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EXECUTIVE SUMMARY

“Green Room”, bakery vegan café is based in Sawston. 
Offering artisanal bakery products and coffee the business is offering high standards services for its clients. Based on the current market trend the establishment offers along the usual products, vegan and gluten free products. Base products served include bread and sandwiches, cakes, pastries and pies along beverages.
Although there is a strong competition from supermarkets offering cheap bakery products, the customers are still looking for flour-based products served with coffee or tea. The business intent is to stand out by offering fast, high-quality services in an intimate environment while using local suppliers as much as possible.
The customer focus will be directed to all residents. With a location based in the core of the high-traffic centre, the business will be easily accessible to all residents.
The revenue will be directed from the sales of the products- cookies, cupcakes, coffee, tea, etc. The cost driver will be given by prime materials such as coffee, milk, flour, sugar as well as expenses such as utilities, rent, salaries. 
Looking at the venue cost and revenue our main goal is to gain profit. However, on a short term our goals will include the retention and increase of customer flow, finding our own path and standing out with the gluten free and vegan products and gain recognition. By offering quality services, by having strong work ethics and by aiming the client satisfaction our business will become recognized and will grow its own name.

2. THE BUSINESS IDEA


The Green Room Café & Bakery is a café & bakery in Sawston dedicated to providing quality, local and organic food and a selection of artisan bakery products. The café was created with health and eco-conscious consumers in mind, focusing on quality, freshness and being environmentally responsible. 

2.1 The Product/Service

Dining out in the quaint village of Sawston is the Green Room Café and Bakery, an established name within the food and beverage trade. We aim to create and market sustainable, health-conscious, and environmentally responsive restaurant concepts. 

Descript, The Green Room boasts an eclectic blend of fresh, local and organic foods throughout their menu. We serve vegan and vegetarian dishes, bakery and many organic coffee and herbal teas. We have offerings for a variety of dietary needs ranging from vegan, vegetarian, gluten-free or just in your new health kit. 

The highlight of our menu is the Harvest Bowl, a blend of seasonal vegetables, quinoa, and plant proteins, and the Eco-Burger, a vegan patty with a mix of organic vegetables. We have a bakery showcasing the wares of Boswell and Son offering you handcrafted cakes and pastries of distinction. 

Sustainability, Freshness, and Local sources are key components of our products. They help to support local agriculture, reduce carbon footprints, and provide healthy and delicious meals. This is our unique selling point; where it is no longer just a meal, but eating with a conscience, food that complements their way of life and is beneficial to the wider world. 

Its commitment to a healthy product and sustainable packaging gives The Green Room a unique point of difference in the market and attracts customers seeking delicious food and dining that also value our environment. 

2.2 SWOT Analysis Summary

A swot analysis show us  the possible threats and also for the upcoming challenges. We also have a clear view of what we could improve in the foreseeable future.

3. THE TEAM

3.1   Key Personnel

Wazadur - Owner:
Role and Responsibilities: 
Marketing and development.
Promoting and engaging in customer satisfaction.

Alexandru - Manager:
Role and Responsibilities: 
A manager must always be professional and must know the operation to run the store and offering Support where needed. 
Running reports and KPI as part of Daily / weekly Cycle count.

Alexandra Barista:
Role and Responsibilities: she must be polite and positive. Baristas must know how to prepare and serve various beverages, upkeep of utensils, equipment etc, while handling all the customer’s needs, receiving and reviewing the new and old stock respectively.

Daniel – Chef:
Chef and pasty baker – Culinary presentation.


Nina – Entertainer & Barista:
Role and Responsibilities: Preparing and serving drinks, engaging customers with performances, upkeep, handling the needs of the customer (MeetYourBarista, 2020). 



3.2 Skills Gaps & Key Partners
3.2.1 Additional Staff Requirements (Roles and Responsibilities):
·  Sous Chef: Aiding the head chef in the consistent delivery of our sustainable menu. 
· Marketing Specialist: Help create and implement marketing strategies emphasizing our sustainability efforts (Soriano, 2022).
· Sustainability Coordinator: To manage and improve sustainability efforts and maintain compliance with environmental standards and certifications. 
3.2.2 Training and Development:
Training schedule:
· Two weeks of initial training 
· Quarterly ongoing training 
· Annual reviews to aid in staff’s further development. 

