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[bookmark: _Toc168333352]EXECUTIVE SUMMARY
The coffee shop business plan aims to target kid-friendly ceramic painting activities and birthday party options. Beans Coff is located at the Central London and offers a unique blend of a traditional coffee shop atmosphere. Beans Coff's value proposition targets a unique combination of kid-friendly interactive entertainment and coffee shop services. Our Caffeteria seeks to increase brand awareness and streamline processes. Beans Coff will place a high premium on the customer experience. This will help it emphasise excellent service, a welcoming atmosphere, and regular client feedback. On the other hand, an Events Coordinator will be hired to manage birthday parties and special events at the coffee shop. Likewise, a Marketing Assistant will be hired to support the Marketing Manager in executing marketing strategies and campaigns. This will aim to enhance the coffee shop's online presence and engage with customers on social media.  In Addition, a Customer Experience Representative will be involved to improve the overall customer experience, handling inquiries, feedback, and resolving issues. In Addition, youngsters visiting the coffee shop will be able to paint ceramic objects while getting expert guidance and supplies from a nearby art studio.  
Moreover, the premium coffee and distinctive experience offered by the Beans Coff will be reflected in its reasonable prices. However, a loyalty program will be offered to encourage repeat visits. Email marketing will be used to send newsletters with special offers. A reliable POS system allows for smooth transactions and inventory management. To make meals, kitchen appliances such as ovens and refrigerators are required. In order to guarantee smooth operations, Beans Coff will establish partnerships with key suppliers. Beans Coff uses expensive furniture, tasteful accessories, and striking artwork to create a welcoming and cosy atmosphere. The logo for the coffee shop will be modern and colourful. Social media marketing will be utilised to interact with customers, and influencer alliances will be established to reach a larger audience. However, the revenue breakdown shows that sales of coffee bring in £200,000, baked goods bring in £50,000, and ceramic painting services bring in £30,000.

Contents
1	EXECUTIVE SUMMARY	1
2	THE BUSINESS IDEA	3
2.1	The Product/Service	3
2.2	SWOT Analysis Summary	3
3	THE TEAM	4
3.1	Key Personnel	4
3.2	Skills Gaps & Key Partners	5
3.2.1	Additional Staff Requirements (Roles and Responsibilities):	5
3.2.2	Training and Development:	6
3.2.3	Outsourced Support / Key Partners:	6
4	MARKET RESEARCH	7
4.1	Market information, trends and the external factors	7
4.2	Customer Profiles	7
4.3	Competitor Profiles	7
5	MARKETING PLAN	9
5.1	Price	9
5.2	Product	9
5.3	Placement	9
5.4	Promotion	9
6	KEY RESOURCES	11
6.1	Premises	11
6.2	Equipment	11
6.3	Key Suppliers	11
7	FINANCES AND START-UP SUPPORT	12
7.1	Financial Summary	13
8	References	14
9	Appendix A – SWOT Analysis	16
10	Appendix B – PEST Analysis	17
11	Appendix C – Copy of Pitch Supporting Material	19



