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Group presentation of a written Business Plan
Business Description and History

Products and Services
Our products
Coffee being the central focus of our business theme, we will spend a considerable amount of time and resources in making sure we have the best quality products and equipment to be able to offer our potential customers the best possible coffee experience in London. Our coffee shop will have the latest coffee machine and coffee beans storage in the hope of keeping the taste of our coffee unchanged during process. In the same way, we will also have information available regarding the origin of all our products and where and how they were produced. Details about our products provenance will fulfil our commitment to sustainability and sharing with our customers information about our products sourcing. 
In this regard, we will have detailed information about countries where our coffee, tea, chocolate etc come from, and the circumstances in which its produced. As well as the origin of our products, full detail of the ingredient of what all our products are made off will also be displayed in our shop. Our company will give as much as possible information about our products to customers as a way of getting customers to build trust in our products.
We want to offer unparalleled coffee experience and taste to our customers, and to achieve that we have decided to invest where it matters most for our business. A proper network is being is being put together for with all our supplier over the world, South America, Asia, and Africa. To all our great products, we will provide reliable performing equipment to ensure our coffee, tea, sandwiches, and snacks are kept safely for our customers. According to our research, what makes perishable products lose its value is in most cases when it been poorly stored and conserved. To avoid finding ourselves in the situation when we could be sued by customers for neglect and carelessness, we will in reliable and brand-new equipment. This along with proper staff training in food safety and equipment monitoring we will help our enterprise avoid food hygiene problem and frequent equipment failure.
In addition, all our staff will go through a thorough professional food handling and food safety. Our aim is to make our staff aware of the danger and the complacency of food handling, the products life cycle and seasonality. We would like our personnel to know that it is their responsibility to ensure everything that is served in our premises is not a danger to our customers. Equally, we will make sure that all our facilities are properly serviced to ensure good and safe storage of any perishable products. We will have a budget uniquely designed to look after our facilities, equipment staff training. Our products and our services are the foundation of our business, this represent the core of our business venture: we sell quality products, and our trained staff serve it to our customers through exceptional customer service.
Furthermore, each member our personnel will undergo a specific product’s training aim at improving their awareness of the product sourcing and showing them how to handle our products on the day to day basis. This is for us our way of ensuring that our staff are fully knowledgeable about everything there are serving to our customers. This training also covers products’ knowledge such as dietary and nutritional qualities. It allows our front line team to answer any questions customers may have regarding our products and services, as a result this will give our staff the confidence to up sale and deal with any query regarding the product that  any customer can come up with. In the same, this also improve our ability to promote our products easily by every member of the team.
The fact that our coffee beans and some other products are coming from a variety of locations in the world explain the emphasis we put in investing in our front-line team’s products knowledge. We firmly believe that products knowledge is key to the success of our enterprise, and above all it will also help us improve the interaction that we will have with our customers. We strive to train our staff to the point where they can be able to tell our customers the difference between let us say Colombian coffee and Ethiopian coffee. We would like to use our team’s products knowledge in the way that it reflects the belief that we have in our enterprise. We would like every single interaction with a customer to be a testament of the commitment that we have toward our customers and the service that we provide. 
In addition, we will also use seasonal products such as ice cream and refreshing drink as summer times products. In fact, we products such as ice cream and refreshing drinks as an opportunity to offer a different and summery décor to our kiosks and main coffee shop. We will redecorate our kiosks and coffee shop to summery atmosphere in which ice can be consumed and offering in the way a total different look for our business for most of the summer.
Our products are what makes our business special and stand out therefore it is in our interest to do everything possible for our staff to develop an expertise in what they do. Products that we sell is what make our brand, and our knowledge of it and the way we will present it to our customers is what will make our business successful and grow.
Our services
Training our personnel to deliver exceptional customer services is in the heart of what we wanted to do. Our services will be the foundation of our relations with our customers. In fact, we will build our reputation in welcoming our customers and potential customers to our coffee shop. Providing an impeccable service to our customers is how we want our customers to remember us by. 
