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1. [bookmark: _Toc58029227]Company Concept and Idea
My business idea came from the fact that I am passionate about the taste of coffee. I wanted to create a business that offers quality products at a good price / quality ratio. I was also of the opinion that there should be a place in Bucharest, Romania where people can relax, be inspired, and drink a cup of coffee with pets in their lap. Thus, Coffee Paw was created.
2. [bookmark: _Toc58029228]Company Name
The company will be known as Coffee Paw, because I want to put a personal note into the business, and to let people know from the name what this business is about. I also added a ‘cute’ note with the Paw, making customers attracted to my café. 
3. [bookmark: _Toc58029229]Mission Statement
The main idea behind Coffee Paw consists of preparing and serving a wide range of coffees, teas, alcoholic and non-alcoholic beverages, and pastries (biscuits, cookies, croissants etc.) that go with the taste of the coffee. Coffee Paw wants to surprise the consumers of Bucharest with a new concept in regard to serving drinks in a pleasant environment by a specialized staff that serves promptly and always with a smile. A high quality of service is important for me. I rely on the fact that the diversity of the product range will have a positive impact on consumers. I also bring forth a wonderful phenomenon: providing a relaxing and fun space where people can get away from the city with the company of a household pet – outside their home. In a crowded city such as Bucharest, high costs and a busy working life (Stowe, 2017) prevent many residents to take full-time care of a pet. This can be seen in Tokyo, another international city which now has around 40 pet cafés, although it doesn’t just end with pets: rabbits, owls and even goats have begun occupying venues around Japan (Culture Trip, 2017). Studies have shown that the animal/human connection can lower blood pressure and elevate mood. Animal therapy using cats and dogs is now used for a variety of treatments like post-operative recovery, depression, and socialization of people with autism (National Institutes of Health, 2020).
4. [bookmark: _Toc58029230]Business Aims
The objective of the cafe is to create a successful business, to permanently adapt to the business environment of Bucharest by offering new quality products. In the first year we aim to have 100 clients per day and to establish trust between us and the clients. We expect this number to increase the following years
Coffee Paw aims to become the market leader in the field of public catering in Bucharest. I want to expand in the neighboring countries. Also, the business’ vision is to get more pets good homes, provide quality drinks and snacks, and be an educational resource for our communities on pet care. We accomplish this by communicating on best practices and providing cozy atmospheres for our cats and customers.
5. [bookmark: _Toc58029231]Business Objectives
The main objectives of the company over the next 5 years are:
· Attracting consumers and gain their loyalty.
· Opening new work points.
· Diversifying the range of products.
· Creating a website to promote through social networks.
· Reaching the neighboring countries (Moldavia, Bulgaria, Greece, Italy).
· Become the leader on the market.
· Increasing the turnover to 50000 Euro / year.
· Increasing the number of employees from 8 to 30 by opening new cafes.
I believe that my company will be successful because I aim to offer our customers a wide range of coffees in the first place. I will try to prepare coffee specialties that are not found at other coffee houses in Bucharest. Secondly, I believe that a strong point of my business lies in the fact that it is located in an area heavily circulated by students but also by other categories of clients. I will hire qualified staff that will show professionalism and promptness in serving the products. Also, the interior decoration and the exterior of the café will make the customer feel good and also want to come back to us every time they intend to go out with friends, have a cup of coffee and hear good music. Not only does Coffee Paw have plenty of pets for customer to hang out with, but it will also help with rehoming abandoned pets, which represents a problem in Bucharest (The Guardian, 2019). 
6. [bookmark: _Toc58029232]  Legal Identity
I want my business to be a limited company since it is the most common legal identity for start-ups. At the same time, this is the only legal identity that protects me in case that my business will fail (Company Bug, 2020).
7. [bookmark: _Toc58029233]Target
The target audience of our coffee house are consumers over 15 years old that prefer to spend their free time in a pleasant environment and enjoy a quality product. People with a constant need for socialization, or those looking for a nice place to spend their free time are also welcomed. At the same time, families with children are also targeted, since Coffee Paw is a great place to play with pets or even adopt one. 


