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[bookmark: _Toc169988532]Introduction
EcoVibes Café is one of the places that would be established with the mission of being an organization that is environmentally friendly in their preparation and provision of the foods and drinks that would be sold in the café. This business plan consists of the lines of service for this café, legal formation, management, and promotional marketing strategies. Employing the PESTEL analysis and the 4Ps of the marketing mix, it provides an accurate financial prospect and showcases the viability of the project that targets the establishment of healthy impact dining.
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Business Name: EcoVibes Café
Concept: 
EcoVibes Café is an experiment of a modern speciality café that focuses on high-quality organic homemade recipes and products with special attention to local production. The concept was established by providing customers with light, hygienic meals in a conducive environment with the added benefits of eating meals prepared in sustainable manners. EcoVibes Café is therefore trying to target consumers who are socially aware of the environment and those who care about the quality of their food but also care about the planet.
Here there will be numerous practices considered by the café to be sustainable. It will also mean that the package design will have an environmentally friendly face and another part of the reduction of wastage of material. An efficient and proper recycling program will be put into practice for the same purpose of waste management. Fresh food items provided will be bought locally from farmers and other suppliers to not only provide pure and fresh products but also to ease the costs of transportation and support local farmers to encourage the use of locally produced products.
Products and Services:
More on that chart, EcoVibes Café will be a café with a varied menu, thus being able to cater for a plethora of different needs. Key offerings include:
· Organic Coffee and Tea: Fair trade organic coffee and tea, made from selected natural blends to satisfy the caffeine aficionados’ taste while being socially responsible.
· Freshly Made Sandwiches, Salads, and Soups: These dishes include salads prepared with fresh vegetables, fruits, and other farm produce as well as delicious lunch menus.
· Vegan and Gluten-Free Options: Featuring numerous mains and cocktail appetizers to incorporate vegan and gluten-free diets for health-conscious clients.
· Smoothies and Fresh Juices: Juices: Organic fruits and/or vegetables with high-calorie content, especially helpful for re-energizing and rejuvenating the body.
· Eco-Friendly Merchandise: Cutlery, cups, straws, and bags look eco-friendly and are reusable for a long time not only in the café but in everyone’s daily life.
EcoVibes Café primarily focuses on serving delicious meals and hot beverages but also integrates approaches that fall under the environmental management and health promotion framework. Overall, the Spotted Horse café has worked diligently to produce an excellent product that incorporates sustainability into its offerings.
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2. Legal Format of the Startup Company
Legal Structure: Limited Liability Company or known as Limited Company.
Justification:
However, based on several considerations the following advantages of LLC will favour the formation of EcoVibes Café and consequently, the company shall be formed as a Limited Liability Company (LLC) (Allen, Kraakman, and Khanna, 2021). As for the owners, an LLC offers protection of its owners’ assets, which means that the owners will not be held personally accountable for organizational responsibilities and/or debts. This is important, especially if the risk parameters in the initial stages of the startup are to be well managed (Dine and Koutsias, 2020).
The LLC structure also gives one the flexibility to manage the business as it expands, depending on the growth achieved. With operational flexibility, it can be fully owned by its owners who can exercise control over the management or appoint managers. Continually, LLCs undergo pass-through taxation, which means that revenues and losses are reported individually, unlike with corporations, thus no doubling taxation (Schell, Endreny, and Koren, 2024). This kind of structure makes it more efficient in terms of taxes as it provides more revenue for the café, the latter can reallocate the finances towards the establishment of sustainable practices and formulating more development strategies (Armour and Sako, 2020).
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3. Management of the Company
Key Employees:
Café Manager: About the Café Manager EcoVibes Café shall be managed by the café manager who will be responsible for the day-to-day running of the business. Some of the activities that are involved are staffing of employees and the overall administration of employees in a particular or several departments, inventory, customer relations and quality checks of cleanliness and hygienically prepared foods among others (Clements, Sharples, and Kinman, 2021). 
Baristas: Employees will be hired to prepare quality coffee and tea products for consumers, expert baristas most preferably will be employed. They will be taught the basic concepts of coffee preparation, the sourcing of organic and fair-trade beans, and other measures that the café takes in their sustainable consumption with the intent of customer sensitisation (Putra and Pinariya, 2022).
Kitchen Staff: Besides bottles drinks and pastries will be organized freshly made sandwiches, salads, soup, smoothies and juices prepared in the kitchen. They will make certain that all food items conform to the quality standards of the café as well as have sustainable sources. This will also involve the provision of kitchen services which include preparing and storing food in compliance with the health standards that are set by the regulatory authorities (Deeb et al., 2020).
Marketing Specialist: He or she will be in charge of marketing for EcoVibes Café, and will be responsible for the creation of marketing strategies for it. Some of the responsibilities in this position are in charge of the company's official pages on social networks, producing content for audiences, planning events, and setting partnerships with local companies (Hutt and Speh, 2021). 
External Professional Services:
Accountant: A person should be hired specifically to handle the financial records and prepare the account’s statutory returns. They will make sure that the firm’s receipts are tracked top-notch and comply with all requirements of the law on taxation (Parker and Schmitz, 2022).
Legal Advisor: A legal consultant will be hired to sort out legal issues, whether it is the process of registering a business or adhering to the laws and legislation in the country regarding procurement, patents as well as trademarks (Nurumov, 2021).
Marketing Consultant: Consultation with a marketing expert will address wider promotional and advertising efforts and ensure that the company is strategically placed in the growing field of sustainable restaurants (Yevtushenko and Fedorchenko, 2023).
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Political:
This is because EcoVibes Café is a small business and it will be able to capitalize on favourable government policies towards such industries and those established to promote credible sustainability programs. Government grants, subsidies and tax credits that are available, especially to firms and organizations that promote environmental conservation are other forms of support that can be attached to the viability of the café (Buye, 2021). 
Economic:
Although contention exists outside the company, it also opens doors for EcoVibes Café to triumph in other areas of the economy. This market has especially been propelled by the increased demand for organic and eco-friendly products by customers who are willing to spend more money to benefit from these products that are associated with more health benefits and are environmentally friendly (Sánchez-Cambronero, González-Cancelas, and Serrano, 2020). 
Social:
Market trends are in EcoVibes Café’s favour; societal factors are on our side. Opinion-makers and conscious consumers are becoming more concerned with what they are consuming in terms of where it comes from and what is in it, which tallies with the café’s ethos. Including, the awareness of the need to support local producers, which can create a solid base of regular customers and contribute to the development of a positive image of the café (Wajid and Zafar, 2021). 
Technological:
The adoption of technology gives great benefits to EcoVibes Café, as explained below. Energy-efficient equipment in kitchens or eco-friendly packing materials also help in cutting down operational costs and have impulse on the environment. Besides, the café would be able to expand its reach towards customers and advertise and market its services and products using social media and digital marketing tools (Siddiqui, 2021).
Environmental:
Environmental issues are at the core of the concept that defines the activities of the EcoVibes Café. The focus on decreasing carbon footprint and waste is resonant with global trends in sustainability and its audiences’ demands. This is because the café can be a member of local environmental programs, and acquire certifications which will enable it to appeal to people who are environmentally conscious and would prefer to buy products from an organization that already considers some of the product's environmental impacts (Musa and Suryono, 2022).
Legal:
The implementation of the proper health and safety regulatory measures will enable the proper operation of EcoVibes Café. Failure to follow such standards presents a legal jeopardy and also raises the issue of customer credibility’s concern. On the same note, preserving trademarks and branding is crucial to preserve the personality of the café’s trademark and to curb cases of imitation which may affect the brand’s sustenance in the market (Kansongue, Njuguna, and Vertigans, 2023).
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Product:
At EcoVibes Café Philippine clients can find a selection of high-quality organic foods and organic beverages that fulfill their specific healthy and environmental-focused needs. The options presented on the menu are sandwiches and other food for continuously ordering food made from fresh vegetables and fruits, salads and soup, vegan and gluten-free meals, blended beverages and fresh juice (Karim et al., 2021). 
Price:
The prices that have been adopted at EcoVibes Café are sensible though still in line with the quality of the organic and eco-friendly products sold. It is, therefore, clear that while prices slightly higher than conventional counterparts are not unexplainable, this is so because of the quality, plus the environmental impacts. As for the motivation of customers to visit the café and make frequent purchases, all-around discounts and bonuses will be provided. The implementation of the reward point system will involve the accrual of points for each regular customer, which the customer can spend on discounts or free products (Pepels, 2021). 
Place:
EcoVibes Café will be established in an urban area that is densely populated with individuals resulting from its location near offices, shopping centres, universities, or any other place with many people. The premises will be chosen to be easily accessible by a large number of clients to increase the flow of potential customers. The interior design will have natural-looking furniture and fabrics and will have a warm Wineland feeling to the guests. Such an aesthetic will not only support the café’s eco-sensitivity but also establish a calm and constructive environment suitable for consuming meals and non-alcoholic products (Koojaroenprasit and Pumpinyo, 2024).
Promotion:
Marketing communication for EcoVibes Café shall mostly involve establishing a brand and making sure that we are connected with the target demographic. Appeal through advertising on the internet to convey information on the available products, the green approach that the café takes, and other promotions. Through Instagram, Facebook and Twitter sites, the Client will be entertained with beautiful images and content as well as be communicated with. Local businesses can be sought to draw connections with the café and attendance at community occasions will help cement its standing (Yolanda and Nugraha, 2024).
[bookmark: _Toc169988538]6. Cash Flow Forecast for the First 12 Months
	Month
	Income (£)
	Expenses (£)
	Net Cash Flow (£)

