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Executive summary
A marketing audit enables management to evaluate the performance with an in-depth look at the marking operations of the business. It also helps management to evaluate the budget, and resources available to the department as a whole (Chen et al., 2019). A well-conducted marketing audit always tries to figure out those areas that are performing well and helping to gain the goal as a whole. Not only just it highlights those areas which are performing well but also it helps to find those areas that are not up to par. A marketing audit is assisting to figure out the particular unproductive area and attempt to take action to figure out the solution for that (Balyk & Kolisnyk., 2017).
Managing an enterprise is the important step that is taken for achieving the objectives of the company, and on the other side, it is also important to achieve a competitive advantage in the market(Sani and et. al., 2019).
Green Food Coffee Shop  has been established in the UK and wants to make the expansion of the business in other areas also. 
Our aim is to offer quality products and competitive prices to our customers and our primary offering are gourmet coffee’s such as French press coffee,the best experience for coffee lovers,latte in which you can taste the expresso flavour or add flavours to make it taste the way you want it next product usually described in two words chocolate and coffee.
 The Green Food Coffee Shop have to send the tax return every year in the hands of the government and have to do the work according to the made agreement which has been done at the beginning of starting the business. The main work which has to be done by the partners is that of the division of debts and liabilities, revenues and other things which have been put up by the government in the legislation(Bhat and Bharel,  2018).  
Team management is the most important part of the business structure and activities in one company. In our business scheme the board of directors will take the main charge in the structure of our business, it will be governed by my colleagues. We will have equal rights and we will vote for any decision we have to make with absolute majority. Our meetings will be held once a week for setting corporate management and building our business policies. We will consider every member’s work in the company in each department on weekly basis. We will decide how to change the structure of every department, hire or fire executives if it is need, setting the goals, which should be done for each division, managing the resources that the company uses and support the managers. 
The report evaluates the target customer analysis of Green Food Coffee Shop. It explains the potential customer base, pricing, and product strategies for the company. The market analysis of the company was explained through the implication of three strategies, trade fairs and exhibitions, surveys and questionnaires, and social media research. The competitor analysis was done via SWOT with two potential competitors, namely, Tinderbox and Starbucks. The personal SWOT analysis of Green Food Coffee Shop was also presented. The marketing and sales plan of the company through website, social media, and events and exhibitions was explained as well.
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[bookmark: _Toc81860074]2.0 Marqueting audit
By Laurentiu Radu Belcianu
2018966
[bookmark: _Toc81860075]Introduction
External and internal analysis of the business marketing environment of an organization is known as marketing audit. The main job is with the organization’s goals, principles, objectives and strategies. According to Wilson (Wilson, 2005) marketing audit is the most practical and profitable of all management tools. In fact, for understanding the current marketing ecosystem a marketing audit works as an incredible tool for the marketers. Marketers can use it to formulate a distinct marketing strategy (Balyk & Kolisnyk., 2017). 
Ultimately, a marketing audit is assisting the decision-makers to take major decisions based on facts, analysis and data which will support the overarching goals of the business (Chen et al., 2019).
[bookmark: _Toc81860076]Marketing research
It would be nice to know if what the organization is doing to getting the best ROI on marketing investments. This outcome really depends on some questions. And those questions could be
What I'm doing working?
Where are my leads coming from?
Am I reaching the right audience effectively?
Is anyone seeing my messages or are hearing my ads or feeling my fields?
So it is easy to say that the success of a business greatly depends on marketing strategy (Chen et al., 2019). Now to have a great marketing strategy the most needed thing is marketing research. If wondering whether marketing efforts are working or not, the answer will be depended on the quality of the research. Because marketing research helps to know the market more accurately and thus helps to collaborate the strategy with the market (Balyk & Kolisnyk., 2017).


[bookmark: _Toc81860077]Market segmentation
If our company try to work with the whole market it will become so much messy because there are many variables in the market on which our strategy may differ (Balyk & Kolisnyk., 2017). That is why working with the whole market may result in failure. That is the reason where need to segment the whole working market by some factor. That will assist in gaining competitive advantages and also will help to define the proper strategy for a specific situation or in a specific environment (Cahya, 2019). There are many different ways to segment our target markets. There could have the following approaches:
[bookmark: _Toc81860078]Behavioural
 The market could be segmented by the approach of potential consumers. Being a Food Coffee Shop and a medium-size organization which can easily determine the approaches of consumers.
[bookmark: _Toc81860079]Psychographic
There can also learn about the personality, values or lifestyle of potential consumers. Not only that by the direct interaction with the consumers but also can measure their risk aversion. These all the variables will be very helpful for making a strategy (Gómez et al., 2019). 
[bookmark: _Toc81860080]Demographic
The market could be segmented by the consumers’ personal attributes. These attributes Could be age, marital status, ethnicity, education or even by gender or occupation (Gómez et al., 2019). That will help to know about the specific need of them.
[bookmark: _Toc81860081]Geographic 
As geographical location may vary the consumers’ interest and that need to be concerned about this. This need to go through a study of consumers’ region, state, city or even their neighbourhood (Gómez et al., 2019). That will give a clear thought about their interest.


[bookmark: _Toc81860082]Targeting
The next thing is to decide which segments to target. This thing has to be done by finding the most attractive ones. Those attributes for being most attractive may vary (Cahya, 2019). It needs to find out several factors to consider here.
The first thing that needs to do is to look at the profitability of each segment. It must define a line to show the consumers’ bottom line means that will show which consumers’ groups contribute most to your bottom line. (Chen et al., 2019)
The second thing is to analyze the size of our potential market. Because if are able to define potential market then will be able to define the potential growth of each customer group (Hadrian, 2019). Now, let’s look out of some questions for that like:
Does it really big to be worth addressing? 
Will the growth be steady or not?
And the most important thing is the compares with other segments? 
Lastly, this has to make sure that the outcome is not reducing revenue by shifting focus to such a small niche market. And also have to think carefully about the area of work. How well the organization can serve the market is also a big part of this concern.
[bookmark: _Toc81860083]Positioning
In this area, there have to clarify a goal and how to want to position the products. Because it greatly involves the target of the most valuable customer segments (Hadrian, 2019). Then may select the marketing mix which includes 4Ps, the product, price, promotion and place.
The first thing that needs to do is to consider why the reason for purchasing the product by the consumers. There need to add some value which could ensure to purchase of the product rather than purchasing the competitors’ product from the consumers. That is why have to identify the unique selling proposition (Gómez et al., 2019). Which will help to draw a positioning map. In fact, that will help to understand the work process of how each segment perceives a product service or brand (Hadrian, 2019). That thing will help to determine how best to position the offering.
Next, to ensure the proper guidance that needs to look at the wants and needs of each segment. That also needs to watch the problem that the product is solving for the consumers. That will easily create a value proposition. If are able to clearly explains how our offering is meeting the requirement of the consumers better than any other competitors' products then will be able to develop a strong marketing campaign (Chen et al., 2019). That will help to add value to our brans and also will get the audience appreciation.
[bookmark: _Toc81860084]SWOT analysis
To have a better understanding and analysis of our business it needs to know about the Strengths, Weaknesses, Opportunities and Threats. This whole process of analysing Strengths, Weaknesses, Opportunities, and Threats is called SWOT analysis. This is such a technique that is considered to assess all aspects of the business (Kusuma, 2017).
It needs to do SWOT Analysis to make clear the thing that most of what have got for the organization's best advantage. As there can easily reduce the chances of failure by the proper understanding of the lackings (Kusuma, 2017). Not only that this can also eliminate the hazards that would otherwise catch them unawares. It also needs to do Brainstorming to do the SWOT analysis. Now let us try to focus on it to analyse for the business.
[bookmark: _Toc81860085]Strengths
The strengths part describe the organization’s strong part that is helping the organization in a competitive marke (Kusuma, 2017)t. It needs to find out some of the questions like:
1. Is there any competitive advantage, if has what are those?
2. What are the resources that have and are those being used properly (Kusuma, 2017)?
3. What are the products that are making to performing well?
It can assume by analyzing strengths it could find a strong brand value, some loyal consumers base and so on.


