the external and internal elements that may impact the business, as well as their controllability. Considerations include substitute items, the target market, the number of competitors, and demographic groups.
Environmental analysis
These uncontrollable variables and conditions affect the business and the industry as a whole, as well as its operation and performance. Therefore, PESTEL analysis will be used to learn about the environment (Matović, 2020).
Political factors: When the country's politics are stable, there will be no political unrest to impede corporate operations, which is a positive indicator of economic growth. Moreover, the government's tax regulations for food products are constantly changing, which affects our services because they are integral to our operations. Additionally, imports from outside the country are subject to stringent requirements, which positively and negatively affect the business. The positive effect is that only high-quality products will reach consumers, while the negative effect is that the shop will always face a product shortage.
Economic factors: In a depressed economy, necessities such as food, shelter, and clothing take priority. Despite the current economic climate, our target clientele is wealthy enough to afford our services without incurring financial hardship.
Technological factors: As technology advances, it is now easier than ever to market a company through various media. Social media has been the most popular form of advertising in recent years, and it is also more cost-effective than conventional methods (Arora et al., 2020). The Company's website is accessible 24 hours a day, seven days a week, and customers can now order food online without visiting the shop.
Legal factors: Copyright regulations are in place to prevent theft or unauthorized use of company names and trademarks (Halt et al., 2017). As a result, our Company's reputation will not suffer any damage. In addition, the government has implemented safeguards to protect consumers.
Industry analysis 
The investigation used Michael Porter's Five Forces framework.
The threat of new entrants: Because new businesses need substantial financial commitments to launch, the threat posed by new entrants to the market is minimal (Jogaratnam, 2017). Due to a lack of financial flow, it is difficult for new company entrants to last longer than two years. In addition, due to stringent food safety regulations, complex distribution channels, and well-established brands, it is challenging for newcomers to enter the market. Due to all of these obstacles, fewer businesses are entering the market.
Buyer power: Because buyers may easily switch brands if their needs are not met, purchasers have little negotiating power (Kozlova et al., 2019). However, there are a few well-known brands in the industry, and many companies have differentiated their products by targeting specific niches. Certain firms have realized the benefits of the customers' strong brand loyalty. These enterprises are unlikely to be impacted by changes in consumption and spending patterns on various marketplaces.
Supplier power: Since many suppliers of various raw materials have established business relationships with various companies, the suppliers' bargaining power during the summer is moderate (Panghulan, 2021). Due to rising imports of their goods, suppliers' negotiating power increases throughout the winter. Due to the high demand for their products, a small number of suppliers are forced to raise their prices, driving up the overall cost of doing business.
The threat of substitution: The sector faces a serious challenge from substitute goods (Kozlova et al., 2019). On the market for snacks, there is an intense rivalry. Others choose to cook their meals for a variety of health-related reasons. Manufacturers of snacks must also distribute their goods via the same retail and distribution channels as their competitors. Consequently, their potential to compete effectively is greatly diminished. These options are generally available at a range of retail locations.
Competitive rivalry: As the market nears its maturity, the level of competition has never been higher (Kankam-Kwarteng et al., 2020). Over the last three years, the industry's revenue growth has been stagnant, causing several companies to reduce their workforces. Due to the high costs of storage, transportation, and energy, many businesses in this market have failed to turn a profit. In order to attract new customers, most businesses have turned to price cuts and aggressive advertising.
CUSTOMER ANALYSIS
Marketing Segmentation 


General Traffic: The majority of our customers will be those that stop for a snack while passing by the site of our café. Regarding sandwiches, they will have several options to pick from. Our exceptional cuisine and nice environment will leave a lasting impression.
Students and employees: People who are either students or workers at nearby educational institutions or businesses will constitute the second biggest segment of our target customers. We hope they would come by themselves or with a group of friends during their lunch break and enjoy themselves while satisfying their appetite.
Residents: Even though we are in a business region, we are close to a residential neighborhood. This indicates that the last segment of our market will consist of individuals who live close to where we do business. In addition to visiting our retail location, clients can use our home delivery service. 
The following table provides a comprehensive market study of our prospective clients.