1. HACCP Certification by accredited trainers (£300-£500 p/p): HACCP (Hazard Analysis and Critical Control Points) credentials is mandatory. As crucial a system of managing food safety and meeting health regulations, this internationally accepted system. 
2. Sustainable Practices by Sustainability experts (£200-£400 p/p): Training includes sustainable sourcing of local, organic and seasonal ingredients, waste management such as recycling and eco-efficient operations using green packaging.  
3. Culinary Skills by Culinary professionals (£500-£1000 per workshop): Staff will get detailed training on different services. This will focus on the sourcing and preparation of desired ingredients while understanding the dietary requirements of all customers.  
4. Customer Service Excellence by hospitality professionals (£150-£300 p/p): Encourages a warm, welcoming, and knowledgeable dining experience with the help of customer interaction skills. Which includes communication skills and conflict resolution. 
3.2.3 Outsourced Support / Key Partners:

Key Partners and Outsourced Services
1. Boswell and Son (Bakery Partner)
Boswell and Son, a family-run craft bakery, with artisan-made bread with hand-made products made with premium ingredients. They show our commitment to local sourcing and quality. The estimated prices depend on demand and menu requirements, ranging from £500 to £1000 per month (Boswell and Son, 2018).
2. Local Organic Farms (Produce Supplier)
Fresh, seasonal produce will be supplied by several organic farms in the area. They promote pesticide and GMO free fresh raw ingredients. This collaboration helps to boost the local economy and ensure that the freshest ingredients possible will be served in the cafe (Saad Andaleeb & Conway, 2016). The cost ranges from £1000 to £1500 based on availability and menu changes. 
3. Waste Management Services (Eco-Friendly Waste Solutions)
Using the composter & recycler results in reduced waste, being managed by a specialised waste management company. The service will aid in reducing waste etc but also tying into the restaurant's sustainability initiatives (Saad Andaleeb & Conway, 2016). Their services are expected to be between £200 and £400.

4. MARKET RESEARCH
4.1 Market Information, Trends and External Factors
Market Information
Demographics and Population
Sawston, a large village in Cambridgeshire, has a population of approximately 7,500 people, with the wider Cambridge area hosting over 150,000 residents (Satistics, 2023). The local demographic features a mix of young families, professionals, and students. According to (Insights, 2023) the area is family oriented seeing that 30% of households in Sawston have children under the age of 18.
Economic Data
Since the pandemic, UK has seen a rise with consumer spending (Owen, et al., 2023). Cambridge, known for its high GDP per capita, provides a robust economic environment for new businesses. The average disposable income in Cambridge is higher than the national average, supporting a healthy market for leisure and dining sectors (Satistics, 2023).
Figure 1

Figure 2
Figure 3


According to figure 1, figure 2 and figure 3, the data accessed online from (PlumPot, 2023), the average salary is ranging between £33.1k and £51.5k in East and South Cambridgeshire respectively and £44.6K in Cambridge. The UK average salary was £42.2k in 2023. This evidently proves that people in Cambridge have more money to dispose in comparison to other parts of the UK.

Trends
Family-Oriented Venues
There is an increasing demand for family-friendly spaces where parents can relax while their children play safely such Sawston. (Yu & Watson, 2024) The café provides a safe and engaging environment for children and a relaxed atmosphere for parents.
Health and Wellness
Consumers are becoming more health-conscious, nutritious, locally sourced food options. This trend aligns with the increasing popularity of organic and sustainable food products (Hamzaoui-Essoussi & Zahaf, 2011). The Cafe's commitment to health-focused menu options allows us to excel in this segment of the market. This will further heighten people’s desire to visit the café in Sawston.
Technological Integration
Modern consumers expect technological conveniences in cafes, such as free Wi-Fi, online booking, and contactless payment options (Statista, 2024). Implementing these technologies at the café will cater to the needs of remote workers etc.

