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Appendix A - Comparison with other Shop/Cafes

Name
Size of 

Community

Turnover 

Shop

Turnover 

Café

Gross 

Margin

Seats 

Inside

Seats 

Outside

Village/ 

Passing 

Trade Staffing & Comments Comments - Comparison to St Mary Bourne

Hampstead Norreys 200 houses  £ 275,000  £  178,000 60% 20 20

200 houses Shop approx 275 k Cafe approx 178 k 20 seats 

inside 20 + outside Margins diff to calc about 60 gross. Sausage 

rolls! 7 day full time chef (2 people) Other staff work both shop 

counter and cafe service. Mostly paid staff these days plus 

some volunteer Yes give my name Elizabeth Howard

This is the Shop and Café that most  closely matches our 

profile - similar to us by region and size. It is well run and 

was the Village shop of the year a couple of years ago. 

We are slightly larger inside seating, population and shop 

turnover. After a couple of years we are aiming to 

exceed their cafe turnover.

Cletwr

587 to wider 

2,235  £ 388,700  £  170,400 65% 30 54 65/35

Café Turnover Summer season up to 5k, winter approx 3k - weekly. We 

employ 12 paid staff, (equivalent of 5 full time, 2 part time and 5 

youngsters) plus 4 regular volunteers.Not an easy area to recruit 

volunteers for when it is so busy, very pressurised and some are very 

scared of the barista machine, we have just changed from a full machine 

to bean to cup to try and encourage more volunteers.Also difficult to 

offer a menu relying on volunteers only. 

Shop is not disimilar in size to us with the Café larger but 

staffing problems as very rural. Narrower food offering.

The Walled Garden 2,600            129,605£  108,651£   70% 24 50  95%/5%

We now employ 1 x f/t cafe manager and 5 p/t cafe assistants ( 

120 hours per week) so that we always have 2 paid staff in the 

café The ideal staff level during cafe opening hours is the 2 paid 

plus 2 volunteers through the busy 11 to 3 period and at least 1 

volunteer either side of those hours. Bigger Café than SMB but smaller shop turnover

St Mary Bourne

1500 rising 

to 1650  £ 410,000  £  108,121 61% 24 18

The village shop has a larger turnover than the others in this 

analysis. The Café turnover is targetted to be £108K rising to 

£136K by year five.

SMB will be offering a more extensive menu than most of 

the others with a resulting higher turnover but lower 

margin 61%  as food attracts a lower margin than hot 

drinks.

Bledington and Foscot 600 276,052£  62,400£     67% 10 18

 We sell baked off sausage rolls & pasties plus cakes and tray 

bakes.  Hot drinks from a proper espresso coffee machine. 

Some volunteers find this scary but I think it’s been crucial to 

the cafes success.   We now have 2 full time members of staff 

covering the cafe and the shop. They are supported by 

volunteers. Crucially we can keep both open with just one 

person during quieter times.

Good Community Shop Café but smaller than SMB with 

the Café closed for a lot of C19 and change of Shop/Cafe 

Manager 
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St Mary Bourne Shop Cafe Appendix B - Calculation of Average Transaction Value Business Plan

Appendix B.

Calculation of Average 

Transaction Value
Coffees & 

Teas Only

Coffees & 

Pastries Breakfast

Takeaway 

Breakfast 

Roll

Takeaway 

Coffee & 

Teas & Ice 

Creams in 

Summer Lunch

Tea & 

Cake Total

Coffees & 

Teas Only

Coffees & 

Pastries Breakfast

Takeaway 

Breakfast 

Roll

Takeaway 

Coffee & 

Teas & Ice 

Creams in 

Summer Lunch

Tea & 

Cake Total

Parish 12 30 15 12 31 26 126 6 20 18 10 22 24 100

Outside of Village passing 

trade to Shop & PO 0 4 2 2 2              10 1 2 2              5

Cyclists\Walkers 6 14 4 2 2 2 10 40 2 4 2 4 4 16

Rec Ground Visitors 3 3 1 1 2 10 2 2 2 4 10

School 3 6 1 4 14 0

Surgery 0 4 2 6 0

Trades People & Casual 

Visitors 2 10 15 4 4 35 10 10

Total 26 61 31 17 21 35 50 241 10 26 20 0 21 30 34 141

2.45£       4.95£       10.95£       5.50£         3.45£         9.95£       4.95£       2.45£       4.95£       11.95£    6.50£          5.00£           11.95£    5.50£       

