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[bookmark: _Toc111846687]Cover letter

Q.C.B. Quick Coffee Beans ltd                                                          Andrea Pisanti
Greenwich Park                                                                                 George Chiras
SE10 8XJ                                                                                           Mihai Tilea
London                                                                                               Daniel Brindusa
United Kingdom                                                           quickcoffeebeans@gmail.com
20th August 2022
Business proposal letter for a coffee shop.
Dear Mr./Mrs. investors,
This is a proposal business letter to request a loan to open a coffee shop; we are four co-founders with a coffee industry background.
After long market research, we identified the Greenwich area as the headquarters of our business; for the lack of speciality coffee shops and the high turnout of people, we believe this is the right place to succeed.
We already have all the government certificates and permission for the opening, and we received approval from the health department.
We will roast and serve our speciality coffee seven days a week, from 7 am to 5 pm. Moreover, we offer our customer coffee workshop to promote knowledge and sociability, art and music events, and a selection of tea, sandwiches, and cakes in our kitchen.
The place is 2200 square feet divided into 1800 square feet inside and 400 square feet outside, with a minimalist and comfortable interior design.
To realise our business, we are asking for a loan of 250,000 pounds, which we will need to buy equipment, complete the design, and cover the initial expenses such as rent and purchase of the raw material.
We hope to have been exhaustive and to have clarified everything about our business proposal; for any questions or clarification, please get in touch with us at quickcoffeebeans@gmail.com (Bradley, 2022).
Thank you for listening to us.
Yours faithfully,
Q.C.B Co-founders
[bookmark: _Toc111846688]Executive summary 
The consumption of quality coffee has increased in the UK exponentially in the last decade; for that reason, and due to our previous experience and background in the coffee field, we decide to set up this concept of the innovative and sustainable coffee shop, roastery and workshop.
 Quick Coffee Beans (Q.C.B.) will be in Greenwich Park, London SE10 8XJ, close to the observatory and local attractions.
Quick Coffee Beans (Q.C.B.)  will attend to their customers in a friendly, familiar, and comfortable environment.
We will serve our high-quality coffee from different countries (South America, Africa, and East Asia), a variety of blends of fresh roasted tea, cakes, sandwiches, and everything prepared in our kitchen or supplied by local bakeries.
However, five different origins of coffee will always be available that will change depending on customers' preferences, plus three house blends designed to meet our customers’ needs.
The building is 2200 square feet divided into 1800 square feet inside and 400 square feet outside.
The interior design will be minimalist but very comfortable with chairs and tables in the middle of the room surrounded by sofas with tea tables to create a reserved area, and exterior design with chairs and tables (Anon., 2022).
Our mission is to create an interest regarding our product, sharing our love for coffee supported by fully traceability and sustainability; we will also offer a weekly workshop to enhance our products as we believe the knowledge and the comprehension of our quality products can help us to have more visibility and make our coffee more appreciated by our customers. We will be an active part of the local community, supporting local artists with live music events, using our place for art exhibitions, and supporting and being part of local events and social initiatives to build a strong and vibrant community (Anon., 2022).
The place we founded is available to rent for five years at 139.200 five years lease with the fifth year free with a chance to extending another five years, for a monthly rent of 2900, gas and electric bills are estimated around 740 pounds monthly, co-founders’ salary is 1200 monthly net pay for every one of us plus the part-time employees paid at the minimum wage of 9.50/h for twenty-one hours a week.  The business expectation is to have more than 40.000 pounds of profits at the end of the first year.
Quick Coffee Beans (Q.C.B.) will keep a high profit margin and will try to contain the annual expenses (Anon., 2022).
[bookmark: _Toc111846689]Business description and history
Quick Coffee Beans (Q.C.B.) is a coffee roastery and workshop.
Our mission is to develop, as much as possible, coffee education to increase the interest in speciality coffee, promoting sociability and knowledge to use as a marketing strategy (Anon., 2022).
We will select and roast the best coffee beans from around the world to brew a perfect cup for our customers and offer a workshop to make our products more understandable to people who have just approached them.
Speciality coffee is usually destinated to a niche market, but we would like to extend to all social classes; with our roastery, we can keep costs down and make it more accessible.
Quick Coffee Beans (Q.C.B.) will be a limited liability partnership (Ltd); the founders and owners of this business are:
· Mr. Andrea Pisanti (Head of coffee, trainer, co-founder)
· Mr. George Chiras (Bar Manager, trainer, co-founder)
· Mr. Mihai Tilea (Front of house, public relations, co-founder)
· Mr. Daniel Brindusa (Front of House, digital marketing, co-founder)
Quick Coffee Beans (Q.C.B.) will be placed in the Greenwich area, we have already conducted market research that highlights the lack of specialty coffee shops, which can favour our inclusion in this large community, we have also chosen this area for the countless attraction it offers. 
This is not a seasonal business and will be open seven days on seven, from 7 am to 5 pm, twelve months per year.
The coffee market is a constantly growing field, coffee is the second most consumed drink in the world after water, at the moment are estimated in the UK over 24,000 independent coffee shops with a turnover of about 9 billion pounds, all this has shown exponentially the demand for high quality coffee in a market fortunately not yet saturated, for these reasons we believe our business will succeed first because we will find the best products on the market, using our connection and knowledge we will hunt, blend, roast and brew the perfect coffee cup for our customers (Roberts, 2018).
Usually, the first impression of the customers comes from the connection with the employees, therefore we will select a friendly front house and invest our time to give them appropriate training to make them able to be perfect specialty coffee brewers (Butt, 2021).
A business will never succeed without an original market strategy, we will offer a loyalty card to all our usual customers, which can be used in the online shop, as a marketing strategy we will set up a workshop to develop coffee knowledge especially about our blends and single origin, we believe that creates interest around our product can be the perfect marketing strategy to develop our brand (Berman, 2022).
The growth potential of the business depends on the development of the brand, as an independent roastery we can expand the business with wholesale operation or open more shops with the same setup and target as the franchise market.
Our partnership is based on individual coffee knowledge but also is a great mix of skills that can be an advantage for all of us.
As co-founders of Quick Coffee Beans (Q.C.B.) every one of us will cover a different position:
-Andrea Pisanti (head of coffee, trainer), due to my long experience in coffee roasting I will be responsible for the production, and I will manage the workshop section and the training for the employees.