Interesting Findings from PESTLE Analysis
Political and Economic Support: The availability of government grants and local economic stability supports the feasibility of launching The Green Room Cafe.
Social Trends: The high percentage of young families in Sawston and the growing demand for health-conscious dining options align perfectly with the cafe's concept.
Technological Expectations: Integrating modern technology will be essential for customer satisfaction and operational efficiency.
Environmental Considerations: Emphasizing sustainable practices can differentiate The Green Room Cafe from competitors and attract a loyal customer base.

4.2 Customer Profiles
Profile 1: Young Families
This group ranges with parents 25-40 and kids under 10. They seek a safe, clean space, with healthy food options consisting of highchairs etc where their children can play and relax (Issa & Bou Darwish, 2022). This demographic tends to be active in community events and values businesses that support local initiatives (Brown, et al., 2000).

Profile 2: Professionals and Remote Workers
[bookmark: _Hlk168476099]This group ranges from ages 25-45 working remotely or in flexible job roles. They need quiet, calm, comfortable space with reliable Wi-Fi where they can work with good beverages and light meals. They are likely to use digital payment options. This group often follows and engages with businesses on social media (Wang, et al., , 2024.).

Profile 3: Health-Conscious Individuals
This group ages range is 20-50, focused on a healthy lifestyle. They are like cafes that offer organic, locally sourced, and nutritious menu options. The cafe is seen as a place to relax after physical activities (Camanzi, 2024). They share their experiences on social media and recommending places to their network (Grant, 2021). 

4.3 Competitor Profiles
Competitor 1: Café A – Sweet Tea
Sweet Tea offers a diverse menu that appeals to a broad audience with a central location. However, it has limited space and healthy options for families and lacks a play area. Whereas The Green Room Cafe can attract families with its unique play zone and health-focused menu, providing a safe and engaging environment for families. Highlighting these unique features can differentiate The Green Room Cafe from the Sweet Tea Café (Porter, 2008).

Competitor 2: Victor Rolf
Victor Rolf offers an upscale formal dining experience with high-quality food. It is known for its sophisticated menu and ambiance. Their higher prices and formality setting makes it less suitable for casual family outings. In comparison the Green Room Cafe as a more affordable, casual, and a family-friendly alternative (Kim, 2005).

[bookmark: _Hlk168476720]Competitor 3: East Roast Coffee Shop
East Roast Coffee Shop is popular among remote workers etc with strong Wi-Fi, good coffee, and a quiet atmosphere. However, it has a small space with limited seating. In comparison The Green Room Cafe has a larger space and healthy menu options to attract students and remote workers (Grant, 2021).

Unique Selling Proposition (USP) and Competitive Edge
The Green Room Cafe’s USP lies in its combination of a family-friendly play zone, health-conscious menu, and commitment to sustainability. This multi-faceted approach caters to diverse customer needs and preferences, setting it apart from competitors in the Sawston area. 

5. MARKETING PLAN

5.1 Price
With the cost of production, competitor prices for similar products, we have established the price margins to cover costs. The competitive prices are reasonable to suit customer needs which will increase customer retention. Moderate pricing will induce the sense of affordability with quality products. To ensure the success on a long term we will be adapting the prices along market demands.

5.2 Product
[bookmark: _Hlk167703581]The bakery products will be presented in a showcase by categories. The business will offer a variety of fresh quality products such as pastries and cakes with coffee, soda etc. Images of products will be included on the menu with coffee-based product images behind the counter wall. They will be served on shop personalised plating with the use of eco-friendly packaging.

5.3 Placement
[bookmark: _Hlk167701827]The main sales of the products will be sold offline on-site for personalised customer interaction. The factor of building trust and loyalty between the customer and the brand is the needed human interaction experience. Café content will be placed on Deliveroo and Just Eat status tracking platforms. This will give them the opportunity to compare and read reviews.

5.4 Promotion
[bookmark: _Hlk167699420]Customer service using well trained staff and quality products in conjunction with clear communication with good reception of feedback will encourage loyalty. Building an online presence in a digital era is the first step in making the brand recognisable. Content on social media sites and our website will keep the business easily accessible to clients which will allow them to express their feedback etc.
6.  KEY RESOURCES

6.1 Premises
The cafe will be located at the heart of Sawston's high-traffic area so that it will get maximum customer visibility. The customer area will be included for 50% to 60% of total space where they will get an affordable layout with different equipment like chair table tools, etc. The production area will be 20% to 30% of the total space (Mileva, 2023). The preparation area will include 100 square feet ensuring proper hygiene. The rest of the areas will be included for staff areas and restrooms for employees. The rent for this shop will be £1800 to £3500 per month based on the location.