63.70£     301.95£   339.45£     93.50£       72.45£       348.25£   247.50£   1,466.80£   24.50£    128.70£  239.00£  -£            105.00£       358.50£  187.00£  1,042.70£      

Average Purchase Including 

VAT 6.09£          7.40£             

VAT adjustment % assuming 

Vatable Sales at 85% and VAT 

at 20% 0.17 0.17

VAT on cooked foods and 

drink 1.03£          1.26£             

Average Transaction Value 

ATV 5.05£          6.14£             

Weekly Weekdays Weekly Weekends

APPENDIX B



Appendix C 

The Boundary Eco Shop 

‘Zero Waste’ and Refillable Products for The Boundary Shop and Cafe 

 

1. OBJECTIVE: 

To introduce ‘Zero Waste’ and refillable products at SMB Community Shop from non-food 

household products (e.g. laundry detergent) and toiletries (e.g. shampoo) to dried food products 

and oils and vinegars.  

The ‘Zero Waste’ movement is growing, with specialist ‘Zero Waste’ retail stores, pop-up stores and 

mobile stores popping up all over the country.   However, there are very few established and 

operational retailers with refillable products in Hampshire.    The nearest to St Mary Bourne is Love 

and Joy in Weyhill. 

 

 

2. RESEARCH SOURCES:  

30+ ‘Zero Waste’ retailers’ websites and Facebook pages have been looked at.  The following were 

contacted, some of whom kindly gave useful recommendations (indicated by *):  

The Clean Kilo (Birmingham, West Midlands)  

Wild Thyme Wholefoods (Portsmouth, Hampshire)  

Refill Store (Truro, Cornwall)  

Unboxed (Cantebury, Kent)  

Waste Not Want Not Bridport (Dorset)  

Zero Green Bristol* (Somerset)  

The Refill Pantry* (St. Albans, Hertfordshire)  

Natural Weigh* (Powys, Wales)  

 

All three retailers who responded strongly recommended joining the closed Facebook Group Zero 

Waste Shop Set Up, which has been a fantastic source of information, with a very active and 

supportive community.   

Common feedback included: 

- Best sellers are washing up liquid and laundry detergent.  

- Bio D is the most popular brand for household cleaning products, usually supplied by SUMA.  



- Faith in Nature seems to be the only real option for bulk toiletries.  

- New customers need help dispensing at first.  

- Most retailers display liquid products on a shelf unit with buckets and mats to collect the drips.  

- Most ‘Zero Waste’ retailers aim to stock household products that come in fully recycled/recyclable 

containers – plastic is the enemy!  

The following ‘Zero Waste’ websites, including manufacturers and suppliers of ‘Zero Waste’ 

products and refillable equipment were looked at. 

Here are the most useful websites:  

Be Unpackaged: www.beunpackaged.com (store set up advice and supplier of refill stations)  

The Zero Waster: www.thezerowaster.com (useful blog)  

Pebble Magazine: www.pebblemag.com (recommendations on Zero Waste retailers)  

Suma Co-Op: www.suma.coop (supplier of eco-friendly and refillable products)  

Our Weigh: www.ourweigh.co.uk (commercial scales)  

SESI: www.sesi.org.uk (manufacturer and supplier of eco-friendly household products and 

containers)  

Delicious Oils and Vinegars / Zero Packaged: www.deliciousoilsandvinegars.co.uk (refillable shelf 

and dispenser systems.  

 

3. MAIN MANUFACTURERS/BRANDS of ECO-FRIENDLY PRODUCTS:  

3.1. Household Products:  

Manufacturer 
/ Brand 

Origins Pros Cons Best Suppliers 
(by price) 

SESI UK Available in 20L 
containers. 
Loan of swappable 
containers 
/ dispensers. 
Marketing support. 
Supply of labels for 
customers. 

£250 minimum 
purchase 
Unattractive 
branding 

SESI 

BioD UK Attractive branding. 
Available in 15L 
containers. 
Extensive range. 

