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	[bookmark: _Toc112063818]BUSINESS DESCRIPTION/MARKET OPPORTUNITY
This business plan has been prepared in respect of “Fresh Away”, a takeaway café being planned to be established in London. This café will be established as a part of the hospitality industry of the UK which will focus on grabbing the opportunities that have arisen in the economy after COVID-19. The owner will establish the business to own it solely and manage it as per his choices. The business will serve the customers with fresh and healthy food and beverages that will be prepared in the café's kitchen using natural and organic raw materials. This will add to the quality of the products served in the café and will make them different from the products served in other cafes.
The mission of the business: The mission of Fresh Away is to serve the healthiest and tastiest food to the people of London and make them relish good taste wherever they want to. The café has the motive of making naturally prepared food across the UK after gradual expansion. 
The vision of the business: Fresh Away imagines building back such a world where people are not afraid of outside food and consume it without any hesitation towards their health and pockets.
Description of products and services: Fresh Away will offer a range of sandwiches, pizzas and burgers to its customers along with different mocktails which will be prepared using fresh and organic raw materials. The use of organic raw materials will ensure the quality of food and protect the consumers from any adverse impacts on their health. The customers will be allowed to directly place the order by calling the café or through its mobile application or by arriving at the café directly. The recent advent of the COVID-19 pandemic has made people paranoid about hanging out and eating outdoors due to the risk of getting infected. Fresh Away will aid them in overcoming this risk by providing them with takeaways which can be relished by them anywhere and the organic and fresh ingredients will make sure that their health is maintained in the best possible ways.
Ownership structure: The owner of Fresh Away will be its sole owner and the café will have a sole proprietorship business structure. This means that the owner will invest in the business and bear all the risks to operate it and enjoy the profits earned all alone. There are no partners to share the profits and the owner and the business hold the same legal identity. This makes the sole proprietor unlimitedly liable for the liabilities of the business (MAKUDZA et al., 2022). Establishing Fresh Away as a sole proprietorship business will be beneficial in several ways as the owner will not require to undergo many formalities and easy establishment of the business with simple registration procedures is possible. The business enjoys privacy and the start-up costs are low (MAKUDZA et al., 2022).




	[bookmark: _Toc112063819]INDUSTRY ANALYSIS
[bookmark: _Hlk108196599]Fresh Away Café will be a part of the quick-service restaurant (QSR) market of the UK which has been making good growth with the increasing number of cafes and coffee shops in the country. The industry has been affected badly in recent times due to the COVID-19 pandemic when the cafes were shut and were disallowed from letting customers dine in (Lock, 2021). Cafes are the most popular destination out of homes chosen by people of the UK to savour coffee. The number of cafes and coffee shops in the country has been making a gradual increase every year due to their growing popularity (Lock, 2022).
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[bookmark: _Toc112063800]Figure 1: Number of cafes and coffee shops in the UK over the years
Source: Lock, 2022.
For analysing the quick-service restaurant industry in detail, Porter's five forces model provides an important framework which allows for evaluating the competitive environment of the business which determines the current as well as potential competitions that might affect it in any manner (Bruijl and Gerard, 2018).
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[bookmark: _Toc112063801]Figure 2: Porter’s five forces
Source: Bruijl and Gerard, 2018.
[bookmark: _Hlk108200963]The threat of new entry: New entrants bring new capacities and often affect the established players. The new players directly attack market share and influence the competitive advantages of the existing players (Bruijl and Gerard, 2018). The threat of new entrants is significantly high in the quick-service restaurant industry as anyone is capable to enter the industry even with a low amount of investment and few skills. There are very hurdles to entering the market as it is the least complex and can be established even at a small scale to mark the existence of the business. The skills required are also not very technical and can be easily learnt (Porter Analysis, 2020). 
The threat of substitutes: It is important to identify such substitute products or services that can take place of the ones served by the business. The level of such threat is determined based on the performance of the substitutes, cost of change and trend performance (Bruijl and Gerard, 2018). The threat of substitutes in the quick-service restaurant industry is significantly very high because of the high availability of various substitutes. Availability of other snacks, meals and beverages than offered by Fresh Away are threatening substitutes to the business (Porter Analysis, 2020). 
Bargaining power of customers: The bargaining power of the customers is significantly high in an industry with a lesser number of players and a high number of customers. The bargaining power of the customers of an industry depends significantly upon the number of customers, differences between the competitors, price sensitivity, size of businesses, cost of change, etc. (Bruijl and Gerard, 2018). The businesses performing in the concerned industry do not have much radical differentiation. Though the customers are loyal, the negligible cost of changing cannot keep them away from switching to other businesses. They have multiple international, national and local brands to choose from (Porter Analysis, 2020). 
Bargaining power of suppliers: Suppliers can impact the profitability of a business and threaten it by increasing the prices of the raw material. Inability to control such prices affect the businesses and leads them to increase their prices. The bargaining power of the suppliers is affected by the number of suppliers, uniqueness of the products and services supplied, substitutes available and others (Bruijl and Gerard, 2018). The bargaining powers of the suppliers of the quick-service restaurant industry are not very great due to the large of number suppliers available to buy from. This makes restaurants, cafes and coffee shops in a dominant position (Porter Analysis, 2020).

