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[bookmark: _Toc238592827]Chapter 1: Introduction
[bookmark: _Toc238592828]1.1 Background and Context
The UK coffee shop industry represents a significant and increasingly competitive component of the foodservice sector. Coffee is deeply embedded in UK consumer culture, with the British Coffee Association reporting approximately 98 million cups consumed daily and more than 210,000 jobs supported by the wider coffee industry (British Coffee Association, 2022). Recent industry evidence indicates continued market expansion, with the UK branded coffee shop market valued at approximately £6.1 billion in 2025 and comprising 11,456 outlets, representing 5.2% growth over the previous year (World Coffee Portal, 2025). Nevertheless, rising operating costs and increasing consumer price sensitivity create challenges for coffee businesses seeking sustainable growth.
The proposed The Ethical Bean Coffee House will be located on Monmouth Street, Covent Garden, London, UK, an established food, retail and tourism destination. The area has a strong specialty coffee presence, including Monmouth Coffee Company and WatchHouse, creating both an attractive customer environment and a highly competitive market (Covent Garden London, 2026). Monmouth Coffee Company operates at 27 Monmouth Street, highlighting the need for clear differentiation (Monmouth Coffee Company, 2026). Furthermore, consumers increasingly value ethical and sustainable coffee production and may demonstrate willingness to pay premiums for responsibly produced coffee (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023). Consequently, ethical sourcing and resilient supply-chain practices provide important areas for investigation.
[bookmark: _Toc238592829]1.2 Problem or Opportunity Statement
The central business opportunity arises from continued demand for specialty coffee alongside growing consumer interest in ethical and sustainable consumption. However, Monmouth Street and the wider Covent Garden area already have established specialty coffee businesses, including Monmouth Coffee Company and Watch House, creating a competitive environment where product quality alone may not provide sufficient differentiation (Covent Garden London, 2026). The opportunity for The Ethical Bean Coffee House is therefore to investigate whether combining premium specialty coffee, transparent ethical sourcing, sustainable supply-chain practices and an enhanced customer experience can address an identifiable market need. The BDP will evaluate this proposition through secondary market, customer and competitor evidence rather than assuming commercial viability.
[bookmark: _Toc238592830]1.3 Initial Observation of Demand
Preliminary market evidence indicates sustained consumer engagement with UK coffee shops. World Coffee Portal (2025) reports that 60% of surveyed UK coffee-shop consumers visit coffee shops multiple times per week, while average consumer spending reached approximately £6.23 per visit. This suggests continuing demand for café-based consumption despite wider cost-of-living pressures. Consumer interest in ethical consumption also provides a relevant demand signal, with Fairtrade reporting strong recognition and regular purchasing of Fairtrade products in the UK (Fairtrade, 2025). However, the presence of established specialty coffee operators in Covent Garden means that demand for coffee alone does not establish commercial potential. The BDP will therefore examine local competition, customer preferences and pricing evidence to assess the opportunity.
[bookmark: _Toc238592831]1.4 Aim, Objectives and Research Questions
[bookmark: _Toc238592832]Aim
To evaluate the market opportunity, strategic requirements and commercial feasibility of establishing The Ethical Bean Coffee House as an ethically sourced and sustainability-focused specialty coffee business on Monmouth Street, Covent Garden, London.
[bookmark: _Toc238592833]Objectives
1. To evaluate the UK specialty coffee market and the local characteristics of Covent Garden using credible secondary market, demographic and industry evidence during the BDP research period. 
2. To analyse customer needs, purchasing behaviour and sustainability preferences relevant to premium and ethically sourced coffee consumers using published secondary evidence. 
3. To evaluate the competitive environment of Monmouth Street and Covent Garden by comparing relevant competitors, pricing, product propositions, customer experience and sustainability positioning. 
4. To develop and assess an evidence-based business strategy, business model, financial plan, operational plan and implementation approach for The Ethical Bean Coffee House and determine the conditions required for potential commercial feasibility. 
[bookmark: _Toc238592834]Research Questions
1. RQ1: What market conditions and consumer trends influence the opportunity for a specialty coffee business in Covent Garden?
2. RQ2: What customer needs, preferences and purchasing behaviours could support an ethically sourced and sustainability-focused coffee proposition?
3. RQ3: How does The Ethical Bean Coffee House's proposed positioning compare with existing coffee-shop competitors in Monmouth Street and the wider Covent Garden area?
4. RQ4: What business strategy, business model, financial structure and operational approach would be required to establish The Ethical Bean Coffee House?
