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	[bookmark: _Toc167260349]Executive summary

	
	[bookmark: _Toc287535392][bookmark: _Toc287535890][bookmark: _Toc167260350]1 Executive summary 
Coffee-Masala will offer delicious treats with aromatic coffees. Excellent coffee should delight customers and engage the community. A complete business model canvas addresses growth, profitability, and sustainability. The business sells exotic spiced coffee and delectable pastries and snacks. High-quality, fresh, and sustainable products give our customers an unmatched taste experience. Our target audience will be reached by digital, traditional, and community events. Coffee-Masala wants to be a place for coffee lovers seeking distinctive flavours and interesting experiences. Market competition, consumer tastes, and laws are obstacles. Supplier diversification, quality control, and market monitoring reduce these risks. Coffee-Masala expects big things from strategic planning and execution. We prioritise excellence, innovation, and customer happiness to make Coffee-Masala a speciality coffee leader. 



	

	
	
	

	
	
	

	
	
	

	
	
	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891][bookmark: _Toc167260351]2 Business details
[bookmark: _Toc287535394]Company name: Coffee-Masala
	

	
	[bookmark: _Toc287535395]Address: 78 Queen Victoria St, London EC4N 4SJ, United Kingdom
	

	
	Primary contact method
Phone: +44 7900 002345 Email: Coffee-Masala/hello@gmail.com
	

	
	
	

	
	[bookmark: _Toc287535398]The business will: 
Coffee-Masala will offer coffee with powerful flavours from freshly brewed coffee and unique spices. The business will serve espresso-based and cinnamon-cardamom-nutmeg drinks. Coffee-Masala serves lattes and spiced macchiato. For our selective customers, Coffee-Masala will offer internet ordering beyond our café (Ferreira, Ferreira and Bos, 2021). Our website and smartphone app simplifies ordering, placing orders, and arranging delivery or pickup. We deliver Coffee-Masala to our clients quickly and reliably, making every cup delicious and easy. Coffee-Masala's unique blend of flavours and fragrances attracts coffee and spice aficionados, making it an industry leader. 


	

	




	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892][bookmark: _Toc167260352]3 Key personnel
[bookmark: _Toc287535400][bookmark: _Toc167260353]Details of owner(s): Mohammed Abdul Bathen
[bookmark: Text7]Name:      
	

	
	Position/main responsibilities: Owner and Manager 
	

	
	Experience and knowledge of our industry: I manage cafes and restaurants after a long time (3 years) in food and beverage. I make smart business decisions by understanding consumer tastes and industry trends. 
	

	
	
	

	
	Previous employment: I led teams and implemented strategies to improve customer satisfaction and profitability at famous cafés and restaurants. 
	

	
	Key skills brought to the business: I lead, plan, manage finances, and deliver excellent customer service. Training and development keep Coffee-Masala's quality and service (Durkin and Gunn, 2017).
	

	
	Business experience and any training undertaken: Food and beverage management has improved for Mohammed thanks to business, hospitality, and CRM training. The menu planning and expense control seminars were attended.
	

	
	Academic/professional qualifications: Diploma in Business Management from a reputable institution.
	

	
	Salary expectations £23000
	

	
	[bookmark: _Toc167260354]Name: Mike Young
	

	
	Position/main responsibilities: Chief Chef 
	

	
	Experience and knowledge of our industry: Mike has made many coffee-friendly recipes. Cooking coffee-inspired dishes is his passion. He researches tastes and cooking processes to produce wonderful meals.
	

	
	Experience and knowledge of our industry: Mike was Head Chef in various cafés and restaurants, managing kitchens and creating menus. His food and menu choices have helped many eateries succeed. 
	

	
	Previous employment: Mike brings creativity, complexity, culinary knowledge, and quality to the firm. Managing teams well fosters creativity and excellence.
	

	
	Key skills brought to the business: Mike brings creativity, complexity, culinary knowledge, and quality to the firm. Managing teams well fosters creativity and excellence (Adeleke, 2020).
	

	
	Business experience and any training undertaken: Mike took coffee-infused cooking and menu innovation classes. He took food safety and sanitation lessons.
	

	
	Academic/professional qualifications: Culinary Arts Degree from a renowned culinary institute.
	

	
	[bookmark: _Toc167260355]Salary expectations £21000


	

	
	Name: Steve Carol 
Position/main responsibilities: Waiter 

	
	Experience and knowledge of our industry: From working in cafes and restaurants, Steve knows food and drinks. Customer service and food are important to him.

	
	

	
	Previous employment: Steve worked in cafes and restaurants to improve his service skills. Managing pressure and various responsibilities are his strengths. 

	
	Key skills brought to the business: Steve's detail, communication, and friendliness make him a good waiter. POS experience helps him tackle client issues (Ferreira and Ferreira, 2020).

	
	Business experience and any training undertaken: Steve managed tables, took orders, and served customers. Education and talent improvement are his goals.

	
	Academic/professional qualifications: High school diploma and relevant hospitality training.

	
	Salary expectations £ 17000



[bookmark: _Toc287535402][bookmark: _Toc287535893][bookmark: _Toc167260356]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc287535894][bookmark: _Toc167260357]4 The business idea
	

