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1.0 Introduction:  
A coffee shop can be a small business but a proper business plan is important to strategize your position in the market. A small coffee shop is inherently dependent on the consumers because if it doesn’t get the consumer, it will be impossible for the shop to stay in the market. (Mahmud et al. 2017) Market research should be done properly to gain more consumers. Consumers often make decisions about whether they will come to my coffee shop or any other shops around my location. This is where competitive analysis comes up. The owner of a coffee shop needs to analyze the competitors around his/her shop & what are advantages his/her coffee shop holds over others in the market. Then comes the financing part. The owner must decide how he/she will finance the coffee shop. It can be done by debt financing; it can be done by equity financing too. You should have a dynamic business plan that forces you to answer all of the challenges which are about to happen & prepare you with all the necessary steps to set up your coffee business for success. If done correctly, your plan will serve as a reference guide for running a successful coffee shop. 
 
2.0 Business Description:   
2.1 Business name & location:
 
Company Name- Coffee Shop Private Limited. 
Location - train station, central London.  
The shop name can be “Railway Coffee”. Thus, the name matches the rail station which is just beside the shop. The coffee shop will a perfect place to hangout for coffee lovers. Even for the people who need to wait at the station for long, they can also sit at the coffee shop for a while & enjoy a wonderful cup of coffee that will refresh them. The shop owner intends to serve high-quality food in a sophisticated and comfortable setting. The location is very convenient as it is inside the city. The shop has a record of excellent customer service that results in a steady stream of repeat customers in their shop. Customer satisfaction in the coffee shop businesses are related with the factors like atmosphere, employee attitude, taste & technology services. (Lee et al. 2018) It will also be possible to take the coffee from the shop & drink it while transporting. A lot of people like portable one-time mugs for coffee. The shop will provide that. The coffee shop will be available in online places like UBER eats.   
2.2 List of Products:  
 
The product list will have hot or cold beverages and different sort of snacks that goes with coffee and are typically available in a coffee shop. Beverages include coffee & tea items such as espresso drinks, cold blended beverages and hot chocolate etc. These beverage products will be the major attraction of the shop. There will be different cold beverages like juice, shakes etc. Complimentary food items like pastries, bakery items, desserts, sandwiches etc will also be available for the consumers so that they can enjoy tasty food while sipping the coffee cup.   
2.3 Target Groups:  
 
Strategically the position of the shop is near to the train station. A train station is a place where different types of individuals have to come due to transportation from other areas to London. So, the targeted groups include students who regularly have to travel a lot for their college or university. Also, young professionals who don't have a car, so travel by train to go to their workplaces. The coffee place will be targeted towards students & young professionals who need a place to hang out after a tiresome day & have a cup of coffee.  
The interior decoration of the shop is also aesthetic enough to get the attention of the consumers.  
2.4 Competitors:  

The coffee shop has some competitors in its immediate area as well as some competitors in the overall coffee market. In the immediate area, small food shops, and takeaway can be great competitors because of their cost advantage. They operate in small places hence the food cost is significantly lower than those of coffee shops which have a good atmosphere & good food collection. Also, in the larger market context, we have competitors who are big food vendors & franchises such as McDonald’s, KFC, Starbucks Etc. These large companies have outlets in almost all areas & they have strong brand presence in the life of London people. To outshine them, the shop needs to provide quality food cost-effectively. It has been proved by the research that if coffee shop’s brand positioning is done against large competitors, it increases the sales growth. (Paharia et al. 2014)   
2.5 Management & History:  
 
The coffee shop owner is experienced in the food industry for almost 30 years. He has experience of doing different sorts of food business from early in his career & now he has a range of five different types of food business in different parts of London. As he is a very experienced entrepreneur in the food industry, he knows how to serve the customer & how to satisfy them. “Railway Coffee” started its journey 10 years back in a small place with just 2 waiters, one cook & the manager/owner himself. But now the shop expanded to 15 employees to ensure quality foods are being served & the customers leaving the shop happy & satisfied.  


 
3.0 Aim & Objectives  
When we analyze the market, we have seen that millennials are now the most dominant age group that exists in the United Kingdom. These millennials are more social than any other age group as they love to hang out with their friends & social acquaintances. They even love to meet new people in a coffee shop. Millennials use coffee shops even as working space or use for meeting spots. (Payton, 2015) So, for attracting the millennials it is important to have a perfect interior as well as quality food & superior customer service. It has been proved by research that interior design plays an important role in customer retention. (Azzuhri and Tanjung, 2017) So, our aim in the industry are as follows:  
 
· Provide superior quality beverages & snacks at low pricing so that students can afford them.  
· Good ambience so that people consider the place a spot to hang out & have fun  
· Superior customer service by the employees so that consumers leave the coffee shop with a smile on their faces.  
 
