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[bookmark: _heading=h.wtgncwtvlzal]Chapter 1: Introduction
[bookmark: _heading=h.aqlpe59w02kh]1.1 Introduction
There is a shift in the UK beverage industry with consumers shifting towards healthier, naturally sourced, and functionally enriched beverages. Two out of three volume sales of soft drinks in the UK are now low or no-sugar, and 62% of the whole population actively reduce the amount of sugar (Grocery Trader, 2026). There is a commercial opportunity in seasonal fruit drinks, where only during specific harvests they are made, even though they possess potential in nutrition and flavour (White, 2024).
[bookmark: _heading=h.o1ceubcls5ul]1.2 Research Background and Context
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Figure: United Kingdom Functional Drinks Market
(Source: Dhatrak and Khansole, 2026)
The UK Fruit Drink and Functional Beverage Production industry was worth 2.2billion in 2026 with an average annual growth of 4.0 since 2021 (Griffin, 2026). The revenue is expected to increase by 2.6 per cent in a year to reach two point three billion pounds by 2026-27 with the health-conscious consumers giving up fizzy drinks (Quail, 2026). Functional drinks have more than doubled their value sales to over £100 million each year, and the juice shots are increasing at a rate of 47 per year (West, 2026; Beeson, 2026). Al nearly one-half of consumers in the UK have shifted towards less sugar products (Dhatrak and Khansole, 2026).  
[bookmark: _heading=h.ysuyjhplskg0]1.3 Research Aim and Objectives
Aim: This study will attempt to assess viability of converting seasonal fruit juices into commercially pre-manufactured products to be sold throughout the whole year in the UK retail market. The research aim is to examine external market environments, consumer needs and preferences, and evaluate the business opportunities of those who plan to launch innovative and shelf-stable fruit drinks that meet the evolving health, sustainability and lifestyle trends.
Objective: 
· To examine the macro-environment of the UK in the PESTLE framework to determine the political, economic, social, technological, legal, and environmental factors that affect the commercialisation of the seasonal fruit beverages.
· To determine the functional, emotional, and social needs of consumers in the context of the Jobs-to-Be-Done (JTBD) framework to learn how people can be motivated to buy fruit-based beverages.
· To assess market potential, target customer segments and demand trends of manufactured seasonal fruit drinks in the UK off-trade retail market.
· To determine the general commercial viability and positioning of seasonal fruit beverages as full-year produced products and give suggestions on how to successfully enter the market.
[bookmark: _heading=h.vskxvuyrk8g5]1.4 Research Question
How feasible is it to transform seasonal fruit drinks into commercially viable manufactured products for the UK retail market, considering macro-environmental factors and consumer demand?
[bookmark: _heading=h.6v3xuzfwmy38]1.5 Research Rationale
There are three reasons that would support this research. First, the UK juice market is estimated to increase between USD 4.39 billion in 2025 and USD 4.73 billion in 2032, and food prices increased 4.5 per cent till December 2025 (Albert, 2026), causing shoppers to shift towards value and nutritional quality (Claight, 2026). Second, the advertising limits on HFSS from October 2025 will benefit those brands that market themselves as low-sugar, natural (The On Trade, 2025). Third, seasonal is an underdeveloped category with functional beverages shifting to gut health and cognition (Albattat et al., 2025).
[bookmark: _heading=h.bsgqe1kcsyla]1.6 Research Significance
Through the interpretation of the study, PESTLE and JTBD are introduced to an under-explored segment of the UK market, developing a replicable model of market entry. In practice, it provides entrepreneurs and manufacturers with the evidence of demand drivers, regulation and positioning (Ceasar and Sundari, 2024). As the functional drinks currently are expected to expand their future popularity by 8.3 percent per annum until 2030, the subject is of commercial interest (Grand View Research, 2025).
[bookmark: _heading=h.xpbxcwlcgh3g]1.7 Research Structure
Chapter 2 will include the Company Description which will outline the identity of the proposed venture, the legal structure, the offer, the reasons of the founders, the mission, values and early goals. In chapter 3, the frameworks that support the analysis, such as PESTLE, JTBD, Porters Five Forces, the Value Proposition Canvas and the Business Model Canvas, and the secondary qualitative methodology, are reviewed. In Chapter 4, the writer gives the Initial Market Opportunity Analysis, which evaluates the size of the market, segments and competition. The overall commercial viability is assessed in Chapter 5.