	
	[bookmark: _Toc287535404][bookmark: _Toc167260358]Sum up your business idea:
Coffee-Masala will offer different types of coffee both online and offline. We combine rich coffee beans with exotic spices like cardamom, cinnamon, and cloves (Tran, 2020). Customers will enjoy a unique taste with strong coffee and enticing spices. Masala Latte, Cardamom Cappuccino, Spiced Mocha, and Turmeric Espresso are available. The benefits of our proposition go beyond taste. Coffee-Masala's warm atmosphere welcomes relaxation and drinking. We use top ingredients to make every sip pleasant (Marty et al., 2021). Our unique coffee experience takes consumers to India's bustling streets while preserving their favourite coffee drinks. Assessing each stage of the Business Model Canvas (BMC) will help summarise the business plan.
Customer Segments: Coffee-Masala will target coffee lovers, internet shoppers, convenience-seekers, and experimenters. The worldwide coffee market is expected to grow 5.5% from 2020 to 2025, offering Coffee-Masala a big opportunity (Begum, Yavuz and Piotr, 2020). 
Value Proposition: The unusual spice-infused Coffee-Masala drinks will taste unique. Coffee-Masala delivers creative and delicious coffee varieties to satisfy 37% of consumers' desire to sample new flavours (Statista, 2022). 
Channels: Coffee-Masala will advertise on social media, the internet, and cafés. Over 4.2 billion people use Instagram and Facebook, where Coffee-Masala markets. 
Customer Relationships: Coffee-Masala will value longevity. Coffee-Masala prioritises personal attention, fast response, and loyalty programmes to retain customers, as 70% of consumers say good service influences their purchases (BCA, 2022). 
Revenue Streams: Food, coffee, and internet orders will be Coffee-Masala's key revenue sources. Coffee-Masala can earn from online ordering and delivery as the global e-commerce market reaches £4.9 trillion by 2021 (IBISWorld, 2023). 
Key Resources: Coffee-Masala will invest in competent workers, good ingredients, and technology. Since labour costs account for 30–35% of food industry operating expenses, Coffee Masala aims to invest enough to acquire and retain outstanding personnel (Mochammad, 2020). 
Key Activities: Coffee-Masala will emphasise menu, marketing, and operations. Coffee-Masala's meals should attract guests seeking unusual dining experiences since 25% of consumers appreciate coffee-inspired food (Widadi and Dellyana, 2023). 
Key Partnerships: The business will simplify its supply chain with coffee suppliers, delivery services, and local companies. The worldwide specialty coffee market is expected to reach £83.5 billion by 2025, giving Coffee-Masala chances (Tran, 2020). 
Cost Structure: Café-Masala will pay for ingredients, labour, rent/utilities, and advertising. Coffee-Masala hopes to make a lot of money while watching expenses with an average coffee price of £3.50 and 200 daily foot traffic (Marty et al., 2021). 
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535405][bookmark: _Toc287535895][bookmark: _Toc167260359]5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven) (SMART Target as the basis)
	

	
	· Maintain a 4.5/5 customer satisfaction rating via exceptional service and quality products.
· Achieve £70,000 turnover by year-end through strategic marketing and operational efficiency.
· Launch three seasonal promotions to drive sales and customer engagement.
· Reduce operating costs by 15% through supply chain optimization and staff training.

	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?

Coffee-Masala wants to control the global coffee market with spiced drinks in 3-5 years. Klofsten Business Platform helps Coffee-Masala "Redefine the coffee experience by blending rich flavours and cultural influences, becoming a destination for coffee aficionados worldwide." Klofsten helps Coffee-Masala expand with bean, spice, and tech providers (Opoku et al., 2022). Coffee-Masala adapts to customer trends with powerful analytics and market insights. Coffee-Masala leads in ethical and sustainable sources. Coffee-Masala supports community and environmental projects to improve society and stakeholder interactions. Strategic growth, quality, and innovation seek to make Coffee-Masala a global coffee brand. 

	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc287535406][bookmark: _Toc287535896][bookmark: _Toc167260360]6 What the business does

	

	
		Product/Service
	Features
	Benefits

	· Coffee beverages
	· Infused with exotic spices
	· The rich, flavourful taste experience

	· Food items
	· Unique coffee-inspired cuisine
	· Complements coffee offerings perfectly

	· Online ordering and delivery services
	· Convenient and accessible
	· Enjoy Coffee-Masala's offerings anywhere, anytime (Ashbeck, 2020).

	· Exceptional customer service
	· Personalized recommendations
	· Foster strong customer loyalty and satisfaction

	· Merchandise sales
	· Branded merchandise
	· Extend the Coffee-Masala experience beyond the café



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897][bookmark: _Toc167260361]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	Unique flavour combinations identify our product/service. Exotic spices give coffee an unmatched flavour. Complex flavours make this unusual blend appealing to curious taste buds. Quality and taste are guaranteed by handcrafting each cup using premium ingredients. We stand out for client satisfaction. We value client feedback and exceed expectations (Padilla, Taulet and Puertas, 2020). Our customised service and passion for creating outstanding brand experiences make each brand encounter unforgettable. Our products/services attract individuals seeking distinct tastes and perfection. By focusing on quality and customer service, we strive to be the industry leader and the first choice for coffee aficionados seeking an exceptional experience. 
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898][bookmark: _Toc167260362]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply to your business are:
· Obtain Food Hygiene Certificate (Food Safety Act 1990).
· Comply with Health and Safety regulations (Health and Safety at Work Act 1974).
· Acquire a Premises License for serving alcohol (Licensing Act 2003).
· Purchase Public Liability Insurance (Occupiers' Liability Act 1957) (Cao and Qiu, 2021).
· Adhere to Employment Law for fair treatment of staff (Employment Rights Act 1996).
· Ensure compliance with Data Protection regulations (Data Protection Act 2018).
· Obtain Business Insurance to protect assets and liabilities (Consumer Insurance Act 2012) (Cao and Qiu, 2021).
	

	
	You will meet your legal and insurance requirements by:
· Engaging legal counsel to ensure compliance with relevant UK laws.
· Obtaining necessary permits and licenses from local authorities and regulatory bodies.
· Securing comprehensive insurance coverage, including public liability and business insurance (Tran, 2020).
· Implementing strict health and safety protocols to protect employees and customers.
· Regularly reviewing and updating policies to reflect changes in legislation and regulations.
	

	
	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899][bookmark: _Toc167260363]Marketing
	
	
	

	
	[bookmark: _Toc287535410][bookmark: _Toc287535900][bookmark: _Toc167260364]9 Market research
	

	
	[bookmark: _Toc287535411]Trends in your chosen market are:
· Increasing demand for speciality coffee with a projected 10% annual growth rate.
· Rising preference for unique flavour combinations, evidenced by a 25% increase in flavoured coffee sales (Statista, 2022).
· Growth of online coffee sales is expected to reach £2.3 billion by 2023.
· The surge in eco-conscious consumerism, with 47% of consumers prioritizing sustainability.
· Shift towards experiential dining, with 62% of consumers seeking memorable food and beverage experiences (IBISWorld, 2023).
	

