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1.0. Introduction

Our business plan objective is to create an established path for “World’s Coffee” coffee shop to develop and grow in the busy environment of London.
The business 
London - the city that never sleeps (Steemit, 2016) they say ,one of the busiest cities in the world .Home of many worldwide known  brands ,banks and universities ,and all of them have one thing in common ,they love the smell of fresh coffee in the morning.
“World’s Coffee” is proposing to bring the joy and commodity on having a fresh coffee, cappuccino or a tea along with a vast variety of Italian and Danish pastries , in our menu you will also find a selection of gluten free products and handmade sandwiches ,meals as well as a range of Mediterranean salads .
The location, on Oxford street, has been chosen because of the big opportunity of not having great specialized competition in an area dominated mostly by headquarter offices of various brands, banks and 2 university campus.  
 As competition we have a few other companies serving similar products. We plan to overcome the competition by serving only fresh natural high-quality products, and by making available for our clients, in office delivery whenever they need during our working program.
Our location is a worm rustic style decoration with room for 40 guests divided on 10 tables on which can be added 20 more guests in our covered outdoor terrace. This will make a total capacity of 60 guests. For recreation we provide free Wi fi connection and full HD tv in the main hall along with free news papers like Financial Times or The Sun.
The budget we need for the project is 36000 pounds, from where we will have to cover the costs of rent, utilities and equipment. 









2.0.  Marketing   strategy

World’s coffe will achieve or exceed its sales forecasts an aggressive marketing and advertising campaign, competitive business structure that offers additional value to our compared to our local coffee shop, restaurants
2.1. Advertising 
· We will do as much we can to get the business name know through the locality. Planning make flyers to put on cars that have name of business, logo and address on them 
· List the day of opening and will state that if you bring the flyer in through the first week opening you can get 20% off any drink any size.
· Coupons in the local newspaper for 35%of any purchase over 40£
· Reasonable price not to low no to high

Vision: to make well known coffee shop of the city
Mission: to save the world from mediocre coffee
Purpose: to deliver an unbeatable coffee experience
Punch line:” express your felling beyond your dream”
Most adult coffee drinkers said their lifelong habit began during their teenage years .in fact 54% said they began drinking coffee between 15 and 19 .another 22%reperted their coffee drinking 20 and 24.this mean that 76%of adults coffee drinkers by the time they were 24.the large amount of marketing and advertising directed at the younger age groups, savvy coffee shop owners will not forget to cater some of their offerings to the adult and senior market(National Coffee Drinking Study). 
2.2.  Location
London’s Oxford street is an intense place, intersecting Regent Street at Oxford Circus, it is home to many flag ships shops, and is a hugely popular shopping destination. some outstanding specialty coffee shop have established themselves around this highly commercial area. Read on to find out where to visit to take a load of and enjoy some coffee.
The location selected for the coffee shop is in London, on the Oxford Street because of its great location whit     the highest number of shoppers and students passing which is supported by a large and growing local population.



2.3.  Market analysis
World’s coffee will focus its marketing activities on reaching the office peoples, students, working people, tourists. our market research shows that these are the customer group that are most likely to buy gourmet coffee products. since gourmet coffee consumption is universal across different income categories and mostly depends on provide access to targeted customers audience.
The table below show total market potential:

	Market analysis
	

	students
	45%

	Offices workers
	30%

	Teenagers
	10%

	tourists
	10%

	others
	5%


Source: coffee market in the United Kingdom

The target market for our coffee shop will be the students of Westminster University whit over 2000 students on campus they would have largest impact on the success our business, so it’s is the most  important to target and satisfy their needs and wants. Also18-60 years olds are the largest segment of consumers that drink coffee. although all customers are important whit the location and flow of traffic, businesspeople and residents of place will have higher target on our companies marketing profile.
2.4.  Marketing mix
World’s Café goes beyond providing coffee at the bar offering a more complete experience by combing the coffee drinking experience whit books, magazines and merchandise. On offer besides a large variety of premium coffee, is a selective range of sandwiches and desserts. The product offerings in world`s café` includes a diverse range food and beverages whit coffee remaining the main focus .to begin whit there`s world’ café signature blend of coffee and international coffees from some of the most noted coffee growing regions of the world. Followed by an extensive list of steaming hot expressos, cappuccino and lattes made from finest arabica beans. We also offer a variety of fruits smoothies. During the first two years world’ café focused on two categories of food: sandwiches and desserts .In addition to this world’s café has been involving in menu keeping pace whit the changing consumer needs .We maintain that the rationale behind  introduction more food items in the menu is that while providing the “COFFEE EXPERIENCE” remain its motto ,to improve the experience .The costumer wold like to have  something along whit her coffee spends 20 to 30  minutes and sustain the beverages experience through promotions ,offerings to non-coffee lovers through ice tea ,tea smoothie etc. 
2.5.  Markets competitors

                             


