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GREEN COFFEE
[bookmark: _Toc49976433]                    INTRODUCTION


Almost everyone loves coffee. According to the scientific community it is good to drink coffee between 2 or 3 times a day.
Coffee consumption grows everyday it has increased by 95% in the last 35 years. Which place it in the second most consumed drink after water. It is estimated that between 1,600 and 2000million cups a day are drunk daily in the world, this is a lot of coffee, what makes it so attractive to enter into the coffee business in the low starting cost in comparation with other business.
Coffee business is very appealing is that even though it is a food service and has highest growing a way rate than any other business, it is the higher profit margin that say in the restaurant and this is an advantage.
A coffee shop is the perfect place if you need to buy your coffee near work or if you do not have time to sit down and relax. A coffee shop is a versatile business that can easily please differently tastes, since experiment, rediscover the magic and understand why coffee has been for centuries one of the most consumed beverages on earth.
It is important to reaffirm the study of this coffee shop project because it has been observed in recent years, how the demand for the consumption of coffee has increased. It is also known that during the last decade, the global consumption of coffee has shown an outstanding dynamism, in 2011, the global demand for the aromatic rose to a record of 8.34 million tons, an average growth annual 2,4% since 2001, taking this into account, it should be noted that in a large number of countries. The coffee industry has tried to promote the consumption of this drink, which has been strongly imposed in unconventional markets by the growing supply of vending establishments, In the new markets, the opening of gourmet coffee shops and specialty coffee bars has notably stimulated the culture of coffee offering new mixes, flavours and even environments to consume the drink. 






                                    
	                  GREEN COFFE 


[bookmark: _Toc49976434] SECTION 1
[bookmark: _Toc49976435]1.1 Summary
Green coffee is a coffee and bakery retail establishment, located in the northwestern part of the city on Liverpool Street, one of the streets most frequented by not only tourists but also working people, green coffee wants to attract the attention of a regular basis of clients that offers an ideal, pleasant and personalized environment in order to satisfy clients, not only drinks with the best flavor but a totally different environment that takes the client to a different place than usual, with a natural, pure theme and green, moving them away from the monotony of the city to lead them to a pleasant and quiet place in which to rest, forget the problems and enjoy different types of coffees from different countries and to the taste of the client, with the intention of satisfying customers. 
 
Nature of the project

· Mission: Total quality in coffee is our only mission, from the strictest selection of the best bean, the best conditions to store it, the finest roasting, to the selection of the best packaging that keeps the flavor, smell and freshness with which the customer receives it. Never indulge in business practices that involve sacrificing quality. Processes and freshness to enter a fully saturated market and that at the end we will only receive the discredit of our company.

· Passion: It is our motivator to always be better, with love for what we do, in every detail, the passion that leads us to continuous success.

· Quality: This point lies from the perfection in the sowing of coffee. The harvest, the selection, the roasting and the packaging until the innovation in the execution of the products so that the client always has the best.

· Customer support: The most important part for us is that you enjoy the best care and warmth, completing the experience with a delicious 100% natural coffee.

· Perfection: Trough the development of each of our products and constantly training so that workers always deliver the best of themselves in each cup and in the unmatched service.

· Team work: Getting the best from each person in favor of the company and constantly improving, results in a synergy that is reflected in customer service and product quality.


 
[bookmark: _Toc49976436] 1.2 business aims
 
General objectives
 
· Study the costs necessary to start the activity.
· Provide an optimal relationship between quality and price.
· Properly identify the products most closely related to customer demands.
· Define promotions.
· Relate the income marked in the framework of the cafeteria business plan and achieve them.
· Build a lasting professional brand.
· Provide satisfaction to customers through products.
· Take care of the client at all times.
 

Short term objectives (1 year)
 
· Call our regular customers by their names, know their tastes and have fast service.
· Perceive our products appropriately by consumers or critics, while we take care of the taste, it is presence and it is smell so that it is pleasant.
· Generate actions that allow us to identify the value of our products for customers, allowing then to return regularly for their breakfast or even snacks.
· Carry out market analysis in order to know the preferences and tastes of customers in the area, betting on those who have a greater demand for them.
· Respond to the need of customers in a short space of time, fully guaranteeing their satisfaction in each of our actions and products.
· Efficiently train the various professionals who work in the establishment.
· Select properly trained professionals for the daily management of the premises and a perfect organization of the staff through and organizational Chart 
         
· Having a pleasant establishment so that visitors are comfortable and enjoy the experience of our products.
 