	
	[bookmark: _Toc287535412]How you know this: (Provide examples with references)
· Market research reports from organizations like Mintel and Euromonitor International.
· Analysis of industry publications and trade journals such as BeverageDaily and Cafe Culture (Padilla, Taulet and Puertas, 2020).
· Participation in industry conferences and trade shows like the London Coffee Festival.
· Monitoring consumer trends through social media platforms and online forums.
· Collaboration with suppliers and industry experts for insights on emerging trends.
	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901][bookmark: _Toc167260365]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: 
· Busy Professionals: 65% consume coffee to boost productivity, indicating a high need for quick coffee (Opoku et al., 2022).
· Coffee Enthusiasts: Our unique blends are popular with 75% of coffee lovers who want to discover new flavours and premium coffee experiences. 
· Health-Conscious Consumers: Organic coffee sales are growing 10% annually, and 80% of consumers choose ethically sourced coffee (Cao and Qiu, 2021).
· Students and Young Adults: 70% of students and young adults chose hangout spots based on WiFi, highlighting the necessity for tech-friendly spaces and tasty drinks (Ferreira, Ferreira and Bos, 2021).

	

	
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is: 
	

	
	· Secondary research like market analysis and consumer behaviour revealed customer preferences. Investigations revealed notable patterns: First, flavoured coffee sales rose 42% last year, demonstrating a demand for novel flavours (Mochammad, 2020). A consumer behaviour study indicated that 55% of coffee drinkers choose flavour over price, highlighting the need for flavour innovation. Finally, 92% of online poll respondents choose convenient coffee, demonstrating customer Service accessibility. Thus, secondary research demonstrated consumer preferences for new tastes, convenience, and quality. Unique coffee products that meet these parameters are needed to gain market share and satisfy customers. 
	

	
	
	

	
	[bookmark: _Toc287535416]How you know this:
· Entrepreneurs discover customer preferences from multiple sources. Client buying habits are shown via sales statistics. Sales numbers can assist entrepreneurs know what customers want and improve products. Second, client reviews show contentment, preferences, and improvement potential (Marty et al., 2021). Thirdly, market research papers and industry studies analyse consumer trends to inform entrepreneurs of market dynamics and tastes. Social media analytics enable real-time client input, interaction, and trends. Finally, surveys, focus groups, and customer interactions test entrepreneurial theories. These forms of information help entrepreneurs understand client needs and develop market-driven decisions and strategies. 
	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
	Group
	Number of customers
	The price they might pay per unit (£)

	Coffee Enthusiasts
	500
	4.50

	Professionals
	300
	3.00

	Foodies
	200
	5.00

	Online Shoppers
	400
	4.00



	

	
	
	






	
	
	

	
	[bookmark: _Toc287535442][bookmark: _Toc287535902][bookmark: _Toc167260366]11 Profiling competitors

	

	
		Competitor Name
	Strengths
	Weaknesses

	· Brew Haven
	· Offers unique coffee blends
	· Limited variety in the food menu

	· Bean Delight
	· High-quality coffee beans
	· Slow service during peak hours

	· Java Junction (Mochammad, 2020).
	· Convenient location (Ferreira, Ferreira and Bos, 2021)
	· Limited seating space

	· Roast Master
	· Extensive beverage customization
	· Higher prices compared to competitors

	· Espresso Express (Marty et al., 2021).
	· Fast and efficient service
	· Inconsistent coffee quality



[bookmark: _Toc287535443]How you can improve on their offer and/or price(s) unique offerings:
	

	
	· Several strategies can boost our competitiveness and customer value. First, more coffee mixes and flavour combinations fulfil various tastes, unlike competitors with fewer possibilities. Second, gourmet snacks and pastries attract coffee drinkers. Loyalty schemes and package deals stimulate repeat purchases and client retention (Durkin and Gunn, 2017). To attract price-sensitive customers, we optimise operational efficiency and procedures to offer reasonable costs without compromising quality. Finally, highlighting our deals, quality, and innovation can distinguish us from competitors and attract new coffee drinkers. 

	

	
	
	

	
	
	

	
	[bookmark: _Toc287535444][bookmark: _Toc287535903][bookmark: _Toc167260367]12 Managing market risks
[bookmark: _Toc287535445][bookmark: _Toc167260368]Write down the risks you have identified:
· Supply chain disruptions affect the availability of key ingredients and products.
· Fluctuations in commodity prices impact production costs and profitability.
· Intense competition leads to erosion of market share and customer base (Cao and Qiu, 2021.
· Changes in consumer preferences or trends affect demand for products.
· Regulatory changes or compliance issues result in legal and financial liabilities.
	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:
	

	
	· Diversify suppliers to mitigate dependency and ensure continuity of key ingredients.
· Implement hedging strategies to mitigate the impact of price fluctuations.
· Continuously monitor competitors and adjust strategies to maintain a competitive edge (Begum, Yavuz and Piotr, 2020).
· Conduct market research to anticipate and adapt to changing consumer preferences.
· Stay updated on regulatory changes and ensure compliance through proactive measures.
	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904][bookmark: _Toc167260369]13 Pricing
	

	
	[bookmark: _Toc287535448]How you can calculate your prices:
	

	
	Pricing requires various factors to ensure profitability and competition. First, calculate each product's coffee beans, spices, and packaging costs. Rent, utilities, and labour are overhead. Profit margins should rise to cover operational costs and generate revenue. Market dynamics and rival pricing let you compete and profit (BCA, 2022). Cost-plus pricing adds a charge to manufacturing costs; value-based pricing evaluates consumer value. Prices should change often to reflect cost, demand, and market conditions. Pricing software and models simplify and validate calculations. By assessing these factors and employing strategic pricing, the business can optimise revenue, profit, and customer happiness. 