Competitors from local independents as well as the big brand coffee shops is at all-time high, and so it #has never been more important to differentiate our business from competitors, we will use this few ways to make more enticing to customers and differentiate in the competition: 
· Make your coffee shop “feel” different, people want to feel different when they are in a coffee shop and that is why visit rather than have a coffee at home or work.
·  Think about local community 
· Serving the customer, it’s very important think for keeping customer loyalty
· Offer them something different
· Make sure your coffee is superior
· Build our brand
Our two main competitors are Costa Coffee and Mc Donald’s as they both have strong brands recognition, whit high product quality and well documented processes from how the business should be run which comes from being a national franchise business. However, they have the operating boundaries of the franchisor that doesn’t give them the flexibility to change menu items so easily , this flexibility is something World’s  cafe can take advantage of whit having a barista who can develop new menu items to meet the changing preferences of customers .world’s café its able to be more flexible to market needs attracting the price conscious clientele whit an average quality product but this not the market space Mc Donald’s  is competing in.  
2.6.  Marketing research
During the initial phases of the marketing plan development, several focus groups were held to gain insight into a variety of likely customers. these focus groups provided useful insight into the decision-making process of their consumers.
An additional source of dynamic market research is a feedback system based on a suggestion card system. The suggestion card has several statements that owner ask to rate in terms of a given scale. There are also several open-ended questions that allow the customer to freely offer constructive critics or praise. the world’s coffee will work hard to implement reasonable suggestions, to improve our service offerings as show their commitment to the customer we suggest are valued.
2.7.  Market needs
General trends toward quality among United kingdom consumers definitely plays an important role in the recent growth in gourmet coffee .Additionally ,such factors as desire for small indulgencies ,for something more unique ,provide a good selling opportunity for coffee shop .Because London has a cold climate for most of the year ,hot coffee products are very much in demand ,during the remaining warmer time ,ice coffee products are significantly low demand ,along whit consistent demands for hot coffee. Much’s of the day’s activity occurs in the morning hours and a relatively steady flow for the rest of the day. 
· Convenience: the area of coffee shop is convenient for valuable customer because it is near to shopping places and university area
· Customer services: serving the customer whit superior attention is what the employee are trained to provide
· Competitive pricing: the price of coffee is a bit more than a traditional competitor like costa coffee but far less than rest competitors 
· Selection: a creative choice of food and drinks and a well-constructed structured conversation system
  	 3.0. Financial plan 
	The Idea of ‘’ World’s Coffee ‘’may not be unique but, with the location and the services we’ll provide, we expect it to be profitable. We are making this plan to convince our bank to give us a capital to get it started. The amount needed is 36000 pounds which we will repay over the next three years. 
Financial objectives and finance required 
	In this plan we are focused on what we want to achieve and how we plan on getting there. We have gone throw all the starting expenses such as rent and bills, monthly payment for operation and projected sales for the first 3 years. We also went through the volume of business we need for it to be profitable. 
	Financial worksheet includes:
1. [bookmark: _Hlk16923080]Necessary budget
2. Source of capital  
3. Monthly used funds
4. Gross margins
5. Sales forecast
6. Projected profit and loss
7. Projected cash flow 

From our estimations ‘’World’s Coffee’’ to be on a healthy 
financial life over the next three years. The business will be funded on an 36000 pounds loan which will be fully repaid by the end of year three. The repayment will make from the cash flow produced by operations. From the cash flow we intend to finance the growth of our business as well as repaying our loan.  In order to maintain a stable capital, we are thinking about a possible line of credit from our bank. This will help us have a better control over the cash flow risks.
	After the first three years ‘’World’s Coffee’’ will be able to expand itself but for now we are focusing on keeping it clear of further depts. At that time, we think that will be easier to access a loan from our bank for further development and expansion.
	The statements that we prepared are simple and based on accounting principles. Some of the amounts are based on reasonable judgement and estimates. 
Start-up costs summary
· Improvements for our space and building (a modern and unique style)
· Coffee shop equipment such as water filtration system, espresso machine, coffee grinders, blenders, refrigerator. 
· Furniture and decorations 
· Inventory such as coffee, milk, chocolate, syrups, pastries, bakeries, other supplies (napkins, porcelain cups, plates, take away cup, etc.)
· Professional fees for attorneys, accountants and business consultant and architects
· Rent and deposit for the first month
· Utilities for the first month (gas, water electricity, etc.)
· Publicity and advertising 
· License and permit to be open and work with people
· Cash on hand required during operation
The following pages are with important financial Information.