Competitive Rivalry: Fresh Away will face significant competitive rivalry from businesses performing at different levels, including those performing locally to those serving internationally as well. It has been evident that Costa Coffee is the most visited café in the UK (Lock, 2021).
	Name of competitor
	Differentiation

	Costa Coffee
	[bookmark: _Hlk108204757][bookmark: _Hlk108205410]It is the leading coffeehouse player in the UK, native to the country, and has the highest number of outlets across Europe than any other coffee shop chain. Its annual turnover is about twice the turnover of its closest competitors (Lock, 2022). It serves signature coffee along with its special snacks (Costa Coffee, 2022). 

	Greggs
	Greggs is the second most popular player in the industry, based in the UK itself, which serves quality and freshly baked savoury as well as sweet items which are very popular for their taste (Greggs, 2022). 

	Starbucks
	[bookmark: _Hlk108206461]Starbucks is a non-UK brand getting continuously popular across the UK, though its popularity is much lower than Costa Coffee and Greggs. The number of Starbucks outlets across the UK is increasing continuously (Lock, 2022). Its hot and cold beverages are popular and rated as unique by the customers and offer a variety of items for hot breakfasts, bakery products, lunch, snacks, sweets, oatmeal and yoghurts (Starbucks, 2022). 









	[bookmark: _Toc112063820]OPERATIONS AND MANAGEMENT TEAM
Operations of the business: Fresh Away will have straightforward operational procedures. The business will purchase its raw materials and all the required ingredients from locally certified suppliers who will be growing and producing organic products. Those will be purchased and stored in the café to fulfil the needs of a week. This means that the café will make weekly purchases of raw materials and other ingredients. The raw materials will include different types of dairy products, vegetables, fruits, bread, condiments, etc. Apart from these supplies, the business will require equipment like ovens, stoves, chimneys, grinders, blenders, utensils, fixtures and other such things. The café will own a large kitchen with different sections to complete its cooking activities. The customers will be able to place orders through the mobile application of the café, through calls to the café or by placing orders by coming to the café directly. As the owner will not be sufficient to perform all the activities alone, 2 chefs will be hired, as well as 1 cleaner which will conduct the maintenance of the café and one cashier which will be responsible of tracking the cash and maintain the basic of finance records. Apart from them, there will be a manager who will be responsible to manage the activities of the business, like marketing and administration. Activities like the development of the mobile application, its maintenance, etc. will be outsourced. The owner will keep overall control of all the activities and administer them. 

Generation of revenue: Fresh Away will sell snacks and beverages through takeaway at affordable prices but after maintaining a viable profit margin. The cost of sales will roughly cost around 30% of the selling price. The remaining margin will be utilised to meet the fixed costs. The business will save a net profit margin of around 15% from the sales.

