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[bookmark: _Toc168926041]1. EXECUTIVE SUMMARY
The executive summary gives brief information about the business plan of The Grid Coffee Shop which is a start-up business in Burnham-on-Sea, UK. As the café business is identified as a community-centric business, we will provide authentic and high-quality coffee coupled with local snacks for customers. It enabled us to continue with adherence to strategic and sustainable site selection for commuters’ tourists and resident clientele. We would like to establish close contact with customers and increase customers’ lifetime value; this is possible through organizing events and using environmentally friendly issues. Being deeply aware of the tendencies in the coffee market, its rigid and clear business plan, and affordable yet reasonable prices, The Grid aims to become a popular and highly successful venue as well as increase its sales and market share, overcoming strong competition

2. THE BUSINESS IDEA

2.1 The Product/Service

Business Description: The Grid Coffee Shop is conceived as a small, homely café with character for the inhabitants and visitors of Burnham-on Sea. It is an environment where customers can comfortably study, carry out their business or chitchat with friends while feasting on good well-brewed coffee and delectable foods. 
Product/Service Description: While outlining the services provided by The Grid, special emphasis should be paid to coffee brews, teas, snacks, and other products offered at the shop. It is equipped with well-recycled furnishing for finesse, the services internet are free to avail, and there are books and magazines for clients in the café(Aylmer, 2024).
Features and Benefits:
· High-Quality Products: To make sure that you get only the best from us we provide Arizona and Tucson coffee beans from the best roasters. We also serve numerous speciality teas and light freshly prepared bites.
· Comfortable Environment: The environment of the café is relaxed and comfortable with enough seats and tables offering a great place to sit back and get work done or converse with friends(Gill et al., 2022).

2.2 [bookmark: _Toc168926042]SWOT Analysis Summary
The concept of The Grid is based on several strengths: high-quality coffee and snacks, comfortable and welcoming environment, the offer of a selection of superior standard premium coffee and freshly prepared and locally sourced snacks, as well as its well-situated location in Burnham-on-Sea, where there is high pedestrian traffic. This perpetuates its intensely local character, one felt in the impact of its community-oriented events. The weakness side it involves first-time high costs in acquiring quality equipment and raw materials and has a low recognition in the market as a start-up(Barringer and Ireland, 2018). The plan is to address these weaknesses by focusing on the strengths and by developing a strong marketing plan. The opportunities for The Grid Coffee Shop are significant. The disposable income in Burnham-on-Sea is growing, and there is a growing demand for local and sustainable products. We will also be able to use social media marketing to reach new customers. The main threat to The Grid Coffee Shop is competition from established coffee shops. However, we believe that our unique focus on community and sustainability will help us to stand out from the competition.

[bookmark: _Toc168926043]3. THE TEAM

[bookmark: _Toc168926044]3.1   Key Personnel
The Grid Coffee Shop is fortunate to have a team of experienced and passionate professionals.

Name and Company Position: Ciprian Anghel, Marketing Manager
Skills and Experience: Ciprian holds a degree in Marketing and has 7 years of experience in digital marketing, with a focus on the food and beverage industry. 
Role and Responsibilities: Ciprian is responsible for developing and implementing the marketing strategy for The Grid. 


Name and Company Position: Katerina Hristova, Financial Manager
Skills and Experience: Katerina is a certified accountant with 15 years of experience in financial management and accounting, specifically within small to medium-sized enterprises. She has a strong background in financial planning, budgeting, and financial reporting.
Role and Responsibilities: Katerina handles all financial aspects of The Grid, including budgeting, financial forecasting, and managing accounts

Name and Company:  Raducu Ciolpan - Operations Manager
Skills and Experience: Raducu has over 12 years of experience in operations management within the hospitality sector. He specializes in logistics, inventory management, and customer service, ensuring smooth day-to-day operations.
Role and Responsibilities: Raducu manages the daily operations of The Grid, including supply chain management, staff scheduling, and maintaining high standards of customer service. 




[bookmark: _Toc168926045]3.2 Skills Gaps & Key Partners

3.2.1 Additional Staff Requirements (Roles and Responsibilities):
1. Role: Customer Service Manager 
· Reason: To train my customer care service to make sure they attend to the customer with the right attitude To ensure that my organization handles complaints from the customers perfectly. 
· Skills Gap: Effective communication, previous customer service, and good problem-solving skills (Garnier, et al., 2018).
2. Role: Social Media Coordinator 
· Reason: As for the objectives of the project, they are as follows: To consolidate our groups in social networks, and become more active in the online space. 
· Skills Gap: Scheduling and posting business social media accounts, content creation, and implementing inbound marketing techniques (Malhotra, and O'Neill, 2017).