			World’s coffee

3.1. Necessary budget 

	Fixed assets 
	Item
	currency
	Amount

	Building improvements
	£
	11000

	Equipment
	£
	9000

	Furniture
	£
	6000


                                                         
                                                           total                £ 26000

	Operating capital 
	Item
	Currency
	Amount

	Beginning inventory
	£
	3000

	Legal fees and accounting
	£
	1300

	Rent and deposit
	£
	2500

	Utility bills
	£
	300

	Publicity and advertising 
	£
	500

	Licence
	£
	700

	Cash on hand
	£
	1700



                                                         Total                  £ 10000
Total funds required                            £ 36000

3.2. Source of capital   
 
	Item
	currency
	Amount

	Total funds required
	£
	36000

	Commercial loan
	£
	36000

	Interest rate
	£
	8.21 %

	Monthly rate
	£
	1082.1

	Number of rates
	-
	36


       
3.3. Monthly used founds
Number of fixed salary employees:  3

	Business expenses 
	Item
	Currency
	Monthly
	Yearly

	Accounting’s fee
	£
	250
	3000

	Rent and outgoings
	£
	1300
	15600

	Electricity and gas
	£
	175
	2100

	Fees and Licence
	£
	96
	1152

	Insurance
	£
	105
	1260

	Advertising
	£
	85
	1020

	Credit card fees
	£
	64
	768

	Bank fees
	£
	49
	588

	Telephone & Ethernet
	£
	147
	1764

	Printing & Stationary
	£
	47
	1764

	Subscriptions
	£
	53
	636

	Training costs
	£
	87
	1044

	Repairs and Maintenance
	£
	110
	1320

	Staff amenities
	£
	105
	1260

	Discounts & Donations
	£
	84
	1008

	Staff salaries
	£
	4700
	32400

	Employees transport
	£
	600
	7200


	
    Total business expenses           £               2757            33084
    Total operating expenses         £               8057            96684  
  
	 Depreciations

	Item
	value
	Used life
	Monthly depreciations

	Coffee shop equipment
	9000
	8
	215£

	Building improvements
	11000
	7
	158£

	Furniture
	6000
	5
	36



	In the following two years there will be no changes made to wagers and business expenses, although we will try to provide our stock requirements with less than the first year.	 

	Trading schedule 
	Days
	Opening hours
	Closing hours
	Hours worked

	Monday
	07:00
	17:00
	10:00

	Tuesday
	07:00
	17:00
	10:00

	Wednesday
	07:00
	17:00
	10:00

	Thursday
	07:00
	17:00
	10:00

	Friday
	07:00
	17:00
	10:00

	Saturday
	08:00
	17:00
	9:00

	Sunday
	09:00
	14:00
	5:00


						      
                                                               Total                  65:00 Hrs




3.4. Gross margin 
     Quick costs and profit analyses 
	Items
	Currency
	Small size
	Large size

	Coffee cost
	£
	0.15
	0.20

	Milk
	£
	0.10
	0.15

	Takeaway cup and lid
	£
	0.15
	0.20

	Labour
	£
	0.20
	0.20

	Others
	£
	0.30
	0.30

	Total
	£
	0.90
	1.05

	Average price
	£
	2.40
	2.90

	Net profit
	£
	1.50
	1.85



3.5. Sales forecast
 	
We plan on keeping our business running just from the sell of coffee. The other products that we sell has an 15% margin which will go on upgrades and expanding. 

	Coffee size
	                   
	Small         
	Medium
	Large

	Daily
	Coffees sold
	60
	60
	60

	Weekly
	Working days
	7
	7
	7

	
	Coffees sold
	420
	420
	420

	
	Gross margin per unit
	1.50£
	1.50£
	1.85£

	
	Net profit
	630£
	630£
	777£

	Yearly
	Working weeks 
	50
	50
	50

	
	Net profit
	31500£
	31500£
	38850£



				      Total profit                         	101850 £
	








3.6. Projected profit and loss 

The following tables show the profit and loss for three years

	Sales
	
	year 1
	year 2
	year 3

	
	Coffee
	161700£
	161700£
	161700£

	
	Other products
	60000£
	60000£
	60000£

	
	Total sells                   100%
	221700£
	221700£
	221700£ 

	cost of sales
	Coffee
	18900£
	18900£
	18900£

	
	Other products
	30000£
	30000£
	30000£


	
	Total cost of sales       22%
	48900£
	48900£
	48900£


	Gross margin
	                                       77%
	172800£
	172800£
	172800£