5. RQ5: Under what conditions could The Ethical Bean Coffee House represent a commercially feasible business opportunity?
These questions directly guide the subsequent market, customer, competitor, strategic, financial and implementation analyses.
[bookmark: _Toc238592835]1.5 Scope and Boundaries
The BDP focuses on a proposed new specialty coffee business located on Monmouth Street, Covent Garden, London, UK. The analysis will consider premium coffee consumers, urban professionals, visitors, students, remote workers and ethically conscious customers. The study will examine specialty coffee, ethical sourcing, sustainability, customer experience and business development. The research will use secondary evidence only, including academic literature, government statistics, industry reports, official company information and other credible published sources. Primary surveys, interviews and focus groups are outside the scope. The analysis will be completed within the planned 16-week BDP timeframe.
[bookmark: _Toc238592836]1.6 Structure of the Report
Following the Introduction and Company Description, Chapter 3: Literature Review establishes the academic foundation for the proposal, while Chapter 4: Research Methodology explains the secondary research approach and analytical methods. The subsequent BDP chapters develop the business case through Market Opportunity Analysis, Competitive Environment Analysis, Business Strategy, Business Model Canvas, Financial, Marketing and Sales, and Human Capital Management Plan, Operations Plan, Feasibility Analysis, Implementation Plan, Conclusion and Recommendations, and Reflection. Together, these chapters will evaluate the proposed opportunity systematically rather than assuming its viability at the outset.






































[bookmark: _Toc238592837]Chapter 2: Company Description
[bookmark: _Toc238592838]2.1 Business Identity and Legal Structure
The Ethical Bean Coffee House is proposed as a new specialty coffee venture to be established on Monmouth Street, Covent Garden, London, UK. The proposed business will operate as a private limited company, subject to confirmation through the subsequent legal and financial analysis. This structure is appropriate for a new venture because it can provide a formal corporate identity and separate the company's liabilities from those of its shareholders, while supporting future investment and growth.
The proposed location provides access to an established commercial and visitor environment but also places the business within a highly competitive specialty coffee cluster. Monmouth Coffee Company already operates at 27 Monmouth Street, while Covent Garden identifies several specialty coffee businesses within the surrounding area (Monmouth Coffee Company, 2026; Covent Garden London, 2026). Consequently, location alone will not constitute the business's competitive advantage.
[bookmark: _Toc238592839]2.2 Product or Service and the Problem Solved
The Ethical Bean Coffee House will provide premium specialty coffee, ethically sourced beans, complementary food products and a sustainability-focused café experience. The core offer will include espresso-based beverages, filter coffee, seasonal specialty drinks, alternative milk options and selected pastries or light food. Coffee beans will be sourced through suppliers demonstrating credible ethical and environmental standards, with the business seeking to communicate information about origin, sourcing relationships and sustainability practices transparently.
The proposed service responds to the opportunity identified in Chapter 1 by combining product quality with responsible sourcing and customer experience. This is important because sustainability attributes can influence consumer preferences and willingness to pay for coffee (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023). The business will also seek to reduce operational waste through reusable or recyclable packaging, responsible procurement and efficient resource use.

The initial value proposition is therefore:
Premium specialty coffee delivered through transparent ethical sourcing and sustainable operations in a welcoming Covent Garden coffee-house environment.
The proposition will subsequently be tested against competitors, customer evidence and financial requirements.
[bookmark: _Toc238592840]2.3 Founding Idea and Brief History
The proposed business idea emerged from the intersection of three developments: the continued growth of specialty coffee consumption, increasing consumer awareness of ethical sourcing, and the environmental and social challenges associated with global coffee supply chains. Research identifies sustainability as an increasingly important dimension of coffee production and consumption, although the effectiveness and credibility of different sustainability initiatives vary (Wright et al., 2024). The concept therefore seeks to investigate whether these trends can be translated into a commercially appropriate independent coffee-shop proposition in Covent Garden.
[bookmark: _Toc238592841]2.4 Mission, Vision and Values
[bookmark: _Toc238592842]Mission
The mission of The Ethical Bean Coffee House is to provide high-quality specialty coffee while creating greater transparency, responsibility and sustainability across the coffee-shop experience.
[bookmark: _Toc238592843]Vision
The vision is to develop a recognised ethical specialty coffee brand that demonstrates how premium hospitality can be combined with responsible sourcing, environmental awareness and positive customer experiences.
