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Introduction 
Coffee is widely used globally and has undergone 

significant transformations in various aspects such 

as production, processing, trading, consumer 

appreciation, and cultural significance (Guimarães 

et al., 2019). Specialty and high-quality coffees are 

experiencing increased market presence as they 

cater to customer needs (Giacalone et al., 2019). The 

global consumption of specialty coffee is 

experiencing growth, with a 1.5% increase. This 

expansion in the market is influenced by the 

introduction of new products, ongoing research, and 

the presence of specialized coffee establishments 

(Guimarães et al., 2019). In order to 

comprehensively assess the customers' behavior and  

preferences (Wang & Yu, 2016), it becomes 

imperative to identify numerous markets that may be 

more precisely and effectively researched.  

 

The perceptions of university students' and 

employees' perspectives of the on-campus coffee 

shops operation hold significant importance in 

shaping their satisfaction levels, frequency of meals, 

and overall college experience (Hall, 2020). Given 

the documented increase in enrollment, prevailing 

economic circumstances, and the inherent captive 

nature of the college-student coffee shops market, 

the task of attaining student contentment with on-

campus coffee shops has become progressively 

arduous, particularly among diverse student cohorts,  
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especially in instances where coffee shops options 

are limited. In addition, coffee shops providers 

encounter numerous difficulties when catering to 

Millennial students who exhibit cultural diversity, 

fickleness, sophistication, and a wealth of 

experience in their dining preferences. Furthermore, 

these students are sometimes restricted to campus, 

hence amplifying the complexity of their needs 

(Choi et al., 2013; Joung et al., 2014). Hence, it is 

imperative for on-campus coffee shops providers to 

acknowledge the behavioral patterns of their clients 

and strive to meet their needs in order to effectively 

attract users to the dining services. 

 

There has been a limited amount of research 

conducted on students' perceptions of on-campus 

coffee shops operations in colleges and universities 

despite the increasing number of studies that have 

explored various aspects such as quality of service, 

quality of food, value for money, food options, and 

ambience in university coffee shops (Joung et al., 

2019). Insufficient study exists regarding the 

perceptions of on-campus eating service providers 

among distinct student populations, such as 

residents and commuters. 

 

Many contemporary students have a preference for 

studying in locations such as coffee shops due to the 

diverse atmospheres they offer. They exhibit a 

preference for minimal noise over complete silence.   

According to Nielsen (2021), coffee shops are often 

associated with office spaces and libraries. 

Individuals perceive this location as tranquil, serene, 

and optimal for academic pursuits due to the 

availability of refreshments, such as beverages and 

snacks, which aid in facilitating the learning process. 

Being in a public setting can create a psychological 

sense of duty to remain focused on the activity at 

hand rather than allowing oneself to become 

distracted and disengaged. 

 

Frequently, students’ and employees go to coffee 

shops or cafes in order to complete their academic 

or professional tasks, fostering a sense of collective 

productivity.   Some students choose to study 

independently as they find it advantageous to work 

on their own, while others prefer studying in a group 

setting. Coffee shops in-campus should offer 

internet access that enables students to access and 

gather information to support their academic 

pursuits. The aforementioned are all favorable 

features associated with studying in a coffee shop. 

Nevertheless, it is important to acknowledge that 

there are also negative factors to consider. Given the 

public nature of the environment, there exists the 

potential for various auditory disturbances that may 

hinder students' ability to concentrate on their 

academic pursuits (Reviews, 2017).  

This research aims to shed light on the complex 

interplay between campus coffee shops and the 

integration of academic and professional spheres. 

It's natural to wonder if this marriage makes sense, 

and to fret over how it might affect students' efforts 

in class and their final grades. We use Yuan's (2019) 

study as a guide through this complex landscape, 

delving into the positive and negative effects of on-

campus coffee shops on the corporate world and the 

educational system. 

 

As a result, the study dives into the fascinating 

interplay between in-school coffee shops, education, 

and commerce in an effort to clarify the myriad 

ramifications and implications of such an 

arrangement. We hope to add to the academic 

discussion of this developing phenomena by 

conducting a thorough examination and synthesis of 

the relevant literature and empirical data. 

