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1. EXECUTIVE SUMMARY (Azeb)
Bunna Origin is a proposed Ethiopian coffee shop in Bristol City Centre, UK. It aims to redefine the coffee experience by introducing authentic Ethiopian coffee ceremonies. Rooted in tradition, Buna Origin combines the cultural richness of Ethiopian coffee ceremonies with modern hospitality to deliver an unforgettable experience. Our primary product is the Ethiopian coffee ceremony, where 100% Ethiopian coffee beans, sustainably sourced from Oromia, Sidamo Coffee Farmers' Cooperative Union, are brewed in traditional jebena (clay pots). Moreover, it is served with cultural snacks such as kolo, popcorn, and hambasha. 
In addition to the traditional offerings, modern coffee beverages ensure accessibility for the audience.
The UK coffee market, valued at £7.2 billion with a speciality coffee growth rate of 5% annually, offers significant opportunities for niche businesses like Buna Origin. Bristol, known for its diversity and appreciation of cultural experiences, is the ideal location to attract coffee enthusiasts, culturally curious individuals, and ethically conscious consumers. Buna Origin caters to a growing demand for authentic, high-quality coffee and meaningful cultural interactions.
Key differentiators include a unique value proposition centred on traditional Ethiopian brewing techniques and ceremonial presentation, distinguishing us from competitors like Costa Coffee and Starbucks. A robust marketing strategy will drive customer acquisition by focusing on social media engagement, community events, and partnerships with local cultural organisations.
Financially, Buna Origin aims to achieve £250,000 in revenue during its first year, with a projected profit margin of 32%. To launch this venture, an initial investment of £100,000 is required, which will be allocated towards location setup, equipment, and marketing efforts. The business is expected to break even within 18 months, with consistent growth fueled by targeted marketing campaigns and robust customer engagement.
In the short term, Buna Origin will focus on building brand recognition, establishing a loyal customer base, and hosting regular Ethiopian coffee ceremonies to foster community connections. With a clear vision and robust business model, Buna Origin is set to become a standout destination for coffee lovers and cultural explorers in Bristol.



2. THE BUSINESS IDEA (Azeb)
2.1 The Product/Service
Buna Origin is an Ethiopian original coffee shop founded in Bristol City Centre, UK, operating in the hospitality and coffeehouse business. The business plan focuses on offering genuine Ethiopian coffee to customers while creating a business opportunity targeting coffee consumers and individuals looking for additional social space between home and workplace. Such hospitality areas are critical as locations where members of a community can congregate, share knowledge, and communicate (Lho et al., 2022, p. 2). Our primary product is the Ethiopian coffee ceremony, where the coffee is brewed in traditional jebenas (clay pots) and served in a ceremonial setting, providing customers with an immersive cultural experience. The critical strategic differentiators, serving as the basis for the value proposition, will include preparing traditional Ethiopian coffee and the physical atmosphere of a shop that encourages interaction among its visitors.
Features & Benefits:
· Product: 100% Ethiopian coffee beans roasted in-house, focusing on maintaining traditional brewing techniques. Directly sourced from sustainable farms
· Benefits: Customers are introduced to the Ethiopian coffee ceremony and have a memorable cultural experience, with options to purchase coffee beans for home brewing.
Value Proposition 
Bunna Origin offers a unique, authentic experience in the heart of Bristol by combining traditional coffee ceremonies with modern café culture. This cultural immersion and premium product quality distinguish Bunna Origins from other local cafes and chains.

