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Timor Taste Café Business Plan – Oxford (Sole Trade) Group Information
· Business Name	: Timor Taste Café
· Business Type	: Sole Trader
· Location	: Oxford, United Kingdom
· Start-up Capital	: £5,000
· Owner	: ASIRUMALAY
· Date	: November 2025


[bookmark: _TOC_250019]Executive Summary
Timor Taste Café is a small start-up coffee shop in Oxford's city centre. The café will specialise in high- quality Timorese coffee, offering a unique taste and cultural experience unavailable in other local cafés (Kotler and Armstrong, 2022). The business will operate as a sole trader, with the owner managing coffee preparation, customer service, marketing, finance, and stock management (Burns, 2016). The primary goal is to build a loyal customer base and become the leading provider of Timorese coffee in Oxford within three years (Scarborough, 2018).
The café will target students, professionals, tourists, and coffee enthusiasts. Marketing strategies include social media campaigns, loyalty programmes, local promotions, and cultural coffee events (Chaffey and Ellis-Chadwick, 2019). Start-up costs are estimated at £5,000, covering equipment, initial stock, rent, utilities, marketing, insurance, and miscellaneous expenses (Atrill and McLaney, 2020). Funding will come from personal savings and a small loan from family or local support schemes (Bridge and O’Neill, 2018). Timor Taste Café will also focus on sustainable and eco-friendly practices, appealing to environmentally conscious customers (Crane and Matten, 2016).
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Business Concept
The concept is to bring the rich and authentic flavours of Timor-Leste to the UK, combining traditional Timorese hospitality with modern British café culture (Baines, Fill and Rosengren, 2017). The café will source high-quality Timorese coffee beans directly from local farmers, ensuring freshness, sustainability, and fair-trade support (Crane and Matten, 2016).
Alongside signature coffee, the café will offer traditional Timorese snacks such as fried banana fritters, cassava cakes, and coconut-based desserts, as well as healthy breakfast and brunch options inspired by Timorese and Western cuisines (Kotler and Keller, 2016). The interior will be decorated with handmade crafts, traditional fabrics, and wooden furniture to create a warm and inviting atmosphere. Customers will have free Wi-Fi, soft background music, and a comfortable seating area suitable for social gatherings, studying, or remote work (Lovelock and Wirtz, 2016).
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[bookmark: _TOC_250017]Business Description
Timor Taste Café is a small, independent café situated in Oxford’s city centre, offering an authentic Timorese experience (Oldenburg, 1999). The café’s main focus is premium-quality coffee made from beans grown in the fertile highlands of Timor, known for their rich flavour and aroma (Timor Coffee Association, 2024). By sourcing beans directly from Timorese farmers, the café supports ethical trade practices and sustainable livelihoods (Crane and Matten, 2016).
The business aims to create a cultural experience reflecting Timorese hospitality and traditions. Customers can learn about coffee-growing heritage, bean selection, and brewing techniques through storytelling, displays, and tasting events (Baines, Fill and Rosengren, 2017). Timor Taste Café will operate as a sole proprietorship, opening six days a week from 8 a.m. to 6 p.m. (Burns, 2016).
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Product Description
The café will offer:
· Freshly brewed Timorese coffee and espresso-based drinks (Kotler and Armstrong, 2022)
· Teas, smoothies, and cold beverages
· Pastries, sandwiches, and light meals
· Takeaway options and catering for small local events.
· Diversifying the menu meets customer needs, increases dwell time, and encourages repeat purchases (Baines, Fill and Rosengren, 2017).
[bookmark: _TOC_250015]Business Objectives (SMART)
Specific: Launch Timor Taste Café by January 2026 with a full menu and service. Measurable: Reach monthly sales of £2,000 by the sixth month.
Achievable: Use £5,000 investment for initial rent, equipment, and marketing Relevant: Promote East Timorese culture through coffee and food.
Time-bound: Break even within the first year.
Short-Term and Long-Term Objectives Short-Term (less than a year):
Launch café and achieve positive customer reviews Establish a strong online presence through social media
Build partnerships with local suppliers and university communities

[bookmark: _TOC_250014]Long-Term (more than a year):
· Expand menu with seasonal products.
· Introduce a second café branch in nearby towns.
· Develop branded coffee products for retail
[bookmark: _TOC_250013]Marketing Analysis and Market Plan
Oxford’s café market is competitive, with brands like Costa Coffee, but there is space for niche cafés that offer cultural experiences (Kotler and Armstrong, 2022). The target audience includes university students, staff, office workers, freelancers, and residents aged 18–45 (Jobber and Ellis-Chadwick, 2020). Timor Taste Café differentiates itself through authentic Timorese coffee and cultural storytelling, providing a unique and memorable experience (Porter, 2008).

[bookmark: _TOC_250012]PESTEL Analysis
1. Political: Stable UK environment supports small business growth (Johnson, Whittington and Scholes, 2017).
2. Economic: Moderate inflation and high living costs affect pricing (Kotler and Armstrong, 2022).
3. Social: Demand for ethical and cultural products is increasing (Baines, Fill and Rosengren, 2017).
4. Technological: Growth in online marketing and delivery platforms expands reach (Chaffey and Ellis-Chadwick, 2019).
5. Environmental: Sustainability and waste reduction appeal to eco-conscious customers (Crane and Matten, 2016).
6. Legal: Compliance with food safety and health regulations is essential (Bridge and O’Neill, 2018).

