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1. EXECUTIVE SUMMARY
The business plan encompasses starting a home-based coffee shop named Laughter-Latte. The business venture aims to provide sustainable and healthy hospitality services to its customers with significant profit motives. The business plan has been evaluated using a model of SWOT analysis its strengths, weaknesses, opportunities and threats. The human resources planning has been elaborated through the evaluation of the Team. Evident market research has been conducted that reflects the target customer, competitors and sales margins. The key findings have been used to build a significant market plan using the 4Ps model. The key resources and equipment required and suppliers considered have been highlighted. The financial projections have been prepared along with a summary explaining the sources of funds. 



2. THE BUSINESS IDEA

2.1 The Product/Service
The business idea encompasses a home-based coffee shop and bakery offering food services and beverages to its customers. The new business venture is considered to be named Laughter-Latte. The business belongs to the hospitality industry and operates in Lampeter, an area of South West Wales. 
The business will provide food and hospitality services to customers from different demographics within the local area. 
The key products and services of the business will range from hot and cold beverages and drinks. Various pasty and snack items will be prepared to be served with the drinks and beverages. Different variations of hot and cold coffee along with snack items will be key products. 
The features of the products offered to the customers are highlighted as organic and sustainable ingredients used. The organic quality and sustainability of the products is a significant value proposition helping the brand gain competitive edge (Ebert and Griffin, 2020). 
















2.2 SWOT Analysis Summary
	Strengths
	Weaknesses 

	· The usage of organic and health ingredients. 
· Effective marketing and communication strategies. 
	· Limited product range. 
· High price range for quality management. 

	Opportunities 
	Threats

	· Creation of customer loyalty.
· High customer engagements. 
	· High competition. 
· Low profit margins. 







3. THE TEAM

3.1   Key Personnel

Name and Company Position: Managing Head

Skills and Experience: Customer service skills, leadership and communications are identified skills.
Role and Responsibilities: Managing the resources, operations and customers.






3.2 Skills Gaps & Key Partners

3.2.1 Additional Staff Requirements (Roles and Responsibilities):
Operation Manager: An operational manager will be hired to ensure efficient management of the business. The logistics, supply chain and cafe shop tasks will be supervised by the operation manager. The gap in business professionalism in business management can be filled (Bradley, 2020). 
Finance Assistant: The financial assistant will look after the financial resources and manage their allocations to ensure maximum profitability. The skill gap in financial knowledge and expertise will be filled. 
Chef: Hiring an experienced pastry chef and Barista can ensure the quality of the key products served (Parrish, 2020). Moreover, the overall supervision of the kitchen can be handed to the chef meeting any skill gap related to this area. 

3.2.2 Training and Development:
Barista Course: This course is specifically designed for the employees of the coffee shops. The theory and practices of this course will be provided to the employees (Moss, 2024). An experienced barista will be hired to train and manage that part of the business. This can address the skill gap in customer service and the quality control of the products. 
On-the-Job Training: This is a flexible training arranged for all job roles within the business concerning their initial recruitment (Jacobs, 2023). This can help to identify the skill gaps of the newly hired employees. The managing head of the company can work on this training aspect in the initial stage. However, specifically gaps such as professionalism, customer service, teamwork and communication can be developed. 


· 3.2.3 Outsourced Support / Key Partners:
This training is considered to provide a specific advantage of addressing the market competition through efficiency and quality control. 
· The staff will be trained initially by the experts of respective operational areas in the shop.
· This training and supervision are considered to ensure business profitability in the market.    


4. MARKET RESEARCH

4.1 Market Information, Trends and External Factors
The home-based cafe and bakery sector is experiencing crucial growth because of the rising demand of consumers for artisans and baked foods that are sourced locally (Easterbrook-Smith, 2022). As reported by IBISWorld 2024, the market of bakeries in the United Kingdom is valued at 9 billion approximately with a great diversion towards organic, homemade and healthier alternatives (IBISWorld, 2024). 
One of the key trends in the market is the growth of home based food businesses (Law et al., 2022). It is supported by digital or online food delivery platforms such as Deliveroo and Uber Eats in the UK. The pandemic that broke worldwide has further accelerated the interest in home-based cafes and consumers have become habituated to contactless delivery and pre-orders (Dana et al., 2022). The governments of the United Kingdom have expressed generally strong support for small ventures that are operating in homes. The government is making it easier to get a business license and natural food certification (White et al., 2023).
The macro environmental analysis has been conducted for the business using model of PEST (Cox, 2021).
Political: The UK government offers favourable regulations for businesses that are based on home yet compliance with local safety laws for the food is crucial.
Economic: It indicates that inflation and increasing costs of the ingredients can affect profit margins and pricing.
Social: It indicates that increasing health consciousness and the rising demand for gluten-free, and vegan baked products is raising the demand.
Technological: The rising evolution of the digital platforms for ordering ad AI-driven tools for marketing such as chatbots for personalised customer engagement.