2.2 SWOT Analysis Summary
For Buna Origin, the significant strengths are the company’s competitive position based on the Ethiopian coffee idea that sets Buna Origin apart from other similar coffee shops and the concept of a third place that gives clients a chance to foster a strong sense of community. Possible weaknesses could be mainly in the increased cost of raw materials and creating awareness among the consumers on what constitutes Ethiopian coffee. Opportunities include the steadily increasing UK coffee market, where approximately 95 million cups are drinking daily, and an industry turnover of £7.2 billion (Gosalvitr et al., 2023, p.1). We also identify opportunities to focus on well-educated people and students looking for unique casual environments. Some threats are high competition from established coffee chains such as Costa and Starbucks and fluctuations in the economy in terms of spending (Kee et al., 2021. P. 35). To reduce the effect of these threats, we will focus on our cultural experience, marketing tactics, and price strategy. (More details in Appendix A).
.











































3. THE TEAM (Roxana Pesu)

3.1   Key Personnel

Name and Company Position: Azeb Atsebha- (Founder & CEO)

Skills and Experience: Business management, expertise in the hospitality industry, leadership, and financial oversight.

Role and Responsibilities: Overseeing the daily operations of Bunna Origin. Managing long-term strategic development, ensuring alignment with business goals. Financial management, including budgeting, profitability tracking, and growth strategies.



Name and Company Position: Roxana Pesu- (Head of Coffee Sourcing and Quality Control)

Skills and Experience: Expertise in Ethiopian coffee sourcing, knowledge of the coffee trade industry, quality control, and direct trade experience.

Role and Responsibilities: Sourcing high-quality Ethiopian coffee beans directly from the Oromia Coffee Farmers' Cooperative Union. Overseeing the in-house roasting process and ensuring consistency in coffee quality. Establishing and maintaining supplier relationships to secure a reliable coffee supply chain.




Name and Company Position: Moryom Qureshi- (Head Barista & Training Manager)

Skills and Experience: Specialty coffee preparation, customer service, barista training, and expertise in traditional Ethiopian coffee brewing techniques.

Role and Responsibilities: Manage coffee preparation and ensure high-quality beverages. Train baristas in Ethiopian coffee brewing and customer service skills. Lead the barista team and ensure consistency in customer experience.




Name and Company Position: Petru Piron- (Marketing Director)

Skills and Experience: Social media marketing, branding, customer engagement strategies, and event planning.

Role and Responsibilities: Developing and executing digital and offline marketing campaigns to promote Bunna Origin. Managing brand presence on social media platforms (Instagram, Facebook). Coordinating cultural events and promotions, including the monthly Ethiopian coffee ceremony
3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):
·  Skilled baristas trained in traditional Ethiopian coffee brewing techniques.
· Customer service associates to enhance customer interactions and service efficiency.
· A financial officer for budgeting, accounting, and long-term financial planning.

3.2.2 Training and Development:

· Barista staff will undergo specialised training in Ethiopian coffee preparation provided by the HEJ Coffee Barista School (Specialty Coffee Association).
· Course name: SCA Barista Skills – Professional
Cost: £650/Person.
· Training will focus on Jebena brewing techniques and traditional coffee ceremony presentation to ensure an authentic customer experience.

3.2.3 Outsourced Support / Key Partners:

Suppliers: The prospective ethical supplier will be “Coffee Origin” for direct trade and supply of high-quality, ethically sourced Ethiopian coffee beans.

Partnerships:
· Collaborations with local Ethiopian cultural associations to host events and promotions.
· Outsourced support for financial planning (accounting services) to manage the company's finances efficiently. 
 


4. MARKET RESEARCH (Azeb)

4.1 Market Information, Trends and External Factors
The coffee market in the United Kingdom is promising for Buna Origin. Literature has shown that the UK is the fifth largest European market for coffee, with an estimated daily intake of 95 million cups (Gosalvitr et al., 2023, p.1). The industry shows significant performance, with a total turnover of £7.2 billion and an average annual growth rate of 7% (Gosalvitr et al., 2023, p.1). Major market trends include heightened consumer awareness and the need for quality coffee. In the PEST analysis case, various economic conditions, customer preference shifts, technological developments in coffee preparation, and sustainability issues exist. More so, Hay (2020) points out that a more excellent lockdown of life in first places has created a profound need to be in other areas where people are of a collective community (p. 248). The environmental cost of coffee production is significant, and output is also energy-progressive (Corigliano and Algieri, 2024, p. 1). To counteract these elements, Buna Origin will concentrate on sourcing the materials sustainably, using a transparent supply chain, and introducing the formal use of technology to create a better customer experience while preserving the Ethiopian Coffee concept. (More details are in the PEST Analysis Appendix B.)