Management team: 
	Name
	Skills
	What do they bring to the firm

	Chef 1
	Cooking
	Will prepare orders for snacks and other food

	Chef 2
	Cooking
	Will prepare orders for beverages

	Cleaner
	Cleaning
	Will ensure to keep the kitchen and overall premises clean

	Cashier
	Basic accounting
	Will keep a track of cash and maintain basic business records

	Manager
	Management
	Will do marketing and administration activities






	[bookmark: _Toc112063821]MARKETING PLAN
The marketing strategy of Fresh Away will be prepared following the 4 Ps of marketing as follows:
Product: Product refers to the key item to be sold by the business to satisfy customer needs (Sukanta and Muis, 2022). Fresh Away will sell freshly prepared organic snacks and beverages from its takeaway café.
Price: Price refers to the cost that will be charged against the sales of the products which will be inclusive of profits and costs (Sukanta and Muis, 2022). All the snacks will be priced at the same amount of £4 per unit and beverages at £5 per unit. The selling prices have been decided to earn a net profit margin of around 15% from the sales.
Promotional mix: Promotional mix includes the marketing tactics that are used to promote a business (Sukanta and Muis, 2022). Social media marketing will be the key promotional activity that will be performed to promote Fresh Away. Local advertisements will be done by distributing pamphlets. 
Place: Place refers to the place of business here (Sukanta and Muis, 2022). Fresh Away will make sales from the café itself which will be the sole point of distribution of its sold products.







	[bookmark: _Toc112063822]FINANCIAL PLAN
Sources of funds: The owner of Fresh Away will invest his savings as the primary source of his capital. Own capital in the café will amount to £50,000. For meeting the further requirements of capital, Fresh Away will make borrowings from a bank in the form of a loan amounting to £25,000 which will be repayable with interest at the rate of 2% per annum.
Use of funds: The funds will be used to pay different fixed and variable costs of the business.
	Particulars
	Month 1 (£)
	Month 2 (£)
	Month 3 (£)
	Month 4 (£)
	Month 5 (£)
	Month 6 (£)

	Revenues
	5,400
	5,940
	6,534
	7,187
	7,906
	8,697

	Fixed costs:
	
	
	
	
	
	

	Rent
	450
	450
	450
	450
	450
	450

	Maintenance and cleaning
	250
	250
	250
	250
	250
	250

	Electricity and water charges
	300
	300
	300
	300
	300
	300

	Salary to manager
	600
	600
	600
	600
	600
	600

	Marketing and promotional expenses
	550
	550
	550
	550
	550
	550

	Maintenance of mobile application
	180
	180
	180
	180
	180
	180

	Interest on bank loan
	42
	42
	42
	42
	42
	42

	Variable costs:
	
	
	
	
	
	

	Cost of sales
	1,620
	1,782
	1,960
	2,156
	2,372
	2,609

	Profit
	1,408
	1,786
	2,202
	2,659
	3,162
	3,716









	[bookmark: _Toc112063823]MARKET RESEARCH
The pattern and preferences of food consumption have changed dramatically over the last decade. Lockdowns, social distancing and the risk of getting infected have added to such change after the COVID-19 pandemic. The pandemic affected the people largely and the risk developed has caused the cafés, coffee shops and other related businesses to take significant time to gain back the operation level prevailing before the pandemic. However, with the continuous improvements in the situations, such businesses are returning with safety and commercial initiatives which include allowing only takeaways, operating with reduced menus, etc. The customers are also accepting the same as they are not ready enough to hang out without the fear of getting infected. Around 70% of the cafes and coffee shops have changed their business pattern to takeaways only to cope with the requirements of the macroenvironment (Allegra World Coffee Portal, 2020). 
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[bookmark: _Toc112063802]Figure 3: Changes in business patterns of cafes and coffee shops due to COVID-19
Source: Allegra World Coffee Portal, 2020.

The customers too have accustomed to takeaway orders which is a beneficial point in the interest of Fresh Away as it can develop the business pattern following this new demand. The pandemic has not ended yet and if any critical situation arises again and the macroenvironment becomes unfavourable, the takeaway business pattern of Fresh Away will be the last one to be affected as it will serve the lowest risk of infection to the public as compared to the other patterns (de Souza et al., 2022).
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[bookmark: _Toc112063803]Figure 4: Level of risks under different business patterns of cafes and coffee shops
Source: de Souza et al., 2022.
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