[bookmark: _Toc81860086]Weaknesses
Weaknesses are those that restricting organizations from performing at optimum level (Balyk & Kolisnyk., 2017). It is really important to find out weaknesses. Because if failed to find the weaknesses it may fall in danger and may not be able to perform at an optimum level. To find those it may need to ask some questions among the organization. Like
1. Is there anything that can be improved?
2. Does there have any products that are underperforming?
3. Is there any place where resources are lacking (Balyk & Kolisnyk., 2017)?
After the analysis, it may find a higher average cost because of being new to the market and for the same reason it may be in lack of capital, it may fall into high levels of debt, it may also happen that it may have an inadequate supply chain.
[bookmark: _Toc81860087]Opportunities
Opportunities are those changes that are favourable to external factors (Balyk & Kolisnyk., 2017).  Like the other two, it also needs some questions to find opportunities.
1. Is there any way to improve the core operation?
2. Is there any market segments that can be explored? 
After the analysis, the result may be some several things that could be taken as opportunities.
[bookmark: _Toc81860088]Threats
Threats are those which may cause the potential to harm our organization (Kusuma, 2017). threats can also be found by asking some questions.
1. What are things that the competitors are doing to take over the market?
2. Are there any trends of consumers that may threaten the business?
 After the analysis, threats could be found because of the rising costs for the raw materials, the threat could also come from increased competition or even from tight labour supply.


[bookmark: _Toc81860089]Competitor analysis
It can be defined competitor analysis as a process of evaluating our existing competitors’ services or strategies. These services could be the competitors’ existing products or potential products that they are trying to make penetrate it could be also their marketing strategies (Chen et al., 2019). In other words, to gain an advantage in the market that need to have a clear view of our competitors and their activity and analyse can be called competitor analysis.
[bookmark: _Toc81860090]The reason for competitor analysis
To understand the reason for competitor analysis there would be a proper sentence to say. And that is “Keep your friends close, but keep your enemies even closer.” Because when not looking at the competitor they do not stop looking. And as a result, they could assume the strategy taken by the organization and may take action to gain the overall advantages.
It will not happen if there is always analysing the competitors before they do. Another thing is conducting an analysis on the competitors won’t be helping with pressing business decisions, like the product feature that needs to build next (Chen et al., 2019). Because it is a bad strategy to copy the competitors’. That may lose value.
[bookmark: _Toc81860091]Conducting analysis
To conduct the analysis it needs to get data and follow some steps. It will be described below: 
[bookmark: _Toc81860092]Identify the competitors
The first thing that needs to know is who is our competitors. That’s the most vital question to conduct this analysis (Chen et al., 2019). Sometimes it may be mistaken to finding the exact competitors. And as a result, it gets distracted from the main analysis. That is why finding the right competitors is very important before analyzing them.
[bookmark: _Toc81860093]Perform a competitor SWOT analysis.
Then it could be done a SWOT analysis of the competitor that will help to get a view from their perspective. It is really important to have a look from their perspective. 
[bookmark: _Toc81860094]Examine competitors’ with various factors
the could set some personalized analysis for this part. This could have some steps like:
1. Creating research hypotheses
2. Selecting our research methods
3. And do the research
4. Come up with the best result.
[bookmark: _Toc81860095]Conclusion
After making all the external and internal analyses of the business marketing environment it needs to come up with a solution that will help to make a better strategy. It always needs to be remembered that it needs to have to always try to add value to the brand. That is the main thing about marketing. As it already described that it can be done in many ways. But the most important part is to synthesis the marketing part with the other department. 
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3.0 [bookmark: _Toc81860096]Products & Services
By Maria Petreus 
 2020072

Managing an enterprise is the important step that is taken for achieving the objectives of the company, and on the other side, it is also important to achieve a competitive advantage in the market(Sani and et. al., 2019). 
This is because of the change in preference of people, and on the other side, the increase in the technological development which has made it easier for the companies and also the competition has risen with the development of the technology.
 Green Food Coffee Shop is a business that provides the exclusive flavour of coffee to people with different tastes.
Beside the classic flavours that we offer we aim to introduce  the herbal coffee flavour, which has a unique taste and is not being sold in the market of UK.

[bookmark: _Toc81860097]3.1 Product

Every company and business makes and prepares their strategy and products so that they can build the goodwill of the company according to the market demands and the demands of the consumers. 
Thus, with that Green Food Coffee Shop has first worked on the identification of the needs of the customers.
 As people are more addicted to their health and they can also be with the coffee so it becomes very important to develop that coffee which will not harm the health (Mahdi, Nassar and Almsafir,  2019).
 The other is the competitive pricing which is very important to be kept by the Green Coffee Shop so that we can stay in the market for the longer term.





[bookmark: _Toc81860098]3.2 Product Description


Green Food Coffee Shop  has been established in the UK and wants to make the expansion of the business in other areas also. 
Our aim is to offer quality products and competitive prices to our customers and our primary offering are gourmet coffee’s such as French press coffee,the best experience for coffee lovers,latte in which you can taste the expresso flavour or add flavours to make it taste the way you want it next product usually described in two words chocolate and coffee.
To complete the menu line will be pastries obtain with local a local supplier,fresh made and deliver every day.The pastry offerings may vary but firstly will be muffin and croissants,to please all ccustomers we have a gluten free option.
· Coffee 
               - French Press  
· Espresso  - Latte  
                    - Mocha 
 
· Pastries  - Muffins 
                 -  Croissant
· Add-ons – Flavours or Extra Shot
                 - Almond Milk 

Also The Green Food Coffee Shop  is coming up with new flavours of coffee, which can make people fascinated with the coffee. 
The Green Food Coffee Shop has developed innovative flavours of the coffee, which includes the "Green  Cup". 
The Green Cup coffee has been developed by burning the fibres of the plant during the roasting of coffee with a little bit of spice in it, and that spice includes the healthier options which will benefit the body.The most popular coffee for this segment is Ethiopian coffee,strong but at the same time a flavour with spicy notes of cinnamon or blueberry.
The business provides a unique flavour and taste, which is in relation with the herbal flavour,  just different and not being provided by the other coffee shops in the UK (Yeoh, Chang and Zhang, 2018). 
[bookmark: _Toc81860099]3.3 Service Description

On the other hand,not just our products are an important component of the business but our services too.
Alnogside with full service delivery we want to create a training program for our stuff to make sure everyone is confident and efficient.Chosing a loyalty card is a win-win situation and a great way of attracting new customers as well as feedback because we need to grow the business.
Feedback cards can be a strong tool to make changes or improve services.
[bookmark: _Toc81860100]3.4 Future Product and Services
[bookmark: _Hlk80737786]
The coffee shops demand has been increased in the markets of the UK, which are not just adaptive with the trends which are going on but also with the innovation which they are making in the flavours of coffee. But with that also the industry has been affected by Brexit, which has made the chances of UK VAT removal. 
On the other hand, it has also been seen that with the coming of pandemic people have reduced the expenses on such things which can be made easily at home at very affordable prices. Thus, the businesses are trying to make some attractive sources by which the business can increase its turnover and can also influence the people to purchase the coffee from their coffee shop(Ensign and Leupold, 2018). Also, the unique flavour will attract the customers and for the future the main goal is to expand the business,add new products and flavours to keep the interest of customers and of course improve the services creating more orders and engaged more customers by adding self-serve kiosks.



Segmentation, Targeting and Positioning (STP)

Segmentation- Segmentation is the process by which the business divides the market into many groups according to the preferences which they have chosen. The division can be made on the basis of demographics, lifestyle traits and many others, which can help the business in launching their products.
The Green Food Coffee Shop have divided the market according to the different segments, which includes lifestyle, age and many other factors which can help the business to grow their sales and the name of the business. 
This helps The Green Food Coffee Shop to be more productive and efficient in terms of money, time and other things.
Targeting- The other step is the targeting of the customers, which needs to be decided by the business as to which group they want to choose to make the targeting. Targeting is a very crucial step in which the business identifies the people and after which they develop the strategies on the basis of the segmentation group which is decided by them (Pappas and McCauley, 2018). 
 The Green Food Coffee Shop have made the target on those people who are more focused on their health and will always provide the preference to those products which are healthy and, on the other hand, provides good taste.  
Positioning- The next step is to position the product according to the segmentation which has been made in the segmentation process. The business has to do this thing on the basis of the products which they are launching because the availability of products are also important and that too to the right target customers.
 The Green Food Coffee Shop provide differentiation in their products by which they can stand out differently from the other competitors which are there in the market. They are launching new products which include the different coffee tastes and the flavours which can be presented differently only when they are positioned in the market correctly. 

