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[bookmark: _Toc224404900]Introduction
The term entrepreneurship defines the process of identifying opportunities in the business world by leveraging existing or new resources creatively and innovatively (Ratten, 2023). In this current study, an idea for a new business, that is a café, where customers can set their mood through a mobile application and customise their drinks accordingly. This study will offer a cohesive idea of the proposed business, highlighting the company’s objectives and USP. Following this, the study will analyse the business environment and competition, along with the target market, legal management and financial planning. A brief reflection on the concept of entrepreneurship will also be presented.  
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[bookmark: _Toc224404902]Element 1: Business Idea, Product/services, Objectives & USP 
Overview of the Business Idea
The idea for the new business is a mood-driven café in London, which will be offering highly personalised experiences to customers. MoodBrew Café will leverage smart technologies to create a relaxing and engaging experience for customers by allowing them to customise their orders and ambience as per their current moods. In achieving this, the business will develop a mobile application, which customers will need to download and use to select from different moods, such as energetic, focused, relaxed, romantic, and more. The mobile application will be integrated with smart lighting and music to allow them to change their ambience easily. Based on the selection of the mood preferences, they will be recommended drinks and food items that can suit the chosen emotional mood. 
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Figure 1: Company Logo
(Source: Created by the learner)
The idea of the business comes from the growing demand for personalised services among customers in the modern day. According to a recent report, 78% of Generation Z are willing to provide access to their personalised information for personalised food and drink recommendations (Mintel, 2025). The aim of the café is to prioritise the emotional comfort of customers by combining technology and hospitality services to create a safe and social space for customers to feel comfortable. Therefore, this business idea will resonate with the younger generation. 
Business Objectives 
Short-term Objectives
· To successfully establish MoodBrew Café and develop and refine the mobile application, which enables customers to select their moods 
· To build brand awareness by gaining at least 5,000 followers across social media platforms within the first year 
· To gain at least 500 app downloads by customers within the first six months of the business 
· To acquire at least 120-150 customer footfall per day within the first year
Long-term Objectives 
· To expand the business by opening 3-5 cafes in multiple cities in the UK, within the next 5 years 
· To establish a strong brand presence on social media by achieving 30,000 followers within 5 years 
· To increase the number of active users to 5,000 within 3 years 
Unique-Selling Points (USP) 
According to the definition of Majka (2024), a USP refers to a distinct and compelling statement that captures the main and unique features of a product or service with the purpose of setting the company apart from its competitors. Developing a well-established USP is necessary for a business to attract customers. In this case, the main USP of MoodBrew Café will include the following-
· The main unique feature lies in its mood-driven café that will leverage smart technology to offer a personalised experience to customers. The main aim of the café will be to allow customers to actively shape their experiences by selecting and changing their environment in accordance with their mood or feelings. 
· The integration of the application with smart technologies will help in the creation of an interactive and multi-sensory experience that can elevate the average café experience of customers. 
· In this setting, customers will not only be purchasing food or beverages but also engage in an environment that can help them relax and enjoy themselves fully. 
· The personalised approach of the café can help build stronger emotional connections with customers that can make them more inclined to visit the café. 

