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The strategic position of BrewTech Coffee Ltd., a small and medium-sized business (SME) in the UK's speciality coffee and coffee machine retail industry, is assessed in this research. BrewTech's internal and external environments are examined, its existing strategy is evaluated, and prospects for sustainable strategic growth are identified. The research suggests a new long-term strategy focused on digital transformation, product diversification, and sustainable supply-chain development using strategic methods like SWOT, PESTEL, Porter's Five Forces, Ansoff Matrix, Mendelow's Matrix, and RACI. While recognising common SME difficulties such scarce resources, capability shortages, and budgetary constraints, key solutions centre on enhancing competitive positioning, stakeholder involvement, operational efficiency, and long-term resilience.
Based in Manchester, UK, BrewTech Coffee Ltd. is a privately held SME that was established in 2018. The business specialises in:

Products include household coffee makers, grinders, accessories, small batch roasted blends and speciality coffee beans. Services include machine maintenance, advice for small cafés, subscription-based coffee bean delivery, and barista training seminars.

Model of Business
BrewTech has a hybrid business strategy that combines:
Business-to-consumer (B2C) via online and physical stores
Business-to-business (B2B) by providing independent cafés with equipment and beans

Distinctiveness
The company sets itself apart by:
Single-origin, ethically sourced beans
A specialised emphasis on premium home brewing equipment
Workshops and personalised customer experiences
Collaborations with African and South American micro farmers
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Vision: To become the top supplier of sustainable speciality coffee solutions for homes and small cafés in the United Kingdom.
Our mission is to provide excellent brewing experiences, ethical agricultural communities, and high-quality coffee and equipment.

Goals
Boost yearly income by 10% every year.
Increase the coffee subscription service's size by 25%.
Boost collaborations on sustainability with farmers
Boost brand awareness across digital channels

Evaluation
The mission and vision are ethical, well-defined, and in line with market trends, but:
Beyond growth percentages, objectives lack quantifiable KPIs.
lacking a defined plan for digital transformation.
The growing competition from major coffee shops and Amazon marketplace vendors is not fully taken into consideration by the strategy.
[bookmark: _Toc214626531]Competitive Positioning & Environmental Scan
Internal Setting
SWOT evaluation

Strengths 
Robust brand recognition in a specialised market
Partnerships for ethical sourcing
Superior goods
Expert personnel and training programs
Weaknesses
Insufficient funds
reliance on foreign raw materials
Limited capacity for digital marketing
Small-scale in comparison to rivals
opportunities
Growing interest in home-brewing options
Market increase for digital subscriptions
Increasing consumer awareness of sustainability
Collaborations with hotels and cafes
Threats 
fierce rivalry between big retailers
Delays in the supply chain
Discretionary spending is impacted by the economic slump.
Price hikes in international coffee markets
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Inbound logistics: Risks associated with transportation expenses; reliance on foreign suppliers.
Operations: High-quality yet small-scale roasting factory.
Outbound logistics: Limited storage space but multi-channel distribution.
Sales and marketing: Good in-store interaction; poor internet advertising.
Service: Excellent customer service and training; room for growth.
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PESTEL Evaluation

Political: Import taxes and customs delays are impacted by Brexit laws (British Retail Consortium, 2022).
Economic: Reduced consumer spending and rising costs due to inflation.
Social: Demand for ethical products and the rise in home-brew culture.
Technological: Innovations in coffee brewing, growing usage of e-commerce platforms.
Environmental: Coffee bean harvest yields are impacted by climate change.
Legal: Adherence to food laws and requirements for product safety.

Porter's Five Forces

There is a moderate risk of new competitors due to low entry barriers and expensive branding expenses.
High—limited specialised bean suppliers have a lot of negotiating leverage.
Buyers' bargaining power is growing as a result of internet price comparison.
There is a high risk of alternatives, such capsule machines and instant coffee.
Rivalry in the industry is fierce, with big coffee companies and internet merchants dominating.
Strategic Growth Decisions and Suggested Strategy Growth Decisions (With Strategy Models)
The Ansoff Matrix Opportunity for Application Strategy
Strategy
Market Infiltration
Development of the Market
Development of Products
The process of diversification
Opportunity
Boost marketing for current clients
Enter new areas of the United Kingdom
New blending and digital services
Intelligent brewing technology
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BrewTech now employs a differentiation approach due to its concentration on speciality quality. However, its long-term viability is threatened by digital competition.
Suggested New Approach: Innovation in Smart Brewing and Digital Subscription Growth

components:

Create a smartphone app for brewing that works with BrewTech equipment.
Increase the availability of subscription-based coffee options with customised flavour profiles.
Invest in digital marketing that relies on content (YouTube, TikTok, Instagram).
To improve ethical marketing, implement a carbon-neutral supply chain program.

The Sustainability of This Approach

Recurring income is guaranteed via subscription models (Kotler et al., 2021).
Adoption of digital technology improves scalability without requiring significant physical growth.
BrewTech stands out from low-cost rivals thanks to smart technologies.
corresponds with the growing values of consumers about digital convenience and sustainability.
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Important Parties

Investors and owners
Workers
Growers and suppliers of coffee
Clients (retail and café proprietors)
Local neighbourhood
Regulators
Mendelow's Matrix
High Interest/High Power (Manage Closely)- Major suppliers, owners, and investors Regulators
Low Interest/High Power (Maintain Satisfaction)- investors Regulators
Low Power/High Interest (Stay Up to Date)- Clients, Workers
Low Interest/Low Power (Monitor)- Community
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Strategic Suggestions for Upcoming Development
1. Make Digital Infrastructure stronger

Invest in digital marketing, SEO, and e-commerce optimisation.

Install subscription services and launch the BrewTech mobile app.

2. Increase Supply Chain Sturdiness

To lower risk, diversify your supplier nations.

Sign long-term agreements with environmentally friendly providers.

3. Innovation in Products and Services

Create smart coffee makers that work with the new app.

Increase the number of online barista training programs.

4. Enhancements to Operations

Boost roasting capacity by renting out facilities.

Reduce operating expenses by implementing lean management.

5. Strategy for Finance

Look for low-interest government loans and subsidies for SME innovation.

Investigate joint ventures with hospitality businesses.
6. Involvement of Stakeholders

Make a sustainability charter for suppliers.

Use individualised digital channels to improve customer communication.

Difficulties SMEs Face

Insufficient funds for technology improvements

Limitations on capabilities in digital transformation

Competition from well-known brands

Having trouble luring talented individuals

Supply chain disruption susceptibility

These suggestions tackle these issues by emphasising technology, efficiency, and long-term collaborations.
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Long-term success at BrewTech Coffee Ltd. depends on digital innovation, sustainable practices, and client retention in a cutthroat and rapidly evolving business climate. This paper suggests a comprehensive digital transformation plan backed by supply-chain resilience and product innovation after conducting a thorough strategic analysis. By taking these steps, BrewTech will be able to achieve sustainable growth as a SME in the speciality coffee industry, improve stakeholder value, and fortify its market position.
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