	

	
	
	



	
	
	

	
	[bookmark: _Toc287535449][bookmark: _Toc167260370]How your prices compare with the competition:
	

	
		Product/Service
	Your Price (£)
	Range of Competitor Prices (£ per unit)

	Coffee Beverages
	3.50
	3.00 - 4.50

	Food Items
	5.00
	4.50 - 6.00

	Online Ordering
	4.00
	3.50 - 5.00

	Merchandise
	10.00
	8.00 - 12.00



	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):
The business will have a price advantage over competitors for various reasons. Quality and value may raise our rates slightly compared to competitors offering lower-cost options. Production, ingredient procurement, and overheads affect pricing (Ashbeck, 2020). Our unique blends and products may command a premium price from a niche market eager to pay for unique experiences. Competitors may use volume sales or discount pricing to attract price-sensitive customers and cut prices. Price differences represent organisations' market positioning and strategy to target specialised clientele and gain competitive advantage. 
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905][bookmark: _Toc167260371]14 Promotion and advertising
[bookmark: _Toc287535452][bookmark: _Toc167260372]How and where will you promote your product/service?
	

	
	
	

	
	· Utilize social media platforms for targeted advertising and engagement with customers.
· Collaborate with influencers and bloggers to reach wider audiences and increase brand visibility (Adeleke, 2020).
· Participate in local events, festivals, and community gatherings to showcase products.
· Implement email marketing campaigns to communicate promotions, discounts, and new offerings.
· Establish partnerships with local businesses for cross-promotional opportunities and increased exposure.

	

	
	
	

	
	
	



[bookmark: _Toc287535453][bookmark: _Toc287535906][bookmark: _Toc167260373]Running the business
	

	
	

	
	[bookmark: _Toc287535454][bookmark: _Toc287535907][bookmark: _Toc167260374]15 Staff


	

	
		Role
	Total Cost
	Necessary Experience
	Specialist Skills and/or Qualifications

	Manager
	£23,000
	· Management experience
	· Leadership, organizational skills (Widadi and Dellyana, 2023)

	Chief Chef
	£21,000
	· Culinary background
	· Culinary expertise, menu development

	Waiter
	£17,000
	· Hospitality experience
	· Customer service, communication skills



	

	
	[bookmark: _Toc287535455][bookmark: _Toc287535908][bookmark: _Toc167260375]16 Premises

	
	Cost £

	[bookmark: Text141]Premises required at start-up:      
	£1000 Per Month 

	Premises required in the future (if different):      
	£150 per month 



	

	
	[bookmark: _Toc287535456][bookmark: _Toc287535909][bookmark: _Toc167260376]17 Suppliers
[bookmark: _Toc287535457][bookmark: _Toc167260377]Your key suppliers and their credit terms
	Supplier
	What you’ll buy from them
	Number of days’ credit

	Java Joe's Coffee
	Premium coffee beans
	30 days

	Spice Emporium
	Aromatic spices
	30 days

	Fresh Fields Dairy
	Milk and dairy products
	15 days

	Baker's Delight (Tran, 2020).
	Pastries and baked goods
	15 days

	Espresso Equipment
	Coffee machines and accessories
	60 days

	CleanTech Solutions
	Cleaning supplies
	30 days

	Comfort Furniture
	Café furniture
	60 days

	TechWorks
	Point-of-sale systems
	30 days



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _Toc287535458][bookmark: _Toc287535910][bookmark: _Toc167260378]18 Equipment
	Resource
	When
	How funded
	Cost £ per unit

	Coffee Machine
	Start of business
	Self-funded
	£2,500

	Espresso Grinder
	Start of business
	Self-funded
	£500

	Ingredients (initial stock)
	Start of business
	Self-funded
	£1,000

	Furniture (Padilla, Taulet and Puertas, 2020).
	Before opening
	Self-funded
	£5,000

	POS System
	Before opening
	Self-funded
	£1,500

	Initial Marketing Budget
	Before opening
	Self-funded
	£2,000

	Packaging Materials
	Before opening
	Self-funded
	£300

	Barista Training
	Before opening
	Self-funded
	£500

	Licenses & Permits
	Before opening
	Self-funded
	£1,000

	Contingency Fund
	Before opening
	Self-funded
	£2,000



	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535459][bookmark: _Toc287535911][bookmark: _Toc167260379]19 Managing operational risks
	Risk
	Solution

	Staff
	· Implement thorough training programs and regular evaluations to ensure competency.

	
	· Establish clear communication channels and protocols for addressing issues promptly (Opoku et al., 2022).

	Suppliers
	· Diversify supplier base to mitigate dependency on single sources.

	
	· Maintain open communication with suppliers to address concerns and anticipate disruptions.





	

	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912][bookmark: _Toc167260380]Finance 
	
	
	

	
	[bookmark: _Toc287535461][bookmark: _Toc287535913][bookmark: _Toc167260381]20 Start-up costs
	

	
	[bookmark: _Toc287535462][bookmark: _Toc167260382]Calculate how much money you need before you start trading



                  
	

	
	
	

	

	
	

	
	
	

	
	
	

	
	
	

	
	

	

	
	[bookmark: _Toc167260383]21 Profit and loss forecast
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	[bookmark: _Toc287535466]

[bookmark: _Toc167260385]Total borrowing requirement for the business



	



	
	[bookmark: _Toc287535467][bookmark: _Toc287535916]
[bookmark: _Toc167260386][bookmark: _Toc287535468]23 Managing financial risks 
The risks that you have identified for your financial forecast are:
· Fluctuations in commodity prices impacting production costs and profitability.
· Intense competition leading to erosion of market share and customer base.
· Changes in consumer preferences or trends affecting demand for products (Mochammad, 2020).
· Regulatory changes or compliance issues resulting in legal and financial liabilities.
· Economic downturns or recessions affecting consumer spending and business operations.
	