 
Conceptual Framework 
This IPO conceptual framework outlines the key 

components of the research study, including the 

inputs, the processes involved in conducting the 

research, and the expected outputs, which include a 

research report and recommendations for leveraging 

in-school coffee shops for business development in 

educational institutions. 

  

The collection of demographic data pertaining to 

survey participants is crucial in order to gain a 

comprehensive picture of the target population. 

According to a study conducted by Smith et al. 

(2019), there is a notable impact of age and gender 

on consumer preferences and behavior within the 

coffee sector. Furthermore, conducting an analysis 

of the ratings pertaining to different areas of the 

coffee shop can yield significant and informative 

findings. The impact of consumer satisfaction in 

coffee shops is influenced by product quality and 

service, as stated in a report by the National Coffee 

Association (NCA, 2020). Hence, it is imperative to 

build a comprehensive business plan that is 

grounded in thorough research findings in order to 

facilitate the growth and progress of a business. The 

success of a coffee shop startup was significantly 

influenced by the implementation of a well-

structured business plan, as shown in a case study 

published by Johnson (2018) in the Journal of 

Business Case Studies. Therefore, this framework 

elucidates the significance of demographic data, 

data research, and a meticulously crafted business 

plan within the realm of investigating coffee shops 

situated within educational institutions and fostering 

business growth. 
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Scope and Delimitations 
This study seeks to determine the perception of 

students and viability of establishing coffee shops 

within educational institutions. This study examines 

the potential advantages and obstacles associated 

with the implementation of coffee shops within 

educational institutions, as well as the resulting 

effects on students, schools, entrepreneurs, and 

coffee shop proprietors. The researchers choose to 

do this study in response to the escalating frequency 

of coffee shops within educational institutions and 

the burgeoning interest in their influence on the 

educational and commercial milieu.  

 

The main participants consist of a cohort of 209 

students and employees. The valuable insights about 

the impact of these venues on their academic, work 

and social life can be derived from their experiences, 

preferences, and views. These respondents offer 

significant insights into their perception on in-

school coffee shop.  

 

Moreover, the research was carried out in La 

Consolacion University Philippines located in 

Bulacan respectively. The selection of particular 

college departments, teaching personnel, and non-

teaching staff was contingent upon their level of 

accessibility and their expressed desire to engage in 

the research. 

 

Methodology  
Research Design  

For this study, a form of quantitative study that 

systematically investigates social processes using 

statistical or numerical data. This phenomenon can 

be linked to the concepts of what, where, when, and 

how, but not the underlying reasons for its 

occurrence. Descriptive research offers several 

advantages when the aim is to ascertain 

characteristics, frequencies, patterns, and 

categorizations. The objective of this study is to 

examine the effects of in-school coffee shops on 

business development. 

 
Respondents of the Study  

The research is conducted at one academic 

institution, namely La Consolacion University 

Philippines. The participants in this study consist of 

both students enrolled at the university, faculty 

members, and employees of the said institution.  

 
Research Instrument  
The researchers administered a survey in the form of 

a questionnaire to the people who agreed to take part 

in the study. The researchers conducted a survey in 

order to numerically analyze the data that would be 

collected from the responses of the respondents.  

 
Data Analysis  
The researchers developed a questionnaire to collect 

the requisite data from the chosen participants who 

are enrolled or employed at La Consolacion 

University Philippines. The researchers thereafter 

proceed to submit the questionnaire for validation by 

experts who possess relevant expertise. This 

validation process aims to ascertain the 

questionnaire's efficacy in addressing the research 

objectives. The current academic researchers got 

authorization from the Dean of the Universities prior 

to administering the relevant survey. The 

confidentiality of all data and information received 

from the interviewees was ensured. The researchers 

administered a typewritten questionnaire, allowing 

respondents the autonomy to select which questions 

they felt like answering. 