-George Chiras (Bar Manager, trainer), as a Maestro Barista George will lead the brewing section, taking care of the machinery like the espresso machine, grinder set up, and, of course, all the brewing methods.
-Mihai Tilea (Front of house, public relations) a very good public speaker he will give our customers the perfect welcome and he will take care of public relations and event organization.
- Daniel Brindusa (Front of House, digital marketing) will use his IT skills to set up and keep up to date the online shop with all our products.
Instead of generic coffee, specialty coffee is synonym for quality, which already makes our main product special, another difference is made by our brewing systems, not only the usual espresso but also pour over, cold brew, filter, etc.
What will make our brand special is our concept of workshop, educating people about specialty coffee, as we have all the production line available and the responsibility to taste and rate every single batch roasted, we can open to our customers the tasting session, as a must for us will be costless and will make us competitive less on the market.
As a coffee shop we follow a retail business model, which means we have a locally competition, therefore, we will use a strategy to build a strong connection in the area and with our customers, hosting social and local events and involving our customers in the development of the brand to create loyalty and to let our customers feel part of our family (Cuofano, 2021).
Quick Coffee Beans (Q.C.B.) products will be traceable, sustainable, and ethically sourced.
Traceability when we speak about coffee means identity, the knowledge of where the coffee has been cultivated, harvested, and processed is very important for company credibility, Giving information about the story of our product, for a company like that is a must (mercanta, 2021).
Sustainable because all the materials we will use will be fully recyclable, box, packaging, take-away cups, and spoons are eco-friendly, and we will never use preservatives or chemical components that do not alter the quality of the coffee which will be always freshly roasted.
As we know coffee is produced in poor countries such as South America, Africa, and Asia, sometimes the coffee supply chain is not completely clear about sources, and many traders abuse the farmer’s work and don’t give them fair pay, forcing them to grow some variety instead of others and contribute to a rain forest deforestation.
We don’t want to be part of this, for that reason we will choose just brands with ethically sourced history and support the fairtrade and Rain Forest Alliance (Corby, 2020).
As an independent coffee shop and roastery, we will offer, instead of popular brands, a unique and characteristic shop. Our customers will be allowed to interact with us in the development of the brand.
Usually, for coffee and teas, the profit margin is between 90% to 95% for every single cup, subtracting the fixed costs, the daily expenses, and the possible changes in the cost of coffee, our profit margin will be 75%, that is, four times the cost of production (Cooper, 2021).
Moreover, to protect our brand we will register the intellectual property (IP) rights, to make sure that our trademarks will not be copied by the competition. This is a fundamental act regarding the development of the business as our purpose is to create something unique for the pleasure of our customers (Anon., 2018).
[bookmark: _Toc111846690]Business structure
The structure of Q.C.B. (Quick Coffee Bean) will be based on the structure of private limited. In this specific business structure, the overall business is controlled as well as owned by a legal entity  (Smallbusiness, 2022). Therefore, the performance of this business is operated by more owners. For this, in case of the performance of business activities within Q.C.B. Ltd, there will be the presence of more shareholders, and they will be called owner of this business. Within the context, it can be mentioned that the owners within the private limited business structure of Q.C.B. will operate the entire sales activities within the coffee shop based on private sales. Thus, in case of the performances of the business operations of a private limited organisation, the directors as well as the employees within the shop will keep up all the administrative jobs within the organisational structure (Saxena and Nandi, 2019). Therefore, tax filing operations of Quick Coffee Bean Ltd will also be performed by the directors. On this note, it can be added that instead of the active engagement of the directors and employees within multiple operations of the business, there will be no requirement to be the shareholders of the company (Ivanovich, 2020). 
The LTD organisations are carrying the structure of private business, and for this within this type of business there is the presence of one or more owners. It clearly stated that due to the adoption of the business structure of private limited, the Quick Coffee Bean Ltd also will have more than one owner to operate its overall business operations easily and efficiently. Within this regard, it can be mentioned that the 'limited' structure of organisations separate liabilities from the owner of the business to access the overall business decision as well as activities separately without taking concern from others at the time of taking any decision (Cherunilam, 2021). It denoted that with the introduction of the structure of a private Ltd, the owner of Quick Coffee Bean Ltd also cannot get opportunity to make business decisions separately. In the presence of this type of business structure the owners of the business are also called as stakeholders and they may not be the part of daily business operations of the company. The process clearly stated that within the business structure of private Ltd the business owner of Q.C.B. Ltd will not get individual ownership and the person also will not be the part of the management activities of the business. In some cases it is noticed that Ltd organizations are part of the partnership business and for this there is the presence of some legal obligations at the time of running successful business operations within a private limited company. Thus, the Ltd within the structure of a business is simply referred to the presence of limited liability within the characteristics of the business entities (Dam and Pillai, 2021). For this, there might be a partnership within the business. Thus, in the case of the maintenance of the private Ltd within the business, there will be the requirement of engagement of legal status as a private Ltd is requiring a separate legal entity within the business. 
Due to the presence of access to all the stakeholderds as well as partners within the private Ltd business of Quick Coffee Bean, there will be the presence of ease of maintaining the business for the adoption of profits from organisational sales. In this specific business structure, the personal income tax of Q.C.B Ltd shop will be generated through the net income of the business (Cappellino, 2020). Furthermore, this business structure also will offer scope to the owner of Quick Coffee Bean Ltd to operate the business by necessary aspects related to the business. At the time of maintenance of the structure of private Ltd within the business of Quick Coffee Bean, the owner will need not to make a legal entity within the business. In that case, the owner of Q.C.B. Ltd will need to register the name of the business to file income tax return as it must help to pay tax for the maintenance of successful business operations without facing any legal obligations. 
[bookmark: _heading=h.30j0zll][bookmark: _Toc111846691]Product or services 
