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Start-Up Finance Needed
	Item
	Estimated Cost (£)

	Lease deposit and advance rent
	9,000

	Renovation and interior fit-out
	18,000

	Espresso machine, grinder, fridge, dishwasher and blender
	16,500

	Furniture and fixtures
	7,000

	POS system and website setup
	2,500

	Initial stock
	3,500

	Licences, insurance and legal setup
	2,000

	Staff recruitment and training
	3,000

	Launch marketing budget
	2,500

	Working capital reserve
	11,000

	Total finance needed
	75,000

	
	



What is Coffee Star?
Coffee Star will provide high-quality, sustainably produced coffees to customers in a comfortable, environmentally friendly space, with a focus on improving local communities. Coffee Star also has a website where customers can place orders for pickup or delivery; the sale of products at this location will be an additional source of revenue for Coffee Star and will complement sales through its retail partners.
In addition to environmentally responsible purchasing of coffee beans from environmentally friendly farmers, Coffee Star will promote the use of reusable containers to reduce the environmental impact of its business. Each customer will receive a discount if they provide their own reusable container to use when purchasing a beverage from Coffee Star. This encourages customers to participate in recycling programs, such as the City of Cardiff's 'Recycle It' program, by providing them with a reason to bring their own reusable containers and reduce the amount of waste produced by their purchases from Coffee Star.
Coffee Star's goal is to provide quality food and drink products that meet the needs of all customers while minimising the environmental impact of its operations. It will achieve this by offering a wide range of products that appeal to customers of all ages. Each item on the menu will be food-based and will provide a significant amount of nutrition per serving. In addition to providing nutritious food and beverages, Coffee Star will also seek to engage customers and educate them on sustainable products and practices.
Overall, Coffee Star is committed to delivering high-quality, sustainable foods and beverages to its customers. It is also dedicated to educating its customers about environmentally responsible purchasing options and to encouraging customers to take responsibility for their waste, both by using reusable containers whenever possible and by recycling products when they are no longer able to use them. Ultimately, these efforts will help Coffee Star to become a successful, environmentally responsible coffee shop in the heart of Cardiff. The focus of the company will be to provide premium quality food and coffee to customers sensitive to ethically sourced products, sustainable low-waste practices, and responsible community involvement.
The Coffee Star business will, in the short term, wish to successfully launch, create a loyal customer base, and achieve break-even within the first 12 months of operation. They will be aiming for monthly sales of approximately £22k by the 10th month of operation and have around 400 repeat customers through loyalty schemes and high standards of service. In the medium term, Coffee Star plans to diversify its product offering by introducing retail coffee beans, office coffee subscriptions, and small event catering. Long term, Coffee Star may consider opening a second location or developing a robust online selling channel.
These objectives are possible because sustainable business planning enhances managerial effectiveness; allows start-ups to go from concepts to structured actions (Ramirez, 2024); there is evidence that sustainability is an important consideration for new venture development, if sustainability is incorporated into the value proposition, operations, and customer relationships from launch (Mazzoni; Sedita, 2025).
Coffee Star will be environmentally, socially, and economically sustainable. Environmentally, Coffee Star will source their coffee beans from either fair-trade or traceable sources; minimise single-use packaging; separate waste streams; compost organic materials whenever possible; and promote re-usable coffee cup usage. Additionally, Coffee Star will explore up-cycling and circular economy ideas such as reusing both coffee grounds and surplus materials for products sold in local markets with partnerships, which aligns with the current trend of reducing waste created from coffee shops (Nazwa et al., 2025). The coffee shop industry is going through a transformation when it comes to waste management, and by applying structured methodologies to reduce environmental impacts, the supply chain for coffee shops will become much more sustainable and efficient (Manalac et al., 2026).
Physical Resources Required
Coffee Star will need approximately 1,000 to 1,300 square feet of retail space and seating for between 30 and 40 customers. The retail space will include a service counter, kitchen preparation area, storage room, customer restrooms, and decorative branding. Renovations will seek to develop a contemporary yet warm environment and to include durable furnishing, energy-efficient lighting, and sustainable materials where possible. Coffee Star will need equipment (espresso machines, coffee grinders, fridges, dishwashers, ovens or microwaves for food prep, shelving, sinks, blenders and display fridges), furniture (tables, chairs, counter, menu boards, waste-sorting areas) and a digital point-of-sale system (for payments, inventory control and customer loyalty tracking).
Resource efficiency is important as coffee production and consumption have environmental and economic impacts, especially regarding milk, energy, waste and packaging (Gosalvitr et al., 2024). Coffee Star will therefore source energy-efficient equipment and operate a menu that provides variety while maintaining stock efficiency.
Human Resources Needed
At the time of opening, Coffee Star will have 1 full-time manager, 3 baristas, 1 part-time kitchen worker and 1 part-time cleaner. The owner will also help run the business during the opening phase. Staff will be trained in coffee preparation, customer service, safe food handling, waste separation and communicating with customers about sustainability.
People are critical to the success of coffee businesses as they contribute significantly to service quality, which in turn impacts how satisfied customers are and if they return. Research shows that service quality, trust and the perceived value of service are key components of customer satisfaction (Prasetio et al., 2025). Furthermore, experience, consistency and quality of service have the greatest impact on customer loyalty for coffee businesses in the UK (Chitez et al., 2025). Therefore, Coffee Star must develop its staff from day one.
Sustainable management of human resources is also essential. When an organisation provides its employees with support, fairness, and a positive working environment, employee loyalty and retention increase (Cachon-Rodríguez et al., 2022). Coffee Star will implement this strategy by providing employees with fair work schedules, various training options, recognition of their achievements, and clear communication. Having lower employee turnover will contribute to reducing the costs associated with recruiting new employees and to maintaining the consistency of service quality provided by Coffee Star.
Total estimated start-up costs for Coffee Star will be £75,000, which includes lease for premises, equipment purchase/lease and fit-out costs, initial inventory, training costs, licenses, marketing and working capital. Funding for Coffee Star could consist of funds from the business owner, a small business loan or possibly any applicable sustainability-related grant.
Working capital is very important for Coffee Star because it may take several months to generate stable sales in a coffee shop business. Fixed costs such as rent and wages must be paid before the business reaches stable revenue levels. Therefore, Coffee Star intends to set aside £11,000 in cash reserves to be used to cover operating expenses during the development of Coffee Star’s business.
Coffee Star will implement digital systems to help manage finances, inventory and labour scheduling. Several studies show that using digital systems will help create more sustainable businesses by improving operational efficiency and providing better decision-making support (Su & Wu, 2024). Additionally, several studies assert that digital systems can help create a sustainable supply chain, because they improve the visibility, planning and coordination of the supply chain (Qureshi, 2022). Even a small business like Coffee Star will benefit from using simple digital systems to reduce waste and increase cash control.
Coffee Star will be targeting the following groups as potential customers: students, office workers in the local area, young professionals, and residents in the local area who value environmentally conscious consumption. These groups typically value the convenience, quality and ethical consumption of products. The brand will establish itself as a warm, innovative, sustainable coffee shop that provides incredible quality coffee and great meaning through its sustainability efforts.
The product strategy will contain premium coffee, seasonal beverages, baked items, plant-based options, and retail coffee bean sales. The pricing strategy will compete against other independent coffee shops in the local market, while strategically offering a slightly higher price point, due to premium product quality and sustainable practices. The place strategy is dependent upon strong pedestrian/in-store traffic and the demand for take-out coffee.
Promotion will focus on digital marketing via social media such as Instagram, TikTok, etc, to promote Coffee Star’s products, sustainable practices and customer experience. Digital loyalty programs, special student pricing, opening events, and partnerships with local community organisations will all help create brand awareness. Due to the cost-effective method of targeting, engaging and building the brand using digital marketing, this is key for small business success (Smith, 2022; Setyawati et al, 2023). Coffee Star will also communicate its circular economy practices clearly, as research shows that sustainability messaging in the coffee shop industry impacts consumer engagement and supports the adoption of sustainable eating behaviours (Molano Ramirez & Kohler, 2023).