COMPETITIVE ANALYSIS
Two sandwich restaurants in the vicinity are our main competitors. People who bring their food to work will be formidable competitors.
The Sandwich Deli
The Sandwich Deli is five apartments away from us, on the same side of the street, at the top of the block. They have been in business for two years and specialize in identical sandwiches (Galusha, 2018).
Strengths
· Well-known in the community.
· Reasonable in cost
· There are several sandwich fillings to choose from.
Weaknesses
· Unavailable in the morning hours 
· There is an extreme lack of customer service.
· The bread selection is limited, and the portions are small.
Our Distinctive Selling Proposition Compared to the Sandwich Deli
With the sandwich bar, we can provide customers with locally sourced products and enable them to customize their sandwiches. As a result, consumers will be attracted to our unique products (Ryu and Lee, 2017). Our broad sandwich selection and exceptional customer service will also be selling advantages.
Just Sandwiches
Just Sandwiches is located just off the main street. They have been in business for many years. Although their selection of sandwiches is limited according to our expectations, they are reasonably priced.
Strengths
· Well-known in the community.
· Reasonable in cost
· A warm and welcoming atmosphere
Weaknesses
· Mornings are unavailable.
· Sandwiches are provided in their most basic form.
· The lack of attention to detail is evident.
Our Unique Selling Proposition vs. Just sandwiches 
With the sandwich bar, we can provide customers with locally sourced products and enable them to customize their sandwiches. Since we do not have a great interest in aiding local farmers, our unique brand will appeal more to customers. Additionally, there will be improved quality control and a larger selection of sandwiches.
MARKETING PLAN 
The marketing plan discusses Happy Sandwich Shop's brand development, advertising, and pricing strategies (McKeever, 2018).
Happy Sandwich Shop’s brand
Happy Sandwich shop brand will focus mainly on our unique value offering: 
· Providing various organic and high-quality food items, including baked goods, soups, salads, and sandwiches. 
· We are providing a convenient location for both dine-in and takeout customers.
· We are providing the highest level of customer service possible.
Promotional strategies 
The Company's primary target is customers who work or live within a 15-mile radius of a Happy Sandwich Shop location. Therefore, we will include the following marketing strategies when advertising goods and services of the Company to these individuals:
Direct mail: Happy Sandwich Shop will send direct mail to the communities around its locations (Ferrell et al., 2021). These pieces will provide general company information, discounts, and other incentives to entice customers into the store.
Public relations: We will notify the media of our Company's grand opening and unique selling proposition by contacting every local newspaper and television station (Reddi, 2019).
Advertising: The Company will initially sponsor local events and advertise in local publications to increase brand recognition (Nizam and Jaafar, 2018).
Sampling: In the beginning, Happy Sandwich Shop employees will provide free food to passersby so they can sample our high-quality products and learn about us.
Constant Communication with Customers: A web presence and an email newsletter will keep customers updated about the organization's current offerings.
Pre-Opening Events: Before the shop opens, there will be events for potential customers, local merchants, and the press (Gerritsen and van Olderen, 2020). The neighborhood store will benefit from the exposure generated by these activities.
Pricing Strategy
We can only keep prices as low as possible without losing product quality by pricing the same products as our competitors. However, due to their first-hand experience with our services, we think clients will be prepared to pay more for high-quality goods.
Sales forecast 
We anticipate that our sales will expand by many years due to the quality and flavor of our products. Therefore, our analysts have projected the following annual sales, which are presented in the column charts.


OPERATIONAL PLAN 
Fast food is described as food that can be prepared and served in a limited time. While any meal with low preparation time can be considered to be fast food, typically, the term refers to food sold in a restaurant or store with fast preparation and serves to the customer in a packaged form for takeout take-away or can be consumed at the store or the restaurant (Esfarjani et al., 2019). The operational strategy, an essential component of our business plan, describes how we intend to bring our product or service to the market. In addition, this section describes how we manufacture our products (Almeida and Santos, 2018). Each part of our business caters to a distinct consumer depending on their interests and likes.
Production process
Raw materials	cutting 	Mixing  	Filling 	Serving 
Manufacturing plan
When a customer places an order, the employee at the service counter starts putting it together based on the sales information displayed on a monitor. Each employee at the service counter is assigned a specific role in the assembly line, such as filling bread with the necessary ingredient or condiments, wrapping and delivering meals, and placing them in serving containers. On the assembly line, each meal will have a placard or set of instructions indicating how it should be prepared and what condiments should be used. Consequently, quality and consistency can be guaranteed throughout the process. In addition, an employee in the kitchen's rear room will supply additional items to the manufacturing line.



Operational equipment 					
Kitchen Equipment 
· Hot food storage 
· Commercial fryers
· Steam equipment
· Commercial ovens
· Tissue rolls
· Cutlery sets
· Freezers 
· Generators
· Microwaves
· Waste bins
· Work tables 
· Wood cabinet carts 
Kitchen Apparels
· Aprons 
· Bandannas 
· Caps& hats 
· Chef coats 
· Chef hats 
· Face masks 
· Finger guard
· Kitchen gloves
Cooking equipment: Restaurant Toasters, Sandwich Grills, Sandwich Press 
 Stationary:  Register rolls, Sales book, and Tape products
ORGANIZATIONAL AND MANAGEMENT PLAN
This section describes how the firm will be managed, who will be in control and the organization's power structure.
Organizational chart
This figure illustrates the command structure from top to bottom. The initial organizational structure of Happy Sandwich Shop will resemble the one depicted in the diagram below (before opening additional locations).

Staff Responsibilities 
The shop owner has chosen to supervise the food preparation tasks himself to guarantee the quality and flavor of the food served at her sandwich shop. He hopes to recruit a few other individuals.
· 1 Manager will control all operations at Happy Sandwich Shop.
· 4 Chefs will prepare a variety of sandwiches, burgers, and salads.
· 3 Waiters are responsible for serving and packaging.
· 1 Cashier for general public transactions.
· 1 Accountant whose responsibility is to maintain financial records.
· 2 Delivery drivers are required.
· 2 Cleaners are necessary to clean the dishes and the rest of the shop.
· 2 Sales representatives are responsible for a restaurant's advertising.
· 1 IT professional administers the social media and website for Happy Sandwich Shop.
Salary schedule 
The following table displays projected employment and salary information over the next three years.


FINANCIAL PLAN 
A financial plan provides information about the Company's current financial situation and how it expects to perform in the next three years (Thomas et al., 2019).
Startup capital 
















Important Assumptions

 
Break-even analysis


Projected profit and loss


Pro Forma Cash flow




Projected balance sheet




Business ratios 















Appendices 
Appendix 1: Sandwich sample 


Appendix 2: Sample picture
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