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Executive Summary
The coffee market of the United Kingdom is expanding every year. Nearly 25100 cups of coffee is consumed each day. Under such a condition the coffee business is expanding. Kafe Express is an organisation that is not only focusing on establishing a physical store but also wants to home deliver Greek Coffee to the doorstep of the customers. By Leveraging the IoT, customers can track the products and even order from the application developed. The report suggests a marketing plan and a business plan for the said business.
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[bookmark: _Toc118820769]Introduction
For any business to prosper, it is critical that a clear business plan is developed. The current plan highlights the finnacial plan, marketing plan, target market and products and services offered by Kafe Express, a new organisation specialising in Greek Coffee production. The report also highlights the market conditions and the competitive advantages that the organisation can leverage upon to make it big in the United Kingdom. 
[bookmark: _Toc118820770]1. Business/Company Overview
The organisation specialises in producing greek coffee and complimentary coffee products. The preparation of greek coffee is often termed to be difficult and time-consuming. Hence, it is not enjoyed by many individuals. The organisation focuses on bringing back the art of making greek coffee which is not brewed but is boiled, and this is exactly what allows greek coffee to extract more nutrients and vital minerals from the coffee beans. Kafé express focuses on preserving every aspect of traditional Greek coffee, enabling coffee lovers to enjoy a perfect cup without the hassle of a troublesome preparation process. Catering to the needs and requirements of people located in and around London, the organisation's primary business is offering coffee products and services both offline and online (kafe-express, 2022). The physical store is located in London. However, the organisation also is entitled to deliver packaged coffee products across Manchester and Birmingham. The major coffee product is an instant formulation of Greek coffee which takes less than five seconds to prepare and does not compromise on the texture, taste and aroma. Kafe express preserves traditional greek coffee with a modern twist so that even the less skilled individuals can enjoy a perfect cup of coffee. Further, Kafe Express with the help of Internet of Things can ensure fast delivery of the packages from one location to another by tracking the package and allowing the customers to see the movement of the package from one place to another (kafe-express, 2022). 
The vision of the organisation: The vision is to introduce coffee lovers to the finest Greek coffee with excellent service and a soothing ambience to the customers at affordable prices. Those customers who cannot visit the physical store should also be introduced to the taste of traditional greek coffee they can make in five seconds in the comfort of their home or office spaces.
Unique selling point: The company specialises in dining and home delivery services, a business model that any other competing organisation has not used in the market. It focuses on quick and express delivery of goods and services at affordable prices. The use of IoT can help customers track their package efficiently. 
[bookmark: _Toc118820771]2. Product and Services
The brands offer two key products. First is specially made freshly boiled Greek coffee, which is traditionally made in the physical stores of the organisation located in central London. Coffee lovers can visit the cafe to enjoy a steaming cup of coffee in a relaxed ambience. Apart from greek coffee, other complimentary products and services like chocolate chip cookies, coffee-flavoured chocolates and pastries or other savouries will also be offered to the customers. The physical store of the organisation includes a soothing ambience for coffee lovers to enjoy their cup of coffee with books, magazines and even interactive games.
The second important product is the instant formulation of greek coffee, packed in small pouches and sold throughout Manchester and Birmingham. This instant coffee can be made in approximately five seconds and does not compromise the texture, taste and aroma (Adeleke, 2020). Even if the customers cannot visit the physical store, they can enjoy the steaming cup of greek coffee anywhere they like, starting from vehicles, offices, aeroplanes and picnics. The formulation of instant coffee is such that it guarantees quality and traditional favour.
The third service provided by the brand is speedy delivery of the products using IOT. The customers can track the delivery package with the help of the application on their phone. They can even order the products from the application. 
[bookmark: _Toc118820772]3. Market audit 
· Porter’s 5 forces
Bargaining power of buyers is high since there are more than 30000 cafes located in London alone. Hence, the buyers can easily shift from one location to another. Further, there are other MNC coffee producers like Starbucks and Nestle. 
Bargaining power of suppliers supplying water and milk are low as there are a number of suppliers available in the market. However, the bargaining power of Greek Coffee suppliers is high as there are very less suppliers available in the market. 
Competitive rivalry is also very high since there are a lot of cafes available in the market and the existance of Starbucks and Nestle is taking up 50% of the market. Starbucks currently has a revenue generation of 22.21 billion GBP with the biggest market share.
The threat of new entrants is high as the number of hurdles to enter the market is low. The hurdles are not complex and the initial investment is also very low. 
Threat of substitutes is high as Britain is a country of tea lovers. Each year, more than 22.5 million cups of tea are consumed. Tea is highly preferred when compared to coffee and this is a major threat. 
· PESTEL Analysis 
After conducting a Porter’s 5 analysis, it is also conducive to highlighting the external influences that the organisation might receive. Hence, the PESTEL analysis Highlights the political, economic, social, technological, environmental and legal impacts the business will face.
Political: The coffee industry of the United Kingdom is highly dependent on international trade. Since the organisation specialises in producing greek coffee, the trade agreements between the United Kingdom and the Mediterranean countries are very important (Limna et al. 2021). The exit of the United Kingdom from the European Union has hampered the relationship and free trade agreement that the UK experienced before Brexit. Hence, the import duty on Greek coffee will likely increase the product's price. 
Economic: The growth in the income of consumers has allowed coffee to take on premium roles and receive increments in profit margins. Due to the Covid 19 pandemic, the per capita income of the United Kingdom has reduced by 3.9%. However, in 2021, the per capita income of the United Kingdom was still 49,420 PPP dollars. This is one of the highest per capita incomes in the entire world. Hence, the premium nature of freshly boiled greek coffee can benefit from the high income of the consumers. The premium nature of coffee can suffer initially because of the lower per capita income of the United Kingdom. However, the organisation can capitalise by promoting the low-priced variant of instant greek coffee.
Social: Coffee has become a social entity within the country. Mochammad et al. (2020) stated that the trend among the people of the United Kingdom is to become health-conscious regarding food and beverage consumption. Normal coffee contains high amounts of caffeine and is considered an unhealthy drink. However, Greek coffee is not brewed but boiled. Hence, The number of nutrients in Greek coffee is much higher than in normal coffee. Hence, this can be a positive factor for the organisation. However, on the negative side, it is a culture within the people to consume espresso and latte.
Technological: The recent technological development within the United Kingdom has brought a huge boom to the coffee industry. Since London is the capital city of the country, technological development has been largely concentrated in and around the city. The use of technology has helped the organisation to make an instant version of the greek coffee which does not compromise the quality of the coffee but at the same time ensures that the tedious process of coffee making is omitted (Niftiyeva, 2020). The instant version of greek coffee can be made in five seconds. Genetic engineering has also provided premium-grade coffee to normal customers.
Environmental: Sustainable farming methods have been a boon and a course for coffee makers in London and other parts of the United Kingdom. With the help of sustainable farming practices, coffee agriculture can be practised with minimal environmental threats. However, coffee producers now have to endure more costs since it has to abide by the corporate social responsibility policies developed by the government.
Legal: In the United Kingdom, there is strict regulation regarding the amount of caffeine in the beverage. This has sharply hit the coffee industry. However, Greek coffee is much lower in caffeine, which is one of the main reasons for gaining its popularity in the market.
· Competitor analysis
The coffee market within the United Kingdom is extremely competitive. Öngener and Özkurt (2019) stated that there are almost 30,000 cafes located throughout London. Around 200 coffee-producing companies operate in the market. The organisation also faces competition from large multinational organisations, including Starbucks, Nestlé and Costa coffee. The main competitor of the Kafe Express will be the single-store independent coffee outlets located across London, Birmingham and Manchester.
[bookmark: _Toc118820773]4. Target Market 
Segmentation: Öngener and Özkurt (2019) highlighted that the market in the coffee service industry can be segmented based on three types. These are the following:
· Drip coffee drinkers: These are mainly business workers and students who prioritise price over quality. Hence, an organisation can target them by offering high-quality coffee at low prices and becoming a low-cost leader.
· Coffee shop lovers: These customers love to spend time in coffee shops and cafes. Hence, any organisation needs to develop a soothing ambience in the coffee shop so that the customers can spend hours in the coffee shop looking for the perfect cup of coffee along with free WiFi, accommodation, books, interactive games and even opportunities to meet new people or chat with existing friends (Pesoa et al. 2020).
· Speciality coffee drinkers: These customers love special types of coffee and are willing to pay the extra price for a unique and high-quality taste. These are the customers who would like to customise their coffee. 

