Certificate of Higher Education Business Skills for the workplace
LCLM4006 Enterprise & Entreprneurship
Business Plan
Mohd Syafiq Bin Zolkeply

Gabor Solt
2435917








Executive Summary

This business plan proposes the launch of MatéHouse, a specialty Maté tea shop designed to introduce and popularise traditional South American yerba maté culture within the UK market. The business aims to capitalise on the growing consumer demand for natural energy alternatives, wellness-oriented beverages, and culturally authentic experiences. MatéHouse will operate as a modern tea lounge offering premium yerba maté drinks, both traditional and flavoured variations, alongside light healthy snacks.


The core value proposition of MatéHouse is to provide a natural, plant-based energy drink alternative to coffee and synthetic energy beverages. Yerba maté contains caffeine, antioxidants, and essential nutrients, offering sustained energy without the crash commonly associated with coffee. By combining authentic preparation methods with a contemporary café atmosphere, the business will differentiate itself from conventional coffee shops and bubble tea outlets.


Market trends indicate a strong shift towards healthier lifestyles, specialty beverages, and experiential consumption among consumers aged 18–35. The primary target market includes university students, young professionals, fitness enthusiasts, and culturally curious consumers seeking new social experiences. 


The business will adopt a lean start-up approach to minimise initial investment and reduce operational risk. Revenue streams will include in store beverage sales, takeaway options, merchandise such as traditional gourds and bombillas, and online sales of packaged yerba maté. Financial projections estimate that the business can reach break even within 18–24 months, supported by increasing demand for functional beverages and repeat customer loyalty.
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Product Offering
The primary product line will consist of:

Traditional Yerba Maté – Prepared and served in authentic gourds with bombillas, maintaining cultural authenticity.

 Flavoured Maté Blends – Infused with natural flavours such as mint, citrus, berries, and ginger to appeal to mainstream tastes.

Cold Brew and Iced Maté – Designed for convenience and seasonal demand.

Maté Lattes and Functional Blends – Combining maté with plant-based milk, collagen, or adaptogens to align with health and fitness trends.

Retail Products – Packaged yerba maté, branded gourds, bombillas, and reusable cups for home consumption.

In addition to beverages, MateHaus will offer a limited menu of healthy snacks such as protein bars, vegan pastries, and light sandwiches to complement the drinks and increase average transaction value.

Service Concept
Beyond selling beverages, MateHaus aims to create a cultural and social experience. The shop will be designed as a welcoming, community focused environment where customers can socialise, study, or work. Educational materials about the history and health benefits of yerba maté will be integrated into the branding, positioning the business not only as a retailer but also as a cultural ambassador of maté traditions.
Digital integration will also form part of the service offering. Customers will be able to order via a mobile app for collection.

Legal Structure
MateHaus will be established as a Private Limited Company (Ltd) in the United Kingdom. This legal structure has been selected due to its advantages in terms of limited liability, credibility, and growth potential. As a limited company, MateHaus will be recognised as a separate legal entity from its owners, meaning shareholders’ personal assets will be protected from business liabilities. This reduces financial risk for the founder while encouraging investment and long-term sustainability.
Forming a limited company also enhances the professional image of the business when dealing with suppliers, landlords, financial institutions, and potential investors. Compared to operating as a sole trader or partnership, a limited company structure allows for easier expansion, the possibility of issuing shares, and improved access to external funding if the business scales in the future.
The company will be registered with Companies House and will comply with all relevant UK regulations, including food safety standards, health and safety legislation, employment law, and local council licensing requirements. Additionally, MateHaus will obtain necessary food hygiene certifications and public liability insurance prior to commencing operations.
Ownership Structure
Initially, MateHaus will be founded and owned by one primary shareholder (the entrepreneur), who will retain majority control during the start-up phase. This structure ensures efficient decision-making and clear strategic direction. As the business grows, there may be opportunities to introduce additional shareholders or investors to support expansion.
Management Structure
During the early stages, MateHaus will adopt a lean and flat management structure to minimise operational costs and promote flexibility. The founder will act as Managing Director, overseeing strategic planning, financial management, supplier relationships, and marketing activities.
The operational team will consist of:
Café Manager. Responsible for day-to-day operations, staff supervision, stock control, and customer service standards.
Baristas/Service Staff. Responsible for beverage preparation, food service, and maintaining hygiene standards.



PESTEL Analysis
A PESTEL analysis evaluates the external macro-environmental factors that may influence the success of MateHaus. Understanding these factors enables the business to develop effective marketing strategies and adapt proactively to environmental changes.

Political Factors
Political factors include government policies, taxation, trade regulations, and public health initiatives. In the UK, food and beverage businesses must comply with strict food safety regulations and hygiene standards. MateHaus must adhere to local council licensing requirements, health inspections, and employment regulations.
In addition, increasing governmental focus on reducing sugar consumption and promoting healthier lifestyles creates opportunities for functional beverages such as yerba maté. Unlike high-sugar energy drinks, maté can be positioned as a natural and healthier alternative, aligning with public health campaigns.
Trade policies may also affect the import of yerba maté from South America. Changes in tariffs or supply chain disruptions could influence pricing and sourcing strategies. To mitigate this risk, MateHaus may diversify suppliers and establish reliable import partnerships.
Economic Factors
Economic conditions significantly influence consumer spending behaviour. Inflation, rising operational costs (rent, utilities, wages), and fluctuations in disposable income may affect demand for premium beverages.
However, the specialty beverage market has shown resilience due to strong consumer habits related to coffee and café culture. MateHaus will adopt a competitive pricing strategy to remain affordable to students and young professionals, its primary target market. Additionally, offering different price tiers (traditional maté, premium blends, retail products) will diversify revenue streams and reduce economic risk.
Economic uncertainty may encourage consumers to seek affordable social experiences rather than expensive leisure activities, positioning MateHaus as a cost-effective lifestyle destination.