	
	Gros profit 
	77%
	77%
	77%

	
Loss
	
Salaries                      18.75%
	
32400£
	
32400£
	
32400£


	
	Commercial loan        7.51%
	  12985.2£
	  12985.2£
	   12985.2£

	
	Business expenses 
Accounting fee            1.73%
	
3000£
	
3000£
	
3000£

	
	Rent and outgoings    9.02%
	15600£
	15600£
	15600£

	
	Electricity & Gas          1.21%
	2100£
	2100£
	2100£

	
	Fees & Licence            0.66% 
	1152£
	1152£
	1152£

	
	Insurance                     0.72%
	1260£
	1260£
	1260£

	
	Advertising                  0.59%
	1020£
	1020£
	1020£

	
	Credit card fees          0.44%
	768£
	768£
	768£

	
	Bank feed                     0.34%
	588£
	588£
	588£

	
	Telephone &                1.02%
 Ethernet
	1764£
	1764£
	1764£

	
	Printing &                     0.32%
Stationary
	564£
	564£
	564£

	
	Subscriptions               0.36%
	636£
	636£
	636£

	
	Training costs                0.6%
	1044£
	1044£
	1044£

	
	  Repairs &                    0.76%
Maintenance
	1320£
	1320£
	1320£

	
	Staff amenities            0.72%
	1260£
	1260£
	1260£

	
	Discounts &                 0.58%
 Donations
	1008£
	1008£
	1008£

	
	Depreciations              2.84%
	4908£
	4908£
	4908£

	
	Employees                   4.16%
 transport
	7200£
	7200£
	7200£


 Total business expenses            90577£     90577£      90577£
 Total business expenses          52.41%
      Profit before taxes                                  Clean profit
         and expenses
Year 1 = 172800£                             year 1 = 82223£
Year 2 = 172800£                             year 2 = 82223£
Year 3 = 172800£                             year 3 = 82223£

3.7. Projected cash flow
Loads of businesses encounter difficulties and are close to bankruptcy because of the low cash flow. Our goal is to keep a sufficient amount of money to cover any unexpected spends. We might even consider a line of credit from our bank to use it in the event of a low cash flow. With this we have a better control over the cash flow.
We are planning on investing some, if not all, of the clean profit in upgrading or purchasing our own place. 
In the next table we present to you the projected cash flow for the next three years.
Projected cash flow 

	year end 
	Year 1
	Year 2
	Year 3

	Cash inflow
	
	
	

	Sales
	221700£
	221700£
	221700£

	other sources
	0£
	0£
	0£

	Total cash inflow
	221700£
	221700£
	221700£

	
	
	
	

	cash outflow
	
	
	

	Purchases (stock)
	50000£
	50000£
	50000£

	Salaries
	32400£
	32400£
	32400£

	business expenses
	90577£
	90577£
	90577£

	loan repayment
	12985£
	12985£
	12985£

	income taxes
	14000£
	14000£
	14000£

	line of credit charges
	0
	0
	0

	bank charges
	0
	0
	0

	totatl cash outflow
	199962£
	199962£
	199962£

	Starting cash balance
	0
	0
	0

	
	
	
	

	ending cash balance
	21738£
	21738£
	21738£



	“To achieve what 1% of the world’s population has (Financial Freedom), you must be willing to do what only 1% dare to do. Hard work and perseverance of highest order.” (Manoj, 2013)
	Relating to that, we must keep an open mind and be prepared for everything. The perfect business is a dream to everyone but keep in mind you don’t know it till you try it. We hope our plan to be a success not just for the profit, but more for the brad ‘’World’s Coffee’’ and for the smile on people faces after they taste our products. 
Additional notes
	The numbers are estimated. We considered changes in the following yeas over the prices, so we can say that our business will be safe and will have a long life. Our assumptions are:
· A slow, but secure economic recovery over the years.
· An available credit line to cover our unexpected expenses and to keep our business healthy
· Coffee will always be popular to a vast number of people
· Average of 2.5£ per coffee sold
· Average cost of 1£ per coffee sold
· Gros margin will hold between 65% and 77%
· Seasonal changes over the sells (Christmas and New Year can have a big impact over the sells. Starting from November till the end of January.)
The business runs mostly on cash (so we can have a close watch over the sells and the tax need to be paid.)

4.0. Administration 

4.1.  Payroll Handling 

The owners will serve as the managers and initially the baristas of Coffee Shop till the income will increase to wanted level. With this experience and skills, we will provide Coffee Shop with some of the best food and entertainment that our region has to offer. The administration will take care of the online promotion, will allocate the budget for physical advertising and through social networks. In order to have a more attractive price, the administration will employ a number of personnel strictly necessary to ensure the quality and quantity of customers. Same thing is for the negotiations on the import of products that will be the responsibility of the administrator. He will always look for effective solutions to increase income and to lower expenses. 
What is a payroll – the process of paying to employers (that’s mean how much employees you have and how much you must pay them). 
This process includes:
· Calculating each employee’s salaries;
· Paying employees’ tax and National Insurance;
· Organizing bonuses;
· Issuing employee’s salaries;
· Counting of nonworking days for any reasons;
· Maintaining all financial records for these things.
As can we see it is a lot of work that requires additional hired person to manage all this process. That’s why in order to perform the financial operations, will be used the services of the accounting companies (this will save you time and money because you have to hire a worker with special degree, for him you need a separate room and many more). They will make annual and quarterly reports, calculate salaries depending on the worked hours and pay the following taxes.

4.2. Barista Qualification

He will be interviewed and hired by the owner and general manager. The barista will be responsible for coffee making. He also will be responsible for preparing food, for having food as much as it will be enough for all day. His responsibility is also to keep the kitchen cleaned and ready to use. The owner and general manager will also be like a barista by changing each other during the day. Skills improvement will be realized with regular trainings with the support of well-known baristas. he will come with proposals for introducing new coffee products to broaden the customer horizon.

4.3. Working Scheduling

It is proposed that the working hours will be from 07:00 to 17:00 from Monday to Friday, Saturday from 08:00 to 17:00 and Sunday from 09:00 to 14:00. Opening at 07:00 allows to have a major flow of customers. In weekends from 8 am to 9 pm o'clock, as well as on weekends on bank holydays the store will open at 09:00 with closing at 17:00.
	 