To achieve these organizational aims, the management needs to set some strategic objectives to follow in the short term & long term:  
 
Short Term Objectives:  
· Ensuring the growth of sales by the time grows & a positive return on the investment done by the management  
· Higher customer satisfaction in the monthly survey done to the customers. Customer surveys done at coffee shops are good enough to give a proper view of customers demand. (Son et al. 2021)   
· Customer retention rate is high compared to the other brands.  
 
Long Term Objectives:  
· Build up a strong brand presence as a coffee shop that customers trust for quality  
· Incorporate the coffee shop with a social outing place where people can chitchat, work, date and hang out. 
 
4.0 Mission & Vision 
The vision statement is not just a line of some words rather it is a picture of the future. A vision statement assists the management team to articulate their long-term goals for their coffee shop business. It describes what is the future of the shop & to what extent the management wants it to go. What height they will consider a success for the organization.  
The vision statement for “Railway Coffee” is “To have the taste of happiness with your loved ones” Here the organization is focusing on the high quality of coffee that will feel like happiness to the consumers who can also enjoy the experience in the shop. The shop encourages people to come to the shop with their loved ones, meaning family, friends, partners etc. This part “loved ones” also indicates that the organization itself will be a place to love & make it your habit. A vision statement helps employees & workers to feel motivated & see in the long run. In this way, the coffee shop can motivate its employees to make the customers feel at home.  
 
The mission statement is entirely based on how the organization will work. This gives a more realistic version of how the organization functions. The mission statement for Railway Coffee is “To work for making customers satisfied whenever they enter our shop” For the employees & management, it is important to have a picture of making customers satisfied in front of them.  
 
5.0 Business Structure:  
Business structure is the legal aspect of a business where the type of business is being explained. “Railway Coffee” is a sole property business with the owner having 100% equity. The owner himself will be liable for all the actions in the business. The management team will be led by the owner himself as the manager.  
 
6.0 Market Analysis & Marketing  
According to the survey that has been done in the particular market, there are some market gaps which have been found by the management. There is a market gap for coffee shops which have quality foods & also near to the busiest locations of the city. Other demands are outdoor seating opportunity & parking sports available around the shop. People are frustrated with the inconsistent product of others Also, the price range should be minimalist.  
So, our product & service offerings will have exactly these to ensure consumers get what is missing in the market for quite a long time. The marketing or promotional activities will include the followings:  
 
· Weekly cultural programs in the outdoor the shops to attract consumers  
· Regular contest on the coffee shop & winners get free coffee  
· Innovative packaging that inspires people to buy portable coffee & take it to their workplaces.  
· Active on social media with offers & pictures of the food to attract millennials. The usage of social medias like Instagram helps consumers to remember the brand name by the attractive advertisements & easily distinguish the shop from its competitors. (Dharmayanti & Darma, 2020)
[bookmark: _Toc101382225] 

