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1.0 Executive summary 
the business plan consist of establishing an all vegan café, providing strictly all vegan products, providing the vegan market with extensive choice as well as creating healthy alternatives for non-vegan consumers, the business would operate within a busy city center Highstreet location amongst similar market competitors, the vegan café would gain competitive advantage by targeting a specific market by utilizing the porters focus strategy, the business would be funded by government business start up loans, although the  business plans to penetrate a competitive market, the ethical practices for example recycling, reducing animal product and promoting healthy lifestyle would pose as an significant advantage for the vegan café and in return provide sustainability. 
2.0 introduction 
2.1 business idea 
An all-vegan-based café, the idea behind the business would be to launch a health-focused café amongst the completive café market. The vegan café business would solely focus on providing sustainably sourced vegan foods and beverages, within an efficient and relaxed environment attentive on providing the rapidly growing vegan market with an establishment purely centered on providing extensive menus, offering many foods and beverages prepared using strictly vegan ingredients, providing a healthy alternative and choice for vegan, health focused, consumers as well as customers who are concerned with animal rights campaigns.   
2.2 business model 
Like most coffee shops, a retail business model approach would be adopted. providing a range of sustainably sourced products and ingredients within a relaxed efficient café premises similar to many other cafes. the business would provide efficient access for busy customers as well as a comfortable seating plan for customers who wish to dine along with a range of facilities for example toilets, recycling points, charging stations, and disabled access. located along side market competitors within a busy city centre high street, the ideal location for the vegan-based cafe shop would be based on high footfall areas alongside a consideration of the geographical location and distance from local amnesties such train stations, transport routes and business. 





2.3 uniqueness 
With a shifting trend in the UK for vegan based foods and beverages, has seen a drastic increase in recent years. Consumers are beginning to become more health and environmentally conscious towards their own consumption which has prompted many to change their dietary habits (Trent Grassian, 2020). This presents a unique opportunity across the UK for new and innovative vegan-based sustainable cafes to provide a range of sustainable and vegan based products to cater to this growing consumer demographic. Cafes are a common sight on many highstreets throughout the UK (find reference) although the amount of vegan-based sustainable cafe is relatively low providing a rarity amongst the business, with common cafés only offering limited menus and alternatives for vegans, the vegan café possess an opportunity to withhold the void within the market by offering extensive, ecofriendly, heath  focused vegan menus, a unique sight amongst market competitors. Such factors would result in a sustainable competitive advantage.
3.0 strategic direction
 
3.1 Vision statement
 
Striving to become the number one food and beverage provider for the ever-growing vegan community, Turning limited menus into extensive possibilities. 
3.2 mission statement
 
