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[bookmark: _Toc23524]Executive Summary 
The Sustainable Coffee and Study Hub is a green cafe that specifically targets university students. It is a quiet and cooperative study place with high-quality, sustainable coffee. The idea responds to the growing student needs for responsible consumption, a comfortable study environment, and community-based learning. The contemporary young generation is becoming more inclined to visit cafes which demonstrate their values to the environment and social identity. Meanwhile, sustainability in coffee shops has emerged as a powerful source of innovativeness and competitiveness. This business will be situated near a college setting and will sell ethically sourced coffee, sustainable foods, common study zones, and communal learning opportunities. To enhance the brand identity and responsibility towards the environment, the café will utilise sustainable materials in the interior design. The business plan is anchored on the constant flow of students, low-cost prices and reduced income levels through workshops and events. The business would aim to be profitable and a good social and environmental contributor. 
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[bookmark: _Toc23525] Business Concept and Description 
The Sustainable Coffee and Study Hub is planned as a coffee shop beyond the ordinary. It is an intermediate model that combines cafe services and cooperative learning areas. It has been found that cafes have the potential to develop into community centres, which empower students and transform local coffee value chains (Maspul & Almalki, 2023). The coffee and plant-based snacks will be ethically sourced, as well as the baked goods, which will be supplied locally in the café. Sustainable sourcing enhances the value chain and facilitates knowledge innovation (Maspul, 2024). The café will minimise the use of single-use plastics and encourage the use of reusable cups. Similar to the ideas of repair cafes, repair and reuse will also be introduced by holding a series of student workshops on sustainability and circular practises (Moalem & Mosgaard, 2021). A legal form that will be adopted is a private limited company to limit liability and attract potential investors. The organisational hierarchy will consist of the founder and the manager, the operations supervisor, baristas, and part-time student employees. 
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	Objective Type 
	SMART Objective 

	Increase 
Customer Base 
	Achieve an average of 150 customers per day within the first six months of operation through targeted student marketing campaigns. 

	Revenue Target 
	Reach a monthly revenue of £27,000 by the end of month six. 

	Brand Awareness 
	Establish partnerships with at least three university societies within the first year. 

	Sustainability 
Goal 
	Reduce single-use plastic consumption by 80 per cent within the first year by promoting reusable cups and eco packaging. 


[bookmark: _Toc23528]Short Term Objectives (Less Than One Year) 
	Short Term Objective 
	Time Frame 

	Launch café and complete marketing campaign 
	First 3 months 

	Achieve 60 per cent seating capacity utilisation. 
	Within 6 months 

	Reach the monthly break-even point. 
	By month 8 

	Organise monthly sustainability workshops. 
	Throughout the first year 


[bookmark: _Toc23529]Long Term Objectives (More Than One Year) 
	Long Term Objective 
	Time Frame 

	Expand to a second university location. 
	Within 3 years 

	Develop branded, sustainable merchandise. 
	Within 2 years 

	Build strong brand recognition across the campus community 
	Within 3 years 

	Increase annual profit margin by 20 per cent 
	By the end of year 3 
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[bookmark: _Toc23531]Target Market 
The primary target market will be university students aged 18 to 30 who value sustainable living, reasonable prices, and comfortable study facilities. The atmosphere, social value, and ethical practises play a strong role in determining the youth cafes' preference (Justinus et al., 2024). 
[bookmark: _Toc23532]Industry and Competition 
The coffee shop industry is highly competitive. Sustainable positioning, however, builds differentiation. The use of a triple-layered business model canvas enables one to incorporate economic, environmental, and social value (Rasyd et al., 2025). Some competitors might sell good coffee; however, not many provide sustained coffee alongside the organisation of the study space and learning activities. 
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[bookmark: _Toc23534]Political 
Eco-friendly business models are encouraged by government policies that promote sustainability and waste minimisation. 
[bookmark: _Toc23535]Economic 
Discretionary spending can decrease as the cost of living rises. Demand can, however, be retained through low prices and student discounts. 
[bookmark: _Toc23536]Social 
Green business and group learning environments are also increasingly favoured by the students (Sutisnawati et al., 2025). Interventions based on cafes have proven acceptable and feasible in the UK (Graham et al., 2020). 
[bookmark: _Toc23537]Technological 
Online marketing via apps, online booking platforms, and social media needs to be digital. Digital interaction with students enhances the world innovation chains (Zamri et al., 2024). 
[bookmark: _Toc23538]Environmental 
Green issues related to climate change raise demand for sustainable sourcing and minimised coffee waste. 
[bookmark: _Toc23539]Legal 
There is mandatory adherence to food safety, employment law, and environmental regulations. 
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	SWOT 
Category 
	Analysis 