4.2 Customer Profiles (Azeb)
Buna Origin will approach three different customer segments. 
1. First, university students want a friendly environment for learning and leisure and to enjoy a separate culture of coffee shops (Hay 2020, p. 248). 
2. Second, young working people, aged between 25 and 40, who have a passion for speciality coffee, which is close to culture and ethically sourced, and those who are willing to pay for quality. 
3. Third, coffee lovers and people interested in cultural sightseeing in Ethiopia, as well as men and women between the ages of 30 and 55 who want non-traditional java houses.

	Segment
	Demographics
	Characteristics
	Needs/Preferences

	University Students
[image: ]

	 18-25 years
	- Limited disposable income
- Tech-savvy
- Socially conscious
	- Study space
- WiFi access
- Affordable options
- Community atmosphere

	Young Professionals
[image: ]
	 25-40 years
	- Higher disposable income<br>- Career-focused<br>- Quality-conscious
	- Specialty coffee
- Ethical sourcing
- Premium experience
- Quick service

	Cultural Enthusiasts
[image: ]

	 30-55 years
	- Medium to high income#
- Experi
	- Specialty coffee
- Ethical sourcing





4.3 Competitor Profiles (Azeb)
Buna Origin will compete with three primary competitors:
	Competitor
	Strengths
	Weaknesses
	Price Point
	Target Market

	[image: ]
	- Strong brand recognition
- Extensive UK presence
- Consistent quality
	- Standardized experience
- Less authentic
- Limited cultural appeal
	Medium-High
	Mass market, professionals

	[image: ]
	- Global brand
- Premium positioning
- Strong loyalty program
	- Impersonal atmosphere
- Higher prices
- Generic offering
	High
	Young professionals, students

	[image: ]
	- Personal service
- Unique atmosphere
- Local community focus
- Limited resources
	- Limited resources
- Inconsistent quality
- Small scale
	Medium 
	Local community, coffee enthusiasts




Costa Coffee is the market leader in the UK regarding the number of outlets and turnover, and it focuses on providing very similar coffee experiences for each of its shops (Zhang and He, 2024, p. 604). Starbucks aims to target a segment of well-educated workers, businesspeople, and students with standard and selected coffee beans and a friendly atmosphere. Independent local stores include speciality stores, which usually have locally brewed caffeine and beans. This is our unique selling proposition (USP) because we offer an ethnic experience through our Ethiopian Coffee heritage.







