[bookmark: _heading=h.7vdl0tirt35a]Chapter 2: Company Description
[bookmark: _heading=h.y0lbec9dw60v]2.1 Business identity and legal structure
Hedgerow and Harvest Ltd will be a new enterprise that is a private company limited by shares under the Registrar of Companies in England and Wales. Limited liability isolates assets of the founder and is credible in negotiations of retails listing and co-packing agreements (Celestin, 2025). It will be based at Herefordshire, in the West Midlands area of fruit-growing in the United Kingdom, where access to orchards and hedges supply will be direct, as well as national distribution channels. The outsourcing will be a BRCGS-approved contract bottler ensuring low capital requirements and with the venture under the lowered threshold of the 2 million turnover at which the full packaging is required (Foodsure, 2025).
[bookmark: _heading=h.1ba63f3o6jul]2.2 Product or service and the problem solved
Hedgerow & Harvest will manufacture various seasonal restraint fruit drinks with British elderflower, rhubarb, damson, sloe and gooseberry using a lightly sparkling, entirely shelf-stable beverage. Fruit will be pressed and pasteurised at harvest at peak, bottled in clear glass and put out throughout the calendar year and so flavours that in the old system had to be limited to six weeks of availability are permanently available (Food and Agriculture Organization, 2026). The distribution will be via independent farm shops and delicatessens in the first year, then regional grocery and online subscription in the second year. The profile of the target market would be the health-conscious adult between 25-54 region with less alcohol intake but is annoyed at the lack of variety of adult soft drinks in the market. This fills the gap established in Chapter 1, where consumer willingness towards natural, low-sugar and heritage flavours was revealed to outcompete supply. The first value proposition entails a truly British, naturally low sugar beverage that is provenanced and rich in flavour, which mainstream carbonated and imported cordials cannot boast of (Nawagomuwage et al., 2025). 
[bookmark: _heading=h.7oyymxciqioj]2.3 Founding idea and brief history
The idea originated as the founder was undertaking MBA studies at the University of Wales, his research during a module on the UK food supply chains revealed that growers regularly leave unharvested excess amounts of elderflower, damsons and sloe since there was no viable processing route. Casual experiences with the farm shop operators verified that seasonal lines of fruits have exhausted sales in a matter of weeks and that customers are clamoring to be offered them back. The business is thus based on perceived need and reported inefficiency in supply.
[bookmark: _heading=h.youcykmfcgnh]2.4 Mission, vision and values
Mission: To bring about year-round availability of Britain fruit flavours in season, to promise growers fair prices on fruit that otherwise would have been wasted and providing adults with a soft drink that will be chosen based on its merits.
Vision: To be recognised as the British seasonal fruit drinks brand in regional grocery in 2031 and have a supply network of fifty growers.
Values: Provenance, which is that each batch can be traced it to a named UK farm; Restraint, which is that it contains no added sugar, colouring or synthetic flavouring; and Circularity, which is that the packaging should be designed so it can be recycled not minimally. The base fees of Extended Producer Responsibility applied in 2025-26 of glass at £192 per tonne and plastic at £423 per tonne are commercially material, plus Proposed fees of recyclability, starting in 2026-27 (SMITH, 2025).
[bookmark: _heading=h.cdowkjahvk2p]2.5 Business objectives and goals
The initial priorities are positioned in terms of SMART criteria and oriented on the launch. Introduce three main flavours and be sold in thirty independent retailers at the end of the twelfth month. In the first year, they sell 40,000 units and provisional revenue of £120,000, and in the third year, sell 360,000 units and provisional revenue of 360,000. Contract eight (growers on fixed seasonal supply agreements) refers to the before-2027 harvest. You should have below 1.5 repurchase rate to the products and repeat purchase rate of 35 percent among the subscription customers by month eighteen. Break even in operations is aimed at in twenty-six months. These are the tentative targets which will be compared to the costs prepared in the financial plan.
