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Cover Letter 

Mr Munna
Winchester House, 
11 Cranmer Rd, 
London 
SW9 6EJ 
a.munna@uwtsd.ac.uk

Dear Mr Munna

We are writing to express our interest to present you our formal business plan. We are a group of professional with over five years of experience in different business areas.

We are aiming to open our own coffee shop making a total new brand at Kensington Park Palace, there is not any other coffee shop in the area to match our style according to our marketing research, which it would make a great success.

We will serve freshly brewed coffee from 6am – 8pm 7 days a week, offering the best quality coffee known today from the exquisite Kopi Luwak coffee bean along with extraordinary homemade recipes.

We are a group of professionals who have specialties in key areas of the business. In addition, we enjoy the creativity building a new coffee brand and can truly offer totally new coffee flavour in London along with an exciting place to gather and enjoy.

We are convinced that we will make a significant impact on the coffee industry, and we would like to invite you to join us on this journey.

We look forward to hearing from you and thank you in advance for your consideration.

Sincerely,
Bali Java Coffee House Team


Table of Contents
Executive Summary	5
Purpose of Business Plan	7
Business Description and History	7
Business and Product History	7
Description of Business	8
Business Goals	10
Business Mission and Vision	11
Business Structure	11
New Product description	12
Market analysis	13
STP analysis of new brand	15
Segmentation	15
Targeting	15
Positioning	15
Current marketing trends in the coffee market	16
Promotional activities	17
Operations	18
Supply chain management	18
Operations goals	20
Distribution management	20
Technology plan	21
Management in Coffee Grinds	24
Planning:	24
Organising:	25
Directing:	25
Controlling:	25
Organisation structure evaluation in Coffee Grinds	26
Functional organisational structure:	26
Geographical structure:	27
Product-oriented structure:	27
Social responsibility measurement of Coffee Grinds	28
Sustainability plan of Coffee Grinds	30
Recommendations	31
Financial Plan	33
Development, Milestones, and Exit plan	33
Marketing	33
Competitive Edge	34
Marketing and Promotion Strategy	34
Sales Strategy	34
Distribution Strategy	35
Milestones	35
Exit Plan	36
Financial Data	37
Conclusion	42
References	43
Appendix	47
















Diana Abreu
[bookmark: _Toc70365603]Executive Summary 
Java Coffee House located at Kensington Palace Gardens is a new, hip coffee shop focusing on providing a variety coffee, homemade pastries, and snacks. Our product line fits nicely for those who seek a snack and drink, to take to go or to sit in our seating area and relax.
Services
Java Coffee House will offer the best quality coffee in the market, from Kopi Luwak coffee beans and a selection of food items. Inside the coffee shop, a wide seating area would allow for social gatherings. Several items on the menu will be illustrated as specialties, with recipes created by the coffee shop's owners.
Customer Focus
Java Coffee House will primarily serve the residents who live within a 2-mile radius of our coffee shop and workers within a quarter mile radius. The demographics of these customers are as follows:
•	156,197 residents
•	Average income of £64,868
•	71.6% in employed in senior, professional, or technical occupations

Management Team
Java Coffee House is led by Diana Abreu who has over 5 years of business management, while Hassan Abbas has finance experience in different business. As such Maria Barbu who has knowledge of marketing, Raluca Caruntu who has some legal background and Meena Gidwani who has an in-depth knowledge of the food service business including the operations side (e.g., running day-to-day operations) and the business management side (e.g., staffing, marketing, etc.).
Success Factors
Java Coffee House is uniquely qualified to succeed for the following reasons:
· There is currently no hip coffee shop, we will be targeting truistic area and professional demographic community; entering as well as presenting a quality product that has not yet been presented.
· Our location is in a high-volume area with little direct traffic and will thus be highly convenient to significant numbers of pedestrians each day and the location is surrounded by many touristic attractions. 
· The management team has a track record of success in a specific knowledge in a different area of the business. 
· The coffee shop business is a proven business and has succeeded in communities throughout United Kingdom.

[bookmark: _Toc70365604]Purpose of Business Plan

The aim of this document is to outline the start-up of Bali Java Coffee House company. The mission of the business plan is two-fold mission. The first is to secure funding. The other is to assist with defining the business, who, when, where, when, and how for the company to have a consistent schedule and operations map.
[bookmark: _Toc70365605]Business Description and History

[bookmark: _Toc70365606]Business and Product History
Indonesia is an origin without which one cannot understand neither the history of coffee in producing countries, nor the development of coffee culture in Europe and the US, where the word "Java" is used as a synonym for coffee. The coffee arrived in Indonesia from the hand of the Europeans and from here the bean was taken to South and Central America.

Of course, the history of coffee clearly reflects the complex landscape of Indonesian coffees today. While in Sumatra we find “semi-washed” coffees, in small farms where each family pulps the coffee, following the Giling Basah method, which is a method they use to remove the hulls of the coffee. In Java we can find fantastic, washed coffees, or even Javas WIB PTP, robust washes from government plantations.

But Indonesian coffee is much more than Robusta or Giling Basah, and each of the Islands has its own characteristics. Coffee plantations in Indonesia are generally large and depending on the growing area, Indonesian coffee is usually characterized by an excellent cup of more or less pronounced acidity, good body, and enveloping aroma.

To be the one of most expensive coffee in the world, with qualities that have nothing to do with the rest of the coffee industries around the world; Kopi Luwak has a characteristic that differentiates it from the others especially from peculiar mode of production, since it comes from the excrement of the civet. They live among the bushes of the plantations of Southeast Asia. They instinctively eat only the best coffee beans. The civet is in charge of “producing” the Kopi Luwak grains in its intestine. The red fruits of coffee are a natural part of the diet. The internal coffee bean is not digested but it seems that it is chemically modified by the enzymes present in the stomach of this animal. This adds flavour by breaking down the proteins that produce its characteristic bitterness. It is assured that it is a totally hygienic coffee due to the washing treatments and its subsequent roasting at high temperatures, which make it completely suitable for human consumption. (Bale, 2016)

This animal eats coffee beans as part of its daily diet. The beans are digested and expelled through the faeces and in theory your body only processes the fleshy part of the fruit, so the coffee bean remains intact after digestion. It seems that the ability of the civet to choose the product (it only digests the best quality beans, that is, the reddest and ripest), together with fermentation, produces beans with a unique aroma and flavour that only a select gourmet public knows how to value. and distinguish.
Obtaining this coffee follows a very meticulous process. First the agglutinated grains that are defecated by this animal are collected and then they are washed, obtaining the grains with their greenish skin. Later they are peeled and roasted. Unlike other coffee beans, these have already been subjected to a chemical process (the one that takes place in the stomach of the civet) and therefore the roasting that these beans will require will be considerably less. Finally, they are ground to get this much demanded product. (brightjava.com, n.d.)
[bookmark: _Toc70365607]Description of Business 
Bali Java Coffee House will offer one of the best quality coffee beans known, with a complex aroma, thick body, delicate bitterness, and low acidity. Coffee lovers are sure to be able to extract from its flavour some notes of caramel and almost honeyed chocolate with a long persistence on the palate. Of course, it has less caffeine (0.5%) than other coffees that are usually 2%. This is Kopi Luwak coffee beans.

This coffee is one of the most famous in Indonesia, where the cup may be around 4 euros. However, it is estimated that this coffee in Europe or America reaches 90 euros, a figure that makes it the most expensive coffee in the world. But two reasons could have been found to justify its high price. Its mode of production, not only due to faeces but also because it comes from a wild animal, and the shortage of the product: around 500 kg are produced per year.

Bali Java Coffee House will be a coffee shop located in Kensington Palace Gardens in West of London, which will offer a variety of options to customers. Coffee options range from espresso to latte, from regular flavours to raspberry mocha from the most luxurious coffee beans. Teas range from English varieties to flavour varieties. Juices, soft drinks, and non-alcoholic beverages will also be available. For those who want to drink something else, both wine and beer will be for sale. Wine is available by the glass or the bottle. beer will be available.