6.2 Equipment
When renting the property, we were able to rent all the equipment and furniture inside as well. Thus, we hired a commercial catering engineer who came and checked all the equipment ensuring it was within regulatory standards. We will need tableware etc and other cleaning equipment (Turner, 2022). In the inventory resources, the cafe needs to have proper storage of dry and wet goods. All these things will be sourced from local suppliers that will ensure eco-friendly and sustainable sourcing of foods and raw materials.

6.3 Key Suppliers

	Supplier Name
	Ingredients that will be supplied
	Costs

	Vegan Bird Bakery
	Vegan pastries, cakes, and breads will be collected from this supplier.
	£1.50 - £4.00 per pastry

	Shelford Deli
	Vegan and gluten-free flours will be collected from this supplier (coffeepreneur, 2019)
	£1.00 - £2.50 per kilogram

	Days Bakery and Food Hall
	High-quality coffee beans will be collected from this supplier.
	£5 - £12 per kilogram

	Dairy Ingredients Company
	Milk and other necessary dairy things will be collected from this supplier.
	£1.50 - £3.00 per litre

	Swanson Food Wholesalers
	Fresh fruits, vegetables Fresh fruits, vegetables
	£.50 - £3.00 per kilogram



7.  FINANCES AND START-UP SUPPORT

	EXPENDITURE
	Year 1 
£

	Company Registration
	155.00

	Rent/Rates
	24,000.00

	Staff Wages
	116,582.40

	Telephone (mobile)
	360.00

	Broadband
	359.88

	Utilities
	9,651.45

	Marketing and materials 
	100.00

	Insurance
	558.72

	Service of Equipment (twice a year)
	449.98

	Training & Development
	2,950.00

	Accounting (once a month)
	1,929.60

	Outside Services 
	33,197.12

	Stock/Materials Purchases
	30,000.00

	Office Consumables 
	100.00

	Loans Repayments
	14,778.72

	Total Expenditure
	£235,173.33


	INCOME
	Year 1 
£

	Sales (café)
	323,736.00

	Capital Introduced
	10,000.00

	Funding 
	0.00

	Loans/Borrowing
	50,000.00

	Total Income
	£383,736.00





	YEAR ONE PROFIT/LOSS
	£

	Total Income
	383,736.00

	Total Expenditure
	235,173.33

	
	

	Profit/Loss
	£148,562.67

	
	








7.1 	Financial Summary

[bookmark: _Hlk168557390][bookmark: _Hlk168556422]According to (Millet, 2023) small businesses use up to 25,000KWV of gas and electricity. Using online calculators (Calculator, 2024) and (Sus It, 2024) the amount per year for each was calculated. As stated by (Castle Water , n.d) a café uses almost 4500 Liters of water daily. With the use of (Switch, 2024) water for the year was calculated.  All employee rates were determined with the use of (Talent.com, 2024) where the rates are cross checked with salary offerings. A loan of £50,000.00 was taken from Halifax bank and was to be paid in 4 years with approximated 8.8% APR (Bank, 2024). 
In terms of January when we open its just to introduce the café to customers The festivals in the following months will allow our café to get popular. In July and August months it’s the summer vacation for students etc thus our café will be very popular during that time. In November and December, the revenue will be slightly reduced seeing that end of school time is coming along and Christmas is approaching (Martinez, n.d). There is also £10,000.00 of introduced capital and £50,000.00 from Halifax bank.







APPENDICES

Appendix A – SWOT Analysis

Strengths: Green Room Café/ Bakery: High sustainability values with an extensive array of plant-based & animal protein choices utilizing local, organic ingredients Local farm and supplier partnerships, such as with Boswell and Son, give us the high-quality product and community-based support we pride ourselves in. A strategic position in a Sawston neighborhood known for supporting green movements is the last reason why we think the Sawston air conditioner is the best in the area! 