[bookmark: _Toc224404903]Element 2: Business Environment & Competitor Analysis
PESTEL analysis 
The PESTEL analysis model is a framework which is used for analysing the business environment of a company using six elements, which are political, economic, social, technological, legal and environmental (CFI, 2026).
Political 
The index of political stability of the UK has been recorded at 0.26 in 2024 (The Global Economy, 2026). This has been a decline from the 0.37 points in 2023, showing that the political stability of the nation has reduced considerably. MoodBrew Café must have a strong contingency plan to make sure that its growth is not compromised if there is an outbreak of political terrorism.  
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Figure 1: Political stability of the UK
(Source: The Global Economy, 2026)
Economic 
The rate of inflation in the UK as of January 2026 has been recorded at 3% (Trading Economics, 2026). This shows that the rate of inflation in the UK is considerably high, and this factor can compromise the profit margins of the brand. Additionally, it can also reduce the buying power of the customers, which can reduce the sales of the brand and compromise its growth. 
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Figure 2:  Inflation Rate
(Source: Trading Economics, 2026)
Social 
The consumer spending of the UK has increased to $418232 million in the fourth quarter of 2025 (Trading Economics, 2026). This shows that with the rise of inflation in the UK, consumers have been responding by spending more to ensure that their standards of living are not compromised. It indicates that the brand will be able to earn considerable profits through selling its products in the UK. 
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Figure 3: Consumer Spending
(Source: Trading Economics, 2026)
Technology 
The rate of penetration of the internet in the UK has been recorded at 97.8% (Kemp, 2025). Through effectively leveraging the internet usage, MoodBrew Café can focus on using digital marketing methods for promoting the business. This can make sure that the visibility of the brand is enhanced and that the company can showcase their unique selling point to the customers. It will play a key role in ensuring that the sales of the brand are enhanced.
Legal 
The Data Protection Act 2018 is the national data protection law of the UK (DLA Piper, 2025). The principles of this law focus on protecting the data of the citizens of the UK. During the process of online marketing, the brand will have to integrate the principles of this law to make sure that it does not misuse the data of the customers during the process of marketing. 
Environmental 
The Environment Act of 2021 is a framework for the protection of the environment in the UK (Client Earth, 2022). Following the principles of this law is crucial as it will ensure that the brand can develop sustainable processes, like using biodegradable packaging, reducing waste generation, preferring renewable energy and so on. It is a crucial step to be taken to make sure that the company can maintain its competitive dominance in the market. 
SWOT analysis 
SWOT analysis is a framework focusing on analysing the strengths, weaknesses, opportunities, and threats of a company (CFI, 2026).
	Strengths
· High personalisation
· Technology-driven innovation
	Weaknesses
· Significant initial investment
· Technology dependence

	Opportunities
· Rising demand for cafés focusing on experiences 
· Data-driven menu innovation
	Threats
· Growth in competition
· Changing needs of the market 


Table 2: SWOT analysis
(Source: Created by the Learner)
The concept is highly unique, and the customers would remember the same easily, as the brand will focus on interactive and immersive experiences, with the app providing smart café systems and improving the experiences. However, the first investment is likely to be considerably high due to the need for integrating technologies along with traditional café systems. If the app malfunctions, the experiences of the customers and operations can be severely disrupted. However, there has been a rising demand for unique cafés, and the data-driven menu development process will ensure that the café always has appealing elements for the customers. Nonetheless, some of the threats which can be faced include rising competition in the market and the changing needs of the same. 
Porter’s Five Forces 
According to Ndzabukelwako et al. (2024), Porter’s five forces model proposes five elements which have to be considered to analyse the competitive situation of a market, which are competition, supplier power, customer power and threats of new entrants and substitute products. 
	Forces 
	Impact 