We will have three people behind the counter in busy time with two staff members on the floor looking after customers. When the coffee shop will be busy, we will have someone at the door welcoming customers as they make their way in. Our staff no matter how busy they are will always make time for to explain our menu and any deals we have going. As our service will extend beyond the coffee shop, in fact will also train our front-line staff to master accommodating conversational skills so that they could exchange naturally with our customers. 
Our operation services will include three to four kiosks across the area in which we will be operating. Coffee Planet will a few kiosks in the borough in which we operate, the sole purpose of those kiosks will be to promote our products and give our potential customers a preview of our products and services. We will organise testing session for our cake, sandwich, teas, and coffee through our kiosks. This will be done at least twice a month; this will just be our way of showing to the audience our willingness to serve them. Our kiosks are simply a way of making people familiarised with our brand and products. 
Services for us means having staff who fully vetted into what they are doing, it means being ready to answer simple questions or complicated ones about the origins of products and it contains in terms nutritional qualities and so on. As we mentioned earlier in our business plan, we are aiming at creating a united front between our products, our equipment, and services. We are convinced one cannot exist without the other; the products build our brand, our equipment conserves the quality of the products and the service sell and deliver the products to customers. This is to say, these are areas where our success and growth will mostly come from, and as a result it will be subject to much attention as a way of evaluating whether we are on the right path with regard to maintaining our products’ quality level and customers service credentials. Additionally, even the selection of our staff’s uniform will be based on making the interaction with our customers easier. We will select uniforms that will make our staff feel close to our customers and vis versa. 

Marketing and target Market 
In this age of consumerism and extreme competition, our company is very much aware that a deep understanding of the market where we would like to compete and operate need to be analysed to ensure that there is room for more competitions and growth. In fact, the more we will act to understand the market and our target customers the better it will be for the future success of the enterprise. The more we understand the demographics of our target area of operations greater potential for growth we will have. 
In order to get an accurate idea of the market we were entering and willing to invest, our company set up a marketing and research team which the first priority was to find out the state of the coffee shop market which we were intending to be part of. It is essential we conduct a proper market’s analysis for our company vision to come fruition. 
In this analysis, we have researched first of all the ongoing state of the market in which we are getting into; We have analysed if the coffee shop market still have room for growth considering the current economic climate,  this analysis included finding out how much growth there is in the sector, and how many coffee shops had started operations and stopped  in the last six to twelve month, and  the reason why they have closed down. 
Secondly, we have directed studies in finding out more about our target demographics in other words the part of population we are targeting through our products, services, and design. We found out that despite the downturn to the economy, our target potential customers which is the mid-twenties to early forties professionals still uses coffee shop in big number and are even willing to discover coffee spaces with new theme as ours. Additionally, this research showed us that despite what going on the economic front, the young successful professional are still willing to go and sit in a coffee shop for a quick meeting, a catch up after work with friends or colleagues. They even showing up the weekend with their young families to the weekend papers. It was very reassuring to notice the main group of people we targeted were still very actively living and spending in the area that wanted thought they will be spending. Our research into finding out the state of our most demographics was of the most important studies as this was about ensuring that at seventy pre cent (70%) of our potential customers were still behaving in a manner we would like to continue behaving. This was an enormous encouragement to all our management team and potential financial backers.
Thirdly, As we know that marketing plans and strategies are not valuable unless supported by accurate data (Maund, A.,Schriek, M., Tinkler, P. K., 2017). As evidenced by the above statement, we engaged in finding out how our selected products and services resonate with our potential customers, and most of the population in the area in which we will be doing business. For that purpose, we designed a very short series of questionnaires that our market research team were asking people in the boroughs and area where we intend to operate. For instance, one the most important questions were formulated as followed: Apart from all the drinks served in most  coffee shop what else would you like to be served in the coffee shop as hot beverage or cold beverage. The same type of questions was applied to cakes and sandwiches or snacks served in coffee shops. The most common answers to those questions were used as basis for the creation of our drinks, sandwiches, cakes and smoothies’menus. Similarly, this gave our operation team a broad idea of how to make a winning menu that could appeal to most of our customers base and beyond.