[bookmark: _Toc168333353] THE BUSINESS IDEA
[bookmark: _Toc168333354]The Product/Service
Beans Coff is located in the Central London area at 36 Buckingham Palace Rd, SW1W0RE that offers a unique blend of a traditional coffee shop atmosphere. The coffee shop business plan aims to target kid-friendly ceramic painting activities and birthday party options. In addition, the coffee shop provides a wide selection of teas, speciality coffee drinks and scrumptious pastries from local bakeries. In consideration, the idea is to create a comfortable and inviting area for guests to unwind exquisite meals and drinks. The business is planned in a way that the coffee shop aims to provide all of the supplies needed to paint ceramics, including brushes, paints, and pieces. On the other hand, the trained workers make every birthday celebration distinctive and unforgettable by taking into account each family's preferences and needs (Marsiwi et al., 2019). 
[image: How to Grind Coffee Beans at Home]
The coffee shop provides a variety of family-friendly services that include a huge selection of premium drinks and baked products. Also, the business offers ceramic painting courses, simple birthday party planning, and a comfortable atmosphere (Kim and Lee, 2020). Beans Coff's value proposition targets a unique combination of kid-friendly interactive entertainment and coffee shop services. Likewise, this will make it a location for families to spend quality time together and create lasting memories (Thalita et al., 2023).
[bookmark: _Toc168333355]SWOT Analysis Summary
Beans Coff seeks to increase brand awareness, and streamline processes. In addition, the business also expands its products which can help the business maximise running efficiency and cut costs. This encompasses changing menu items, implementing ceramic painting projects, and event organising to draw more people. In Addition, projects in digital marketing, social media involvement, local business or influencer participation for the business will help widen the audience (Arifin and Ahadiat, 2023). Likewise, Beans Coff will set up insurance coverage, backup supply networks, and reaction systems. In order to retain current customers and draw in new ones, Beans Coff will place a high premium on the customer experience. This will help it emphasise excellent service, a welcoming atmosphere, and regular client feedback. SWOT analysis for the business has been evaluated in Appendix B. Also, this will help Beans Coff's business to maximise its opportunities in the competitive coffee shop environment (Widadi and Dellyana, 2023).
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[bookmark: _Toc168333357]Key Personnel
Name and Company Position: Iulian Bugaciu, Co-founder 
Skills and Experience:   10+ years in the coffee business, knowledge of latte art, customer service, coffee brewing techniques, experience with coffee procurement and quality control.
Role and Responsibilities:  In charge of buying speciality coffee beans, maintaining coffee quality and consistency, creating new coffee recipes and specials, managing the staff and coffee bar and supervising day-to-day operations of a coffee business (Gelaw et al., 2016
0.

Name and Company Position: Carolina Zastavnitchi, Co-founder and Creative Director
Skills and Experience:  Fine Arts degree, experience in ceramics, children's art programmes.
Role and Responsibilities: Manage event planning and projects, including pottery painting and birthday party services, Create interesting ceramic painting projects, Coordinate birthday party reservations, and Manage artistic aspects of the coffee shop's décor. 

Name and Company Position: Zakia Sultana Rahman, Marketing Specialist
Skills and Experience:  Marketing and communications; expertise in digital marketing, social media administration, and content development; great analytical abilities.
Role and Responsibilities: Develop and apply marketing strategy; handle social media accounts and content creation. Plan events and campaigns; examine marketing data and assess success.

Name and Company Position: Constantin Alexandru Toma, Operations Manager 
Skills and Experience: Background in business administration and finance, experience in staff management, inventory control, and customer relations in the restaurant and hospitality industries.
Role and Responsibilities:  Maintaining sanitation and hygiene requirements, responsibilities include overseeing staffing schedules and inventories and making sure the coffee shop runs smoothly, operating procedures into place to enhance effectiveness.

