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Overview of The AM Company Ltd Coffee Shop Concept:
The The AM Company Ltd is a chain of premium coffee shops and bakery that sells high-quality coffee, baked goods as well as a home cooked atmosphere based on community and family values (Ramawati, Bahar and Husriadi, 2024). Its mission is to provide a place that offers premium drinks, fresh and hand baked foods and does not limit people to sit and relax or chatting with friends or family. This idea has united the comfort of a coffee shop and the craftsmanship of a bakery and provides a luxury experience with a loosely relaxed atmosphere. The company will be located on the market of high-end cafes and serving customers with an interest in high quality, sustainability, and a sense of community.
The AM Company Ltd expansion proposal involves setting up a new store in one of the busy city districts in London such as Notting Hill or Shoreditch with a large population of people of various ethnic backgrounds, and a culture of coffee. The Hampstead area, specifically, will be a perfect fit with its high-income population; the average household income in the region is more than -70,000 a year (Office for National Statistics, 2025), which justifies the services of high and sustainable quality. The other prospective goal is to create a franchise format that will help the brand spread out to other high-demand destinations in London and the UK to provide the same high-quality experience to new neighborhoods.
[bookmark: _Toc214108810]1.2 Products/Services Offered:
Coffee:
The AM Company Ltd services span a variety of products based on espresso such as capuccino, latte, flat white and cold brew, as well as fresh brewed filters coffee. The coffee is obtained in form of high-quality and sustainable beans and has better taste besides being able to support eco-friendly farmers. According to the UK coffee market, the volume is expected to increase by 2.5 percent in 2025 due to the increase in the demand of ethical and sustainable products (Mintel, 2025), which fits perfectly into The AM Company Ltd focus. The menu will include seasonal offers and specialty drinks with unique mixes to suit the various tastes to provide greater customer interaction through diversity and new otherworldly mixes.
Baked Goods:
The AM Company Ltd has many types of bakery, which are artisan bread, cakes, pastries, and savory foods, including: sourdough loaves, croissants, brownies, and quiches (Šmídová and Rysová, 2022). Products are mostly made with fresh, organic and local ingredients, regardless of the ones in use, to one of the finest quality and in support of the local suppliers. Every product is designed to go along with the high-quality coffee experience.
Additional Services:
Offers AM Company Ltd is also giving a number of services that make clients more convenient. These contain dine in, take away and delivery services that make sure that the customers can have their products anywhere they go. Catering of events and office meetings is also the service that the cafe provides with the line of premium coffee and baked goods being offered to corporate clients. Also, the will propose brand products like coffee cups and tote bags in the brand experience of AM Company Ltd.
[bookmark: _Toc214108811]1.3 Objectives:
Short-term:
· The ultimate goal is also to open up the new branch of the AM Company Ltd successfully in the next six months, which means that the shop should be functioning and drawing the attention of the local population.
· The business expects to cover initial start-up costs in the first year due to meeting enough customer traffic and sales volumes to operate the business profitably.
· Build a base of dedicated and interested local marketing, where the local population is aware of the existence of AM Company Ltd as a coffee shop of quality and integrity (Dwiputri, 2024).
Long-term:
· Open in other cities across London and other key cities of the UK as the brand presence and market share.
· Come up with a franchise system of effective expansion to a broader geographical area. Although certain uniformity is necessary in franchising to ensure consistency, AM Company Ltd will compromise this by integrating localization in menu and sourcing to ensure its USP of artisanship stays intact without diluting its uniqueness with a uniformity that is too high (Wild Coffee Marketing, 2025).
· Create brand awareness via social media, community partnerships, and events to create more intimate relationships with the customer.
[bookmark: _Toc214108812]1.4 Unique Selling Proposition (USP):
Premium Artisan Quality:
The quality and freshness of coffee and baked goods offered by AM Company Ltd is its uniqueness, which are manufactured using organic and local products. As an example, spelt flour in pastries would provide a nutty taste profile, increase fiber levels to make them easier to digest (particularly with mild gluten sensitivities), and get health-conscious people more products with nutritional value, such as magnesium and iron (Beggs, 2021), which would help the AM Company Ltd stand out in the saturated market. It is built into the brand and is attained through fine but not too complex functions that are valued by the discerning customers.