[bookmark: _heading=h.jrpk3x3ke4t]2.6 Alignment with trends and opportunity
The business fits well with the quantifiable market activity. NielsenIQ indicates that half of consumers in the UK would pay a premium on a soft drink with functional health benefits, increasing to 68% among Millennials and 61% among Generation Z, and 74 percent are willing to consume less alcohol, with this number increasing to 81 percent in the 35 to 54 age group (Drinkaware, 2025). Whether this willingness translates into sustainable margin at plausible volumes should be established through the market and feasibility analyses.

[bookmark: _heading=h.tmd00kmfx639]Chapter 3: Literature Review
[bookmark: _heading=h.p44nwnit2o57]3.1 Introduction
This chapter has examined the academic frameworks that form the basis of the feasibility analysis of the proposal by the Hedgerow and Harvest Ltd to transform seasonal fruit drinks of Britain into year round manufactured goods that will be marketed through the UK retail market. There are four themes that are analyzed: macro-environmental analysis with PESTLE, consumer motivation with Jobs-to-Be-Done (JTBD), industry competitiveness with Porters Five Forces, and value design with Value Proposition Canvas and Business Model Canvas. In every framework, the review will explain the purpose and objectives of each perspective, acknowledge the strengths and weaknesses of each, and provide justification as to why it is relevant to the aim, objectives and research question of the study, but will not replicate the analysis in subsequent chapters.
[bookmark: _heading=h.coblc7pe5sjz]3.2 Macro-Environmental Analysis: PESTLE
According to Citilci and Akbalik (2019), PESTEL frames an evaluation of political, economic, social, technological, legal and environmental forces that define the environment in which a venture operates and asserts that it facilitates strategic thinking by mapping external forces of opportunity and threat prior to carrying out more specific analyses. Dhuria et al. (2025) validate its remainance in the UK food and drink market, especially in scanning regulatory shifts like HFSS advertising bans, sugar-cutting policy and Extended Producer Responsibility levies, which have a substantial impact on premium producers of soft-drinks. Buye (2021), however, say PESTLE can list things descriptively without ranking them, and that its static nature makes it too down-play the fast changes in consumers. To compensate for that weakness, this proposal leverages the idea of PESTLE as an entry-level macro scan and integrates it with more industry and consumer-specific tools, prioritising context over a list of tools that will be described in the following chapters.
[bookmark: _heading=h.9llvzhmg4cm6]3.3 Consumer Motivation: Jobs-to-Be-Done
Esra Oezal and Juergen Münch (2024) describe Jobs-to-Be-Done (JTBD) theory as a theory that posits that consumers are hiring products to perform functional, emotional and social jobs as opposed to buying attributes, and that segmentation is no longer placed on demographic terms but the context under which consumers decide. Recent evidence on beverage innovation presented by Hankammer et al. (2019) demonstrated that JTBD is more successful than demographic segmentation as it appeals to the root need, and discloses unfulfilled job aspects that have not been formed by conventional attribute-based research. In their application to the UK situation, Yates et al. (2025) prove that the moderation-oriented adult population do recruit high-value adult soft drinks to signal health, to substitute alcohol in social situations and reward themselves with well-known British provenance and craft qualification. Zhou et al. (2026) warns, though, that the biggest challenge with making emotional jobs operationalised is that it relies on interpretive judgement that may diminish cross-study comparability. Coupled with PESTLE, JTBD then translates the macro trends into specific consumer insight in the positioning of Hedgerow and Harvest and choice of their channel.
[bookmark: _heading=h.qjjpywig06qy]3.4 Industry Competitiveness: Porter's Five Forces
According to Petrou Hadjipetrou (2026), Porters Five Forces assesses the attractiveness in an industry based on rivalry, buyer power, supplier power, threat of substitutes and entry points and will offer a structured approach towards the competitive intensity in a defined belligerency. Using the framework to the UK functional beverages, Wilkinson et al. (2024) highlight that buyer power is high due to retail concentration, low shelf-life negotiation periods, and that substitute threat is large due to low- and non-alcohol substitutes and functional shots; supplier power, by contrast, is fragmented and seasonal in niche British produce. However, according to Cozzolino, Corbo and Aversa (2021), the model was constructed in a rather stable industry, and collaboration is underrated, as well as digital ecosystems and a quick convergence of categories. In spite of these critiques, Five Forces is a stringent device of this proposal and in this case, will be used to check whether the premium seasonal-drinks segment will be able to protect margin in the face of the mainstream soft drinks and high-end imported cordials.