 Short term objectives (2, 3 years)
 
· Design packages of discounts and offers focused on attracting new customers to the establishment, satisfying the interests of regular customers and generating interest in the public.
· Draw up strategies that allow the achievement of the economic objectives defined for each of the years.
· Enhance the image of the business, creating close links between our customers and products.
· Prepare customer profiles with the intention of recommending a set of proposals based on said profiles.
· Recover the amount earmarked for investment in the business within a maximum period of 3 years
 


[bookmark: _Toc49976437]SECTION 2

[bookmark: _Toc49976438]2.1Business name 

 Green coffee defines the essence and image of the company par excellence, having as a priority to take care of the environment through the use of recyclable containers  even made with recycled paper  or from plants so that it is degradable, the name also arises thanks to the theme of the establishment focusing on recreating a natural place with plants and landscape paintings so that the client feels in another more pure and relaxing environment.
 

[bookmark: _Toc49976439]2.2 strap line
                      
	                        GREEN COFFE


                                            
                                        
                                                If it’s green, it’s good.


The trapline that represents the business is: If it’s green it’s good. Easy to remember, it is distinctive and also summarizes the main quality of what we want to offer the public, trying to generate a positive connection between the brand and the customer, as it is a brief strapline increases the impact of the message.


[bookmark: _Toc49976440] 2.3Elevator pitch


It is a place for us to present green coffee to all coffee lovers, where you can not only take a visual journey through our theme but also taste your palate with delicious excellent quality coffees with selected beans from the best harvests and grown in soils rich in nutrients and thus obtain an aroma of the most excellent quality, in addition to that and as a contribution to the environment, our glasses and utensils are made from plants, thus being totally degradable. we will grant different types of coffee and infusions among others

[bookmark: _Toc49976441]SECTION 3

[bookmark: _Toc49976442]3.1 Why do you want to run your own business?


We want to start this business because it is an area that we like and it is a powerful motivation to undertake, passion is not enough, but it allows us to enjoy work every day, when undertaking we are our own bosses to the extent that we are responsible, We make decisions and organize work, it is one of the best reasons to undertake, when setting up a business, you learn new things, from the aspects, logistics to major business decisions. You learn about human resources, negotiate with suppliers, tax, legal aspects , accountants etc. When you start an entrepreneur you meet very different individuals and in many interesting cases they are not just customers but suppliers, your competitors, entrepreneurs from other sectors. When starting our business we have no limits in ideas. this regard, you can show the public your innovative.











[bookmark: _Toc49976443]3.2Previous experience work

We have knowledge in the hospitality sector since it is highly demanded, we have knowledge of barista which means that we know how to prepare coffees and all its variety we have the training that is required to be food holders, therefore we also have knowledge of how work for the public, how to serve customers and provide good service since the customer is the most important.
[bookmark: _Toc49976444]SECTION 4
[bookmark: _Toc49976445]4.1What are we going to sell?

Our services are focused on the sale of hot and cold beverages, therefore we will sell our product giving the best service to customers with the best possible quality and price. Since coffee is a drink in high demand by people and more than 95% of the population consumes this product, we have thought about providing this great product for all coffee lovers, providing a unique and unmatched experience

[bookmark: _Toc49976446]4.2 Product Description

Coffee is one of the foods with the highest antioxidants you can give to human beings, it is an almost essential drink in people's daily lives, providing the necessary energy to start the day, we want to sell coffee with the best quality, flavor and aroma, even including coffee from Colombia or Brazil at certain times since it has a characteristic and distinctive flavor unlike many from the best lands and is processed in a very traditional way to provide a different experience to the palate.


[bookmark: _Toc49976447]4.3 Different types of product

Green coffee will focus on drinks, including a great variety including mocha, cappuccino, white mocha, americano, caramel coffee and infusions, all of this as hot drinks but we will also have cold drinks such as smoothies of many varieties. We will have a variety of pastries such as croissants, paninis, pan Au raisin, pan au Chocolat and cookies to taste the palate to the taste of the client accompanied by a delicious drink to start the day.