The vision for the vegan café is to focus and specialize exclusively on providing an extensive range of vegan foods and beverages in a relaxed efficient convenient environment alongside other major market competitors. Establishing a long-awaited establishment for the vegan customer with the minimum carbon footprint as possible. 
3.3 objectives 
Objectives are based upon the assumptions of the smart framework, the acronym smart consists of specific, measurable, achievable, relevant, time based. Ensuring the success and relevance of each objective. 
To enhance customer base by 10 percent each year in line with the growing vegan diet lifestyle trend 
Butz and Goodstein, (1996) suggest that focusing on customer satisfaction can help to enhance the customer base, by ensuring that the services offered by the business frequently fulfill or surpass customers’ needs and wants this would result in gaining and strengthening the customer base over a period of time. 
To increase the profitability by 5 percent within the first 5 years of launching the business 
The research of Buzzell (1974) suggests that market share is greatly identified as being a major contributing factor of a business’s overall profitability, claiming that gaining a higher or increased market share would result in increased profitability. Increasing productivity and efficiency within the workplace can also have a positive effect on increasing profitability within the business. Ogbadu (2009) suggest that profitability can be enhanced through successful management of materials for example the coffee beans used by the business, in regard to the vegan café, correct use of equipment and storage of coffee beans could help to reduce waste of the product which in return could boost profitability. 
To Improve operational efficiency and reduce carbon footprint by 5 percent within the first year of business.
By selecting carbon efficient suppliers and fare trade registered suppliers of coffee beans may well have a positive impact on the carbon footprint produced by the café. by ensuring the products have been carefully and correctly produced and sourced in line with the fair-trade standards. Wang et al. (2021) suggest that the use of recyclable packing can help to decrease the expenditure of natural resources, by adopting such practices could also positively impact the carbon footprint produced by the café.
4.0 Environmental scan (Internal and external)
4.1 Internal 
4.1.1 SWOT analysis 
Through the use of the SWOT analysis framework, strengths, weaknesses, opportunities and threats surrounding the business can be determined (Gurl, 2017).
Strengths
· Unique product - specializing strictly on vegan foods and beverages, offering consumers a wider range of vegan products to choose from rather than limited menus or limited options. 
· Competitive pricing structure – price structure similar to the leading coffee shops and café that operate within in a similar market. Similar pricing structures allow the café to remain competitive amongst market rivals (Binkley and Connor, 1998).
· Innovative packaging  -  innovative packaging provides easy disposable and recyclable packing options for products, focusing on packaging that has the shortest life cycle possible, in return would boost the promotion of recycling (Ferrão et al., 2014).
Weaknesses 
· Only stock vegan products – the café is centred around the modern vegan stocking strictly all vegan foods and beverages, such concept could be seen as a limited menu for customers who wish to purchase non vegan foods and beverages. 
· Lack of experience and staff training – as a new market entrance the café would suffer from a lack of experience and training for staff members. 
Opportunities 
· Opportunities to expand store and menu – the café would possess the opportunity to expand space, the café would also have the opportunity to provide new products on the menu to create more extensive choice for customers. 
· Growing market – the rapid growth of the vegan lifestyle trend would result in further opportunities for the café for example the opportunity to establish the brand. 
· Develop delivery services – opportunity to develop and provide delivery services to customers and local business
Threats 
· Price fluctuations due to economy -  uncertainty on price and demand of products due to economy fluctuations and trade laws. Such factors may affect productivity of the café due to low stock.
· High threat of new Market entrants – high threat of new market entrants due to vegan diet being a new trend, without many brands or café catering for the lifestyle choice this in result leaves a gap in the market for new investors.
· High competition from major market brands – high competition from major brands operating in the same market, due to higher budgets, brand loyalty








4.1.2 VRIO analysis
Through the utilization of a VRIO analysis, business can evaluate its resources and capabilities, and in return use such findings to evaluate sustainability and competitive advantage (Ariyani and Daryanto, 2018).
Valuable
· High quality – high quality sustainably sourced ingredients providing high quality products.
· Product range – offering an extensive range of vegan-based products guarantees a wide range of products which cater to a wider range of dietary requirements for example vegan, milk alternatives and gluten-free products.
· Healthy alternative – offers healthy alternative food and beverages in comparison to similar competitors
Rare 
· unique supplies – offering sustainable and high-quality vegan products and  specialised machinery ensures we can offer a specialized product and experience which ensures rarity and product differentiation. 
· Products and ingredients are not readily available to competitors 
Immitigable 
· Rarity of new products are hard for competitors to copy 
· Sustainability aspects / packing recyclable 
Organisation 
· Innovative packing – biodegradable ecofriendly packaging 
· New menu ideas – constant development and room to develop vegan dishes 
· Specialised staff – Obtaining specialised staff to operate equipment and ensure the business is sustainable is essential to the success of the business idea

The utilization of a VRIO analysis has explored the sustainability and competitive advantage surrounding the vegan café, highlighting the rarity and uniqueness the business possesses. Assuming that imitability is at low to medium risk. 