8. [bookmark: _Toc58029234]Pricing Strategy
Our cafe practices medium prices, compared to the cafes already on the market. Depending on the product, Coffee Paw will practice a mark-up of 30% (for alcoholic and non-alcoholic beverages) and up to 300% (for coffee and tea products). Thus, a coffee will cost between 5 and 15 lei, a hot chocolate between 7 and 10 lei, non-alcoholic drinks between 5 and 8 lei, alcoholic beverages between 6 and 20 lei. The profit will be generated by selling to our consumers the products we offer and also thanks to our pets companions. It is 12 lei for an hour, with food and drinks charged separately. During the workdays, between 15:00 and 18:00, Coffee Paw will implement a 20% reduced prices policy to attract new customers. Loyal customers will be rewarded regularly by drinks or even consumption on the house (depending on their frequency and volume of consumption).
The schedule is as follows: Monday to Friday 8:00-00:00, Saturday and Sunday: 10:00- 00:00.
9. [bookmark: _Toc58029235]Product & Services
Our current products:
	Product
	% from total sales 

	Non-alcoholic drinks 
	40% 

	Alcoholic drinks 
	15% 

	Refreshers 
	25% 

	Pastries 
	20% 



The café will serve coffee, tea, alcoholic drinks and soft drinks, pastries, and cakes.
In addition to these products, the café will organize thematic evenings such as karaoke etc. Also, free internet access and magazines, newspapers and board games will be provided so that customers can enjoy their coffee by reading the latest news or letting off some steam with friends. Hot non-alcoholic beverages served by us include coffee, tea, and hot chocolate. There are plenty of coffee specialties. Among them, Coffee Paw serves espressos (espresso, double espresso, espresso macchiato), cappuccino (Cappuccino, Viennese Cappuccino, Cappuccino Baileys, Cinnamon Cappuccino, Cappuccino Hazelnut), Special Caffe (Caffe la Folie, Caffe Mozart, Caffe Latte, Irish Coffee, Caffe Baileys, Caffe Crème Caramel), Caffe Frappe (Caffe Frape, Amaretto Frappe, Baileys Frappe, Frappe Strong, Dream Frappe, Cinnamon Frappe). In regard to tea, we offer: Green Tea, Fruit Tea, Black Tea and as for hot chocolate we serve: White Chocolate, Strawberry and Cream Chocolate, Caramel Chocolate and Orange Chocolate.
Among the alcoholic beverages we serve: Wine, Beer, Cognac, Liqueur, Vodka and Rom.
Customers will also be able to enjoy a refreshing drink such as bottled and natural juices, fresh, lemonade and water.
As for pastries, we put up for consumption: croutons, donuts, cookies, biscuits, cakes and croissants.
10. [bookmark: _Toc58029236]Technical Process
Our most popular beverage among our customers is The Espresso. The Espresso machine is designed to make a strong drink, by purging the steam over a small portion of finely ground and very roasted coffee. The classic recipe for a cup is the following: 6.5- 7.5 grams of ground coffee, 30ml of water at a temperature of 88-92 degrees C, a maximum pressure of 9 atm and a 30 second extraction time. The drink should be dark brown, 2-3 mm thick, and kept for 2 minutes (Denby Dale Coffee, 2020). Those who find it too strong can opt for the cappuccino, made from one third of an espresso, one third of the milk and one third of the milk foam. 
Once prepared, the coffee is placed on a plate along with the sugar, milk if required, a glass of water, a piece of chocolate and, if required by the customer, a pastry product.
11. [bookmark: _Toc58029237]Marketing activity
More than anything, the management wants the strongest promotion mechanism of the café to be the recommendation of satisfied customers.
According to café owners, regular clients are people aged 18 to 40 who appreciate quality products and services (Mackenzie, Meyer, Noble, 2013).  Business people account for 50% of customers in cafes (Severson, Yaffe-Bellany, 2020). The percentage rises even to 70% for some cafes that are located near business centres. In their case, the customer flow is the highest early in the morning or late at night.
Coffee consumption in cafes has increased considerably in Romania in recent years, along with a significant increase in customer numbers (CBI, 2020). These increases were accompanied by a decrease in the time spent at the dinner table. 
We will strive so Coffee Paw is constantly promoted in both paper and online format. These channels will provide a brief description of the café, the services and thematic evenings, its own website and a reservation phone number.
The Café management will also opt for an internet page to provide information about the products offered and the schedule and the possibility to book online or by phone.