3.2.2 Training and Development:
Training: Customer Service Excellence Workshop
Provider: Local Community College
Gap Filled: Enhancing customer service skills for all front-of-house staff.
Cost: £200 per participant.

Training: Social Media Marketing Bootcamp
Provider: Digital Marketing Institute
Gap Filled: Improving social media marketing skills for the marketing team.
Cost: £300 per participant
3.2.3  Outsourced Support / Key Partners:
Service: Accounting and Financial Services
Provider: Local Accounting Firm (e.g., Smith & Co Accountants)
Specialist Service: Professional accounting, tax preparation, and financial planning.
Cost: £1,000 per month

Service: IT Support and Maintenance
Provider: IT Solutions Ltd.
Specialist Service: IT infrastructure management, cybersecurity, and technical support.
Cost: £800 per month (Öngener, and Özkurt,  2019).
4. MARKET RESEARCH

[bookmark: _Toc168926046]4.1 Market Information, Trends and External Factors
Burnham on the Sea has a population of approximately 20000 inhabitants per year it receives many tourists which positively affects commercial opportunities. Our PEST analysis highlights significant factors: On economic grounds, growth in disposable income in the area justifies the concept of premium pricing; and on social grounds, people’s preference towards local and sustainable products corresponds to marketed products; technologically, the ability to adapt new payment systems and online selling platforms is critical to success; At the political environment, local political stability leading to a favourable business environment is fundamental(Payne, 2021).
[bookmark: _Toc168926047]4.2 Customer Profiles

1. Commuters (Ages 25-45): In fact, these are people who are mostly clients from one line of work and who drop by to grab a cup of coffee as they go through their busy work schedules (Bakri et al., 2021).
2. Local Residents (Ages 30-60): They care about a comfortable, close-knit atmosphere and more frequent interactions with people. For young people, it is a place where they love to spend their time in touch with friends, attend online meetings, or take a break (Kildunne, 2017).
3. Tourists (Ages 18-65): As tourists, they go to Burnham-on-Sea to tour and have fun, they expect to get luxury, quality and other attractions. They visit the café as it adopts a local setting, which provides a relaxed atmosphere and ambience as well as a platform through which they can interact with the locals through events and speciality products (Bracken, Burgess, and Girkin, 2023).


4.3  Competitor Profiles

	Competitor
	Differences
	Strengths
	Weaknesses
	Competitive Strategy
	USP and Competitive Edge

	Costa Coffee
	International chain, extensive menu
	Strong brand recognition, variety, consistency
	Lacks local feel, standardized menu
	Offer unique, community-focused experience
	Cosy, local atmosphere, community events, sustainable practices

	The Coffee House
	Local independent café, artisanal coffee
	High-quality coffee, local customer base, relaxed atmosphere
	Limited seating, smaller marketing reach
	Provide larger seating area, free Wi-Fi
	Community engagement, events, and collaborations with local artists and businesses

	Greggs
	Popular bakery chain, with affordable prices
	Competitive pricing, variety of baked goods, extensive network (Dennis, 2020).
	Quick, takeaway service, lower coffee quality
	Emphasize premium coffee, a comfortable sit-in environment
	Premium coffee, relaxing space, a contrast to takeaway-oriented service (Williams, 2021).



[bookmark: _Toc168926048]5. MARKETING PLAN
[bookmark: _Toc168926049]5. 1 Price
We specifically targeted a suitable price range given that it plays a crucial role in attracting customers. The strategy of pricing will be quite moderate to extend our coffee and snack offerings to various customers (Andrews, 2018).
[bookmark: _Toc168926050]5. 2 Product
The overall interior design concept is to make our café blend the feel of a traditional rustic countryside café with some contemporary elements. The brand will correlate with the overall theme of warmth, community aspects, green energy, durability, sustainability, and more similar features (Chapman, Richards, and Blake, 2020).
[bookmark: _Toc168926051]5. 3 Placement
With our product being food that will be served in a café and as a takeaway it will be available in our café located at Burnham-on-Sea, UK as well as online on our website and through contractors (Cotton, 2020).
[bookmark: _Toc168926052]5. 4 Promotion
About the awareness creation strategy, the following steps shall be taken: The choice of advertising media to be adopted will comprise a combination of modern and traditional advertising media. Digital initiatives on the other hand comprise social media advertising, e-newsletters, and partnerships with influential individuals in the rights sales field (Burns, 2022).
[bookmark: _Toc168926053]6.  KEY RESOURCES