The breakfast menu will include croissants, muffins, bagels, donuts, French pastries, fruit filled crepes, etc. Except for crepes, baked goods will be purchased at The Works. Lunch and dinner will include sandwiches, salads, and seven different soups. We will implement an offer for simple executive lunches.

In the summer, a number of cold soups will be available. Additionally, Java Coffee House will feature a wide variety of snacks. These will include artichokes (both stuffed and served with butter); stuffed mushrooms; mini loaves of bread served with a bowl of your choice of pesto, cheese, or green chili, etc. Desserts consist of cheesecakes (some fat-free), pastries, tarts, fresh fruit, and cheese.

The building's interior design would emphasise a laid-back modern feeling. The bottom of the walls will be forest green and the top will be eggshell white. The carpet will be forest green. The table and chairs will be custom made in light oak. The upholstery of the chairs will be of forest green material and will be highly padded for comfort. The boards will be of a marbled forest green laminate. Plants abound in golden pots. Dishes and eating utensils will not match and will be purchased at antique and thrift stores. The coffee cups will be abstract and unique shapes giving a different sensation while drinking and extraordinary coffee.
 
Java Coffee House is divided into different areas. An advantage of having different areas is that customers can participate in different activities without disturbing anyone (that is, political discussions will not interfere with the music, or the music will not interfere with those who play board games or read). Relax areas where customers can have their meeting, with computer plugs and free WIFI. The emphasis will be on providing a comfortable environment for the client in which they will want to stay and return many times.

Coffee is the most widely consumed beverage in developed countries, with Finland being the country that consumes it the most in the world. This industry, in continuous expansion, also has its more ostentatious side and among the millions of types that there are of this traditional product, which many uses as a combatant against the hours of sleep, there is the most expensive variety: the Kopi Luwak coffee, from Indonesia. The Kopi Luwak or civet coffee owes its name to an Indonesian civet known as the Luwak.

[bookmark: _Toc70365608]Business Goals
The company's objectives are to generate a significant profit while still creating a market and working atmosphere in which both customers and employees are handled with integrity and fairness.

Maintain a high standard of coffee, food quality and service, providing first-rate live entertainment without a cover charge. Ensure a friendly comfortable atmosphere where customers feel like home, also placing monthly ads in neighbourhood publications, distribute monthly fliers to neighbourhood, businesses and churches and offer discount coupons.
[bookmark: _Toc70365609]Business Mission and Vision
To get our community together and enjoy each other’s company, providing the comfort of home. We believe that we can build positive energy and relationships by building memorable experience.

[bookmark: _Toc70365610]Business Structure 




Raluca Elena Caruntu
[bookmark: _Hlk70361359][bookmark: _Toc68724877][bookmark: _Toc70365611]New Product description

Java coffee is an established coffee brand in the whole world and they are now thinking about adding a new variant in their product line. This is an example of business expansion and it will be profitable if the marketing is perfect. Java coffee wants to establish Chocolate mint flavour coffee in their product line, and it will be a unique flavour coffee that bales to create a strong customer base in the foreign market (Chocolate Mint, 2021). 
The main ingredients of this new flavour of coffee are mildly roasted coffee beans, dark chocolate and refreshing mint. The combination is perfect for refreshing and invigorating energy and the blend of the coffee should be perfect. The packet of the coffee will be heat-sealed valve bag so that the aroma and flavour of the coffee are preserved. 
The coffee allows its customer to experience refreshing mint that invigorates the stress and executive teste with a warm chocolaty flavour. This coffee is perfectly designed for young aged people who want to add some new flavour to their daily coffee test.
The coffee bean for this coffee is mainly collected from Indonesia and Arabia and the roasting of the brans is not so strong and not so mild (Chocolate Mint, 2021). 

                            

[bookmark: _Toc68724878][bookmark: _Toc70365612]Market analysis
Market analysis provides information about industries, customers, competitors, and other market variables. Market analysis also helps to figure out the relationship between the supply and demand of a specific product or service. By appropriate market analysis business able to make a more accurate decision about the marketing strategies and marketing competition (Business and definition, 2021). The market analysis of Java coffee is giving below: 
1. Market size: Java coffee able to capture a large market share all over the world. They have extensive marketing activities; worldwide distribution channel and they mainly export a large quantity of coffee in Japan. They are also able to capture European countries, Asian countries, and African countries. Their coffees are famous in Dutch and they also have export certification (The Coffee Industry Board of Java, 2021). 
1. Competitive analysis: The Company has to face strong market competition because the need for coffee has been rising day by day. Many new coffee companies emerged in Indonesia because of the continuous growth of this industry. Some strong competitors of the company are Starbucks, Costa Coffee, Nescafe, Bru coffee etc. These coffees are emerging and to cope with the market competition the company has to be more dynamic and need to invent new technologies. The availability in the market is one of the competitive advantages of this company and they should more advance in it (WIRE, 2021). 
1. The growth of the market: Java coffee has a history of growth. This is one of the oldest companies in the world and they provide superior quality and a mild taste. The coffee is mainly famous for its aromatic charm. The market of the company has grown because of the worldwide need for Luwak coffee, and they are the most expensive coffee company, so the coffee becomes a sign of luxury. The company recently adds some special variant in the market, and it helps to company to ensure sustainability and growth. 

Figure: Market analysis
Source: (Author).
1. Demographic and segmentation: The coffee is mainly sold in European countries and Japan. Japan can be considered the most vibrant market for this coffee. On the other hand, the main targeted customer of the company is upper-class people who need a cup of coffee with luxury. Educated people know the superiority of Luwak coffee is another segment in the market. The blue mountain in Java is also a place of tourist attraction and a wide range of people gather every year for enjoying the beauty of Indonesia. so, the tourist is another market segment. The company tries their best to reach the target market and sell their product with a unique strategy (Lutz, 2021). 
1. Market price: The price of the market is one of the most important tools for analysing the market and overall economy. Coffee is one of the most expensive coffees in the world and the price level is very high compared to other companies. The reason behind the high price is cultivation methods of the coffee are different from others and the roasting formula of the coffee bean is costly. For this reason, The Company kept the price high and people who want to enjoy this superior quality coffee must need to expend some extra dollars. 
1. Marketing optimisation: the overall market has been optimised by the expert to know about the current and future condition of the market. Market optimisation is required because regular market optimisation gives information about ongoing market efforts and figure out the required improvement in marketing efforts. Market optimisation also makes the related parties more accountable for their actions and it can be considered as a total quality control process for the company. The company regularly conducts market optimisation, and it works as a quality control process for the market (Marketing Optimizer, 2021). 
[bookmark: _Toc68724879][bookmark: _Toc70365613]STP analysis of new brand 
The STP mainly stands for segmentation, targeting and positioning. The STP analysis of new coffee brand under Java coffee is giving below: 
[bookmark: _Toc70365614]Segmentation 
The Geographical segmentation of the brand is mainly in European countries and the UK. The region of the UK is divided into three parts and the brand is mainly introduced in the urban areas. For Demographic segmentation, the young aged and educated urban living people are the main targets. And for behavioural segmentation, the upper-class people who are financially stable and proper knowledge about coffee are targeted (Wright, 2021). 
[bookmark: _Toc70365615]Targeting 
People from 15-50 are the main target and the upper-class people who live in the urban area and have knowledge about coffee are the main target. The person who works for a long period and want and refreshing mint flavour with chocolate is the main targeted customer of the coffee. 
[bookmark: _Toc70365616]Positioning 
The coffee brand is the position according to the targeting and the brand will be positioned in consumer mind through advertisement and social media marketing. First, they create a map for positioning and then position it according to that (Wright, 2021). 
1. 