In the same way, it also helped us shape our services according to samples collected by our market researchers. Going forward this gave us the belief needed to build our brand with much more confidence and purpose. Market research gave us a lot of ideas to follow regarding our customers needs and taste, it also allowed us to imagine the standard to which we should train our front-line team to expect. The research conduct by our team also gave insight regarding the emphasis that our potential customers put in the taste and quality of the products that we will be promoting. In fact, our research also suggested that price was only considered a negative factor when product’s quality does not match it, meaning that as long as our products and services and are of good quality we may charge reasonably higher price than our competitors. This is also illustrated by the following statement " the lack of courage in pricing may be the single most significant marketing error small business owners make" (Bangs, 1995)
Distribution and Promotion
Our products’ distribution and promotion will go hand in hand as a way of saving money and not compromising the very important fact people need to know that we exist and operate. We will have four to five kiosks covering our area of operations and ensuring of being visible a well. These kiosks will be small retail unit selling a few of our products and promoting in the same time the rest of the other products and menus. These kiosks will be strategically scattered so that they can cover important area in our target zone of operation. We will for example instance organised products’ sample testing through our kiosks. Our staff working in the kiosk will encourage people to discover our main coffee shop just a few minutes away. 
In the same way, we will promote sample our healthy products to local offices and schools in the area. We will also approach local authorities in a bid to get access to schools and businesses in less advantage part of the area we operate. We consider having four to five kiosks scattered in our strategic target area as very simple and quite efficient way to promote our products and services, we will also develop a solid presence online through target digital advertising in our business area. We are also firm believer that "the most obvious way to market on the net is to establish a website that showcases the company’s products and services and accepts orders" (Maund, A., Schriek, M., Tinkler, P. K., 2017). On top of all the above, we will also organised deals in main coffee shop and across our kiosks to promote and introduce new products to our customers.
We decided to use our creativity and imagination as a main tool regarding our advertising and promotion. Rather than doing big budget advertising operation, we will use our services distribution to carry out the message of our brand. For example, all our takeaway bags and wrap ups paper will always carry a message about what makes our products and services specials and unique.  It will also in some instances have a list of the products and services we do. 
Furthermore, as the sign of showing that everybody is welcome, our marketing team also design very simple exercise books for children for work on when there are in the coffee shop with their parent. What makes this kids’ exercise book so appealing is the fact children can take it away with them and finish exercising at home. In the same way, we will have fidelity card which will be unique by its design. Our fidelity card will encourage our customers to try our premium products by rewarding them with free hot or cold beverages.  This type of promotion will mostly be made public through our network of kiosks, with our team at the kiosks encouraging customers to visit our main coffee shop to get free. Our advertising and promotion strategies will also include company’s logos, stationary, business cards, and packaging design
Likewise, our company will also get involved in seasonal sports and cultural events organised South West London where our business is based. As an example, we will temporarily create new menus and decorations in our main coffee shop and kiosks during events such as Chelsea Flower Show and Wimbledon tennis championship. The purpose of associating our brand with such world notorious events is to get the attention of our customers and lead them to think of our enterprise as highly as those world-famous events. As we do not have to pay any royalties to either Chelsea Flower Show or Wimbledon tennis championship for promoting their events, we really believe it is huge marketing opportunity for us during summer times when these events are held. The base of our promotion regarding the major events mentioned above is offering discount of our premium products to anybody who a hold a ticket to those events.
One other thing equally important is the promotion regarding students. Any students with a valid student card will be entitled to a discount of £1.00 to any hot drinks and smoothies. This student deal is design to advertise our services to a younger getting ready to enter professional life 
In contrast to everything we have mentioned above, we are fully aware of the fragility of the coffee shop current market and reduced potential for growth. This is one of the reasons why we are trying to be as creative as possible in finding what can make us stand out on a longer term compare to our competitors. Our long term plan with regard to maintaining growth is based on recreating ourselves, avoiding on feeling safe in not reading too much into current success but rather  focusing on analysing the trend of the market, being alert to any indication and social  movement that have the potential to disrupt the market. 
Moreover, we need to keep on focusing on our market potential and positioning as a way of accessing our profitability and the state of the market in which we are operating. We need to find a meaningful way of accessing whether our target market is decreasing, stagnating, and increasing. We are convinced that in view of what been going on, this is the only way to stay competitive and a head of any bad surprise. 
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