7.0 Service Description 
[bookmark: _Toc101382226]This coffee shop will open in the central London area. The coffee shop will serve many types of beverages including different types of coffee. It will also provide coffee with decaf for the customers who want this. There will be plenty of breakfast menu will be offered in the coffee shop. It will provide proper English breakfast in the morning and many other types of snacks at other times. The customers also can get free Wi-Fi in the coffee shop. The coffee shop will also have a small library for the customers who want to read while they are eating. The customers can also do their work in the reading area. An eruption of the business of the coffee shop has left so many high streets of the country without their branch. The nation’s pubs are continuously struggling in the market to open independent cafes where people can relax, catch up with their friends and families and do some work also. Driving the behaviour of the consumers' convenience is one of the important factors for the business. At the time of choosing the location for the coffee shop, the convenience of the area should be considered to identify the links of transport, shopping centres and other facilities. The entrepreneur could explore an additional service by offering coffee to the customers within the coffee shop (Lee et al., 2018). The business plan has to present a clear understanding of the customer base and the intended area. To open a coffee shop the entrepreneur should outline the price of the products, business plans and list of the items available on the menu. Similarly, if the entrepreneur has any ideas for purchasing incentives like business deals or schemes of loyalty and promotions of the business. In addition to the demands in a business plan like financial forecasts and account information as well as the detailed information of the operation plans of the business and the management structure. 
8.0 Market Analysis and Trends 
[bookmark: _Toc101382227]There are many coffee shops in this area of central London. The coffee shops are very popular and each shop has many customers throughout the day (Ferreira and Beuster, 2019). The market of coffee shops is a bit competitive but it has been proven successful in the past. Many customers visit this area mostly in the morning for coffee and breakfast. Most of these customers are local and some of them are not (Samoggia and Riedel, 2019). Not all the shops provide free Wi-Fi zone so this business can be a great success. To run a coffee shop, maintaining the quality of coffee is necessary along with the selection of convenient areas for the shop. With the attention to sustainability and premiumisation within the industry, people are getting more aware of the sources of the coffee and the roasting procedure to prepare the coffee. Some brands of coffee are expanding rapidly, it shows that the customers are tempted by the closeness of an independent coffee shop. The newly opened coffee shop is continuously struggling through the recession and has been forced to make a connection with the other stores across the United Kingdom. The software of project management is a very good way to maintain the schedule of everything happening within the coffee shop (Ferreira and Ferreira, 2018). To give assurance of opening the coffee shop and serving the customers the cafe requires it to hold the top position of its safety and health practices. These practices involve asking the staff and customers for wearing masks, asking the customers to make an online payment to avoid physical contact with other people in this pandemic situation and providing outdoor seating. The local stores and independent coffee shops in Central London have a good reputation in the market because they offer high-quality coffee in an artistic way to the customers and gain more experience of independent business in the market (Grier and Perry, 2018). It is important to maintain the ethical sources and sustainability of the services and products of the newly opened coffee shop. When the matter comes to the behaviours and purchasing habits of the consumers, the Covid-19 pandemic will be the turning point for the business. At the time of designing the coffee shop, the entrepreneur should create a good environment and offer comfort to the customers. 
9.0 SWOT Analysis
The main strength of the coffee shop is the great location in central London. There are some colleges and schools in the area and the students will visit the coffee shop. The coffee shop needs to employ some trained staff as they will deal with the customers. The coffee shop still does not have a much-skilled staff and it is a great weakness. The coffee shop will provide free Wi-Fi and a small library for reading. This will attract more students and the young crowd which is a great opportunity for the company. A great threat to the shop is other coffee shops in the same area. In the SWOT analysis part, all the points will be elaborated on below for additional convenience.
9.1 Strengths
· The location of the coffee shop is in the central London position which is a big advantage. 
· The coffee shop has a small library corner with it which can be an attractive point for the book readers.
· The rooftop of the coffee shop creates an excellent ambience at night time which will pull the crowd of couples (Arisanti, 2021).
· The coffee shop will offer special discounts for the students to bring the crowd of college-goers.
· Variations in the menu will give extra mileage to the coffee shop.
· They specialise in cold coffee and sweet sandwiches.
9.2 Weaknesses 
· The coffee shop needs to recruit more trained staff for better quality service (Rahardjo et al., 2019).
· The crowd of the college-goers may create uncomfortability for other guests.
· Because of a shortage of staff, service may be delayed.
· Discounts on students’ billing need to be played tactically to maintain the profit margin.
· Customer satisfaction may be at stake because of unskilled staff and level of unprofessionalism. 
9.3 Opportunities
· The location of the coffee shop will attract more footprints resulting in good revenue.
· Nearby colleges will create business opportunities for the coffee shop rapidly.
· Publicity by word of mouth will spread as quickly as possible if the food and service are good (Arisanti, 2021).
· In the location of the coffee shop, many offices and clubs are there which may attract many business people. 
· The entrance of corporate persons will create the opportunity to sign monthly or annual contracts for delivering foods and beverages in the offices.
9.4 Threats
· Many coffee shops are located in the same place which is a threatening point (Rahardjo et al., 2019).
· The rhythmless attitude of the college-goers may create a negative image of the coffee shop. 
· [bookmark: _Toc101382228]Book corner can be used hours after hours as a waiting lounge by the guests which may decrease the cover charges hourly basis.
10.0 PESTLE Analysis 