	Strengths 
	The business's sustainable positioning is articulated, unlike that of traditional cafes, and is consistent with sustainable coffee shop models that combine environmental and social value (Rasyd et al., 2025). It is a highly student-centred concept, as university students want to be in a cafe that resonates with their values and offers a comfortable experience (Justinus et al., 2024). 

	Weaknesses 
	Sustainable design materials and ethical sourcing increase the start-up cost because environmentally conscious design requires greater investment (Aulia et al., 2025). Moreover, as a new business, the brand will have low initial recognition, which could slow customer acquisition in a competitive market. 

	Opportunities 
	University students are becoming increasingly aware of sustainability and green consumption, which presents a powerful market opportunity, as people are eager to see green cafes (Sutisnawati et al., 2025). 

	Threats 
	The coffee shop market is very competitive, and established cafes have likely already taken over the student spots. Moreover, economic uncertainty and rising living costs can reduce students' discretionary spending, thereby affecting sales performance (Graham et al., 2020). 
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The marketing mix will be based on the 4Ps model. 
[bookmark: _Toc23542]Product 
Sustainable coffee of high quality, environmentally friendly snacks, silent work areas, group tables, and sustainability workshops. Students' awareness of sustainable development can be advanced through experiential learning methods (Payne, 2022). 
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Student pricing and affordable pricing. Study session and coffee package promotions. 
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Close to college, within walking distance. The interior design will be environmentally responsible and brand-related, with a focus on sustainable material use (Aulia et al., 2025). 
[bookmark: _Toc23545]Promotion 
Online advertising via Instagram and TikTok, partnership with student influencers, and events on campus. Structured discussion events that provoke entrepreneurial sustainability thinking can also be run using the World Café approach (Brown et al., 2024). The fact that the World Café method is innovative in its application to higher education demonstrates its potential to engage students (Dzimińska et al., 2026). 
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	Position 
	Role and Responsibility 

	Founder and General 
Manager 
	Oversees overall operations, financial management, partnerships, and strategic growth. 

	Operations 
Supervisor 
	Manages daily café activities, supply chain coordination, and quality control. 

	Baristas 
	Prepare beverages, maintain service standards, and engage with customers. 

	Marketing 
Coordinator 	(Part 
Time) 
	Manages social media, student engagement, and promotional campaigns. 

	Student Staff (Part 
Time) 
	Assist with service, event coordination, and customer support. 
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	Position 
	Relevant Background 

	Founder 
	Background in business management and sustainability studies. 

	Operations 
Supervisor 
	Experience in hospitality and café management. 

	Marketing 
Coordinator 
	Digital 	marketing 	knowledge 	and 	student 	network engagement. 

	Baristas 
	Trained in customer service and sustainable service practices. 
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	Level 
	Structure 

	Top Management 
	Founder and General Manager 

	Middle Management 
	Operations Supervisor 

	Operational Staff 
	Baristas and Student Staff 

	Support Role 
	Marketing Coordinator 
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	Milestone 
	Target Date 

	Secure funding 
	Month 1 

	Complete renovation and setup 
	Month 3 

	Grand opening 
	Month 4 

	Reach break-even 
	Month 8 

	First sustainability event series completion 
	End of Year 1 
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	Item 
	Estimated Cost (£) 

	Lease deposit (3 months) 
	9,000 

	Renovation and sustainable interior materials 
	18,000 

	Coffee machines and equipment 
	12,000 

	Furniture and study desks 
	8,000 

	Initial inventory (coffee beans and food supplies) 
	5,000 

	Licenses and permits 
	2,000 

	Marketing launch campaign 
	3,000 

	Technology systems (POS system and WiFi setup) 
	3,000 

	Total Startup Cost 
	60,000 
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	Source of Finance 
	Amount (£) 

