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1 [bookmark: _heading=h.gjdgxs] THE BUSINESS IDEA
1.1 [bookmark: _heading=h.30j0zll] The Product/Service 
Company Name: Vegan Vibes Café
Location: St. Nectan's Glen, England
Business Types: Coffee shop
Vegan Vibes Café is a vegan coffee shop whose goal is to provide customers with a variety of coffees and tasty plant-based snacks and drinks in a warm and eco-friendly setting. On the menu, customers can find regular coffee types and vegan options, such as specialty coffees made with soy, almond, or oat milk, as well as plant-based snacks and drinks. They source the coffee beans from fair trade farms and only use organic foods grown in the area to ensure quality and sustainability. The atmosphere, which is a mix of modern luxury and rural charm, is excellent for relaxing and getting to know each other. There will be regular coffee tastings, vegan cooking classes, and latte art lessons, among other things, to help people meet each other in a welcoming and stimulating space. The business will implement an effective corporate social responsibility strategy that focuses on the needs of the local community while also protecting the environment.

The value proposition of the business is:
“At Vegan Vibes Café, customers can enjoy their favourite coffees, drinks, and snacks. The coffee shop not only serves tasty food but also makes an effort to be a friendly place where people can unwind, talk, and meet others who share the same interests. The coffee shop encourages an ethical, healthy, and environmentally friendly way of life through a focus on the community and protecting the environment.”.

1.2  SWOT Analysis Summary
1.2.1 [bookmark: _heading=h.3znysh7]Strengths:
· Differentiation is made by offering traditional coffees along with a variety of vegan coffee options and tasty plant-based snacks and drinks in a warm and eco-friendly setting.
· The coffee shop is focused on sustainable sourcing, which brings in customers who care about the environment by only offering fair-trade and organic goods.
· The café prioritises healthier lifestyles by catering to the increasing demand for plant-based cuisines that are more beneficial for its customers.

1.2.2 [bookmark: _heading=h.2et92p0]Weaknesses:
· The business may be unable to attract consumers who prefer more traditional coffee establishments, despite its appeal to vegetarians and individuals who prioritise their health.
· The expenses associated with operating the business may be higher than those of restaurants that do not serve vegan cuisine, as the cost of organic and fair-trade goods is higher.
· Additional promotion may be required to educate consumers on the advantages of veganism and the café's offerings. It may be challenging to provide vegans with a diverse menu, which could potentially limit their choices.

1.2.3 [bookmark: _heading=h.tyjcwt]Opportunities:
· Vegan Vibes Café has the potential to attract a greater number of individuals as veganism continues to gain popularity.
· The business can increase its reputation and credibility by collaborating with providers that are using ethical practices.
· A broader consumer base can be attracted through the implementation of digital marketing strategies, particularly those that emphasise social media. 

1.2.4 [bookmark: _heading=h.1t3h5sf]Threats:
· Both established coffee stores that provide vegan options and newer establishments that exclusively serve vegan cuisine pose a threat.

· The café's profitability may be affected by inflation, fluctuations in the economy or consumer spending patterns.

· The café is susceptible to supply chain disruptions caused by market conditions, transportation, or weather due to its dependence on locally sourced and organic foods.
To minimise the risk potential, Vegan Vibes Café will manage their operational costs by diversifying their revenue. The business will use the energy-efficient process, partner with the small-scale target market, and maintain its finances. The Vegan Vibes Café will initially operate on a small scale, but once established, it will utilize advanced technologies to enhance its guest experience, thereby expanding its reach to various target markets.

2 [bookmark: _heading=h.4d34og8]THE TEAM 
2.1 [bookmark: _heading=h.2s8eyo1] Key Personnel
Name and Company Position:
Alexandru-Alin Minea, Marketing Executive
Skills and Experience: 
Managing customers, leadership skills, marketing skills, sales skills, communication skills.
2 years of experience
Role and Responsibilities: 
Market the business through social media platforms and e-mails.