Social Factors
Social trends strongly support the MateHaus concept. There is increasing consumer awareness of:
Health and wellness
Natural and plant based products
Cultural authenticity and global experiences
Sustainable consumption
younger consumers, particularly Generation Z and Millennials, are more open to trying new beverage trends and are influenced by social media. The cultural storytelling aspect of yerba maté provides strong branding potential. 
Technological Factors
Technological developments play an important role in marketing and operations. Digital ordering systems, contactless payments, and mobile apps improve customer convenience and operational efficiency.
MateHaus will adopt:
Online ordering for collection
Social media marketing (Instagram, TikTok)
Loyalty reward apps
Data analytics from digital platforms will help the business understand consumer behaviour and refine marketing strategies. Technology therefore enhances both customer reach and competitive advantage.





Environmental Factors
Environmental sustainability is increasingly important in consumer purchasing decisions. MateHaus will adopt eco-friendly packaging, recyclable materials, and responsible sourcing of yerba maté. This aligns with environmental awareness trends and strengthens brand reputation.
Energy-efficient equipment and waste-reduction practices will further support the enterprise’s sustainability goals. Marketing communication will highlight these environmentally responsible practices to appeal to ethically conscious consumers.


Legal Factors
Legal compliance is essential in the food and beverage industry. MateHaus must comply with:
Food hygiene regulations
Health and safety standards
Employment law
Advertising standards
Clear product labelling, transparent health claims, and ethical marketing will be essential to avoid legal risks. 


Marketing Strategies to Reach Customers
Target Market Strategy
MateHaus will adopt a segmentation and targeting approach. The primary target segment consists of individuals aged 18–35 who are:
Health-conscious and wellness-oriented
Interested in natural energy alternatives
Active on social media

Digital Marketing Strategy
Digital platforms will form the core of MateHaus’ promotional activities. Social media channels such as Instagram, TikTok, and Facebook will be used to:

Share visually engaging content 
Educate customers about the health benefits of yerba maté
Promote limited-edition flavours and seasonal offers

Experiential and Community Marketing
MateHaus will differentiate itself through experiential marketing. The café will host:

Maté tasting workshops
Cultural events celebrating South American traditions
These activities will transform the shop into a community hub rather than simply a beverage retailer
Pricing Strategy
MateHaus will adopt a competitive yet value-based pricing strategy. Prices will be comparable to specialty coffee shops, ensuring affordability for students while reflecting product quality and authenticity. 
Place and Distribution Strategy
The business location will be strategically selected near universities or high-footfall urban areas. Accessibility is essential to attract daily consumers.
Funding Requirements and Start-up Costs
Required Funding
To successfully establish MateHaus as a specialty yerba maté tea shop, an estimated £60,000 in start-up capital is required. This amount has been calculated to cover initial fixed costs, operational setup, working capital, and marketing expenses during the launch phase.
The funding will ensure that the business can operate sustainably during its first months, before reaching break-even point, which is projected within 18–24 months.
Sources of Funding
The proposed funding structure is as follows:
£25,000 – Personal Investment 
£25,000 – Small Business Bank Loan
£10,000 - Family Investment 

Main Start-up Expenses (First Month)
1. Premises and Rent – £8,000
2. Renovation and Interior Design – £10,000
3. Equipment – £12,000
Major equipment expenses include:
Commercial beverage preparation equipment
Refrigeration units
Furniture and fixtures
4. Initial Inventory – £5,000
5. Licences, Insurance, and Registration – £3,000
6. Marketing and Launch Campaign – £4,000
This includes:
Social media advertising
Website development
7. Staff Wages (First Month Working Capital) – £8,000
8. Contingency Fund – £10,000





References
Burns, P. (2016) Entrepreneurship and small business: Start-up, growth and maturity. 4th edn. London: Palgrave Macmillan.
Companies House (2023) Set up a private limited company. Available at: https://www.gov.uk/limited-company-formation (Accessed: 25 February 2026).
Kotler, P. and Keller, K.L. (2016) Marketing management. 15th edn. Harlow: Pearson Education.
Kotler, P., Armstrong, G., Harris, L.C. and He, H. (2020) Principles of marketing. 8th European edn. Harlow: Pearson Education.
Lynch, R. (2018) Strategic management. 8th edn. Harlow: Pearson Education.


Overview of the Business Idea
MateHaus is a start up enterprise established to introduce and commercialise yerba maté as a premium specialty beverage within the UK market. The company aims to position itself as a modern tea lounge that combines health-conscious consumption with cultural authenticity. The core business concept is centred on offering a natural, plant-based alternative to traditional caffeinated beverages such as coffee and synthetic energy drinks.
The primary product offering is yerba maté, a South American herbal infusion known for its balanced caffeine content, antioxidants, and nutritional properties. Unlike conventional energy beverages that often contain high levels of sugar or artificial stimulants, maté provides sustained energy and mental focus without the sharp crash typically associated with coffee consumption. This health-oriented positioning aligns with current consumer trends favouring functional beverages and wellness-focused lifestyles. The enterprise seeks to create a welcoming and culturally inspired atmosphere that differentiates it from traditional coffee shops. 
In addition to instore service, the business will incorporate digital ordering and retail distribution channels to enhance accessibility and convenience. This hybrid model strengthens customer reach while maintaining the brand’s experiential focus.
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