[bookmark: _Toc49976448]4.4 are we going to sell of the products/services at the start of your business? if no explain why

Once the business starts, the idea is to sell all the drinks as much as possible, making the product known by marketing, making offers, discounts, and advertising so that we can become known as the business grows we can include more products and services according to demand. trying not waste any product, we will be aware of all customer suggestions, we will analyze the possibilities and profitability reaching the conclusion of whether it is feasible or not. In case a product does not have the expected sales, we will think of some strategies to take advantage of it, publicizing the product, or even with a discount so that people know it, the idea is not to waste too much and save as much as we can. for the business to be successful.
[bookmark: _Toc49976449]SECTION 5
[bookmark: _Toc49976450]5.1 Customers

Our business is aimed at a regular public, due to the location in which it is, we will have clients of all ages from students, office workers and tourists since it is in zone 1, they are busy streets surrounded by shops, offices, banks and centers From the study, by the location we deduce that the majority of the public will be working people, who in the rush decide to have their breakfast on the way to work. Being a take away service we focus on the speed of serving everyone without much waiting


[bookmark: _Toc49976451]5.2 Where are you customers based?
ur clients are mainly in the offices, depending on the location we chose, we think about that above all, in which place we would place it and what better place than Liverpool street where thousands of people pass every day not only to swallow but also to know already which is the center of the city, our clients are also people who every day go through those streets to take the subway and go to other places, so we have the advantage that we always have people around, and in the morning it would be the time of day in The one that would be sold the most since many people buy their breakfast on the way home, also in the afternoon that many people go to meet clients and have a coffee or when leaving work. It is very relevant the location of that depends a lot on the job success.


[bookmark: _Toc49976452]5.3: Market Analysis Summary
 
This coffee shop is specially designed for office workers who work in different buildings in this area, as well as other types of workers, even for tourists, because the Liverpool street is a big place and many tourists arrive at the train station to start their visit to London. Being other possible customers.
 
.Market Segmentation
 
This business focuses on clients with a medium and high socioeconomic level.
 
 
.Workers in the area:
 
Many workers in this area can be permanent customers, because in the Liverpool Street area there are many offices in different buildings, which means that they may be potential customers. many of them try to have a healthy life, especially when they spend many hours sitting in front of their computers and try to compensate for this by consuming healthy foods, including coffee. Those who want to have their quick coffee to take away.
 
 
.Local Residents:
 
Green coffee wants to establish a large regular customer base. This will establish a healthy, consistent revenue base to ensure stability of the business.
 
 
Tourists:
 
There is a lot of tourism in London, and we believe that these people can be a high percentage of customers for our products in the coffee shop.




[image: ]




5.1.1 Market Analysis
 
 
Key points included:
 
.Making coffee healthier
.Take away coffees
.Rise of the in-home barista
 
 
 
[bookmark: _Toc49976453]5.4 Target Market Segment Strategy:
 
The main objective of the green coffee market is for the workers in the area, such as office workers, store sales people, train station workers, etc. Also tourists who visit the area, and want to try a rich and healthy coffee.
 
 
[bookmark: _Toc49976454]5.4.1 Market Needs:
 
London has a cold climate almost most of the year, this will positively influence our hot coffee sales, and when it is hot season we could sell some cold drinks with coffee, in this way customers would have other drink options .
 
 
[bookmark: _Toc49976455]5.5 Service Business Analysis:
 
According to a study carried out by the British Coffee Association (BCA), 95 million cups of coffee are consumed every day in the United Kingdom, this is one of the reasons why we chose this business plan. Unfortunately, this has been affected by the current global situation of the pandemic, but we hope that when this is over, everything will go back to the way it was before.
 
 
[bookmark: _Toc49976456]5.5.1 Competition and Buying Patterns:
 
In an ideal world we would not have competitors but that would not be realistic, in Liverpool street there are many coffe shops, such as Pret and manger, Leon, Costa, Starbucks, etc. Most of these places are usually large with tables to sit down to have coffee or to eat some meu. quietly, but our business is geared especially for people who are in a hurry and want something quick to go,
 
 
[bookmark: _Toc49976457]SECTION 6
 
-Marketing Strategy: 
 
 
[bookmark: _Toc49976458]6.1.-Digital and social media:
 
Doing a giveaway on Instagram, one of the top social networks of the moment, can bring you various benefits such as boost our brand Green Coffee, increase the number of followers on Instagram Green coffee, which means more people as potential customers, share different content and promote our business products. 
Also on facebook, tiktok and Youtube. All of this means creating affordable and far-reaching business advertising.
 
A good way to create publicity on social media is through giveaway, for example, you can raffle a green coffee pack consisting of a hot drink, a dessert and a sandwich for the winner. The steps to follow are: Share a photo of a Green coffee product, tag us, and tag many friends in the publication. This will give two good results, more people follow our social media and more people know our coffee shop and become potential customers.








