
Finance  and cash flow of Joint Point coffee shop
Efficient management of our financial recourse and  understanding our financial plan will  help us to concentrate on the most important factors  to increase our profits ,  face any legislation issue  or investing in another element, obtain general view of the success of the business.
Our staff are well trained and have experience from previous café shop, so we are considering waste  and scheduling issues.
The size, layout and design are all have been chosen due to our customers number expectation, energy waste, eye catching , amount of stack and reducing costs.
Our main resources come  from us as four investors , each of us will contribute £2500 . This will reduce tax paperwork, bring  additional experience , business can bear potential risk ,  avoid large debit and interest.
Another financial recourse is a £15000  business bank loan with 5%interest over 3 yeas repayment. Our coffee shop business plan will demonstrate healthy cash flow  for the bank as an external stakeholder , also  build business credit and relationship  , fixed interest on  monthly predicted base helps to plan our budget.
As a new business, our cash flow forecast  shows that it might take a while till our business can make a  revenue. We will be spending up-front expenses in the first months   for investing in new equipment and marketing . 
Our market research can estimate potential sales and we have  predicted that we roughly have 50 customer per day spending at least £5 on average (googleducs).
As a further safe condition, we can forecast “ worst Case” cash flow and include any unexpected situation’s 
Joint point coffee shop will not  only   be the place where customers can grab a cup of a tea or a coffee but also as a destination for an experience we provide.  Free Wi-Fi internet and power sockets will be provided as  a suitable workspace for student, daily newspaper for older age , iPads for kids. 
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Pricing strategy
Pricing strategy  has a crucial effect on the profitability, the success  of our coffee shop and  creating demand for our services .  it is the key for customers to favour a brand  when other alternatives are available  to create a positive image in the mind of customers and gain a purchase in later stage as Dibb et al , (2012P, 591) state:
“The price of a product or service will determine how consumers perceive it, reflect on its brand positioning, influence the choice of marketing channel, affect how it is promoted and have an impact on the level of customer service expected by target consumers.”
This strategy should  balance  and  consider  some points:
· Prices  are based on the value of our customers and the services which they get.
· Prices can be adjusted  up or down  to reflect the  real cost 
·  Prices can compete with rivals . 
First, when setting our price, we will apply the 0.99  which has a considered impact on customers psychology as they feel as they get more value for their money.
Menu pricing:  our affordable  menu will show every item`s price ,   what does any course contain for free ( chips, bread), options of bigger sizes, vegan options. We will review our competitors’ and consider the point that cheap has a strong appeal for many customers in many instances,  but  it is as easily assume  poor service and quality  too.  We have made a cost estimate for each item including direct and indirect cost with a profit margin from 40% to 100% 
Complementary  pricing:  to draw more customers,  Joint point will charge a low price for some items  and then set a higher price for other  items to compensate . This strategy is a kind of Penetration  to the market  for a new business  to draw customers away from other competitors . it might cause losses  in the short-term, therefore we have secured some funding,  but  raising profit up later.
 “  A low initial price is related not only to a price-sensitive market but also to the company's corporate and marketing strategy. In particular, this strategy is the preferred alternative when a company desires to attract new customers, make the new service well known, achieve a satisfactory market share and discourage the entrance of new competitors into the market.” (Indounas and  Avlonits, 2011)

Price bundling:  as a barging , items can be offered in lower prices if they are ordered together .   this mostly will be offered  on certain days of the week . it is a good way to   generate enough profit  by trying to achieve large sales volume as  Mitchell, Turner and Rauch(2016, p59) state`  Bundling increases revenue by generating increased revenue per customer transaction and/or by increasing the frequency of transactions`. 
Loyalty discount: 
 Joint Point will offer  rewards package  and some items for free or discount  to its  membership  as that would affect the  habits of customers for example  buy nine get one for free.  the purpose of that to  create sense of brand loyalty  as  Greenlee and Reitman (2005, p442) state  ` loyalty   programs are procompetitive when their purpose is simply to increase sales to repeat customers by offering lower prices’. It is an efficient way to keep connection and get rates from active users of our card. 
Our prices will  always be reviewed towards our competitors.  extra Items can  be added or replaced during events or   seasons,  with considering  a premium to the cost.
The vital point which we have to pay attention to is the Brexit,  as weaker pound would mean coffee beans, dairy products and all other  imported supplies  are 10-15 %  more expensive,    subsequently consumers have to pay more . it would be quite hard to predict how would consumer react to  the prices increase  especially if large coffee chains  manage to keep their prices low.
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CashIn Jan Feb MarchApr May Jun Jul Aug
Income

sales 5000 5000 5000 5000 8000 8000 | 10000 | 10000
Personal| 10000

Loan 15000

Total Inc 30000 5000 5000 5000 8000 8000 10000, 10000
Cash out

Costs 9000 750 800 600 500 400 900 900
Wages 3150 3150 3150 3150 3150 3150 3150 3150
Rent 550 550 550 550 550 550 550 550
Bills 100 100 100 100 100 100 100 100
Equipme 12000 0 0 0 0 0 0 0
LoanRep 440 440 440 440 440 440 440 440
Marketin 750 0 0 0 0 200 0 0
Dreawin¢ 500 500 300 200 150 150 150 150
Stationar 500 0 0 0 0 0 0 0
Business| 45 45 45 45 45 45 45 45
Total Cos{ 27035 __ 5535 5385 5085 1935 5035 5335 5335
Net Cash| 2965 535 -85 -85 3065 2965 4665 4665
Opening 0 2965 2430 2345 2260 5325 8290[ 12955
Closing Y 2965 2430 2345 2260 5325 8290[ 12955] 17620
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Microsoft Excel  97-2003 Worksheet


Microsoft Excel 97-2003 Worksheet
Sheet1

		Cash In		Jan		Feb		March		Apr		May		Jun		Jul		Aug		Sep		Oct		Nov		Dec				Total

		Income

		Sales		5000		5000		5000		6000		7000		8000		10000		10000		8000		8000		8000		8000				88000

		Personal Investment		10000																										10000

		Loan		15000																										15000

		Total Income		30000		5000		5000		6000		7000		8000		10000		10000		8000		8000		8000		8000				113000

		Cash out

		Costs		9000		750		800		600		500		400		900		900		900		300		350		1800

		Wages		3150		3150		3150		3150		3150		3150		3150		3150		3150		3150		3150		3150

		Rent		550		550		550		550		550		550		550		550		550		550		550		550

		Bills		100		100		100		100		100		100		100		100		100		100		100		100

		Equipments		12000		0		0		0		0		0		0		0		0		0		0		0

		Loan Repayment		440		440		440		440		440		440		440		440		440		440		440		440

		Marketing		750		0		0		0		0		200		0		0		100		100		100		100

		Drawings		500		1000		500		200		800		700		550		600		900		800		750		1200

		Stationary		500		0		0		0		0		0		0		0		0		0		0		0

		Business rate		45		45		45		45		45		45		45		45		45		45		45		45

		Total Cost		27035		6035		5585		5085		5585		5585		5735		5785		6185		5485		5485		7385				96555

		Net Cash flow		2965		-1035		-85		915		1415		2415		4265		4215		1815		2515		2515		615

		Opening Balance		0		2965		1930		1845		2760		4175		6590		10855		15070		16885		19400		21915

		Closing balance		2965		1930		1845		2760		4175		6590		10855		15070		16885		19400		21915		22530