PESTLE Analysis
· Political: There may be advantages for Coffee Star from the current government support for environmentally sustainable companies, waste reduction and small business support. However, Coffee Star will still have to comply with food safety regulations, business rates, insurance, etc, as well as other employment legislation.
· Economic: Changes in inflation, energy costs, and raw material prices may impact Coffee Star’s profitability. If consumers are faced with an economic downturn, they may decrease discretionary spending. 
· Social: The consumer desire for ethical sourcing, plant-based choices, and environmentally friendly consumption is on the rise. Coffee Star also helps serve as a community venue and a place for individuals to meet. Combinations of coffee, eco-friendliness, and social consciousness will grow among consumers due to the increase in environmentally aware coffee shop patrons, according to Coffee Star.
· Technological: Coffee Star can increase efficiency and encourage repeat customers using digital ordering systems, loyalty apps, stock control systems, and data analytics. Additionally, artificial intelligence (AI) driven tools can help Coffee Star improve operations through reducing waste and improving resource management as a small business (Jones et al., 2024).
· Legal: Coffee Star will also have to comply with health and safety laws, food hygiene regulations, employment regulations, insurance requirements, and data protection rules that affect their digital operations.
· Environmental: There is a growing trend for the hospitality industry to reduce its greenhouse gas emissions, reduce its packaging waste, and reduce its food waste, creating compliance difficulties along with beautiful branding opportunities for Coffee Star.
SWOT Analysis 
· Strengths: Coffee Star will create a clear sustainability focus, a strong brand identity, and increase relevance in a marketplace where the consumer places significant value on ethical consumption and brands that are focused on social responsibility. The combination of offering high-quality coffee along with operating practices that are environmentally conscious should help them stand out in a crowded marketplace.
· Weaknesses: While start-up costs for Coffee Star will be relatively high, and sustainable sourcing may create a greater cost for sourcing products than that which is realised by existing coffee shops, Coffee Star will still need time to build its brand's reputation and consumer loyalty because it is entering the market as a new competitor.
· Opportunities: Coffee Star has the potential for expansion into subscription programs, catering, retail beans, and forming partnerships with local organisations. Additionally, creating a sustainable brand can help Coffee Star create a stronger brand value and encourage consumers to become more "attached" to it. (Sah et al., 2025).
· Threats: Significant competition exists within the coffee shop marketplace, including chain coffee shops and established, independently owned coffee shops. The performance of Coffee Star may also be adversely impacted by the increasing cost of doing business, limited consumer activity, and a shortage of employees. While prior research on cafes shows sustainable business practices tend to lead to a successful cafe financially, unfortunately, sustainability also creates the potential for financial loss if proper attention is given to maintaining these practices (Madayag et al., 2026).
Brief Cash Flow Forecast
	Monthly Cash Flow Item
	Amount (£)