[bookmark: _Toc168926054]6. 1 Premises

Our proposed venue would be a commercial property within a convenient location in Burnham-on-Sea with enough space to contain both a café section and kitchen, a storage area, and an area to store office documents where administration work will be done (Mumford et al., 2021).
[bookmark: _Toc168926055]6. 2 Equipment
The major is the café equipment such as coffee machines, grinders, refrigeration equipment, ovens and furnishing. Pricing differs with the type, size, quality of manufacturer and models, where for the espresso machines one can be expected to spend between £3000 and £10000, for the grinder machines between £500 and £2000, and refrigerators between £1000 and £5000(Compton, Culley, and Quartermain, 2017).
[bookmark: _Toc168926056]6. 3 Key Suppliers
Our main ingredients will be purchased from local coffee roasters for fresh coffee beans, bakeries for fresh baked goods and bread, and wholesalers for milk, syrups and other aforementioned products. Suppliers might be Somerset Roastery for providing beans coffee Burnham Bakery for pastries or Booker Wholesale for other ingredients(Payne, 2021).


[bookmark: _Toc168926057]7.  FINANCES AND START-UP SUPPORT
To ensure the financial viability of The Grid Coffee Shop, we've developed a comprehensive financial plan outlining our projected income and expenditures for the first year of operation. Here's a breakdown of our key financial considerations:
· Income: We anticipate generating income from various sources:
· Sales: Projected sales figures have been established for different product categories (Sales A, B, and C) based on market research and industry benchmarks (Trattner, 2019).
· Investments: We'll secure funding through a combination of capital introduced by the owners, potential grants, and potential loans.
· Expenditures: Operating a coffee shop involves a variety of expenses, and we've carefully considered each cost category:
· Startup Costs: These include one-time expenses like company registration and initial equipment purchases.
· Operational Costs: Ongoing expenses encompass rent, staff wages, utilities, marketing, and supplies.
· Debt Repayment: If applicable, we've factored in loan repayments into our financial projections.



	EXPENDITURE
	Year 1 
£

	Company Registration
	£200

	Rent/Rates
	£15,000

	Staff Wages
	£50,000

	Travel/Accommodation
	£5,000

	Telephone (mobile)
	£600

	Broadband
	£720

	Utilities
	£3,000

	Marketing and materials 
	£10,000

	Insurance
	£2,500

	Capital Expenditure/Equipment
	£20,000

	Training & Development
	£2,000

	Accounting/Legal
	£3,000

	Outside Services
	£1,500

	Stock/Materials Purchases
	£15,000

	Bank Charges
	£500

	Office Consumables 
	£1,000

	Loans Repayments
	£10,000

	Total Expenditure
	£140,020


	INCOME
	Year 1 
£

	Sales A
	£50,000

	Sales B
	£30,000

	Sales C
	£20,000

	Capital Introduced
	£50,000

	Funding 
	£10,000

	Loans/Borrowing
	£20,000

	Total Income
	£180,000





	YEAR ONE PROFIT/LOSS
	£

	Total Income
	£180,000

	Total Expenditure
	£140,020

	
	

	Profit/Loss
	£39,980

	
	
















[bookmark: _Toc168926058]7.1 	Financial Summary

The values in the preceding chart were derived from research and analysis that considered some of the factors highlighted in the plan for the business. Total income was predicted based on expectations of the outcome of each various revenue source, and sales estimations for the products and/or services(Trattner, 2019). Total expenditure was complied with taking into consideration expenses regarding premises, equipment, manpower, advertising, and so on that are incurred in the operations. The Profit/Loss statement sums up all the expenses and revenues that occurred during Year One to assess the performance of the business (Dee, 2018).