Within the Quick Coffee Bean business, there will be the presence of different flavours of coffee to produce the rich taste of coffee to the customers of the UK within the shop, having to import coffee from different parts of the world, and specifically targeting speciality coffee. At the very starting point of the business of the Q.C.B. Ltd, a low-acidity coffee will be produced to the customers within the shop to make familiarity with the interest of the customers to have a cup of coffee from the shop. On this note, it can be mentioned that within the new business, the leaders not only will focus on the delivery of coffee to the customers but also will focus on the presentation of additional snacks to the consumers to satisfy their requirements, including their engagement into the coffee making process, including rostery. Different products that will be offered to the consumers within Quick Coffee Bean Ltd in the UK are such as espresso, Latte, iced coffee, pizzas, donuts, and bagels. Croissants and sandwiches also will be produced for the customers of Q.C.B. Ltd. Not only that, but within the service area of the new coffee shop, the management team of the business also will focus on the delivery of the customised services to the customers, and must allow this business to manage consumer attractiveness within the business. On this note, handcrafted beverages also will be served to the customers within Quick Coffee Bean Ltd to create exclusive features within the service area of the business. Coffee can be roasted to order, taking advantage of the specialty coffee freshness, and having to serve it in within the shop, involving the costumer in the process. Online services also will be produced to its customers in the UK based on the considerations of the current trends of customers purchasing products from online platforms. On this note, online shop also will be opened by Q.C.B. Ltd to deliver its products to the customers within different areas that can be extended nationally, and that will help to increase sales in business and also must help to create sustainable presence within the existing business market of the UK. Roastery also will be introduced within the product service area of Quick Coffee Bean, and in that case the management team of this business will directly roast coffee beans for the delivery of the high quality products to the customers. It will help this business to maintain a rich test in coffee that it will offer to the customers in the UK. In the service area of the business, the company also will produce smoothies and teas for the customers to enjoy their leisure time within the shop, and even educational opportunities from the method of sourcing the beans and preparing it. For the maintenance of the attractiveness of the customers towards the service area of Quick Coffee Bean Ltd, management team of the business also will organise music, and books for the customers to enjoy their coffee by spending time with a reading of books or listening to music, and engaging in educational activities about the coffee they are enjoying. It shows that the services that will be offered to the consumers within the shop will not help them to enjoy the richness of coffee but also must allow them to spend their leisure time with friends or close ones, and maybe even being productive through educational workshops about speciality coffee and the methods of preparing. Package goods also will serve the customers within the coffee shop considering their requirements from the business. In addition, it can be noted that the products or coffee that will be offered to the customers within the context of the UK will be served on paper cups or mugs to ensure the environmental concerns of customers within the business. Even more, costumers will also be able to charge their mobile devices, laptops, and other types of gadgets from a green source of energy, as Quick Coffee Bean Ltd will ensure to have installed solar panels into the infrastructure to reduce the carbon footprint of the business. At the time of serving coffee to the customers, the leaders of the business also will focus on the health of the customers and for this, customised services will be produced considering the requirements of all the consumers. On this note, the usage of sugar and other products within the coffee shop will be taken into consideration for the maintenance of the health benefits for all the customers within their service area to maintain consumer attractiveness within the business. A measurement unit will be introduced within the servicing counter to ensure the usage of proper measurement to ensure the delivery of rich tests of coffee to the customers within the existing business market of the UK. Moreover, within the service area of the new coffee shop, there also will be the presence of refreshing drinks, and a wide variety of goods such as sweets, cakes and patisseries, all with in house ingredients naturally sourced. Workshops also will be organised by the leaders as well as directors of this Quick Coffee Bean Ltd to delivery developed training to all the employees for the betterment of their delivery operations at the time of producing coffee to the customers within the shop. This workshops will be a open door approach, so the costumer can also take part for educational purposes or for simple leisure and fun, making the costumer part of the family of the business with no strings attached. 
Market Analysis and Trends 
[bookmark: _Toc111846692]Porter’s five force model
[bookmark: _Toc111846693]Bargain power of customers
Bargaining power of customers in within Quick Coffee Bean will be very high as in the UK there is the availability of different renowned coffee brands and that serves more options for the consumers to switch their purchasing behaviour to others (Greenspan, 2022). For this, the leaders of the new business must focus on the maintenance of customers' sustainability within the business.
Bargaining power of suppliers
The bargaining power of suppliers in case of the establishment of a new coffee business in the UK will be high for the new business as the suppliers are the only source to produce raw materials as well as raw coffee beans to the company (Greenspan, 2022). Based on the maintenance of proper supply within the business, the management team of the new company can maintain successful delivery of the rich taste of coffee to the customers by outsourcing the raw materials, in this case, the coffee beans. 
[bookmark: _Toc111846694]Threats of new entrants
Starting a new business within the existing coefficient of the UK requires low switching costs and that creates interest among new organisations for promoting their start-up business within the existing coffee industry of the UK to acquire success. According to the reports, it is noticed that the coffee shop market in the UK was worth over £15 billion from its business in 2020. The process resulted in the growth of outlets of different coffee shops by approximately 30,000 outlets nationwide (Ridder, 2022). Based on the analysis of the predictions of Allegra it is encountered that the branded coffee shop segments of the UK must expand over 8,500 outlets and that must help to maintain a turnover of approximately £5.7 billion in the current year.
[bookmark: _Toc111846695]Threat of substitute products
Threats related to the availability of substitute products within the business of Q.C.B. Ltd shop will be very strong. In the current contest most of the renowned coffee brands are focusing on introducing innovation within the delivery process of coffee to the customers (Greenspan, 2022). Not only that, but innovation is also added within the flavours of coffee to offer a new test to consumers for attracting their attention for increasing sales. On this note, Quick Coffee Bean Ltd must stress they are focused on the engagement of development ideas within business for enhancing consumer attractiveness, including special sourcing of the coffee beans and methodologies of preparation, ensuring sustainable and ethical sourcing of the coffee beans. 
Rivalry with existing companies
Within the existing coffee industry of the UK there is the presence of intense competition from the large coffee brands like Costa Coffee, Starbucks, Nescafe and others (Statista, 2022). It clearly shows that at the time of operating a new coffee business within the existing business market of the UK the sets related to the rivalry with existing companies must be very high, therefore, a very competitive environment. 