	
	[bookmark: _Toc287535469]How you will minimise their impact:
· Implement hedging strategies to mitigate the impact of price fluctuations.
· Monitor competitors and adjust strategies to maintain competitive edge.
· Adapt products and marketing strategies to align with changing consumer preferences (Marty et al., 2021).
· Stay updated on regulatory changes and ensure compliance through proactive measures.
· Implement cost-saving measures and diversify revenue streams to withstand economic downturns.
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[bookmark: _Toc167260388]25 Conclusion
Coffee-Masala will stand apart in the fast-paced coffee sector with aromatic coffee and tasty treats. Our quality, creativity, and customer experience build client loyalty and advocacy. A strong business model canvas should provide growth and profit. We reach customers and build brands with digital and physical media. Risks include market competition, regulations, and economic changes. Multiple suppliers and strict quality control are part of our long-term risk management strategy. With SMART goals and innovation, we aspire to exceed expectations and become a trusted destination for coffee lovers nationwide. Coffee-Masala will continue to delight customers and offer incredible experiences with every sip with its clear vision, strategic planning, and meticulous attention to detail. 


















[bookmark: _Toc167260389]26 References
Adeleke, A. (2020). A Case Study of the Marketing Tools Coffee Shop Owners Use to Sustain Businesses. Open Journal of Business and Management, [online] 08(02), pp.726–753. Available at: https://www.scirp.org/journal/paperinformation.aspx?paperid=98940.
Ashbeck, H. (2020). Coffee Shop Communication: Social Media & Engagement. minds.wisconsin.edu. [online] Available at: https://minds.wisconsin.edu/handle/1793/80304.
BCA (2022). The UK coffee market and its impact on the economy A report for the British Coffee Association BUSINESS IN CONFIDENCE. [online] Available at: https://britishcoffeeassociation.org/wp-content/uploads/2021/12/The-UK-coffee-industry-and-its-impact-on-the-economy_2018-CEBR-report.pdf [Accessed 22 May 2024].
Begum, E., Yavuz, K. and Piotr, K. (2020). Impact of Social Media in Coffee Retail Business. Journal of Business and Economic Development, [online] 5(1), pp.44–55. doi:https://doi.org/10.11648/j.jbed.20200501.16.
Cao, J. and Qiu, R. (2021). Retail coffee business analysis and industry development research based on Starbucks business model. E3S Web of Conferences, [online] 292, p.03030. doi:https://doi.org/10.1051/e3sconf/202129203030.
Durkin, C. and Gunn, R. (2017). Social entrepreneurship : a skills approach. Bristol, Uk: Policy Press.
Ferreira, J. and Ferreira, C. (2020). From the grounds up: the coffee shop industry and the circular economy. [online] Available at: https://pure.coventry.ac.uk/ws/portalfiles/portal/27408868/From_the_grounds_up_Report_Final.pdf.
Ferreira, J., Ferreira, C. and Bos, E. (2021). Spaces of consumption, connection, and community: Exploring the role of the coffee shop in urban lives. Geoforum, [online] 119, pp.21–29. doi:https://doi.org/10.1016/j.geoforum.2020.12.024.
IBISWorld (2023). IBISWorld - Industry Market Research, Reports, and Statistics. [online] Ibisworld.com. Available at: https://www.ibisworld.com/united-kingdom/market-research-reports/coffee-processing-industry/.
Marty, L., Evans, R., Sheen, F., Humphreys, G., Jones, A., Boyland, E. and Robinson, E. (2021). The energy and nutritional content of snacks sold at supermarkets and coffee shops in the UK. Journal of Human Nutrition and Dietetics, 34(6), pp.1035–1041. doi:https://doi.org/10.1111/jhn.12880.
Mochammad, B. (2020). Factor Affecting Business Sustainability of Small and Medium Coffee Shop. Jurnal Teknologi Industri Pertanian, 30(3), pp.308–318. doi:https://doi.org/10.24961/j.tek.ind.pert.2020.30.3.308.
Opoku, E., Tham, A., Morrison, A.M. and Wang, M.S. (2022). An exploratory study of the experiencescape dimensions and customer revisit intentions for specialty urban coffee shops. British Food Journal. doi:https://doi.org/10.1108/bfj-04-2022-0361.
Padilla, J.A., Taulet, A. and Puertas, M.A. (2020). Ethnocentrism at the Coffee Shop Industry: A Study of Starbucks in Developing Countries. Journal of Open Innovation: Technology, Market, and Complexity, 6(4), p.164. doi:https://doi.org/10.3390/joitmc6040164.
Statista (2022). Topic: Coffee Market in the UK. [online] Statista. Available at: https://www.statista.com/topics/6188/coffee-market-in-the-uk/#topicOverview.
Tran, K.-S. (2020). Porevol Coffee Shop: Case Study Research in Management Strategy for a University Students’ Star-up Business. Journal of Advanced Management Science, pp.126–134. doi:https://doi.org/10.18178/joams.8.4.126-134.
Widadi, T.H. and Dellyana, D. (2023). Proposed business strategy for coffee shop based on customer preferences. Fair Value: Jurnal Ilmiah Akuntansi dan Keuangan, [online] 5(8), pp.3291–3305. Available at: https://www.journal.ikopin.ac.id/index.php/fairvalue/article/view/2809.





