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[bookmark: _Toc214790291]TASK 1 Part 1
1. [bookmark: _Toc214790292]Product/Service Proposition and Company Name
Kaffeine spot is a modern and comfortable coffee shop selling great coffee at moderately low prices, and providing a suitable study space. It has free internet connection (Wi-Fi) and charge points, comfortable seats, and is aimed at serving students and professionals. The main drinks in the cafe are Caramel Cloud, Mocha Mint-Chill, and Cold Brew Fusion, featuring healthy snacks. The idea is to create a calm, artistic atmosphere where productivity and relaxation would be equal to high, coffee, and community-based comfort.
2. [bookmark: _Toc214790293]Story Behind the Idea
Kaffeine Spot was conceived from my experience as a coffee enthusiast who was sometimes unable to locate a quiet and low-priced coffee shop to study or relax. Most cafes were either crowded, very noisy, or very expensive to frequent by ordinary students (Anam, 2024). Noticing this gap, I imagined a warm, innovative, and affordable student-centric cafe. I was interested in merging my interest in the unusual coffee taste and a fruitful atmosphere where youths could concentrate, collaborate, or sit comfortably. 
3. [bookmark: _Toc214790294]Type of Business Ownership
Kaffeine Spot will be structured as a partnership, and it will be run by two founders who have knowledge in hospitality and one who has expertise in business management. This form of ownership enables sharing of investment, equal participation in decision-making, and complementary skills, which are important and pertinent in the management of daily operations effectively (Chitez et al., 2025). The key benefit of this strategy is that the responsibilities and financial risks can be shared, as well as different ideas and creativity can be introduced in the business (Williams, 2022). 
4. [bookmark: _Toc214790295]Mission Statement, Aims, SMART Objectives, and USP
Mission: To deliver a company mission statement that is a relaxed and productive cafe at reasonable prices with quality beverages.

Aim: The objective is to position Kaffeine Spot as the student cafe of choice in Manchester in the next one year.
SMART Objectives
· To ensure a steady customer flow of 75-100 visitors a day within the 12 months by enhancing the brand awareness, product experience, and application of focused marketing strategies.
· To earn a steady monthly income of £10,000 in the first year.
· To achieve a minimum Google rating of 4.5 within 12 months by providing great service and customer satisfaction programmes.
· To achieve a 5,000-follower on Instagram in half a year through strategic social media marketing efforts.
USP: A unique study cafe offering affordability, free Wi-Fi, charging stations, and signature drinks merging comfort, quality, and connectivity.
5. [bookmark: _Toc214790296]Physical Location and Rationale
Kaffeine spot will be located on Oxford Road in Manchester, close to the prominent universities and offices. Student traffic and demand for study spaces are high in the area. Its location is central, such that customers and commuters can walk into it easily. It is ideal because of the distance between the location and campuses, where business may be done all day long, morning coffee rush, or late studying. The area is strategic enough to be as visible as possible and helps cater to the intended market of the students and the youthful workforce, which is the target of the cafe (Justinus et al., 2024).
6. [bookmark: _Toc214790297]Human Resources Plan
Kaffeine Spot will hire 10 employees to facilitate the daily running of the business and provide quality service. There will be 2 Managers, 3 Baristas, 2 Cashiers, 2 Kitchen Helpers, and one cleaner in the team. The recruitment will be conducted using the local job boards, online portals (Indeed, Reed), and university career services, where people with customer service or hospitality experience will be targeted. The managers will manage the work and staff organisation, baristas, cashiers, and helpers will provide efficient service and cleanliness in the cafe (Chieng et al., 2022).
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Figure 1: Organisational Chart for Kaffeine Spot
Source: (Author)
7. [bookmark: _Toc214790298]Marketing Activities
	Month
	Campaign / Activity
	Examples / Medium

	Jan-Feb
	New Semester Kickoff: “Study & Sip”
	Instagram stories, TikTok of coffee + study vibes, student flyers on campus, business cards with QR codes for a free drink on first visit

	Mar-Apr
	Spring Study Sessions
	Posters on campus, Instagram reels of latte art + study tips, TikTok “Coffee Study Hacks”

	May-Jun
	Exam Season Fuel
	Student discounts bundle (coffee + snack), social media countdown to exams, TikTok motivational clips

	Jul-Aug
	Summer Chill & Social
	Outdoor banners, Instagram polls for favorite cold drinks, TikTok summer iced coffee challenges

	Sep-Oct
	Freshers & Welcome Week
	Flyers, student welcome packs, branded notebooks + mugs, TikTok “Campus Coffee Tours”

	Nov
	Loyalty Program Launch
	Branded punch cards, social media posts targeting students, and an email newsletter with special offers

	Dec
	Holiday Break & Finals Prep
	Instagram giveaways ("Win a Coffee Pack"), TikTok "Best Study Setup" challenge, festive in-store decorations with a selfie corner