Name and Company Position: Constantin Alexandru Toma, Finance manager 
Skills and Experience:  Certified public accountant, with experience in analyzing and managing finances.
Role and Responsibilities: Forecasting, risk management, and financial reporting. Managing the budget and financial forecasts; keeping an eye on spending and revenue; overseeing the financial operations of the coffee shop; preparing financial reports and statements, put financial controls and processes into place.
[bookmark: _Toc168333358]Skills Gaps & Key Partners
[bookmark: _Toc168333359]Additional Staff Requirements (Roles and Responsibilities):
· An Events Coordinator will be hired to manage birthday parties and special events at the coffee shop. The coordinator will ensure smooth execution and customer satisfaction. This role will fill the skills gap in event planning, coordination, and customer service (McKenzie and Woodruff, 2017). 
· A Marketing Assistant will be hired to support the Marketing Manager in executing marketing strategies and campaigns, enhancing the coffee shop's online presence and engaging with customers on social media. 
· In Addition, a Customer Experience Representative will be involved to improve the overall customer experience, handling inquiries, feedback, and resolving issues (Harris, 2018). This role will fill the skills gap in customer service, communication skills, and problem-solving (Benzaghta et al., 2021).
[bookmark: _Toc168333360]Training and Development:
· The organisation intends to teach its staff in customer service, social media management, and event organising. An outside source will give the events coordinator training, which will run about £500 per employee. 
· The marketing assistant will pay about £300 per employee for social media management training. 
[image: How can coffee shops hire & retain long-term staff? - Perfect Daily Grind]
· In Addition, the Customer Experience Representatives' abilities will be improved through internal training programmes that emphasise problem-solving, communication, and customer contact strategies. These trainings are about £200 per for each employee (Chernev, 2020).
[bookmark: _Toc168333361]Outsourced Support / Key Partners:
· Youngsters visiting the coffee shop will be able to paint ceramic objects while getting expert guidance and supplies from a nearby art studio (Darmawan and Grenier, 2021). The cost of this service is based on how many events there are. 
· For birthday parties and celebrations, a catering business will provide excellent meal preparation and catering services at different price points depending on the occasion. 
· Implementing a strategy might be assisted by a marketing firm that specialises in advertising, digital marketing, and brand promotion (Namugenyi et al., 2019). 
· Hiring a marketing agency comes at a price; project-based or monthly retainer fees might start at £1000 or higher.
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 MARKET RESEARCH
[bookmark: _Toc168333363]Market information, trends and external factors 
Interestingly, the market for coffee shops expanding with it is the art and creativity activities like ceramic painting. A survey conducted by the National Coffee Association revealed that consumption of coffee amongst the population of the United States is at an unprecedented high with 62% taking coffee daily (Boddy, 2024). Even the specialty coffee market standing at 25 billion is expected to grow at a CAGR of 7 percent. The growth rate fluctuates from 5% and is expected to continue rising up to the year 2026 with the increased demand for different roasts and superior coffee experiences (McKenzie, 2017). At the same time, the global ceramic will expand considerably, with an expected compound annual growth rate of 5. Down by 3% from 2020 to 2027, this is due to an upturn in the popularity of functional creative pastimes.
[bookmark: _Toc168333364]Customer Profiles
The business that has been envisioned to open is a coffee shop with a ceramic painting activity which targets different groups of customers. The first one comprises families with young children. Such customers are often parents with children aged from five to fifteen, and their ages are between thirty to forty-five. They look for secure and fun places in which their children can learn while parents and kids have fun together as a family (Kaniawati et al., 2021). Since they deal with shops it is an ideal place to hold birthday parties as well as other weekend outings as we combine both a coffee shop and creative studio. The second customer profile focuses on millennials and young adults, specifically, the ones aged between 20 and 35 years, who are dispositioned towards trends and are in search of qualitative social experience. This demographic cares about the quality of the coffee and likes to spend their time on creativity. They are likely to visit our shop for leisure, to hang out with friends, or even engage in a calming activity such as painting a pot after working or on a weekend. Also, their attitude towards sharing personal experiences from social media will also benefit the natural marketing of our business.
[image: 100+ Coffee Shop Pictures | Download Free Images on Unsplash]
[bookmark: _Toc168333365]Competitor Profiles
Therefore in the market, they acknowledge two main rivals. The first is Starbucks, which occupies a very large share of the market for coffee drinking (Karanci, 2018). The target is consequently well served by Starbucks' consistent brand identity, familiar imagery, and strategic location. However, it does not capture the artistic experience that we wish to provide in ceramic painting. The area of competitive advantage is defined by a unique concept of interaction with the client, a notable imagination that Starbucks does not offer. The second competitor is local ceramic studios that provide painting services whereby customers take raw ceramic items to the studios for artistic painting (Chernev, 2020). These studios have a certain attraction to art lovers, but they are not as welcoming as a coffee shop. This model combines the two concepts to ensure that the business targets clients interested in a cup of coffee and at the same time engage in artistic activity. In other words, the 'branding' of these elements gives a more rounded and appealing experience in the branded product.
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[bookmark: _Toc168333367]Price
Beans Coff business aims to offer competitive pricing with unique techniques that will highlight the worth and excellence of the business (Ghotbifar et al., 2017). The premium coffee and distinctive experience offered by the Beans Coff will be reflected in its reasonable prices. Espresso, lattes, ceramic painting, and birthday party package prices are as follows:
· Espresso: £2.50 
· Latte: £3.50 
· Ceramic Painting Activity (per child): £10.00 
· Birthday Party Package: £150.00
[bookmark: _Toc168333368]Product
Beans Coff's coffee shop will concentrate on the design that will focus on creating a welcoming atmosphere with comfy seating areas, attractive décor, and vibrant artwork. The coffee shop's identity will be sleek and stylish.
[image: 15 Essential Twin Cities Coffee Shops]
[bookmark: _Toc168333369]Placement
Beans Coff's products and services will be available both offline in the Central London coffee shop and online via the coffee shop's website and social media profiles. Customers will receive products ordered online directly from the coffee shop or delivery services. There will be fun and unique events on the coffee shop grounds (Kaniawati et al., 2021; Ellingham, 2018).
[bookmark: _Toc168333370]Promotion
Beans Coff uses expensive furniture, tasteful accessories, and striking artwork to create a welcoming and cosy atmosphere. The logo for the coffee shop will be modern and colourful. Social media marketing will be utilised to interact with customers, and influencer alliances will be established to reach a larger audience. There will be a loyalty programme in place to promote repeat business (Palepu et al., 2020). Also, the business will focus on the newsletters including special offers will be distributed through email marketing. Likewise, the promotions will be used to engage in local events and collaborate with nearby businesses. However, the newspapers, bulletin boards, and local magazines will all distribute traditional advertising (Idris, 2021).