Weaknesses: A potential con might be the increased cost of getting organic and local ingredients, which in turn can increase menu prices. Also, we may be limited by our target market as being too niche may reduce our customer base. While this can also be difficult to balance over time as many other local sources of inputs are also seasonal. 

Opportunities: The move towards clean eating, green eating and living overlap strongly with our values proposition. We can attract more customers by extending our marketing initiatives to highlight our green business initiatives. Running joint ventures with local businesses and appearing at local events is another way to get us seen and build reputation and repeat business. We can also refresh our product by introducing new products and seasonal menus. 

Threats: there are other bistros and restaurants near the area that do not strive to do what Earth bliss Bistro does regarding sustainability; this will mean offering their products at cheaper prices. Customer spending at dine-in restaurants could also suffer during economic downturns. In our marketing, we will underscore USPs such as sustainability and quality to counteract its risks. We will also take cost-reduction steps, but without lowering quality. We will also be working with the community to establish a strong local customer base who appreciate the environmental and well-being benefits of our product. 
And then, The Green Room can play on its strengths to make the best of opportunities and figure out how to resolve any threats that come — the recipe for success in the long haul. 
 


Appendix B – PESTLE Analysis

A PEST analysis is a strategic business tool used to evaluate the external environment affecting a business. These can influence success or failure of a business. Below is a PEST analysis for the green room cafe with a play area for kids in Sawston:
Political Factors
Regulations and Compliance:
· Health and Safety Regulations: Compliance with local health and safety standards is crucial, especially concerning food safety and children's play areas.
· Licensing Requirements: Obtaining necessary permits for operating a cafe and a child-friendly play area.
· Child Protection Laws: Adhering to laws related to child safety, including regular checks and certifications for the play area.
Government Policies:
· Support for Small Businesses: Availability of grants or subsidies for small businesses and child-friendly establishments.
· Tax Policies: Understanding local tax obligations and benefits for family-oriented businesses.
Economic Factors
Economic Environment:
· Consumer Spending: Economic downturns can reduce disposable income, affecting spending on non-essential services like cafes.
· Inflation Rates: Rising costs of ingredients, labour, and maintenance can impact pricing and profitability.
Local Economic Conditions:
· Employment Rates: High employment rates can increase disposable income, leading to more visits to family-oriented cafes.
· Competition: The number of similar businesses in the area affecting market share and pricing strategies.
Social Factors
Demographics:
· Family-Friendly Communities: Areas with a high number of young families and children can drive demand for child-friendly cafes.
· Lifestyle Trends: Increasing preference for family outings and child-friendly environments.
Social Attitudes and Trends:
· Health Consciousness: Growing trends towards healthy eating influence menu offerings. So, using local produce to ensure its freshness and support small local businesses in Sawston too.
· Work-Life Balance: Parents seeking spaces where they can relax while their children are entertained.
Technological Factors
Operational Technology:
· Point of Sale Systems: Efficient EPOS systems for smooth transactions and inventory management.
· Online Presence: Importance of a strong online presence, including social media platforms, to attract and engage customers.
Customer Experience:
· Free Wi-Fi: Providing free Wi-Fi as an added value for parents and guardians.
· Play Area Innovations: Safe and modern play equipment to attract children and ensure safety.

Appendix C – Pitch & Menus
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Local authority Average salary in 2023

East Cambridgeshire £33.1k
United Kingdom £42.2k
Uttlesford £44.6k
Cambridge £44.6k

‘South Cambridgeshire £51.5k
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Executive summary

Green Room is based in Sawston
We offering a high standards services for

our clients.

Our staff was trained to be helpful and

polite.

We offering a variety of food and drinks:
sandwiches

eco-burgers

pastries

cakes

tea

coffee
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The Green Room Sawston
Food Menu

Starters

Farm Fresh Bruschetta Stuffed Mushrooms
Price: £6.95 Price: £6.95
Sides

Sweet French Fries
Price: $3.44

Mains

Harvest Bowl Eco-Burger
Price: £7.00 Price: £4.09
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Desserts

Organic Apple Crumble
Price: £3.76

Vegan Choco and avocado
Mousse

Price: £4.00

Beverages

Green Detox Smoothie Herbal Iced Tea
Price: £3.00 Price: £1.50
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Marketing plan

4

Price

Coffee is using the
e‘normal coffee

* The prices are competitive then other similar shop'in the area but
best product from the local farm that way our food standards is hi

shop in the area.