Considering the reports of Allegra World Coffee Portal, it is encountered that sales of the coffee industry or sales in approximately 27,000 shops in the UK grew by approximately 10% in the last year and that resulted in the adoption of growth in earning revenues by approximately £7.9 billion. On the other hand, it is observed that the café and coffee shop industry of this country has faced a growth in market size by approximately 42.8% in 2022 (Ridder, 2022).
On the other hand, it is noticed that customers of the UK drank an estimated 2.2 billion cups of coffee out-of-home and that creates scope for the coffee industry of this country to maintain potential growth in the business (Cbi, 2022). Therefore, it also creates interest among others to establish their start-up within the existing coffee industry of the UK to maintain a successful business. Through the in-depth analysis of the reports, it is noticed that the larger coffee chains of the UK are holding approximately 53% share of the economy of this country (Nestleprofessional, 2022). It clearly denoted that the rise of the coffee industry also makes its effective contributions to the economic growth of this country (Bighospitality, 2022). 
On the contrary, it is noticed that the rise of small coffee chains in the UK also resulted in the growth of approximately 39% of market shares within the existing coffee industry of this country (Worldcoffeeportal, 2022). 
Customers in the UK spent approximately on average around 3.9 British pounds on coffee and it shows that the weekly spending on coffee of the customers within this country is approximately 42 pence per person. The weekly spending of consumers on coffees is translated to approximately 23 weekly grams of purchasing of coffee per person in the UK (Billi-uk, 2022). Through the overview of the reports, it is encountered that in this country people aged above 65 enjoyed coffee and approximately 16% of them are coffee buyers. On this note, an analysis of the statistical reports of the British Coffee Association stated that approximately 80% of the customers in the UK are enjoying instant coffee and that clearly denoted that coffee has individual popularity among customers of this nation and that helps in the development of sales within the coffee shops of different brands (Statista, 2022). 
Therefore, among the age group of 25-38 years old in the UK, there is a growing tendency to visit coffee shops for having coffee and spending leisure time with family, friends, and close ones. Thus, among the customers belonging to that specific age group approximately 58% of them are identified as moderate customers and prefer takeaway coffee (Ibisworld, 2022).
[bookmark: _Toc111846696]Operations
     This study advanced knowledge by concentrating on the notion of coffee shops. In the first year, the emphasis is on creating the relationship between the company and its clients. Building a strong brand identity has become our business's most crucial marketing problem; a collection of brand connections allows a company to create a rich and distinct brand identity (Ghodeswar, 2008).
      Quick Coffee Beans will have ten tables (separate into two salons), one bar, two sanitary groups (toilets), one changing room for employees, one office, and one room that will serve as the depository of purchase stock products. Outdoor will have seven tables, conversed in two, three separate from four designated for smokers, and seven bicycle racks.
[bookmark: _Toc111846697]Production
Operating authorization necessary to open the coffee shop obtain from the Department of Environment
      The coffee shop will sell products based on coffee, tea, hot chocolate, refreshments drinks, alcoholic drinks, pastry products, cakes, and sandwiches.
Potential suppliers:
· Coffee: Merchanta UK, DrAwekefield UK:
· Milk suppliers: Bradesfarm UK
· Beer: Asahi Breweries UK, Heineken UK, including zero alcohol;
· Refreshment drinks: Coca-Cola UK, American Pepsi, Gusto Organic UK;
· Pastries product: made in our own kitchen (croissants, zeppole, castagnole, bamboloni)
· Sandwiches: Snack-Attack, Toscana, The Soho Sandwich Co Ltd;
· Ice cream: Magnum, Natural Ice Cream, Mother Dairy, Hatsun Agro Products.
     When it comes to beverages and ice cream, the supply will be manufactured every two weeks, but when it comes to baked goods, cakes, and sandwiches, it will be prepared every single day.
     Because of this, there will be no need for a large storage area.
In a room set up, especially for the purpose, beverages such as coffee and tea will be kept on hand at the work point.
     The stock management is going to be the responsibility of the café manager.
[bookmark: _Toc111846698]Quality assurance
      The organization is conscious that the quality of its goods and services is one of the most important factors to consider while establishing enduring relationships with its clientele.
       The organization depends on the quality of the inputs, the procedures, and the final goods' high standards.
        As a consequence of this, the company's suppliers have earned a reputation for providing items of high quality throughout the country and even the world.
       To ensure the highest possible quality in the finished beverages, the process of preparing coffee-and tea-based goods, as well as cocktails, will strictly adhere to the standards that have been determined.
        Q.C.B. will stick to the quality standards and expect the same from its suppliers and other people who work with it.
        In addition to a suggestion box and a listed phone number for the store manager, the firm will facilitate direct customer-business engagement in other ways.              We will review the ideas and complaints box regularly, giving our full attention to every issue our valued consumers raise.
        More than the goods it sells, our coffee shop will also provide customers with cost-free access to the internet as well as a selection of newspapers and magazines from across the globe.
in order to attract a greater number of customers throughout the week, themed nights will be planned (live chamber music, karaoke, national or international holidays, stand-up comedy, etc.).
[bookmark: _Toc111846699]Description of the environment in which the business will operate
      The market suffered fewer repercussions from the current economic turmoil than its counterparts added. Moreover, compared to other cities in the nation, the capital was hit by the financial crisis less complicated. Due to the economy’s current status, there may be a tendency toward a decrease in market channel consumption (in terms of frequency and quantity). In contrast, going to a café may be a low-cost entertainment for consumers, given that the amount they spend is not excessive. It will be necessary to provide high-quality items at competitive prices to attract customers and earn loyalty.
      The number of coffee shops in London is still on the decline; nevertheless, the nature of the industry permits the exploration and development of certain submarkets. The café industry is still allowed to exist, which not only makes it simple for rivals to enter the market but also makes it simple to replicate.
      Currently, no political, economic, or legal risks might significantly affect the business. What matters is how effective management can anticipate and understand market trends, meet customer demands, and keep customers coming back for more.
[bookmark: _Toc111846700]The target segments
       Because of the competitive nature of the London Cafe business, consumers tend to become more demanding customers. The tastes and preferences of Londoners have changed over time, particularly regarding the coffee-based products consumed, the appreciation of the service received, and the location frequented. In addition, the tastes and preferences of Londoners have shifted in terms of where they like to go for coffee. Consumers have become more selective, moving from filter coffee and cappuccino to envelop and professionally prepared, learning to distinguish a good coffee, and even developing preferences for a particular brand of coffee.
       When selecting a cafe, should also take into consideration the interior design and any connected services.
       Residents of Greenwich represent the majority of Quick Coffee Beans Ltd.'s customers. Those consumers are of the middle class, range in age between eighteen to forty-five, are well educated, like engaging in social activities, and place a premium on receiving exceptional service.
      Espresso-based coffee specialties are becoming increasingly popular among customers of coffee shops. These include espresso con Panna (espresso with a top of milk foam), latte macchiato (espresso with milk and milk foam), Triestino (double espresso with milk foam), cafe con Panna (long espresso with whipped cream), and affogato coffee (espresso with ice cream). Other coffee specialties include Italian chocolate or Trieste mocha (chocolate, espresso, milk, and whipped cream). The popularity of flavored coffees in the UK indicates that the country's consumers have developed more sophisticated palates.
      To cater to the most discerning preferences of its clientele, Quick Coffee Beans Ltd. will provide a comprehensive selection of goods, including coffee in various forms.
[bookmark: _Toc111846701]Investments chart
Operational stages are followed to define the implementation of the investment plan as found in the following table of content:
	FIRST-YEAR

