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EXECUTIVE SUMMARY
The report is a business plan developed for a new venture covering aspects such as operations ability, feasibility, financials, marketing aspects, human resource requirements, target segments, product and service strategies, competition analysis, external environmental analysis supported by theoretical models and useful literature. A business plan is a roadmap of a business where the desired levels of achievement and the current levels of achievement is matched to enable the organization achieve the intended goals and objectives (Barringer & Ireland, 2010). Further, the business plan could be used in financing the strategy and communicating the overall insights of the proposed decision to a wide range of stakeholders attached and interested on the proposed new strategy as explained throughout the report (Schaper, et al., 2014). 
In the first section of the report the proposed strategy is being introduced along with the presentation of the developed vision and the mission. In the next section of the report the competition is being evaluated with the support of Porter’s five force model. In the third section, the product and the brand strategy are being presented along with the product lines that are to be introduced to the market. The mass market is then being segmented based on various bases of market and customer segmentation which is explained in the next section. Customer life cycle value is also identified followed by operations plan covering aspects of human resource requirements, equipment requirements and sourcing requirements. Finally the marketing plan and the financial plan is developed for the new venture including the budgeted cost statement and break even analysis undertaken for the next 6 months. 
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INTRODUCTION
[image: Image result for coffee shop logo UK]The proposed venture is a Premium Coffee Shop with the brand name “Coffee Café”, that is to give a unique status to the customer through products and services. Superiority through higher quality, differentiation through unique services are the major concerns of the proposed business model. The primary objective and the theme of business establishment is provision of a higher Status to the customers while making people feel good, better and well-off. The proposed venture is to be started within the market of United Kingdom and the following business plan and insights of the newly proposed venture will give an overall overview of the proposed venture to a wide range of stakeholders especially facilitating the funding needs of the proposed strategy. Moreover, a comprehensive feasibility study of the proposed new venture with the support of a wide range of theoretical models is presented in the report. 
[bookmark: _Toc511575925]1.1 VISION
The proposed vision is “Be the Best Customer Valued Coffee Shop in the United Kingdom”.
[bookmark: _Toc511575926]1.2 MISSION
The proposed mission is, “Provision of superior service to the customer providing superior quality unique customized coffees, driving status to our valued customers while contributing positively to the environment and the community we operate in amidst earning profits the sole objective the company has been set for”. Thus it is clear within the mission statement the customer, environment and the community concerns are also advanced while the major objective is being earning a profit through customized coffees introduced with premium quality at premium prices driving status and recognition. 
[bookmark: _Toc511575927]2. COMPETITION ANALYSIS
The proposed venture is to enter the Coffee and Beverage market or industry which is flooded with many competitors. The proposed, venture will be established in the London, United Kingdom in the heart of the Capital Business city that will be targeting high end customers. Even though the industry is flooded with many rival firms and identical product and service offering firms, the competition for a premium high end value based coffee shop is considerably lower. The venture will address an uncaptured specific market within the coffee drinking customer market that will add value to the customer addressing an uncaptured need. Thus the new venture is to contribute positively to the industry, market and the interested customer segments.  
[bookmark: _Toc511575928]2.1 PORTER’S FIVE FORCE ANALYSIS
Moreover, the Porter’s Five Forces is applied to the context of the newly proposed venture in examining the competition levels within the entry market (Campbell, et al., 2011).
· Power of buyers; even though many coffee shops are found in the city of Central London the specific services proposed to be offered by the new venture are unique thus reducing the power of buyers (Tu, et al., 2012). Moreover, the product is to habit form increasing the switching cost further reducing the power of buyers. [Low]  
· Power of suppliers; the ingredients and the raw materials are to be sourced from the Asia that produce the best coffee powders in the world and a wide range of suppliers could be found where the supplier power is low (Alam, et al., 2010). However, the sourcing decisions are subjected to exchange rate and international trade fluctuations that needs consideration. [Low]
· Threat of new entrants; the threat of new entry is high where the industry is profitable and invite new investments (Campbell, et al., 2011). However the initial investment needs are high and the industry is filled with many competitors where the rivalry is high in case a differentiating product is not introduced addressing a niche segment that has been uncaptured. [Moderate] 
· Threat of substitutes; the product is unique where the substitutability is low. However, even though perfect and close substitutes are low, the threat from remote substitutes affecting the demand is high. [High]
· Competitive rivalry; overall the competitiveness is high within the market even though the industry is showing high growth signs and attractive for new investments to capitalize the arising opportunities. [High]
[bookmark: _Toc511575929]3. PRODUCT/ BRAND STRATEGY 
The brand name is “Coffee Café” that provides unique premium coffees to the high end business class customers in the Central business city of London, United Kingdom. The product is to match the demands of the high end target customers with a superior product with a unique and differentiating taste where the best coffee ingredients are used in the product making sourced from the best suppliers in the world. The major brand attributes that are considered includes; quality, superiority, status, value, trust, uniqueness, satisfaction, taste and differentiation. 
The proposed coffee product lines are as follows;
1. “Herbal Touch”- comprising all natural and nutritious ingredients, a coffee - a herbal treatment. 
2. “The Mind Relaxer” – a dark black specialist coffee which is a stress releaser
3. “The Coffee Gym” – is a physical strength enhancer and an energy drink that comes in the shape of a coffee