* Moderate pricing will induce the sense of affordability while still enjoying quality product and we
still can make profit ,cover the cost including salaries for the staff ,equipment etc.
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Product

* The first impression is
always important ,our chef he
will be always sure for the
product to look professional
and taste amazing.

* The business will offer a
variety of quality products
such as pastries, rolls,

cookies, cakes, burgers, fries,
cakes ,fresh juice variety of
coffee etc.

* All the products will be
presented in the menu with
pictures and will be served on
the personalized plating

* For the delivery we will
using eco —friendly packing
and cutlery
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Placement

* Providing to our customers what, when and
where they want is important to us.

* The main sales of the product will be offline on — §
site during the opening time .

* As we would like to meet the needs all the client
,Green coffee will be available for orders on

“Deliveroo” and “Just Eat” platform, they will be
able to read and write reviews from the comfort of
their own home and will able to track the status of |
their order.
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Promotion

* The business will be starting b}( offering
good customer service using well trained
staffand by keeping the quality of products at
a high level.

* A positive experience and addressing any
issues timely by good communication will also
increase the level of customer loyalty. The
influence of the loyal customers can impact
the future growth of any company, they can
bring new customers by recommendation and
social media shared content and providing
reviewees and feedback .

* Building an online presence in a digital era is
the first step in makinﬁ the brand recognizable
.Presence on Facebook, Instagram, Twitter will
keep the business close to the clients .

* The content present on social media must
contains pictures, text, video of the location
and product available .

* Working on the develorment of the site
,having QR codes that will lead customers not
only the menu ,but the website itself will grow

* Another customers relation built the
business will be looking into is collaboration ,
will be looking to work with local companies
such as beauty salons, fitness clubs offering
gift cards and small promotions .
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Market Information

Demographics and Population:
¢  Sawston, Cambridgeshire, with 7,500 residents; wider Cambridge area has over 150,000 residents.
. Diverse population: young families, professionals, students.

*  30% of households in Sawston have children under 18.

Economic Data:
. Post-COVID-19 economic recovery; rising consumer spending.
. Cambridge: high GDP per capita, higher than average disposable income.
. Hospitality sector growth: 4.2% annually next five years.

Trends
Family-Oriented Venues: Increasing demand for spaces where parents can relax while children play.
Health and Wellness: Growing consumer preference for nutritious, locally sourced food options.

Technological Integration: Need for free Wi-Fi, online booking, contactless payments.
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¢ PESTLE Analysis

Political Factors: Government support for SMEs, local initiatives in Cambridge for tourism
and community activities.

Economic Factors: Economic recovery, high disposable incomes, low-interest rates,
favourable SME loans.

Social Factors: Preference for family-friendly, health-conscious dining options.
Technological Factors: Importance of modern technology for customer experience.
Legal Factors: Compliance with food safety and child safety regulations.
Environmental Factors: Emphasis on sustainability and eco-friendly practices.

¢ Unique Selling Proposition (USP)

Family-Friendly Play Zone: Safe and engaging environment for children.
Health-Conscious Menu: Nutritious, locally sourced food options.

Sustainability Commitment: Use of local ingredients, recycling programs, reduced plastic
use.
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* Customer Profiles

* Young Families: Parents aged 25-40 with children aged 1-10; seek
safe play areas, health-focused menus, and community-oriented
businesses.

* Professionals and Remote Workers: Individuals aged 25-45; need
quiet spaces with Wi-Fi, good coffee, and loyalty programs.

C u Sto l I l e r * Health-Conscious Individuals: Adults aged 20-50; prefer organic,

nutritious options, and sustainable practices.

a n d * Competitor Profiles

* Sweet Tea: Established cafe, broad menu, central location on high
street; lacks family and health focus.

* Victor Rolf: Upscale dining, high-quality food, formal atmosphere;

CO m p et i to r not suitable for casual family gatherings/outings.