27 Appendix 
Presentation 
[image: ]
[image: ]
Coffee-Masala will serve strong-flavoured coffee made with fresh coffee and exotic spices. The shop will provide espresso and cinnamon-cardamom-nutmeg drinks. Latte and spiced macchiato are served at Coffee-Masala. For certain clients, Coffee-Masala will enable online ordering (Ferreira, Ferreira and Bos, 2021). The website and smartphone app simplify ordering, placing orders, and arranging delivery or pickup. Coffee-Masala is delivered fast and dependably, making every cup tasty and easy. Industry leader Coffee-Masala attracts coffee and spice lovers with its distinctive blend of flavours and scents. 
[image: ]
Coffee-Masala's spiced coffee blends stand out. We prioritize quality, freshness, and sustainability in our products and recipes. Multi-channel marketing helps us reach varied customer groups and establish Coffee-Masala as a destination for coffee lovers seeking unique flavors and unforgettable experiences. Multiple vendors and quality control lessen competitive market risk (Cao and Qiu, 2021). Coffee-Masala might lead specialized coffee with great sensory experiences and community participation by focusing on excellence and innovation. 
[image: ]
Coffee-Masala must follow legislation to operate properly. This involves gaining a Food Hygiene Certificate under the Food Safety Act 1990, following the Health and Safety at Work Act 1974, and serving alcohol with a Premises License under the Licensing Act 2003 (Begum, Yavuz and Piotr, 2020). Occupiers' Liability Act 1957 responsibilities are covered by public liability insurance. The Employment Rights Act 1996 promotes employee equality, whereas the Data Protection Act 2018 protects customer data. Finally, the Consumer Insurance Act 2012 requires commercial asset and liability insurance. The guidelines allow Coffee-Masala to operate legally and safely while protecting customers and workers (Cao and Qiu, 2021). 
[image: ]
The coffee industry changes with consumer tastes. Specialty coffee demand rises 10% annually. Sales of flavored coffee have increased 25%, indicating demand for new tastes. Online purchasing will boost coffee sales to £2.3 billion by 2023. Nearly half of buyers consider sustainability. Companies must go green. Most consumer’s desire memorable food and drink, thus experiential dining is increasing. In the fast-paced coffee market, Coffee-Masala must be nimble, inventive, and customer-focused (Statista, 2022; IBISWorld, 2023). 
[image: ] The coffee industry has several strong and weak players. Brew Haven's coffee blends attract customers. Visitors who want more variety may be turned off by its limited menu. Bean Delight uses premium beans to make rich, fragrant coffee. During busy hours, slow service may anger customers. Customers like Java Junction's location, however its small seating may cause overcrowding. Roast Master allows beverage customization, but its exorbitant prices may deter budget-conscious clients. Espresso Express is fast and efficient, but coffee quality varies, lowering consumer satisfaction (Ferreira, Ferreira and Bos, 2021). 
[image: ]
Coffee-Masala has various commercial concerns. Supplier disruptions damage our products by disrupting essential resources and items. Variable commodity prices affect production costs and profit. Coffee firms face severe rivalry for market share and customers. Product demand is complicated by consumer tastes and trends. Compliance with changing legislation to avoid legal and financial fines require careful monitoring and change (Cao and Qiu, 2021). Coffee-Masala mitigates these risks with effective risk management to ensure long-term success in the dynamic business. 
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Year 1 (£) Year 2 (£) Year 3 (£)

Total expected sales 39,000 81,000 170,000

Less variable costs 8,000 20,000 40,000

Gross profit (sales less variable 

costs) = 

31,000 61,000 130,000

Calculate your gross profit margin 

% (gross profit divided by total 

sales x  100) (A)

1 1 0

Salaries/wages (survival income + 

any staff

5,000 10,000 20,000

Premises (including rent, rates, 

utilities)

2,000 2,500 3,000

Telephone and broadband 1,000 1,200 1,500

Printing, post and stationery 500 700 800

Advertising and promotion 2,000 2,500 3,000

Bank charges 200 300 400

Professional fees 1,500 1,800 2,000

Insurances 1,000 1,200 1,500

Bank/HP/Interest (payable to your 

bank)

500 600 700

Stock 2,000 3,000 5,000

Consumables 500 700 1,000

Equipment and vehicle leasing 1,000 1,200 1,500

Depreciation 1,000 1,200 1,500

Other (please specify) 1,000 1,200 1,500

Other 1,000 1,200 1,500

Other 1,000 1,200 1,500

Total fixed costs 21,200 30,500 46,400

Net profit (gross profit less fixed cost)

9,800 30,500 83,600

Calculate your net profit margin (net 

profit divided by total sales x 100)

0 38 49

Calculate your break even Year 1 (£) Year 2 (£) Year 3 (£)

Total variable costs + total fixed costs 

(B)

29,200 50,500 86,400
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						Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total expected sales		39,000		81,000		170,000

				Less variable costs		8,000		20,000		40,000

				Gross profit (sales less variable costs) =		31,000		61,000		130,000

				Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)		1		1		0

				Salaries/wages (survival income + any staff		5,000		10,000		20,000

				Premises (including rent, rates, utilities)		2,000		2,500		3,000

				Telephone and broadband		1,000		1,200		1,500

				Printing, post and stationery		500		700		800

				Advertising and promotion		2,000		2,500		3,000

				Bank charges		200		300		400

				Professional fees		1,500		1,800		2,000

				Insurances		1,000		1,200		1,500

				Bank/HP/Interest (payable to your bank)		500		600		700

				Stock		2,000		3,000		5,000

				Consumables		500		700		1,000

				Equipment and vehicle leasing		1,000		1,200		1,500

				Depreciation		1,000		1,200		1,500

				Other (please specify)		1,000		1,200		1,500

				Other		1,000		1,200		1,500

				Other		1,000		1,200		1,500

				Total fixed costs		21,200		30,500		46,400

				Net profit (gross profit less fixed cost)		9,800		30,500		83,600

				Calculate your net profit margin (net profit divided by total sales x 100)		0		38		49

				Calculate your break even		Year 1 (£)		Year 2 (£)		Year 3 (£)

				Total variable costs + total fixed costs (B)		29,200		50,500		86,400

				Break even (B) divided by (A)		36,735		67,057		0
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£

49,000

Personal start-up contributions           - 49,000

Other start-up contributions            - 0

Total required = 0

= 0



Start-up costs

The assets you have available as security
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								£

				Start-up costs				49,000

				Personal start-up contributions		-		49,000

				Other start-up contributions		-		0

				Total required		=		0

				The assets you have available as security

						=		0
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Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual Forecast Actual

INCOME

Cash from sales (incl. VAT) 0 0 1,500 1,200 2,000 1,900 4,500 4,200 6,000 5,500 7,500 7,200 7,800 7,500 29,300 27,500

Cash received from debtors 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital/loans received 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 0 0 0 1,200 2,000 1,900 4,500 4,200 6,000 5,500 7,500 7,200 7,800 7,500 29,300 27,500