	Competitors 
	High 

	Supplier power 
	High

	Customer power 
	High

	Threats of new entrants 
	Moderate 

	Threats of substitute products 
	Low 


Table 3:Porter’s Five Forces
(Source: Created by the Learner)
The main cafés in London are The Palm Court, St. Ermin’s Tea Lounge, Urban Social, Tattle Coffee House and so on (Trip Advisor, 2026). Due to the high number of competitors, the power of the customers and the suppliers is also considerably high, as there are many other brands they can work with. While this sector is resource-intensive due to the usage of modern technologies, opening cafés is easy, which is why there is a moderate threat of new entrants. On the other hand, substitute services cannot easily replicate the brand’s offerings, which is why the threat of the same is low.
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Market Segmentation and Target Customers
One of the key tools of marketing has been market segmentation, whereby companies in a large market can be divided into minor groups with similar characteristics, such that targeting and positioning become easy (Wardana et al., 2023). The behaviour-based segmentation, psychographic and the key demographic are employed in the case of a mood-based cafe.
Demographic segmentation of MoodBrew Café will be according to the age, job and the level of income (Koziel and Shen, 2025). The key customer group of the company consists of young adults aged 18-35 who include university students, young employees, freelancers, and digital employees. The environments must be relaxing, social or working, and please such individuals too (Ng and Hsu, 2024).
Psychographic categorising relies on the individuals who are interested in personal experiences, emotional welfare and consumption with respect to lifestyle (Ahmed, 2022). Consumers would also be more inclined to the aesthetic appeal of mood-responsive cafes, which offer the opportunities of modern and innovative cafe culture, and the application of technologies. 
The behavioural segmentation will aim at the customers who frequent the cafes for leisure, work or socialisation. The other market segment that may be identified is the regular cafe visitors who would not simply give money to have a cup of coffee but have something to remember. 
With reference to positioning the business, the business will attempt to position itself as a new and personalised cafe experience, within which technology will positively contribute to adding comfort and emotion to the customer. The competitor analysis depicts that the market has some established cafe brands. Starbucks and Costa Coffee businesses have a strong orientation on brand consistency and high-quality drinks, but a limited scope of personalisation in terms of ambience (Tronco, 2026). Similarly, Caffe Nero is concerned with the sluggish Italian-themed cafe setting but does not incorporate the technology-based customisation of the environment (Caffe Nero, 2026). 
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Figure 1: Positioning Map
(Source: Created by the learner)
Application of the 4Ps of Marketing
The 4Ps of marketing bring insight into how the business generates value to customers across the line of product prices, place, and promotion (Singh and Jena, 2024).
Product: It is a gift of speciality beverages, simple cuisine, and a personal experience in terms of ambience, which will be based on a mobile app of MoodBrew Café. Emotional comfort and personalised ambience are the overriding value statements as opposed to coffee or food items. The cafe will enable its clients to select the existing moods through their mobile application that regulates the nearby ambience, such as the colour of the light, music and beverage suggestions. 
Price: Pricing will be determined through the value-based pricing strategy, as the experience is unique (Goodie-Okio Jennifer, 2022). The rates will be competitive and premium to the cafe chains but slightly higher than the regular coffee stores due to the taste of customisation. Pricing Beverages and snacks will fall within the Cafe's high-end range to be affordable to students and young professionals, while reflecting the quality of the products. 
Place: Accessibility to customers and brand positioning are extremely important to the cafe location. It would be most appropriate in the city where the number of students, office employees and people with creativity is high. The customer reach is the greatest in areas that house a large number of customers, such as near universities, coworking centres or busy city centres (Hölzel et al., 2022). The interior design will include the integrative features of no sharply defined lighting systems, no noisy sound systems and comfortable seating positioning, which help in both relaxing and working productively.
Promotion: The strategies to be used in promoting will include various levels of digital marketing, experiential marketing, and engagement on social media. It has a mood-responsive concept, and it is innovative, thus allowing one to narrate well and market visually. The customised experience, which will be marketed via the promotional campaigns, will be a technology-driven experience (Khalil and Ahmed, 2024). The initial promotions, working with the influencers and events, can lead to the first awareness of the brand. The user-generated content will also include the visitors. 
Online Marketing Strategies
An important component of attraction and retention of customers in a technology-based concept in a cafe would be online marketing. The online tool will help the business to establish meaningful communication with the target group, which will prove that the personalised experience cannot be repeated in other places. Social media marketing is one of the most effective ways for such a business model (Setyawati et al., 2023). Videos on how the app is being changed with regard to the mood are of great interest, and the users are likely to share them with others.
The content marketing will also use blogs and posts on topics such as relaxation, productivity environment, and experience in lifestyle. This plan will also transform the cafe not only into a food delivery service but also will assist in highlighting the element of encouraging emotional health and comfort. Customers can pick their mood, receive individual suggestions of beverages, and loyalty rewards with the assistance of the app. 
Influencer marketing can also support MoodBrew Café’s brand awareness (Ramdani and Fietroh, 2025). The collaboration with the local image makers and student content creators will assist in opening the cafe to the wider audience and demonstrating the perception of being in a small atmosphere. Besides, GoPro, Google Maps, and TripAdvisor are online review websites that also play a significant role in the marketing of the hospitality industry (Fuchs et al., 2025). The favourable feedback will help the loyal customers to write reviews, which increases the online visibility, which will facilitate being easily located in the search results.
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Definition of Key Business Structures
The initial form of business is the sole trader, where an individual owns and operates the business (Akbar et al., 2024). It is a sole decision-maker, and all he owns belongs to the business, and he is liable for everything. Partnership entails a type of business in which two or more individuals share, divide and receive dividends collectively (Ervine, 2023). 
A limited company is incorporated based on legal factors that are unique to the owners. Liquidity of the firm also does not entail individual money of the shareholders, and hence, the maximum liability is most likely to be limited to the extent that the shareholders invested in the company. Small businesses will be registered at the Companies House and report on corporate needs (House, 2024). A franchise is a business contract where an entrepreneur uses an already registered name, business model and support in running the business of an existing business (Gjorgjioska et al., 2023). 
An online business is largely operated via the internet rather than in hotels. The automobile industry of these companies is highly reliant on online markets and e-commerce, online customer interactions and online services. A social enterprise is a business and, as such, is guided by a significant purpose of addressing societal or environmental issues (Baquero and Monsalve, 2024). 
Legal Structure of the Business 
The cafe business that is based on mood would best apply the limited type of company. Amongst the advantages of this structure is the fact that it restricts the financial liability of owners, as well as the fact that the ownership becomes more open to more credibility in terms of requiring external funds or partnerships. A limited company also assists the business in creating an investment among the shareholders, and there is also a clear structure of governance. Being a limited company will facilitate long-term growth, and the ability to create additional new locations or franchises in the future will mean that the company can grow in an easier manner. 
Organisational Structure
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Figure 2: Organisational Structure
(Source: Created by the learner)
The MoodBrew Café is going to be organised in a simple but effective organisational structure that will ensure the provision of good customer service and efficient everyday operations. The topmost individual in the line of command is the Managing Director, whose mandate is to be the business strategy and finance controller. The Operations Manager will take responsibility for the day-to-day running of the cafe, such as staffing and service quality. A Marketing Manager is involved in the marketing, the presence on social media, and the customer engagement strategy adopted in the mobile application. The Head Barista controls and oversees the preparation of the drinks and the quality of the products. The next employees are the Baristas and Service Assistants, who are in direct contact with the customers and who give them a good customer experience in the cafe environment.
Start-Up Funding Requirements and Sources
	Expense Category
	Estimated Cost (£)