Targeting: The target market is coffee shop lovers and drip coffee drinkers living in London, Birmingham and Manchester. With the outbreak of the COVID-19 pandemic, more than 50% of British individuals drink coffee, especially when working from home. Currently, there are 3569000 households in London, 91,598 in Birmingham, and 214,000 in Manchester. According to a recent report by the British Coffee Association, nearly 80% of Manchester, Birmingham and London households consume instant coffee for home consumption (britishcoffeeassociation.org, 2022). The age group for the purchase of instant coffee ranges from 16 years to 75 years. The Millennials aged 16 to 34 account for 16% of the total instant coffee purchase. Around 70 to 80% of UK households visit coffee shops at least once a week, while 16% visit daily. The age group of individuals visiting a coffee shop is 16 years to 45 years (britishcoffeeassociation.org, 2022). Nearly 71% of individuals aged between 16 years to 34 years visit a coffee shop daily. Hence, the households of London, Birmingham and Manchester are the primary target market for the sale of instant coffee pouches.
On the other hand, the Millennials aged between 16 to 34 are targeted for the footfall in the coffee shop. The business aims to serve 21% of the total household in London, Birmingham and Manchester combined for the sale of the coffee pouches (britishcoffeeassociation.org, 2022). The target for the total number of cups sold in the coffee shop will be 68774 cups and pouch of coffee in the first year.
Positioning: The organisation will position itself as a company that offers high quality products at low prices. Hence, it will become a low cost leader in the market. The people of the United Kingdom love to shop for products that are of low cost but high quality. Hence, this will increase the popularity of the company in the market. 
[bookmark: _Toc118820774]5. Marketing Plan 
The marketing plan of the organisation is divided into two important phases. In phase 1, the organisation will use social and digital media marketing strategies by focusing on blog writing and content marketing. This is specifically intended to target young audiences Who are within the age group of 16 years to 45 years. These individuals are active on social media platforms like Facebook, mobile applications and Instagram (Soedarsono et al. 2020). Web analytics, social media, search engine optimisation and email marketing, are some of the most important marketing strategies implemented in phase 1. As far as the second phase is concerned, the organisation's marketing team will generate leads via video and pay-per-click advertising.
Product pricing: to differentiate its product from the competition, it is important to establish premium and low-cost pricing strategies. As far as instant coffee pouches are concerned, which will be home delivered to the customers, the price is low-cost. The average price per unit of instant coffee is 3 pounds. Sudiartini et al. (2020) stated that Pricing the coffee significantly lower than the range of an average coffee increases the chances of success for the organisation among the customers. On the other hand, as far as the coffee cups are concerned, the green coffee traditionally made using the tedious process can be premiumly priced at 5 pounds. On average, complimentary coffee products such as pastries and other savouries will be priced at £2.50.
[bookmark: _Toc118820775]6. Management Team
There are a total of five partners in the organisation. Each of these partners has a share of equal profit. Each of these partners will be head of a particular department, including finance, human resource, operations, supply chain and distribution (Susananto et al 2019). The organisation will join hands with a delivery partner to deliver the products to the customers' doorstep in Birmingham, London and Manchester. The operations manager is responsible for heading the operation steam in the physical store located in London.
[bookmark: _Toc118820776]7. Financial Plan
· Cost analysis: The raw materials used in the production of coffee beverages will cost 1 GBP per serving. For a minimum of 15000 servings in the first quarter of 2023, The organisation expects to generate £45,000 of sales revenue. In the first year, the fixed cost is around £42,000. Hence, the breakeven point is 14,000 units sold in the first quarter. Each serving of coffee will be priced at 3 pounds.
	Raw materials
	Price in pounds