4.2  Customer Profiles
The firm will target the three key customer segments.
Health-Conscious Consumers: The age will be between 25 to 45 as they prefer organic and gluten-free goods. They might follow fitness trends and seek nutritional transparency. They are likely to discover the new companies' products through health-focused communities.
Young professionals: The age between 22 to 35 seek high-quality snacks and coffee for the setups for working from home. They will pay highly premium baked goods that are hand-crafted. They like to respond well to home deliveries and loyalty rewards schemes.
Families: the age between 30 to 50 prefer to customise their cupcakes and pastries for celebrations and birthdays. They are interested in the options that can offer them nutritious options for their kids such as dairy-free and whole wheat. They are more likely to place the maximum orders and refer to their friends and extended families.


4.3 Competitor Profiles

The key competitors for the firm are mentioned below.
Town Hall Cafe Deli: It is a family-run cake that offers freshly baked homemade granola, and pastries and has a cozy base for the customer. The weakness of this is limited customisation options.
Mustard Seed Cafe: They are known for home-cooked cake meals and have a strong customer base. Their limit is that they have no focus on dietary baked foods.
Lampeter Corner: They offer speciality in varieties of baked goods and coffees. Their weakness is they offer products at high costs
The rivals offer quality products and the firm will differentiate itself with customised baked foods that are health conscious and by offering personalised orders. The USP will be the social media-driven engagements home deliveries and pre-orders that the rival companies do not follow as much. This all can cater to the specific services for delivery and can provide competitive advantages in the market (McAdoo, 2020).


5. MARKETING PLAN

5.1 Price
Laughter-Latte will consider a mixture of different pricing strategies to ensure a suitable price range for its products. The new business venture has thus considered a value-based and cost-plus pricing strategy. This strategy can give the customers an understanding of the quality of products and also maintain affordability addressing competition (Nagle et al., 2023). The price-centric customers can be easily addressed through the incorporation of a specific pricing strategy. It is considered these pricing strategies can help to gain a significant advantage among other competitors following either premium or penetration strategies. 



5.2 Product
The products and services offered by the business organisations highly outline its value and presence to the customers (Adeleke, 2020). Laughter-Latte has specifically designed its product range to maintain quality and customer loyalty. The business will mainly focus on hot and cold beverages along with a few snacks and pastry items. Different styles of coffee such as cappuccino, latte, cold coffee, matcha and directly brewed coffee will be some key highlights of the product aesthetics. Accompanying this various cookies, muffins, croissants, cinnamon rolls and so on will be additional products. A limited range of products is considered by the brand focusing on quality to gain a competitive advantage. 



5.3 Placement
The business will operate through offline channels. The local area of Lampeter in the South Wales will be the business location. A small and cozy shop will be built song with an inbuilt coffee counter and kitchen. The customers can make direct orders in the shop in person or through phone calls. However, the orders will have to be collected from the counters by the customers. The local area has been considered for opening and operating Laughter-Latte due to low competition and easy management. 



5.4 Promotion
Laughter-Latte has considered its promotional plan to be based on social media and digital marketing. For example, emails will be sent to the customers based on the records creating a significant communication. The brand will efficiently promote its products and features through word of mouth and social media platforms. Social media and email marketing have been key strategies for the promotion of the brand considering low investment and high impact (Egan, 2022). Creative and innovative posters and campaigns will be posted on social media to build brand presence and engagement (Evans et al., 2021). Various discounts and offers will be provided occasionally to enhance customer loyalty and address the competition. The comments and responses of the customers gained through social media are considered significant customer feedback that will be reflected in further improvements.


6.  KEY RESOURCES

6.1 Premises
A shop that is approximately 700 to 1000 square feet along with a washroom, kitchen and small storeroom. A barista station and lineup space are required to make orders take-delivery counter and billing counter.  
Shops are available in the centre of Lampeter at the cost of £650 per month (West Wales Lettings, 2025). This location has been considered reflecting on the market landscapes and possible operations. 




6.2 Equipment
The business venture will significantly involve multiple pieces of equipment and tools for efficient operation and management. 
Coffee Brewing Equipment: Different tools to brew and prepare coffee and other beverages are considered potential equipment for the business. This equipment is considered to ensure competition regarding the quality of the products. 
Food Preparations and Storage: Hot and cold storage machines, food display cases, sinks and storage containers are other essential equipment for the new business venture, Laughter-Latte. 
Customer Seating: A comfortable and flexible seating arrangement must be made to ensure smooth operations. Multiple sets of chairs, tables, bar stools and sofa sets must be considered for starting a small-scale coffee shop venture. 
Point-of-Sale System: Some software and technological tools will be installed for managing, tracking and recording sales. This can help to balance the load and ensure brand value to the customers providing a competitive edge. 
An estimated amount of £3000 is considered for supplier equipment arrangements and purchase for the business venture. 