[bookmark: _Toc70365617]Current marketing trends in the coffee market
Now coffee is one of the most demanding drinks all over the world. Regardless of gender, age, social status, location etc al people love to have coffee in their working and leisure time. The coffee industry is growing, and new trends and ideas are added in this industry for advancement. The current trends in the coffee industry are describing below: 
1. Technology and its use in the coffee industry is one of the most highlighting trends in the coffee industry. The customers' service operation; production and roasting of the coffee beans etc are now automated and technology oriented. Java coffee is also engaged in technology in its business and marketing activities. They also introduce technology in their communication and other aspects because of the Coronavirus pandemic (Roughan, 2021). 
1. Ready to drink coffee is another current trend in the coffee industry. The second wave in the coffee movement made coffee more luxurious and rather need necessity. As people become so busy with their work ready to drink coffee is helpful for them. The Java blue company also introduce ready to drink coffee in large quantities. 
1. Trendy new coffee flavour: Now there is an undeclared competition on coffee flavour and most of the coffee company working on it. The Java coffee also introduces some new trendy flavour and amazing aromatic charm in their coffee cart, and it has been a marketing advantage for them (Roughan, 2021). 
[bookmark: _Toc68724880]

[bookmark: _Toc70365618]Promotional activities
One of the most important activities in marketing is the promotional strategy and promotional activities. The success of any coffee brand largely depends on its promotional efforts and unique advertising techniques. The promotional activities of Java blue mountain coffee are giving below: 
1. The company recently introduce special day coffee and seasonal coffee it can be a unique strategy of promotion. They are mainly aiming at Valentine’s Day and mother’s and Father’s Day for special day coffee discount (Top 10 Coffee Shop Promotion Ideas, 2021).
1. They also conduct various TV advertisements where the referral power of topmost celebrities is used to influence customers. 
1.  They also introduce Newspaper and magazine advertisement for their brand. Recently they published a magazine for the promotion of their brand. The main theme of the magazine is to promote the unique flavour of the coffee and show the scenic beauty of Blue Mountain for tourism (Top 10 Coffee Shop Promotion Ideas, 2021). 
1. They also have a unique marketing campaign that conducted on the coffee day and it is a unique move from any coffee brand. They have discount and coupon facilities for consumer, and it will be strong promotional activities for them. 
1. They also develop a social media platform and their website for advertises their brand. There is a feedback system on their website so that consumer can give their opinion about the Band (Top 10 Coffee Shop Promotion Ideas, 2021). 
The above mentioned are marketing analysis, trend analysis and promotional activities of the Java coffee. These things are very dynamic and up to date. 






Meena Gidwani
[bookmark: _Toc70365619]Operations 
Coffee Luwak is to be sourced from Indonesia and the business venture will operate from London, UK. The operations in this case will thus include the supply chain management and distribution management. 
[bookmark: _Toc70365620]Supply chain management
Sourcing coffee beans from Indonesia is going to be a lengthy process. Coffee supply chains are complicated. Growing and harvesting the coffee beans is just the first process. From there, hulling and drying are the next processes. Once the coffee beans are dried, packaging in the next stage. After bulking and blending of the beans, the beans are finally roasted. As the coffee beans are to be sourced from outside the country, international transporters and export sellers will be an important part of this supply chain. 
Supply chain management in this case involves different stakeholders at different stages. Quality of the product in this case is affected by the quality of the beans that were chosen at the time of cherry picking (Thiruchelvam et al., 2018). Thus, special orders are to be placed at the right time to ensure that not only the coffee beans are that of choice, but also, the quality of the product can be maintained over time. This has to be done while ensuring that the cost of the product remains under check during this whole process (Nguyen and Sarker, 2018). The next stages in supply chain management are affected deeply by the quality of machinery in use. For coffee beans hulling and drying, there are a variety of methods that are used by the coffee growers all over the world. To manage the quality of the final product, it is important that the primary producers, and the enterprises that are hulling and drying the coffee beans are identified. 
[image: Global coffee supply chain | Download Scientific Diagram]
Figure: Coffee Supply Chain
Supply chain management can be done in an effective manner by identifying the right suppliers at every stage (Candelo et al., 2018). The product has to move from the field for hulling and drying. The supply chain involves all the entities involved in the process of taking the coffee beans from the field to the point that it is delivered in the London office. It is imperative that Coffee Luwak is focused on identifying the right suppliers who maintain highest quality at every step of coffee production. The quality of the product can only be maintained by the company in this way. 
Bulking and blending of the coffee beans is technology intensive stage. At this stage, it is important that Coffee Luwak identifies the right suppliers who can meet the quality requirements. It is also to be ensured that the beans are roasted to perfection. After the produce is ready to be transferred to the UK, it is imperative that Coffee Luwak has responsible international transporters and export sellers to deliver the roasted coffee in the UK. The most important issue to consider for the company is that as the waterways are used for the transfer of coffee, maintaining the quality of the product becomes very important. As an integral part of supply chain management, Coffee Luwak has to work with the international transporters who can provide the required facilities. This is important to ensure that the quality of the product is not compromised at any stage. 
The world over, coffee supply chain is complicated one. This is because coffee is grown in a particular environment, while it is consumed in different parts of the world. Coffee grows well in sweltering environments and it has to go through a lot of steps before it reaches its end consumer. To maintain the quality of coffee in every cup of coffee, the organization needs to focus on its supply chain and distribution channel at every step of the way (Chavez et al., 2018). From selecting the high-quality coffee cherries to the use of the right temperature for drying the cherries, to the appropriate roasting of the beans, every step of the coffee supply chain counts. For managing supply chain, the biggest challenge for Coffee Luwak is to ensure that the suppliers are picked on the basis of their quality. 
Overall, in supply chain management Coffee Luwak will focus on pre-approving the coffee growers and the entities who will work on hulling, drying, blending, and roasting the coffee beans. Afterwards, the international transporters should also be pre-approved after considering the required facilities. In case any of the supplier is unable to deliver the product in the UK at the required quality, there should be replacements. To ensure that the business has long term prospects, it is important that there is no compromise on the quality of the product. This would mean strict management of supply chain. The suppliers to be selected for this business need to have at least 5 years’ experience in the field. Their reputation should match to the quality requirements that Coffee Luwak has. 
[bookmark: _Toc70365621]Operations goals
For successful operations management at Coffee Luwak, it is important that the goals associated with the operations management plan are clearly identified. First of all, the most important goal is to ensure that the cost of goods sold remains below 35%. It is to be done while ensuring that the product is delivered to the customer as promised. To meet these operations related goals, Coffee Luwak needs to train its employees. The employees who join the operations of Coffee Luwak must be trained not only in their particular skills but also their soft skills training should be ensured. Communication with the employees and clarity of job descriptions should be ensured. To manage the supply chain and the distribution channels of the company, it is important that the organization considers its employees as an important resource. The goals associated with the operations of Coffee Luwak can only be achieved if efforts are made in choosing the right suppliers. Also, it is possible to achieve these targets only by having a proper distribution plan in place. The most important goal is to retain the customers by bringing out best brewed coffee time and again. For this, it is important that the company successfully oversees its supply chain management and its distribution channel management.
[bookmark: _Toc70365622]Distribution management
[image: Distribution Channels | tutor2u]
Figure: Possible Distribution Channels