Name and Company Position:
Ionut Margarit, General Manager
Skills and Experience: 
7 years of experience in Luxury Hotel management.
Customer service skills, human resources management skills, and operations management skills.
Role and Responsibilities:
Oversee the work and ensure the guests get well experienced.
Trained the staff and implemented the policies.


Name and Company Position:
Flor Yasmin Perez Paula, Head Chef
Skills and Experience: 
8 years of chef experience
Expertise in cooking luxurious foods and managing cooking processes.
Role and Responsibilities: 
Oversee the kitchen, handle the dining table.

Name and Company Position: Lucas, Designer.
Skills and Experience: 
3 years of experience
Designing hospitality indoor environments.
Role and Responsibilities: 
Provided indoor design.


Name and Company Position:
Sophia, Cleaner
Skills and Experience: 
3.5 years of experience in cleaning in hospitality environment.
Role and Responsibilities: 
Coffee shop cleaning.



2.2 [bookmark: _heading=h.17dp8vu]  Skills Gaps & Key Partners
2.2.1 [bookmark: _heading=h.3rdcrjn] Additional Staff Requirements (Roles and Responsibilities):
· Event coordinator, to handle the events and plan in a good manner way.
· Sustainability officer that manages and implements the sustainability practice. 
· Customer Relations Manager, who provides impressive services to customers.
2.2.2 [bookmark: _heading=h.26in1rg]Training and Development:
· Provide customer service training to employees to provide the best services to consumers. 
· Sustainability training will be provided by the environmental consultant. The trainer will increase awareness about the environment and improve the shop's operations.
· Event management training so that the events are planned in a well-mannered way and customers get the best experience and enjoy it.
2.2.3 [bookmark: _heading=h.lnxbz9] Outsourced Support / Key Partners:
· A marketing agency helps to manage the coffee shop’s marketing campaigns through social media, search engines, e-mail, corporate website, etc.
· Local farms are the key partners for sourcing organic food.
3 [bookmark: _heading=h.35nkun2] MARKET RESEARCH 
3.1 [bookmark: _heading=h.1ksv4uv]  Market Information, Trends, and External Factors
3.1.1 [bookmark: _heading=h.44sinio]Market Information
The Café market will grow significantly, as the CAGR will be 4.3% from 2025 to 2028. The eco-friendly hospitality industry is growing rapidly and it is predicted that it will reach £2.6 trillion by 2028 (Aeberhard et al, 2020).
3.1.2 [bookmark: _heading=h.2jxsxqh]PEST Analysis:
Political:
· Government policies are encouraging and supporting sustainable businesses, so the company will get the initial support from the government (Lagrosen and Lagrosen, 2019).
Economic:
· Inflation can reduce the customer spending levels and increase the operational costs.
Social:
· British coffee culture is strong.
· The eco-conscious people will support the Vegan Vibes Cafe.
Technology:
· Digital technology can help the business to attract larger audiences and enhance the customer experience.
3.1.3 [bookmark: _heading=h.z337ya]External Factors
· Implement the appropriate strategies for pricing, including promotions.
· Environmental regulations should be a key focus.
· Use digital technologies to improve competitivity and enhance differentiation on the market.
3.2 [bookmark: _heading=h.3j2qqm3]Customer Profiles
· Customers at Vegan Vibes Café come from all walks of life, but they all share the values of caring for the environment, being healthy, and giving back to the community. Most of the business's customers are vegans and other plant-based product consumers looking for a place to eat and drink without breaking their health or morals ((Kranjac et al., 2017. 
· The commitment of cafe to using organic and fair-trade products and reducing its impact on the environment makes it a popular spot for people who are passionate about environmental preservation and healthier lifestyles (Borau et al., 2021). Vegan Vibes Café is also an excellent place for people who are not vegan but want to try new tastes and experiences or are just interested in plant-based options.  Some of the community-focused events that the café often hosts are vegan cooking classes and coffee tests (Hansmann et al., 2020). People can learn new things, make friends, and feel like they fit at these events. 
3.3 [bookmark: _heading=h.1y810tw] Competitor Profiles