[bookmark: _Toc49976459]SECTION 7

[bookmark: _Toc49976460]7.1. Table of competitors:
	Name
	Location
	Price per coffee
	Overall cost to get a free equivalent coffee
	Average % discount per coffee
	Strengths
	Promotion

	Starbucks
	59 Broadgate-link
	£2.60
	£39
	7%
	-Strong brand name
 
-Extensive global supply chain
	15 stars to earn a free coffee

	Costa
	18 Liverpool Street
	£2.45
	£50
	5%
	-Wide range of products
 
-Reputation
	£1 = 5 points
 
 
1point = £0.01p

	Caffé Nero
	155 Bishopsgate
	£2.35
	£21.15
	11%
	-Geographical location
 
-Rapid growth
	Buy 9 get one free






[bookmark: _Toc49976461]7.2. Comparison:
	Name
	Location
	Price per coffee
	Overall cost to get a free equivalent coffee
	Average% discount per coffee
	Strengths
	Promotion

	Green Coffee
	Liverpool Street
	£2.00
	£20
	10%
	-Not a franchise
 
-Unique in the area
	1coffe=1coupon
 
10 coupons
=free coffee






[bookmark: _Toc49976462]7.3. SWOT Analysis:
	Strengths
	Weaknesses
	Opportunities
	Threats

	Not a franchise
	Franchises
	Researched area is desperate of something unique
	National Coffee houses

	Only one in the area (unique)
	Minimal budget
	Busy area
	Share of the market

	Fresh products
	Competing against larger coffee shops
	Continue grow
	One Coffee shop nearby is for sale

	Drive-Thru
	 
	 
	








[bookmark: _Toc49976463]7.4. PESTEL analysis:
	Political
	Economic
	Social
	Technological
	Environmental
	Legal

	Political stability
	Unemployment rate
	Consumer preferences
	Mobile payment
	Recycling
	Stricter regulations

	Level of corruption
	Economic grown rate
	Class structure (green and ethical)
	Free Wi-Fi nearby
	Laws regulating environment pollution
	Employment law

	Laws and regulations
	Taxation level
	Leisure interests
	Sensors need to be installed
	Environmental disasters in countries which produce coffee
	Health and safety rules

	Wage legislation
	Type of economy system
	Education level in the country
	Advertise through social media
	Weather and Climate
	Legal issue with road safety rules

	 
	 
	 
	New coffee machines
	Geographical location
	 

	 
	 
	 
	 
	Corona Pandemic
	 








[bookmark: _Toc49976464]7.5. Unique selling points:
	                                            Unique selling points

	-Quality products and experienced barista
 
-Publicity coverage and media support
 
-Donating 5% to charity
 
-Two-sided drive-thru 
 
-Coupons for loyalty costumers
 
-Free coffee after collecting 10 coupons
 
-Cheapest coffee in the area






[bookmark: _Toc49976465]SECTION 8


[bookmark: _Toc49976466]8.1. Delivery to costumers: 
as this is drive through coffee shop there is no need for delivery. Costumers will come to us.




[bookmark: _Toc49976467]8.2. Transport:
When talk about transport our suppliers will deliver our merchandise to us. That was the one of the reasons why we chose them.




[bookmark: _Toc49976468]8.3. Legal requirements: 
Legal requirements according to UK government are: Register Coffee business,
Register with local authority-selling ,preparing, storing, and distributing food.
Register with HMRC : as we know, everyone needs to register their business no matter is it big or small. If business have more owners must be registered into a business partnership.
Business insurance: by the law, all businesses must have Employers liability insurance which covers your employers and you for the health and safety and Public liability insurance to cover public injuries. On the top of that we should  consider Product Liability Insurance just in case someone gets food or drink poising. 
Gas/Electrical Safety Certificates: all gas/electrical equipment must be installed and tested by Gas safe engineer and do it continuously in 6-12 months period.
Food hygiene Certificate: Coffee is prepared, and it found the place in food group, and by that we need to get certificate if we want to operate. Easiest way to get one is to go for food safety course which covers all the essentials food hygienic topics. This training should be renewed every 3 years.




[bookmark: _Toc49976469]8.4. Suppliers:
	Name of supplier
	Item required and prices
	Payments arrangements
	Reasons for choosing supplier

	Booker
	-Milk: £0.745 per liter
 
-Paper hot cups: £0.039 per unit
 
-Plastic caps: £0.128 per unit
 
-Coffee sleeves: £0.023 per unit
 
-Napkins: £16.98 per unit of 2000
 
-Take out cup carriers: £0.07 per unit
 
-Coffee to go boxes: £0.22 per unit
 
-Coffee equipment cleaners: £9,50 per unit of 750g
 
-Trash and recycling bins: £17.30 per unit
 
-Sugar: £0.01 per unit of 2.5g
 
-Drinks: £0.96 per unit of 500ml
 
-Sponges: £0.56 per unit
 
-Brooms: £7.07 per unit
 
-Buckets: £2.39 per unit
 
-Cleaning gloves: £0.66 per pair of gloves
 
-Glass cleaner: £5.87 per 5 liters
 
-Bleach: £8,69 per 5 liters
 
-Flavoring syrups: £8,95perlitre
 
-Plastic lids: £0.03 per unit
	Products must be paid before dispatched.
	-One of the leading suppliers in the UK.
 