[image: Premium Vector | Coffee shop poster banner template for marketing]
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[bookmark: _Toc168333372]Premises
Beans Coff aims to create a warm, inviting atmosphere with cosy seating, stylish décor, and vibrant artwork. The coffee shop's branding will reflect a modern and playful vibe. Social media marketing will be used to engage customers, while influencer partnerships will be formed to reach a wider audience (MK and Kumar, 2016). A loyalty program will be offered to encourage repeat visits. Email marketing will be used to send newsletters with special offers. Community engagement will be encouraged through participation in local events and collaborations with neighbouring businesses (McKenzie, 2017). Traditional advertising will be used through local newspapers, magazines, and community bulletin boards.
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Beans Coff uses expensive coffee makers, grinders, and brewers to give high-quality coffee to its customers. The restaurant also has beautiful décor, tables, and comfy seating. Kilns, paints, brushes, and ceramics are required for ceramic painting (Jang and Lee, 2019). A reliable POS system allows for smooth transactions and inventory management. To make meals, kitchen appliances such as ovens and refrigerators are required (Teberga et al., 2018). The entire expenditure incurred by coffee shop equipment suppliers is approximately £40,000.
[bookmark: _Toc168333374]Key Suppliers
In order to guarantee smooth operations, Beans Coff will establish partnerships with key suppliers. There's a local coffee roastery that offers great fresh coffee beans, plus a nearby bakery that frequently serves fresh pastries and snacks. Paint and prefabricated ceramics will be supplied by a vendor for ceramic painting activities (Adhami et al., 2018). Furthermore, supplies for regular cleaning will be bought to guarantee that the coffee shop satisfies hygienic requirements. The monthly cost for these things is approximately £5,000, based on local supplier directories (Wang et al., 2017).