	Operations
	1
	2
	3
	4
	5
	6

	Approval, Projects
	X
	X
	
	
	
	

	Space design
	
	X
	X
	
	
	

	Suppliers’ contracts
	
	X
	
	
	
	

	Furniture and kitchen appliances
	
	
	X
	
	
	

	Transport, assembly, and appliances checked.
	
	
	
	X
	
	

	Human resources
	
	
	X
	X
	
	

	Training staff
	
	
	
	
	X
	

	Raw material acquisition
	
	
	
	
	X
	

	Inauguration of coffee shop
	
	
	
	
	
	X



Required appliances (for coffee preparation, fresh milk, soft, non-soft, alcoholic and non-alcoholic, refreshes drinks, and ice cream) are purchased or leased from coffee or drinks suppliers. In addition (the one who opts in within business), the manager must buy products just from the same supplier that can input a compulsory target (for example, fifteen kilos of raw coffee per month for a different group of appliances given to Q.C.B., this group is formed from one coffee blender, coffee machine, and one coffee roaster).
       The advantages of having a partnership with suppliers instead of purchasing products from supermarkets:
· Financial saving- the suppliers will bring the necessary coffee/drinks at an interval of the set time;
· Reduced cost- are taken free in custody, not purchased or rented, and the service is free. Also, Q.C.B. receives all serving materials free from charge (cups, trays, menus, glasses, napkins, etc.);
· The personnel receive training from suppliers’ trainers on how to use the coffee appliances and quality customer service.
       The number of necessary appliances is detailed in the financial section plan of this business plan, where the initial investment is presented.
Protection against risks
       The management agreed to sign fire insurance, install an alarm system and security cameras, and strictly check costs and insurance of stable cash flow, so quick reaction to an unforeseeable event that could affect business activity would be avoided.
        The rent contract is made for four years with an extra one free of charge year, with an opportunity to renew automatically. For the first year, the owner can not increase the rent.
         In the contract was required stipulation of this clause, as for the beginning of the second year an eventual increase of rent will have a place after the coffee shop has a high and constant flux of customers that make the high business stable. In the second year, Q.C.B. wishes to sign the renting contract for more years; this gives another four years with one year free of charge.
       The issue of new competition in the coffee industry can affect customers' traffic. The management wishes to be prepared for this possibility, creating customer loyalty through special programs and discounts (card fidelity, occasional free consumption, customers and products services, thematic evenings).
        The management is concerned about a recent spike in staff attrition. Employees will get a basic salary plus incentives depending on their performance or a specific event. The cafe manager will create inspiring initiatives (staff participation in company activities, employee accountability, and bonus payments).
        The café manager will get a bonus each quarter equal to a percentage of sales higher than the target amount.
[bookmark: _Toc111846702]Technology Plan
        The necessary equipment (for preparing products based on coffee, tea, and chocolate and preserving drinks and pastry products) will be obtained directly from the suppliers on the basis of a free loan contract. This will allow the equipment to be used to prepare products based on coffee, tea, and chocolate. It will ensure that the organization can access cutting-edge technology without incurring extra expenses. In contrast to the above, the companies that provide coffee will be responsible for educating the staff members on the proper operation of the equipment and the appropriate presentation of the goods. In addition, the previous owner proposed to acquire the restaurant's equipment, such as dishwasher and kitchen equipment, for a cost much lower than the original purchase price.
Management and organization
[bookmark: _Toc111846703]Business organization
       The Co-Founders will be (one or more shareholders) and will have subordinated the whole café personnel hierarchically Cafe Manager hierarchically.
        The management of the café will have functional and hierarchical subordinates in the wait staff, bartenders, and cleaning staff.
[bookmark: _Toc111846704]Human resources management policy
         The operating plan's parameters will conduct the employee recruiting and verification program.
          Direct recruiting of personnel will be conducted by the firm. The first hire will be the Cafe Manager, who will subsequently participate in employing operational personnel.
          There will be no set end date for the duration of the staff's employment since they will all be hired based on valid work visas. Compensation will be provided through a base salary plus performance-based incentives.
           The cafe manager will also have a mobile phone with a subscription paid for by the company.
Directors
          Managing the cafe's day-to-day operations will fall within the purview of the board of directors. He will supervise the cafe's workers and serve as the point person for all communications with the business's vendors and affiliates. The café manager will report directly to the owners.
[bookmark: _Toc111846705]Management Team
Both the General Director and the Store Managers are responsible for ensuring that the Coffee Shop is managed properly.
· The person in charge of Q.C.B. Ltd is an energetic and adaptable individual who has a significant amount of expertise in this industry as a result of his previous career experience.
· He will be responsible for the day-to-day administration of the cafe's operations and will have complete authority over all of the staff members.
· Two of the staff members are from the previous owner and they have experience in our industry.
· Six part-time staff will be from public institutions such as high schools, university etc.
[bookmark: _Toc111846706]Social responsibility and responsibility 
The aim of this study is to explore and analyse different options for the Quick coffee beans which is about to getting start at the Greenwich Observator. In this regard, this study will discuss Corporate social responsibility coupled with analysing different environmental factors. Likewise, different business functions and exit plan would also be discussed for Quick coffee beans. 
[bookmark: _Toc110508145][bookmark: _Toc111846707]Discussion:
Before discussing different business functions for a new business, there is a need to have a brief overview of the business functions. 