On holidays, children's activities are planned because the satisfaction of the little ones is important for our shop. This will be an easy way to increase the number of customers.
	What is a payroll – the process of paying to employers (that’s mean how much employees you have and how much you must pay them). 
This process includes:
· Calculating each employee’s salaries;
· Paying employees’ tax and National Insurance;
· Organizing bonuses;
· Issuing employee’s salaries;
· Counting of nonworking days for any reasons;
· Maintaining all financial records for these things.
As can we see it is a lot of work that requires additional hired person to manage all this process. That’s why in order to perform the financial operations, will be used the services of the accounting companies (this will save you time and money because you have to hire a worker with special degree, for him you need a separate room and many more). They will make annual and quarterly reports, calculate salaries depending on the worked hours and pay the following taxes.  


SWOT Analysis: World's Coffee

5.1. [bookmark: _Toc16102128]Introduction 
A SWOT analysis is an analytical strategic planning approach for realising internal strengths and weaknesses of an organisation to identify its external opportunities and threats. SWOT analysis is a necessary aspect of strategic planning modern generation organisational context to develop most suitable and feasible business strategies according to capabilities of an organisation. World's Coffee is a UK based small coffee shop business based in Oxford Street, London. The coffee shop serves a wide variety of coffee and snacks to its customers. The main purpose of the following SWOT analysis is to find strengths and weaknesses of World's Coffee to find its growth opportunities and challenges within the UK market. 
A detailed SWOT analysis has been conducted on World's Coffee in the UK for analysing the growth potentials and challenges associated with the business. 
5.2. Strengths
Location: The location of World’s Coffee in Oxford Street, London is the biggest strength for providing the concerned coffee shop with steady flow of customers throughout the year. One of the most popular tourist attractions of the UK that is based near Oxford Street in London is Hyde Park which is regularly visited by thousands of foreign and domestic travellers and even local residents as well. Other tourist attractions and shopping facilities that attracts huge number of people in Oxford Street are Marble Arch, Handel House Museum, Whitfield Fine Art, the Palace Theatre, etc. high density of tourist attractions in Oxford Street enables World’s Coffee to get constant flow of passing by local people and foreign travellers as customers (Li, et al., 2019). 
Product Variety: The name of World’s Coffee suggests its focus on global coffee culture to maintain greater variety of coffee beverages for customers. Apart from traditional coffee drinks, World’s Coffee also serves a wide range of unique coffee beverages sourced from different international cultures, such as Turkish, Italian, Greek and Romanian coffee. Moreover, World’s Coffee also offers a wide range of popular snacks and beverages along with combination of various foreign flavours, such as Cashew-Butter cookies, Lime Fresh Drink, etc (Kim & Lee, 2017). Such wide variety of products and coffee drinks not only strengthens capacity of World’s Coffee to attract wider range of consumer segments but also strengthens its distinct recognition from other coffee shops within London. 
Marketing Efficiency: Effective use of digital and traditional marketing approaches is also a significant strength of World’s Coffee to attract larger number of customers. For example, World’s Coffee runs its official Facebook page which acts as a community for its local younger and even aged customers for sharing their experiences and special moments within the coffee shop. It strengthens capacity of the organisation to retain loyalty of its local customers and get newer customers from their positive feedbacks. On the other hand, World’s Coffee also adopt theme decorations for special occasions like the Christmas, Valentine’s Day, etc which strengthens its attraction factors for foreign tourists and local customers as well (Li, et al., 2019).  
Customer Relationship Management: The official website of World’s Coffee contains chat-based customer support system and details of telephonic contacts so that customers can meet table booking and query needs. World’s Coffee also issues membership cards for local customers and online community followers so that their revisit can be attracted through issuing special offers and discounts (Kim & Lee, 2017). Thus, it can be said that efficiency of World’s Coffee with CRM initiatives also strengthens brand loyalty and level of customer satisfaction within the coffee shop.
Environmental Focus with CSR: Environmental focus of World’s Coffee with CSR initiatives like recycling based waste management, recycling use of water, use of renewable energy source, use of paper cups instead of plastic made cups, etc significantly strengthen brand image of the organisation to its customers (Su, et al., 2016) 
Efficient Workforce: It is the company policy of World’s Coffee to allow a staff into coffee and snacks processing operations only after successful completion of training as per the UK food safety standards. On the other hand, each serving staff within the coffee shop needs to qualify in behavioural training to ensure equal hospitality to each visiting customer (Li, et al., 2019). Hence, focus of World’s Coffee on staff skill efficiency management strengthens its capability for delivering customers with quality products and satisfying hospitality. 
5.3. Weaknesses
Limited Operation Area: Instead of having a potential business format, World’s Coffee operates through only one location in London. Hence, limited operational area of World’s Coffee significantly weakens its market capitalisation and profit-making capacity (Kim & Lee, 2017). 
Limitation with Investment Capacity: As World’s Coffee offers through only one location in London, the organisation has limited earning capacity and subsequently its capacity for investing in business expansion and infrastructural development is also very limited. Hence, limited investment capacity of World’s Coffee weakens its capacity with business expansion and infrastructural development (Su, et al., 2016). 
Limitations of Supply Chain Network: Due to being a small scale UK based coffee shop, World’s Coffee has no international network of supply chain and subsequently it needs to depend on local British suppliers of coffee bean to produce own products (Jang, et al., 2015). Dependency of World’s Coffee on local British suppliers due to limited supply chain network weakens its efficiency to maintain usage of quality coffee beans and bargaining power as well. 
Vulnerability to UK Market Challenges: World’s Coffee is a completely UK based business which makes the organisation significantly weaker to local market business environment and subsequent challenges. For example, the UK is facing economic downturn, inflation and poor pound sterling since after announcement of BREXIT and subsequently spending power of domestic customers has been affected (Han, et al., 2018). As World’s Coffee is completely dependent on the UK market, the organisation is weaker and more vulnerable to these kinds of market issues and adverse changes within the country. 
Limitation of Serving Capacity: The coffee shop premise of World’s Coffee is spacious enough to accommodate nearly 80 customers at a time. However, flow of customers on Oxford Street in peak tourism seasons can be significantly higher that serving capacity of World’s Coffee which weakens market capitalisation capacity of the organisation (Su, et al., 2016). 