 
Ethical Considerations  
This thesis examines the ethical implications 

associated with the investigation of in-school coffee 

shops as a foundation for corporate expansion within 

INPUT 
 
Demographic information of 

respondents (age, gender, 

Occupation, Program/Course, 
Daily Allowance). 

 

Perception of respondents  in 
establishing an in-campus coffee 

shop in terms of product, price, 
place, promotions, people process 

and physical evidence. 

 
Existing data or knowledge about 

in-school coffee shops. 

 
Resources and literature related to 

business development in the coffee 

shop industry. 

 

PROCESS 

Gather demographic information 

from respondents through surveys 

or interviews. 
 

Collect the perception of 

respondents in establishing an in-
campus coffee shop's various 

aspects. 

 
Analyze the collected data to 

determine demographic profiles and 

assess their perception. 
 

Develop a basis for business plan 

development based on the findings 

from the data analysis. 

OUTPUT 
 

 

 

 
 

 

 
Basis for Business Plan 

Development  
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educational establishments. The intention is to 

guarantee that the implementation of in-school 

coffee shops adheres to the fundamental values of 

fairness, welfare, and academic authenticity. The 

ethical considerations associated with this research 

are crucial in establishing a solid basis for 

comprehensively examining the effects of in-school 

coffee shops on the educational environment. 
 

Results and Discussion 
SOP1. Demographic Profile 
The respondents' profile is shown here in order to 

gather the background data that is required, such as 

age, gender, position, department and daily 

allowance. The following findings were analyzed 

and presented: 

 

Table 1: Frequency Distribution Table of Age 

 

 

 

 

 

 

 

 

 

 

 

Note. Table 1 displays the demographic 

characteristics of the study participants with respect 

to age. The study includes a total of 209 respondents. 

According to their responses, 175 individuals 

(83.73%) fall within the 17-27 age group, while 15 

individuals (7.18%) are in the 28-38 age group. 

Additionally, 13 individuals (6.22%) belong to the 

39-49 age group, 5 individuals (2.39%) belong to the 

50-60 age group and 1 individual (0.48%) is 61 and 

above years old. With over half of the respondents 

falling into the young adult category, or Gen Z, this 

age group received the highest percentage of 

83.73%, indicating that they are conscious of the 

quality of the food products they purchase. Ages 61 

and up, sometimes referred to as Generation Jones 

or Boomers II, received the lowest percentage 

of.48% since they are more experienced and care 

about if the products are cost-effective enough for 

them to save a lot of money. The majority of 

respondents were therefore between the ages of 17 

and 27, as indicated by the mean age of 38.11 for the 

sample. Moreover, as per the National Coffee Data 

Trends (NCDT) report published by the National 

Coffee Association (NCA). In the US, coffee 

consumption among young adults is higher than 

ever. Millennials are driving several improvements 

in the coffee industry, including higher quality and 

transparency as well as an emphasis on convenience 

and sustainability. They are also known for being 

tech-savvy, environmentally sensitive, and curious. 

 

Table 2: Frequency Distribution Table of Gender 

 
 

Note. Table 2 illustrates that the majority of 

participants were female, comprising 61.24% of the 

total with one-hundred twenty-eight out of 209. In 

contrast, males accounted for 38.76% of the eighty-

one participants. This indicates a higher 

participation of female respondents compared to 

males in the survey.  

 

Studies reveal that women patronize specialized 

coffee shops for longer periods of time and place a 

higher priority on flavor than do men. The low-

paying service industries in the Canadian coffee 

shop franchise market are predominantly part-time 

and female-dominated, a reflection of the ongoing 

impact of gender on work structure. The way people 

"do gender" in coffee shops is likewise influenced 

by gender, as both masculine and feminine social 

actors embrace hegemonic masculinity traits in an 

attempt to take the lead in society. When choosing a 

café, Millennials also have different tastes based on 

their gender: female Millennials like comfort, 

variety, and unusual menus, while male Millennials 

value inventiveness. 
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Table 3: Frequency Distribution Table of Position 

 

 

 

 

 

 

 

 

 

 

Note. Table 3 displays the frequency and percentage 

distribution of respondents based on their position. 