5. MARKETING PLAN (Moryom Qureshi)
5.1 Price
Bunna Origin emphasises using a value-based pricing concept that will bring attention to the fact that all the products they offer are high quality and culturally authentic. The espresso will cost about £3.50, but a traditional Ethiopian coffee ceremony will cost £6.50 a head because it is quite a culturally different experience. (Mukhtorov, et al., 2023).
5.2 Product
Ethiopian art will be infused into the shop's design, and traditional patterns and colours on the packaging will be adopted to promote the brand. The shop will use environmentally friendly cups for coffee and menus that include information on Ethiopian coffee history to make each visit a learning experience for Ethiopian coffee heritage. (Kranzbuhler, et al., 2018)
5.3 Placement
Bunna Origin will open a medium-sized coffee shop in a busy business district to target urban professionals and coffee connoisseurs. The brand will also create an e-commerce website selling Ethiopian coffee beans and brewing equipment so more people can enjoy Ethiopian coffee at home (Khan, et al., 2024).
5.4 Promotion
Promotional activities will be done online through social media marketing, mainly on Instagram and Facebook, to show off the brand's cultural identity (Anggraeni, et al., 2024). Additionally, Ethiopian-themed monthly events will be conducted in stores to treat customers to the culture and flavours of Ethiopia, making Bunna Origins a unique, culturally enhanced coffee experience. (Bouteraa, et al., 2023).
[bookmark: _Toc181484240]Social Media Marketing:
[bookmark: _Toc181484241]Instagram and Facebook:
Bunna Origin will regularly share good-quality posts related to the journey of coffee from farms to Bunna Origins tables. Weekly postings of customer reviews and brewing tips can also increase the clientage (Meyer, et al., 2023).
[bookmark: _Toc181484242]Paid Social Media Ads
Facebook and Instagram advertisements for limited-time offers and new releases in coffee lover targeting.
[bookmark: _Toc181484243]Influencer Collaboration
Bunna Origin will gain credibility and attract coffee lovers by utilising the influence of local influencers and food bloggers in Bunna Origins.
[bookmark: _Toc181484244]Email Marketing:
A bi-weekly newsletter by Bunna Origins that promotes special offers, products, and information about the Ethiopian culture of coffee and brewing techniques would provide a more personal connection to customers, thereby increasing returns (Suharyati, et al., 2023).
[bookmark: _Toc181484245]In-Store Promotions and Customer Engagement:
[bookmark: _Toc181484246]Loyalty Program:
Bunna Origin will have a loyalty card whereby it can give some drinks for free or less in case of repeat business so that the customers maintain them (Cheng, et al., 2019).
[bookmark: _Toc181484247]Free Tasting Days
Bunna Origin will offer free testing to allow consumers to experience coffee's uniqueness. Such events will be advertised on social media pages and on posters posted in local places.
[bookmark: _Toc181484248]Sustainability:
Bunna Origin, with its slogan "Experience Ethiopian Coffee, Sustainably," makes a genuine, rich in culture, and environment-conscious option in the speciality coffee world (Homburg, et al., 2017).
[bookmark: _Toc181484249]Local Relations and Community Activation:
The Bunna Origin will link up with small local shops, such as bakery shops, and local manufacturers of regional food items so that the two firms co-promote each other.
[bookmark: _Toc181484250]Sponsorship of local events
Bunna Origin will sponsor activities in the store, including its farmers' markets and its Ethiopian cultural festivals, with stands selling coffee samples and free cups to attract people to the flagship store (Hermayanto, et al., 2023).
[bookmark: _Toc181484251]Native Advertising:
[bookmark: _Toc181484252]Local Magazines and Flyers:
Bunna Origin will purchase space in local magazines that are distributed throughout Bunna Origins to increase recognition among locals and tourists
[bookmark: _Toc181484253]Billboards and Posters in Strategic Locations:
Putting eye-catching posters and hoardings near universities, business centres, and tourist places in Bunna Origin will attract customers looking for unique coffee experiences. Customer feedback and loyalty programs:
Bunna Origin will solicit active feedback, whether through digital surveys or face-to-face with the customer in-store and address concerns on time (Fang, 2023). A loyalty program could encourage frequent revisits by offering a free coffee after the stipulated number of purchases. Bunna Origin would also give discounts to customers who have given their feedback or were involved in any social media campaign (Ghaleb & Yagi, 2024).
[bookmark: _Toc181484254]Summary:
Marketing will strive to make Bunna Origins one of the known hotels. This is built within a context of distinction. The accessibility price strategy for being a premium makes a strong grounding for its campaigns because all the promotional strategies centre upon community engagement, developing a web presence, and securing permanent relations with each of the city's coffee consumers. It will help Bunna Origins build a loyal customer base and promote coffee culture (Lemon & Verhoef, 2016).





6.  KEY RESOURCES ( Peterow)
Bunna Origin will require café space in Bristol's city centre's central, high-footfall area to attract tourists and locals. This location is ideal and would be near some popular regions such as Carbot Circus and Broadmead, as well as being in proximity to retail and office spaces. A 1000-1500 square foot property is estimated to cost around £2,500-£4,000 per month in rent, with additional business rates of approximately £500-£800. Research indicates that similar locations within UK city centres are available within this range.