Community Focus:
The cafe provides a friendly environment which invites the customers to enjoy their leisure time socializing, working or relaxing (Altun, Saydam and Gunay, 2025). It is not only a location to have a quick coffee but also a meeting place with the community. This attention to making the space comfortable and to unconsciously inclusive space is reflected in the layout, the decor, and the customer service.
Sustainability:
The AM Company Ltd is dedicated to sustainability by using ethical sourcing strategy, waste minimization, and environment-friendly packaging. The café tries as much as possible to make its activities environmental friendly by utilizing sustainable coffee beans, biodegradable cups and packaging, and striving to make its business a zero-waste process. This is in line with the rising consumer demand of environment friendly companies.
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Political:
Government policies affect small business enterments such as coffee shops. The businesses in the UK are under Value Added Tax (VAT) and Business rates, which influence the profits and in particular start-up such as AM Company Ltd. The taxation or alternation in VAT charges would influence the price or cost structure. The operations are directly affected by sustainability policies at the food and beverage sector, including packaging waste regulations (Nicolau et al., 2022). The AM Company Ltd environmentally friendly practices will make it look forward to validating future policies and escape reprisals. There are also government grants available and tax relief available such as 2025/26 Retail, Hospitality and Leisure Business Relief scheme which provides 40% relief on rates on a qualifying property (British Business Bank, 2025), as well as investor tax relief under an SEIS scheme or EIS which can alleviate some of the financial burden on a small hospitality business.
Economic:
Premium coffee and food consumer spending is subject to economic fluctuations. At times of economic uncertainty, one would expect a reduction in discretionary spending, which would impact the demand levels of the non-essential goods such as the high-end coffee and pastries. It may also cause inflation of the prices of raw materials (coffee beans, organic ingredients) and operational costs (energy bills). Energy prices can be pushed high, and thus overheads can increase, particularly in small coffee shops that use such equipment like espressos and ovens. This could demand proper financial planning to control the costs and still maintain premium pricing in the volatile economic times.
Social:
There is a growing demand on products of high quality, organic and sustainable products, especially among millennials and younger customers. The trend will be appropriate with AM Company Ltd organic ingredients and sustainably sourced coffee. The culture of coffee in London is thriving with a wave of independent cafes that offer customized quality experiences over the corporate coffee chains. This can be used to the advantage of AM Company Ltd by developing a community-focused area. Customer experience is central in such a culture, finding an exceptional service, customer satisfaction, customer loyalty, and are obliged to visit the site again transforming first-time buyers into advocates (Wensma, 2025).
Technological:
The development of technologies in coffee machines has contributed to increasing the efficiency and provision of consistency in the products and this has been critical in ensuring that these are of a high quality (Fahma, 2020). Smoother customer experiences are enabled by mobile ordering apps and contemporary point-of-sale (POS) systems and could be also used to collect information about their interests, and thus offerings of AM Company Ltd can be customized accordingly, as well as their marketing. Social media is a very significant aspect of brand awareness and contacting of the customer. Social media such as Instagram and Facebook enable coffee shops to display their products, events, and devotion to sustainability in order to gain a devoted customer base.
Environmental:
Sustainability is emerging as a key concern to businesses. Coffee shops using waste minimization strategies and energy saving processes such as the one in AM Company Ltd will not only minimize their carbon footprint but also attract green consumers. Obtaining organic and locally grown coffee beans and other products, will fulfil the requirement to meet both the demand and demands of sustainability among consumers and the desire to meet the environmental stipulations. Besides, biodegradable packaging and food waste reduction could further enhance the sustainability aspect of the brand, which is a quality that is appealing to contemporary consumers.
Legal:
Coffee shops are very much dependent on legal compliance particularly with food safety regulations and rules of health and safety and employment laws. The must of AM Company Ltd should make sure that all food and beverages are made according to the UK health requirements, not to mention employment laws concerning wages, working hours and conditions (Bager and Lambin, 2020). Moreover, the choice of the business legal organization to be followed should it be the private limited company or whether the company should consider the franchising opportunity. A franchise model may be easier to expand upon, however, it would comply with other legal and operational requirements.