EXPENDITURE

Wages to staff (incl. PAYE & NI) 0 0 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 2,500 15,000 15,000

Premises (rent, rates & utilities) 0 0 150 150 150 150 150 150 150 150 150 150 150 150 900 900

Telephone & Broadband 0 0 50 50 50 50 50 50 50 50 50 50 50 50 50 300

Printing, post & stationery 0 0 50 50 50 50 50 50 50 50 50 50 50 50 300 300

Advertising & promotion 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Bank charges 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Professional fees 0 0 100 100 100 100 100 100 100 100 100 100 100 100 600 600

Insurances 0 0 100 100 100 100 100 100 100 100 100 100 100 100 600 600

Bank/HP 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Equipment & vehicle leasing 0 0 150 150 150 150 150 150 150 150 150 150 150 0 900 750

Payments relating to variable costs 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Capital Expenditure 0 0 150 150 150 150 150 150 150 150 150 150 150 0 900 750

Other Payments 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

VAT 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Owner's wages/salary 0 0 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 1,800 10,800 10,800

Owner's National Insurance 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Loan repayments (incl. interest) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Stock 0 0 500 500 500 500 500 500 500 500 500 500 500 500 3,000 3,000

Consumables 0 0 100 100 100 100 100 100 100 100 100 100 100 100 600 600

Other (please specify) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTAL £ 0 0 5,650 5,650 5,650 5,650 5,650 5,650 5,650 5,650 5,650 5,650 5,650 5,350 33,900 33,600

Income less expenditure 0 0 -5,650 -4,450 -3,650 -3,750 -1,150 -1,450 350 -150 1,850 1,550 2,150 2,150 -4,600 -6,100

Opening bank balance 0 0 0 0 -5,650 -4,450 -9,300 -8,200 -10,450 -9,650 -10,100 -9,800 -8,250 -8,250 -8,250 -8,250

Closing bank balance 0 0 -5,650 -4,450 -9,300 -8,200 -10,450 -9,650 -10,100 -9,800 -8,250 -8,250 -6,100 -6,100 -6,100 -6,100

4 5 6 TOTAL



Start-up 0 1 2 3
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				Start-up 0				1				2				3				4				5				6				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		0		0		1,500		1,200		2,000		1,900		4,500		4,200		6,000		5,500		7,500		7,200		7,800		7,500		29,300		27,500

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		0		1,200		2,000		1,900		4,500		4,200		6,000		5,500		7,500		7,200		7,800		7,500		29,300		27,500

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		0		0		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		15,000		15,000

		Premises (rent, rates & utilities)		0		0		150		150		150		150		150		150		150		150		150		150		150		150		900		900

		Telephone & Broadband		0		0		50		50		50		50		50		50		50		50		50		50		50		50		50		300

		Printing, post & stationery		0		0		50		50		50		50		50		50		50		50		50		50		50		50		300		300

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		0		0		100		100		100		100		100		100		100		100		100		100		100		100		600		600

		Insurances		0		0		100		100		100		100		100		100		100		100		100		100		100		100		600		600

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		0		0		150		150		150		150		150		150		150		150		150		150		150		0		900		750

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		0		0		150		150		150		150		150		150		150		150		150		150		150		0		900		750

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		0		0		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		10,800		10,800

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		0		0		500		500		500		500		500		500		500		500		500		500		500		500		3,000		3,000

		Consumables		0		0		100		100		100		100		100		100		100		100		100		100		100		100		600		600

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		0		0		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,350		33,900		33,600

		Income less expenditure		0		0		-5,650		-4,450		-3,650		-3,750		-1,150		-1,450		350		-150		1,850		1,550		2,150		2,150		-4,600		-6,100

		Opening bank balance		0		0		0		0		-5,650		-4,450		-9,300		-8,200		-10,450		-9,650		-10,100		-9,800		-8,250		-8,250		-8,250		-8,250

		Closing bank balance		0		0		-5,650		-4,450		-9,300		-8,200		-10,450		-9,650		-10,100		-9,800		-8,250		-8,250		-6,100		-6,100		-6,100		-6,100





Second 6 months

		

				Carried over				7				8				9				10				11				12				TOTAL

				Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		INCOME

		Cash from sales (incl. VAT)		29,300		27,500		8,000		7,200		8,500		8,000		8,400		8,300		9,000		8,500		9,500		9,000		10,200		9,500		82,900		78,000

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		29,300		27,500		8,000		7,200		8,500		8,000		8,400		8,300		9,000		8,500		9,500		9,000		10,200		9,500		82,900		78,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		15,000		15,000		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		2,500		30,000		30,000

		Premises (rent, rates & utilities)		900		900		150		150		150		150		150		150		150		150		150		150		150		150		1,800		1,800

		Telephone & Broadband		50		300		50		50		50		50		50		50		50		50		50		50		50		50		350		600

		Printing, post & stationery		300		300		50		50		50		50		50		50		50		50		50		50		50		50		600		600

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Professional fees		600		600		100		100		100		100		100		100		100		100		100		100		100		100		1,200		1,200

		Insurances		600		600		100		100		100		100		100		100		100		100		100		100		100		100		1,200		1,200

		Bank/HP		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		900		750		150		150		150		150		150		150		150		150		150		150		150		0		1,800		1,500

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		900		750		150		150		150		150		150		150		150		150		150		150		150		0		1,800		1,500

		Other Payments		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		10,800		10,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		1,800		21,600		21,600

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Stock		3,000		3,000		500		500		500		500		500		500		500		500		500		500		500		500		6,000		6,000

		Consumables		600		600		100		100		100		100		100		100		100		100		100		100		100		100		1,200		1,200

		Other (please specify)		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0		0

		TOTAL £		33,900		33,600		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,650		5,350		67,800		67,200

		Income less expenditure		-4,600		-6,100		2,350		1,550		2,850		2,350		2,750		2,650		3,350		2,850		3,850		3,350		4,550		4,150		15,100		10,800