	Income
	

	Coffee sales
	13,000

	Food and bakery sales
	6,500

	Retail beans and merchandise
	2,500

	Total Income
	22,000

	Costs
	

	Rent
	2,500

	Wages
	8,500

	Utilities
	1,200

	Stock
	4,300

	Marketing
	600

	Insurance and licences
	300

	Miscellaneous and maintenance
	1,100

	Total Costs
	18,500

	Estimated Monthly Net Cash Surplus
	3,500



Plan B/Contingency Plan
Coffee Star is developing an operational plan to help mitigate the risk of financial, operational or market instability. First, it will set aside enough cash flow to cover at least three months of essential expenses if actual revenues do not meet expectations. Second, Coffee Star will work with multiple suppliers to reduce the risk of product shortages or sudden price increases. Third, Coffee Star will keep its most critical areas, labour scheduling, flexible so they can adjust to customer demand without sacrificing service levels.
If customer counts decline, Coffee Star will focus on the takeaway, delivery, office order and local marketing to gain business. If customer waste continues to increase, Coffee Star will evaluate inventory purchasing, portion control, and menu design to identify how to reduce the waste generated by the business. If customers are more likely to take their business elsewhere than originally anticipated, Coffee Star will focus on improving service quality, providing loyalty programs and communicating clearly about sustainability initiatives. Strong customer loyalty in the coffee business is based on providing consistently high levels of service and building trust between customers and companies as much as it is about the quality of the product (Chitez et al. 2025).
Conclusion 
Coffee Star is a viable, responsible coffee shop start-up concept that has the potential to be profitable and is grounded in sound principles of sustainability. To successfully launch the business, Coffee Star requires approximately £75,000 in start-up funds. In addition, Coffee Star will need to provide a quality service to its customers, properly manage resources and effectively market the business using digital media to succeed. Coffee Star’s sustainability model is credible as it evaluates the environmental, social and economic dimensions of sustainability as an integrated model, rather than assessing each dimension separately as distinct values within the business. Extensive research supports the benefits of innovating through eco-innovation, providing customers with high-quality service, utilising digital systems, and adopting circular methods of doing business within the coffee sector by enhancing the performance and resilience of the business (Tegethoff et al. 2025; Sah et al. 2025; Su & Wu 2024).
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