Quite expensive BioD – Direct 
SUMA Co-Op 

Ecoleaf UK Available in 20L 
containers. 
Cheapest brand with 
SESI 

 SUMA Co-Op 

Ecover Belgium Available in 15L 
containers for 
some products. 

Only 5L containers 
for some 
products. 
Widely available 
from 
supermarkets. 
Most expensive 
brand. 
Not made in UK. 

SUMA Co-op 

https://d.docs.live.net/7d0a2b0e4522a66b/Documents/Shop%20-%20Logistics/Cafe%20Plans/Meetings%20and%20Reports/www.beunpackaged.com
https://d.docs.live.net/7d0a2b0e4522a66b/Documents/Shop%20-%20Logistics/Cafe%20Plans/Meetings%20and%20Reports/www.thezerowaster.com
https://d.docs.live.net/7d0a2b0e4522a66b/Documents/Shop%20-%20Logistics/Cafe%20Plans/Meetings%20and%20Reports/www.pebblemag.com
https://d.docs.live.net/7d0a2b0e4522a66b/Documents/Shop%20-%20Logistics/Cafe%20Plans/Meetings%20and%20Reports/www.suma.coop
https://d.docs.live.net/7d0a2b0e4522a66b/Documents/Shop%20-%20Logistics/Cafe%20Plans/Meetings%20and%20Reports/www.ourweigh.co.uk
https://d.docs.live.net/7d0a2b0e4522a66b/Documents/Shop%20-%20Logistics/Cafe%20Plans/Meetings%20and%20Reports/www.sesi.org.uk
https://d.docs.live.net/7d0a2b0e4522a66b/Documents/Shop%20-%20Logistics/Cafe%20Plans/Meetings%20and%20Reports/www.deliciousoilsandvinegars.co.uk


 

 

 

 

3.2. Household Products Price Comparison* (from cheapest supplier):  

Manufacturer 
/Brand 

Laundry  
Detergent 

Fabric  
Conditioner 

Washing Up 
Liquid 

Toilet Cleaner Hand Soap 

SESI (20L)      

Ecoleaf (20L) £29.20 * £16.00 *  £15.55 * £18.80 * £30.00 * 

Bio D (15L) £44.28 * £17.53* £18.70 * £19.09 * £17.75 (5L) * 

Ecover (15L) £31.19 * £20.23 * £21.93 * £8.11 (5L) * £18.26 (5L) * 

 

3.3. Eco-friendly Brands vs Supermarket Brands Price Comparison (price per litre):  

Manufacturer 
/Brand 

Laundry 
Detergent 

Fabric  
Conditioner 

Washing Up 
Liquid 

Toilet Cleaner Hand Soap 

Ecoleaf £1.46 * £0.80 * £0.78 * £0.94 * £1.50 * 

BioD £2.95 * £1.17 * £1.25 * £1.27 * £3.55 * 

Asda £3.51 (Persil) £3.12 (Comfort) £1.48 (Fairy) £1.33 (Duck) £3.60 (Carex) 

Sainsburys £3.50 (Persil) £1.25 (Comfort) £1.85 (Fairy) £1.33 (Duck) £3.60 (Carex) 

Aldi (own 
brand) 

£0.692.16 £1.09 £1.30 £0.69 £1.30 

 

*Purchase prices from SUMA – would need to add margin for SMB Shop 

3.4. Toiletries:  

Manufacturer 
/Brand 

Origin Pros Cons Best Suppliers 

SUMA Co Op UK Available in 5L 
containers. 
Low prices. 

No body wash. 
Unattractive 
packaging. 

SUMA Co OP 

Faith in Nature UK Available in 5 L 
containers. 
Very attractive 
branding. 
Wide product 
range. 

More than twice 
the price of 
SUMA. 