-Their own delivery to the shops.

	Lavazza 
	-Coffee: £10.83 per kg
- Espresso: £3,40 per unit of 16
	Alternative signed arrangement which means postponement of payment up to 2 months.
	-One of the best coffees on the market.
 
- Long tradition since 1895.
 
-Provides some of the equipment.







[bookmark: _Toc49976470]8.5. Equipment:
	
	 
	If being bought?

	Item required
	Already Owned?
	New or second hand 
	Purchased from
	Price

	Espresso Machine
	Leased
	New
	Lavazza 
	Leased (part of an agreement)

	Espresso Grinder
	Leased
	Second hand
	Lavazza
	Leased (part of an agreement)

	Regular Coffee Grinder
	Leased
	New
	Lavazza
	Leased (part of an agreement)

	Coffee Brewers
	No
	New
	Nisbets
	£225.58

	Blender
	No
	New
	John Lewis and Partners
	£287.98

	Refrigerator 
	No
	New
	Adexa Direct
	£634.80

	Ice Machine
	No
	New
	Vevor
	£273.99

	Underbar Sink
	No
	New
	Easy Equipment
	£299.99

	Dishwasher 
	No
	New
	Currys
	£239.00

	Knock Box
	No
	New
	John Lewis and Partners
	£20.00

	Measuring cup
	No
	New
	Amazon
	£8.50

	Scale
	No
	New
	Amazon
	£19.99

	Cup, Lid and Straw organizers
	No
	New
	Amazon
	£23.99

	Aprons
	No
	New
	Plain T-shirts
	£4.20






[bookmark: _Toc49976471]8.6. Management and staff:
	
	Days working per week
	Hours working per day
	Wage per hour
	Wage per day
	Wage per month
	Wage per year

	Manager
	5
	8
	£   10.00
	£     80.00
	£1.600,00
	£19.200,00

	Barista 1
	6
	6
	£     8.72
	£     52.32
	£1.255,68
	£15.068,16

	Barista 1
	6
	6
	£     8.72
	£     52.32
	£1.255,68
	£15.068,16

	£49.336,32





















[bookmark: _Toc49976472]SECTION NINE 
[bookmark: _Toc49976473]9.1. PRICING LIST
The main product that our company is going to sell is cappuccino , the components of each are listed below.


	
	PRODUCT / SERVICE NAME
	CAPUCCINO

	A
	NUMBER UNITS IN CALCULATION
	

	
	PRODUCT / SERVICE COMPONENT
	COMPONENT COSTS

	B
	7 GR BEANS COFFEE  DARK ROAST
	 £0,07 

	
	125 ML SKIMMED OR SEMI SKIMMED MILK
	 £0,05 

	
	1 UNIT CUP X 12 OZ
	 £0,06 

	
	1 LID CUP X 12 OZ
	 £0,03 

	
	1 CUP HOLDER X 12 OZ
	 £0,01 

	
	2 GRAMS SUGAR
	 £0,02 

	
	1 STEAK BAMBOO
	 £0,01 

	
	
	

	
	
	

	C
	TOTAL PRODUCT / SERVICE COST
	 £0,25 

	D
	COST PER UNIT
	 £0,25 

	E
	PROFIT MARGIN (£)
	 £1,75 

	F
	SELL PRICE PER UNIT
	 £2,00 

	G
	PROFIT MARGIN (%)
	800%

	H
	MARK UP %
	700%

	
	
	

	


	






	
	PRODUCT / SERVICE NAME
	ESPRESSO

	A
	NUMBER UNITS IN CALCULATION
	

	
	PRODUCT / SERVICE COMPONENT
	COMPONENT COSTS

	B
	7 GR BEANS COFFEE  DARK ROAST
	 £0,07 

	
	1 UNIT CUP X 4 OZ
	 £0,04 

	
	1 LID CUP X 4 OZ
	 £0,02 

	
	2 GRAMS SUGAR
	 £0,02 

	
	1 STEAK BAMBOO
	 £0,01 

	
	
	

	
	
	