[bookmark: _Toc81860101]3.2 Competitive Edge

It is a true fact that when the business is set up, there will be competitors who will be present in the market and who will provide the basis as to how the business has to develop and make the strategies.
 It is important to make the analysis of the competition which are present in the market in the market so that the Green Food Coffee Shop would be able to develop the strategies and the objectives which they need to achieve(Haleem and Javaid, 2019). With the starting of the business,Green Food Coffee Shop has to face the competition of the existing brands in the UK, which includes: Cosa Coffee, Greggs, Caffe Nero and many others. 
The competition in the Coffee business has been increased in the UK, and this has been analysed by Green  Food Coffee Shop so that they can work on the strategies which they have to make and they can gain a competitive advantage in the market. 
The analysis of the other competitors which are standing and working in the market is also important to be researched completely so that they can be aware of the steps which they have to take. 
Complete analysis of the competition is important so that Green Coffee Shop can prepare their products according to that and, on the other hand, provide the services with that only.
 The other is the pricing strategy and the pricing of the product which the business is providing to the customers because the pricing of the product cannot be made in a sudden way but also they have to make the identification of the pricing which is being kept by the other business. 
These strategies and policies can be seen only when the business has done complete research on the competition. 
Green Coffee Shop  have identified the things by which they have decided to make herbal coffee drinks with great flavours and taste. 

[bookmark: _Toc81860102]LEGAL STRUCTURE
There are many structures that have been framed by the government of the UK and which has to be abided by the business so that they do not have to face any issues. The Green Food Coffee Shop follow the structure of Partnership in which the owner is not just a single person, but there are many others in which the division of profit and loss are made on the basis of the partnership agreement being decided by the partners or the which has been said by the agreement(Mathiyazhagan and et. al., 2018). The Partnership business works according to the mutual decision which is being taken by the partners of the business.
 The Green Food Coffee Shop have to send the tax return every year in the hands of the government and have to do the work according to the made agreement which has been done at the beginning of starting the business. The main work which has to be done by the partners is that of the division of debts and liabilities, revenues and other things which have been put up by the government in the legislation(Bhat and Bharel,  2018).  
Monitoring and controlling
It is important to make the monitoring and controlling of the strategies which the business makes so that it can be identified that whether the strategies which are being used by the business are going in the right direction or not. 
It is important so for that the business has to do research on the sales or the turnover because with that; they can identify that if they have to perform the same activity in the other duration also or not(Ferreira, 2018). 
The sales and turnover ratio are the best indicators that can provide the facility of making and identifying the factors which can harm the business and which can make the success of the business.
 It is also very helpful to check that if they are able to beat the competition in which they are sustaining their business so that they can plan the other way which can work out the best for them.
 The Green Food Coffee Shop  have been working on this thing, and making continuous evaluation so that the business can achieve the success.  
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3.1 [bookmark: _Toc81860103]Team management
By Stefan Merkov
2020478

Team management is the most important part of the business structure and activities in one company. In our business scheme the board of directors will take the main charge in the structure of our business, it will be governed by my colleagues. We will have equal rights and we will vote for any decision we have to make with absolute majority. Our meetings will be held once a week for setting corporate management and building our business policies. We will consider every member’s work in the company in each department on weekly basis. We will decide how to change the structure of every department, hire or fire executives if it is need, setting the goals, which should be done for each division, managing the resources that the company uses and support the managers. 
The board will be selected every three years, when if there is a new shareholders the board will decide who can join to them. The directors will be discharged if they assume outside affairs with other companies without the consent of the interests of the company with decision from the other members. We should represent the interests of the shareholders and the management team. Our board will be only with inside directors so to has a high company values. We will give our members of the board compensation for their extra work for the company when every month we will have a vote for the most sacrificed work that has been done.  
 
The business will be navigate by our Executive managers. They will be responsible for the control and the planning how our corporation will be lead. We will have their reports for the situation on a three day basis and they will also give an adequate orders to their chiefs related if we decide to change something in the process. We will chose them not only by their curriculum vitae characteristics but also by their actual motivation and innovative thinking in real time.  They should be ensured that the organization effectively taking the responsibility of the staff for implementation the strategy which will give the clear vision of the success that we are chasing. They should think about how the resources should be used to tick the targets and the tasks that the board delegate to the staff. Our managers should communicate to each other and we should watch how that happens for homogeneous and relevant working in the company without categorization of the members so they can focusing on the shared goals instead of their differences. We should arrange them meetings in which they will communicate and share information between each department so they can find how easily to get fix the problems in the beginning collaboratively. That model of behavioral integration is explained by Hambrick(1994), it is divided into three parts: which lead the team with the level of 1. collaboration, 2. Quantity and quality of the information exchanged  and 3. The emphasis on the joint decision-making. It shows how the board can acting in the mutual and collective integration of the staff.  
Our finance manager will have the responsibility to commit the financial part and the funds for our organisation. The wealth of our company will be generated by the principle of King(2012) with the Internet finance digitalization. That means that our penetration on the market will include also e-commerce which will increase our consumer circle. With the dependence on the internet the customer habit of services is changing so do we. We will focus on the point that there is no bank which is located on a place, but this is a behaviour which should be allocated in the needs of the consumers not physically but in banking functions. So our finance planning should be focused on the way how we provide more transactions with our company products, so once one ounce became a sold item it will be related to make the payment of the a single piece of the good that is produced from, the investment in the online banking, where the money value will increase (paying the debts on our suppliers, investing in the cryptocurrency instead of bank, creating an online vouchers for each customer so to get them involved into our selling offers, so they can spend more money online). That instant micro investment will contribute to our business like a tool which will work all the time without notifying us. So on a side that money will get in our “piggy bank” accumulating more financial assets. 
 
The marketing management in our company will be oriented globally. Our product will start locally but from the beginning it will be focused on the global market. The Executive in the marketing will pursuit new customers with different strategies every week maximizing the attraction which products gives. Our marketing managers will be trained to “cultivate” the customers. From the first client of ours, the product and marketing managers will chasing and approach them. To set up them from the early ages we will make a presents for the kids like some smart games or toys which will catch their interest into our face of the company. They will give them the opportunity to modelling the product, his imperfection and his weaknesses so to be optimal for needs of everyone. The staff will also be in a position to take a feedback from the customers so to improve his service to give a quality connection which is difficult to find these days. The marketing manager should improve the SWOT analysis on each three months so to increase the positive vision of  the company. They will observe the strategies that we using, the strengths and the weaknesses, the threats in face of the environment and the competitors and the opportunities which have an important role for the market.  
We will position our product on the way of customers daily needs so they cannot forget it. Our services will be available anytime and everywhere. We will use a different way of delivering and positioning our vending machines in the large city centres and they will be supplied with fresh green food and coffee all the time. We will use a delivery service with drones which will going out from a small sheds in every big city with a team of pilots for them.  
 
Our Workshop manager will planning the way of work in every shop and what kind of machines will perform the process in the fastest way so to get no delay in the service. We will expect from our workshop to be as smartest as it can so to amaze our customers and make them to feel special and carrying them with an unique attention. Every staff member of the shop will be trained to do everything so to help if some station met troubles there will be two backup members which will cover it. We will have an online application for delivering, pick up and collect and recruitment. There will be machines for a self-service, KIOSK devices, staff members which will getting the orders and  drive-thru outside systems. We will concentrate on the fastest service that is possible without wasting the time. The workshop manager will be responsible for watching and improving the spaces in the shop optimally without losing a space for a service or a working station. Every working item will be perfectly constructed so to does not waste an energy for extra cleaning or changing the behaviour of the member of the staff. The shop will be constructed that any waste to be recycled in the 8 types of waste bins: organic, paper, plastic, glass, metal, e-waste, light bulbs and batteries  without a general waste. The incomes from the recycled waste we will use for a charity and investments in future devices in our metier. The technical support will be in the face of another  company  and if we have any further assistance we will establish our own department.  
 
The Sales manager will have two teams for two regions we will concentrate on United Kingdom and Europe. There is a differences in the way of people thinking and we know that. The manager should make its researches on a weekly basis when the main part will be focused on the money that every country is ready to pay for a full range of our products. Of course the prices will be different for every item in every different country because of the profits that can be generated from the types of products that we are selling. So there will be periods of promotions but those promotions will shows us which products in which countries are best-sellers. If some products are not selling good in United Kingdom we will move the percentage in favour of Europe and vice versa. 
 