[bookmark: _Toc168333375]FINANCES AND START-UP SUPPORT
The table below outlines the projected expenditure and income for Beans Coff in Year 1:
	EXPENDITURE
	Year 1 (£)

	Company Registration
	200

	Rent/Rates
	65,000

	Staff Wages
	120,000

	Travel/Accommodation
	2,000

	Telephone (mobile)
	1,200

	Broadband
	600

	Utilities
	6,000

	Marketing and materials
	10,000

	Insurance
	5,000

	Capital Expenditure/Equipment
	40,000

	Training & Development
	3,000

	Accounting/Legal
	2,500

	Outside Services
	4,000

	Stock/Materials Purchases
	18,000

	Bank Charges
	500

	Office Consumables
	1,500

	Loans Repayments
	15,000

	Total Expenditure
	£294,500




	INCOME
	Year 1 (£)

	Sales A – coffee 
	200,000

	Sales B – baking 
	50,000

	Sales C – ceramic painting 
	30,000

	Capital Introduced
	20,000

	Funding
	25,000

	Loans/Borrowing
	40,000

	Total Income
	£365,000



	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£365,000

	Total Expenditure
	£294,500

	Profit/Loss
	£70,500



[bookmark: _Toc168333376]	Financial Summary
The predicted expenses and income for Beans Coff's first year of business are displayed in the table along with a projected profit or loss. However, the revenue breakdown shows that sales of coffee bring in £200,000, baked goods bring in £50,000, and ceramic painting services bring in £30,000. In addition to support of £25,000, the business also received £20,000 in cash and £40,000 in loans or borrowings. Following the £70,500 profit/loss calculation, the total revenue comes to £365,000 as shown in the tables above.  In consideration, through effective cost control and strategic use of several revenue sources, the business is expected to see growth and financial stability in its first year of operation.
[bookmark: _Toc168333377]
References 
Adhami, S., Giudici, G. and Martinazzi, S., 2018. Why do businesses go crypto? An empirical analysis of initial coin offerings. Journal of Economics and Business, 100, pp.64-75.
Arifin, I. and Ahadiat, A., 2023. Analysis of Coffee Shop Business Strategy in Bandar Lampung. International Journal of Asian Business and Management, 2(3), pp.323-346.
Benzaghta, M.A., Elwalda, A., Mousa, M.M., Erkan, I. and Rahman, M., 2021. SWOT analysis applications: An integrative literature review. Journal of Global Business Insights, 6(1), pp.54-72.
Boddy, C.R., 2024. Insights into the bernie madoff financial market scandal which identify new opportunities for business market researchers. International Journal of Market Research, 66(1), pp.149-167.
Chernev, A., 2020. The marketing plan handbook. Cerebellum Press.
Darmawan, D. and Grenier, E., 2021. Competitive advantage and service marketing mix. Journal of Social Science Studies (JOS3), 1(2), pp.75-80.
Ellingham, J., 2018. Sharing Responsibility: Neuromarketing and the Qualitative Market Researcher. Journal of Promotional Communications, 6(3).
Gelaw, F., Speelman, S. and Van Huylenbroeck, G., 2016. Farmers’ marketing preferences in local coffee markets: Evidence from a choice experiment in Ethiopia. Food policy, 61, pp.92-102.
Ghotbifar, F., Marjani, M.R. and Ramazani, A., 2017. Identifying and assessing the factors affecting skill gap in digital marketing in communication industry companies. Independent Journal of Management & Production, 8(1), pp.001-014.
Harris, J.M., Ciorciari, J. and Gountas, J., 2018. Consumer neuroscience for marketing researchers. Journal of consumer behaviour, 17(3), pp.239-252.
Idris, J., 2021. Marketing mix 4Cs: Impact on small and medium Entrepreneurs (SMEs) marketing performance. In Proceeding of the 8th International Conference on Management and Muamalah (pp. 221-226).
Jang, H.W. and Lee, S.B., 2019. Applying effective sensory marketing to sustainable coffee shop business management. Sustainability, 11(22), p.6430.
Kaniawati, K., Nuri, N., Sinaga, O. and Roespinoedji, R., 2021. Coffee Business Development Model. Review of International Geographical Education Online, 11(6).
Karanci, Ö., 2018. Analysis of The Turkish Market Research Industry: The Changing Role of the Researcher. In Marketing Management in Turkey (pp. 75-101). Emerald Publishing Limited.
Kim, S.H. and Lee, S.A., 2020. The role of marketing communication mix on Korean customers' coffee shop brand evaluations. Journal of Hospitality and Tourism Insights, 3(3), pp.291-309.
Marsiwi, C.K.K., Syah, T.Y.R., Pusaka, S. and Indradewa, R., 2019. Investment feasibility analysis in financial aspects of startup business in lifestyle combining barbershop and coffee shop over Pt. Jeeva Work Corporation. Journal of Multidisciplinary Academic, 3(4), pp.97-100.
McKenzie, D. and Woodruff, C., 2017. Business practices in small firms in developing countries. Management Science, 63(9), pp.2967-2981.
McKenzie, D., 2017. Identifying and spurring high-growth entrepreneurship: Experimental evidence from a business plan competition. American Economic Review, 107(8), pp.2278-2307.
MK, G.S. and Kumar, P., 2016. Sustainable Coffee Marketing: Challenges and the Way Forward.
Namugenyi, C., Nimmagadda, S.L. and Reiners, T., 2019. Design of a SWOT analysis model and its evaluation in diverse digital business ecosystem contexts. Procedia Computer Science, 159, pp.1145-1154.
Palepu, K.G., Healy, P.M., Wright, S., Bradbury, M. and Coulton, J., 2020. Business analysis and valuation: Using financial statements. Cengage AU.
Teberga, P.M.F., Oliva, F.L. and Kotabe, M., 2018. Risk analysis in the introduction of new technologies by start-ups in the Brazilian market. Management Decision, 56(1), pp.64-86.
Thalita, D., Diva, A.F. and Mohammad, W., 2023. SWOT Analysis as a Strategic Foundation for Business Growth of De Buruan House–Food and Coffee Shop. Himeka: Journal of Interdisciplinary Social Sciences, 1(1), pp.39-47.
Wang, T.C., Ghalih, M. and Porter, G.A., 2017. Marketing public relations strategies to develop brand awareness of coffee products. Science journal of business and management, 5(3), p.116.
Widadi, T.H. and Dellyana, D., 2023. Proposed business strategy for coffee shop based on customer preferences. Fair Value: Jurnal Ilmiah Akuntansi dan Keuangan, 5(8), pp.3291-3305.