	C
	TOTAL PRODUCT / SERVICE COST
	 £0,16 

	D
	COST PER UNIT
	 £0,16 

	E
	PROFIT MARGIN (£)
	 £1,04 

	F
	SELL PRICE PER UNIT
	 £1,20 

	G
	PROFIT MARGIN (%)
	750%

	H
	MARK UP %
	669%

	
	
	

	







	

	
	PRODUCT / SERVICE NAME
	AMERICANO

	A
	NUMBER UNITS IN CALCULATION
	

	
	PRODUCT / SERVICE COMPONENT
	COMPONENT COSTS

	B
	7 GR BEANS COFFEE  DARK ROAST
	 £0,07 

	
	1 UNIT CUP X 12 OZ
	 £0,06 

	
	1 LID CUP X 12 OZ
	 £0,03 

	
	1 CUP HOLDER X 12 OZ
	 £0,01 

	
	2 GRAMS SUGAR
	 £0,02 

	
	1 STEAK BAMBOO
	 £0,01 

	
	
	

	C
	TOTAL PRODUCT / SERVICE COST
	 £0,20 

	D
	COST PER UNIT
	 £0,20 

	E
	PROFIT MARGIN (£)
	 £1,30 

	F
	SELL PRICE PER UNIT
	 £1,50 

	G
	PROFIT MARGIN (%)
	750%

	H
	MARK UP %
	650%

	
	
	

	
	



	
	PRODUCT / SERVICE NAME
	WHITE AMERICANO

	A
	NUMBER UNITS IN CALCULATION
	

	
	PRODUCT / SERVICE COMPONENT
	COMPONENT COSTS

	B
	7 GR BEANS COFFEE  DARK ROAST
	 £0,07 

	
	20 ML SKIMMED OR SEMI SKIMMED MILK
	 £0,01 

	
	1 UNIT CUP X 12 OZ
	 £0,06 

	
	1 LID CUP X 12 OZ
	 £0,03 

	
	1 HOLDER CUP X 12 OZ
	 £0,01 

	
	2 GRAMS SUGAR
	 £0,02 

	
	1 STEAK BAMBOO
	 £0,01 

	
	
	

	
	
	

	C
	TOTAL PRODUCT / SERVICE COST
	 £0,21 

	D
	COST PER UNIT
	 £0,21 

	E
	PROFIT MARGIN (£)
	 £1,79 

	F
	SELL PRICE PER UNIT
	 £2,00 

	G
	PROFIT MARGIN (%)
	952%

	H
	MARK UP %
	852%

	
	
	








	COMPONENT COSTS
	

	COST COFFEE BEANS - BAG 2000GR
	£20.00
	
	
	

	GRAMS COFFE X  UNIT - CAPUCCINO 
	7 GR
	2000GR/7GR = 286 CUPS
	
	

	COST X UNIT
	£0.07
	£20.00/286 CUPS
	
	

	COST MILK 3400 ML
	£1.50
	
	
	

	MLs. PER UNIT
	125 ML
	3400ML/125ML= 27 CUPS
	
	

	COST X UNIT
	0.05
	£1.50/27 CUPS
	
	

	COST CUPS 12oz x 1000
	£60.00
	
	
	

	COST X UNIT
	0.06
	£60.00/1000 CUPS
	
	

	COST LIDS 12oz x 1000
	£30.00
	
	
	

	COST X UNIT
	0.03
	£30.00/1000 CUPS
	
	

	COST CUP HOLDER 12oz x 1000
	£30.00
	
	
	

	COST X UNIT
	0.03
	£30.00/1000 CUPS
	
	

	COST SUGAR 25 KG (25000GR)
	£30.00
	
	
	

	COST X UNIT
	0.02
	£30.00/25000GR / 2 SACHETS PER CUP
	
	

	COST STEAK BAMBOO X 5000 
	£50.00
	
	
	

	COST X UNIT
	0.01
	£50.00/5000  CUP
	
	












9.2. PROFIT MARGIN PER UNIT


To obtain the profit margin, I calculate the different between the cost pero unit and the sell price.