There are four important distribution channels that organizations can follow. First of all, there is the option of direct sales (Ceha et al., 2019). In this case, the company sells directly to the end consumer. However, this is a cost intensive method. If Coffee Luwak plans to sell directly, there will be a lot of investment in the process. There are other distribution channels that can be followed. One method is to sale the product through retailer. Another option is to sale the product through wholesaler. The fourth and final option is to make the sale through agent (Boren et al., 2020). The best option for Coffee Luwak is to sell directly, and through retailers. To start with, the company will have its first location at Central London. The location will be chosen considering the factors like footfall and easy accessibility to the coffee place. At this stage, the company will be focused on selling directly to the customer. However, in the long run, the company should consider selling through retailers or franchising too. By having more outlets open in central London, brand awareness can be created. The quality of the product that would be offered to the customer will be definitive point that can help the organization in succeeding in this business. Coffee Luwak is also planning to sell the roasted beans and grounded coffee to the buyers directly. The product will be sold directly to the buyers through the Central London outlet. It will also be sold through retailers.
[bookmark: _Toc70365623]Technology plan
The technology plan in this business has various dimensions. First of all, it is important to understand that technology is an important part of any coffee business. A business-like Coffee Luwak needs to have coffee machines installed. Starting from highest quality machinery to state-of-the-art point of sale system, Coffee Luwak needs to have the latest technology installed. When the budget of Coffee companies is considered, more than one third of the budget goes into the machinery that is required to make good coffee.  The machinery to be used by Coffee Luwak is sophisticated and specialized. There is thus no short cut to it. However, there are other aspects in which the company can utilize technology to improve efficiency and enhance productivity. 
It is important that the Central London location is fully equipped with the machinery that is required for the production of best coffee in town. It would be a cost intensive investment. Technology will also be utilized in the company by bringing in electronic cash registers and contactless payments are an example of the same. Near field communication is another technology that can be used to ensure that the company is utilizing technology to its advantage. Customers are the centre of this concept. The first and foremost point of using technology at Coffee Luwak is to ensure that he customer experienced is enriched. To ensure that, technology must be utilized to create communication with the customers. By interacting with the customers, the customer data can be collected and retained through technology-based solutions. In future, the same data can be utilized to identify customer preferences.
Information technology will be applied at Coffee Luwak to collect information regarding customer preferences. This information will be used in two ways. First of all, the customer data will help identify the typical customer profile for this brand. Secondly, the regular customers of Coffee Luwak can have their preferences in the system. In this way, they will not even need to place their orders. They can communicate directly with the system and confirm their usual orders to the system. In this way, the use of technology can help in making the customers feel special about their relationship with the company. 
Along with the use of technology in the form of machinery, and in the form of data collection tools, social media should be utilized by the company to generate buzz about the business. Any news about the company can be shared with the target consumers through social media. Social media can also be used by the company as a tool to collect feedback. The biggest advantage of using social media for collecting feedback is that the customers can reply in their own time. However, when the customers participate in such conversations and provide their feedback through social media, they feel more engaged with the brand. The use of social media and information technology for creating conversations with the customers is a good step towards customer retention (Kourmentza et al., 2018). 
Another important aspect that needs to rely on the use of technology at Coffee Luwak is the employee management system. Employees not only need to be trained and developed, but also, it is important to ensure that they are motivated. Training the employees is only one part of the equation. It is also important that the employees are retained by the company successfully. For this purpose, the required information for the employees should always be available through information technology and information systems in the company. The employees should be trained for the use of other machinery and technology so that their efficiency can be improved. Also, although this business has to be customer focused, the organization should also focus on the feedback that they get from their employees. The employees should be given the chance to communicate with the organization and provide their valuable input. All these points are important parts of the technology plan of the company.
Overall, the use of technology at Coffee Luwak will be different in various aspects of the business. Machinery for coffee is one requirement, while the information system for having appropriate information available to the employees is another dimension. Coffee Luwak needs to focus on using state of the art technology to create a competitive advantage by having a 360 degrees approach towards the use of technology. Technology should be applied in the company in a multi-dimensional manner. Technology should be applied by the company to keep all the stakeholders happy.











Maria Magdalena Barbu
[bookmark: _Toc69233441][bookmark: _Toc70365624]Management in Coffee Grinds
Java Coffee brand is a broadly known multinational coffee brand and recently launched a new sub-brand called Coffee Grinds with a new type of product called Java Mint Chocolate coffee with mint chocolate flavour. In the following part, different management principles, organisational structure, social responsibility or CSR and sustainability plan will be evaluated for the new sub-brand Coffee Grinds.
[bookmark: _Hlk70170427]The overall management of the Coffee Grinds will be very well structured. The brand will follow four principles in the case of the management of the organisation which are planning, organising, directing, and controlling (Carpenter, Bauer and Short, 2019). In the following part, all these four principles of management will be discussed in the case of the Coffee Grinds.
[bookmark: _Toc70365625]Planning: 
Following this principle, the coffee brand will produce a business plan and policy (Spender, 2014). Here, the execution of the plan will be team-based and different parts of the plan will be executed along with conducted by a different team consisting of employees with several skills. This principle known as planning will help the Coffee Grinds to stay focused on goals and run business operations avoiding mistakes. The main vision of the business plan of this brand will be to create a remarkable business position in the world coffee industry for which the organisation will offer certified and healthy Java Mint Chocolate coffee to the consumers which is the combination of mild taste and bitterness less along with mint chocolate flavour.




Figure: Four principles of management
Source: (Self-Made)

[bookmark: _Toc70365626]Organising: 
Organising means assigning different tasks to a different group of employees and managing resources (Gunasekaran and Ngai, 2017). The new sub-brand of Java Coffee, Coffee Grinds, will organise its human resource, physical resources and intellectual resources focusing on the business needs and requirements. Again, responsibilities besides roles of different business functions will be divided and distributed accurately within the organisation. The brand is going to follow some policies in the case of organising which are leadership clarity, defined roles besides authorities and particular goals (Kasych and Vochozka, 2017).
[bookmark: _Toc70365627]Directing:
There, directing is all about leadership and using all forces of the business towards organisational goals (Mathrani and Mathrani, 2013). Under this principle, several terms are connected which are staffing, leading and motivating besides supervision (Carpenter, Bauer and Short, 2019). Democratic leadership is going to be followed within the organisation where opinions of all layers of management will be considered seriously and all resources besides business tools will be used towards common goal achievement.
[bookmark: _Toc70365628]Controlling:
The term controlling is monitoring the business situation and taking needed steps to ensure business sustainability (Amann and Petzold, 2014). The sub-brand, Coffee Grinds, will control product quality and compare the current situation with standard one to know the actual condition. Nowadays, the competition level in business industries including the coffee industry is very intense and survival is becoming tougher than before. For that reason, Coffee Grinds is planning to offer quality products to the consumer based on the measurement of their tastes and preference. The organisation will provide Java Mint Chocolate coffee with unique taste along with a reasonable price range to grab consumer’s attention.
So, at last, it can be said that the management of the Coffee Grinds will be based on four principles known as controlling, directing, organising, and planning.

[bookmark: _Toc69233442][bookmark: _Toc70365629]Organisation structure evaluation in Coffee Grinds
Organisation structure refers to the system that defines how business activities will be directed to achieve business goals (Mathrani and Mathrani, 2013). Coffee Grinds will follow an organisational structure based on three parts or segments which are going to be mentioned below.
[bookmark: _Toc70365630]Functional organisational structure:
Coffee Grinds will follow this functional structure where the organisation will divide business activities based on functional genre and different departments like HR, marketing, finance, and production conduct these functions. Here, HR is involved in hiring staff and training them, marketing is involved in endorsement and promotional tasks (Luiijf and Healey, 2012). In the following part, the advantages and drawbacks of this organisational structure will be mentioned.
	Advantages
	Drawbacks

	1. Enhanced productivity.
1. Certain skill improvement of the employees (LI and GUO, 2018).
1. Clear goal.
1. Operational cost reduction.
	1. Inter department competition.
1. Lengthy decision making (Crum and Goldberg, 2018).



[bookmark: _Toc70365631]Geographical structure: 
Coffee Grinds will offer products all around the world for which the organisation needs to run business operations in several geographical locations and for that reason, the organisation must follow a geographical structure under which the whole business market will be divided into three geographical parts known as America, Europe, and Asian region. In the Asian region, there will be three subdivisions known as Southern Asia, the Middle East, and others. In America, nearly 400 million cups of coffee are consumed every day that refers to the popularity of coffee in that region. So, Coffee grinds must focus more on this geographical division. This geographical structure helps business organisation to understand local needs that result in the proper business policy application (LI and GUO, 2018).