6.1 Premises
Bunna Origins will require café space in a central, high-footfall area within Bristol’s City centre to attract tourists and locals. This location is ideal; it would be near some popular areas, for instance, Cabot Circus and Broadmead, and proximity to retail and office spaces (Visit Bristol, 2024). A 1000-1500 square foot property is estimated to cost around £2,500-£4,000 per month in rent, with additional business rates of approximately £500-£800. Research indicates that similar locations within UK city centres are available within this range
 
6.2 Equipment
Essential equipment includes coffee machines (£52.71 each) (Amazon, 2024a), grinders (£12.99), refrigeration units (£1,000), and furniture (tables, chairs, etc.). Other essential tools include cash registers and POS systems (£700 each) (Amazon, 2024b), as well as ceremonial coffee-making equipment sourced directly from Ethiopia (£200 per set). Suppliers such as Café Equipment Direct and Bean Machines offer competitive rates for high-quality machinery.
 
6.3 Key Suppliers
For coffee beans, the primary supplier will be Ethiopian-based Sidamo Coffee Beans, offering ethically sourced, single-origin beans at £8/kg (bulk order). Baked goods ingredients will be sourced locally from UK Flour Millers, with weekly orders estimated at £200 (Pernerka, 2024). Packaging and merchandise will be sourced from Eco-Pack UK, focusing on eco-friendly materials, costing around £150 per month for packaging supplies (Ambican, 2024).







 FINANCES AND START-UP SUPPORT (Roxana)

	EXPENDITURE
	Year 1 
£

	Company Registration
	300

	Rent/Rates
	30000

	Staff Wages
	72000

	Travel/Accommodation
	1200

	Telephone (mobile)
	600

	Broadband
	480

	Utilities
	6000

	Marketing and materials 
	7500

	Insurance
	1500

	Capital Expenditure/Equipment
	20000

	Training & Development
	2000

	Accounting/Legal
	2500

	Outside Services
	3000

	Stock/Materials Purchases
	15000

	Bank Charges
	300

	Office Consumables 
	1200

	Loans Repayments
	5000

	Total Expenditure
	£     168580


	INCOME
	Year 1 
£

	Sales A?
	120000

	Sales B?
	50000

	Sales C?
	30000

	Capital Introduced
	20000

	Funding 
	10000

	Loans/Borrowing
	20000

	Total Income
	£ 250000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	250000

	Total Expenditure
	168580

	
	

	Profit/Loss
	£81420

	
	























7.1 Financial Summary
Expenditure Analysis
· Company Registration (£300): This covers the essential costs of registering the business legally in the UK. While a private limited company registration can range from £12 to £100, extra administrative and legal setup costs bring this to an estimated £300 (Companies House, 2023).
· Rent/Rates (£30,000): This property has high rental rates in Bristol's Central Business District. A monthly rate of £2,500 allows for a space with seating, a small kitchen, and decor to create a welcoming, culturally inspired ambience.
· Staff Wages (£72,000): With a small team of 3-4 staff working in shifts, wages cover two full-time baristas at £18,000 each, a manager at £24,000, and a budget for a part-time cultural expert or seasonal help. This aligns with UK service industry wage standards (Office for National Statistics, 2023).
· Travel/Accommodation (£1,200): Occasional travel for sourcing materials, attending events, or cultural promotion is expected. A monthly allocation of £100 supports these periodic needs.
· Telephone (Mobile) (£600): A £50 monthly business mobile plan covers communication with suppliers, coordinating with staff, and customer inquiries—essential for a small business (British Telecom, 2023).
· Broadband (£480): Reliable internet is needed for POS systems, app orders, and marketing. A monthly broadband cost of £40 suits a small café setup.
· Utilities (£6,000): Electricity, water, and gas are major ongoing expenses due to the high usage of coffee machines, lighting, and AC. The £500 monthly estimate meets typical café utility needs.
· Marketing and Materials (£7,500): To establish brand visibility, a budget supports initial promotions, social media campaigns, in-store displays, and events to attract coffee enthusiasts and cultural patrons.
· Insurance (£1,500): This covers necessary business insurance for public liability, employee protection, and content insurance. The estimate aligns with UK standards for small hospitality businesses (Hiscox Insurance, 2022).
· Capital Expenditure/Equipment (£20,000): Costs include essential coffee equipment, Ethiopian brewing tools like jebenas, furnishings, and decor that enhance cultural ambience. These investments are necessary for quality service.
· Training & Development (£2,000): Funds for staff training ensure consistent service quality, especially for those learning Ethiopian coffee ceremony practices. This budget supports initial and ongoing development.
· Accounting/Legal (£2,500): Professional accounting and legal assistance for payroll, compliance, and tax filings are essential. This conservative estimate suits a small business (Institute of Chartered Accountants in England and Wales, 2023).
· Outside Services (£3,000): This covers periodic maintenance, pest control, and speciality cleaning services, with £250 monthly allocated for these essential operational needs.
· Stock/Materials Purchases (£15,000): This budget justifies an initial stock of coffee beans, tea, milk, and snacks, including high-quality Ethiopian beans, due to higher sourcing costs.
· Bank Charges (£300): Typical business bank account fees average around £25 monthly, covering transactional costs.
· Office Consumables (£1,200): Supplies like receipt paper, cleaning materials, and takeaway cups have a monthly budget of £100, sufficient for daily needs.
· Loan Repayments (£5,000): For a £20,000 loan with a 5% interest rate over five years, monthly repayments would be around £400-£450, keeping debt manageable in the first year.