The highest concentration of the position of the 

respondents were college students with 80.86% 

(169), non-teaching staff with 9.57% (20) and also 

9.57% (20) percent for the non-teaching staff. 

Studies have indicated that young adults and 

college-educated people typically drink more 

coffee. This is especially true in the US, where 

coffee has grown in popularity among young people 

as a social beverage. In Europe, drinking coffee is 

more common in all age groups and is frequently 

seen as a daily need. 

 

Table 4: Frequency and Percentage Distribution of Department 

 

 

 

 

 

 

 

 

 

 

 

 

Note. Table 4 presents the frequency and percentage 

distribution of participants based on their 

Department. The majority of the respondents in this 

survey were from CITHM which got fifty-five 

respondents (29.10%), CAMP which got thirty 

respondents (15.87%), CASE which got thirty-five 

respondents (18.52%), CBEA had thirty-two 

responses (16.94%), CITE with thirty respondents 

(15.87%), and others with seven responses (3.70%). 

 

 

 

Table 5: Frequency and Percentage Distribution of Daily Allowance 

 

 

 

 

 

 

 

 

 

 

Note. As shown in Table 5, the highest daily 

allowance of the respondents is ranging from 100-

200 pesos with 39.71%, followed by 48 respondents 

(22.97%) who have an allowance of 201-300 pesos. 

29 respondents (13.88%) have an allowance of 301-

400 pesos, 26 respondents (12.44%) have an 

allowance of 401-500 pesos, while only 23 

respondents (11%) have an allowance of above 500. 

 

SOP2. Perceptions of Respondents 
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Table 6: Summary of Perception 

 

 
 

Note. According to Table 6, Overall perception 

establishing in-school coffee shop is 4.47 implying 

very positive perception. Among the seven aspects, 

highest or most positive perception is given to 

people (4.72) followed by place (4.60) while ranked 

3rd is 4.51 is for physical evidence. 

 

The notion of organizing an in-college coffee shop 

has elicited a notably fine perception amongst 

stakeholders, along with college students, college, 

and group of workers. The concept of bringing a 

coffee keep into the educational surroundings has a 

long way-accomplishing implications, contributing 

to an usual advantageous surroundings and 

enhancing the school enjoyment in multifaceted 

approaches.  

 

One key thing of the overwhelmingly fantastic belief 

is the ability for an in-school coffee shop to serve as 

a hub of social interplay and network building. 

Studies in academic psychology (Smith et al., 2022) 

highlights the significance of making areas within 

academic institutions that foster social connections. 

An in-college espresso shop affords a cozy and 

inviting place for students and faculty to collect, 

fostering a feel of network and camaraderie that is 

going beyond the confines of the traditional study 

room.  

 

Additionally, the introduction of an in-college 

espresso store aligns with broader trends in 

instructional establishments aiming to create holistic 

and pupil-centered environments. Recognizing the 

importance of the general scholar enjoy, schools are 

investing more and more in amenities that beautify 

nicely-being, engagement, and satisfaction. 

 

SOP3. Business Plan 
CAFÉ BARCELO  

 
 

Vision 
At Café Barcelo, our vision is to create a dynamic 

and inclusive hub where individuals can escape the 

daily grind, fostering a sense of community and 

connection over quality coffee. We aspire to be the 

go-to destination for those seeking a unique blend of 

artisanal beverages, a cozy atmosphere, and a 

commitment to sustainability. 

 

Mission  

Our mission is to provide a memorable experience 

through carefully crafted coffee and a warm, 

inviting ambiance. We are dedicated to sourcing the 

finest beans, promoting local partnerships, and 

creating a space that encourages creativity, 

collaboration, and a sense of belonging. 

 

Goals 
1. Facilitating Interaction: The coffee shop 

aims to serve as a meeting point where 

students and faculty can gather, fostering a 

sense of community within the school. 