4.2 external
4.2.1 PESTLE analysis 
A PESTLE analysis is an extremely valuable analytic tool useful in exploring uncontrollable external factors snoring a business (Perera, 2017).  
Political
· Government regulations – fluctuations of waste disposal and energy usage regulations could have a negative effect on operational costs of the café 
· Trade agreement – changes in trade agreement could potentially affect the café ability to source products at the appropriate price in return having a negative affect on business operations
Economic
· the current cost of living crisis could potentially affect the buying power of customers.
· Inflation
· Energy prices 
· Changes in exchange rates could potentially affect the cost of imported supplies, in which the café pricing structure could be affected
Social
· Demand for vegan products could positively affect the popularity surrounding the café. 
· The rise Healthy of eating campaigns would create a popularity amongst the business. 
· Animal rights campaigns may result in higher popularity amongst the café 

Technological
· Social media – the utilization of social media for marketing campaigns could allow the cafe to gain greater exposure amongst an extensive customer base. 
· Operational efficiency value could be added for customers with the use of online ordering systems and online delivery services

Legal
· Packaging and labelling regulations on packaging for example recyclable biodegradable packaging or the use of correct diet labelling 
· Consumer protection acts 
· Data protection
Environmental
· Innovate recyclable packaging promoting ethical values to recycling and the environment 
· Reduced carbon footprint due to recycling and innovative packaging 

4.2.2 porters 5 forces 
Porters 5 forces is extremely useful tool in executing a strategic analysis amongst a business in a  combative market (Mazikana, 2023).
Threat of new market entrants - Risk moderate to high
With rapidly growing vegan diet trend within the UK, the vegan café would pose as an attractive venture for new market investors, although may attributes for example trade agreements, investment, locating suppliers would act as a barrier. 
Bargaining power of suppliers – low to moderate 
Although suppliers of vegan products may have restricted opportunities, the popularity surrounding the market could provide suppliers with higher bargaining power, however this can be avoided by developing strong relations with suppliers.
Bargaining power of buyers - Moderate to high
Due to rapidly growing vegan diet trend within the UK, and the rise of vegan establishments or vegan options, customers have a high barging power, although the sustainability aspect of the cafe could provide an advantage for loyal customers
Threat of substitutes – moderate to high
Major competitors within the same market may pose as major threat of substitute products for consumers, although the vegan café would possess an advantage be purely providing sustainable vegan products.
Competitive rivalry – high 
With the major rise in coffee shops and cafés within the UK competitive rivalry is high, many established brands for example costa , Starbucks are offering vegan alternatives within their menus.  
5.0 Stakeholder analysis 
Mendlows matrix 
Stakeholders possess a vital role within a business, stakeholders retain involvement or interest   within a business objectives, strategies, goals and performance CITE. A mendlows matrix is an analysis tool used to determine the power and interest each stakeholder possess within a business (Almutairi et al., 2019).  


	Stakeholder analysis mendelow’s matrix

	High power low interest 
	High power high interest 

	· Council 
· Government
· Suppliers 
· Regulator bodies 
· Customers 
	· Loan company /Banking society 
· Sponsors 
· Shareholders 
· Management 



	Low power low interest 
	Low power high interest 

	· Community

	· Staff
· Environmental Organization 
· Competitors 



5.1 Internal stakeholders 
Internal stakeholders refers to an individual or group within a business who possess an  interest of the successfulness surrounding the business, some examples of internal stake holders within the vegan café would be, staff, shareholders, suppliers, management.

5.2 External stakeholders 
External stakeholders can be identified as external individuals or groups who posses and are concerned with the business success and performance, as well as individuals and groups who may be affected by the business in reference to the vegan café some of the external stakeholders are, community, customers, government and competitors 
Customers possess an extremely high power upon the vegan café, power for customers branches from the ability of buying power, customers decide weather to purchase or not to purchase, in result customers determine the impact on business profitability. Additionally, customers possess the ability to define a reputation of a business, a factor which can determine the success or failure of a business 
Supplier’s posses’ high power low interest in regard to the vegan café, suppliers supply the necessary resources needed for a business to function effectively, for example ingredients or packaging, suppliers are essential in business performance for example fluctuations in prices or supplies may have a negative effect on business performance, in return disrupt the way the business operates.
[bookmark: _Hlk141098675]6.0 Evaluation of the strategic growth options for the vegan café 
6.1 Porters’ generic strategies 
Differentiation 
The porter’s generic strategy differentiation is centred on providing consumers with products that are different and unique compared to the products offered by competitors, this strategy is focused on creating sustainability and value of products based upon difference and distinctive uniqueness based around the product (Akan et al, 2006).  differentiation can be achieved through many methods, for example a business could provide a new system of service or provide innovation amongst their products, however the success of this strategy relies on the willingness of consumers to make purchases of such new services or innovative, different products, typically business using this strategy tend to target unique or well-informed customers who are attentive to unique or innovative products (Bordean et al, 2010)



