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[bookmark: _Toc163838349]1.0 Introduction
[bookmark: _Hlk164325269]This report is developed on the business idea of a unique coffee shop, which will offer customers an expensive taste of a truly extraordinary coffee and its beverages. The business idea will be explored in the next section across the description of the business, and the market opportunity available for this. The industry analysis details the market analysis from Porter’s Five Forces and the VRIO analysis, following with the operations and management team details provided. This is followed by the Marketing Mix details for the plan and strategy, across the 4Ps of the Marketing Mix model. A financial plan details the forecasted budget, and sources of finance, among other details. The report concludes with a closing summary of the main discussion.
[bookmark: _Toc163838350]2.0 Business Description / Market Opportunity
[bookmark: _Toc163838351]2.1 Mission statement
[bookmark: _Hlk164322391]The mission state of unique coffee shop business idea of selling the extraordinary and expensive coffee and its products, also providing them with high-quality and exotic coffee drinks of Kopi Luwak (Muzaifa et al., 2019). The business will execute its regular operations based on this mission statement, ensuring product quality and customer service combine to provide a higher level of customer satisfaction.

[bookmark: _Toc163838352]2.2 Description of product or service
Kopi Luwak, the world’s most intriguing coffee, offers a blend of rarity and rich history that can transform any coffee shop into a destination for the extraordinary. Originating from Indonesia, this coffee is produced using beans that have been digested and excreted by the Asian palm civet. 2022). The exclusivity of Kopi Luwak stems from its unconventional production method, making it not only a luxury item but also a conversation starter that can intrigue and draw customers. For a coffee shop, adding Kopi Luwak to the menu is akin to curating a gallery of fine art. It elevates the establishment’s status, highlighting a commitment to offering diverse and premium experiences. This story can be leveraged in marketing, creating an aura of mystique and sophistication around my coffee shop. Moreover, Kopi Luwak’s smooth, less acidic taste and aromatic complexity provide a sensory experience that cannot be found in ordinary coffee selections. It is a product that satisfies the palate and engages the mind, inviting coffee lovers to explore the depths of flavour and aroma that this coffee can offer. However, it is essential to source Kopi Luwak responsibility, ensuring that it comes from ethical and sustainable practises. By doing so, you align your business with the growth demand for ethical consumption, appealing to a customer base that values quality and moral responsibility. It is not just about opening a coffee shop as a new business idea, it is about creating an experience that resonates with the essence of discovery and indulgence, about selling expensive coffee for customers who know their taste and appreciate it. It is a strategic move that can set my business apart, attract a diverse clientele, and establish it as a purveyor of the exquisite. 

[bookmark: _Toc163838353]2.3 Intellectual property considerations
The brand logo will be registered as a unique trademark, which will prevent it from getting duplicated through intellectual property theft. It will ensure the trademark association creates intangible value through such assets as intellectual property rights from a resource-based view (Sandner and Block, 2011).
[bookmark: _Toc163838354]2.4 Ownership structure and legal considerations
 As a new business idea, it will be a partnership business as this is more accessible for first-time entrepreneurs than new private limited companies. The partnership form of business also allows different business partners to pool together their resources and increase the share of tangible and intangible capital contributed to the business i.e., skills, knowledge and competencies beyond capital investments and other resources (Freytag, 2019). The partnership deed will be drawn up between the partners to ensure the partnership agreement is legally binding with clear details of individual responsibilities. While an oral agreement can be legally binding, it is more prudent to secure a written contract or partnership agreement to ensure that all business partners are making their decisions and contributions with transparency and clarity (Lumineau, 2014). 

[bookmark: _Toc163838355]3.0 Industry Analysis
[bookmark: _Toc163838356]3.1 Porter's Five Forces Analysis
The bargaining power of customers: Customers have a strong bargaining power that depends on their location for the coffee shop idea. Customers in closer vicinity will have a lower bargaining power, due to the selected availability of different coffee shops across neighbourhoods or boroughs. Customers can also become more powerful from a bargaining position if they are indifferent to drinking coffee; enthusiastic consumers will have a more discerning demand for quality coffee compared to mainstream coffee from other brands like Costa Coffee and Greggs (Loth, 2023).
The bargaining power of suppliers: Suppliers have low bargaining power, as the coffee shop idea presents homogenous goods to customers. As these goods are easy to provide, the suppliers also become less entrenched in their bargaining position, due to the ease of switching suppliers to gain a cost advantage. Products such as coffee beans, brewing machines, furniture or utensils are all easy to acquire from a business perspective, making the bargaining position low for suppliers (Guerra, 2021).
The threat of substitution: 
This threat is also low, as consumers cannot switch from coffee to other types of products due to coffee's unique qualities. The substitution threat is low in this way, as the substitution of coffee is not comparable to energy drinks, tea, or other products that may feature caffeine ingredients (dePaula and Farah, 2019). However, the threat of switching increases if the customer is more utilitarian and can satisfy their needs from brewing coffee at home or finding it at their office cafeteria or university canteen area. Therefore, the threat is overall low for those who seek to experience quality coffee products for socialisation purposes.
The threat of new entrants: 
This threat is also medium in its severity, as new businesses for the coffee shop idea can be set up by rival proprietors or partners. The low barrier to entry is due to the homogenous nature of the business offerings, making it easier for similar entrepreneurs to new market entry. However, their skills and qualities will determine the staying power of their rival business against this business idea, which can reduce the threat if their abilities are not competitive.