Income/Revenue Analysis
· In-Shop Sales (£120,000): Estimating 200 customers daily at an average spend of £5 results in daily revenue of £1,000. With 250 operational days, a conservative Year 1 projection is £120,000, accounting for gradual growth.
· Takeaway Sales (£50,000): Quick takeaway sales are likely in a busy location. Assuming 100 orders daily at £2.50 each for 200 days, this project will cost £50,000, which aligns with expected customer behaviour.
· Online Sales (£30,000): App orders can attract tech-savvy customers. With 30 daily orders at £4 each over 250 days, this brings an additional revenue stream of £30,000.
· Capital Introduced (£20,000): The owner's investment or savings to cover start-up costs, a standard amount for small business owners, shows commitment to the business.
· Funding (£10,000): This reflects potential grants or support schemes available to cultural businesses, which often fund start-ups promoting unique cultural experiences.
· Loans/Borrowing (£20,000): This is a reasonable loan amount to cover initial costs, helping cash flow without overburdening the business with debt.

Details about the funding and Loan:
Bristol City Council Small Business Grants: The Bristol City Council offers grants to support small businesses that foster cultural diversity and contribute to community bonding. Ethiopian Brew Coffee would be an ideal candidate for this support. Because for this business, the focus is on Ethiopian heritage and community-building through traditional ceremonies (Bristol City Council, 2023).

Start-Up Loans (UK Government): This UK government program provides loans up to £25,000 at low fixed interest rates, specifically for new businesses. The program also offers 12 months of mentoring, an asset that could guide Ethiopian Brew Coffee through critical growth phases and help refine its operations (British Business Bank, 2023). 

Conclusion
Buna Origin represents more than just a coffee shop; it embodies a cultural journey that blends the richness of Ethiopian coffee traditions with Bristol's vibrant, diverse spirit. By introducing the Ethiopian coffee ceremony, complemented by authentic snacks and modern hospitality, Buna Origin creates a unique value proposition in a highly competitive market.
The UK's growing demand for speciality coffee and consumers' increasing interest in sustainability and cultural experiences position Buna Origin as a business with significant growth potential. Our ethical sourcing practices, immersive customer experiences, and strategic location in Bristol City Centre ensure financial viability and cultural impact.
With a dedicated team, a clear market strategy, and strong community engagement, Buna Origin is poised to become a beloved destination for coffee enthusiasts and cultural explorers. Our commitment to authenticity, sustainability, and quality will drive customer loyalty and establish Buna Origin as a market leader in cultural hospitality.
In the short term, we will build brand recognition, generate strong sales, and foster community connections through cultural events and ceremonies. In the long term, Buna Origin aspires to expand its presence and inspire others by celebrating Ethiopian heritage globally. This business plan provides a solid foundation for success, and we are confident in our ability to deliver a profitable and impactful venture.