	Coffee Beans
	0.50

	Water
	0.10

	Milk
	0.10

	Creamer
	0.10

	Packaging Price
	0.20


Table 1: Raw material costs
(Source: Author)
· Share capital: The start-up's initial fund is around £20,000. The initial capital is provided via grants. 
	· Decription of Cost
	Pounds 
	% of Total

	Commercial
	5000
	25%

	License and permits
	1000
	5%

	Kitchen and equipment
	3500
	17.5%

	Advertising
	2500
	12.5%

	IOT
	8000
	40%


Table 2: Financial analysis
(Source: Author)
· Fixed assets: the organisation will have to purchase fixed assets like dishwashers, ovens, toasters, automated coffee boiling machines, coffee grinders and other equipment. This will cost around £3500. When the organisation expands further, it must spend on industrial equipment that will be around £15,000-£17,000. This had to be financed by the lenders.
· Sales receipts: The sales for the first quater are expected to be around 15,000 units. If each of the units is priced at 3 pounds, then the revenue for the first quarter will be around £45,000. Yet it is expected that every quater, there will be an increase in the sales unit of around 8 to 9%. Going by this trend, a sale hike of 1500 units per month has to be experienced by the organisation. From December 2023, it is expected that there will be a rise in sales by 10% because of the beginning of the winter season in the country.
	Cash Receipts
	April to June
	July to September
	October to December
	January to March

	Sales in Units
	15000
	16350
	17821
	19603

	Sales Revenue
	45000
	49050
	53463
	58809


Table 3: Sales Forecast
(Source: Author)
[bookmark: _Toc118820777]Conclusion
The report has highlighted the various challenges and opportunities that the organisation is likely to face when wanting to establish a stronghold in the market. The market analysis, target market identification and financial analysis have largely contributed to the understanding of the organisation to leverage the opportunities and mitigate challenges to increase competitive advantage in the market. 
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