We will have a Legal department which will look for the legal interests of our organization, providing assistance to a human resources team for the contracts with the employees, trademarks, patterns and copyrights. They will prepare the notices that clients should get in any civil cases against us. The Legal manager should consult with lawyers and disputing resolutions for any local laws. It will have a department for anti-piracy and counselling for ethical enforcement in the different countries policies. He will helps us for observing the governments restrictions and norms.  
They will have a team of corporate developers which will be responsible for securing the intellectual property of our company, managing the recruitment, sell out the assets or closing divisions. If some projects does not reach the targets the department of the corporate development will chose how to change the activity for minimize the losses. The process of development will consider the possible outcomes in any action positive or negative and how that will result to the company. The strategy of the developers will monitoring the trends which are associated with the products and our services to help the organization to establish the way of getting new customers. The team will maximize the profits from a products and how they can be improve on the way-to-go without losing any assets or places on the market. The corporate development team will analyse the market and arrange discussions with the sales department to improve the campaigns involving into strategies which will be taken from the complaints and advices of the customers view. In our intense daily routine they will easily track which of the positions and stations are needless and how to get the people there promoted with another training so not to lose them as a staff members or to fire them and left them without a job. That is how we will earn our employees the respect that we both deserve.  
In conclusion we can say that it is really important to build our team structure to resist in time and in changing atmosphere. We should have those different departments collaborating in harmony and good synergy so to get the job done without having a hard times or bad attitudes. We should build it like a lovely family with peaceful and progressive rationalization. Focusing on the good reputation and the good name we will use not only the advertisement as something which is not completely true for our company, but we will actually do whatever making the people satisfied when they heard our name. It is really hard to have an organization which is honoured from partners, staff members and customers because in the business environment everything is allowed as in a war, but the board of directors in face of us will make a strong codex of work and partnership which will look for the rights of our customers as well and we hope that our superlative vision reach the best manner possible of how should business be made.  
We hope that model that me and my colleagues introduce will last longer and helps more people to grow up with us and our dreams.  
“The nobody is body in anybody so do not be no one, be with everybody, be somebody!” 
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[bookmark: _Toc81860104]5.0 Tharghet market
By Valentin Dimitrov 
2023249
[bookmark: _Toc79250047][bookmark: _Toc81860105]Introduction
21st century management practices prioritize the value and belief of customers the most (forbes.com, 2021); hence, the management team has become obsessive in creating value for their customers and aligning all their organizational tasks accordingly. This paradigm shift in the modern-day management approach of the business world has helped to create a workforce that is thriving to engage all types of cost-saving approaches in their tasks through their day-to-day work activities only (awardaroo.co.uk, 2018). Furthermore, the economic security systems are also being preferred and highlighted by the 21st century management approaches to boost the business performance and increase the market value (Sheng et al., 2019). The focus on human aspects of acknowledging quality factors in the organizational environment, enables the firm to meet customer expectations and achieve the target goals (Gunasekaran et al., 2019). This assignment describes and analyses the role of target customers for the business plan of Green Food Coffee Shop. The market and competitor analysis for the company are also presented in this context. The marketing plan for the company has been presented with three such promotional activities.

[bookmark: _Toc79250048][bookmark: _Toc81860106]Target Customers
[bookmark: _Toc79250049][bookmark: _Toc81860107]How many potential customers do you estimate are there in your target regions for this financial year?
The target market region for Green Food Coffee Shop in Glasgow. There are about 150,000 customers in the target region who spend time at cafes and coffee shops, especially in the morning, for their morning coffee and breakfast. For this financial year, 2021, the number is estimated to be 170,000. There is a potential chance of gaining such a population because a good number of UK people are coffee lovers. Hence, they spend their time in coffee shops during morning and evening the most. 

[bookmark: _Toc79250050][bookmark: _Toc81860108]Briefly describe your target customers and any other distinguishing features, expanding on any of the areas you have already highlighted above.
Some people are regular coffee drinkers and also those that come to coffee shops for their regular coffee and those people that are specialty drinkers. Green Food Coffee Shops has planned to target middle and lower-class coffee drinkers, who earn a fair amount every month to afford a daily coffee from the coffee shop. The company plans to apply a low pricing strategy for the students and several middle-class employees that loves to enjoy a cup of coffee to kickstart their day. 

[bookmark: _Toc79250051][bookmark: _Toc81860109]What customer need or problem do your product(s) and/or service(s) address?
Skilled bartenders are something that coffee lovers expect from a good coffee shop. The bartenders need to have a friendlier attitude and have certain soft skills to make the customers feel at home. The ambiance of a coffee shop also matters and henceforth, it is prioritized in Green Food Coffee Shop. Many coffee shops do not prioritize the need for providing a comforting ambiance to the coffee consumers present in their shop. One of the major problems that coffee lovers face is finding out the desired coffee flavors and coffee preparations that the customers love to have. Providing quality coffee flavors is one of the key factors that our products focus on. The customers need a different way of obtaining coffee in their desired flavors. At times, it is not possible for customers to try out different flavors of coffee, when they are specialty drinkers. This problem is also tackled by our company. 

[bookmark: _Toc79250052][bookmark: _Toc81860110]Explain your approach to pricing your product(s) and/or service(s).
The services offered by the company would very practical and quick. Like the implementation of new digital and electronic queuing techniques in the store for freeing the customers to face long queuing hassles. The electronic sign-in devices help to reduce the waiting lines. Furthermore, a personalized customer experience is generated for each customer. The company would also apply e-wallets and mobile payments in the stores for more agile and quick store operation. The innovative way in which the company is planning to sell its products is that the coffee containers would contain pouches for a variety of flavors. It would let the customer decide on their desired flavor. Also, the products would be available at low prices based on an economy-pricing strategy. This is to target the general customers like low and middle-class. One of the advantages of applying such a pricing strategy is that it could be afforded by high-class customers as well. 


[bookmark: _Toc79250053][bookmark: _Toc81860111]Market Analysis

Trade fairs and exhibitions
These are the places where new products are launched and new business start-ups love to try out their new innovative ideas in front of the customers. This is to understand the consumer behavior of the region and finding out whether the customers are liking or disliking the product services. Green Food Coffee Shop did their market analysis by trying out the different coffee flavors the food exhibitions were offering. The company also analyzed which coffee flavors are typically attracting the customers of that region. Furthermore, they have also noticed, how competitor’s new or existing products and services are going with the exhibition crowd. Furthermore, by showcasing the products, Green Food Coffee Shop had kept the brand upbeat and relevant in the market.

Surveys and questionnaires
Surveys help to gauge individual and personal opinions regarding a particular topic. Green Food Coffee Shop had acquired great information from several survey portals regarding which coffee flavors and coffee preparations does the customer favors the most. Several surveys include questionnaires as well, that find out the exact reason for disliking or liking particular coffee flavors. Through these surveys, both the negative and positive aspects of the consumers are presented. The target constituencies in the survey help the new businesses to reduce their new product risk and provide great information regarding the customer and market insights.  

Social media research
Social media is a great platform that provides collaborative posts, social media blogs, comments, feedback, and so on. Organizations find it the most useful technique to understand the recent trends in the business and customer needs. Social media has given the facility to business organizations or individuals to create ‘pages’ or ‘websites’, through which it can connect to the world. People tend to share blogs and posts about any particular thing that they tend to like. This makes the post ‘trending’ on the social media platform or website. Such posts can be easily accessed by the audience. Personal branding is also done through social media research. Green Food Coffee had applied this technique to understand the consumer behavior of Glasgow regarding their daily coffee needs. Coffee is a very important part of the life of Glasgow people. Hence, social media research had been a boon to the company in understanding what coffee shop services and products do people favor the most. 


[bookmark: _Toc79250054][bookmark: _Toc81860112]Competitor Analysis 
Competitor 1- Tinderbox
	Strengths
· The company maintains a good brand image in the city with high customer visits each day.
· The coffee shop provides a unique flavor of the coffee.
· It has good customer reviews on several survey websites.
· The company was featured in many articles and newspapers of the UK region.
· Their coffee has a traditional touch to it, just like the '90s (tinderboxespresso.com, 2021). 
· It serves several other popular eastern side dishes other than coffee.
· Their bakery and chocolate are also very popular.
	Weaknesses
· The company has not made any mobile app for the company. This causes a loss of potential customers that loves to order coffee according to their comfort through mobile applications. 
· It could not extend its business to another region.
· The market penetration strategy of the company is very poor. 
· The company website is not updated regularly and lacks many features. 