APPENDICES (Azeb)

Appendix A – SWOT Analysis
SWOT Analysis for Buna Origin
		Strengths
	Weaknesses
	Opportunities
	Threats

	Unique product offering (Ethiopian Coffee Ceremony).
	Increased raw material costs
	Growing UK coffee market (95 million cups daily)
	High competition from established chains (Costa, Starbucks)

	Strong community-focused "third place" concept
	Limited consumer awareness of Ethiopian coffee

	The target market is well-educated people and students
	Economic fluctuations affecting consumer spending

	Distinctive cultural coffee experience
	Lack of brand recognition initially in the UK
	
Opportunities for collaborations with cultural and sustainability-focused organisations.
	





 

Appendix B – PEST Analysis (Azeb)
 PEST Analysis for Buna Origin
			Political
	Economic
	Social
	Technological

	Potential regulations on the food and beverage industry
	UK coffee market growth (7% annual growth)
	Increased demand for unique coffee experiences
	Advanced coffee preparation technologies

	Sustainability policies
	Consumer spending patterns
	Growing interest in cultural and speciality coffee
	Digital customers experience technologies

	Import/export regulations for coffee
	Economic fluctuations
	Post-lockdown desire for community spaces
	Sustainable coffee production technologies

	Trade agreements
	Cost of raw materials
	
	












Appendix C – Copy of Pitch Supporting Material (Azeb)
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INTRODUCTION

Buna Origin: is an authentic Ethiopian coffee shop in Bristol City Centre's heart.
Our mission is to introduce genuine Ethiopian coffee to the UK, focusing on quality, culture, and

community.

Unique Value Proposition

Authenticity: We offer Ethiopian coffee directly sourced from sustainable farms, using traditional
preparation methods led by trained Ethiopian coffee masters.

Community Hub: Buna Origin is more than a café, it is a 'third place' where customers can socialise,

work, and experience Ethiopian culture.

Cultural Education: Our coffee ceremonies and community events bridge cultures, making coffee an

experience rather than just a beverage.
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TEAM

As a team, we create not just great coffee but an unforgettable experience for our customers.
For a business to be profitable, it needs to have first:
QFounder CEO- Overseeing the daily operations of Buna Origin.

QHead of Coffee Sourcing and Quality Control- Expertise in Ethiopian coffee sourcing, ensuring that the
coffee shop offers high-quality beverages and maintains a strong product reputation.

QHead Barista & Training Manager- Specialty coffee preparation, customer service, barista training, and
expertise in traditional Ethiopian coffee brewing techniques.

QOMarketing Director- Social media marketing, branding, customer engagement strategies, and event
planning.

Skills Gaps:

Additional Staff requirements:

Q Skilled baristas

Q Cleaning/Maintenance Staff-Maintaining
QO Part-Time/Seasonal Staff
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Training and Development:
Training Program:
QProvided by the HEJ Coffee Barista School (Specialty Coffee Association).
QCourse name: SCA Barista Skills — Professional
QCost: £650/Person.
Suppliers:
Q“Coffee Origin” for direct trade and supply of high-quality,
Partnerships:
QCollaborations with local Ethiopian cultural associations to host events and
promotions.
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MARKET RESEARCH
Market Opportunity

The UK coffee market is robust, with approximately 95 million cups consumed daily and a market turnover of £7.2 billion.
Young professionals and students are growing interested in unique coffee experiences and ethically sourced products.

Target Customers

University Students: Seeking affordable study spaces with a community vibe.

Young Professionals (25-40): Passionate about specialist, ethically sourced coffee, willing to pay for quality.

Cultural Enthusiasts (30-55): Interested in experiencing authentic Ethiopian culture.

