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Overview of the Business Idea and its Products
All legitimate economic activities, including production and distribution, are for the purpose of making a profit. In other words, a business is a company or entity that buys and sells goods and services for the purpose of making a profit (Boone et al., 2019). The main purpose of a business is to make profits. In this report, a business idea will discuss. The name of the business will be ‘The Friendly Bean’. It is mainly a coffee shop. The products are whole been coffee along with other essential items like various teas, smoothies, healthy drinks, seasonal drinks, etc. for a cheap price. Besides, it will ensure quality products at this cheap price. At the very beginning “The Friendly Bean’ will start its coffee shops in the UK. After completing three years, it will expand its total shop quantity to 10.  According to a study, the total market size of UK cafes and coffee shops is $5.4 billion and it is a high-growth business market (Bisson et al., 2020s). According to another study, around 95 million cups of copies were consumed in a day in 2018 but it was only 70 million in 2008 in the UK market (Voora et al., 2019). From the statistical data, it can be concluded that the coffee market is increasing in the UK and have a bright future. That is why this type of business is chosen.
[bookmark: _Toc108682755]Ownership and Legal format of the startup
For each business, ownership is important. There are many types of ownership in a business. For example, sole proprietorship, partnership, company, merger, parent-subsidiary relationship, etc. are noteworthy (Villalonga, 2018). Though it is a small type of business, its ownership type will be ‘Private Company’ which will be limited by shares. As the company’s mission is to continue its operations for the foreseeable future, it must have a legal entity. A limited company offers limited liability, which implies that shareholders' and guarantors’ assets are safeguarded in addition to their investment in and guarantee of the firm (Ivkosic, 2020). A limited liability company projects a professional and reliable image. In this type of ownership, there are no chances of growing personal liabilities over the invested capital. Investors feel much safer in this type of ownership. To make a formal startup of a ‘Private Company limited by shares’, at the very beginning ‘The Friendly Bean’ company must be legitimately registered with Companies House, the official Registrar of Companies in the United Kingdom. To complete the registration process, every company must have a unique name to get approval from the company house. So this coffee shop company also needs to approve its name. Besides, the company needs to have a registered office address which will appear in the public address. Here, a noteworthy thing is this address must be a physical address. A minimum of one shareholder and one director is necessary here to complete the registration task. An individual can hold both the position of the shareholder and the director. In the description of the company, Standard Industrial Classification (SIC) codes of the specific industry will be required (Dennehy et al., 2019). Here, a maximum of four codes can be provided. In the application of the registration, details of all People with Significant Control (PSCs) in the company are a must. Though in most companies, shareholders of the specific company are in the position of PSCs (Amelia et al., 2017). At the same time articles of association must be adopted during the company incorporation process. After that, a memorandum of association can be issued by the Companies House which will state the name of the first shareholders who are also known as the subscribers. The intention of the company will also be stated at the same time. That is the legal startup for the company.
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Management is also very crucial for starting a company. There will be two directors in the company. They are respectably Mr. Adam and Mr. Bunty. Mr. Adam is a business management graduate. He will take after the operations of the purchase and production departments. He has five years of experience in the coffee shop business. From his previous experience, it will be easier to maintain the production costs and quality products in ‘The Friendly Bean’. Along with this, Mr. Bunty will manage the other department like processing and maintenance. He has also five years’ practical experience in managing a coffee shop. It will help the company to manage it properly efficiently and effectively. Both of the directors will also be the holder of shares of the company. They also get an allowance from the business as per their contribution. The company needs a total of 4 employees. Among them, two will be waiters and one will be the manager of the company and the rest of the one will be the security guard of the coffee shop branch. Though the company needs more workforce it is not possible to hire them permanently for the financial shortage. So, the programmer of the company’s business website will hire for the task only. Besides, the company will take consultancy from a consultancy firm two or three times every year to secure its operational progress. 
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	Strengths
	Weaknesses
	Opportunities
	Threats

	Policy of supply Chain system
	Chief price
	Growing nature of market industry
	Huge competition

	Profuse market industry
	Common market
	Huge demand
	Financing problem



The purpose of a SWOT analysis is to identify an organization's internal strengths and weaknesses as well as its external opportunities and threats. To develop and carry out the organization's long-term strategies, an examination of internal and external influences is necessary. Before taking any action to be successful, the company must understand its internal strengths as well as potential external risks and possibilities. A SWOT analysis is performed on a company to ascertain how it may increase energy opportunities by addressing its weaknesses and threats to attain strategic objectives. The recommended plan cannot be accomplished if the barriers in the organization's internal and external environments are not addressed (Rahardjo et al., 2019). The organization's potential internal and external streams are identified through internal and external analysis, along with solutions for overcoming challenges. Here, S stands for Strength, W is for Weakness, O is for Opportunity, and T is for Threat. The company’s strength is its policy. The supply of quality products at a cheap price is the main strength of the company. Besides, the profuse market industry is also a strength of the company. Cheap prices may happen as the weakness of the company as the consumer's normal thought is cheap products are quality less. A huge market industry with its increasing in nature is its opportunity. If the company can use it properly, there is a great chance of expanding its operation and being very successful in this sector (Arisanti, 2021). High competition in the market is the actual threat to the company 
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	Political
	Economic
	Social
	Technological
	Legal
	Environmental