	Opportunities 
· The coffee shop markets its coffee through several third-party channels.
· Tinderbox also channels its brand through Hotel Indigo in Durham (durham.hotelindigo.com, 2021).
· The company connects with its customers through social media accounts like Facebook, which increases the potential of gaining a large customer range. 
	Threats
· The company lacks a strong brand image like other big potential competitors like Starbucks.
· The financial performance of the brand is weak and the company earns a low-profit margin.
· Tinderbox lacks strategic planning for its business growth.



Table 1: SWOT analysis of Tinderbox
(Source: created by the learner)

Competitor 2- Starbucks
	Strengths
· The company has a very strong brand image with a great number of customers loyal.
· Starbucks has always been one of the best coffee shops due to its great and unique coffee taste and flavor.
· The company provides great customer loyalty rewards, with facilities like pre-order, free birthdays, and so on.
· Different types of mobile payments are offered by the company.
· It has gender-neutral restrooms.
· It has great bartenders in their coffee shops that know how to make customers happy.
· Starbucks has a huge number of coffee shops in the UK as well as in Glasgow.
	Weaknesses
· The company was previously charged for tax avoidance.
· The Fair Coffee Trade principles were also violated by the company and the company was charged by several social activists and environmentalists.
· The company does not consider customer preferences for different regional areas well.
· High prices for their products.

	Opportunities
· The company has successfully planned for strategic business growth in developing countries. 
· It has recently strengthened its online channels well through the updated features of its mobile applications for takeaway orders or home deliveries.
· Starbucks has been planning to develop several alliances and collaborations for its business.
	Threats
· The company faces a great deal of product substitution from both existing and new companies.
· Being a popular coffee shop, it faces huge competition from big fast food centers like McDonald’s.
· The persistent threat from coffee shops that sell their products at a low cost, it quite high. 



Table 2: SWOT analysis of Starbucks
(Source: created by the learner)

My Company- Green Food Coffee Shop
	Strengths
· It would innovate the coffee flavors seasonally.
· It would provide pouches containing several coffee flavors in the coffee containers.
· The company would provide a great ambiance in its coffee shop for better customer satisfaction.
	Weaknesses
· The company had not yet planned for developing its online presence through the implementation of a mobile application.
· The company lacks a proper website for its brand.

	Opportunities
· The company has focuses on the target audiences, which serves them the key to their success.
· The facility of delivery and takeaway options for the company had potentially increased their customer visits.
	Threats
· It faces tough competition from local coffee shops in the city.
· Big coffee brands like Starbucks, also pose a threat to existence concerning the standardization of the coffee.



Table 3: SWOT analysis of Green Food Coffee Shop
(Source: created by the learner)


[bookmark: _Toc79250055][bookmark: _Toc81860113]Marketing and sales plan
Three such marketing techniques had been elaborated for Green Food Coffee Shop:
	Website (for e-commerce)
· By developing the company website with new features and great content, website marketing would be done.
· The company would use certain tricks to get into the ‘most searched list’ of popular search engines like Google.
· To effectively do so, blogs would be created to promote the coffee flavors and other services of the company. 
· The website would also offer a social media plug-in so that people can share the posts on their social media accounts.
· An ‘About’ page with good content would be prepared for highlighting the basic company structure and business plan.
· Case studies would be done and provided on the website as well for better access to their business knowledge by customers or reviewers.

	Social media
· Clear and definite goals would be set for social media marketing with pre-planning of tracking it as well.
· Three social media platforms would be chosen by the company namely, Facebook, Twitter, and Instagram.
· Creative blogs and posts would be created specifically to promote the products and ambiance, and other services offered by Green Food Coffee Shop.
· A specific brand identity would be chosen that would feature the core values of the company. A brand style guide can also be created for providing better guidance to the blogs and posts of their social media pages. 
· Regular updates would be provided to the social media pages for maintaining consistency. 
· The engagement of followers would be prioritized by the company by providing likes and comments. This would help the brand to engage in conversation with the target audience.

	Events and exhibitions
· The company plans on presenting its products in yearly and monthly exhibitions and events that place in the city.
· Special discounts would also be provided by Green Food Coffee Shop to attract more customers to the exhibitions.
· A proper budget would also be set for the trade fairs and exhibitions, to carefully do the planning for registration fees and promotional collaterals.



Table 4: Promotional activities for Green Food Coffee Shop
(Source: created by the learner) 

[bookmark: _Toc79250056][bookmark: _Toc81860114]Conclusion
The target market analysis of Green Food Coffee Shop had been elaborated here. The target customer range was analyzed by considering the business expansion plan of the company in Glasgow, UK. Their strategy of applying a low pricing strategy and providing different flavor pouches in the coffee containers had been elaborated in that part as well. Green Food Coffee Shop would also work on creating a great internal store ambiance for a better market approach. Competitor analysis was done via SWOT analysis based on two competitors namely, Tinderbox and Starbucks. Furthermore, SWOT analysis of Green Food Coffee Shop was also done. Their target marketing plan was discussed. Three promotional strategies were followed by the company, namely websites, social media, and fairs and exhibitions. The special and unique features of these strategies are all evaluated in this context. 
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[bookmark: _Toc81860115]6.0 Financial plan
By Dominika Matug 
2020974
[bookmark: _Toc80818565][bookmark: _Hlk79919948][bookmark: _Toc81860116]Introduction
A financial plan provides a picture of how financial goals and strategies are to be met for a given starting business (Voigt and Benson, 2021).
The financial plan of La Vita Bella coffee shop is illustrated below.
[bookmark: _Toc80818566][bookmark: _Toc81860117]Startup costs. 
These include the expenditures that are made to attain all the required equipment needed at the start of the business and the expenses that are made after the opening of the business. These can also be called the operating expenses (Alberta Economic Development and Tourism, 2017). The expenditures needed for the start of La Vita Bella coffee shop includes;
1. Expenditure in attaining equipment. Attaining good equipment means being successful and also encouraging profitability. Some of the equipment required to start a coffee shop include;
· Automatic drip coffee makers. This helps in pulling the weight of coffee. Its major function is to make standard coffee. Different coffee makers make different brands of coffee hence, La Vita Bella should have more than one coffee maker. It is recommended for the coffee shop to produce at least three brands of coffee. Therefore, three coffee makers will be considered in the shop, and these have an average price of £GBP 72.1033 each.
· High-quality espresso machine. This is used to brew coffee. Since the business is just starting, a single boiler automatic espresso machine will be acquired for £GBP 937.4963.
· An industrial coffee grinder. This is used in grinding additional supplements like beans, turmeric ginger, and others that are added into the coffee. The grinder to be acquired should be able to make all the different flavor profiles needed by the customers. The coffee grinder considered in the coffee shop will have a price of £GBP 434.7300.
· POS system and website. Due to the improved technology, business is done online; therefore, a good website for sales is recommended. The POS should be able to allow and allocate orders online. The total costs of installing the POS and the website for our coffee shop will amount to £GBP 900.73875 (Nicasio, 2018).
· Curbside pickup supplies. The curbside pickup includes the drink holders and the paper bags. For a start, an expenditure of £GBP 72.1033 will be used to buy curbside pickups and paper bags to allow constant delivery of coffee.
· Milk and water. These determine the quality and quantity of the drink. Different types of milk bring a difference in taste. Most especially, unprocessed milk is considered to avoid the side effects of processed milk products. Therefore, there is a need to include the cost of these two items. As La Vita Bella, £GBP721.03324 will be put in place to cater for the prices of milk and water in the first days of operation.
· Blenders. (Shutterstock, 2019) where he concluded that 38% of the café customers order blended drinks. Therefore, to capture all the customers to the shop, at least one high-quality blender should be acquired at the shop. Therefore, one blender will be acquired at the shop at £GBP 21.63.0.
· Ovens and toasters. There is a need to prepare food quickly to serve customers at all times. Ovens are used to preparing breakfast (sandwiches, bagels, and others which also rises the need to buy a conveyor toaster. The price of the oven considered in the shop is £GBP 1802.58 (Albaba, 2021).
· Refrigerators and freezers. These help in keeping the food and dairy products. Freezers are also used in the store to increases the shelf-life of the stored products. Two freezers are needed, and these should have capacities sufficient to stock all the products that are required to be refrigerated. The freezers that will be considered in the shop will have a price of £GBP 721.03 each.
· Shelving. These are used to store materials that do not require freezing. The need for storage in a coffee shop moves hand in hand with the average number of customers they obtain. The shelving price of the La Vita Bella coffee shop will be £GBP21.63.
· Containers, pumps, and storage. Since many people will take eatables and drinks from there and then throw the remaining, a large dumping place should be provided to avoid contamination of the whole floor. As a starting coffee shop, we shall consider £GBP10.81
· A security system. The security system helps in reducing the insecurity breakups, and it also keeps customers and employees safe. These may include cameras and alarms. These also help in reducing theft by the customers or employees. Updated security systems will be considered at £GBP108.15.
· Others. a sum of £GBP2884.13 will be put in place to cater for the acquirement of other small equipment like plates, spices, among others.
2. Hiring employees.
Employees aid the smooth running of the business since they are involved in doing all the required work at the shop. According to the survey conducted by (KLEIN, 2019), it was seen that 68% of the restaurants were finding problems in hiring employees. Therefore, the recruitment of employees should be looked at with a keen eye. For La Vita Bella coffee shop, £GBP2163.13 will be initially put for the hiring process of the employees.
3. Designing of the coffee shop floor plans. 
Most customers fall in love with the design of the shop, which attracts them over and over again. A good design also encourages the smartness of the coffee shop; therefore, this should be looked at as one of the factors that determine the growth of the shop. Therefore, £GBP3605.23 has been put into place to do all the designs required at the shop.
4. Licenses, permits, and incorporation certifications. 
Just like any other country, you need to finish some of the certifications like getting licenses before starting any business in the United Kingdom. The legal status also determines the records and accounts that a business is to keep. However, there are very few certifications needed when starting a partnership business in the UK. We shall spend £GBP 4326.27 on this.
5. Expenses incurred after the opening date. These include paying employees after the first month, among others.
The startup costs are as shown in the table below
	Startup costs