[bookmark: _Toc214108815]2.2 SWOT Analysis
Strengths:
· Good Quality and High Brand: The quality of coffee and fresh and organic bakery products is a recognized product brand of AM Company Ltd, distinguishing itself against the scarcity of competitors.
· Good Brand Fame in London: The brand already enjoys good fame in major parts of London and this fact can easily support customer loyalty and generate new clientele.
· Community-Based Strategy: The intimate, warm atmosphere helps develop a feeling of belonging, which leads to frequent visits and publicity marketing.
Weaknesses:
· High Startup Capitals and Operating expenses: The location of a new AM Company Ltd is to incur a lot of initial capital investments in equipments, leasing space, staffing, and marketing, which in turn, may strain the business (Gosalvitr et al., 2024).
· Short-Term Scalability Constraints: The size and market that AM Company Ltd currently serves cannot be expanded quickly, and expansion resulting in opening of new locations or franchises could take time.
· Reliance on Local Pedestrian Traffic: AM Company Ltd is an urban Coffee shop and its success will be directly linked to the size of the foot traffic in its vicinity. Reduction in visitors locally can have a direct effect on the sales.
Opportunities:
· Growth in New, High-Demand locations: The Company has the opportunity to grow in other high demand locations in London or any other city where they can find a market to drink high end coffee and baked goods.
· Rising Trend of Environmentally-Action and Organic Consumption: Since sustainability is gaining relevance, AM Company Ltd can take advantage of its tendency of using organic products and adopting sustainable consumption (Peixoto et al., 2022).
· The Subscription Model to Coffee Drinkers: Subscription would offer consistent incomes and increase the loyalty of the customers, with benefits such as free coffees or subscriber discounts.
Threats:
· Growing Competition with Premium Chains and Independent Cafes: The coffee shop has a high competition level alongside huge chains of Starbucks and Costa Coffee among other independent cafes and has the potential to reduce and offer comparable products and experiences.
· Economic Downturns: A possible economic slowdown would cause a decreasing consumer discretionary spending, which will impact on high-end coffee demand (Ge et al., 2021).
· Increased Costs of Ingredients and Sustainability: The price of organic high-quality products and sustainable activities might go up, and this may affect the profit margins should measures not be taken.
[bookmark: _Toc214108816]2.3 Porter’s Five Forces
Threat of New Entrants:
· Threat levels are moderate- high because the coffee shop industry is very competitive. Although the barrier to entry is minimal in regard to the initial capital investment, due to the specifics of AM Company Ltd, such as the commitment to premium quality, community interaction, and sustainability, the competitor is not the same, which can decrease the threat of a new entry.
Bargaining Power of Suppliers:
· The supplier bargaining power is moderate. AM Company Ltd relies on the suppliers of premium and sustainable coffee and bakery providing services, which can create an advantage in price forming with suppliers of the company (Warja et al., 2025). Nonetheless, this risk can be addressed by the method of AM Company Ltd to build a solid relationship with both local, organic suppliers.
Bargaining Power of Consumers:
· Bargaining power of the consumers is high as there are plenty of coffee shops available. The solution to the issue that AM Company Ltd is facing is to propose a differentiation as superior products and an active, community-focused experience that will help ensure customer loyalty.
Threat of Substitute Products:
· Threat of substitutes is moderate. Although consumers do not have no options (other cafes, brewing at home), the idea of quality, sustainability, and community focuses makes AM Company Ltd less appealing when it comes to the possibility of customers switching to an alternative.
Industry Rivalry:
· The competition in the industry is stringent, with coffee shop industry being saturated with individual and chain coffee brands such as Starbucks and Costa. The existing competitive advantage of AM Company Ltd can be preserved through further innovation and differentiation offered by the company on the basis of its product range and customer service.
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Geographic Segmentation:
The target markets of AM Company Ltd will include cities like London and other major cities in the United Kingdom like Shoreditch, Notting Hill and Soho (Pangarkar and Prabhudesai, 2024). These locations would be best in terms of appealing to a wide range of customers, such as professionals, students, and families. The hustling and bustling busiest cities are the ones that present a chance to attract walk-in and regular clients. Further, venturing into other urban regions that share an identical demographic will enable AM Company Ltd to spread its brand and customer base throughout the UK.