	PROFIT MARGIN PER UNIT

	
	
	
	
	
	

	
	COST PER UNIT
	SELLING PRICE PER UNIT
	PROFIT MARGIN £
	PROFIT MARGIN %
	MARK UP %

	CAPPUCCINO
	£0,25
	2,00
	1,75
	800%
	700%

	ESPRESSO
	£0,16
	1,20
	1,04
	750%
	669%

	AMERICANO
	£0,20
	1,50
	1,30
	750%
	650%

	WHITE AMERICANO
	£0,21
	2,00
	1,79
	952%
	852%

	COLD DRINKS
	£0,50
	2,00
	1,50
	400%
	300%

	WATER 500 GR
	£0,13
	2,00
	1,87
	1538%
	1438%

	PASTRY ITEMS
	£0,50
	2,00
	1,50
	400%
	300%

	
	
	
	
	
	

	method/ formula/rule
	
	
	
	
	

	
	
	
	
	
	

	PROFIT MARGIN £
	SELLING PRICE PER UNIT-COST PER UNIT
	
	

	
	
	
	
	
	

	PROFIT MARGIN %
	SELLING PRICE PER UNIT/COST PER UNIT
	
	

	
	
	
	
	
	

	MARKUP %
	PROFIT MARGIN £
	X 100
	

	
	COST PER UNIT
	
	



	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


[bookmark: _Toc49976475]9.3 COST FORECAST
My daily sales budget is 120 units ( to determinate the costs of what I am going to sell) Montly I will make a sale od £3.600 and sale of £43.200 annually, whit a sales growth of 10% for the next year £47.520 and another 10% for the following year with £52.272.


	COST FORECAST

	
	
	
	
	

	PRODUCTS
	
	DAILY 
	MONTLY
	FIRST YEAR 
	SECOND YEAR (10% INCREASE)
	THRID YEAR (10% INCREASE)
	

	
	COST PER UNIT
	DAILY SALE PER UNIT
	DAILY SALES TOTALS
	MONTHLY SALES UNITS  (30 DAYS)
	MONTLY SALES PRICE 
	YEARLY SALES UNITS (12 MONTHS)
	YEARLY SALES PRICE 
	YEARLY SALES UNITS (12 MONTHS)
	YEARLY SALES PRICE 
	YEARLY SALES UNITS (12 MONTHS)
	YEARLY SALES PRICE 
	

	CAPPUCCINO
	£0,25
	120
	 £30,00 
	3600
	 £900,00 
	43.200
	 £10.800,00 
	47.520
	 £11.880,00 
	52.272
	 £13.068,00 
	

	ESPRESSO
	£0,16
	150
	 £23,40 
	4500
	 £702,00 
	54.000
	 £8.424,00 
	59.400
	 £9.266,40 
	65.340
	 £10.193,04 
	

	AMERICANO
	£0,20
	80
	 £16,00 
	2400
	 £480,00 
	28.800
	 £5.760,00 
	31.680
	 £6.336,00 
	34.848
	 £6.969,60 
	

	WHITE AMERICANO
	£0,21
	50
	 £10,50 
	1500
	 £315,00 
	18.000
	 £3.780,00 
	19.800
	 £4.158,00 
	21.780
	 £4.573,80 
	

	COLD DRINKS
	£0,50
	100
	 £50,00 
	3000
	 £1.500,00 
	36.000
	 £18.000,00 
	39.600
	 £19.800,00 
	43.560
	 £21.780,00 
	

	WATER 500 GR
	£0,13
	100
	 £13,00 
	3000
	 £390,00 
	36.000
	 £4.680,00 
	39.600
	 £5.148,00 
	43.560
	 £5.662,80 
	

	PASTRY ITEMS
	£0,50
	100
	 £50,00 
	3000
	 £1.500,00 
	36.000
	 £18.000,00 
	39.600
	 £19.800,00 
	43.560
	 £21.780,00 
	

	
	
	
	 £192,90 
	
	 £5.787,00 
	
	 £69.444,00 
	
	 £76.388,40 
	
	 £84.027,24 
	






9.4 SALES FORECAST 

We have the prices per unit and we make a forecast of daily monthly sales and fot the following two years for ach product sold daily we have and average sale of £1.240, montly £37.200 and yearly £446.400 whit a growth of 10% fot the next year £491 and another 10% for the year after £543.312.

	PRODUCTS
	
	DAILY 
	MONTLY
	FIRST YEAR 
	SECOND YEAR (10% INCREASE)
	THRID YEAR (10% INCREASE)

	
	UNIT PRICE 
	DAILY SALES UNIT
	DAILY SALES PRICE 
	MONTHLY SALES UNITS  (30 DAYS)
	MONTLY SALES PRICE 
	YEARLY SALES UNITS (12 MONTHS)
	YEARLY SALES PRICE 
	YEARLY SALES UNITS (12 MONTHS)
	YEARLY SALES PRICE 
	YEARLY SALES UNITS (12 MONTHS)
	YEARLY SALES PRICE 

