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Executive Summary 
Students and young professionals between the ages of 18-40years will be my main demographic. Coffee drinkers who visit coffee shops often are my specific market. Accessibility, quality service, and environment are what customers expect and want. Therefore, my product will meet these expectations to ensure customers enjoy the coffee shop and will return.
I will use the STP strategy framework to effectively target and reach my customers. The Segmentation, Targeting and Positioning framework will allow me to understand my customer and what they need and wants then to position it to them accordingly.
The business concept will need an initial investment to cover expenses and start-up costs. Some of these costs include equipment, rent, and supplies to start off my coffee shop. There will be an income generated through the sale of beverages, food, and retail coffee. Coffee Demand in the United Kingdom Remains Steady as Consumption Becomes Habit Forming. (Statista, 2024). Habit forming consumption helps to assure that there will be growth in the coming years and that my business can last.
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International Coffee will serve as both a coffee shop and specialty coffee retailer. The product sold will not only be exceptional, but you will be able to experience life through our in-store ambiance. Providing customers with diverse types of coffee from around the world is what will set us apart from our competition (Burns, 2020).
Coffee shop sales will consist of hot drinks such as espresso, cappuccino, and latte. We will also have cold drinks and specialty drinks that are made from different traditions around the world. Hot and cold beverages will be able to please any customer and want they are looking for increasing the chances that they will return. International Coffee will offer retail products such as whole bean coffee and ground coffee. Selling these products will allow the customer to enjoy our coffee from the comfort of their home.
Pastries, cakes, and sandwiches will be sold alongside our drinks. Having these food options available will not only help please the customer but can increase the purchase of coffee. By offering variety to my customers will allow me to have different streams of income. This will allow me to have more than just one major source of income lowering my risk (Johnson et al., 2020).
International Coffee will either be established as a sole trader or private limited company. The owner will manage the coffee shop’s daily operations including staffing and inventory. The shop will be located in an urban area with high traffic of customers passing by. Location is one of the most crucial factors when starting a restaurant business (Johnson et al., 2020).
MARKET RESEARCH 
Companies need to analyse the external factors to ensure they make informed decisions. PESTEL analysis provides a breakdown of Political, Economic, Social, Technological, Environmental and Legal factors which may affect the business (Johnson et al., 2020).
Political: As a food retailer we need to abide by the rules surrounding food safety and hygiene legislation. Failure to meet these guidelines will incur penalties such as fines and damage the reputation of our business.
Economic: Disposable incomes will affect how much people can spend. As living costs increase customers may look for cheaper alternatives; however, people will always buy coffee as it is seen as cheap way to get their caffeine fix. (Statista, 2024) 
Social: Millennials love coffee shops, they use them as social meeting places, study areas, and informal workspaces. People also love to explore diverse cultures and experiences; International Coffee allows customers to do this.
Technological: There are many technologies that we can implement in order to run the business more smoothly and please the customer. Examples include card payments and mobile device payments, online ordering, and a digital loyalty scheme. Digital collection of data can also inform marketing decisions and menu choices.
Environmental: Customers are starting to care about where their food comes from and if it is from an ethical source. By implementing green policies and only using ethical suppliers we can run the business in an environmentally friendly way. We can also use biodegradable cups and packaging.
Legal: There are many legalities that we must adhere to when running a coffee shop. Including employment law, licence to sell alcohol and food hygiene legislation. These ensure we run the business in an ethical way, understanding these will limit the chance of failure.
There are multiple competitors within the coffee shop market. Large corporations such as Starbucks and Costa are currently dominating the coffee shop market. However, there are also independent coffee shops that sell related products to the large companies. Conducting competitor analysis will allow us to better understand our competitors and how we can beat them. (Kotler et al., 2019) 
International Coffee will sell customers the experience of coffee from around the world. Large coffee shop chains sell the same things week in, week out. However, we will constantly be changing what coffee we sell, allowing customers to explore the different tastes each country has to offer.



