Demographic Segmentation:
The main focus of the target market of AM Company Ltd is the age of young professionals, millennials, and students between 25-40 years. This age bracket is generally disposable in their income and demands high quality premium products. The will of AM Company Ltd is aimed at middle and upper-middle-income customers that are quality conscious rather than price conscious. These clients value artisanal and organic products, which has become part of their values. Moreover, the target demographic will also include families with children who enjoy healthy and organic food but in a relaxed environment, as well as in the communal environment.
Psychographic Segmentation:
The will of customers attracted to AM Company Ltd is to be happy with quality, sustainability and morally sourced. Such customers are more eco-friendly and seek corporate entities that match their interests. They are fun to hang around in areas that do not just deliver a product but also an experience (Samoggia and Busi, 2023). The friendly and warm environment at AM Company Ltd is a service to the customers who want to relax at the place or socialize, work or study. The product positioning of quality coffee, baked goods which are organic and sustainable will attract individuals who put an emphasis on these qualities in their everyday living.
Behavioral Segmentation:
The target markets of AM Company Ltd will consist of everyday coffee consumers who can afford high-quality, artistic products that are slightly higher in pricing. A great number of these customers will value the community-based nature of the brand and they will feel like the cafe is their home where they can work and rest. The success of AM Company Ltd will be based on the loyal customers that are focused on the sustainability and quality. The brand will also aim at people seeking a work-friendly cafe location, where they can also do their remote working or studying. This group is drawn to the cafes that are in a very balanced setting and low noise environment that helps in facilitating productivity.
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Product:
The coffee products at AM Company Ltd will be high-quality premium coffee that has been brewed using high-quality and sustainable beans. The coffee menu will also include different types of espresso-based coffee products including cappuccino, latte, and flat white, as well as filter coffee and cold brews. The will of AM Company Ltd also will provide a variety of baked goods with freshness, such as artisan bread and cakes, pastries, and savoury foodstuff. The products will be organic and therefore of high quality and sustainable. The seasonal offerings will be coming up on a regular basis to attract repeat customers, e.g. limited availability flavours or holiday-cheeky baked goods.
Price:
AM Company Ltd will be positioned on premium pricing strategy because it fits the brand image of a company that provides high quality products. The price will be based on the high quality of the coffee and baked goods that are aimed to customers ready to spend more money on premium experience. In addition, the will of AM Company Ltd will present a loyalty program, which will include a discount or free product to the loyal customers. Such a program will contribute to the development of customer loyalty and stimulate the appearance of repeat visits (Rahman et al., 2025). The subscription model may also be considered to provide regular clients with an opportunity to pay a certain monthly price to get coffee daily or other benefits to be satisfied with regular income and customer loyalty.
Place:
The sites of the cafes operated by AM Company Ltd will be selected well in the busy cities like around the office, colleges, and residential places. These locations are accessible to a broad customer base which will include office workers, students, and families and all of them will be benefiting in the services that the café offers. In addition to the physical outlets, AM Company Ltd will use the online store and delivery service through a mobile application (Chen, 2025). This service will target customers who like the comfort of having the products ordered at the comfort of their homes or offices. It will provide a wide range of purchasing options, which will see AM Company Ltd reaching a large base of customers.
Promotion:
Advertisement will be a key component in creating brand awareness and appeal to consumers to visit AM Company Ltd. The brand will continue to post regularly on the social media sites such as Instagram and Facebook where it will be able to display its products, sustainability, and community events. This will be useful in reaching customers that identify with the values of the brand. They will foster self-created content, which will make the customers write about their experience and engage the brand. The will of AM Company Ltd will as well provide a loyalty program whereby customers will be offered discounts or free products when they shop often. Also, the cooperation with local businesses will support the cross-promotion of the products and the acquisition of new clients.