[bookmark: _Toc168926059]APPENDICES
[bookmark: _Toc168926060]Appendix A – SWOT Analysis

Strengths: In evaluating key strengths: first, our coffee shop is located in Burnham-on-Sea – a town famous for its tourism activities and;_second, we enjoy a strategic location in a central business district. One of our key values is to source locally produced fresh ingredients that are of good quality, this gives our product line distinction. Also, I mentioned that customer involvement is a significant factor to be considered, as well as our preference for hosting events that build a sense of community among customers.
Weaknesses: Some of our significant vulnerabilities include the fact that we are a relatively young company with limited experience in the market, which puts us at a disadvantage compared to the competitors who are already well-known brands. However, two main factors contribute to the quality’s adverse effect on finances; initially costs in procurement of equipment, promotional activities and training of employees come in slightly high. Furthermore, sourcing most of our ingredients locally may prove difficult should we want to should we want to establish a steadfast route of supply.
Opportunities: The increase of consciousness for sustainability and the patron's support of local businesses are good worthwhile opportunities for the coffee shop. Emphasizing such values as green policies and local sourcing provides us with the opportunity to appeal to consumers with such concerns as environmental responsibility. In addition, introducing new meal options, which include seasonal food and serving at party events, can lead to increased clientele attendance and more prospects to earn money.
Threats: Another threat that affects the business is the threat of new entrants into the market: The threat of new entrants is relatively low in this case as individuals going into the coffee business experience high barriers to entry due to competition by local and international players that offer unique specialty coffee that almost mirrors those of our coffee joints. Other threats could also be attributed to poor economic performance or changes in customer buying patterns affecting sales and, in turn, our profits. Also, key input variables may change over time, due to new laws and regulations such as Health and Safety requirements or food industry standards may lead to additional costs for changes in operational setup.

Appendix B – PEST Analysis

Political: Political operations in Britain are stable, thus eliminating political risks that are detrimental to proper business functioning. Nonetheless, government actions and decisions in matters relating to taxation measures, employment issues or food hygiene standards would affect the firm.
Economic: This means that societal factors like the Gross Domestic Product (GDP growth), inflationary trends, as well as consumer expenditure levels bear a close relationship with our business operations. There is strong competition and certain economic factors may hamper consumer behaviour or spending and therefore reduce the demand for packaging products in the firm.
Social: Sources of social influence refer to what consumers would like to consume, specific tastes related to consuming coffee, involvement in the community and how sustainable consumption impulses the market. This coffee shop meets these trends because it specializes in quality-first locally sourced products and establishes a comfortable environment conducive to building connections with other people.
Technological: Challenges arising from the growth of technology in the areas of digital payment, online ordering systems and social media marketing are opportunities that can be embraced by our business since they will enable the business to perform well through efficient operational models and reach the target populace. This motion implies that affiliation with the growing trends in the technological field can improve the universal customer experience and subsequently have a positive impact on our operations.
Environmental: About the importance of adopting environmentally friendly measures due to the negative impact on our natural environment and climate change, it is important to consider the aspects of sustainability within the framework of our business. The reasons for targeting these areas include appealing to the embracers of environmentally friendly products as well as reducing our negative impact on the environment by employing methods such as compostable packaging, writing on the effects of food waste, and minimizing such waste.
Legal: To ensure that our coffee shop complies with the legal requirements, the following steps are crucial; Food hygiene and safety: this is one of the most basic legal structures that a coffee shop should meet before it is established. Employment laws: Before recruiting employees, a coffee shop must follow employment laws. 
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                 3.The Team         • Ciprian Anghel - Marketing Manager (7 years of experience in digital marketing) • Katerina Hristova - Financial Manager (15 years of experience in financial management) • Raducu Ciolpan - Operations Manager (12 years of experience in hospitality)
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for our customers (Cotton, 2020).
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                 Connecting with Our Community: A Multi - Channel Approach • Modern and Traditional Media: We'll utilize a strategic mix of traditional and modern advertising methods. This includes leveraging social media platforms for targeted advertising, engaging e - newsletter campaigns, and collaborating with social media influencers within the food and beverage industry (Burns, 2022). • Reaching New Audiences: By partnering with local businesses and organizations, we can expand our reach and connect with new customer segments. Additionally, exploring online ordering platforms and delivery services will ensure maximum convenience for our customers (Cotton, 2020).
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6.Building Our Foundation

*Securing a centrally located commercial property in Burnham -on-Sea with high foot traffic.
*The space will need to accommodate distinct areas for:

*Awelcoming cafe section for customers to enjoy their beverages and food.

*A well-equipped kitchen for food preparation.

*Ample storage space for ingredients, equipment, and supplies.

*A dedicated office area for administrative tasks and recordkeeping (Mumford et al., 2021).
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                 6.Building Our Foundation • Securing a centrally located commercial property in Burnham - on - Sea with high foot traffic. • The space will need to accommodate distinct areas for: • A welcoming cafe section for customers to enjoy their beverages and food. • A well - equipped kitchen for food preparation. • Ample storage space for ingredients, equipment, and supplies. • A dedicated office area for administrative tasks and recordkeeping (Mumford et al., 2021).
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Equipping for Success

*Coffee Equipment:

*High-quality espresso machines (£3,000-£10,000) for crafting delicious coffee beverages
(Compton, Culley, and Quartermain, 2017).