MARKETING COMMUNICATIONS 
Our marketing strategy will follow the STP process. Segmentation, Targeting and Positioning allow us to identify our customers and how to best reach them (Kotler et al., 2019). Segmenting the market allows you to split a market into smaller categories.
Demographic: Our demographic will consist of 18-40-year-old students and young professionals. These are our main consumers as they tend to buy coffee and utilise coffee shops the most.
Psychographic: Our psychographic consumers are people who value social interaction with their peers. As well as this they want to explore diverse cultures and enjoy lifestyle coffee shops.
Behavioural: Our customers frequently buy coffee, and they want the best quality coffee. They do not mind paying for excellent quality and they want it to be consistent every time. Also expect the service to be fast. 
We will target students and young professionals as they are consistent buyers and are most likely to be using social media. As we are marketing mainly through social media, it will cost extraordinarily little to reach our target audience.
Positioning is how we will sell International Coffee to our consumers. International Coffee is a coffee shop that allows you to experience coffee from around the world. We will sell consistency, quality, and quantity of coffee. As well as having a friendly environment. Having a good brand identity, it will help our customers remember us. (Ries and Trout, 2001) 
We will also use other methods of promotion, which include loyalty schemes and hosting days, which highlight different countries' coffee.





FINANCIAL PLAN 


	
	 Cost(£)

	Furniture
	£4000

	Accessories
	3000

	Toileteries
	900

	Renovation
	6500

	Total
	£14,400

	
	



	Fixed Costs
	per month

	Rent
	£3,500

	Bus. Rate
	£400

	Gas bill
	£160

	Two Emp Salary
	£4,500

	Accountant
	£200

	Total cost
	£8760










	Variable Costs
	Jan
	Feb
	Mar
	Apr
	May
	June

	Electricity
	£350
	450
	550
	700
	750
	800

	Raw materials
	£600
	900
	1200
	1400
	1600
	1800

	hourly stuff
	£200
	500
	700
	900
	1000
	1200

	Total Var cost
	£1,150
	£1,850
	£2,450
	£3,000
	£3,350
	£3,800















	

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun

	Fixed
	£8,760
	£8,760
	£8,760
	£8,760
	£8,760
	£8,760

	Variable cost
	£1,150
	£1,850
	£2,450
	£3,000
	£3,350
	£3,800

	Total cost
	£9,910
	£10,610
	£11,210
	£11,760
	£12,110
	£12,560

	Revenue
	£5,000
	£7,000
	£9,500
	£12,500
	£14,000
	£15,500

	Profit/loss
	-£4,910
	-£3,610
	-£1,710
	£740
	£1890
	£2,940


Total fund required = Startup Cost + Operational Cost – Revenue (up to the breakeven point)
= £14,400+£4,910+£3,610+£1,710=£23,160

To start up the business, we will need to rent the shop and buy all the equipment and furniture. We will need coffee machines, fridges, food preparation equipment, etc. We also need to decorate the inside of the shop. Starting the business will either come from our savings or a loan. Business’s when they first start tending to use loans to start up (Burns, 2020).
Once the business is up and running our costs will be rent, staff wages, utilities and cost of goods sold. As these costs are recurring, we will need to monitor these and, where possible, minimise them. Some things we can do negotiate with suppliers, control our inventory, and monitor how many resources we use.
Our revenues will consist of drinks, food, and retail coffee. Having multiple streams of income will mean we have more than one source of income. The price of the coffee will be determined by the cost and how we position our brand.
Forecasting cash flow is important as it allows you to know that you can pay bills when they are due. The Breakeven point is when your total costs and total revenues are equal. Reaching the breakeven point is the goal of any business when starting. By monitoring our finances, we can make smart decisions going forward.





















CONCLUSION 
International Coffee is a great business opportunity. The UK loves coffee and we are offering high quality coffee in great environment. We will be selling not only coffee but an experience which is what today’s consumers are looking for. (Kotler et al., 2019) 
International Coffee has multiple streams of income which allows the business to be more sustainable. Also, due to thorough market research we will stand out from our competitors. International coffee sells quality, great service, and consistency.
I believe international coffee will be successful within the United Kingdom. The business plan showed that international coffee is sustainable and meets consumers’ needs. 
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