	Property lease and deposit
	15,000

	Interior design and décor
	10,000

	Lighting and sound technology system
	8,000

	Coffee machines and kitchen equipment
	12,000

	Furniture and seating
	7,000

	Mobile application development
	10,000

	Initial marketing and promotion
	5,000

	Licences and legal registration
	3,000

	Initial inventory (coffee, ingredients)
	2,500

	Contingency fund
	2,500

	Total Estimated Start-Up Cost
	75,000


Table 1: Cost Table
(Source: Created by the learner)
It has been estimated that the cost of leasing and the interior design of MoodBrew Café, lighting and sound system, coffee machines, furniture and creation of a mobile application and initial promotion activities make up some of the estimated costs of the mood-based cafe. Small business loans and angel investors coupled with a personal investment, can be used to fund the start-up capital. The financial assistance could potentially be available through institutions such as the British Business Bank, which provides funding programmes to small companies in the UK. Alternative funding sources are among the forms of private investors or crowdfunding projects that can assist the business in raising funds and create a premature brand image and contacting the community.

[bookmark: _Toc224404906]Conclusion 
The main differentiating element of MoodBrew Café is its ability to make sure that the customers can customise their orders and ambience using smart technologies. Although the competition of the café market of the UK is considerably high, the brand has a unique selling point which can provide it a lasting competitive dominance. The company is a limited company, with the target audience being 18-35 who include university students, young employees, freelancers, and digital employees. The main method of marketing would be using various digital marketing, social media marketing and experiential marketing methods.
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