Kaffeine Spot will adopt online and conventional marketing to reach out to customers. The signature drinks and student offers will be promoted on social media platforms such as Instagram and Facebook. Flyers and business cards will be distributed in the local universities and offices. The coffee shop will start with a Facebook campaign of Opening Soon and the first time consumers will receive discounts. 
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8. [bookmark: _Toc214790299]Market Research
8.1 [bookmark: _Toc214790300]Primary Research
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The initial investigation shows that 70% of students are unable to find a comfortable and quiet place to study and this fact proves that Kaffeine Spot is in high demand. Similarly, 70% also say that they desire cheap prices and this advocates the low cost policy of the cafe. The signature drinks are also of great interest with 70% agreeableness. In addition to this, 70% of the students would go to a cafe that would provide study facilities. Lastly, 60% of individuals agree that their choice is influenced by the Instagram/TikTok ads, and it is necessary to have a strong social media marketing campaign.
8.2 [bookmark: _Toc214790301]Secondary Research
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Figure 3: Coffee Shop Market Trends: Ordering Coffee Using Apps
Source: (Mintel, 2024)
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Figure 4: Coffee: UK import value 2014-2024
Source: (Statista, 2025)
In the case of the national demand of the high-quality coffee beans, according to Statista (2025), the value of coffee imports in the UK in 2023 is at high level, which stands at 1.23 billion. According to Mintel (2024), it is also observed that 76% of adults in the UK drink coffee daily, and specialty and ethically responsible coffee are becoming even more popular. These facts reveal that there is a huge and expanding market, which justifies the emphasis of Kaffeine Spot on the quality yet affordable coffee experiences.
9. [bookmark: _Toc214790302]Financial Resources and Cash Flow Forecast
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	Revenue and Sales
	20,000
	240,000

	Salaries and Wages
	15,000
	180,000

	Rents and Utilities
	5,000
	60,000

	Marketing and Advertising
	5,000
	60,000

	Misc. Expenses
	5,000
	60,000

	Total Expenses
	50,000
	600,000



10. [bookmark: _Toc214790303]SWOT Analysis
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	Strengths
	• Rapid industry growth of 28%. 
• Affordable yet premium offerings. 
• Study-friendly cafe with free Wi-Fi and charging stations.

	Weaknesses
	• Limited initial brand recognition.
• Possible lack of strong attraction in early months.

	Opportunities
	• Increasing demand for independent cafes. 
• Rising interest in plant-based and sustainable products.

	Threats
	• High competition from large chains. 
• Inflation and rising ingredient/import costs.



11. [bookmark: _Toc214790304]Pestle Analysis
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	Political
	• Government support for small businesses and cafe start-ups (e.g., small business grants) (CEBR, 2023). 
• Brexit-related trade regulations affecting coffee bean imports (Fouskas et al., 2024). 

	Economic
	• UK coffee market size estimated at USD 11,850.34 million in 2024 and projected to reach USD 25,128.22 million by 2035. (Spherical insights, 2025) 
• Inflation and rising business costs (rent, utilities, wages) are impacting margins (Keyser et al., 2023). 

	Social
	• Growing coffee culture: over 80% of adults regularly drink coffee. (Spherical insights, 2025) 
• Demand for comfortable, study/work-friendly cafe environments 

	Technological
	• Use of mobile ordering, contactless payment, and loyalty apps enhancing service (Dirsehan and Cankat, 2021). 
• Free Wi-Fi and charging stations are becoming standard expectations. 

	Legal
	• Compliance with food hygiene, health & safety, and employment legislation (Kiviniemi et al., 2025). 
• Data protection laws (customer loyalty schemes, online orders) apply.

	Environmental
	• Demand for sustainable packaging, ethically-sourced coffee beans, and low-waste operations (Gosalvitr et al., 2023). 
• Environmental regulations on waste disposal and energy efficiency (Utrilla-Catalan et al., 2022).
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Figure 5: United Kingdom Coffee Market Insights Forecasts to 2035
Source: (Spherical Insights, 2025)
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TASK 1 Part 2- Reflection
13. [bookmark: _Toc214790307]Kolb’s Experiential Learning Cycle
Concrete Experience
As the Kaffeine Spot business plan was developed, I was directly involved in the actual entrepreneurship processes of market research, designing a business model, and business forecasting. The surveys, the analysis of the Mintel and Statista data, and the creation of the promotional strategies helped me to realise how theory is related to practice. This experience allowed me to sharpen the main business skills, such as strategic thinking, budgeting, and marketing analysis. I also gained the skills of working in a team and leading when I transformed abstract thoughts into a feasible and realistic business plan of opening a cafe, which would cater to students and professionals.
Reflective Observation
Reflecting on my experience, I understood the importance of combining market knowledge and customer requirements. The project has provided me with a lesson that creative entrepreneurship may not only be successful, but it also necessitates that the entrepreneur considers the feasibility and sustainability. The process of reviewing the research demonstrated that customer behaviour and affordability play a role in the purchase decision. Another thing I noticed is how such theoretical models as SMART objectives, SWOT, and PESTLE helped to make sound decisions based on evidence and decrease uncertainty during the planning.
Abstract Conceptualisation
At this level, I was able to relate my business practice to the business theories. I understood that entrepreneurship is dependent on innovation, flexibility, and strength. The formulation of marketing and HR strategies enabled me to use the idea of enterprise management to develop value generation solutions. I also got to know about the potential of digital marketing using a social media campaign to increase customer interaction and brand awareness. This stage helped me as I also conceptualized the need to balance financial discipline with innovative branding so that the company would grow and be competitive in the long term.
Active Experimentation
Lastly, I used these skills to plan viable marketing campaigns, cash flow projections, and operational plans for Kaffeine Spot. This step made me realise how planning could be measured in concrete business success. In the future, I found risk management to be an entrepreneurial characteristic that I require to work on. I will enhance this ability through short-course programmes in finance and entrepreneurship, mentorship programmes, and business simulations in order to tighten my decision-making aspect in times of pressure.
Feasibility Reflection
Having developed the plan, Kaffeine Spot can be viable and even practical as the coffee market within the UK is 6.1billion and two-thirds of students favour inexpensive, study-friendly cafes. The experience has made me more confident, enhanced my entrepreneurial thinking, and provided me with practical skills in managing and expanding future ventures successfully.
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