5.4. Opportunities
[image: C:\Users\Subho\Desktop\task files\UK-online (5).png]
Source: eshopworld.com, 2019
Growth of Online Buying Trend: Number of online shoppers is rapidly rising across the UK and it could increase more than 50 million in 2022 (Filimonau, et al., 2019). Thus, increasing use of online shopping habits among UK customers is providing food and other retail businesses within the country with cost effective and potential growth opportunity through virtual operation. Hence, adaptation of online home delivery services depending on e-commerce website and smartphone app can provide World’s Coffee with significantly high growth potential for covering larger market area across London.  
Positive Funding Schemes: For supporting growth of SMEs sector within the UK, the national government has recently launched positive funding and grant schemes for domestic organisations. Depending on potentiality and uniqueness of business format, a British SME can get grant from £500 to £500,000 from the national government (Quintao, et al., 2017). Thus, it can be a great growth opportunity for World’s Coffee to get adequate funding for its business growth and development needs in other market regions across the UK. 
Cost Effective Social Media Marketing: World’s Coffee may not have strong investment capacity for its marketing activities, but it has strong bonding with local customers depending on different social media networks. For example, the official Facebook page community of World’s Coffee involves over 13 thousand local customers which represent strong bonding of the coffee shop with local customers (Han, et al., 2018). Number of social media users is rapidly rising across the UK and one of the biggest examples in this regard is over 42 million Facebook account holders within the country (Filimonau, et al., 2019). Thus, World’s Coffee can capitalise this opportunity to connect with larger number of potential customers across London through making more interactive use of social media platforms. 
Franchising: The largest coffee shop chain of the world, Starbucks has set a global benchmark to show benefits of franchising and joint ventures for providing an organisation with rapid global market growth and expansion. World’s Coffee may have limited financial capacity to invest in newer coffee shop premises but franchising or joint venture can offer the organisation with strong growth potential within the UK and even in international market in long-term future (Jang, et al., 2015). 
Increased Variety of Baked and Fried Snacks: To capitalise wider consumer segment in the UK market, World’s Coffee can adopt more variety of baked and fried snacks through following the strategy it uses for managing variety of coffee beverages. Different European and Asian food cultures can be followed by World’s Coffee for adopting newer varieties of snacks and fast-food products for its customers (Quintao, et al., 2017). It will enable World’s Coffee to please newer consumer segments and also to get more orders through online sales channel as well. 
5.5. Threats
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Economically Unstable Market: The economic downturn in the UK is sustaining and pound sterling is struggling to reach its pre-BREXIT exchange value for last 3 years (Han, et al., 2018). As a consequence, facing long-term income disparity and unstable financial performance can be a bigger threat for World’s Coffee due to its existence within the UK market only. 
Severity of Competition: Market competition for World’s Coffee in the London city is rapidly increasing day by day. The city of London hosts over 2748 coffee shops which make World’s Coffee face severe level of market competition due to its existence within the concerned city only (Filimonau, et al., 2019). On the other hand, World’s Coffee also needs to face competition from global level competitors like Starbucks and Costa Coffee which have strong presence within London and rest of the UK market. Thus, creating own market recognition to competing with such a huge number of competitors and strong coffee shop brands can be a difficult factor for World’s Coffee. 
BREXIT and Changing Tourism Trends: Implementation of BREXIT is likely to eliminate free travelling rights for European travellers within the UK which may affect their arrival rate within the country due to increased visa process complication. A large proportion of revenue is earned by World’s Coffee through serving foreign tourists visiting Hyde Park and other attractions on Oxford Street and EU is the highest tourist generating region for the UK. Thus, reduced arrival of European tourists in London after implementation of BREXIT can have further adverse impacts on financial performance of World’s Coffee (Filimonau, et al., 2019). 
Chancing Buying Behaviour of Customers: Modern generation customers are giving more preference towards online shopping and food ordering trend which may provide World’s Coffee with opportunity to growth through virtual market but also reducing consumer interest to physically visit coffee shops and restaurants (Jang, et al., 2015). Increasing trend of online shopping can have adverse impacts on rate of regular customer foot falls within coffee shop premise of World’s Coffee which could also affect its revenue generation capacity. 
[bookmark: _Toc16102130]Imitation of Products: The main USP of World’s Coffee which provides it with distinct identity from other coffee shops across the UK is variety of its coffee beverages sourced from different foreign cultures. However, coffee beverage recipes and formulation process of World’s Coffee are not patented properties of the organisation and variety of coffee beverages served by the organisation can be easily imitated by other competitor coffee shops across London and rest of the UK (Quintao, et al., 2017). Imitation of unique range of coffee beverages of World’s Coffee by other local competitors can significantly affect competitive advantage and approach of the organisation to local customers. 
Conclusion 
The above SWOT analysis shows that World’s Coffee has strong growth potential as a promising small scale coffee shop and there are relevant opportunities available to the organisation in the form of governmental grants, online marketing, social media based promotion and adaptation of more product variety. However, the UK market has greater challenges for the organisation to overcome and some of the biggest barriers in the growth path of World’s Coffee are high level competition, limited scale of operation, limited funding capacity, continuous economic downturn, etc. 
Achieving desired level of growth by overcoming these market challenges will not be easy for World’s Coffee but it is not impossible. Accurate strategic selection and implementations can provide the organisation with desired outcomes from its operation within the UK market and it can find the path of international growth for the organisation in long-term future as well. 