* East Roast Coffee Shop: Popular among remote workers/students,
strong Wi-Fi, cozy atmosphere; limited space, typical menu.

Profiles . comotine st

* Indoor, child friendly play zone and health-conscious menu to
differentiate from competitors.

* sustainable practices — use locally sourced produce/ingredients for
cooking/baking items in our cafe which helps support local small
businesses such as farm which in return attracts local/build loyal
customers.
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‘We will start our Business with an Introduced capital of £10,000 as savings for startup between ourselves (which is 2k per person)

. . or the finance

Z . We have taken a loan from Halifax bank of 50.000 which this is to be paid in 4 years with approximated APR of 8.8% which will help
“Us put the business in motion.

e will have some required training such AP which is mandatory alongside with culinary skill, ¢
to ensure our team is train and knowledgeable enol

esearch of popular caffes for small b s it is estimated that we will use up to

e a forecast of £9651.45 per year only for the

Our expenditure for first year for fixed cost will be of roughly 40k which this fixed cost includes

Rent / Insurance / Telephone / Broadband and Loans repayment as we are aware this are fixed rates and do not change on a short
notice or suddenly out of the blue.

/e will have also our Variable costs that depend highly on demand.

cific item or dish that will have a high success rate.
" :

INSURANCE

Poley Bee Monthly Payments ~ Yearly Payments
Rates

Pibicmdproduct |- o £143.16

liability insurance

Emplorslsbly| o, £106.44
mnsurance

Sockandcotents |, g £16800
cover

Commercial property| 76 £14112
mnsurance

Total Insurance £558.72

UTILITIES
Monthly Payment | Yearly Payment
Telephone £30.00 £360.00
Broadband £29.99 £359.88
Electricty NA £1.97249
Gas NA £1,510.00
Water £514.08 £6,168.96
Rent £2000.00 £24,000.00
Loan Payments £1.231.56 £14.778.72
TRAINING COST
Yearly Cost
HACCP Certification £1,500.00
Sustainability Training £800.00
Culinary Skills
‘Workshops £500.00
Custome.r ?ervu:e £150.00
Training
Total Cost £2,950.00
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UTILITIES

Monthly Payment | Yearly Payment
Telephone £30.00 £360.00
Broadband £29.99 £359.88
Electricty N/A £1.972.49
Gas N/A £1.510.00
Water £514.08 £6.168.96
Rent £2000.00 £24,000.00
Loan Payments £1.231.56 £14.778.72
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SHORT TERM & LONG TERM EMPLOYEES

Employee Houly Wage  Monthly Wages _ Yearly Wages
Barista £11.79 £2.263.68 £27,164.16
Pastery Chef/Baker £13.33 £2559.36 £30,712.32
Barista/Café Assistant £11.63 £2232.96 £26,795.52
Manager £13.85 £2,659.20 £31,910.40
Total Wages  £11 0
Accountant £20.01 £160.80 £1920.60 |
Commercial Catering| *12+%° + £75-00
: for each hour £224.99 £449.98
Engineer
thereafter
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OUTSIDE SERVICES

Hourly Wage  Monthly Wages  Yearly Wages
Sous Baker £12.00 £2,304.00 £27,648.00
Marketing specialist £15.68 £250.88 £3,010.56
Sustainability £2436 £194.88 £2.338.56
Coordinator
Total Ouwside | oo
Services
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INSURANCE

Policy Bee Insurance

. Monthly Payments  Yearly Payments
Public and product £11.93 £143.16
liability insurance
Ewployers” lability Py 106t
insurance
Stock and contents £14.00 £168.00
cover
Commercial property| | a1
insurance
Total Insurance £558.72
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TRAINING COST

Yearly Cost
HACCP Certification| _ £1,500.00
Sustainability Training £800.00
Culinary Skills
£500.00
Workshops
Customer Service 15000
Training
Total Cost £2.950.00
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PROJECTED REVENUE EACH MONTH]|

Month Revenue
January £13,000.00
Febuary £20,075.00
March £21,500.00
April £22,750.00
May £24,785.00
June £23,936.00
July £34,002.00
August £32,678.00
September £33,000.00
October £35,900.00
November £30,621.00
December £31.489.00
Total revenue £323,736.00
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