4. “The Joy” – gives a joyful experience of a youth in a unique taste with a mix of unique ingredients
5. “My Coffee” – a customized offering based on your preference specially offered to match your demands. 
[bookmark: _Toc511575930]4. MARKET SEGMENTATION AND CONSUMER BEHAVIOR
A mix of customer segmentation strategies are being used by the Coffee Café in segmenting the market (Dibb, 2010). Based on the behavioral basis of market segmentation, the mass market is divided under two sub-segments coffee drinkers and coffee non-drinkers. These coffee drinkers are then looked at and based on the demographics basis of segmentation, the income levels are considered where the high-income groups who are mostly professionals are selected to cater (Armstrong, et al., 2015). The age range of the target segment is further identified to be in the age range between 25 years to 45 years. Based on the geographic basis of segmentation since the strategy will be implemented within the London which is also considered as the business capital in UK, the professionals that qualify the above characteristics working within the radius of London has been selected as the target group. 
The consumer behavior is that the target group of customers are highly rational, literate and professional where the product attributes such as the ingredients used, nutritional aspects, health consciousness, cleanliness are considered along with other marginal costs and benefits attached with the purchasing decision. 
[bookmark: _Toc511575931]4.1 CUSTOMER LIFE CYCLE VALUE ANALYSIS
The life time value of the customer is focused where the valued customers are retained within the business. The target retention rate is documented as;
· A loyal customer buying at least 1 Coffee per week
· 58 Coffees per year at GBP6/ Coffee spending GBP 348 per year.
· A loyal customer is expected to retain at least for 15 years where the product is also habit forming.
· The Total customer Life Cycle Value is therefore; GBP 5,220 per every loyal customer.
[bookmark: _Toc511575932]5. RESOURCE PLAN
[bookmark: _Toc511575933]5.1 SKILL AND COMPETENCE REQUIREMENTS
The skills are competency requirements for the proposed venture include specialist coffee making skills, marketing, finance, operations, sourcing and management skills, service delivery skills, brand management and customer relationship management skills. 
[bookmark: _Toc511575934]5.2 HUMAN RESOURCE REQUIREMENTS
The Coffee Café will start its operations in the Central London where the target market identified will be catered in one location which is close to the subway and the public transportation. The outlet will require 3 sales staff who are well trained to manage customers and deliver an effective service to the customer, an outlet manager to take charge of all the actions, 3 coffee making specialist including a quality assurance and check staff. The marketing function is to outsource for an external company gaining benefits of their specialist expertise in the field. The outlet manager will be made responsible in handling the finances, operations and sourcing decisions which is assisted by an assistant to him. Therefore, the human resource requirement in terms of quantity will be 8 staff who are experts in their relevant fields. 
[bookmark: _Toc511575935]5.3 OPERATIONS PLANNING
To implement the operations the store will require specialist equipment to facilitate the Coffee production and service delivery. To make the strategy operational, planning, market surveying and customer surveying have been already performed with the help of specialist experts in the field supported by primary and secondary research data that concluded the strategy to be highly effective and feasible. The strategy is also highly feasible as identified and understood based on the external environmental analysis. The proposed venture is to be implemented June 2018 and further operationality is explained in later sections of the report. 
[bookmark: _Toc511575936]6. MARKETING PLAN
[bookmark: _Toc511575937]6.1 CUSTOMER NEEDS: PRODUCT
The basic need that is looked at is Hunger. The want that is looked at is the entertainment, refreshment, need for mind relaxing etc. with a coffee enjoying time socializing with friends and peer groups. 
[bookmark: _Toc511575938]6.2 CONVENIENCE: PLACE
To ensure convenience the outlet is to be located in the center of the London city which is in the close proximity to public transportation lines. Ample parking space, low waiting times, effective customer handling reducing the queue time, timely addressing customer requests, complaints and advisory matters is considered under this variable. Moreover, the outlets are to be designed inclusive of well-equipped facilities, comfortable furniture and in an attractive outlay giving the maximum place utility to the customer. 
[bookmark: _Toc511575939]6.3 COST: PRICE
The Coffees will be offered at a flat rate of GBP 6 which is at a premium level reflecting the superiority of the product and the brand. The target segment is of high purchasing power and the disposable income levels of the target groups are high where the applied price is affordable by the target segment. 
[bookmark: _Toc511575940]6.4 COMMUNICATIONS: PROMOTIONS 
An integrated marketing and communications mix is recommended with a mix of social media and digital marketing strategies, email marketing, direct marketing, SMS marketing supported by print media advertising and public advertising of adverts. The major aim of the communications plan is to create awareness of the brand driving demand and sales. Sine the target market is the high end professional groups informational marketing is recommended where promotional marketing and interactive marketing could not be effective. 
[bookmark: _Toc511575941]7. FINANCIAL PLAN
[bookmark: _Toc511575942]7.1 SALES BUDGET FOR THE FIRST 6 MONTHS 
Figure 1- Sales Budget
[image: ]
[bookmark: _Toc511575943]7.2 COST-REVENUE BUDGET FOR THE FIRST 6 MONTHS
Figure 2- Contribution Budget
[image: ]
[bookmark: _Toc511575944]7.3 BREAK EVEN ANALYSIS FOR THE FIRST 6 MONTHS 
Figure 3- Break Even Analysis
[image: ]
[bookmark: _Toc511575945]8. CONCLUSION
As presented above based on the analysis and the business plan as presented above the strategy is highly feasible, appropriate, acceptable and suitable and is the strategies are implemented in the recommended and expected way as expressed in the report, the new venture will be a success. Continued appraisal and monitoring is crucial where revisions to the plan is to be made to match the requirements as they arise. The external market should also be understood comprehensively to adjust the strategies to match the demand requirements, industry requirements, customer requirements delivering the maximum customer satisfaction creating brand equity. 
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Sales Revenue (GBP) 60,000.00 £           63,000.00 £      66,150.00 £      69,457.50 £      72,930.38 £      76,576.89 £     