6.0.  PESTLE analysis
PESTLE it is a theory who shows important aspects of the market needed to be investigated before setting the bases for a new business, it may be used as well to find ways to improve an already established business. Mentioned first in “Scanning the Business Environment, Francis J Aguilar presented the theory in his book as ETPS, being changed later to PEST Analysis and after extended to the more comprehensive version PESTLE (Aguilar, 1967).
Applying PESTLE analysis to our business will show us the right steps to follow in our quest for success in the business environment.
To create a successful business plan, you need to have a good understanding of each aspect that the acronym PESTLE stands for:
· Political: studies the political challenges in the business environment
· Economical: studies the economic factors in the business environment
· Social: studies the social-cultural impact in the business environment
· Technological: studies and plans the use of technology in the business environment
· Legal: studies internal and external laws and regulation of the business     environment
· Environmental: studies and plans for solutions to limit the impact of the business over the natural ambient.

6.1. Political:
Opening a business in United Kingdom can become a real challenge in 2019.Brexit is causing a lot of pressure on already established small business and it is harder to have confidence in starting a new one. Every company must monitor the political stability in its home country as well as material source countries. World’s Coffee as a new comer on the market will need to consider possible changes in the United Kingdom legislation and connection changes between partner countries that may occur because of the political scene.
The migration of foreigner companies to other states, companies who can be potential clients to our business it is a possible challenge that we may encounter. Because, our coffee shop aims to deliver fresh and natural outstanding products, in office, to some of the companies who made their headquarter in London. Another impact that we must be aware and study it is the probability of increasing raw materials cost, as most of the materials used will be imported from different countries. A No deal or Hard Deal can come with additional tax costs. Changes in the import-export legislation who may appear due to a Hard Brexit will have a negative impact on any new business in United Kingdom, as politicians are struggling to reach a common accord. It is necessary to follow with high attention the laws and regulation in the partner countries and plan to adapt to any changes that may occur.
A decrease in migrant workers availability can be another important challenge, finding low cost qualified work force will be harder after Brexit and it may create difficulties to introduce them in the legal work system.
6.2. Economical:
Great Britain leave from the European Union without a deal has the potential to create a recession in the economy as several studies made by economists shows. These studies show that Brexit is likely to create economical boundaries between European Union and United Kingdom which will lead the economy of United Kingdom to slow down comparing with past years (Stojanovic, 2018).
Retail sector can be severely impacted by the increasing costs of raw materials. We can expect a growth in tax rate after Brexit with or without a deal, forcing World’s Coffee to debut on the market with greater expenses for the services we provide.
To reduce the costs of the business, we plan to create a training program for students and to integrate them into World’s Coffee family as part time workers, and we aim to recruit qualified part time workers to help us to keep our service standard high and train new employees.
Hiring part time workers, does not only give us the possibility to decrease the costs of our services but allow us to have qualified personnel in our busiest hours of the day at a lower cost than a full-time worker.
Reducing the costs of raw materials, it is an imperative need. We must research for cheaper supplier alternatives and pay attention to currency exchange rates. Which along with the foreign market environment from where we will import materials, can increase the costs of the business or make it more profitable.
6.3. Social and cultural factor:
Keeping World’s coffee trendy and in the field of interest for our clients, it is an important challenge. Our goal is to offer quality products, to all our costumers no matter the origin. As a new entry on the market we need to focus on proposing affordable products to professional costumers and students without giving up to the quality.
It is important to create a loyal audience both for income stability but also for the attraction of new clients.  Each customer who steps in our shop have different tastes and views in our products. We respect and need to study diverse cultures and customs. By studying them, we will be able to present to our customers services that are more likely to meet their needs.
London it is one of the busiest cities in the world. A world moving at a fast pace and where to be well informed can put you ahead of the competition. Therefore, we offer in our coffee shop free internet access and newspaper, for people who need to access fast and accurate information. Among the newspapers we provide will be well known editions like “Financial Times”, “The Sun” or “Daily Mail”.