The business will be guided by four core values:
· Ethical sourcing – prioritising responsible relationships with coffee producers and suppliers. 
· Sustainability – reducing unnecessary waste and environmental impacts across operations. 
· Quality – maintaining high standards in coffee preparation, ingredients and customer service. 
· Transparency – communicating sourcing and sustainability practices honestly rather than relying on unsupported ethical claims. 
These values are particularly relevant because credible sustainability communication can influence consumer perceptions and purchasing decisions (Fairtrade, 2025).
[bookmark: _Toc238592844]2.5 Business Objectives and Goals
· The initial business objectives are designed as provisional SMART objectives and will be tested and refined through the later financial and feasibility analysis.
· To complete market, competitor and customer analysis for the proposed Monmouth Street location during the first stages of the 16-week BDP. 
· To develop an evidence-based ethical sourcing and sustainable supply-chain model before the proposed business launch. 
· To establish a differentiated product and service proposition incorporating specialty coffee quality, ethical sourcing and sustainable operating practices before launch. 
· To develop a three-to-five-year financial forecast, break-even analysis and sensitivity analysis within the BDP to determine the financial conditions required for potential viability. 
· To design an implementation plan containing measurable operational, customer, financial and sustainability KPIs for the proposed first year of operation. 
These objectives remain subject to evidence generated through the later chapters rather than assuming that the proposed targets are automatically achievable.
[bookmark: _Toc238592845]2.6 Alignment with Trends and Opportunity
The business concept aligns with several developments in the UK coffee sector, including continued coffee-shop market growth, consumer interest in specialty coffee and increasing attention to ethical and sustainable sourcing. The UK branded coffee-shop market reached £6.1 billion in 2025, while consumer research indicates continued coffee-shop engagement despite growing price sensitivity (World Coffee Portal, 2025). Ethical consumption is also relevant, with Fairtrade reporting strong recognition and regular purchasing among UK shoppers (Fairtrade, 2025).
However, the presence of established specialty operators in Covent Garden means the proposal must demonstrate a specific and defensible point of differentiation. The subsequent BDP analysis will therefore determine whether ethical sourcing, sustainability, transparency and customer experience can create sufficient strategic and commercial differentiation for The Ethical Bean Coffee House.















[bookmark: _Toc238592846]3. Literature Review
[bookmark: _Toc238592847]3.1 Introduction
The aim of this literature review is to create the theoretical and conceptual framework for the development of The Ethical Bean Coffee House; a proposed new premium specialty coffee business located in Monmouth Street, Covent Garden, London. Theories and frameworks that will then be used to evaluate the market opportunity, competitive environment, business strategy, business model, financial and operational feasibility will be reviewed. This gives a large commercial context: The British Coffee Association estimates that around 98 million cups of coffee are consumed each day in the UK; the world coffee portal estimated that there were 11,456 coffee shops in the UK, with a branded coffee shop market of £6.1 billion in 2025 (British Coffee Association, 2022; World Coffee Portal, 2025). The literature is structured according to competitive strategy, external environmental analysis, customer value, internal resources, sustainability and business model developments. 
[bookmark: _Toc238592848]3.2 Porter’s Generic Strategies
Porter's generic strategies (1980) can be used to inform an analysis of a business's ability to gain a competitive advantage through cost leadership, differentiation and focus. The framework has special relevance because The Ethical Bean Coffee House is not likely to gain competitive advantage through price by being the lowest cost supplier of coffee in the marketplace, compared to large chains who have more buying power and economies of scale. Rather, a differentiation-focus strategy is the more suitable approach as the proposed business will focus on customers with an affinity for premium coffee, ethical sourcing, sustainability and customer experience. This framework will then be applied later to determine if the combination of product quality, ethical sourcing and sustainability provides any differentiation in the eyes of the market.
[bookmark: _Toc238592849]3.3 Resource-Based View (RBV) and VRIO
The Resource-Based View suggests that the ability to generate competitive advantage may lie in the possession of resources or capabilities by a firm that are valuable (Barney, 1991). In the later VRIO analysis their value, rareness, imitability and appropriateness of their organization will be investigated. The Ethical Bean Coffee House could have ethical supply chain, knowledge of sourcing, reputation, sustainability practices, customer relationships and location-specific customer experiences as resources. The advantage of RBV is that some of the competition has lots of money and brand power, like Starbucks and Costa Coffee, and the established specialty operators.
