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Coffee Shop Business
Section 1
	America is one of the largest consumers of coffee globally, which is attributed to my plan to set up a coffee shop within New York City. The idea to have it set up in the suburbs of New York City is because New York is a busy city that runs many businesses, and the people within it always require to be served with coffee. Our main customers and target market will include men and women in the corporate sector and the nearby colleges and universities between the ages of 18 years to 25 years and also those of the age 30 years to about 60 years old. The business model will be divided into three segments; the first segment will involve coffee carts where we will be offering coffee beans for the preparation of espresso drinks, the second segment will involve restaurants that will act as retail outlets where we will be serving coffee-based drinks like espresso, the last segment will have grocery stores where we will be offering coffee beans to our customers for repackaging, this segment will not focus on preparing the drinks but selling the beans to our customers for resale and repackaging.
Mission; our mission is to uplift our customer's spirit to desire a cup where everyone is welcome.
Vision; Our vision is to create a business that sells the finest coffee in America and beyond. 
Section 2
	Our major competitors in the coffee business in New York include major retailers like Starbucks, who have dominated the market because of their large scale chain operation. However, as a new business and a retail business, our major competitors of coffee include Joe the Art, which are located in the Grand Central Station. Our other competitors are Café Grumpy who started their business in Brooklyn and ran four coffee joints in New York, and our other competitors are Abraco who presents a mix of Italian culture and Spanish culture in their coffee business; we also have the Blue Bottled Coffee and Brooklyn Company which also operate coffee shops in New York City (Giller et al., 2017). The market size of our business looks at a $56 billion coffee industry which makes the second largest after the oil industry. New York stands as the capital for coffee consumption in American, with about 13% of the population consuming the product annually. It is estimated that New Yorkers spend an average of $132 on coffee annually, and this brings the understanding of how much the market size is expanded in this city (Laniyonu, 2018). The general market value of coffee in the market rose to about $88 billion in 2018. In New York City, it is estimated the average amount a household spends on coffee annually is about $ 132, and this points out how much the business is lucrative. The buying pattern of coffee in America is uncertain, but the general market size is about 30% of the general expenditure; as a business, we have the potential to make a great income in this business, especially in New York where households spend an average of $132 annually on coffee alone. With an estimated population size of 8 million people, New York presents a coffee market niche of 13%, which is about 1,000,000 customers. An average family spends $132 annually on coffee; this brings the annual market size at $132 million in annual sales (Quintão et al., 2017). 
Recommendations
	With the above analysis of the coffee market in New York, I believe that the coffee business is lucrative and brings great returns on investment. This is because New York is the number one coffee spot in America, implying that the business can easily grow and expand to an even larger scale. With the coffee carts, restaurants and grocery, I believe this business plan and idea will surely work and raise promising profits. 
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