10.1 Political factors: This coffee shop is a new venture in the UK. The owner of this company has a friendly relationship with some political leaders. And they have reached from state to the national level. That is why it will not only be easy for this company to establish this outlet but also the company will have an option to expand the business (Samnuzulsari et al., 2019). In the UK, the VAT is nil on coffee and it will help the company for economic growth. As this coffee shop is very new in the country, they must check its political stability regularly. Also, this coffee shop should maintain their quality standard so that they do not get indulged in any type of problem. Also, the company should be aware of the fact that the political environment of the UK is not stable due to the changing government. It can affect this business for further development. 
10.2 Economic factors: The coffee industry now is running based on different economic factors. Since the covid-19 has entered the world, the earning amount of people have lowered and the cases of unemployment have risen. That has dented the profit of several coffee companies. The economic condition of the UK is not also in great condition after Brexit. This new company should also focus on this matter and work on it (Haller et al., 2021). As the pandemic situation is still there in this world, this coffee shop should adjust their operation cost as well as the labour cost according to the current scenario. Since 2020, people have started to spend their money very cautiously and most people do not have much money to spend on luxurious or expensive things. So, this company should charge accordingly. But in the past few months, people have started to meet up again and the situation is getting better gradually. That is why the coffee shop is also looking toward the brighter side of the situation. They should take the chance and use it as an opportunity.
10.3 Social factors: Coffee shops are the new meeting places of the gen-x and the millennials. But there are already several coffee shops in the UK and some of them are already well-known brands. That is why this coffee shop has to focus on some points that can attract the customers of a new generation. The company should select their locations very minutely. Also, the culture and attitude of the locality are needed to be understood to operate the business there. But not only the rich people but also the people who belong to the middle class, now prefer to pass their time in the café. That is why the company should keep all these points in their mind.
10.4 Technological factors: The coffee shop has to always be creative while preparing its menu. Otherwise, they will not be able to take their place (Sudiartini et al., 2020). To maintain safety in the current situation, they will also have to continue the no-contact procedure. Rather, they should focus on digital marketing for promotion and branding. The coffee shop also needs to install some advanced technical devices to attract the younger crowd. 
10.5 Legal factors: As this coffee shop is new in the country as well as in the state, they have to be aware of all the rules and regulations that are related to their business. In Particular, they should maintain the labour law, ethics, and regulations related to the food and beverages. They should take steps immediately if any case of harassment happens in the working area. 
[bookmark: _Toc101382229]10.6 Environmental factors: The government of the UK has executed some regulations to lessen the carbon footprint. So, this coffee shop should focus on this and must use sustainable materials. The coffee shop will need to use environmentally friendly products. They should not throw out any waste here and there and care about it properly. Rather they need to dispose of the waste of the shop in a way that is not harmful to the environment (Filimonau, Krivcova and Pettit, 2019). The coffee shop will work with solar power and no plastic will be used.
11.0 Operations 
The coffee shop will be operated by the employees of the organisation. The current employees are not well-trained to deal with customers. This can damage the image of the business as the employees are the face of the coffee shop. The marketing department of the coffee shop needs to develop its marketing plan as the competition is tough. They need to adopt many types of modern marketing strategies besides the traditional strategies. The coffee shop needs to focus on the training and development classes of the employees so that they can be skilful enough to behave professionally with the clients. Human Resource management must look after to place the appropriate leadership in respect of controlling the entire operation from the basic level (Pramagista and Wandebori, 2021). To create the perfect team collaboration and sustainability of two-way communication, a flexible approach by the management is required. The coffee shop must shoot professional videos and broadcast them on their website and social media pages to reach maximum people which can be the most trending marketing strategy. Regular posts on social media will be helpful to knock on people’s minds. Lucrative discount offers can be included from other clients as well apart from the students for increasing the organic reach. The management of the coffee shop must appoint a quality audit to verify the quality of food and beverages from time to time before any complaint gets raised. The HR may think of appointing a hostess or Guest Relationship Executive to Meet, Greet and Seat the guests. She can also take instant feedback from the guests before leaving the cafe (Pramagista and Wandebori, 2021). Hopefully, the advised modifications will help the coffee shop management to run the operations pleasantly and bring success.
12.0 Technology
People who work with commercial coffee machines usually group them into groups based on how many coffees they can make at once and how many they can make each day, like this: There are a lot of highs and lows in our business, so we had to figure out how many coffees we'll be selling each day and whether our business is very steady or has a lot of ups and downs, like during lunch service. Customer service will need to be at its best at all times. It will need to be able to handle both the average volume of sales over the week and the busiest times of the day.
When there are different sizes of coffee shops, commercial espresso machines are made to fit the needs for each type of shop. As a general rule, these sizes are usually broken down into how many group heads each machine has: 2, 3, or 4. Most of the time, these can make two, three, or four drinks at once.
To make coffee, we need a coffee machine with four group heads. We want to make sure that our service is quick and that the same quality is used.
Additionally, at our company, we use a QR-based incentive service to encourage clients to return. They will receive one free coffee for every ten purchased, and if they choose to have a snack with their coffee, they will receive one free snack for every ten purchased.
Our goal is to conserve resources by utilising the most recent technology; therefore, we strive to replace our equipment on a regular basis. The newest models consume less energy, are more environmentally friendly, and require less maintenance, saving us money in the long run.
We also have a website where our customers can place orders for coffee to be picked up or to be ready for them in the store when they arrive. In addition to this, we collaborate with delivery professionals such as Just Eat or Deliveroo to ensure that our products are delivered when they are ordered.