[bookmark: _Toc238592850]3.4 PESTLE Analysis
PESTLE is an analysis of the Political, Economic, Social, Technological, Legal and Environmental factors that impact an organisation. The proposal is suitable due to the impact of inflation on consumer expenditure, labour expenses, technology, sustainability requirements, food legislation and environmental pressure on the coffee industry. Coffee enterprises are especially sensitive to commodity-price volatility and the cost-of-living, so economic conditions are particularly relevant. The continued pressure on coffee prices, due to supply issues and disruption from weather events, are a factor cited in the UK Government's 2025 Food Security Digest (Department for Environment, Food and Rural Affairs, 2025). 
[bookmark: _Toc238592851]3.5 Porter’s Five Forces
Porter's Five Forces focuses on competition, new players, suppliers' power, buyers' power and products' substitutes (Porter, 1979). It is particularly relevant to the proposed site as there is an existing specialty coffee business on Monmouth Street (Monmouth Coffee Company) and in Covent Garden as a whole (WatchHouse). The framework will be used to assess the attractiveness of the local competitive environment. Rivalry is likely to be high, ethically sourced beans may affect supplier power, and the volatility of the price of coffee may also affect supplier power. Buyer power might also strengthen in scenarios in which they have many options for cafés to purchase from. 
[bookmark: _Toc238592852]3.6 Value Chain Analysis
Porter Value Chain Analysis is a study of customer value added on the primary and supporting activities of the value chain. It is relevant because the idea of competition is based on more activities than the preparation of coffee. Perceived value can have an impact on every aspect of procurement, supplier relationships, inbound logistics, roasting or sourcing, café operations, marketing, customer service and waste management. The framework will be used to look at where ethical sourcing and sustainable supply-chain practices can be incorporated into the business. Supplier selection and procurement may assist traceability efforts, and waste management and packaging choices can help strengthen the sustainability message, for instance. 
[bookmark: _Toc238592853]3.7 Triple Bottom Line and Sustainable Supply Chain Management
The Triple Bottom Line (TBL) is a way of evaluating business performance by the economic, social and environmental dimensions (Elkington, 1997). It is also relevant as it is part of the proposed business that will combine commercial performance with ethical sourcing and environmental responsibility. Sustainable supply-chain management takes this one step further by focusing on sustainability in procurement, suppliers, logistics, inventory and waste management. The literature is significant because, ethical sourcing cannot be just a piece of promotional communication. It needs to be backed by sound supplier practices and business decisions.
[bookmark: _Toc238592854]3.8 Value Proposition Canvas and Business Model Canvas
The Value Proposition Canvas (VPC) is a tool that helps structure the matching between jobs, pains and gains of customers and products and services (Osterwalder et al., 2014). It will be used to link the needs of the target customers with the offer that is to be brought, in particular, the quality of the coffee to be offered, the ethical sourcing, the convenience and the customer experience. The Business Model Canvas (BMC) subsequently extends this analysis to the nine components of a business model: customer segments, value proposition, channels, customer relationships, revenue streams, key resources, key activities, key partnerships and cost structure (Osterwalder and Pigneur, 2010). 
[bookmark: _Toc238592855]3.9 SWOT analysis and research gap.
Last but not least, SWOT analysis will combine internal strengths and weaknesses with external opportunities and threats. It will not be a stand-alone descriptive table but will be linked to the results of PESTLE, Five Forces and VRIO. In general, the literature shows that there is no single framework that is adequate to judge the proposed venture. The Porter models evaluate competition and positioning; PESTLE models evaluate the outside context; RBV and VRIO models evaluate internal abilities.

[bookmark: _Toc238592856]4. Research Methodology
[bookmark: _Toc238592857]4.1 Introduction
This chapter details the process of identifying, researching and developing the business opportunity for a new venture, The Ethical Bean Coffee House. The project is a qualitative secondary research and there are no human subjects in the project in accordance with the approved ethical application. There will be no questionnaires, interviews, focus groups, participant observation or other primary research methods conducted. The method is thus organized around the systematic gathering, screening, comparison and interpretation of publicly available and legally accessible secondary sources of evidence. The process is structured to be repeatable by another researcher, so that they could replicate the principal stages: opportunity identification, evidence collection, source screening, data analysis, and application and synthesis of the framework into the Business Development Proposal.
[bookmark: _Toc238592858]4.2 Approach to Opportunity Identification
The concept was first developed via a coffee market analysis, the specialty coffee movement, ethical sources, sustainability and the competitive attributes of the proposed Monmouth Street site.