[bookmark: _Toc214108820]3.3 Online Marketing Strategies
Social Media Marketing:
Social media will play a critical role in the marketing plan of AM Company Ltd, because it will simply make the brand reach large populations of people and meet their needs directly. The will of AM Company Ltd will be preparing appealing posts with promotion pictures of new products, seasonal offers, and sustainability. Constant discussion of the community events, local organizations, and customer testimonials will help establish a pool of repeat online readers (Bashiri et al., 2021). There will also be the inclusion of influencer collaborations where the influencers will be employed to disseminate its presence and authority through their capability to align with the sustainability and quality ideology of the brand.
Email Marketing:
To ensure that customers are notified of new product offerings, promotions of the new product in seasons and events to come the email marketing will be done. Newsletters will be distributed to subscribers on a monthly basis giving updates on the new items in the menu, special offers, and special events. This will also serve to retain customers and make them come back again. Provide email subscribers with special offers or access to new products at an early stage will encourage more people to subscribe and develop customer loyalty.
SEO & Content Marketing:
As part of achieving local traffic, the will of AM Company Ltd will be concentrated on local SEO, which means that the webpage will be optimized with the help of the search words connected to the local cafes and coffee shops (Kusmulyono et al., 2023). This will assist the appearance of AM Company Ltd on the local search when customers are seeking local coffee shops. Also, the wills of AM Company Ltd will post blog articles on issues surrounding sustainability, advantages of organic coffee and ensuring that the company is ethically sourced. This will not just make it better in terms of SEO, but also position AM Company Ltd as a thought leader in the coffee and sustainability arena.
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The will of AM Company Ltd will be in form of a Limited Company (Ltd). Such a structure has a number of benefits, the major one being that it provides the owners with protection against liability, or in other words their personal assets are not being endangered in case of any debts or possible legal proceedings against the company (Gika et al., 2025). Moreover, limited company is quite optimal in terms of growth and expansion. It gives the freedom to invite investors or partners as well as establishing that the company should be in a position to issue shares or find external capital. The structure will as well build credibility among the potential customers, suppliers and investors and make AM Company Ltd as a professional and sustainable business.
[bookmark: _Toc214108823]4.2 Organizational Chart:
The will structure of AM Company Ltd will be based on the division of roles, as it is necessary to have a daily workflow that is as smooth as possible.
· CEO/Founder: The CEO will be in charge of the general business plan and running of the company making sure that the mission is being carried out as intended. This position will also entail making long-term objectives, expansion, and strategies.
· Operations Manager: This person will take control of the daily operations of the coffee shop, such as the coordination of staff, inventory management, and making sure that customers have the same experience with the product (Wellner and Lakotta, 2020).
· Marketing and PR Manager: The marketing and PR manager will have the task of being in charge of all the promotional activities, which include the digital marketing, social media, customer response, and public relations. Their duty will be networking and branding.
· Baristas and Bakers: The employees will provide high quality products and quality customer service, and this will involve skilled baristas and bakers. Coffee and other drinks will be prepared by Baristas, and baked goods will be supplied constantly by bakers because organic and baked food will be fresh.
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[bookmark: _Toc214108799]Figure 1: Organizational Chart for AM Company Ltd’s Coffee Shop
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The estimated initial investment for GAIL’s to launch is £250,000. This will cover various aspects of setting up the business:
· Equipment: £100,000 for coffee machines, ovens, grinders, and other essential equipment.
· Lease and Property Setup: £50,000 for securing the café’s location and renovating the space.
· Marketing and Branding: £20,000 for creating brand assets, initial promotional campaigns, and social media outreach.
· Staffing and Training: £30,000 for hiring and training employees before the café opens.
· Working Capital: £50,000 to cover operational expenses such as rent, utilities, ingredients, and salaries for the first six months.
	Category
	Amount (£)