2. Building Relationships: By providing a 

relaxed environment, the coffee shop 

encourages the development of 

relationships among students, faculty, and 

staff outside of formal academic settings. 
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3. Comfortable Environment: The coffee 

shop strives to be a comfortable and 

inviting space, offering a break from the 

academic rigors and providing a place for 

relaxation. 

4. Escape from Stress: It serves as a retreat 

for individuals seeking a moment of 

respite, allowing them to recharge and 

refocus. 

5. Aligning with Values: The coffee shop 

strives to align with the values and culture 

of the school, contributing positively to the 

overall atmosphere and ethos of the 

institution. 

 

Objectives 
One primary objective of Café Barcelo is to provide 

a space that encourages collaboration and social 

interaction among students, teachers, and staff. The 

coffee shop is designed to be a welcoming 

environment where individuals can gather to discuss 

projects, share ideas, and engage in meaningful 

conversations outside the traditional classroom 

setting. By fostering a sense of community, Brewed 

aims to enhance the overall learning experience and 

contribute to the development of a more 

interconnected school culture. 

 

Strategies 
1. Social Media Presence 

➢ Establish and maintain active social media 

accounts on platforms popular with the 

student body. 

➢ Share engaging content, such as 

storytelling in which Cafe Barcelo can use 

social media to share its founding story and 

menu inspiration, which fosters personal 

connections with its audience. 

➢ Using of interactive promotions which we 

will implement contests and user-generated 

content campaigns that can boost customer 

engagement and brand visibility. 

➢ Behind-the-Scenes Content will share 

glimpses of kitchen operations and staff 

interactions that humanizes the brand and 

showcases its commitment to quality. 

➢ Customer Engagement and Feedback will 

actively engage with customers on social 

media which strengthens relationships and 

allows the cafe to gather valuable insights 

for improvement. 

2. Collaborations with Student Clubs 

➢ Partner with student clubs for exclusive 

promotions or discounts. 

➢ Feature club-sponsored drinks on the 

menu, naming them after the clubs. 

3. Themed Promotions 

➢ Introduce seasonal or themed promotions, 

such as "Finals Week Fuel" or "Teacher 

Appreciation Day." 

➢ Create visually appealing promotional 

materials for in-school display. 

4. Loyalty Program 

➢ Implement a digital loyalty program that 

rewards frequent customers with discounts 

or free items. 

➢ Advertise the loyalty program through 

posters, flyers, and announcements. 

5. Partnerships with School Publications 

➢ Advertise in school newspapers or 

magazines. 

➢ Provide exclusive discounts to readers of 

school publications. 

6. Ambassador Program 

➢ Recruit student ambassadors to promote 

the coffee shop within their social circles. 

➢ Offer incentives for referrals and social 

media mentions. 

7. Interactive Events 

➢ Host events like coffee tastings, barista 

workshops, or live music. 

➢ Encourage user-generated content by 

running contests for the best coffee-related 

photos or reviews. 

8. Budget Allocation 

➢ Allocate a portion of the budget for 

sponsored events, promotional materials, 

and social media advertising. 

➢ Monitor the effectiveness of each strategy 

and adjust the budget accordingly. 

9. Evaluation 

➢ Regularly assess the success of marketing 

strategies through sales data, customer 

feedback, and social media analytics. 

➢ Make adjustments to the plan based on the 

effectiveness of each strategy. 

10. Controls 

➢ We use historical data, trends, and 

forthcoming events to forecast the amount 

of inventory that will be required for a 

certain time frame.   

➢ In order to reduce food spoiling concerns, 

Cafe Barcelo will implement the first in, 

first out (FIFO) system.  

➢ For the safety of our employees, preventive 

maintenance, methodical care, and 

protection of machinery and equipment are 

necessary.   

➢ To guarantee that our patrons and 

employees have a hygienic environment in 

which to dine and stay, Cafe Barcelo 

maintains the highest standards of 

cleanliness and hygiene. 

 

Organizational Plan 
In a small coffee shop, roles may overlap, and 

employees might perform multiple functions. 