Figure: Organisational structures followed in Coffee Grinds
Source: (Self-Made)
[bookmark: _Toc70365632]Product-oriented structure:
In the case of organisational structure, the Coffee Grinds will follow a product-oriented structure where business activities will be divided based on the product line (Luiijf and Healey, 2012). The organisation will offer three types of coffee following this structure where classifications are done based on size and other factors. The first category of Java Mint Chocolate coffee will be the largest that will contain less defect where the other two categories will be smaller and comparatively defective. The organisation will organise its business functions focusing on these three categories of coffee.
So, at last, it can be uttered that Coffee Grinds will follow three types of organisational structure where the organisation will emphasise locations, products, and functions.
[bookmark: _Toc69233443][bookmark: _Toc70365633]Social responsibility measurement of Coffee Grinds
CSR or corporate social responsibility nowadays plays a crucial role in the case of business success as customers are now more concerned about the society for which customer attraction is now partially dependent on maintained social responsibilities of business organisations (Xu, 2014).
The corporate social responsibility plan of the Coffee Grinds will be based on four components which are human resource, workplace, social development, and environment protection (Law, 2019).

Figure: Four components of the corporate social responsibility plan
Source: (Self-Made)

In the following part, the corporate social responsibility plan of the Coffee Grinds will be included.
1. The organisation is going to define fair prices for coffee besides providing a unique taste and high quality focusing on corporate social responsibility.
1. The organisation is planning to provide agronomic support for free in Indonesia and some low developed countries in the African region (Leontiades, 2019).
1. Java Mint Chocolate coffee will be produced following a very eco-friendly production procedure under the corporate social responsibility plan.
1. As a part of the corporate social responsibility plan, the Coffee Grinds will hire local unemployed individuals in the case of coffee production (Zand, 2019).
1. Plants that can be recycled will be used by the organisation to save the environment (Zhang and Lu, 2017).
1. The organisation will possess a unique pay scale for the employees with a bonus policy (Mathrani and Mathrani, 2013).
1. Indonesia is an underdeveloped country compared to the modern era for which the organisation will launch a poverty alleviation programme in Indonesia to conduct social responsibility (Mabert and Venkataramanan, 2013).
1. A scholarship programme of the Coffee Grinds will be introduced known as ‘Light of knowledge’ in several developing countries that will provide scholarships to the poor talented students (Leontiades, 2019).
So, at last, it can be stated that the Coffee Grinds will maintain CSR activities very seriously that will result in more customer attraction for the organisation.

[bookmark: _Toc69233444][bookmark: _Toc70365634]Sustainability plan of Coffee Grinds 
Sustainability means long term business survival in the competitive business world. Many businesses like Nokia, Johnson & Johnson have faced business failure because of a lack of sustainability plan (Spender, 2014). In the following part, the sustainability plan and strategies of the Coffee Grinds will be included.

Figure: Sustainability strategies
Source: (Self-Made)

Coffee Grinds is planning to apply the mentioned policies and strategies to ensure business sustainability for a long time.
1. Sustainability largely depends on customer’s satisfaction. Considering this thing, the Coffee Grinds will possess a community-based policy for the customers where products will be supplied to the consumers according to their needs, demands and community standard (Mabert and Venkataramanan, 2013).
1. Revenue generation is another factor that can ensure long term business survival (LI and GUO, 2018). For that reason, the Coffee Grinds will keep the price of coffee always at a reasonable level that will allow them to generate a decent amount of revenue each year which in turn will help in business sustainability (Xu, 2014).
1. As in Indonesia, 25% of the water supply is from groundwater, the country is very vulnerable in the case of climate change that can affect coffee production very easily (Zhang and Lu, 2017). For that reason, the Coffee Grinds has to remain aware besides becoming responsive to the climate change problem that will help them to maintain continuous production and profit generation (Crum and Goldberg, 2018).
1. Another sustainability policy of the organisation will be to promoting tree plantation besides forestation (Crum and Goldberg, 2018). Indonesia is facing huge environmental issues for which people of the country are becoming more concerned about this matter. By promoting tree plantation, the organisation will be able to grab customer’s attention (Law, 2019).
1. Coffee Grinds will introduce a signature coffee product to the consumers that will offer a unique taste and less bitterness to make it popular among them. Continuous production and development of this signature coffee will be part of the sustainability strategies of this sub-brand.
1. Energy consumption by different business industries is getting higher in the world. Considering this, Coffee Grinds will take a policy under its corporate social responsibility plan where the organisation will focus on less energy emission.
1. Conducting different responsibilities in the case of the employees is also important (Lee, Park and Lee, 2013). For that reason, Coffee Grinds will give paid parental leave opportunity to the workers or employees. Again, employees will be given different insurance coverage including health insurance coverage.
1. Business organisation Wells Fargo donates a certain percentage of profit to the charitable fund under the CSR activity plan (Montes-Stewart, 2013). Coffee Grinds will also follow this policy by donating 2% of revenue to charitable funds.
So, at last, it can be said that understanding the significance of sustainability in business, the Coffee Grinds will follow and apply several business strategies to ensure business sustainability for a long time.
[bookmark: _Toc69233445][bookmark: _Toc70365635]Recommendations
Following recommendations should be followed by the Coffee Grinds, the newly launched sub-brand of the Java Coffee brand.
1. The organisation has to focus more on staffing which is a principle of management.
1. To get business success using functional structure, the brand has to maintain different functional inter-connection.
1. The Climate adaptation plan should be more strengthen.
1. More social development programmes should be initiated by the organisation.
1. The water crisis in Indonesia is being more fatal day by day for which Coffee Grinds has to keep alternative coffee production plan.
1. Coffee Grinds has to emphasise more on CSR policies related to employees of the organisation as business success largely depend on them.


Hassan Abbas
[bookmark: _Toc70365636]Financial Plan 
[bookmark: _Toc70365637]Development, Milestones, and Exit plan

The business will leverage its competitive edge of the highest quality Luwak Coffee to gain market penetration as quickly as possible. We will provide first-class self-sale, delivery, and distribution services. The competitive edge is considerable as Coffee Luwak is the most expensive coffee in the world, it can be had for local businesses to buy, and more importantly, sell the product. The services are only concerned with coffee beans and ground coffee. Our marketing efforts will primarily be centered on communications that assert that we have the best product in the market. Our strategy is very pragmatic as it accounts for the fact that despite owning supreme grade Luwak Coffee, this venture is likely to fail if the customer services we offer are not of the highest level.

[bookmark: _Toc70365638]Marketing

In the beginning, our marketing efforts regarding the opening will give undivided attention to generate popularity and name recognition by creating a distinction between us and the other local competition. More programs will follow suit and they will focus on encouraging the buyer to visit again as well as assist them in any way possible. As for the store, the promotion will encompass several places. Flyers will be distributed across Central London. Ads will be placed in targeted areas and local newsletters. Special advertisements will be played on the radio and published in local newspapers, morning and evening, offering the world’s best and most expensive coffee. Critics and other specific businesses will be targeted and invited to an invitation-only party of around 400 to 500 people on the opening night. Local businesses will be allowed to place orders by an app; a customer mailing list will be set up. Our business will offer the selection of a product, assurance of quality, and full distribution services of the highest quality. We will implement a strategy that will focus all of its efforts on Coffee Luwak in London. 

[bookmark: _Toc70365639]Competitive Edge
Location is the key to success (Dewsnap et al., 2020). The coffee shop will be located in Central London which would cost us more. However, the footfall in Central London and easy accessibility to the area justifies the additional cost. This is because of the higher sales volume project in Central London. The warehouse will be located in some cheaper area, from where the product will be distributed to our store and the customers. Convenience is where we have a substantial edge over the competition (Vieira and Claro, 2020). Residents and visitors will pay a little extra for the best coffee and the convenience of getting what they want. Talking about quality, our greatest edge lies in the supreme quality of our Luwak Coffee. It will draw customers from the competitors as well as create a local market in London, which has not existed before. 