	Govt. legislation
	Interest rate
	Lifestyle
	Engine efficiency
	Consumer law
	Recycling

	Bureaucracy
	Exchange rate
	Buying habit
	Automation
	Health & safety law
	Wastage disposal



PESTEL elements are useful for assessing the organization's external environment (macro environment). Political, Economic, Social, Technological, Environmental, and Legal considerations are referred to as PESTEL. Political aspects show that the conduct of general business may be directly impacted by the influence of political parties and their diverse policies and techniques. Political parties' rash judgments can have significant effects on business in a country that is experiencing a crisis or a conflict (Shtal et al., 2018). Here it is positive or neutral for the company. The company's impact on global financial stability can be felt in a variety of ways when taking into account economic considerations, inflation rates, interest rates, trading blocs, international competitiveness, commodity pricing, and changes in corporate governance. Foreign exchange rate fluctuations can have a direct impact on businesses that do international trade. Exporting and importing. Public, cultural, and varying client opinions are examples of social transactions that can have a beneficial or bad effect on the business. The consumer context evolves by their cultural values, beliefs, and viewpoints. Social factors are also influenced by demographic traits such as age, gender, and employment level. The nature of the consumer of the company is also good. The ways through which technology affects organizational operations are shown by technical variables. Utilizing cutting-edge technology boosts a company's productivity and efficiency levels. Environmental considerations show how geography and climate have an impact on an organization. Legal laws describe the effects of the laws and legal procedures that businesses must adhere to (Alanzi, 2018). This business will comply with all the relevant laws and regulations. Government and regulatory agencies establish these regulations, thus businesses are required to accept them to ensure that all businesses are functioning at the same standard. 
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A combination of factors that can be controlled by the company to encourage consumers to purchase a company's products is called a marketing mix (Castañeda Paucar, 2019). Elements of the 4Ps of the marketing mix model are product, price, people, and place. The company’s marketing mix factors are here. 
Product: This is the most important variable in the marketing mix because, if customers don't offer something they want to buy, no matter how well a company does other reasons, it will be almost impossible to succeed because no one wants to buy it (Išoraitė, 2016). Therefore, the company must bring something to the new market, it improves the competition that can be easy for customers to use, and is also useful. In this coffee shop, the products are special because it’s qualitative at a cheap price.  
Price: The price is always decisive. Every company can put its price on its products, but her company is talking about a very competitive factor because the competition also analyzes it and sometimes offers something cheaper or something more lucrative. In this case, the price must be sufficient so that costs are covered and there is also some benefit. This can have a negative or positive effect on customers (Rahmani et al., 2015). They may like it or reject it as expensive. And it's not always good to offer products with low prices, sometimes the key issue of balance. 
Place: It refers to the geographical area where the company wants to sell its products and services. Geographical location is very important in the marketing strategy. As the company operates in London from the very first, the place will also help the business to flourish. 
Promotion: Finally, promotion comes, it is the actions that a company must do so that its product becomes familiar. It's usually called advertising. If a company doesn't invest in it, no matter what place it put the product in many places, people won't be interested if they haven't heard of it (Antonella, 2017). A company needs to sell it, and for that, it must ensure effective promotion.
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A target market means a group/buyer to whom the company conducts its marketing activities. According to the needs and expectations of these target customers and based on the marketing strategy of the company, the company determines some marketing elements. In the case of coffee companies, the target market is the age of 18 to 55 years old people. Along with this, a marketing strategy refers to the overall plan of the business to reach out to potential customers and turn potential customers into permanent customers. One of the goals of the marketing strategy is to increase brand reputation and brand recognition (Adeleke, 2019). The company will use a digital marketing strategy to create a brand reputation. Most of the time it emphasizes its promotional activities that help to convince the consumer to the quality products at a cheaper price. 
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	Start-Up Cost 

	
	
	

	Rent
	
	9,000

	Employees’ Wages:
	

	Manager
	7,200
	

	Waiters
	9,600
	

	Guard
	4,200
	21,000

	Raw Materials
	7,500

	Equipment 
	4,000

	Maintenances 
	1,000

	External Expenses
	2,000

	Directors Allowance
	4,000

	Total 
	
	48,500

	
	
	




Sales of products over the Year
	

	
	Month
	
	Amount

	
	
	
	

	
	September 
	3,400

	
	October
	
	3,730

	
	November
	3,950

	
	December
	5,400

	
	January
	
	5,500

	
	February
	
	5,900

	
	March
	
	4,850

	
	April
	
	4,500

	
	May
	
	3,950

	
	June
	
	3,800

	
	July
	
	3,720

	
	August
	
	3,300

	
	
	
	

	
	Total Sales
	52,000
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