

Executive Summary
This project is the designing of a business plan for CUPPA, a mobile tea van which serves a range of high-quality teas and barista-style coffees, with a focus on sustainability. This report outlines and introduces the work to be conducted between now and May 7th, 2021. There are many milestones along the way which are outlined in the timeline section of this report. This section is a guide to keep the project on track and ensure deadlines are met. The final product will consist of a business plan, marketing materials and a pitch ready for investors. A brief view of the justifications and rationale of the project and the aims of the project are investigated as well as a brief view of the current market and the space for this business.
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[bookmark: _Toc57067155]Rationale and Justification
[bookmark: _Toc57067156]Tea Market
The UK coffee market is saturated with big names including Costa Coffee, Pret-a-Manger, Starbucks, and Café Nero, but no big names are taking the tea market (Duggins, 2017). Similarly, to what happened to the coffee industry in the mid-1990s, tea is now emerging into its own and taking its place in the market (Northern Tea Merchants, 2018). Within the UK industry, Tea revenue is expected to increase by 4.7% annually between 2020 and 2025 (Statista, 2020). The current hot drink market is dominated by Coffee shops but there is clear evidence from ITC, a not-for-profit source for tea statistics, that tea is more popular in the UK, with 30 million more cups being consumed a day than coffee’s 70 million (UK Tea & Infusions Association, 2020). Although coffee shops are starting to offer a range of teas, these are not able to compare to the quality and expertise which can be delivered by specialist tea rooms. 
[bookmark: _Toc57067157]Mobile Vans
Using data from NCASS, tea comes third place after soft drinks and coffee for the top 10 beverages consumed from mobile catering companies, with herbal teas coming seventh (Vanarama, 2020). This demonstrates the demand for tea to be sold from a catering van despite the lack of vans specialising in tea. In the summer of 2019, Caterer.com revealed their latest figures regarding street food habits and they found that 24% of consumers were visiting van-based vendors at least once a month (Smith, 2019). Further comments on the general food industry identified that 48% of consumers are prioritising an ‘authentic experience’ over the cost when they choose to eat out with 45% of the responders found eating at van-based, or street food stalls, to be a more authentic experience (Smith, 2019). 
[bookmark: _Toc57067158]Sustainability
Sustainability has been a growing trend in the UK markets and is clearly on consumers minds when they spend their money. The market research company Kantar reported that 25% of M&S’s customers are now choosing a ‘flexitarian’ diet and 86% of plant-based meals are being eaten by non-vegans (The Grocer, 2020). This makes it clear that consumers are wanting more sustainable products, yet only 26% of mobile catering companies are offering options for vegan diets (Vanarama, 2020). Plant-based milks are a popular alternative now seen in cafes everywhere, they offer a solution to lactose intolerance as well as an alternative for vegans to enjoy their usual favourite beverages. The vegan society has noted that the plant milk market is set to double from 2019 to 2025, growing at a rate of 13.8% CAGR (Vegan Society, 2019). 