[bookmark: _Toc70365640]Marketing and Promotion Strategy

Our marketing strategy will communicate to the prospective buyer that our Luwak Coffee is superior to any other product in the market. Various methods will be employed to see the task through to the end. Firstly, we will run a print advertising campaign, different means will be implied for this purpose including the journal of the local restaurant industry, trade publications of a regional coffee shop, flyers, and postcards sent through the mail, yellow pages, and London-based newspaper as well as national newspapers. We will give away promotional coffee mugs and employ the various cupping strategy. This will be like wine-tasting. We will let our customers taste, compare, and analyze our Luwak with the rest of the competition. This will help us gain more customers as the consumer will be able to differentiate between our superior product and that of the rest of the competition.

[bookmark: _Toc70365641]Sales Strategy 

One of our crucial sales strategies would be developing an environment due to which the client is forced to return time and time. To ensure repeat sales, we will hire friendly and knowledgeable staff, a soothing atmosphere, and of course the best quality products. When the client sets foot in our store, they will know that they are entering into business with the best in the industry. Our sales strategy will centre on creating and promoting a positive customer experience (Malek et al., 2018). Account managers will be employed to oversee the needs of potential individual customers; they will be accountable for several pre-existing accounts and will have enough resources at their disposal to attract new ones. We lay a high emphasis on customer service and relations because distribution sales rely upon repeat business. Hence, we will maintain consistent personal sales contact with our clients.

[bookmark: _Toc70365642]Distribution Strategy

In the beginning, the company shall acquire at least three delivery trucks. Two delivery trucks will be utilized to deliver products on a standard delivery schedule, while one will be reserved for special deliveries in between the scheduled day of delivery. Deliveries will be carried out five days a week, from Tuesday to Saturday; the delivery trucks will be specifically routed to save time and fuel cost while delivering maximum output. We will service approximately fifty accounts a day, and each account will be liable to delivery twice a week. As the venture grows and expands, it is advisable to expand the distribution (Yang et al., 2018).

[bookmark: _Toc70365643]Milestones

We have established various milestones that will be our primary focus and the organization will try to reach these as a whole. A large majority of milestones are traceable; therefore, the assigned team can easily track the progress we have made. 
· Market/Trade Research          
· Logo Design/Marketing

Following are the milestones we need to achieve:

· Product/Pricing Comparison
· Business project completion.
· First major account: Our first large account provides the firm with a substantial recurring revenue stream.
· Profitability: For the accounting and finance department, it is a significant milestone.
· Revenue exceeding £100,000 per year.
· Finalize Potential Client List 
· Licensing/Incorporation         
· Secure Product Line  
· Research/Secure Financing    
· Warehouse Selection/Buildout          
· Leasehold Improvements       
· Delivery Vehicle Selection    
· Develop Routing        
· Hire Delivery/Sales Personnel 
· Office Equipment/Computer/Supplies           
· Order Beginning Inventory   
· Press Releases/Advertising    
· Organize Grand Opening Trade Show

[bookmark: _Toc70365644]Exit Plan
 	

[image: What Is an Exit Strategy, and Why Do You Need One? - Crunchbase]

Although there are many possible exit plans for the company, the best option for Bali Java would be to find strategic buyers and sell out to them. This way the investment of the company can be recovered. Also, in case the company needs to exit due to financial shortcomings, recapitalization might also be a good option. Exit planning depends on the nature of financial situation the company is facing at that time. 

[bookmark: _Toc70365645]Financial Data

Bali Java Coffee House will offer a premium-quality product with an exotic taste and rich experience. The price will be £ 6.99 per cup. The material used in the cup will be environment-friendly and will also meet health and safety standards. Bali Java will implement Cost-Volume-Profit (CVP) analysis to facilitate optimum pricing for the customer and profitability insights for the company. If the Contribution Margin is consistently high, the company can consider reducing the price to the benefit of the customers. If the profitability is low, the company will look for cost optimization, portfolio enhancement, and product changes. CVP looks like this:
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[bookmark: _Hlk69988900]The company will incur Operational costs for running the business. Operational costs are Variable costs and Fixed Costs. Variable costs per cup include Direct Labour (40% or £ 2.80), Raw Material (10% or £ 0.70), Inventory (5% or £ 0.35), and Other Cost of Sales (5% or £ 0.35). The Total Variable Cost per cup will be 60% or £ 4.19. The Contribution Margin will be 40% or £ 2.80 per cup. Direct Labour is the major component of the product's variable cost because coffee brewing/preparation/packaging is a labour-intensive job. Coming to the Fixed Costs and CVP:
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The company projects the Fixed Cost at £ 411,100 which includes Salaries (£ 200,000), Advertising (£ 100,000), Rent (£ 50,000), Telephone/internet (£ 2,400), Utilities (£ 6,000), Insurance (£ 700), Interest Expense (£ 38,000), and Depreciation (£ 14,000). Some of the assumptions regarding Fixed Costs are given below:
· All expenses are paid in cash/BACS (except Depreciation Expense which is a non-cash expense).
· Salaries, Telephone/internet, and Utilities are regular expenses paid monthly by BACS.
· Advertising and Rent are quarterly expenses paid by BACS at the beginning of the quarter.
· Insurance is an annual expense paid at the beginning of the year.
· Interest Expense is payable/paid at the end of the year @ 4% per annum for a 5-year loan of £ 950,000. 
· The depreciation estimate follows the Straight-Line Method of depreciating the Furniture and Fitting (acquisition cost £ 70,000) over a period of 5 years. It is a non-cash expense.
With this cost structure, the Break-even Sales is £ 1,027,750 or 147,031 coffee cups per year. Bali Java must sell approximately 400 cups per day to break even. Of course, the sales potential is significantly higher than break-even due to 3 channels of sales. 
Bali Java estimates that it can sell 218,900 cups per year with a sale of 127,400 cups in the peak winter season (spanning from October to March) and 91,500 cups in summer (spanning from April to September). During the peak, the company can sell 700 cups per day. During summer, the company can sell 500 cups per day. The estimate borders on a conservative to realistic approach because that the sale comes from self-sale at the outlet, online ordering/delivery portal, and distribution network. The Safety Margin is 71,869 cups (49%) which is healthy margin of safe operations. Let us translate the above numbers into an abridged Income Statement:
[image: ]

Sales Revenue will be £ 1,530,111. Variable Cost will be £ 918,067 (£ 1,530,111 x 60% or 218,900 x £ 4.19). Therefore, the Gross Profit will be £ 612,044 (40%). Fixed Costs will be £ 411,100. Therefore, the Net Profit will be £ 200,944 (13.13%). With the current run rate, the company will achieve the Accounting Payback in 4 to 5 years. The potential payback is even better if we consider revenue growth in Year 2 to 5. Now coming to the Cash flow situation:
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The company will need cash to start the operations. The partners are willing to contribute £ 10,000 per head to a total of £ 50,000. The money is, of course, not enough for initial capital investment, procurement of material, and the payment of variable and fixed costs which all become due on the 1st of each month. Therefore, the company should take a loan of £ 950,000 at 4% per annum repayable in 5 years. The initial inflow will become £ 1,000,000.
The revenue of the company is cash sales. During the year, the company will collect £ 1,530,111 from its customers. Cash outflow for variable costs will be £ 918,067 and £ 397,100 for Fixed Costs (excluding depreciation of £ 14,000). An initial cash outflow of £ 70,000 goes to the acquisition of Furniture and Fitting. On December 31st, the company will pay the first instalment of the loan with £ 190,000 (£ 950,000 / 5). The interest payment is already included in the Fixed Costs. Accordingly, the company will close the first year with a Cash in Hand of £ 954,944.
The financial feasibility of the project, as such, is positive. Bali Java can confidently start the operations based on the following facts:
1. The safety margin is conveniently high.
2. The underlying potential of 3 channels is enormous.
3. Business is cash rich.
4. Staff is well-trained.