Businesses utilise business functions to explain their capabilities and procedures at the highest level. Business tasks that are well-executed benefit customers, workers, and shareholders alike. A company's primary business functions can include any or all of these. Most businesses divide their functions into three tiers while providing a service. They include, Marketing, promotions, and graphic designing and advertisement through social media (Brown, 2008). 
[bookmark: _Toc110508146][bookmark: _Toc111846708]Prominent Functions required for Businesses in the 21st century:
[bookmark: _Toc110508147][bookmark: _Toc111846709]Corporate Social Responsibility (CSR):
CSR attempts to keep firms socially accountable while also making a positive impact on society as a kind of self-regulation. Environmental stewardship, equality and diversity in the workplace, treating employees with dignity and respect while also giving back to the society are just a few examples of how a firm can adopt corporate social responsibility (CSR) (Gupta and Sharma, 2009). As a voluntary practise, corporate social responsibility (CSR) is now covered by regional, national, and international law. Many businesses go above and above the call of duty to uphold the ideal of "doing good," even if it is lawful. A company's CSR practises must be integrated into the company's culture and business processes in order to be considered authentic. Customers and employees alike agree that CSR (Corporate Social Responsibility) is more vital now than ever before. They have the ability to detect dishonesty in a business. CSR initiatives should be chosen based on a company's beliefs, corporate mission, and major issues, which should be examined. Either the corporation or a third party can handle this. The United Nations' 17 Sustainable Development Goals are a great place to start. Certain companies, such as water technology or energy suppliers, may be more interested in goals such as life below water or affordable clean energy than others, such as gender equality or good health and well-being (Singh and Misra, 2021).
[bookmark: _Toc110508148][bookmark: _Toc111846710]Importance of CSR:
[bookmark: _Toc110508149][bookmark: _Toc111846711]Improving the perception of Customers:
The public image of companies is becoming more and more socially conscious. Corporate social responsibility (CSR) is increasingly important to consumers, employees, and other stakeholders, who hold companies to account for their principles, policies, and profitability. To set themselves apart from the competition, businesses must demonstrate to the public that they are positive forces in the world (Siltaloppi et al., 2021). In order to remain relevant and enhance the value of their brand, every company can profit from endorsing and promoting socially significant causes. Perceived positive impact and increased brand value were found to be connected in Kantar Purpose 2020. In the last 12 years, the brand value of companies with a high public perception of positive impact has increased by 175%, while the brand value of companies with a low public impression of positive impact has increased by 70% (Kantar, 2020).
[bookmark: _Toc110508150][bookmark: _Toc111846712]Attracting and Retaining Employees:
Consumers are not the only ones who benefit from businesses that give back. Today's top talent is significantly influenced by firms' sustainability initiatives when picking where to work, according to Susan Cooney, Symantec's global head of diversity and inclusion (D&I) (Patrizia, 2012). An employee survey conducted by Deloitte 2021 found that millennials and Generation Z are more concerned about the quality of the work environment than they are about financial compensation. When it comes to finding a career, nearly half of millennials and nearly half of Gen Zers are guided by their own morals. According to the Porter Novelli Purpose Tracker 2021 study, 70% of respondents claimed they would not work for a company that did not share their basic beliefs. It is more likely that the ideals and CSR programmes of the company will keep its current personnel (Reckmann, 2019). According to Deloitte's 2020 Global Marketing Trends Report, companies with a defined mission are more likely to retain their best personnel (pdf). Considering that a single employee can cost as much as 40% of an employee's annual revenue, it is well worth the effort to offer the team a sense of purpose and meaning in their work (Deloitte Insights, 2020) 
[bookmark: _Toc110508151][bookmark: _Toc111846713]Building a Socially Responsible Business:
Many small firms, especially those just getting started, can still have a significant impact on the communities in which they operate, despite the fact that they lack the resources of larger organisations. When deciding on and executing a CSR initiative, employees should be a part of the decision-making process. Organise an internal group to take the initiative and select organisations or causes that are important to the company, or about which its employees care deeply (Barnett et al., 2020). That which is meaningful to the employees of an organisation can have a positive impact on employee satisfaction and productivity. When making decisions, it is critical for a manager to consult their workforce.
[bookmark: _Toc110508152][bookmark: _Toc111846714]Milestones:
Whenever one starts business or any firm, it is a relatively a new experience for him. He is unable to predict how will his business and organisation will perform in the future. In this regard, many assumptions take place in some become validated while some invalidated. It is because some predictions will be wrong completely, while some will be partially wrong. What is important in this regard is that the owner of the business must produce his knowledge and skills continuously to be remained consistent (Cox, 2020). That is why this whole process is called a learning process.
In this regard, every firm and business who are committed and want to be successful in the future, they have to set some milestones for future purposes. These milestones can be based on some stages or short and long-term processes. Following are the key stages involved in setting a milestone. 
[bookmark: _Toc110508153][bookmark: _Toc111846715]Stage 1: Completion of Product Testing and Concept
Before starting an official business, Quick coffee beans must test its product first. It is important because it is less expensive than starting it officially. Once its product is tested successfully, then the next stage will take place.
[bookmark: _Toc110508154][bookmark: _Toc111846716]Stage 2: Completion of Prototype
It is process in which useful information are gathered related to the product and business, especially in the existing market. Likewise, hidden opportunities are also explored in this process. 
[bookmark: _Toc110508155][bookmark: _Toc111846717]Stage 3: Financing: First financing
At this stage, the owner of the quick coffee beans will have to determine that who will be financing for these initial stages. Whether some stakeholder or shareholder will be part of this process or not. Likewise, it will also take a first step towards financing for initiating business officially. 