6.3 Key Suppliers
Laughter-Latte considers the purchase of its raw materials to be highly organic and sustainable. Bridge Coffee Roasters are considered to be significant suppliers of Laughter-Latte. This company supplies ethical and sustainable coffee beans to coffee shops in Wales (bridgecoffeeroasters, 2025). On the other hand, Nisbets is considered for purchasing the tools and equipment for coffee preparation. This company is a well-known supplier of equipment with online services. Spaceist will be contacted to purchase the required customer accommodations for Laughter-Latte (Spaceist, 2025). Approximately £ 1500 is considered the cost for this supplier payment.  


7.  FINANCES AND START-UP SUPPORT

Expenditure Statement 

	Expenditure
	Year 1 (£)

	Rent 
	7,800

	Staff Wages
	15,000

	Furniture and Interiors
	1500

	Raw Materials
	5000

	Machines and Equipment
	3000

	Electricity/Lighting 
	2000

	Training and Development
	500

	Marketing and Advertisements
	200

	Interest on Loan
	3500

	Other Miscellaneous Expenses
	10,000

	Total 
	48,500



Profit and Loss Statement 

	Income
	Year 1(£)

	Sales of Hot Beverages 
	45,000

	Sales of Cold Beverages
	35,000

	Sales of Food and Snacks Items
	35,000

	Capital Introduced 
	3,500

	Long-term Loan
	40,000

	Total Income 
	1,15,000



Profit and Loss Statement 


	Total Income
	£ 1,15,000

	Total Expenditure 
	£ 48,500

	
	

	Profit
	£ 66,500




7.1 	Financial Summary
Laughter-Latte has designed and calculated an estimated budget plan for its operations for the initial year. The key business is considering long term loan for sourcing and funding the cost and expenditures. An estimated amount of £40,000 loan will be taken for taking the business venture. This loan will be sourced from Starling Bank. Multiple criteria and documentation systems are conducted to maintain the guarantee of return (starlingbank, 2025). The yearly expenditure of Laughter-Latte is calculated to be 48,500. This expenditure includes operational, managing and setting up costs of the business along with other expenses for the first operational year. Compared to that an estimated income statement has been prepared. The income statement reflects a revenue projection of £1,15,000. Therefore, approximately £66,500 is an expected profit. It can be forecasted based on current demand and market dynamics 60% profit within a year of successful operations. 




APPENDICES

Appendix A – SWOT Analysis
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	Strengths
	Weaknesses

	· Usage of Organic Ingredients: The business is focusing on organic ingredients and is interacting the consumers who are health conscious.
· Effective marketing: The marketing of the business along with the communication strategies includes social media engagement and partnerships with influencers to help the business in building brand awareness and acquisition of the customer.
	· Limited Product range: This may restrict the choices of the consumers and can lead to potentially losing sales.
· High Price range: This is another weakness that might deter the customers that are price-sensitive.

	Opportunities
	Threats

	· Creation of Customer Loyalty: Building strong loyalty among the consumer through individual personalised services and exclusive offers.
· High Customer Engagement: Creating high customer engagements with the help of social media and digital ordering can improve the presence of the brand.
	· High competition: The threat for the firm is the competition for the brands that are already established in the Lampeter.
· Low profile margins: It can be the theta for the firm as the premium ingredients might costs rises along with the operational at the home base.



[bookmark: _v36nflv6jtd6]

Appendix B – PEST Analysis

[bookmark: _Toc191402892]Appendix B – PEST Analysis
Political: The government of the UK supports small home-based ventures with streamlined registrations and food safety. Yet compliance with the allergies labelling and food hygiene laws is mandatory. the trade that is related to Bretix might impact the availability and cost of the ingredients that are imported such as special flours and cocoa.
Economic: Supply chain and inflation disruptions are rapidly raising the costs of the ingredients this can affect the strategies for pricing. Moreover, the growth in home delivery services provides cost-effective exploration without the need for a physical storefront.
Social: Customers prefer rapidly baked foods that are organic and are driven by the consumers that are conscious ph health. Impact of social media has impacted strongly the behaviour of purchasing thus making engagement on the digital platform vital.
Technological: The food delivery platforms, E-commerce and AI-driven tools for marketing have offered competitive advantages. The solutions of digital payments and CRM systems have further streamlined the operations of the business and have enhanced the retention of customers for small businesses.
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