[bookmark: _heading=h.v9v6gpn8qkzx]3.5 Value Design: Value Proposition Canvas and Business Model Canvas
Schutselaars et al. (2023) suggest that a Value Proposition Canvas (VPC) can help bridge the gap between customer insight and product design, aligning customer jobs, pains and gains with product features, pain relievers and gain creators. Murray and Scuotto (2015) go on to describe the Business Model Canvas (BMC) as a translation of the value proposition into nine building blocks (segments, channels, key resources, activities, partners, cost structure and revenue streams). Umam (2026) offer current data on food and beverage start-ups demonstrating that the combination of VPC and BMC significantly enhances investor readiness, channel selection and decreases the rate of launch failures. Bari, Chimhundu and Chan (2024) in their turn, note that both of the tools are fundamentally static snapshots which cannot be deemed representative of dynamic capabilities, current sustainability commitments and broad stakeholder ethics. In this case, the also applicable VPC and BMC bridges JTBD insights to a testable operating model and it is where the results of PESTLE and Five Forces ultimately converge.
[bookmark: _heading=h.d36e8iwiqehe]3.6 Chapter Synthesis
PESTLE, JTBD, Five Forces, VPC and BMC put together are an analytical spine to this proposal. PESTLE puts the external environment into perspective, Five Forces measures the intensity of competition in an industry, JTBD translates that environment into consumer motivation, the two canvases translate motivation into a workable operating model which can be tested to UK evidence. The UK functional drinks market is changing fast and therefore the common disadvantage of these frameworks, namely, their unchanging, inward-looking nature, will be addressed with the help of triangulation of the framework outputs with the existing UK market data and the reconsideration of this framework as new data becomes available. This synthesis provides the golden thread, which flows through the external environment, consumer demand, to competitive positioning and business model design that traverses the following chapters of analysis, feasibility judgement and market-entry advice in relation to Hedgerow and Harvest Ltd in UK retail markets.




[bookmark: _heading=h.i2zfikkm81rs]Chapter 4: Research Methodology
4.1 Methodological Approach and Opportunity Identification
The proposal will use the secondary-research design to assess the viability of the commercialisation of British seasonal fruit drinks (Zhang, Xu and Zhang, 2024). The opportunity was discovered in the MBA supply-chain research carried out by the founder at the University of Wales, which discovered continuous under-harvesting of the elderflower, damson and sloe. There should be a secondary strategy since valid, up-to-date market and consumer trend data, regulation and competitor behavior in the UK are publicly accessible, and it will eliminate the ethical and time pressures of primary fieldwork (Lim et al., 2025). The design connects external evidence into the aim, objectives and research question with a golden thread of context to feasibility.
4.2 Market Insight and Data Collection
The UK-focused government, academic, industry and commercial sources of data were sampled between June to August 2026. The basis of the government and regulatory evidence was the Office for National Statistics, DEFRA and the House of Commons Library (Smith, 2025). Search engines were used to find academic literature in Google scholar, ScienceDirect and Emerald Insight. The intelligence on industry and market were supplied by IBISWorld, Grand View Research, NielsenIQ and The Grocer. The major keywords used were: UK fruit drinks, UK functional drinks, seasonal produce UK, adult soft drinks, low- and no-alcohol UK and sugar reduction UK. Sources were also exploited in case their subject matter was UK-centred, published between 2024 and 2026, had a methodological transparency and were published with a credible publication (Dhingra and Jaiswal, 2025). Promotional or duplicative sources, which were not dated and did not belong to the UK were excluded. The purposive sampling process involved identification of ten UK premium fruit and functional drinks brands, based on the top-selling catgegories on the Ocado, Tesco, and specialist retailers, and cross-reference with IBISWorld associations (Griffin, 2026). The choice of contract bottling partners and glass-packaging providers applicable to the outsourced supply model used by Hedgerow and Harvest were done using the same criteria.