	Equipment
	100000

	Lease and Property Setup
	50000

	Marketing and Branding
	20000

	Staffing and Training
	30000

	Working Capital
	50000

	Total
	250000



[bookmark: _Toc214108825]4.4 Potential Funding Sources:
The capitalization of AM Company Ltd may be in form of personal savings, a small business loan and venture capital. Personal savings may be used as the start-up capital and loan may be taken to cover large costs. Venture capital may be considered as expansion after the business proves to have a profitable model.
[bookmark: _Toc214108826]4.5 12-Month Cash Flow Forecast:
	Cash flow forecast

	Particulars
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6
	Month 7
	Month 8
	Month 9
	Month 10
	Month 11
	Month 12

	Income
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Coffee Sales
	12,000
	12,500
	13,500
	14,000
	14,500
	15,000
	16,000
	16,500
	17,000
	17,500
	18,000
	19,000

	Baked Goods
	5,000
	5,200
	5,500
	5,700
	5,900
	6,100
	6,300
	6,400
	6,600
	6,800
	7,000
	7,200

	Catering
	2,000
	2,200
	2,400
	2,500
	2,700
	2,900
	3,100
	3,200
	3,400
	3,500
	3,600
	3,800

	Merchandise
	1,000
	1,100
	1,200
	1,300
	1,400
	1,500
	1,600
	1,700
	1,800
	1,900
	2,000
	2,200

	Subscription Models
	1,000
	1,000
	1,200
	1,300
	1,400
	1,500
	1,600
	1,700
	1,800
	2,000
	2,200
	2,400

	Total Income
	21,000
	21,800
	23,800
	24,800
	26,900
	27,700
	28,600
	29,600
	29,600
	31,700
	32,800
	34,600

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 Rent 
	4000
	4000
	4000
	4000
	4000
	4000
	4000
	4000
	4000
	4000
	4000
	4000

	 Salaries 
	6000
	6500
	7000
	7500
	8000
	8500
	9000
	9500
	10000
	10500
	11000
	11500

	 Inventory 
	4000
	4200
	4500
	4700
	4900
	5100
	5300
	5500
	5700
	5900
	6100
	6300

	 Utilities 
	1000
	1100
	1200
	1300
	1400
	1500
	1600
	1700
	1800
	1900
	2000
	2100

	 Marketing 
	1500
	1600
	1700
	1800
	1900
	2000
	2100
	2200
	2300
	2400
	2500
	2600

	 Insurance 
	500
	500
	500
	500
	500
	500
	500
	500
	500
	500
	500
	500

	 Miscellaneous 
	500
	600
	700
	800
	900
	1,000
	1,100
	1,200
	1,300
	1,400
	1,500
	1,600

	Total expenses
	17500
	18500
	19600
	20600
	21600
	22600
	23600
	24600
	25600
	26600
	27600
	28600

	Net cash flow
	3,500
	3,300
	4,200
	4,200
	5,300
	5,100
	5,000
	5,000
	4,000
	5,100
	5,200
	6,000



Total net cash flow: 55,900
Interpretation:
The cash flow project of the Coffee Shop of AM Company Ltd indicates that the income and cost will increase gradually within 12 months. The total income rises every month with the highest monthly income of £21,000 in Month 1, and the lowest of £34,600 in Month 12 due to the growth of the sales of coffee, baked goods, cater and merchandise and subscription models. On the expense aspect, the expense increases but at a very slow rate, starting with a cost of £17,500 in Month 1 and ending with a cost of 28,600 in Month 12, which is comprised of salaries, inventory, and marketing. The net cash flow is positive every month and ends with a net cash flow amounting to 55,900 by Month 12 which shows high level of profitability and sustainable growth.
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