The Balance Sheet looks like this:
[image: ]
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Conclusion 
We will be the first one to serve this product in liquid shape in UK market, that makes us a market leader. We as a market leader with Coffee Luwak can flourish at a rapid growth rate with our 3 channels of sales. Our marketing and financial strategies demonstrate that we will meet our break-even in maximum 4-5 years which will make the company debt free. Due to our location and quality of the Luwak coffee, there is a high potential of franchising this business. Due to high price of our drink, it is only possible to expand in the areas where the high-net-worth clientele move. We consider our project as a healthy investment project with high profits within years.
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              Milestones • Business project completion. • Revenue exceeding £150,000 per year • Delivery Vehicle Selection • Hire Delivery/Sales Personnel • Organize Grand Opening Trade Show • Debt - free
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              Break - Even Analysis • Investment Required  - £1 Million • Our Contribution  - £50,000 • Seeking an investment of £950,000 • Break - even Sales  - £ 1,027,750 or 147,031  coffee cups per year.  • 3 Channels
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Income Statement

FY-2021
Revenue L 1530111
Cost of Sales (218,067)
Gross Profif £ 612,044
Gross Profit (%) 40%
Fixed Costs -& 411,100
Net Profit % 200,944

Profit (%) 13.13%
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VARIABLE COSTS COST PERCENTAGE

  £ value

Cost of Goods Sold

5.0%  £      0.35 

Inventory

5.0%  £      0.35 

Raw Materials

10.0%  £      0.70 

Direct Labour (Includes Payroll Taxes)

40.0%  £      2.80 

Total

60.0%

 £      4.19 

Price  £      6.99 

Variable Cost  £      4.19 

Contribution Margin  £      2.80 

BREAKEVEN

 

ANALYSIS
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FIXED COSTS COSTS
Salari cludes Payroll T
aries (Includes Payroll Taxes) £200,000
Supplies
Repairs & Maintenance
Advertisi
verising £100,000
Car, Delivery And Travel
Accounting And Legal
Rent
£50,000
Telephone
£2,400
Utilities
£6,000
Insurance
£700
Taxes (Property etc.)
Interest
£38,000
Depreciation
£14,000
Other (specify)
Miscellaneous expenses
Principal Portion Of Debt Payment
Owner’s Draw
Total £411,100
BREAKEVEN SALES LEVEL £1,027,750
BREAKEVEN UNITS 147,031
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Revenue £ 1,530,111
Cost of Sales (918,067)
Gross Profit £ 612,044
Gross Profit (%) 40%
Fixed Costs -£ 411,100
Net Profit £ 200,944

Profit (%) 13.13%
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(Pre) Start-

Fiscal year begins: up Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec Total
1/1/2021 EST 01 01 01 01 01 01 01 01 01 o1 7 01 01 Item EST
Cash on Hand (beginning of month) 50,000 1,000,000 935,273 972,875 1,016,348 1,003,588 1,029,726 1,054,466 1,043,104 1,069,242 1,093,982 1,053,122 1,054,202 1,000,000 | /*

Cash Receipts
Cash Sales

151,683 | 137,004 151,683 | 104,850 | 108,345 | 108,345 | 108,345 | 104,850 | 146,790 1,530,111

0
950,000 0

r
Total L 950,000 151,683 137,004 | 104,850, 108,345 | 108,345, 104,850 146,790 1,530,1112

Collections from CR accounts

Loan/other cash injections
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FY-2021

Asset Type Current Year
Current Assets 955,224
Fixed Assets 56,000
Other Assets o
Current Liabilities o
Long-term Lial 760,000
Owner Equity 251,224

Total Assets 1,011,224

Total Liabilities & Stockholder Equity P> 1,011,224

Balance o
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1
2 | FY-2021
3 Asset Type ~ |Description ~ |Current Year -

" Current Assets Cash 955,224
5 Current Assets Investments 0
6 Current Assets Inventories 0
7 Current Assets Accounts receivable 0
s Current Assets Pre-paid expenses (o]
° Fixed Assets Property and equipment 70,000
10 Fixed Assets Leasehold improvements 0
11 Fixed Assets Equity and other investments (o]
Fixed Assets Less accumulated depreciation (Negative -14,000
12 Value)
Other Assets Charity
13
14 Total Assets 1,011,224
15
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E12 ~ fx =SUBTOTAL(109,[Current Year]) v

AA B | Cc D E \ F G H | J K L M -
, Liabilities | |
2 FY-2020 FY-2021 ‘

37 Liability Type - :Description - :Previous Year - :Current Year -
" Current Liabilities Accounts payable ‘ ‘ ‘
5 Current Liabilities Accrued wages
6 Current Liabilities Accrued compensation
7 Current Liabilities Income tax payable
s Current Liabilities Unearned revenue
° Long-term Liabilities Mortgage payable 760,000
10 Owner Equity Investment capital 50,000 :
11 Owner Equity § Accumulated retained earnings 201,224
12 Total Liabilities & Stockholder Equity o 1,011,224 .E‘
13
14
15
16
[ELLEl | Assets| Liabilities |[EEiSEONEs] K > :

El g+ 100%
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AA B | C ¢ | . w | v ok M N o o r e | R s | T [0 V[
L 1 £ 6.99 500 500 500 500 500 500 700 700 700 7200
PROFIT & LOSS PRC
2 |
3 | APR-21 MAY-21 JUN-21 JUL-21 AUG-21 SEP-21 OCT-21 NOV-21 DEC-21 YEARLY ‘IND% JAN % | FEB % | MAR % | APR % | MAY
4 INCOME (SALES) TREND
5 Revenue £ 104,850%:5:‘, 108,345%:5:‘, 104,850%:5:‘, 108,345%:5:‘, 108,345%:5:‘, 104,850%:5:‘, 151,683%:5:‘, 146,790%:&‘, 151,683
7
8
9
10
11
12 TOTAL SALES £ 104,850 £ 108,345 £ 104,850 £ 108,345 £ 108,345 £ 104,850 £ 151,683 £ 144,790 £ 151,683 £ 1,530,111 100% 100% 100% 100% 100% 10
13|
14
15 |
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AutoSave Profit and Loss Account Template with example.xlsx - Protected View H Abbas HA

File Home Insert Draw Page Layout Formulas Data Review View Help Acrobat
@ PROTECTED VIEW Be careful—files from the Internet can contain viruses. Unless you need to edit, it's safer to stay in Protected View. Enable Editing x
P16 - Jfx | =P14/'Income (Sales)'IP5 v
A B C G H | J K L M N o P Q R N T -~
1

PROFIT & LOSS PRQ

3 APR-21 MAY-21 JUN-21 JUL-21 AUG-21 SEP-21 OCT-21 NOV-21 DEC-21 YEARLY IND % JAN % ‘ FEB % | MAR % | AH
4 COST OF SALES
5 | Inventory 5,243 £ 5,417 £ 5,243 £ 5,417 £ 5,417 £ 5,243 £ 7,584 £ 7,340 £ 7,584
6 | Raw Materials 10,485 £ 10,835 £ 10,485 £ 10,835 £ 10,835 £ 10,485 £ 15,168 £ 14,679 £ 15,168
7 | Direct Labour 41,940 £ 43,338 £ 41,940 £ 43,338 £ 43,338 £ 41,940 £ 60,673 £ 58,716 £ 60,673
8 Other Cost of Sales 5,243 £ 5,417 £ 5,243 £ 5,417 £ 5,417 £ 5,243 £ 7,584 £ 7,340 £ 7,584
. ; ; ; ;
10|
1
12| TOTAL COST OF SALES 62,910 £ 45007 £ 462,910 £ 45007 £ 45007 £ 42910 £ 91,010 £ 88074 £ 91,010 £ 918,067 100% 100% 100% 100%
13|
14 Gross Profit £ 412,044 9%
15
[income (Sales)"| Cost of Sales |Expenses | unit sales | Abridged | <« » :
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Protected View ~