SUMA Co Op 
Faith in Nature 

 

3.5. Toiletries Price Comparison:  

Manufacturer 
/Brand 

Shampoo Conditioner Shower Gel 

SUMA Co Op (5L) £13.65 £13.65 N/A 

Faith in Nature £32.25 - £35.00 £33.25 - £35.00 £38.50 

 



 

 

 

 

3.6. Eco-friendly Brands vs Supermarket Brands Price Comparison (price per litre):  

Manufacturer 
/Brand 

Shampoo Conditioner Shower Gel 

SUMA Co Op £2.73 £2.73 N/A 

Faith in Nature £6.45 - £7.00 £6.45 - £7.00 £7.70 

Asda £5.00 (Dove) £5.70 (Dove) £4.00 (Dove) 

Sainsburys £5.00 (Dove) £5.70 (Dove) £4.00 (Dove) 

Aldi (own brand) £3.16 £3.16 £2.20 

 

4. MAIN ECO-FRIENDLY PRODUCT SUPPLLERS / WHOLESALERS:  

4.1. SUMA Co-Op:  

SUMA Co-Op is the UK’s largest independent wholefood wholesaler/distributor, specialising in 

vegetarian, fairly traded, organic, ethical and natural products. They stock the broadest range of 

brands and products, both food and non-food. They offer free delivery on orders over £250.00.  

4.2. SESI:  

SESI manufacture and supply environmentally-friendly household cleaning products. They offer free 

delivery on orders over £250.00.  Here’s an extract from their website on becoming an SESI Refill 

partner:  

The Benefits of becoming a partner:  

• A 33% margin on all refill detergents sold at RRP.  

• An easy to use dispensing system that prevents spillage and mess.  

• Stopping the production of new plastic by reusing containers 100s of times.  

• Saving of energy and water used up in plastic recycling.  

• Being at the forefront of a growing refill revolution! When you sign up to become a partner we will 

supply:  

• Loan of detergent dispensers. Contact us for charges.  

• SESI Detergents of your choice in 5L up to 20L.  

• Marketing support on social media.  

• Point of sale materials.  

• Supplioes of empty or pre-filled bottles for new customers.  

• Labels for refilled and new bottles.  

 

All you need is a suitable space to display your dispensers. Each of our dispensers measures 29cm 

wide x 35cm deep x 1m tall and are on wheels (most of our customers start with 3 dispensers).  

Be able to store the empty containers ready to be returned or collected by SESI for refilling.  

You can also purchase BioD, Faith In Nature and Ecoleaf DIRECT from their own websites.  



Other ‘ethical product’ online retailers include:  

- Ethical Superstore – www.ethicalsuperstore.com  

- Essential Trading – www.essential-trading.com  

- Big Green Smile – www.biggreensmile.com  

 

5. Set-Up Requirements:  

5.1. Display Units:  

The space needed for ‘Refillables’ depends on how many products SMB wishes to offer. There are 

several suppliers of ‘refillable’ stations and dispensers, including Delicious Oils and Vinegars, Be 

Unpackaged and HL Display UK. These are very sleek, but very expensive, so would only consider if 

rolling out extensive range of refillable products. 

 

5.2. Commercial Scales:  

Whether the customer does the weighing, or a member of staff, the store will need trade-approved 

scales. You can buy second hand scales from Ebay for as little as £30, but would be advisable to 

source from a proper supplier, e.g. Our Weigh (www.ourweigh.co.uk).  

Scales start from £135.00 plus VAT. 

 

6. S.W.O.T. ANALYSIS  

6.1. STRENGTHS:  

- SMB would be championing the incredibly important ‘Zero Waste’ movement.  

- Offering ‘refillable’ products would be a unique selling point (USP) for SMB, with VERY few 

competitors in the area (Love and Joy in Weyhill is the nearest).  

- The unit prices of eco-friendly bulk products is usually lower than well known brands in 

supermarkets – so even with a retail margin, they would be cheaper for consumers.  

- Most of the environmentally-friendly and refillable products stocked by ‘Zero Waste’ retailers are 

made in the UK, so we would be supporting UK manufacturers. 

 

 

 

 

 

 

http://www.ethicalsuperstore.com/
http://www.essential-trading.com/
http://www.biggreensmile.com/
http://www.ourweigh.co.uk/


 6.2. WEAKNESSES:  

- ‘Zero Waste’ products are unknown and untested brands by the local community.  

- There is a limited selection of brands, product lines and suppliers of non-food products on the 

‘Zero Waste’ market.  

- We might need bespoke/suitable shelving, storage space and dispensing containers, depending on 

scale and range of products.  

- We would need commercial scales.  

- Offering refillables can be a messy business.  

- Limited space available in the shop makes it a logistical problem at this stage. 