	NO.
	Start-up equipment
	Costs (£GBP)

	1
	Automatic drip coffee makers
	216.32

	2
	High quality espresso machine
	937.40

	3
	An industrial coffee grinder
	432.65

	4
	POS system and website
	901.35

	5
	Curbside pickup supplies
	72.10

	6
	Milk and water
	721.08

	7
	Blenders
	21.63

	8
	Oven and toasters
	1802.71

	9
	Refrigerators and freezers
	1442.16

	10
	Shelving
	21.63

	11
	Containers, pumps and storage
	10.81

	12
	Security team
	108.16

	13
	Others
	2884.33

	14
	Hiring employees
	2163.25

	15
	Designing of the coffee shop floor plan
	3605.42

	16
	Licenses, permits, and incorporation certifications
	4326.50

	17
	Expenses incurred after the opening date
	

	Total
	39,335.00


(Alberta Economic Development and Tourism, 2017)
[bookmark: _Toc80818567][bookmark: _Toc81860118]Cash flow projections
Here an estimate of expected cash from sales is done visive paying of the bills. This is a critical part of the financial plan since it shows how the money will flow to and out of business every month. The cash flow;
· Estimates the amount of money required to finance operations from month to month.
· Allows the shareholders to plan for worse states.
· Communicates with money lenders for the loans that the stakeholders want to cover to pay revenue.
· It can be used as a comparison between the estimated and the actual cash flow, and this allows the stakeholders to adjust their cash flows.
To prepare the cash flow, we considered the best and the worst projections; the worst scenarios may include the month when the business will do the biggest expenditures. Most especially the month when revenue charges and taxes are paid yet, there is even need to pay the employee salaries. If the revenue can be estimated at £GBP721.10 per month, taxes at £GBP576.88, and employ salaries per month estimated at £GBP3605.52, then the worst scenario can be at £GBP13556.50. The best scenario happens when there is good income obtained on sales and fewer expenditures. The best scenario came to be estimated at £GBP36054.53.
The bills that need to be paid promptly include the employee salaries, rent, and others. since the business is just starting, friendship will be created with the suppliers to allow delayed payment on the raw materials so that the income generated can be used first to clear other things like when acquiring assets and capital assets like vehicles for delivery and transportation.
	
	January
	February
	March

	Cash in
	budget
	actual
	Budget
	Actual
	Budget
	actual

	Cash sales
	
	
	
	
	
	

	Accounts receivable collected
	
	
	
	
	
	

	Other cash received
	
	
	
	
	
	

	Total cash in
	
	
	
	
	
	

	Cash-out
	
	
	
	
	
	

	Inventory purchases
	
	
	
	
	
	

	Wages and benefits
	
	
	
	
	
	

	Owner advances
	
	
	
	
	
	

	Rent
	
	
	
	
	
	

	Advertising, promotion
	
	
	
	
	
	

	Administration, office
	
	
	
	
	
	

	Utilities
	
	
	
	
	
	

	Insurance
	
	
	
	
	
	

	 Accounting, legal fees
	
	
	
	
	
	

	Total cash out
	
	
	
	
	
	

	Surplus or deficit
	
	
	
	
	
	

	Opening cash
	
	
	
	
	
	

	Closing cash
	
	
	
	
	


(Shutterstock, 2019)
[bookmark: _Toc80818568][bookmark: _Toc81860119]Income statements
The income statement presents the actual business revenue and the expenses. it is the difference between the company’s net profit and losses for a given specified time. For this coffee shop, these will be checked after every three months.
The income statement for La Vita Coffee shop is as shown below.
	 
	Years

	profit and loss (£GBP)
	2021
	2022
	2023

	revenue
	3605.45
	5408.17
	721.90

	cost of sales
	7210.90
	28843.62
	72109.06

	total another cost of sales
	1081.63
	14421.81
	18027.26

	salary and wages
	2163.27
	3605.45
	4326.54

	advertinsing
	554.51
	554.51
	554.51

	legal and accounting
	144.21
	180.27
	194.69

	utilities
	721.09
	1081.63
	1225.85

	insurance
	721.09
	721.09
	721.09

	taxes and lincenses
	4326.50
	4326.50
	4326.50

	interest
	1442.18
	2163.27
	3244.90

	total operation
	14759.93
	117204.47
	105452.3


(MISHRA, 2021)
[bookmark: _Toc80818569][bookmark: _Toc81860120]Balance sheets
After projecting the losses and profits, there is a need to also project the liabilities and assets, assess them to see whether the business is operating at a loss or in profits. It gives the record about a business at one time. The assets include the cash, inventory, accounts received, and the fixed assets of the business such as property, equipment, and vehicles, whereas the liabilities, include taxes owed, accounts to be paid, mortgages, leases, bank loans, and loans obtained from the stakeholders. The balance sheets will be prepared at least once a year. 
	balance sheet (£GBP)
	Years

	 
	2021
	2022
	2023

	Assets
	1174332.11
	1545333.23
	1882443.09

	current assets
	651144.82
	620498.7
	70666873.82

	Cash
	504763.43
	562450.68
	612927.02

	accounts receivable
	6489.81
	328817.32
	511974.33

	Inventory
	1442.18
	23074.90
	40,381.07

	other current assets
	0
	0
	0

	long term assets
	5245.93
	5245.93
	5245.93

	gross long-term assets
	5245.93
	5245.93
	5245.93

	accumulated depreciation
	0
	0
	0

	liabilities
	3605545.31
	468708.90
	1514290.28

	current liabilities
	8869.41
	17666.72
	36097795.96

	accounts payable
	7355.12
	10816.35
	4038.10

	short term debt
	201905.37
	86530.87
	216327.18

	long term liabilities
	43265.43
	86602.98
	3605.45

	equity
	216399.29
	349873.16
	609768.64

	preferred stock
	0
	0
	0

	owner's contribution
	0
	0
	0

	retained earnings
	216399.29
	34987316.42
	609768.64

	liabilities and equity
	1170041.62
	1431291.75
	2431820

	Check
	4290.49
	114040.48
	128880.52


(MISHRA, 2021)
[bookmark: _Toc80818570][bookmark: _Toc81860121]Break-even analysis
Break-even analysis enables the stakeholders to calculate the sales they are supposed to make to avoid losing money. A state where the total costs and the total revenue are equal is called the break-even point. Break-even analysis is based on three factors, these include selling price, fixed costs such as rent, mortgages, equipment leases, loan repayments, insurance, and core staff., and finally, variable costs such as additional staff salaries costs of goods sold, supplies, and materials.
[bookmark: _Toc80818571][bookmark: _Toc81860122]Business ratio analysis
This analysis includes several ratios that are used to assess the wealth status of the business. It also helps in identifying the positive and negative trends during the ongoing process of the business. The ratios to be used in this business will include;
· The current ratio. This compares the current assets of the business to the current liabilities, which evaluates the business’ ability to pay the bills. The current assets may include cash-on-hand, receivable accounts, and inventory. Financial institutions majorly put their interest in the current ratio when the business is acquiring a financial loan. A business with a good ratio of more than 2:1 is given a financial loan with ease than that without a current ratio less than or equal to 2:1.