*Reliable coffee grinders (£500-£2,000) to ensure consistent grind size for optimal flavor ext
*Refrigeration equipment (£1,000-£5,000) to maintain freshness of ingredients.
*Ovens for preparing pastries and other baked goods.
*Furnishings:

*Comfortable seating and tables to create an inviting atmosphere.

*Stylish décor that reflects our brand identity.
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                 Equipping for Success • Coffee Equipment: • High - quality espresso machines (£3,000 - £10,000) for crafting delicious coffee beverages (Compton, Culley, and Quartermain, 2017). • Reliable coffee grinders (£500 - £2,000) to ensure consistent grind size for optimal flavor extraction. • Refrigeration equipment (£1,000 - £5,000) to maintain freshness of ingredients. • Ovens for preparing pastries and other baked goods. • Furnishings: • Comfortable seating and tables to create an inviting atmosphere. • Stylish décor that reflects our brand identity.
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Building Strong Partnerships

*Sourcing High-Quality Ingredients:

*Partnering with local coffee roasters to ensure fresh, high -quality coffee beans.
*Collaborating with local bakeries for fresh pastries and bread.

*Establishing relationships with wholesalers for milk, syrups, and other essential
ingredients.

*Potential Suppliers:

*Somerset Roastery for coffee beans
*Burnham Bakery for pastries

*Booker Wholesale for general ingredients (Payne, 2021)
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                 Building Strong Partnerships • Sourcing High - Quality Ingredients: • Partnering with local coffee roasters to ensure fresh, high - quality coffee beans. • Collaborating with local bakeries for fresh pastries and bread. • Establishing relationships with wholesalers for milk, syrups, and other essential ingredients. • Potential Suppliers: • Somerset Roastery for coffee beans • Burnham Bakery for pastries • Booker Wholesale for general ingredients (Payne, 2021)
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7.Financial Projections: Year One

*Income: We anticipate generating income from various sources:
*Sales: Projected sales figures have been established for different product categories (Sale
B, and C) based on market research and industry benchmarks ( Trattner, 2019).
siInvestments: We'll secure funding through a combination of capital introduced by the ow
potential grants, and potential loans.

*Expenditures: Operating a coffee shop involves a variety of expenses, and we've carefully
considered each cost category:

«Startup Costs: These include one-time expenses like company registration and initial
equipment purchases.

*Operational Costs: Ongoing expenses encompass rent, staff wages, utilities, marketing, and
supplies.

*Debt Repayment: If applicable, we've factored in loan repayments into our financial
projections.
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                 7.Financial Projections: Year One • Income: We anticipate generating income from various sources: • Sales: Projected sales figures have been established for different product categories (Sales A, B, and C) based on market research and industry benchmarks ( Trattner , 2019). • Investments: We'll secure funding through a combination of capital introduced by the owners, potential grants, and potential loans. • Expenditures: Operating a coffee shop involves a variety of expenses, and we've carefully considered each cost category: • Startup Costs: These include one - time expenses like company registration and initial equipment purchases. • Operational Costs: Ongoing expenses encompass rent, staff wages, utilities, marketing, and supplies. • Debt Repayment: If applicable, we've factored in loan repayments into our financial projections.
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Securing Start-Up Support

*Government Grants: Several government programs offer financial assistance to new
businesses that meet specific criteria. We'll thoroughly research available grants that align
our industry and location.

*Small Business Loans: Securing a loan from a bank or lending institution can provide the
necessary capital to cover initial costs like equipment and renovations. We'll compare loan
options to find the most favorable terms and interest rates.

*Angel Investors: Angel investors are individuals who invest in promising startups in
exchange for ownership or equity. We may explore pitching our business plan to ange

investors who share our vision for Road Coffee Shop.
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                 Securing Start - Up Support • Government Grants: Several government programs offer financial assistance to new businesses that meet specific criteria. We'll thoroughly research available grants that align with our industry and location. • Small Business Loans: Securing a loan from a bank or lending institution can provide the necessary capital to cover initial costs like equipment and renovations. We'll compare loan options to find the most favorable terms and interest rates. • Angel Investors: Angel investors are individuals who invest in promising startups in exchange for ownership or equity. We may explore pitching our business plan to angel investors who share our vision for Road Coffee Shop.
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