The vegan café provides a unique and healthy approach to café market, the café aims are to provide high quality foods and beverages prepared using high quality supplies and innovative recyclable packaging, ingredients would be sustainably sourced in line with government fair trade policies, focusing on providing unique health focused products, a complete opposite approach to market competitors. by serving strictly vegan foods and beverages the café targets health and diet focused individuals, within a growing market, by providing such uniqueness and differentiation amongst the products within the vegan café would create a sense of difference and rarity surrounding the brand. 
Focus strategy 
Focus strategy is centred on a business specifically targeting a niche set of customers, business can provide specialist or unique products that are attractive to an individual set of people and in return gain competitiveness, a focus strategy intends to build competitiveness and a market share through operating and specialising within a unique market aiming to be more effective than larger competitors targeting bigger markets (Weber, Fernandes Polo and Porter, 2009).
The vegan café would target specifically vegan, health conscious or customers with special diet requirements, as well as customers concerned with animal cruelty campaigns aimed the mass production of animal products. The vegan café would gain a competitive advantage through such focus on the niche vegan market through providing unique alternatives of foods and beverage purely prepared with high quality vegan products. 
Cost leadership 
Cost leadership is focused purely on achieving the lowest possible production and operational cost in order to offer consumers products for the bottommost price, cost leadership is centred on gaining an competitive advantage within an market by proving similar products as competitors for a lower purchasing price (Datta, 2010), cost leadership is highly beneficial within markets that include cost sensitive customers, the main focus of cost leadership is to produce and be able to sell products for lower prices than competitors whilst maintaining profits, cost leadership is most beneficial within markets that offer similar products, cost leadership can be achieved with a range of different methods, some of these methods include reducing and monitoring operational costs as well as allocating lower costing suppliers  


The vegan cafes approach to low cost innovative recyclable packaging could be an suitable attribute to cost leadership, by spending less on packaging allows the café to offer the products at an lower price, although the café is centred around the vegan diet lifestyle, the café would focus on providing vegan based substitutes at similar or lower costs of the competitors within the market, the cost leadership strategy would provide an attractiveness surrounding the café due to the options for customers to purchase healthier alternatives at a lower purchasing price, which in result could appeal to heath and price focused customers ultimately crating an competitive advantage.    
7.0 Selection and justification of the best fit strategy using the safe model 
Suitability 
The focus generic strategy is the best fit strategy for the vegan café, the focus strategy allows the business to gain an competitive advantage within the café market, the vegan café would target mostly individuals who maintain a vegan diet as well as individuals who are health or animal cruelty focused, such consumers would identify as a unique set of consumers, by targeting such consumer the café would be able to excel within its environment, and potentially allow the café to gain a competitive advantage and sustainability by supplying products for a share of the market that most similar competitors are not. The chosen strategy aligns with the vision and mission of the vegan café, the vegan café is centred on generating a well-established brand for the vegan consumers with many options and choices, a strong alternative for customers using already established major competitors who offer only limited menus. By focusing on purely vegan ingredients, this would allow the café an advantage in regard to supplies, the café would retain unique vegan suppliers although suppliers may be limited, this could provide the café with a competitive advantage in regard to not having to compete for cost leadership for common cafes supplies.