Flexibility and cross-training become important in 
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ensuring smooth day-to-day operations. As the 

coffee shop grows, additional specialized roles may 

be introduced to meet the demands of an expanding 

business. 

 

In Café Barcelo, it will aim to foster a culture of 

adaptability and efficiency. As it expands, the 

organizational structure will evolve to meet the 

demands of the growing customer base while 

ensuring smooth day-to-day operations. 

 

1. Flexible Staff Roles 

a. In our small coffee shop, employees will be cross-

trained to handle various tasks, promoting flexibility 

and teamwork. 

b. All team members will be encouraged to embrace 

versatility, seamlessly transitioning between roles as 

needed to maintain operational fluidity. 

 

2. Specialized Roles Introduction 

a. With growth, we will introduce specialized roles 

tailored to specific functions, such as a head barista, 

shift supervisor, and inventory manager. 

b. These specialized roles will enhance efficiency by 

focusing on particular aspects of our operations, 

ensuring excellence in execution and customer 

service. 

 

3. Training and Development 

a. Continuous training programs will be 

implemented to equip employees with the skills and 

knowledge necessary to excel in their roles. 

b. Opportunities for career advancement and skill 

enhancement will be provided to encourage 

employee engagement and loyalty. 

 

4. Clear Communication Channels 

a. Open communication channels will be established 

to facilitate collaboration and feedback among team 

members. 

b. Regular meetings and updates will ensure that 

everyone is aligned with our goals and objectives, 

fostering a sense of unity and purpose. 

 

5. Respectful Work Environment 

a. We are committed to creating a respectful and 

inclusive work environment where every team 

member feels valued and appreciated. 

b. Diversity and inclusivity will be celebrated, 

enriching our organizational culture and fostering 

creativity and innovation. 

 

The organizational plan will prioritize flexibility, 

specialization, and continuous improvement. By 

nurturing a culture of adaptability and respect, Café 

Barcelo will build a thriving coffee shop that 

delights customers and empowers employees to 

reach their full potential. 

 

 

Conclusion 
1. Profile of Respondents 

1.1. Age: The highest concentration of the age 

of the respondents belong to the age 

bracket of 17-27 years old with eighty-

three-point seventy-three percent, fifteen 

belongs to the age bracket of 28-38, 

thirteen to aged 39- 49, five aged 50 - 60 

and only one belong to the age bracket 60 

and above years old. With a 38.11 mean 

for the age of the respondents. 

1.2. Gender: Majority of the respondents who 

participated in the survey were female, 

which got one hundred twenty-eight (128) 

responses, eighty-one (81) responses were 

from male. 

1.3. Position: The highest concentration of the 

position of the respondents were college 

students with eighty point eighty-six, non-

teaching staff with nine point fifty-seven 

percent and also nine point fifty-seven 

percent for the non-teaching staff. 

1.4. Department: Majority of the respondents 

participated in this survey were from 

CITHM which got fifty-five respondents, 

CAMP which got thirty respondents, 

CASE which got thirty-five respondents, 

CBEA had thirty-two responses, CITE 

with thirty respondents, and others with 

seven responses.  

1.5. Daily Allowance: The highest daily 

allowance of the respondents is ranging 

from 100-200 pesos with thirty-nine point 

seventy-one percent, 201-300 with 

twenty-two point ninety-seven percent, 

301-400 with thirteen point eighty-eight 

percent, 401-500 with twelve point forty-

four percent and 500 above with eleven 

percent. 

 

2. Perception of respondents in establishing in-

school coffee shop be assessed in terms of: 

2.1. Product. Majority of the respondents 

have a very positive perception about 

establishing in-school coffee shop, 

specifically about product. Among the 

five positive attributes, four are rated as 

strongly agree while the remaining one is 

rated as agree. 

2.2. Price. Majority of the respondents has a 

positive perception about establishing in-

school coffee shop, specifically about 

price. Among the five positive attributes, 

three are rated as strongly agree while one 

is rated as agree and remaining one as 

neutral. 