[bookmark: _TOC_250011]Marketing Mix (4Ps)
Product	: High-quality Timorese coffee and light meals (Kotler and Keller, 2016).
Price	: £2–£7, value-based pricing (Jobber and Ellis-Chadwick, 2020).
Place	: Central Oxford with high foot traffic (Lovelock and Wirtz, 2016).
Promotion	: Social media, loyalty cards, student discounts (Chaffey and Ellis-Chadwick, 2019).

[bookmark: _TOC_250010]Management Team and Background
[bookmark: _TOC_250009]As a sole trader, the owner will manage operations, finance, and marketing (Burns, 2016). Previous experience in hospitality and passion for Timorese coffee provide industry knowledge and service quality (Armstrong and Taylor, 2020).
Organizational Chart:
Owner – Operations, Finance, Marketing
[bookmark: _TOC_250008]Part-Time Barista – Customer Service, Coffee Preparation Kitchen Staff – Food Preparation

Key Milestones – Timor Taste Cafe
	Month/Year
	Milestone

	January 2026
	Café opening

	March 2026
	Achieve 300 regular customers

	July 2026
	Reach monthly sales target of £2,000

	December 2026
	Break-even point achieved



Financial Plan (One Year)
Sources of Finance
	Source
	Amount (£)

	Personal savings
	3,000

	Small business loan
	2,000

	Total Start-up Capital
	5,000
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Cash Flow Forecast (12 Months)
	Month
	Cash In
(£)
	Cash Out
(£)
	Net Cash Flow
(£)
	Cumulative
(£)

	Jan
	1,000
	1200
	-200
	-200

	Feb
	1,500
	1,100
	400
	200

	Mar
	2,000
	1,200
	800
	1,00

	Apr
	2,200
	1,250
	950
	1,950

	May
	2,400
	1,300
	1,100
	3,050

	Jun
	2,500
	1,350
	1,150
	4,200

	Jul
	2,600
	1,400
	1,200
	5,400

	Aug
	2,700
	1,450
	1,250
	6,650

	Sep
	2,800
	1,500
	1,300
	7,950

	Oct
	3,000
	1,550
	1,450
	9,400

	Nov
	3,200
	1,600
	1,600
	11,000

	Dec
	3,500
	1,650
	1,850
	12,850




























Financial Analysis
With a startup budget of £5,000, Timor Taste Cafe is able to launch operations while maintaining low initial cash outflows (Smith, 2022). The first month experiences a small negative net cash flow of £200 due to essential setup costs (Brown & Green, 2021). From February onward, the cafe generates positive net cash flow, reflecting strong cost control and increasing sales (Johnson, 2023). By the end of the year, the cumulative cash position is projected at £12,850, demonstrating liquidity and financial sustainability. This forecast provides confidence for potential investors and supports the viability of the cafe (Investopedia, 2024).
Sales Forecast
The business is expected to experience steady growth throughout the year, increasing from projected sales revenue of £1,000 in January to £3,200 in December. This upward trend reflects seasonal demand, improved customer awareness, and the impact of marketing activities (Burns, 2016; Jobber and Ellis-Chadwick, 2020).




Cost of Production Forecast
Fixed Costs (Monthly)£1,150
These costs remain constant regardless of sales volume:
	Fixed Cost Item
	Amount (£/month)

	Rent
	£600

	Utilities (base charge)
	£150

	Marketing
	£100

	Wages (part-time staff)
	£300

	Total Fixed Costs
	£1,150


Variable Costs
These costs change depending on the number of items produced or sold:
· Supplies: £400/month )
· Variable cost per unit: £2
Break-Even Analysis
The break-even point shows the number of items that must be sold per month to cover all fixed and variable costs.
Break-Even Formula

· Fixed Costs = £1,150
· Selling Price per item = £4
· Variable Cost per item = £2

Break-even = 575 items per month
[bookmark: _TOC_250004]Operations, HR, and Technology Plan
Efficient operations, inventory control, and supplier coordination will be managed by the owner with part-time staff assistance (Lovelock and Wirtz, 2016). POS systems and delivery platforms like Uber Eats will enhance efficiency and reach (Chaffey and Ellis-Chadwick, 2019).
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HR Plan:
Owner: Management, finance, marketing
Part-time Barista: Customer service, coffee preparation
Cleaner: Hygiene and maintenance (Armstrong and Taylor, 2020; Bridge and O’Neill, 2018)
[bookmark: _TOC_250002]Expansion Plan:
After year one, the café will open a second outlet, expand catering services, and retail branded coffee products (Scarborough, 2018; Crane and Matten, 2016). Expansion strategies will maintain brand quality, cultural authenticity, and customer satisfaction (Kotler and Armstrong, 2022).
Conclusion
[bookmark: _TOC_250000]Timor Taste Café represents a culturally unique and financially viable business opportunity in Oxford’s competitive café market. Combining high-quality Timorese coffee, ethical sourcing, and a strong customer-focused strategy ensures sustainable growth. Strategic marketing, operational planning, and financial management support profitability and brand recognition while promoting cultural diversity and sustainable practices.
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