Acceptability 
The focus strategy would be best fit for the vegan café, as the café specifically targets the vegans therefor the implementation of the focus starter would not alter the way the business operates, for example, staff members within the vegan café would continue to operate to same standards and practices. The focus strategy could allow the vegan café to gain a good impression upon external stakeholders, due to the ethical practices the business promotes for example, healthy lifestyle choices, being ecofriendly and reducing animal product usage. However, the level of risk remains moderate due to the growing trend and the targeting of a narrow market, which could affect the relationship between the business and stakeholders, however, with the vegan diet lifestyle trend on the rise operating in such a niche market could amount to an extremely valuable competitive advantage as well as provide the café with the ability to remain sustainable, in which high profitability could be achieved and in return would satisfy stakeholders greatly.
Feasibility
With the focus and niche surrounding the vegan café, the café would already possess the resources to successfully implement the focus strategy, the vegan café is centred on specifically targeting a select market share, the focus strategy would allow the vegan café to implement their focus purely upon the vegan consumer, with the business model and uniqueness of the vegan café the focus strategy is an ideal fit for the vegan café to adopt, with the vegan café already possessing the systems and technologies needed to implement the strategy, however, reactions of stakeholders could have an significant effect upon the profits within the business, with the vegan café being fairly new to the market, competitors possess an advantage within the way they might react, for example, an already established competitor could introduce new products on their menu posing as major competition, however, the ethical practice behind the vegan café would provide an competitive advantage, in conclusion based upon the vision and assumptions of the vegan café, the focus strategy would be the best fit strategy for the business to adopt, due to such factors of the strategy being efficient, reasonable and in budget to implement usefully, the café would already possess the correct suppliers and staff along with the best fit organisational structure. 
8.0 Balance score card
Balance score card is an extremely useful tool in managing strategy performance. 

	
	Objectives 
	Measures
	Targets 
	Initiatives 

	Financial 
	
	
	
	

	1.
	Maintain operational cost for the first 3 years 
	Reviewing monthly finances 
	Maintain operational cost below 25 percent 
	Reduce waste, and focus on material management 

	2.
	To gain 15 percent profitability at the 
3 year of the business 
	Reviewing the operational cost monthly 
	Maintain 5 percent profitability growth every year
	increase the sales by investing on marketing campaigns (social media)

	Customer 
	
	
	
	

	1.
	To Increase customer base
	Review the monthly number of customers 
	Increase customer base by 10 percent a year
	Introduce social media marketing. 
Introduce Loyalty cards and loyalty incentives 

	2.
	To increase customer satisfaction 
	Review customer ratings monthly 
	Improve customer rating by 5 percent each year 
	Provide price and products are in line with customer needs and wants 

	Internal processes 
	
	
	
	

	1.
	Reduce product defects and poor quality   
	review customer complaints and returns weekly 
	Decrease customer complaints and returns by 2 percent each month 
	Provide staff with strengthened product knowledge and performance training 

	2.
	To enhance productivity 
	Review customer waiting times, as well as staff performance 
	Provide each customer is seen to within 3 minutes of entering the premises 
	Furter develop staff training, and customer service training, as well as machinery training 

	Learning and growth 
	
	
	
	

	1.
	Staff development 
	Provide workforce with training to enhance development 
	At least two staff member per month to receive training, focused on performance and development 
	Introduce and provide staff with training sessions and development targets 

	2.
	Innovation  
	To constantly promote innovation to products and packaging to reduce waste 
	To make at least 5 innovative changes to products or packing annually  
	Research into ecofriendly packaging, and determine methods of waste management to reduce waste



9.0 Conclusion 
The vegan café possess a competitive opportunity amongst the café market, with the vegan diet lifestyle on the rise (Phillips, 2005), the café posses an opportunity to penetrate the market, by adopting the focus strategy the vegan café has the ability to truly focus upon the vegan customers base and provide an extensive menu establishment. The vison behind surrounding the business plan is to construct a brand specifically focused on vegans and heath conscious customers, providing healthy alternatives. By targets such consumers put the business in a valuable position to implement the strategy effectively and in return build sustainability.in conclusion Although competitive advantage may be significant, the business approach to ethical values in regard to health and reducing anima products would build rarity amongst the business and in return provide a competitive advantage.
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