[bookmark: _Toc110508156][bookmark: _Toc111846718]Stage 4: Completion of Initial tests of Quick coffee beans products
Once aforementioned three stages are completed successfully, then this process is about to complete the initial tests of products that would be used in the production of this process. Likewise, it also includes processing costs and skills, investment prerequisites, material costs and stability, and maintenance, run time and processing specification. 
[bookmark: _Toc110508157][bookmark: _Toc111846719]Stage 5: Market Testing:
Now, this is the stage where the owner of the quick coffee beans will have to test its products owing to the market requirements. In other words, the products will be tested in the market (Ptel, 2020). This stage will determine whether the coffee bean products will be launched in the market or not. 
[bookmark: _Toc110508158][bookmark: _Toc111846720]Stage 6: Production Start-up
Once market testing is completed successfully, the next stage is about to start a business officially in the market. 
After getting start of business, a few prominent thought and functions are required for running a successful business. These functions include finance department, production, sales & marketing, research and development, and customer service. 
[bookmark: _Toc110508159][bookmark: _Toc111846721]Required Functions and Department for Quick coffee beans:
[bookmark: _Toc110508160][bookmark: _Toc111846722]Finance Department:
A finance and accounting firm or department handles all aspects of business funding, budgeting, accounting, and financial oversight. Customers' invoices, employee paychecks and paid time off are some of the things they deal with, as are cash flow and expense payments, audits, and other matters relating to financial and tax legislation (Kotlarsky et al., 2020). Equipment and other supplies, such as raw materials, are sometimes loaned by manufacturing industry financing organisations to small businesses.
[bookmark: _Toc111846723]Sales and Marketing
The fundamental goal of sales and marketing businesses and teams is to promote a business to possible investors, clients, customers, or sponsors. For example, selecting the items and services offered, setting competitive pricing and promotions, creating a brand identity, including a logo or tagline, and executing effective marketing and advertising campaigns are all included in this process. Marketing agencies and departments can also manage website development, digital and social media advertising, and SEO (Riley, 2022). Further responsibilities of sales and marketing include influencer marketing, event and media planning, influencer marketing, and product packaging design, and social media marketing. 
[bookmark: _Toc110508161][bookmark: _Toc111846724]Production
Production divisions or organisations that produce things or provide services to customers are known as manufacturing branches. An airplane-parts factory or a bakery that produces goods for small enterprises or serves as a supplier to a larger corporation are two examples of these environments (Wolniak, 2020). Another alternative is to work with a production team to create a television show, commercial, film, or musical CD.
[bookmark: _Toc110508162][bookmark: _Toc111846725]Research and Development (R&D)
Innovation is propelled by companies or divisions devoted only to research and development. When it comes to boosting a company's bottom line, businesses rely on their product development and market research teams (Heines et al., 2021). Research and development companies and departments are well-versed in the current market conditions of a specific industry or area. R&D businesses or teams are frequently hired by technology companies to create and provide technologies that are more enticing than their competitors and to publicise them first.
[bookmark: _Toc110508163][bookmark: _Toc111846726]Customer Service:
It is the job of customer service organisations or departments to maintain an organization's relationship with customers (Wolniak, 2020). Delivering customers, they can be counted on for prompt and courteous service by responding to their questions, completing orders and resolving issues or otherwise addressing their concerns. Thanks to technological advancements, customer service representatives can now provide assistance to customers in person, over the phone, or via online chat.
Every business must have innovation in term of employing latest technology in their businesses. Because it is becoming a prerequisite part of the business in contemporary times (Howell et al., 2018). 
[bookmark: _Toc110508170][bookmark: _Toc111846727]Exit plan:
Many business owners do not give much thought to an exit strategy until it is time to make significant changes. With no exit strategy in place, entrepreneurs are limiting themselves. To ensure the greatest potential outcome, an exit strategy should be created prior to leaving the organisation. A corporation's departure strategy, in the eyes of many, is a death knell for the company (Sardeshmukh et al., 2021).
Steps include: preparing for finance, considering options, speaking with investors, informing employees, and choosing a new leadership for the organisation. 
[bookmark: _Toc110508171][bookmark: _Toc111846728]Conclusion
This study discussed different options for Quick coffee beans which is getting start officially. In this regard, it has been concluded that Quick coffee beans needs to have Corporate social responsibility (CSR) coupled with different business functions required to run a business. Likewise, it should also a have an effective milestone strategy and as well as exit plan.
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                           Mission and Vision • Be higher level than the  competition, with particular  attention to our customers  and their requirements  (Jasper's, 2021). • Our vision is to propose a  relaxing but stimulating  environment to transmit our  knowledge and our love for  coffee (Kang, 2021) .    (author picture)
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                           Business Structure  Quick Coffee Bean Ltd     • Quick Coffee Bean Ltd will be  run by its Owner and managed  by its directors. • Limited liability for the owner,  directors and shareholders. • Tax advantages
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                                                         Product or Service Description    • Coffee Workshop • In House Roastery • In House made Sandwiches  and snacks • Raw material sourced locally • Green charging stations • Free high speed internet  • Consumer centred service                               Image source 
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Marketing Analy5|s and Trends