· Quick ratio. This ratio is related to the current ratio, with only inventory bringing the difference. This is because some inventories are not easy to sell; therefore, a quick ratio is the best measure of liquidity.

· Debt to equity ratio. This ratio compares the debts of the business to the equity of the business, which gives the proportion of the business financial commitments.

· Return on investment ratio. This compares the net profits with the investment, and the results are given as a percentage. The return on investment determines the business profitability. If the investment is low, then it is advised to invest elsewhere.
 x 100
· Inventory turnover ratio. This can also be called stock turns. It compares the sales to the inventory to indicate the inventory turnover.
 
· Working capital. This is an estimation of the capital considered to be working in the business. It is given by getting a difference between the current assets and the current liabilities.
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Hello,
I am [------} and here to present about the marketing audit. Now the first thing that needs to know is what is a marketing audit?
Marketing audits the external and internal analysis of the business marketing environment of an organization. In fact, for understanding the current marketing ecosystem a marketing audit works as an incredible tool for the marketers. A marketing audit enables management to evaluate the performance with an in-depth look at the marking operations of the business
Now let us come to its objective. Its objective is related to four things of the organization. These are:
1. organization’s goals,
2. organization’s principles, 
3. organization’s objectives 
4. organization’s strategies
So Ultimately, a marketing audit is assisting the decision-makers to take major decisions based on facts, analysis and data will support the overarching goals of the business 
Slide 2
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Now, We have a basic understanding of marketing audits. And as we know that it is about the analysis of the external and internal environment of the organization. And these analyses facilitate knowing some basic but the most important and effective answers to some questions. Some of these questions are
1. What I'm doing working?
2. Where are my leads coming from?
3. Am I reaching the right audience effectively?
4. Is anyone seeing my messages or are hearing my ads or feeling my fields?
So it is easy to say that the success of a business greatly depends on the analysis of the market. Now, If we are wondering whether marketing efforts are working or not, the answer will be depended on the quality of the research. Because marketing research helps to know the market more accurately and thus helps to collaborate the strategy with the market .
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If our company try to work with the whole market it will become so much messy because there are many variables in the market on which our strategy may differ. And that is the reason for our failure when working with the whole market. 
And there is an easy solution for that. we just need to segment our whole working market by some factor. That will assist in gaining competitive advantages and also will help us to define the proper strategy for a specific situation or in a specific environment.
These factors could be:  
1. [bookmark: _Toc80024832]Behavioural
We can segment our market by the approach of our potential consumers. Being a Food Coffee Shop and a medium-size organization we can easily determine the approaches of our consumers.
2. [bookmark: _Toc80024833]Psychographic
We can also learn about the personality, values or lifestyle of our potential consumers. Not only that by the direct interaction with the consumers we can also measure their risk aversion. 
3. [bookmark: _Toc80024834]Demographic
We can also segment our market by the consumers’ personal attributes. These attributes. Could be age, marital status, ethnicity, education or even gender or occupation .
4. [bookmark: _Toc80024835]Geographic 
As geographical location may very the consumers’ interest we must be concern about this. We can go through a study of our consumers’ region, state, city or even their neighbourhood .
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The next thing we have to decide is which segments to target. We have to do this by finding the most attractive ones. Those attributes for being most attractive may vary. For that we can follow some steps. Like:
The first thing we need to do is to look at the profitability of each segment. We must define a line to show the consumers’ bottom line means we will show which consumers’ groups contribute most to your bottom line.
The second thing is to analyze the size of our potential market. Because if we are able to define our potential market then we will be able to define the potential growth of each customer group .
Lastly, we have to make sure that we are not reducing revenue by shifting our focus to such a small niche market. And we also have to think carefully about our area of work. How well our organization can serve the market is also a big part of this concern.
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In this area, we have to clarify our goal and how we want to position our product. Because this part greatly involves the target of the most valuable customer segments. Then, we may select our marketing mix which includes 4Ps, the product, price, promotion and place.
Here we can follow two-step:
First, we have to consider why the reason for purchasing our product bu the consumers. We have to add some value which could ensure to purchase our product rather than purchasing our competitors’ product by the consumers.
Next, we have to ensure the proper guidance we have to look at the wants and needs of each segment. We have also need to watch the problem that our product is solving for our consumers. That will easily create a value proposition. 
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To have a better understanding and analysis of our business we need to know about the Strengths, Weaknesses, Opportunities and Threats. This whole process of analysing Strengths, Weaknesses, Opportunities, and Threats is called SWOT analysis. 
[bookmark: _Toc80024839]
[bookmark: _Toc81860124]Strengths
On the strengths part, we have to try to describe the organization’s strong part that is helping the organization in a competitive market. We hope that by analyzing strengths we could find a strong brand value, some loyal consumers base and so on.
[bookmark: _Toc80024840][bookmark: _Toc81860125]Weaknesses
Now weaknesses are those that restricting organizations from performing at optimum level. It is really important to find out weaknesses. Because if we failed to find the weaknesses we may fall in danger and may not be able to perform at an optimum level. 
[bookmark: _Toc80024841][bookmark: _Toc81860126]Opportunities
And Opportunities are those changes that are favourable to external factors. We have to analyse opportunities because we may find several things that are unknown and we could take it Opportunities.
[bookmark: _Toc80024844][bookmark: _Toc81860127]Threats
Lastly, threats are those which may cause the potential to harm our organization. By analysing it we may find threats because of something that we do not even count. The threat could also come from increased competition or even from a tight labour supply.
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Now let’s talk about competition. We can do competitor analysis as a process of evaluating our existing competitors’ services or strategies. These services could be the competitors’ existing products or potential products that they are trying to make penetrate it could be also their marketing strategies. 

Now a question may arise that Is there any reason for competitor analysis?
The answer is yes. To understand the reason for competitor analysis we would like to say a sentence. And that is “Keep your friends close, but keep your enemies even closer.”  Because when we are looking at our competitor they are not stopped looking at us. And as a result, they could assume our strategy and may take action to gain the overall advantages.
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To conduct the analysis we need to get data and follow some steps. These are: 
[bookmark: _Toc80024848]Identify your competitors
The first thing that we need to know is who is our competitors. That’s the most vital question to conduct this analysis.
[bookmark: _Toc80024849]Perform a competitor SWOT analysis
Then we could do SWOT analysis of our competitor that will help us to get a view from their perspective. It is really important to have a look from their perspective. 
[bookmark: _Toc80024850]Examine competitors’ with various factors
For this part we can set some personalized analysis for this part. This could have some steps like:
4.0 Creating research hypotheses
5.0 Selecting our research methods
6.0 And do the research
7.0 Come up with the best result.
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After making all the external and internal analyses of our business marketing environment we need to come up with a solution that will help to make a better strategy. We always need to remember that we have to always try to add value to our brand. That’s the main thing about marketing. As we already described that we can do it in many ways. But the most important part is to synthesis the marketing part with the other department. 
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* The business plan is necessary because
it helps you to have an overview of your
business and can be useful especially in
difficult times, but it can also help you to
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What is Marketing Audit?

Marketing audit is the external and internal analysis of the business marketing environment of an organization . (Wilson,
2005)

Its objective is related t0: (i & koisny, 2017)

organization’s goals,

organization's principles,
organization's objectives
organization’s strategies
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Marketing research (Cahya, 2019).

Marketing research helps to know some answers like:

What I'm doing working?

Where are my leads coming from?

Am | reaching the right audience effectively?

Is anyone seeing my messages or are
hearing my ads or feeling my fields?
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(Goémez et al., 2019).
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(Hadrian, 2019).
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Positioning

1. Consider why the reason for purchasing

2. Proper guidance to specific segment.

(Chen et al., 2019).