Industry rivalry: 
The industry rivalry is high, as rivals are present at the upper level from major brands like Costa Coffee or Greggs. The competition is also high among local market entrants or small proprietors. Ensure the new business idea resonates with the consumers, the intangible value constructs will be emphasised under the Unique Selling Proposition offered by the coffee shop business (Rintamäki and Saarijärvi, 2021). The intent is to reduce the threat of industry rivalry by offering an intangible differentiation of value, which social coffee drinkers can associate with the novelty of experiencing a new place for their coffee culture.

[bookmark: _Toc163838357]3.2 VRIO analysis
Valuable: The resources are valuable as they consist of a competitive share of tangible and intangible assets. This makes the resources useful for the start-up, as it bases the Unique Selling Proposition on the intangible offerings that will satisfy the socio-cultural tastes of social coffee drinkers.
Rare: As a value proposition, the intangible resources are rare as the coffee shop's internal environment offers a differentiated ambience for social coffee drinks (Ferreira et al., 2021). 
This resonates with the differentiated tastes of social coffee drinks, who are the main consumers of the segment.
Inimitable: The resources are imitable and therefore not entirely original; however, the exact ambience or detailed design is not possible to imitate due to the unique differentiation. Therefore, while the concept is imitable, the execution of the business idea differentiates it as an advantage (Waxman, 2006).
Organisation: The tangible resources will continue to be used for satisfying the customers, together with the intangible resources under the organisational control.
[bookmark: _Toc163838358]4.0 Operation and Management Team
[bookmark: _Toc163838359]4.1 Business Process
The business process involves the brewing and serving of coffee-based beverages, among other beverages and consumable sweets and savouries present in the coffee shop. The business processes will be automated for the order inputs, such as the use of automatic grinders and espresso brewers for formulating coffee-based beverages. Other back-end processes such as inventory maintenance or financial accounting will also be performed at the end of the business day.
[bookmark: _Toc163838360]4.2 Revenue generation
The primary source of revenue will be drawn from the sales of food and beverage items at the coffee shop unit. The profit percentage will be variable from common Arabica beans to the exotic and expensive Kopi Luwak variants (Marcone, 2004), making the revenue streams diversified across the several types of coffee beverages.
[bookmark: _Toc163838361]4.3 Detailed operational activity
The store management operations will be performed by the start-up business partner, and a small workforce of three employees will sustain the performance of daily operations. Customers can place their orders and receive them within five minutes, owing to the fast automation of production through machines for producing coffee beverages. 
[bookmark: _Toc163838362]5.0 Marketing Plan and Strategy
[bookmark: _Toc163838363]5.1 Marketing Mix
Product:  Customers can personalise their orders by opting for flavoured sweeteners, plant-based dairy or other vegan substitutes as befits the artisan coffee experience propositioned by the business idea. Customers can also opt to take away their products for home consumption, and the business idea will partner with food delivery apps like Uber Eats to fulfil the customer needs for this purpose (Liu and Li, 2023).
Price: A competitive pricing strategy ensures all offerings are sold at affordable market prices, with the inclusion of additional expenses for the ambience and intangible Unique Selling Proposition guaranteed by the business idea. This is aimed at providing the establishment with an atmosphere of affordable social differentiation, to match the utilitarian consumption of artisan coffee by the customers (Mimoun and Gruen, 2021). Similarly, the pricing will vary for Kopi Luwak orders due to the excessive cost of processing them ethically (Marcone, 2004).
Place: The coffee shop will be in an accessible neighbourhood that balances the foot traffic and network of connectivity within urban and upmarket areas. This allows the location to attract customers with a differentiated taste and preference for artisan coffee, as well as the social coffee-drinking experience (Haktanir and Gullu, 2023).
Promotion: The establishment will be promoted online through social media platforms to enthusiast groups of coffee drinkers. This will linearly focus the marketing message to the segment customers, ensuring their attention is targeted without spilling the marketing message over the non-segment casual drinkers, for whom the Unique Selling Proposition is undefined (Ye et al., 2021).
[bookmark: _Toc163838364]6.0 Financial Plan
[bookmark: _Toc163838365]6.1 Sources of finance
The finances for the business idea will be primarily sourced from investors, together with personal capital investments. 
[bookmark: _Toc163838366]6.2 Forecast
The enterprise is expected to break even within 6 to 8 months of its startup formation, after which sustainable profit generation will be achieved.
[bookmark: _Toc163838367]6.3 Sales and financial sustainability
Sales will be recorded across the different main consumable items and the add-on purchase items, such as personalised extra toppings and servings in coffee-based beverages. The financial sustainability will be maintained by keeping overheads low, using smart electricity lighting systems and utilities to conserve operating expenses and make the business sustainable.
[bookmark: _Toc163838368]7.0 Closing Summary
In summary, the business idea capitalises on the growing social coffee-drinking habits of discerning consumers, which is defined under the intangible value offerings in the Unique Selling Proposition. As many business ideas offer to sell homogenous goods with limited differentiation, the intangible value creation creates a differentiated competitive advantage that is intended to create a successful resonation with the segment consumers. The business will take feedback from customers, ensuring their needs are being satisfied across different feedback contents for business continuity and growth.
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