» Purchasing behaviour of the consumers
» Bargains with the suppliers

» Ecological and environmental impacts

» Rivalry with existing companies

=  Keeping up with the trends

Bringing a focus in introducing
innovation on the delivery process of
the coffee beans (Greenspan, 2022).
Q.C.B. Ltd will give the consumer
opportunity to be part of the family
through workshops.
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                           Marketing Analysis and Trends     Purchasing behaviour of the consumers   Bargains with the suppliers  Ecological and environmental impacts  Rivalry with existing companies   Keeping up with the trends Bringing a focus in introducing  innovation on the delivery process of  the coffee beans (Greenspan, 2022).  Q.C.B. Ltd will give the consumer  opportunity to be part of the family  through workshops.
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                              S trength – new concept, innovation idea, highly   motivated, Strong working Team  W ickness – new in the market, low customer base   O pportunity – usage of new technology, social media   promotions, future partnerships  T hreats – excessive market competition, prices of raw   materials can fluctuate over  time ( Shinbrot, X.A., 2019).  
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                          E  E  S  T  L  P  olitical  conomical  ocial  echnological  egal  nvironmental       Consumers are seeking cheaper alternatives due to  economical impact from of the pandemic. Outsourcing the raw materials, complying with social and  environmental norms. The green and ethical consumers are on the rise, social  responsibility as well.  Mobile payments and social media lets the consumers  order and interact with the product in a familiar way. Consumers rights, product quality, hygienic environment,  comply with the laws and local regulations. Outsourcing the coffee beans ethically, product is  traceable back to the source.
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                                        Operations   1800 square feet of indoor  Around 400 square feet of outdoor patio  space, with lockup racks for bicycles  A four - years lease at £2900/month with a  fifth year free  T rash collection, recycling, pest control  Gas, water, electricity, internet, phone  approx. £740/month               
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                                          Staffing  Two full - time  and six part - time baristas  Mary March  The two full - time  employees  are previous  employees of  the owner  The part - time  employees  will be  sourced  between local  students  Employee  loyalty, a  bonus/profit  sharing            
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> Point of sale (POS) » Accounting software

» Merchant processor » Payroll software

» Inventory software/vendor ordering > Receiptapp

» Online ordering
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                           Coffee Shop and Coffee Management  Software  Point of sale (POS)  Merchant processor  Inventory software/vendor ordering  Online ordering Financial software and technology  Accounting software  Payroll software  Receipt app  Bill payment software  Sales and use tax reporting  Cloud document storage Technology Plan    
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                            Social Responsibility and Sustainability         • Quick Coffee Bean Ltd if fully aware  of the impact climate change could  have on the farmers. ( Laderach , P.,  Lundy, M., Jarvis, A., Ramirez, J.,  Portilla, E.P., Schepp, K. and  Eitzinger , A., 2011). • Coffee beans will be available to be  traced the costumer and consumer  back to the source.
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Products and Services 15 Days
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                                                              Development Plan                                 Activities (Milestones)  Time -Taken  Business Concept  20 Days  Products and Services  15 Days  Target Market  2 Mounth  Marketing Plan  60 Days  Operational Plan  4 Months  Competitive Analysis (Li et al. 2020 )  120 - 150 Days  Deciding upon Organizational  Structure  (Team Management 0  1 Month  Financial Requirements  60 Days  Save money for personal expenses  Attain funds from local sources  Set high standards by training staff
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Milestones

One is unable to predict how will his business and
organization will perform in the future.

It is because some predictions will be wrong completely,
while some will be partially wrong.

What is important in this regard is that the owner of the
business must produce his knowledge and skills to
continue to be consistent (Cox, 2020).

« Stage 1:Find Commercial Place.
« Stage 2: Looking for potential investors.

« Stage 3: Simple Random Sampling of Quick Coffee
Beans products.

« Stage 4: Market testing.
« Stage 5: Opening up the shop.
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                           Milestones    • One is unable to predict how will his business and  organization will perform in the future.  • It is because some predictions will be wrong completely,  while some will be partially wrong.  • What is important in this regard is that the owner of the  business must produce his knowledge and skills to  continue to be consistent (Cox, 2020).  • Stage 1:Find Commercial Place.  • Stage 2:  Looking for potential investors.  • Stage 3: Simple Random Sampling of Quick Coffee  Beans products.  • Stage 4: Market testing.  • Stage 5:  Opening up the shop. 
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              Thank you!  Any Question?