· Vegan Vibes Café has to deal with tough competition from both big and small similar businesses in the area. There cannot be enough range and quality of plant-based options, even if vegan options are available, if plant-based options are not the main focus (Donaldson, 2018).
· If there are vegan cafés in the area that are known for their delicious vegan food, they could be a threat (Iraldo et al., 2017). Vegans may like these places more than others that serve meat because they have veggie options. Vegan Vibes Café will have to deal with competition from health-conscious restaurants that serve gluten-free, organic, or other unique food. Even though they are not vegan, they can still appeal to people who care about their health.
· Online shops that sell vegan supplies can be a threat to Vegan Vibes Café. More and more people are becoming vegan, and these stores can help them cook more vegan food at home.
4 [bookmark: _heading=h.4i7ojhp]MARKETING PLAN
4.1 [bookmark: _heading=h.2xcytpi] Product
· Vegan Vibes Café have smoothie bowls, vegan desserts, burgers and gourmet coffees made with soy, almond or oat milk. 
· For sustainability and freshness, the food focuses on using organic, fair-trade products that are found locally as much as possible. 
· Some of the unique things that this café has to offer are vegan cooking lessons, latte art courses, and monthly coffee tasting events that are sure to please and teach customers.
4.2 [bookmark: _heading=h.1ci93xb] Price
· The prices at Vegan Vibes Café clearly show how good their services are and what they stand for.
· The café wants to bring in people who are ready to take responsibility for their health and support environmentally friendly practices by providing value through healthy food, goods that are found in an ethical way, and high-quality food.
4.3 [bookmark: _heading=h.3whwml4] Placement
· Vegan Vibes Café plans to draw its ideal customers by putting itself in busy cities or neighbourhoods with lots of health-conscious people. 
· The eco-friendly atmosphere of the café, which has a mix of rural charm and modern style, makes it a better place to relax, meet new people, and get involved in the community
4.4 [bookmark: _heading=h.2bn6wsx] Promotion
· The café will also work with influential people or groups in the area that share its beliefs to get more people to visit. 
· Loyalty schemes, discounts, and sales are other ways to keep customers going back and spending money with the business. 
· They go to events like fairs and farmer's markets to promote their business and meet possible customers in person.
5 [bookmark: _heading=h.qsh70q]KEY RESOURCES 
5.1 [bookmark: _heading=h.3as4poj]Premises
The Vegan Vibes Café's position is one of its strengths because it provides a welcoming and warm space for customers to enjoy their plant-based foods and drinks. The thoughtful design creates an atmosphere that is unlike any other coffee shop. This style of design reflects the café's commitment to being environmentally friendly and involved in the community. 
5.2 [bookmark: _heading=h.1pxezwc]Equipment
Tools, coffee makers, blenders, ovens, and coolers are important for the business. Because they have high-quality tools, the café can always meet customer needs, even during busy times, and they promise that the food will always be good. 
5.3 [bookmark: _heading=h.49x2ik5]Key Suppliers
Vegan Vibes Café needs to work with reliable and ethical suppliers in order to keep up its high standards for organic and fair-trade food that is found in a way that is both sustainable and ethical. The café gets many things from its core sources, like coffee beans, plant-based milk options, fruits, and veggies, which help keep the food fresh and healthy.

6 [bookmark: _heading=h.2p2csry] FINANCES AND START-UP SUPPORT
	EXPENDITURE
	Year 1 
£

	Company Registration
	50

	Rent/Rates
	42,000

	Staff Wages
	77,590

	Travel/Accomodation
	

	Telephone (mobile)
	

	Broadband
	543

	Utilities
	30,000

	Marketing and materials 
	8,000

	Insurance
	750


	Capital Expenditure/Equipment
	7,000

	Training & Development
	1,000

	Accounting/Legal
	500

	Outside Services
	500

	Stock/Materials Purchases
	1,000

	Bank Charges
	500

	Office Consumables 
	500

	Loans Repayments
	5,000

	Total Expenditure
	£174,933 



	INCOME
	Year 1 
£

	Sales A
	60,000

	Sales B
	40,000

	Sales C
	50,000

	Capital Introduced
	10,000

	Funding 
	

	Loans/Borrowing
	20,000

	Total Income
	£180,000




















	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£180,000

	Total Expenditure
	£174,933

	
	