		Opening bank balance		-8,250		-8,250		-6,100		-6,100		-3,750		-4,550		-900		-2,200		1,850		450		5,200		3,300		9,050		6,650		9,050		6,650

		Closing bank balance		-6,100		-6,100		-3,750		-4,550		-900		-2,200		1,850		450		5,200		3,300		9,050		6,650		13,600		10,800		13,600		10,800





Summary

				Q1				Q2				Q3				Q4				Y1 Total

		INCOME		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual		Forecast		Actual

		Cash from sales (incl. VAT)		8,000		7,300		21,300		20,200		24,900		23,500		28,700		27,000		82,900		78,000

		Cash received from debtors		0		0		0		0		0		0		0		0		0		0

		Capital/loans received		0		0		0		0		0		0		0		0		0		0

		Other Payments		0		0		0		0		0		0		0		0		0		0

		TOTAL £		6,500		7,300		21,300		20,200		24,900		23,500		28,700		27,000		81,400		78,000

		EXPENDITURE

		Wages to staff (incl. PAYE & NI)		7,500		7,500		7,500		7,500		7,500		7,500		7,500		7,500		30,000		30,000

		Premises (rent, rates & utilities)		450		450		450		450		450		450		450		450		1,800		1,800

		Telephone & Broadband		150		150		150		150		150		150		150		150		600		600

		Printing, post & stationery		150		150		150		150		150		150		150		150		600		600

		Advertising & promotion		0		0		0		0		0		0		0		0		0		0

		Bank charges		0		0		0		0		0		0		0		0		0		0

		Professional fees		300		300		300		300		300		300		300		300		1,200		1,200

		Insurances		300		300		300		300		300		300		300		300		1,200		1,200

		Bank/HP		0		0		0		0		0		0		0		0		0		0

		Equipment & vehicle leasing		450		450		450		300		450		450		450		300		1,800		1,500

		Payments relating to variable costs		0		0		0		0		0		0		0		0		0		0

		Capital Expenditure		450		450		450		300		450		450		450		300		1,800		1,500

		Other Payments		0		0		0		0		0		0		0		0		0		0

		VAT		0		0		0		0		0		0		0		0		0		0

		Owner's wages/salary		5,400		5,400		5,400		5,400		5,400		5,400		5,400		5,400		21,600		21,600

		Owner's National Insurance		0		0		0		0		0		0		0		0		0		0

		Loan repayments (incl. interest)		0		0		0		0		0		0		0		0		0		0

		Stock		1,500		1,500		1,500		1,500		1,500		1,500		1,500		1,500		6,000		6,000

		Consumables		300		300		300		300		300		300		300		300		1,200		1,200

		Other (please specify)		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		Other		0		0		0		0		0		0		0		0		0		0

		TOTAL £		16,950		16,950		16,950		16,650		16,950		16,950		16,950		16,650		67,800		67,200
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Business Details

Company

* Coffee-Masala
name

* 78 Queen Victoria St,
London EC4N 4SJ, United
Kingdom

Address

+ Phone: +44 7900 002345
+ Email: Coffee-
Masalahello@gmail.com

method

The business will:

+Specialty coffee blends infussed with
exotic spices

Gourmet pastries and snacks
«Online ordering and delivery
services

«Catering for events and special
occasions.

+Coffee accessories and merchandise
retail

«Customized gift baskets and
subscription packages
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Vision

Business Summary
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Legal requirements

+ Obtain Food Hygiene Certificate (Food* Ensure compliance with Data Protection
Safety Act 1990). regulations (Data Protection Act 2018).

« Comply with Health and Safety Obtain Business Insurance to protect
regulations (Health and Safety at Work assets and liabilities (Consumer
Act 1974). Insurance Act 2012) (Cao and Qiu,

2021).

« Acquire a Premises License for serving
alcohol (Licensing Act 2003).

« Purchase Public Liability Insurance
(Oceupiers' Liability Act 1957) (Begum,
Yavuz and Piotr, 2020).

* Adhere to Employment Law for fair
treatment of staff (Employment Rights
Act 1996).
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Marketing

* Increasing demand for speciality coffee with a projected 10% anmual |
rowth rae.

- Rising preference for uaigque favour combiaations,cvidenced by a 25% |
inerease in flavoured coffee sales (Statista, 2022).

+ Growth of online coffee salesis expected to reach £2.3 billion by 2023

+ The surge in cco-conscious consumerism, with 47% of consumers
prioritizing sustainabiliy.

- Shift towards experiential dining, with 62% of consumers seeking |
‘memorable food and beverage experiences (IBISWorld, 2023).
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Profiling competitors

Competitor
Name
* Brew Haven

+ Bean Delight
« Java Junction
* Roast Master

* Espresso
Express

Strengths

Offers  unique  coffee
blends

High-quality coffee beans
Convenient location
(Ferreira, Ferreira and Bos,
2021)

Extensive beverage
customization

Fast and efficient service

Weaknesses

Limited variety in the food
menu

Slow service during peak hours
Limited seating space

Higher prices compared  to
competitors
Inconsistent coffee quality
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Managing market risks
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Current financial forecast
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5 Years Profit and loss forecast

5 Years Profit and loss forecast
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49,000

Other (please specify)

Rent/rent deposit

Stationery

Marketing

Market research costs



Association fees

Wages/recruitment

Security/health and safety equipment

Training



TOTAL  £



Consumables

Licences


Microsoft_Excel_97-2003_Worksheet.xls
START UP COSTS

						£

		IT and computers				1,000

		Telephones and broadband				500

		Equipment				5,000

		Stock				7,000

		Tools				1,000

		Vehicles				6,000

		Professional fees				3,000

		Insurance				1,500

		Rent/rent deposit				4,500

		Stationery				500

		Marketing				5,000

		Consumables				2,000

		Licences				1,000

		Training				1,500

		Association fees				500

		Wages/recruitment				5000

		Security/health and safety equipment				2000

		Market research costs				1500

		Other (please specify)				500

						0

						0

						0

						0

						0

		TOTAL  £				49,000