	January
	5,000
	4,500
	500

	February
	5,500
	4,500
	1,000

	March
	6,000
	4,500
	1,500

	April
	6,500
	4,750
	1,750

	May
	7,000
	4,750
	2,250

	June
	7,500
	5,000
	2,500

	July
	8,000
	5,000
	3,000

	August
	8,500
	5,250
	3,250

	September
	9,000
	5,250
	3,750

	October
	9,500
	5,500
	4,000

	November
	10,000
	5,500
	4,500

	December
	10,500
	6,000
	4,500



Total Income: £93,000
Total Expenses: £60,500
Net Cash Flow: £32,500
The projected cash flow of the company during the first year of its operation reflects fairly well for Ecovibes Café ranging from £ 5000 in January to £ 10500 in December of the same year. It increases gradually and ranges between £4,500 to £6,000. The overall net cash flow for the year is £32,500 which stands positive for the business, showing the business is in good health and has potential for expansion (Putri, 2021).

[bookmark: _Toc169988539]Conclusion
The absence of barriers to entry and differentiated focus on using organic local products, sustainable practices, and environmentally friendly materials is clear evidence of the fact that EcoVibes Café is capable of generating high growth rates, as well as a high level of financial profitability. Regarding the management of the business, the business plan presents the methods of successful management, market positioning and the organization’s long-term sustainability. This fact proves the café can have a positive cash flow of £32,500 in the first year of its operation, as well as, exhibit the ability to function in the competitiveness of the café industry focusing on selling organic food to people who are concerned about the health of the environment and their own.
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