4.3 Quantitative and Qualitative Evidence
The analysis was informed by both types of evidence. Evidence that is quantitative was UK market value (£2.2 billion) and the rate of increasing value by 4.0 per cent annually in functional drink category (>£100 million) and consumer willing-to-pay and Extended Producer Responsibility fees, which was 192 per tonne per glass (Smith, 2025). The qualitative evidence included the October 2025 HFSS advertising ban, consumer motivation, positioning and expert trade-press commentary. The combination gives a more balanced view: quantitative data can scale up or down the opportunity, whereas storytelling can be used to understand as to why demand in the UK is moving towards low-sugar, natural and heritage flavours (Huang, 2023).
4.4 Data-Analysis Methods
There are four methods of analysis used. The UK opportunity and profile segment size are summarised using numerical evidence, i.e. totals, percentages, and averages, compound annual growth rates, to size segments through descriptive analysis (Zhang, Xu and Zhang, 2024). Comparative analysis aligns Hedgerow & Harvest with ten chosen competitors on a similar basis on a consistent basis: unit price, pack format, provenance, sugar content and distribution channel. Using thematic analysis, common-to-all themes in qualitative material are determined, being coded using the health, provenance, sustainability and moderation driver, with any disagreements being transparently recorded (Reggiani and Zangoli, 2024). Financial analysis models projection of revenue, cost of goods, break-even and sensitivity to low, base and high levels of demand based on the assumption made by Foodsure (2025) and IBISWorld (Griffin, 2026). All these approaches have direct ties to an objective: descriptive and comparative analyses help to justify the market-opportunity goal; the JTBD goal is operationalised through thematic analysis; financial analysis assesses the general feasibility of the business.
4.5 Application and Integration of Frameworks
The frameworks presented in Chapter 3 are used the following way. PESTLE will organize the macro-environmental audit based on regulative and economic data. Five Forces developed by Porter will plot the competitor, buyer, supplier, substitute and entry-barrier information. JTBD will derive consumer research to functional, emotional and social jobs. The Value Proposition Canvas will be adapted to those jobs of product features, and the Business Model Canvas will condense the segments, channels, partners and revenue streams to a testable operating model (Diah Ayu Susanti et al., 2024). All the frameworks are filled with the same evidence base in order to create internal consistency between the chapters.
4.6 Reliability, Validity, Limitations and Ethics
Triangulation was used to enhance the reliability of material claims: every material statement will be cross-verified with at least two independent sources, such as the comparison of market-size data between IBISWorld and Grand View Research and Transpire Insight (Dhatrak and Khansole, 2026). As far as publications as late as 20242026 were restricted as evidence, currency was placed at the forefront although seminal theory was maintained where needed. The concern of validity was considered in favor of transparent methods reporting and validating financial assumptions with sensitivity analysis (Dhingra and Jaiswal, 2025). Limitations These are based on commercial datasets which can have favourable interpretations, national instead of regional level aggregation and uncertainty about forecasting prices, demand and EPR fees. The conflicting estimates are registered and ranges instead of single-point forecasts are reported. There is no need to get the consent of a participant as only publicly available secondary evidence is used, ethically. It honours copyrights and data licenses, cites Harvard, UWTSD and does not cherry pick its results by ignoring the data that contradicts the assumptions of the proposed data (Cheong et al., 2023).
[bookmark: _heading=h.4rffmsmmovnr]4.7 Summary
The present proposal takes the form of secondary-research design, in order to test the feasibility of commercialising British seasonal fruit drinks. The UK government, academic and industry sources were searched between June and August 2026, and limited to publications in 20242026, with a transparent inclusion list. Purposive sampling was used to select ten competitors. The evidence is interpreted by descriptive, comparative, thematic and financial analyses, which serve as inputs to the PESTLE, Porters Five Forces, JTBD, VPC and BMC. Triangulation between independent sources and sensitivity testing enhance reliability. Ethics is addressed with facts in the public domain, correct reference and equal reporting of conflicting results.
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