Competitive Edge

Differentiation: Unlike Costa or Starbucks, we offer a unique Ethiopian cultural experience, filling a niche in the artistic and speciality
coffee market.

Ethical Practices: Buna Origin emphasises sustainability and transparency in our supply chain, appealing to socially conscious consumers.
SWOT Summary

Strengths: Unique Ethiopian coffee concept and a community-focused ‘third place’ model.

Weaknesses: Initial costs for raw materials and the need to raise awareness of Ethiopian coffee in the UK.

Opportunities: The UK coffee market is rapidly growing, and there is a demand for quality and cultural experiences.

Threats: Competition from established coffee chains and economic fluctuations.

Sustainability and Technology Focus

We commit to ethical sourcing, a transparent supply chain, and eco-friendly practices.

Digital technology, such as an app-based loyalty program, enhances customer experience.

Conclusion

Buna Origin brings more than coffee; it is a unique cultural experience that promotes sustainable practices and community connection.
We invite you to participate in a project celebrating Ethiopian heritage while catering to the evolving UK coffee market.
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MARKETING PLAN

Bun is a speciality coffee brand that delivers an authentic Ethiopian coffee experience across borders. Every
product has specific information about the origins of the bean, connecting consumers with the culture and history
behind their coffee.

Products/services: The products offered are whole bean and ground coffee and a monthly subscription box
featuring a different Ethiopian variety each month.

Price : Espresso £3.50 Ethiopian coffee £6:50

Product: Ethiopian art will be used in the shop's design, and traditional patterns and colours on the packaging will
be adopted to promote brands.

Placement: Buna Origin will open a medium-sized coffee shop in a busy district, targeting urban professionals
and coffee connoisseurs.

Promotion: Social media, monthly events, email marketing, loyalty program, sustainability, local relations and
community activation, sponsorship of regional events, local magazines, billboards, and posters.

Marketing will strive to make Buna Origin one of the known coffee shops.
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KEY RESOURCES

Premises

Buna Origin will require a café space in a central, high-footfall area within Bristol’s City Center to attract tourists and locals.
This location is ideal, as it would be near some popular regions such as Cabot Circus and Broadmead and near retail and office
spaces. A 1000-1500 square foot property is estimated to cost around £2,500-£4,000 per month in rent, with additional business
rates of approximately £500-£800.

Equipment

Research indicates that similar locations within UK city centers are available within this range. Key equipment includes coffee
machines (£2,000 each), grinders (£500), refrigeration units (£1,000), and furniture (tables, chairs, etc.). Other essential tools
include cash registers, POS systems (£300 each), and ceremonial coffee-making equipment sourced directly from Ethiopia
(£200 per set). Suppliers such as Café Equipment Direct and Bean Machines offer competitive rates for high-quality machinery.

Key suppliers

For coffee beans, the primary supplier will be Ethiopian-based Sidamo Coffee Beans, offering ethically sourced, single-origin
beans at £8/kg (bulk order). Baked goods ingredients will be sourced locally from UK Flour Millers, with weekly orders
estimated at £200. Packaging and merchandise will be sourced from Eco-Pack UK, which focuses on eco-friendly materials and
costs around £150 per month for packaging supplies.
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FINANCE AND START-UP SUPPORT

EXPENDITURE Yeart
INCOME Yeart

Company Registration 300 £
RentiRates 30000
StaftWages = In-Shop Sales 120000
Travel/Accommodation 1200 Takeaway Sales 50000
Telephone (mobile) 600 Online Sales. 30000
Broadband 480 Capital Introduced 20000
Utiities 6000 Funding 10000
Marketing and materials 7500 | e 20000
Insurance 1500
Capital Expenditure/Equipment 20000 Total Income £250000
Training & Development 2000
Accounting/Legal 2500
Outside Services 3000
Stock/Materials Purchases 15000
e K ke E00) YEAR ONE PROFITILOSS £
Office Consumables 1200
Loans Repayments E000) Total Income 250000
Total Expenditure £ 168580 Total Expenditure 168580

ProfitiLoss 281420
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