HIGH PRICES
Brand Ageing @
Addict Romeo

Coffee1 Coffee2

LOW PRICES










image11.emf
(Kusuma, 2017)
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Introduction

This presentation will identify the role of target customers
for the business plan of Green Food Coffee Shop. The
market and competitor analysis for the company are also
presented in this context. The marketing plan for the
company has been presented with three such promotional
activities.
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* How many potential customers do you estimate are
there in your target regions for this financial year?

 There are about 150,000 customers in the target region
who spend time at cafes and coffee shops

Briefly describe your target customers and any other
distinguishing features, expanding on any of the
areasyou have already highlighted above

The company plans to apply a low pricing strategy for the
students and several middle-classemployees
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¢ What customer need or problem do your product(s)
and/orservice(s) address?

e The ambiance of a coffee shop also matters and
henceforth, it is prioritized in Green Food Coffee Shop

 Providing quality coffee flavors is one of the key factors
that our products focus on
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¢ Explain your approach to pricing your product(s) and/or
service(s).

© The products would be available at low prices based on an
economy-pricing strategy

© The electronic sign-in devices help to reduce the waiting
lines





image24.jpeg
arket Analysis
Trade fairs and exhibitions

Green Food Coffee Shop did their market analysis by trying

out the different coffee flavors the food exhibitions were
offering

Surveys and questionnaires
Social media research

Social media has given the facility to business organizations
or individuals to create ‘pages’ or ‘websites’, through which it
can connect to the world. People tend to share_ blogs and
posts about any particular thing that they tend to like
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mpetitor Analysis

¢ Tinderbox

® The company maintains a good brand image in the city
with high customer visits each day

® The market penetration strategy of the company is
very poor





image26.jpeg
Continued

* Starbucks

© The company has a very strong brand image with a
great number of customers loyal

© The company was previously charged for tax avoidance
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Continued

Green Food Coffee Shop
It would innovate the coffee flavors seasonally.
The company lacks a proper website for its brand.





image28.jpeg
rketing and sales

Website (for e-commerce)

* By developing the company website with new features
and great content, website marketing would be done.

* The company would use certain tricks to get into the
‘most searched list’ of popular search engines like
Google
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Continued
Social media

 Clear and definite goals would be set for social media
marketing with pre-planning of tracking it as well.

© Three social media platforms would be chosen by the
company namely, Facebook, Twitter, and Instagram.
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Continued

Events and exhibitions

The company plans on presenting its products in yearly
and monthly exhibitions and events that place in the city.

Special discounts would also be provided by Green Food
Coffee Shop to attract more customers to the exhibitions.
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Conclusion

The target market analysis of Green Food Coffee Shop had
been elaborated here. The target customer range was
analyzed by considering the business expansion plan of the
company in Glasgow, UK. Their strategy of applying a low
pricing strategy and providing different flavor pouches in

the coffee containers had been elaborated in that part as
well.
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-Financial Plan

Start-up costs:

e Attaining good equipment such as high-quality
espresso machine, refrigerators, freezers,
shelving etc.

e Hiring employees

e Designing of the shop

e Licenses, permits, and incorporation
certifications

e Expenses incurred after the opening date
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The start-up costs are as shown in the table below
(Alberta Economic Development and Tourism, 2017)

Startup costs

NO. Start-up equipment Costs (£EGBP)
1 Automatic drip coffee makers 216.32
2 High quality espresso machine 937.40
3 An industrial coffee grinder 432.65
4 POS system and website 901.35
5 Curbside pickup supplies 72.10
6 Milk and water 721.08
7 Blenders 21.63
8 Oven and toasters 1802.71
9 Refrigerators and freezers 1442.16
10 Shelving 21.63
1 Containers, pumps and storage 10.81
12 Security team 108.16
13 Others 2884.33
14 Hiring employees 2163.25
15 Designing of the coffee shop floor plan 3605.42
16 Licenses, permits, and incorporation 4326.50

certifications
17 Expenses incurred after the opening date
Total 39,335.00
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Income statements

The income statement presents the actual business revenue and the expenses. it is the difference
between the company’s net profit and losses for a given specified time. For this coffee shop, these will
be checked after every three months.

The income statement for La Vita Coffee shop is as shown below.

Years

profit and loss (£EGBP) 2021 2022 2023
revenue 3605.45 5408.17 721.90
cost of sales 7210.90 28843.62 72109.06
total another cost of sales 1081.63 14421.81 18027.26
salary and wages 2163.27 3605.45 4326.54
advertising 554.51 554.51 554.51
legal and accounting 144.21 180.27 194.69
utilities 721.09 1081.63 1225.85
insurance 721.09 721.09 721.09

taxes and licenses 4326.50 4326.50 4326.50
interest 1442.18 2163.27 3244.90
total operation 14759.93 117204.47 105452.3
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Balance sheets

balance sheet (EGBP) Years
2021 2022 2023

Assets 1174332.11 1545333.23 1882443.09
current assets 651144.82 620498.7 70666873.82
Cash 504763.43 562450.68 612927.02
accounts receivable 6489.81 328817.32 511974.33
Inventory 1442.18 23074.90 40,381.07
other current assets 0 0 0
long term assets 5245.93 5245.93 5245.93
gross long-term assets 5245.93 5245.93 5245.93
accumulated depreciation 0 0 0
liabilities 3605545.31 468708.90 1514290.28
current liabilities 8869.41 17666.72 36097795.96
accounts payable 7355.12 10816.35 4038.10
short term debt 201905.37 86530.87 216327.18
long term liabilities 43265.43 86602.98 3605.45
equity 216399.29 349873.16 609768.64
preferred stock 0 0 0
owner's contribution 0 0 0
retained earnings 216399.29 34987316.42 609768.64
liabilities and equity 1170041.62 1431291.75 2431820
Check 4290.49 114040.48 128880.52
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What is Marketing Audit?

Marketing audit is the external and internal analysis of the business marketing environment of an organization. (Wilson,
2005)

Its objective is relatedt: wisy., 2017)

organization's goals,

organization's principles,
organization’s objectives
organization's strategies
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       What is Marketing Audit? Marketing audit is the external and internal analysis of the business marketing environment of an organization  . (Wilson,  2005)  Its objective is related to :  ( Balyk &  Kolisnyk ., 2017).  organization’s goals, organization’s principles,  organization’s objectives  organization’s strategies
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Marketing research (Cahya 2019).

Marketing’ research helps to know some answers like:

What I'm doing working

Where are my leads coming fi

Am | reaching the right audience effect

Is anyone seeing my messages o
hearing my ads or feeling my fiel
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                                                                                                            Where are my leads coming from? What I'm doing working? 01 02 Am I reaching the right audience effectively? 03 Is anyone seeing my messages or are  hearing my ads or feeling my fields? 04 Marketing research    Marketing    research    helps    to    know    some    answers    like    : ( Cahya , 2019).
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Market segmentation
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(Gomez et al., 2019).
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        Market segmentation Demographic Behavioural Geographic  Psychographic                                         (Gómez et al., 2019).
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(Hadrian, 2019).

Targeting

1. Profitability of each segment

2. Analyzethe size of our potentiaimarket

3. Not reducing revenue by shifting focus to small niche market
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             Targeting    3. Not reducing revenue by shifting focus to small niche market 1. Profitability  of each segment 2. Analyze  the size of our potential  market (Hadrian, 2019).
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Positioning

1. Consider why the reason for purchasing

2. Proper guidance to specific segment

Coffee1

(Chen et al., 2019).
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             Positioning        Coffee1 Coffee2 1.  C onsider  why the reason for purchasing  2 .  Proper guidance to specific segment . (Chen et al., 2019).
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SWOT analysis
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                            SWOT analysis    (Kusuma, 2017)
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Competitor analysis

Competitor analysis as a process of evaluating our existing competitors’ services or strategies.

Is there any reason for competitor analysis???

(Chen et al., 2019).
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       Competitor analysis Competitor analysis as a process of evaluating our existing competitors’ services or strategies.  Is there any reason for competitor analysis??? (Chen et al., 2019).
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(Chen et al., 2019).
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                                                Conducting analysis  Identify your  competitors   Perform a  competitor  SWOT  analysis.   Examine  competitors’  with various  factors (Chen et al., 2019).
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