	Profit/Loss
	£5,067

	
	









6.1 [bookmark: _heading=h.147n2zr]Financial Summary

The first year's startup costs, estimated at £174,933, encompass a variety of expenses. The company incorporation and registration fee is £50 for online registration (Gov.uk, 2024a). Zoopla (2024) estimates the annual rent in the chosen area to be £42,000. Staff wages are estimated at £77,590, including minimum wage salaries for two full-time retail assistants (Gov.uk, 2024b) and the salary of £30,000 per annum for a coffee shop manager (Caterer, 2024).
BT estimates the broadband cost at £543 per annum, which includes the cost of line installation and a monthly contract fee (Bradshaw, 2023). Additionally, the cost of utilities is estimated at £30,000 (UGP, 2024).
The marketing and materials cost is around £8,000 per annum, considering that this expenditure should be between 3% and 6% of total sales and may encompass the following: establishing a clearly defined brand identity, producing branded merchandise, conducting social media marketing campaigns, purchasing digital advertisements, developing a website, and utilising email marketing (Toast, 2024). Additionally, the cost of insurance is estimated at £750, while the cost of capital expenditure for equipment is circa £7,000 (Toast, 2024).
Training and development costs are around £1,000; accounting and legal fees are £500; outside services are £500; stock and material purchases are £1,000; bank charges are £500; office consumables are £500; and loan repayments are £5,000 (Howtostartacoffeeshop.co.uk, 2024; Toast, 2024; British Business Bank, 2024).
Cooper (2023) estimates the first year's turnover at £150,000. The capital introduced is £10,000, while the loan provided by British Business Bank (2024) is £20,000. Hence, the total income is estimated at £180,000.
Considering all the data above, the year-one profit is £5,067.


7 [bookmark: _heading=h.3o7alnk]APPENDICES
7.1 [bookmark: _heading=h.23ckvvd]Appendix A – SWOT Analysis
	Strengths
	· The market for vegan coffee shops is getting more and more competitive, but Vegan Vibes Café has a clear edge because it only serves vegan options.
· The café is dedicated to sustainable sourcing, which brings in customers who care about the environment by only offering fair-trade and organic goods.
· The café puts health first by meeting the growing demand for plant-based foods that are better for the customers.

	Weaknesses
	· The business may not be able to attract customers who prefer more traditional coffee places, even though it appeals to vegetarians and people who care about their health.
· The costs of running the business can be higher than at restaurants that do not serve vegan food because organic and fair-trade goods are more expensive to buy.
· More promotion can be needed to teach customers about the benefits of being vegan and what the café has to offer.
· It can be hard to have a wide menu for vegans, which could reduce the options they have.

	Opportunities
	· Veganism is becoming more and more famous, which means Vegan Vibes Café can draw more people.
· Work with vegan providers make the business more well-known and trustworthy.

	Threats
	· Both long-standing coffee shops that offer vegan options and newer shops that only serve vegan food are a threat.
· If the economy goes down or people change how much they spend, it can affect the café's bottom line.
· Because the café relies on organic and locally grown foods, it can be affected by problems in the supply chain caused by weather, shipping, or the market.




7.2 [bookmark: _heading=h.ihv636]Appendix B – PEST Analysis
	Political
	Economic
	Social
	Technology

	· Government policies always support sustainable and eco-friendly materials, so the hotel will get the initial support from the government.

	· The economy of the country are low due to the pandemic, but the hotel will help to increase the economy.

	· The eco-conscious people will support the café business.


	· The advanced technology helps to enhance the customer experience.







7.3 [bookmark: _heading=h.32hioqz]Appendix C – Copy of Pitch Supporting Material
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