 

6.3. OPPORTUNITIES:  

- Encourages local residents and customers to participate in waste prevention activities and make 

life changes to benefit the environment.  

- There are VERY few retailers in the local area offering refillable products.  

- If initial refillable products prove popular, could expand product range to other non-food AND 

dried food products.  

 

6.4. THREATS:  

- Competition from low cost supermarkets (e.g. Aldi/Lidl), retailers (e.g. Home Bargains) and 

wholesalers (e.g. CostCo), offering popular brands in bulk and non-brands at very competitive 

prices.  

- Potential poor uptake of SMB store refillable products.  

- Potentially low sales margins – but lack of profit margin could be mitigated by having such a 

strong, environmentally-friendly USP  

 

8. SUMMARY:  

With the right dispensers and a thoroughly thought through system, an Eco area in the new shop 

would be a profitable unique selling point for the shop within the Bourne Valley area. 

The process would have to be well communicated to customers through social media, articles in Hill 

and Valley and through signage in the shop.   Volunteers would need to be trained in how to assist 

customers and how to clear up any spillage and for POS terminals. 

There is a plentiful range of Eco products to choose from giving affordability, aesthetics and efficient 

products fit for purpose.    The inclusion of an Eco Shop is a positive step for the shop, community 

and planet. 

 



Drinks Menu
COFFEE

£0.00Americano 

Cappuccino 

Espresso

Filter Coffee

Flat White

Latte

Extra Shot of Coffee

Skimmed milked available

Oat, Almond or Soya Milk 

+£0.00

£0.00

£0.00 £0.00

£0.00 £0.00

£0.00 £0.00

£0.00 £0.00
£0.00 £0.00

+£0.00
ON US!

8OZ 12OZ HOT DRINKS 

£0.00Builders Tea 

Earl Grey

Decaffeinated Tea

Fresh Mint Tea

Fresh Lemon & Ginger Tea

Hot Chocolate

Cream & Marshmallows

£0.00

£0.00

£0.00

£0.00
£0.00

+£0.00

SMOOTHIES

Super Green
Spinach, fresh lime, banana, frozen

berries and almond milk

Mango & Honey
Mango, banana, frozen berries,

almond milk & honey

Strawberry & Banana
Strawberries, banana, almond, milk &

rolled oats

MILKSHAKES

Strawberry

Banana

Chocolate 

Vanilla

All milkshakes made with Judes

ice cream and semi skimmed milk

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00

£0.00















Appendix F

usage shop 1 2 3 4 5 6 7 8 9 10 11 12

occasionaly _ _ _ _ _ _ _ X _ _ _ _

once a week _ _ _ _ _ X _ _ X _ _ _

twice a week X X _ _ _ _ _ _ _ _ _ _

more often _ _ _ X X _ X _ _ X X X

comm shop importance 1 2 3 4 5 6 7 8 9 10 11 12

most P E B B B B B B B B B B

sort of E P _ P P P P E P E P P

less B _ _ E E E E A E _ E E

least A _ _ A A A _ _ A _ _ A

use café 1 2 3 4 5 6 7 8 9 10 11 12

meet friends X _ _ X X X X X _ _ X X

work away from home _ _ _ _ _ _ _ _ _ _ _ _

informal meetings _ _ _ _ _ _ _ _ _ _ _ _

eat, drink, socialise X _ X X X _ _ X X X X X

importance 1 2 3 4 5 6 7 8 9 10 11 12

most Q Q L Q Q L Q L Q Q L L

sorta S _ _ C L C _ C C L Q C

less C _ _ L C Q _ Q _ _ _ _

least L _ _ S _ _ _ _ _ _ _ _

visit café 1 2 3 4 5 6 7 8 9 10 11 12

occasionaly X X X X _ X _ X _ X _ X

once a week _ _ _ _ _ _ _ _ X _ _ _

twice a week _ _ _ _ X _ X _ _ _ _ _

more often _ _ _ _ _ _ _ _ _ _ X _

I am in favour of 1 2 3 4 5 6 7 8 9 10 11 12

café as a comm benefit X _ X X X X X X _ X X X

developing the shop X _ X X X X X X _ _ X X

participating in the project X _ _ _ _ _ _ _ X _ X X

the current offering is sufficient _ _ _ _ _ _ _ _ _ _ _ _