[bookmark: _Hlk102678581]13.0 Management and Organization
Gabriela, Jagpreet, Mona, and Tyron are the four partners who own and operate our coffee shope as a private limited company. As well as having a specific position and playing diverse roles within the firm structure, we also have our own unique place and role within the organisation. Jagpreet is in charge of the marketing aspect, Gabriela is in charge of the operations aspect, and Tyron is in charge of the finance aspect. At the same time, we are all serving at the tables and working as baristas because it is difficult to find dependable helpers or waitstaff these days.
14.0 Social responsibility and sustainability
Fair trade coffee goods are the only ones we use in our coffee shop. Fair trade certification is similar to organic certification in that it informs the consumer about the provenance of a product. Fair trade certified items come from all over the world, but they all share a similar background in the development of the industry. Those that cultivate fair trade coffee obtain a fair price, and their communities and the environment are benefited as a result of their efforts.
Fair trade certified coffee directly contributes to a better life for farming families in the developing countries through fair prices, community development, and environmental stewardship. Fair trade certified coffee is a product of the Fair Trade Federation. Through direct, long-term contracts with international purchasers, fair trade coffee farmers learn how to run their companies and compete in the global marketplace. Fair trade coffee producers learn how to market their own crops and compete in the worldwide marketplace. Receiving a fair price for their produce enables these farmers to reinvest in the health and education of their families, as well as in the improvement of product quality and the protection of the environment. This empowerment strategy lifts farming families out of poverty through trade, rather than aid, resulting in a more equitable and sustainable model of international trade that benefits producers, consumers, industry, and the environment as well as the people who live on it.
Fair price: Family farmers receive fair prices for their produce and premiums for community development projects; organic products receive even larger rewards. Pre-harvest credit is available to farm organisations.
Harmful agrochemicals and GMOs are strictly prohibited to protect farmers' health and important ecosystems for future generations. Fair trade farmers intercrop plant varieties to promote soil fertility and prevent erosion. Water conservation, effective trash disposal, and limitations on planting in protected areas all encourage environmental stewardship. Workers on fair trade farms enjoy freedom of association, safety, and fair pay. Forced child labour is illegal.
Direct trade: Importers buy directly from fair trade producer groups, removing needless middlemen and helping farmers to build business capacity to compete globally.
Fair trade farmers and employees select how to invest fair trade profits, and transparency is necessary.
Fair trade farmers and workers invest fair trade premiums in community projects including scholarships, healthcare, and quality improvement training.
Social responsibility and sustainability are two of our primary goals, and we do this through the following methods:
Utilizing previously recycled or reusable containers in the recycling process
As much as feasible, reducing the amount of water and power used.
Allowing customers to bring their own coffee-buying companions
Working with specialised websites such as Too good to waste for our extra food and drink
Using ecologically friendly cleaning products to keep the coffee shop spotless
Relying on sustainable suppliers for our raw materials.
Recyclable paper cups
When customers serve coffee at the coffee shop, they do so in ceramic or glass mugs. A highly-mineralized polymer alternate solution to Polyethylene is used for our takeaway coffee, which is robust for recycling. The liner is made up of PE and minerals like calcium carbonate, which helps make the liner easy to detach from the cup, – this means most components inside its composition are easy to recycle. When compared to regular paper cups, the liner contains 44-51 percent less plastic, with calcium carbonate making up a substantial portion. In order to effectively recycle, at least 91% of the natural fiber must be recovered with this process. The coating is food grade and has been given a AAA recycling grade by the Environmental Protection Agency.
The paper cup's board is of excellent standard and it can be recycled 4/5 times. Whereas many paper board items are only recyclable once or twice (maybe into a papery egg shell), our cup's ability to be recycled several times is indicative of its quality.
All paper is legal and certified by the Programme for Endorsement of Forest Certification.
Inside of double and single wall cups is virgin paper, while outside of double wall cups is 40-45 percent virgin recycled paper.
The exterior walls is 300gsm for enhanced thermal insulation.
Apart from this we even allow people to bring their own recipients as we know that the coffee tastes better when you drink it from your favourite mug.
Water saving
We always wash full loads in our washing machine and dishwasher in order to conserve water, as this eliminates the need for further washes in between.
Improve the efficiency of our faucets. A leaking faucet wastes 15 litres of water per day, or 5,500 litres of water per year.
Install a water metre in our coffee. When you're paying your utility provider for the exact amount of water you use, as detailed in an itemised statement, there's an incentive to use less of the precious resource in question.
When it comes time to replace products, we should consider investing in water-efficient alternatives. F aucets, toilets, washing machines, dishwashers, and a plethora of other water-saving products are now available on the marketplace.
Energy saving
We can save money on electricity by following a few simple principles. When we aren't using the lights, we should turn them off. If you turn off a light just for very few moments, you could save more energy than it will take for the light to come back on again. You will save approximately £14 per year on your annual power expenditures as a result of this.
Replace our incandescent bulbs with energy-efficient LEDs as and when we can — on average, this might save us roughly £35 a year in energy costs.
It's possible to save £30 a year simply turning off our appliances' standby mode, and we're constantly reminded not to keep computers and electronic phones charging unnecessarily as well.
Excess food or drinks
Food waste is an issue in the UK. Here are some known facts concerning food waste:
Every year, the UK wastes about ten million tonnes of food. On average, less than 1% of this waste is repurposed for human use.
8.4 million Brits are food insecure. Hunger affects 1.5 million adults and 400,000 children in London, the heart of one of the world's wealthiest nations!
Food waste is common in the UK, with London and Newcastle having the highest rates. An estimated 1 in 5 shopping bags is WRAP!
Potatoes are among the most regularly discarded foods in the UK, 5.8 million entire!
Bread is also at the top of the food waste chain. Every year, we squander about 900,000 tonnes of bread, or 24 million pieces.
Food production takes a lot of land, water, and energy. Globally, the food system accounts for 25-30% of overall GHG emissions, while agricultural supply chains account for 70% of world freshwater reserves.
A tonne of food waste in landfill creates 4.2 tonnes of Carbon.
Overproduction, broken packaging, manufacturing or order errors, stock management concerns, aesthetic standards, and date confusion are the most typical causes of food waste in the business (best before, use by, display until).
40% of food waste in the hotel business is carbs.
That's why we use Too Good to Go, Olio, Karma, Kitche, and NoWaste for our excess food or drinks. We are glad there is no food waste and we can help the community.
Cleaning products
Too many of us have employed harsh, poisonous chemicals that may damage people, animals, and the environment.
With spray cleaners like furniture polish, you may unintentionally contribute to air pollution and inhale pollutants.
Pouring dishwashing liquid down the drain may allow pollutants to infiltrate rivers, harming aquatic life. Then there's the mound of plastic garbage left behind after the 100th window cleaning bottle.
That is why we only use non-toxic, eco-friendly cleaning products to clean our coffee shop.
15.0 Development, Milestone and Exit Plan
Development - We aim to become more well-known on the market, more socially responsible than we already are, and more environmentally friendly than we now are. We want to do our part to give back to the community and to the planet.
Milestone - We want to expand into a coffee shop chain over the next five years, while maintaining the quality of service that we now provide. We want to maintain the same level of product quality, and we want all of our sites to adhere to the same high standards as we do, if not higher standards.
Exit plan - After growing and maintaining the same high standards in our coffee shops, we want to sell the company and embark on a new venture, such as starting a restaurant or, better yet, a chain of restaurants. The buyers of the coffee shop chain will be required to maintain the same standards that our consumers have come to expect, or else they will risk losing their customers' business. Starting a new company with the same standards as an established one will increase the bar for various types of businesses other than coffee shops.
16.0 Conclusion:  
Throughout the last few years, we have seen the rise of a sophisticated café culture in UK which were previously a culture in Italy or France. This happened due to globalization & external cultural integration. (Ferreira, 2017)  
 