	Founder investment 
	20,000 

	Bank loan 
	25,000 

	Private investor 
	15,000 

	Total Funding Available 
	60,000 


[bookmark: _Toc23553]Monthly Operating Expenses 
	Expense Category 
	Monthly Cost (£) 

	Rent 
	3,000 

	Staff salaries 
	8,000 

	Utilities (electricity, water, internet) 
	1,200 

	Inventory replenishment 
	3,000 

	Marketing and promotions 
	800 

	Loan repayment 
	1,000 

	Miscellaneous expenses 
	1,000 

	Total Monthly Expenses (Fixed Costs) 
	18,000 


[bookmark: _Toc23554]Sales Forecast 
	Sales Assumptions 
	Value 

	Average price per customer 
	£6 

	Average customers per day 
	150 

	Daily revenue 
	£900 

	Monthly revenue (30 days) 
	£27,000 
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	Cost Calculation 
	Amount 

	Variable cost per customer 
	£2.50 

	Monthly variable cost (150 customers × 30 days × £2.50) 
	£11,250 

	Monthly gross profit (Revenue – Variable Cost) 
	£15,750 


[bookmark: _Toc23556]Break-Even Analysis 
	Break-Even Calculation 
	Value 

	Fixed monthly costs 
	£18,000 

	Contribution per customer (£6 – £2.50) 
	£3.50 

	Break-even customers per month 
	5,143 customers 

	Break-even customers per day 
	172 	customers 
(approximately) 


The projected time to break even for the cafe is eight months, assuming rising daily footfall and a high level of student participation. 
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The café shall be a seven-day-a-week establishment. The interior will be designed using sustainable materials such as reclaimed wood, recycled metal, and energy-efficient lighting (Aulia et al., 2025). Waste sorting systems shall be used. The coffee grounds shall be distributed to students for composting projects. There will be staff training on customer service and sustainability practises. Green coffee shops have the potential to promote the creative industry and the population's involvement (Sutisnawati et al., 2025). The monthly events focused on sustainability will reinforce the brand as a learning centre. 
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	Activity 
	Description 

	Coffee Preparation 
	Ethically sourced beans are brewed using energy-efficient machines. 

	Food Service 
	Sustainable snacks and locally sourced baked goods. 

	Study 	Space 
Management 
	Quiet zones and collaborative areas are maintained daily. 

	Workshop Events 
	Monthly sustainability and entrepreneurship sessions. 
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	Technology Area 
	Application 

	POS System 
	Digital sales tracking and inventory management. 

	WiFi System 
	High-speed internet for students' study needs. 

	Online Booking 
	Table and event reservation system. 

	Social Media Platforms 
	Marketing through Instagram, TikTok, and university forums. 


[bookmark: _Toc23560]Human Resource Plan 
	HR Area 
	Details 

	Recruitment 
	Hire experienced baristas and part-time students. 

	Training 
	Customer service, sustainability awareness, and hygiene training. 

	Work Schedule 
	Flexible shifts to match student availability. 

	Performance Review 
	Quarterly performance evaluation and feedback system. 
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	Expansion Area 
	Strategy 

	Geographic Expansion 
	Open a second branch near another university campus. 

	Product Expansion 
	Introduce branded reusable cups and merchandise. 

	Service Expansion 
	Launch online ordering and delivery service. 

	Partnership Growth 
	Collaborate 	with 	sustainability-focused 	student organisations. 
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The Sustainable Coffee & Study Hub presents a new solution to the evolving student preferences and the sustainability needs. Through ethical sourcing, environmentally friendly design, participatory learning, and community engagement, the cafe establishes itself as more than just a business. It turns into a sustainable awareness and entrepreneurial platform. The idea can be compared with existing studies on eco-cafes, sustainable design, and experiential learning in higher education. The business can succeed with a strong financial structure, a specific marketing plan, and a clear sustainability mission that will help it generate a positive impact on the university community and environment. 
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