[bookmark: _Toc57067159]Background to idea
After developing a passion for customer service whilst working for Costa Coffee, and having had a passion for tea my whole life, I wanted to make these passions my career. I decided I wanted to run my own tea-room. Spending my summers visiting cute tea shops in Devon and going to classic and vintage car shows exposed me to food vans. There was always have a wide range of food and drink stalls but one thing I was missing on these events whilst camping was a decent cup of tea. Burger van teas just are not up to scratch and coffees vans were not offering the range of speciality teas I was looking for.
Whilst at university, I took an entrepreneurship module where I lead a group of five in developing my touring tea van idea, then named The Tea Leaf. Our business model received top marks and won an enterprise award. This then led us to pitch to the CEO of Eureka-Fest which led to some amazing feedback from a real-life entrepreneur. This experience of developing an idea I was so passionate about and receiving such great feedback and support fueled my desire to open my own business even more. With a new name due to copyright, the van is currently being referred to as ‘CUPPA’. The idea has and will continue to change and grow. The Tea Leaf’s plan is not a representation of this projects plan. See appendix A for more information on The Tea Leaf.
The tea market has just begun to open up over the last 5 years (Statista, 2020), but there is still a gap for high-quality teas, with a wide range, which is sustainably sourced. This project will investigate this gap further and find a way to fill it. The target market, location and USP will be decided after the initial market research.
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The direct competition cannot be fully assessed until a location, or selection of locations, have been researched and decided.
[bookmark: _Toc57067161]Coffee shops offering tea
In the last few years, high-street coffee shops have broadened their ranges of non-coffee hot drinks to include speciality teas. Costa Coffee (2020) for example offers six Twinning’s branded teas and Starbucks (2015) offers more than ten different teas after buying out the company Teavana.
[bookmark: _Toc57067162]Specialty Tea Rooms
Speciality tea rooms, although stocking comparable products, may not be classed as a direct competitor. The vintage, one-off treat experience and culture they offer in their service are not comparable to the quality, comforting, feel-good service CUPPA will offer. In comparison to a one-off visit to a tea-room, being a mobile catering van, CUPPA offers a repeatable service which customers will return too as much as they do, or more so, for visiting a coffee shop. 
[bookmark: _Toc57067163]Coffee and Tea Vans 
Two coffee vans are serving Swansea; Flynn’s Coffee, pitched in Singleton Park, and Bibby’s Beans pitched in the promenade Mumbles and at the end of Bryn Mill lane on the seafront. A direct competitor would be The Touring Tea Room, pitched in Clyne Gardens. But all three of these vans are common in that they only serve their designated pitches. They also don’t offer a wide range of teas. There are a couple more coffee vans such as Coffee Blue and Café Piccolo, but they are only available for private hire and events.




[bookmark: _Toc57067164]Aim of the Project
The project aims to develop the idea of a mobile van, offering a range of quality teas and barista-style coffees with a focus on sustainability, into a business plan ready to pitch to potential investors. 
There are five objectives to the project, see figure 4-1.
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Figure 4-1 Objectives of the project


[bookmark: _Toc57067165]Timeline for completion
Writing a business plan has very clear sections. These have been categorised in figure 5-1.
[bookmark: _Hlk57038809][bookmark: _Hlk57038825]Figure 5-1 sections of a business plan
Writing these sections, and the deadlines set by the course leader, set the structure for the timeline of completion. There are two deadlines for the project: Market Research due February 12th 2021 and the Business Plan and Marketing Materials due May 7th 2021. The Marketing Materials will consist of a website and social media. Both to be used to advertise and book the tea van.
The project will be evidenced and documented through the market research, marketing materials, the business plan and a business pitch.

Figure 5-2 content of the project
The timeline of the project will follow figure 5-3. This will ensure the project stays on track and the relevant gateways are met to allow the next section of the project to commence with the relevant information having been collected and completed.










Figure 5-3 timeline of completion
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Appendices

Appendix A – The Tea Leaf
The Tea Leaf’s website is live and available at https://thetealeaf.weebly.com/ 
This includes market research, a crowdfunding video, links to social media and a blog platform named ‘take a leaf’. The subheading ‘the pitch’ under ‘our story’ has the slides used for the mock business pitch. 
This work was submitted as part of a group with four other students. The initial idea belongs to the author of this document. The author was the leader of the group as well.

Questionairre & Focus Groups
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Marketing Materials


Business Plan



December


January


February


- Branding/Name focus group 
- Market research for questionairre
- Create questionaire & distribute


- Close questionaire & Analyse data
- Market Research


12th: Market Reseach Due

- Product Selection (costs & pricing)


March


- Creating Marketing Materials
- Set out Oppeations & Logistics
- Provisional Financial Plan


April


- Submit draft Business Plan
- Marketing Materials Focus Group 


May


- Practice Pitch
- Work through feedback
- Work on presentation of documents
7th: Business Plan & Marketing Materials Due
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Operations & Logistics
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