Because of the proliferation of coffee chains, few of the country's main thoroughfares do not have a Costa or Starbucks. As most of the pubs in UK struggles & people not going in pubs that much, there is an emerging market for independent café where people can go for spending some quality time by their own or to catch up with friends or just to complete some office work. The management should consider the place as a social outing spot & place their products accordingly. Only a few people come to coffee shops to enjoy food. Others come to enjoy quality time. The main purpose should be to make their time enjoyable.  
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Introduction

Mona David (2111962)



According to the Urban dictionary coffee can be many things :







an addictive, nice smelling, buzz-giving, dehydrating black liquid. drunk all over the world

definition of perfection in liquid form

a warm, delicious alternative to hating everyone forever

Blacker than a moonless night, hotter and more bitter than hell itself... that is coffee.

The wine of the bean, the earth in a cup

(https://www.urbandictionary.com/define.php?term)
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Business Description & History



Company Name-Coffee Shop Private Limited.

Location - train station, central London. 

Targeted towards millennials and young professionals who love to hang out with friends (Payton, 2015)

Product lists contains hot and cold beverages as well as snack items 

                          Indoor and outdoor sitting spot with aesthetic interior



Focus on quality product & good atmosphere (Lee et al. 2018)

                          Operating for almost 5 years.

The owners and management team have 6 years of firsthand experience within the food industry

Jagpreet Kaur - 2112515
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The coffee shop will a perfect place to hangout for coffee lovers. Even for the people who need to wait at the station for long, they can also sit at the coffee shop for a while & enjoy a wonderful cup of coffee that will refresh them. The shop owner intends to serve high-quality food in a sophisticated and comfortable setting. The location is very convenient as it is inside the city. The shop has a record of excellent customer service that results in a steady stream of repeat customers in their shop. Customer satisfaction in the coffee shop businesses are related with the factors like atmosphere, employee attitude, taste & technology services. (Lee et al. 2018) Strategically the position of the shop is near to the train station. A train station is a place where different types of individuals have to come due to transportation from other areas to London. So, the targeted groups include students who regularly have to travel a lot for their college or university. Also, young professionals who don't have a car, so travel by train to go to their workplaces. The coffee place will be targeted towards students & young professionals who need a place to hang out after a tiresome day & have a cup of coffee. 

The interior decoration of the shop is also aesthetic enough to get the attention of the consumers. 
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Aim & Objectives 



Organisation Aim

Provide superior quality food within affordable cost

Good ambience so that people consider the place a spot to hangout & have fun (Azzuhri and Tanjung, 2017)

Superior customer service so that consumers leave the coffee shop with a smile on their face. 

 

Objectives

Ensure growth of sales and positive return on investment done by the management 

Higher customer satisfaction in the monthly survey 

Customer retention rate high



Build up a strong brand presence as a coffee shop

 



Jagpreet Kaur - 2112515
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When we analyze the market, we have seen that millennials are now the most dominant age group that exists in the United Kingdom. These millennials are more social than any other age group as they love to hang out with their friends & social acquaintances. They even love to meet new people in a coffee shop. Millennials use coffee shops even as working space or use for meeting spots. (Payton, 2015) So, for attracting the millennials it is important to have a perfect interior as well as quality food & superior customer service. It has been proved by research that interior design plays an important role in customer retention. (Azzuhri and Tanjung, 2017) So, our aim in the industry are as follows: 



●	Provide superior quality beverages & snacks at low pricing so that students can afford them. 