Profit and Loss Account Template with example.xIsx

File Home Insert Draw Page Layout Formulas Data Review View Help Acrobat
@ PROTECTED VIEW Be careful—files from the Internet can contain viruses. Unless you need to edit, it's safer to stay in Protected View. Enable Editing x
D13 - fx | 12500 v
A B c D E F G H 1 J K L M N o P Q R s T u \% w X Y z AA | AB | AC AD AE AF AG AH  [a
. 1 Luwak Coffee
PROFIT & LOSS PROJECTION FISCAL YEAR: JAN 2021
3 JAN-21 ‘ FEB-21 ‘ MAR21 | APR-21 | MAY-21 | JUN-21 | JUL21 | AUG-21 | SEP21 | OCT-21 | NOV-21 | DEC-21 | YEARLY ‘ IND % | JAN % |FEB % |MAR %| APR % [MAY %|JUN %| JUL % [AUG %| SEP % |OCT %|NOV %|DEC %| YEAR %
4 EXPENSES TREND
5 Salary expenses £ 16500 £ 16500 £ 16500 £ 16500 £ 16500 £ 16500 £ 16500 £ 16500 £ 16500 £ 16500 £ 17,500 £ 17,500 £ 200000 12%  29% 90% 90%  30% 90% 90% 30%  90% 90% 30% 90% 3% 49%
6 Payroll expenses £ = 9% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
7 Outside services £ = 2% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Supplies (office and
8 operating) £ = 8% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Repairs and
9 maintenance £ = 3% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
10 Advertising £ 25000 £ 25000 £ 25000 25,000 £ 100000 15% 44% 0% 0% 45% 0% 0% 45% 0% 0% 45% 0% 0% 24%
Car, delivery and
11 travel £ = 12% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Accounting and
12 legal o £ = 9% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
13 Rent | 12,500 | £ 12,500 £ 12500 12,500 £ 50,000 % 2% 0% 0% 2% 0% 0% 2% 0% 0% 22% 0% 0% 12%
14 Telephone £ 200 £ 200 £ 200 £ 200 £ 200 £ 200 £ 200 £ 200 £ 200 200 £ 200 £ 200 (£ 2,400 1% 0% 1% 1% 0% 1% 1% 0% 1% 1% 0% 1% 0% 1%
15 Utiities £ 500 | £ 500 | £ 500 | £ 500 | £ 500 | £ 500 | £ 500 £ 500 £ 500 500 £ 500 £ 500 (£ 6,000 1% 1% 3% 3% 1% 3% 3% 1% 3% 3% 1% 3% 1% 1%
16 Insurance £ 700 £ 700 1% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Taxes (council tax,
17 etc) : £ = 14% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
18 Interest £ 38000 £ 38,000 6% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 66% 9%
19 Depreciation £ 1067 £ 1,067 £ 1,067 £ 1,67 £ 1,167 £ 1,067 £ 1,167 £ 1,167 £ 1,167 1067 £ 1,067 £ 1,167 (£ 14,000 1% 2% 6% 6% 2% 6% 6% 2% 6% 6% 2% 6% 2% 3%
Other expenses
20 (specify) £ = 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Other expenses
21 (specify) £ = 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Other expenses
22 (specify) £ = 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
23 Misc. (unspecified) £ = 2% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
24 TOTAL EXPENSES \_/\_/\_/\/ £ 56567 £ 18367 £ 18367 £ 55867 £ 18367 £ 18367 £ 55867 £ 18367 £ 18367 £ 55867 £ 19,367 £ 57,367 £ 411,100 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%,
25
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12 Oct 700 31 £ 151,683 21700
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                        Product Description • Java is a specialised coffee company in Indonesia that produce coffee  Luwak • The coffee is most expensive for its special variant and special production  strategy • The coffee is mainly collected from the digestion of Civet cat   the coffee is also called the  poo civet coffee.  The coffee is mainly  roasted by collecting the poo  of the cat  Arabic coffee is also  included in java coffee and  worldwide  known      
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» Quality of the product in this case is affected by the quality of the
beans that were chosen at the time of cherry picking ( Thiruchel

» Special orders are to be placed at the right time to ensure that coffee
beans are that of choice, but also, the quality of the product can be
maintained over time. This has to be done while ensuring that the cost
of the product remains under check during this whole process
(Nguyen and Sarker, 2018).

» Supply chain management can be done in an effective manner by
identifying the right suppliers at every stage ( Candelo et al., 2018).
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              • Quality of the product in this case is affected by the quality of the  beans that were chosen at the time of cherry picking ( Thiruchel • Special orders are to be placed at the right time to ensure that coffee  beans are that of choice, but also, the quality of the product can be  maintained over time. This has to be done while ensuring that the cost  of the product remains under check during this whole process  (Nguyen and  Sarker, 2018).  • Supply chain management can be done in an effective manner by  identifying the right suppliers at every stage ( Candelo et al., 2018).  Supply Chain Management:
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The technology plan in this business has various dimensions.
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                        • The technology plan in this business has various dimensions. • Use technology to improve efficiency and enhance productivity.  • One third of the budget goes into the machinery that is required to  make good coffee.  • Install Highest Quality Coffee Machines. • Electronic point of sale system. • Use Electronic Cash Registers and Contactless Payments. • Technology must be utilized to communicate with the customers.       Technology Plan
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                                       • The customer data can be collected and can be utilized to identify customer preferences. • Customers can communicate directly with the system and confirm their usual orders to  the system. • Social media can be utilized by the company to generate buzz about the business.  • Any news about the company can be shared with the target consumers through social  media.  • Social media can also be used to collect feedback.  • The use of social media and information technology for creating conversations with the  customers is a good step towards customer retention ( Kourmentza et al., 2018).  Technology Plan
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Promotional activities

Social media development.
Online and offline campaign.

Bill board.

TV and newspaper advertisement.

Offers and discounts
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                                          Promotional activities                           
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Management

Team based project planning.

Planning Kind of roadmap.

» Resources are put according to

Organising K

» Responsibilities are determined.
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                   Management   
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Management

* Leads the staff towards goal.

DirCCﬁng » Responsibility is determine.

* Quality of the product is controlled.
C OntrOlling » Outcome is compared.
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                   Management   
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Organization

*  Functional hierarchy
*  Geographical divisions.

*  Product based divisions.
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                                               Organization                      
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Social responsibility

Technical agronomic support.

Pay fair price.

Production is environment friendly.

Set mills in socially and economically depressed are.

Use water recycle plant.
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                   Social responsibility  • Technical agronomic support. • Pay fair price. • Production is environment friendly. • Set mills in socially and economically depressed are.  • Use water recycle plant.   
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Sustainability

Community based adaption portfolio.
Keeping price high.

Responsive towards climate change.
Promote forestation and tree plantation.

Signature foggy coffee.
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                   Sustainability   Community based adaption portfolio.  Keeping price high.  Responsive towards climate change.  Promote forestation and tree plantation.  Signature foggy coffee.   
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Development
* Marketing

 Welcome Event

« Competitive Edge

 Location is key to success ( Dewsnap et al., 2020).

* Promotion Strategy
* Print Advertising Campaign
» Wine-tasting strategy
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              Development • Marketing • Welcome Event • Competitive Edge • Location is key to success ( Dewsnap et al., 2020).  • Promotion Strategy • Print Advertising Campaign • Wine - tasting strategy
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Development

* Sales Strategy

— Creating and promoting a positive customer experience (Malek
et al., 2018)

— Distribution Strategy
— Delivering with Maximum output
— Venture grows, expand the distribution (Yang et al., 2018).
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              Development • Sales Strategy – Creating and promoting a positive customer experience (Malek  et al., 2018) – Distribution Strategy – Delivering with Maximum output – Venture grows, expand the distribution (Yang et al., 2018).
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Milestones

Business project completion.

Revenue exceeding £150,000 per year

Delivery Vehicle Selection

Hire Delivery/Sales Personnel

* Organize Grand Opening Trade Show
* Debt-free