The opportunity-identification process consisted of five steps:
· Identifying relevant UK coffee-market trends; 
· Specialty coffee and premium consumer behaviour examined; and 
· Ethical sourcing and sustainable supply-chain investigation; 
· Analysis of competitive landscape surrounding Covent Garden; and 
· Analysis of whether these results are conducive to a differentiated business proposition. 
[bookmark: _Toc238592859]4.3 Market Insight Collection
The approved study will be based only on the secondary data and market insights will be gathered from the peer-reviewed academic papers, government reports, credible industry reports, official company information and other trusted publicly available sources.
Academic sources will be found via the UWTSD Library databases and appropriate scholarly databases. Industry evidence will include sources such as the British Coffee Association and World Coffee Portal. For instance, the UK coffee branded shop market size had reached £6.1 billion and 11,456 outlets in 2025 (World Coffee Portal, 2025), which is an important indicator of market size. Official company websites and solid destination information will be used to get local competitive evidence. 
[bookmark: _Toc238592860]4.4 Market Data Gathering
There will be a combination of quantitative and qualitative secondary evidence.
The quantitative data will contain the market size estimates, outlet numbers, growth rate, indicators of coffee consumption, published price information and relevant economic indicators. The British Coffee Association reports that some 98 million cups of coffee are drunk each day in the UK, for instance, and World Coffee Portal has evidence of market-size and outlet-growth. 
Qualitative evidence will consist of academic discussions on ethical consumption, sustainability, consumer preferences, competitive strategy and supply-chain management. Other company websites will be used to identify competitor propositions, products, locations and publicly communicated sustainability/sourcing efforts.
Sources will be chosen on the basis of four criteria:
· Engaging to the research question and business idea; 
· Trustworthiness of the author/publisher; 
· Reliability, favouring evidence that is relatively new; and 
· Accessibility and legality: literature that can be legally obtained to be used by the researcher. 
In cases of conflicting estimates, the proposal will not simply accept the more favourable one, but rather will give attention to the difference.
[bookmark: _Toc238592861]4.5 Data Analysis
The themes identified in the qualitative literature and industry evidence will be repeated to highlight those in thematic analysis. This is fitting since the proposal must analyse the patterns from multiple documentary sources. Competitors, market propositions, sourcing methods, pricing information and operational attributes will be compared through the use of comparative analysis. This will assist in the determination of similarities, differences and market opportunities.
The proposed business will be compared to the industry and competitor indicators through the process of market benchmarking. Benchmarking will be used to analyse issues like product positioning, customer proposition, pricing, operational aspects etc.
[bookmark: _Toc238592862]4.6 Models and Frameworks
The approaches presented in Chapter 3 will be used systematically.
PESTLE will organise external environmental analysis. Porter's 5 forces analysis will gauge the competitive degree and the attractiveness of the industry. The proposed competitive positioning will be informed by Porter's Generic Strategies. VRIO/RBV will be used to determine if internal resources and capabilities can lead to a competitive advantage. Value Chain Analysis will consider adding value and sustainability at both procurement and operations.
The Triple Bottom Line will consider the economic, environmental and social aspects of the proposed business. Through the Value Proposition Canvas, customer needs will be linked to the offer, and the Business Model Canvas will take these insights and convert them into a business model. Last but not least, SWOT will combine the key internal and external insights.
[bookmark: _Toc238592863]4.7 Reliability and Validity
Reliability will be enhanced through a standardised procedure for choosing sources, guidelines of inclusion/exclusion and systematic gathering of evidence. If possible, key market statements will be corroborated with more than one credible source.
To address validity, evidence will be used directly related to the UK coffee market and proposed Covent Garden location will be used. The study will separate out evidence from the UK as a whole from location-specific evidence to ensure the national picture is not misrepresented as evidence of local commercial demand.
The methodology also takes into account that secondary data could combine methodological differences, commercial bias or outdated information. Thus, conclusions will be made on patterns in several different sources rather than single sources.
[bookmark: _Toc238592864]4.8 Limitations and Ethical Considerations
The main constraint is the use of secondary data only. So the research cannot directly reflect the opinions of potential customers, employees or suppliers. Some commercial-market reports may also be unavailable or the estimates of the market may differ among providers.
Ethically, the study is low risk, since there are no human subjects or personal information involved. Secondary sources that are readily available will be utilized. Appropriate acknowledgement of copyrighted material will be done using UWTSD Harvard referencing and information will not be presented as your own research if it is taken from another source. Ethical approval has been sought for the project in line with the UWTSD research ethics procedures. Research materials will be kept securely as per the arrangements as agreed in the approved. 
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