●	Good ambience so that people consider the place a spot to hang out & have fun 

●	Superior customer service by the employees so that consumers leave the coffee shop with a smile on their faces. 



To achieve these organizational aims, the management needs to set some strategic objectives to follow in the short term & long term: 
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Mission & Vision







To ensure every consumer experiences the taste of happiness with their loved ones



Vision Statement

Collaboration through social media via live stories to attract customers as well as influencers and celebrities to promote the company 



Mission Statement
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The vision statement is not just a line of some words rather it is a picture of the future. A vision statement assists the management team to articulate their long-term goals for their coffee shop business. It describes what is the future of the shop & to what extent the management wants it to go. What height they will consider a success for the organization. 

The vision statement for “The Coffee Shop” is “To have the taste of happiness with your loved ones” Here the organisation is focusing on the high quality of coffee that will feel like happiness to the consumers who can also enjoy the experience in the shop. The shop encourages people to come to the shop with their loved ones, meaning family, friends, partners etc. This part “loved ones” also indicates that the organization itself will be a place to love & make it your habit. A vision statement helps employees & workers to feel motivated & see in the long run. In this way, the coffee shop can motivate its employees to make the customers feel at home. 



The mission statement is entirely based on how the organisation will work. This gives a more realistic version of how the organisation functions. The mission statement for “The Coffee Shop” is “To work for making customers satisfied whenever they enter our shop” For the employees & management, it is important to have a picture of making customers satisfied in front of them. 
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Business Structure



Private limited



Business owners having 100% of the equity and registered by his name 

Owner accountable for any business liability 

Owner is also leading the management team 

All the directors are working in this company (marketing, supply chains, customer service and cash flow)

 



Jagpreet Kaur - 2112515
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Business structure is the legal aspect of a business where the type of business is being explained. “Railway Coffee” is a sole property business with the owner having 100% equity. The owner himself will be liable for all the actions in the business. The management team will be led by the owner himself as the manager. 



Service Description 

The business plan has been decided to have a coffee shop in central London.

The coffee shop will provide different types of beverages mostly with coffee powder.

The coffee shop will provide breakfast dishes with coffee.

The coffee shop will have free Wi-Fi service and a small library for the customers.





Gabriela Gherasim (2110945)
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Market Analysis and Trends 

The coffee shop in the central London area is always proven to be a successful business.

There are many customers who eat their morning breakfast and coffee in this area.



Gabriela Gherasim (2110945)
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SWOT Analysis 

The strengths of the coffee shop are the location and good menu.

The weakness of the coffee shop is the lack of skilled staff.

The opportunities are free Wi-Fi and a reading zone in the coffee shop.

The threat of the coffee shop is huge competition in the market.





Gabriela Gherasim (2110945)
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PESTLE Analysis 

The political environment of the UK is not stable and this can affect this business.

The economic condition of the country is also unstable due to the Brexit and Covid-19 pandemic.

Social factors are very important to consider starting this business.

The technical factors are also very important to starting this coffee shop.

The organisation needs to ensure the legal factors before starting this business.

The organisation also needs to consider if the coffee shop is harming the environment.





Gabriela Gherasim (2110945)
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Operations 

The coffee shop needs to operate with skilled staff who can deal with the customers.

Marketing staff are needed to build a good plan to attract more customers.



Gabriela Gherasim (2110945)
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Technology Plan

Technology it is very important to us, that is why



Our coffee machines are always the newest models and they help us be more sustainable

We use a QR based reward system to encourage our customers to return

Apart from coffee machines all the other machines are renewed as often as possible

We use different websites to promote ourselves and also we collaborate with sites like Just eat or Deliveroo

We do have our own website and an app where our customers can place orders to collect 









Mona David (2111962)
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Management and Organization

Managers

Jagpreet Mona Gabriela Tyron



Marketing

Jagpreet

Finance

Tyron

Operations

Gabriela

Waitstaff

Jagpreet Mona Gabriela Tyron



Mona David (2111962)
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Social Responsibility and Sustainability

The Coffee Shop Private Limited is only using a Fair Trade-certified coffee that has been verified across the supply chain to ensure that it complies with specified sustainability and labour criteria.



One of our mains concerns is social responsibility and sustainability and we achieve this by:



Recycling and using already recycled recipients or reusable recipients

Minimizing the water wastage and electricity consumption as much as possible

Allowing people to bring their own recipients when they buy coffee to go

Collaborating with specialized websites as Too good to go for our excess food or drinks

Keeping the coffee shop sparkling clean using cleaning materials which are environmentally friendly

Sourcing our raw materials from sustainable suppliers

  

Mona David (2111962)
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Development, Milestone, and Exit plan

We believe in our business 



Development- become better than we are, more eco-friendly, more responsible

Milestone- opening more coffee shops in busy places around UK in the next 5 years

Exit Plan- expand and sell the business and ….start over









Mona David (2111962)







United Kingdom has steadily moved toward the kind of well-established café culture that countries such as France and Italy are known for. This happened due to globalisation and external cultural integration. (Ferreira, 2017) 

Café Culture

Growing Market

Because of the proliferation of coffee chains, few of the country's main thoroughfares do not have a Costa or Starbucks. So, there is a growing market for independent cafés that provide an alternative place to catch up with friends, relax with a book, or even do some work.