	CAPPUCCINO
	£2,00
	120
	£240,00
	3600
	£7.200,00
	43200
	£86.400,00
	47520
	£95.040,00
	52272
	£104.544,00

	ESPRESSO
	£1,20
	150
	£180,00
	4500
	£5.400,00
	54000
	£64.800,00
	59400
	£71.280,00
	65340
	£78.408,00

	AMERICANO
	£1,50
	80
	£120,00
	2400
	£3.600,00
	28800
	£43.200,00
	31680
	£47.520,00
	34848
	£54.648,00

	WHITE AMERICANO
	£2,00
	50
	£100,00
	1500
	£3.000,00
	18000
	£36.000,00
	19800
	£39.600,00
	21780
	£46.728,00

	COLD DRINKS
	£2,00
	100
	£200,00
	3000
	£6.000,00
	36000
	£72.000,00
	39600
	£79.200,00
	43560
	£86.328,00

	WATER 500 GR
	£2,00
	100
	£200,00
	3000
	£6.000,00
	36000
	£72.000,00
	39600
	£79.200,00
	43560
	£86.328,00

	PASTRY ITEMS
	£2,00
	100
	£200,00
	3000
	£6.000,00
	36000
	£72.000,00
	39600
	£79.200,00
	43560
	£86.328,00

	
	
	
	
	
	
	
	
	
	
	
	

	TOTAL SALES 
	
	
	1240,00
	
	37200,00
	
	446400,00
	
	491040,00
	
	543312,00





9.5 SALARIES

We will have two baristas and 1 manager, the manager will control directly and wont receive any salary. Baristas only need to work 6 hours shift per day and management 8 hours in a split shift of 4 mornings and 4 hours in the afternoon (busy times) Baristas will receive £8.72 ph and managers will receive £10ph.
	
	DAYS WORKING PER WEEK
	HOURS WORKING PER DAY
	WAGE PER HOUR
	WAGE PER DAY
	WAGE PER MONTH
	WAGE PER YEAR

	MANAGER
	5
	8
	 £10,00 
	 £80,00 
	 £1.600,00 
	 £19.200,00 

	BARISTA 1
	6
	6
	 £8,72 
	 £52,32 
	 £1.255,68 
	 £15.068,16 

	BARISTA 2
	6
	6
	 £8,72 
	 £52,32 
	 £1.255,68 
	 £15.068,16 

	
	
	
	
	
	
	 £49.336,32
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17. SALES FORECAST

We have the prices per unit and we make a forecast of daily monthly sales and for the following two
years for each product sold daily we have and average sale of (£1.240) , monthly (£37.200), and
yearly (£446.400) whit a growth of 10% for the next year (£491.040) and another 10% for the year
after (£543.312),

PRODUCTS
N
PRICE
caPucono 2200
EsPRESSO £
ANERICANO Er

WHITE AVERICANO £200
cowoRmkes 220
WATERSIDGR  £200

PASTRYTEMS  E200

ToTAL saLES

ALY
DALY DALY
SAES  SAES
UNT  PRCE
2 w0
0 ei00
o e
o e000
10 e20000
10 20000
0 e2000
120

MONTHLY SALES
UNITS (0DAYS)

0
500
200

1500

MoNTLY

PRI

720000

2540000
300000

£300000
200000
200000

200000

FRSTYEAR

VEARLY SALES
UNITS (12 MONTHS)

2200

veaRLY
saes
PRICE

£s0.40000

26430000

4320000

23000000
7200000
7200000

7200000

‘SECOND YEAR (10% INCREASE)

VEARLY SALES
UNITS (12 MONTHS)

7520
2400
1080

19800

veaRLY
saes
PRICE

£850:000

000

2475000

00000
000
000

000

00

5=

s

v

ES FORECAST

MONTLY

THRID YEAR (105 INCREASE)

VEARLY SALES
UNITS (12 MONTHS)

sz

osa0
e

270
2500
2500

2500

veRLY
saes
PRICE

£10454400

784800

esssse00

2072800
032800
032800

032800

saanz

S ————





image23.png
by i

another 10% for the next year after (£52.272).
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18. SALARIES

We will have two baristas and 1 manager; the manager will control directly and won't
receive any salary. Baristas only need to work 6 hours shift per day and management 8
hours in a split shift of 4 in the mornings and 4 hours in the afternoon ( busy times ).

Baristas will receive (£8,72)ph Managers will receive (£10) ph.

IAGE PER

AGE PER DAY MONTH
MANAGER £80,00 £1600,00
BARISTA 1 6 6 £872 £5232 £125568
BARISTA2 6 6 £872 £5232 £125568

AGE PER

EAR

£19.200,00

£15.068,16

£15.068,16

£49.336.32