12. [bookmark: _Toc58029238]Physical resources
Regarding the resources need, we are in contract with suppliers of the raw materials that we need, such as: the suppliers of coffee, alcoholic and non-alcoholic beverages, tea, and pastries. We are also in contract with suppliers of electricity, water, gas, and internet.
The main suppliers of resources:
	Resources
	Supplier name

	Coffee
	Julius Mainl România, Strauss România, Nordic Import Export, Nestle România, Pro Brand Distribution

	Tea
	Tea Tales, Strauss România, Lipton

	Refreshers
	Metro

	Alcoholic drinks
	Heineken România, Ursus Breweries, Bermas, Cotnari, Ecuator Holding, Trust Orizont

	Pastries
	Cofetăria Scala

	Electricity
	E.ON Energie România

	Gas
	E.ON Gaz Distributie S.A

	Water
	ACET.S.A

	Internet
	UPC



The necessary equipment (for making coffee, tea, and chocolate products and for the keeping/maintaining of these beverages and pastries) will be obtained directly from suppliers based on a contract. This way, the company will have modern equipment at no extra cost. In addition to this, coffee suppliers will also provide training for employees on the use of appliances and also how to serve the products.
Technical data on the main machines and equipment owned by Coffee Paw:
	Asset
	Characteristics
	Fabrication Year

	Espresso Machine
	Espresso machine with two fully automatic groups, automatic water supply, pressure gauge, water tap
	2015

	Mixer for drinks
	Speed variator, power: 100W / 220V, capacity: 0.55 cc.1 lexan beaker, chrome body dimensions: 150x195x485 hm
	2015

	Showcase Bar
	Capacity 210 bottles, Ventilated cooling, Thermometer and digital thermostat, Automatic defrosting, Key lock for each door, Height adjustable legs, Shelves, Working temperature + 2ºC ... + 12ºC, Ambient working temperature + 32ºC, Weight 42kg, Dimensions: 920 x 500 x 910 mm
	2015

	Citrus Juice Extractor
	Manual stainless steel citrus juice extractor
	2016



Rent expenses: 1300 EURO / MONTH
Utilities:
1. Electricity, water, and gas: 300 EURO / MONTH
2. Internet: 25 EURO / MONTH
Supply costs:
One kilogram of quality coffee (e.g. Julius Meinl) costs between 100 and 119 RON and the preparation of the coffee requires 8g of coffee powder, which means that one kilogram of coffee can make up to 125 coffees.
13. [bookmark: _Toc58029239]Financial Resources
The only source of investment that I will use is the personal one. I have managed to save up to 40.000 EUR in the last few years for my business. 
14. [bookmark: _Toc58029240]Human Resources
All members of our company will have a very important role in its development and that is why professionalism and responsibility are required from our employees. Because we value the professionalism of the employees, their recruitment will be done by one of the managers with the upmost of care, since hiring the right people for the right job is crucial for start-up companies. All staff will be hired with workbooks, indefinitely. Remuneration will be made through fixed salary and bonuses will be awarded on certain occasions.
	Position
	Number of employees 

	Manager
	2 

	Waiter
	4 

	Barman 
	2 



Staff costs:
1. Manager: 750 EURO / MONTH
2. Waiter: 300 EURO / MONTH
3. Bartender: 350 EURO / MONTH
Total staff costs: 1400 EURO / MONTH
15. [bookmark: _Toc58029241]Cash and customer flow
In the first year, a flow of 100 customers per day is expected, the business is expected to grow by 25% per year and thus, 125 clients daily are expected in the second year. In the third year 150 clients are to be expected.

		Nr. 
Crt. 
	Element 
	U.M. 
	Year 1 
	Year 2 
	Year 3 
	Year 4 
	Year 5 

	1 
	Turnover 
	Thousand EURO 
	30000 
	35000 
	40000 
	45000 
	50000 

	2 
	Profit 
	Thousand EURO 
	15000 
	18000 
	20000 
	20000 
	25000 

	3 
	Employees 
	Nr. 
	8 
	8 
	8 
	15 
	30 






16. [bookmark: _Toc58029242]SWOT Analysis
	STRENGHTS
Unique concept
Sustainable
Large variety of products
Suitable for all ages
Membership options
Pet friendly
	WEAKNESSES
New business
Huge competition
Big staff salaries

	OPPORTUNITIES
Pet adoption
Expand the business abroad
Closely working with authorities to solve the abandoned pets issue
	THREATS
Pandemic
Economical crisis
Risk of not getting any profit
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