Conclusion



Jagpreet Kaur - 2112515





Throughout the last few years, we have seen the rise of a sophisticated café culture in UK which were previously a culture in Italy or France. This happened due to globalization & external cultural integration. (Ferreira, 2017) 



Because of the proliferation of coffee chains, few of the country's main thoroughfares do not have a Costa or Starbucks. As most of the pubs in UK struggles & people not going in pubs that much, there is an emerging market for independent café where people can go for spending some quality time by their own or to catch up with friends or just to complete some office work. The management should consider the place as a social outing spot & place their products accordingly. Only a few people come to coffee shops to enjoy food. Others come to enjoy quality time. The main purpose should be to make their time enjoyable. 
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                Market Analysis and Trends  The coffee shop in the central London area is always proven to  be a successful business.  There are many customers who eat their morning breakfast and  coffee in this area. Gabriela  Gherasim ( 2110945)
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                     SWOT Analysis  The strengths of the coffee shop are the location and good menu .  The weakness of the coffee shop is the lack of skilled staff .  The opportunities are free Wi - Fi and a reading zone in the coffee shop .  The threat of the coffee shop is huge competition in the market .    Gabriela  Gherasim (2110945)
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                     PESTLE Analysis  The political environment of the UK is not stable and this can affect this business .  The economic condition of the country is also unstable due to the Brexit and Covid - 19 pandemic .  Social factors are very important to consider starting this business .  The technical factors are also very important to starting this coffee shop .  The organisation needs to ensure the legal factors before starting this business .  The organisation also needs to consider if the coffee shop is harming the environment .    Gabriela  Gherasim (2110945)
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                Operations  The coffee shop needs to operate with skilled staff who can deal  with the customers.  Marketing staff are needed to build a good plan to attract more  customers. Gabriela  Gherasim ( 2110945)
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                                      04/05/2022  Technology Plan Technology it is very important to us, that is why • Our coffee machines are always the newest models and they help us be more sustainable • We use a QR based reward system to encourage our customers to return • Apart from coffee machines all the other machines are renewed as often as possible • We use different websites to promote ourselves and also we collaborate with sites like Just eat or Deliveroo • We do have our own website and an app where our customers can place orders to collect                                 Mona David ( 2111962)
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              04/05/2022  Management and Organization  Managers Jagpreet Mona Gabriela Tyron  Marketing Jagpreet  Finance Tyron  Operations Gabriela  Waitstaff Jagpreet Mona Gabriela Tyron     Mona David ( 2111962)
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              04/05/2022  Social Responsibility and Sustainability The Coffee Shop Private Limited  is only using  a Fair Trade - certified coffee that has been verified  across the supply chain to ensure that it complies with specified sustainability and labour criteria. One of our mains concerns is social responsibility and sustainability and we achieve this by: • Recycling and using already recycled recipients or reusable recipients • Minimizing the water wastage and electricity consumption as much as possible • Allowing people to bring their own recipients when they buy coffee to go • Collaborating with specialized websites as  Too good to go  for our excess food or drinks • Keeping the coffee shop sparkling clean using cleaning materials which are environmentally friendly • Sourcing our raw materials from sustainable suppliers Mona David ( 2111962)
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                                      04/05/2022  Development, Milestone, and Exit plan We believe in our business  • Development - become better than we are, more eco - friendly, more responsible • Milestone - opening more coffee shops in busy places around UK in the next 5 years • Exit Plan - expand and sell the business and ….start over                              Mona David ( 2111962)


image33.png
Jagpreet Kaur - 2112515

Conclusion

Café
Culture

United Kingdom has steadily
moved toward the kind of well
established café culture that
countries such as France and
Italy are known for. This
happened due to globalisation
and external cultural
integration. (Ferreira, 2017)

Prifysgol Cymru
Y Orir Sam

Uniw f Wales

Trinit

Growing
Market

Because of the proliferation of coffee
chains, few of the country's main
thoroughfares do not have a Costa or
Starbucks. So, there is a growing market for
independent cafés that provide an
alternative place to catch up with friends,
relax with a book, or even do some work.





image34.svg
               United Kingdom has steadily  moved toward the kind of well - established café culture that  countries such as France and  Italy are known for. This  happened due to globalisation  and external cultural  integration. (Ferreira, 2017)  Café  Culture  Growing  Market Because of the proliferation of coffee  chains, few of the country's main  thoroughfares do not have a Costa or  Starbucks. So, there is a growing market for  independent cafés that provide an  alternative place to catch up with friends,  relax with a book, or even do some work.  Conclusion Jagpreet Kaur  - 2112515
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