2.3. Place. Majority of the product has a very 

positive perception about establishing in-

school coffee shop, specifically about 
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place. All five positive attributes are rated 

as strongly agree. 

2.4. Promotion. Majority of the respondents 

has a very positive perception about 

establishing in-school coffee shop, 

specifically about promotion. Among 

five positive attributes, four are rated as 

strongly agree while one remaining is 

rated as agree. 

2.5. People. Majority of the respondents has a 

very positive perception about 

establishing in-school coffee shop, 

specifically about people. Among five 

positive attributes, all are rated as 

strongly agree. 

2.6. Process. Majority of the respondents has 

a very positive perception about 

establishing in-school coffee shop, 

specifically about process. Among five 

positive attributes, all are rated as 

strongly agree. 

2.7. Physical Evidence. Majority of the 

respondents has a very positive 

perception about establishing in-school 

coffee shop, specifically about physical 

evidence. Among five positive attributes, 

all are rated as strongly agree. 

 

Recommendations 
Opening a coffee shop in a school setting presents a 

unique opportunity to enhance the overall 

experience for students, faculty, and staff. Here are 

some recommendations to consider when embarking 

on this venture: 

 

● Collaborate with Stakeholders: Involve key 

stakeholders, including students, faculty, 

administrators, and parents, in the decision-

making process. Gather feedback, gauge 

interest, and address any concerns. 

Collaboration ensures that the coffee shop 

aligns with the needs and expectations of the 

entire school community. 

● Design a Student-Centric Space: Create a 

coffee shop design that caters to the preferences 

of the student demographic. Consider cozy 

seating areas, study-friendly environments, and 

perhaps even collaborative spaces. The goal is 

to make the coffee shop a welcoming and 

functional space for students to socialize, study, 

and relax. 

● Offer Quality Coffee and Diverse Menu 

Options: Ensure that the coffee shop offers 

high-quality coffee, as well as a diverse menu 

to cater to different tastes and dietary 

preferences. Consider working with local 

roasters and suppliers to enhance the 

authenticity of the coffee shop experience. 

● Incorporate Sustainable Practices: Consider 

implementing sustainable practices within the 

coffee shop, such as using eco-friendly 

packaging, promoting recycling, and sourcing 

ethically-produced coffee beans. This aligns 

with the growing awareness of sustainability 

among students and contributes to a positive 

brand image. 

● Provide Learning Opportunities: Use the 

coffee shop as a practical learning environment 

for students interested in business, marketing, 

or hospitality. This could involve student-led 

initiatives, internships, or involvement in the 

day-to-day operations of the coffee shop. 

● Emphasize Community Engagement: Foster 

a sense of community by organizing events, 

themed nights, or collaborating with student 

clubs and organizations. The coffee shop can 

serve as a central space for community-building 

activities, contributing to a vibrant and 

inclusive school environment. 

● Ensure Compliance with Regulations: 

Understand and comply with any regulatory 

requirements and health standards associated 

with running a food and beverage establishment 

in a school. This includes obtaining necessary 

permits, adhering to food safety guidelines, and 

addressing any health regulations. 

● Promote Accessibility and Inclusivity: 

Ensure that the coffee shop is easily accessible 

to all members of the school community, 

including those with disabilities. Consider 

inclusivity in design, pricing, and offerings to 

create an environment that caters to diverse 

needs. 

● Establish Clear Operating Procedures: 

Develop clear operating procedures for the 

coffee shop, covering aspects such as staffing, 

hours of operation, pricing, and customer 

service standards. Well-defined procedures 

contribute to the smooth functioning of the 

coffee shop and enhance the overall experience 

for customers. 

● Sustainability: Consider eco-friendly 

practices, such as using compostable cups and 

offering recycling options. Promote 

sustainability in your marketing, as this can 

resonate well with environmentally conscious 

students. 

 

By incorporating these recommendations, a coffee 

shop within a school can become more than just a 

place for beverages; it can be a dynamic and integral 

part of the school community, contributing to a 

positive and enriched educational experience. 
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