Variable costs 

Salary  10,000.00 £           10,000.00 £      10,000.00 £      10,000.00 £      10,000.00 £      10,000.00 £     

outlet rent  5,000.00 £             5,000.00 £        5,000.00 £        5,000.00 £        5,000.00 £        5,000.00 £       

material cost  15,000.00 £           15,000.00 £      15,000.00 £      15,000.00 £      15,000.00 £      15,000.00 £     

other  5,000.00 £             5,000.00 £        5,000.00 £        5,000.00 £        5,000.00 £        5,000.00 £       

total  35,000.00 £           35,000.00 £      35,000.00 £      35,000.00 £      35,000.00 £      35,000.00 £     

Contribution  25,000.00 £           28,000.00 £      31,150.00 £      34,457.50 £      37,930.38 £      41,576.89 £     
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Total Contribution for the first 6 months 198,114.77 £        

Total Sales in units for the first 6 months 68019.13

contribution per unit 2.91263317

fixed costs 190,000.00 £        

BEP in UNITS 65233.06882
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M1 M2 M3 M4 M5 M6

Demand (Units) 10000 10500 11025 11576 12155 12763

Demand Growth 5% 5% 5% 5% 5% 5%

Selling Price (GBP) 6.00 £                    6.00 £               6.00 £               6.00 £               6.00 £               6.00 £              

Sales Revenue (GBP) 60,000.00 £           63,000.00 £      66,150.00 £      69,457.50 £      72,930.38 £      76,576.89 £     