People change their opinion on a trend, or they can create a new one with ease. World’s Coffee need to seek to stay at pace with new emerging trends and to try to incorporate or adapt to them. Accepting the changes in trends and be willing to change your development according to them, is the key to success.
6.4. Technological:
We live in an era of fast connections, internet access it is no longer only on your desktop computer or laptop, now we can access internet on mobile phones. With the mobile internet we can shop online whenever we want with just a few touches of screen. World’s Coffee wants to take full advantage of the new technology. We made a partnership with one of the most known food delivery platforms “Just eat” to increase our clientele reach for delivery. From where customers can order their breakfast or snack with ease. We are also planning to develop our own mobile app who will help our customers to order for delivery directly from us, or reserve seats in our main location. We will make our presence on internet social media with our Facebook page as well as on Twitter and Linked in. In our physical location we will provide free wireless internet connection. Our menu will be displayed on high definition screens with all the necessary details for costumers about the products. For future improvement we plan to fit each table with digital menus, giving the possibility to our clients to choose and order in a fancy and modern way. For loyal costumers who will be using our partner platform or our future mobile app we will offer discount coupons up to 10 per cent from the order at every 10th purchase on each platform.
We love reviews, we appreciate constructive criticism and we are open to new ideas. Each costumer, who tries our services is more than welcome to leave a review or a critique on our Facebook page or to our partner website Just eat. Costumers we love the most are people willing to bring us new ideas or whom are giving us constructive critique. New ideas who will create profit for the business will be reworded with special discounts. They will be able to share their ideas with the help of our customer service e-mail. We will respond to each mail within 48 hours from the submission.
6.5. Legal:
Laws and regulation factors need to be studied both on Home country but as well on raw materials source countries. We need to make sure we don’t contravene with any market regulation or laws. United Kingdom has a clear regulation about coffee consumption. As it is shown on the government site in the section safety-hygiene/food-additives The EU labelling legislation, Regulation (EC) No 1169/2011 requires that where caffeine is used as flavoring, the term caffeine must appear after the word” flavoring /s” in the list of ingredients. Also, on the same page, safety-hygiene and food-additives inform us that drinks who contain caffeine no matter the source at a level over 150 mg per liter must state “High caffeine content. Not recommended for children or pregnant or breastfeeding women”. Foods (other than drinks) to which caffeine is added for physiological purpose must state “Contains caffeine. Not recommended for children or pregnant women”. This information must be in the same field of sight as the name of the product along with the quantity of caffeine in mg pe 100g or per 100ml (Anon., 2018). Worlds coffee aims to implement and respect each regulation mentioned above.
6.6. Environmental:
We need to be aware of environmental factors that are beyond our reach of influence, which have the potential to increase the costs of the business. Like natural or artificial ambient disasters that may occur on United Kingdom territory or in countries which cultivate and supply us with raw material.
Most ambient disasters are occurring due to human influence and pollution, we believe in a clean and healthy World, therefore we try to maintain, improve and protect the ambient that we live in, not only for us but for the future generation to come.
We will take responsibility in recycling and acquire recycled products. We   encourage foot walking for reasonable distance, public transport and any activity that will limit the use of fossil energy. We will serve takeaway orders on paper boxes and cups and we will use porcelain crockery sets in our table service. We encourage and we will differentiate our waste for recycling purposes, and we will reduce the use of plastic materials whenever we can.
We will abide to all existing environmental legislation and industry practice codes. And we will monitor on regular basis, looking to constant minimize and improve the footprint we leave on the ambient. Our external deliveries will be transported to our customers by bicycle, we will reduce the use of electronic devices whenever is possible. World’s Coffee family hopes, by taking responsibility and abiding the environmental laws, to be an example and to inspire more people to protect their World.


6.7. Conclusion:
PESTLE study for World’s Coffee show us the challenges we may encounter in our business adventure and help us analyze possible solutions for a successful enterprise. It points out key factors on whom we need to work and improve. Without any doubt it does encourage us to continue with our plan, to provide fresh organic products to our customers and at the same time to bring our contribution to a cleaner and healthier world.
We believe our coffee shop will succeed and it will become brand name known all over London.
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