[bookmark: _Toc168333378]Appendix A – SWOT Analysis
	Strengths
	Weaknesses

	Unique concept combining a coffee shop with ceramic painting activities
	Seasonal demand fluctuations

	Family-friendly environment
	Limited target market

	Prime location in Central London
	Operational complexity

	Quality products
	Reliance on local suppliers

	Memorable experiences
	Competition



	Opportunities
	Threats

	Expansion into new locations or offerings
	Economic downturn

	Partnerships with local businesses
	Regulatory changes

	Special events and workshops
	Changing consumer preferences

	Online presence
	Rising costs

	Community engagement
	External events




[bookmark: _Toc168333379]Appendix B – PEST Analysis
	Factor
	Description
	Impact on Business

	Political
	Local support for small businesses.
	Positive - Facilitates easier setup and operations.

	
	Stable political environment.
	Positive - Ensures consistent business operations.

	Economic
	Rising disposable income.
	Positive - Increases spending on leisure activities.

	
	Post-pandemic economic recovery.
	Positive - Higher consumer confidence and spending.

	Social
	Trend towards experiential consumption.
	Positive - Drives interest in unique coffee and creative activities.

	
	Demand for family-friendly activities.
	Positive - Attracts families and children.

	Technological
	Advances in social media and digital marketing.
	Positive - Enhances marketing reach and engagement.

	
	Online booking systems.
	Positive - Improves customer convenience and operational efficiency.

	Legal
	Health and safety regulations for food services.
	Neutral - Requires compliance, ensuring customer safety.

	
	Intellectual property laws.
	Neutral - Protects creative offerings but requires awareness.

	Environmental
	Consumer demand for sustainable practices.
	Positive - Attracts eco-conscious customers.

	
	Waste management regulations.
	Positive - Promotes sustainable operations and community goodwill.
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