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Overview
Velvet Elixir, a proposed environmentally sustainable bar, will offer alcohol-free mocktails, fresh juice, smoothies, and wellness shots. The drinks will be crafted to deliver the same social and sensory experience of a high-end bar without alcohol, creating a new lifestyle brand that focuses on luxury, wellbeing, and sustainability. Velvet Elixir will take advantage of consumer trends such as increased concern for personal wellness, increased consumer interest in sustainable living, and flexible drinking behaviours, to target those consumers looking for inspirational and healthy options instead of alcoholic beverages. By creating an experience that combines luxury, wellness, and sustainability, Velvet Elixir will differentiate itself as a lifestyle brand from other non-alcoholic beverage businesses competing for business within an expanding non-alcoholic beverage and ethical consumption market (Nicholls, 2022; Schulz et al., 2023; Nica et al., 2025).










PESTLE Analysis
	Factor
	Description

	Political
	Velvet Elixir must be compliant with food safety, food hygiene, and employment regulations and will not be subject to stricter alcohol licensing requirements. Support of sustainable businesses will create an additional opportunity for Velvet Elixir, as there will be legislative support for new sustainable businesses.

	Economic
	Increased inflation will increase the cost of doing business and reduce Velvet Elixir's operating profit margin. However, as more consumers look for premium-priced non-alcoholic beverages and affordable luxury experiences, Velvet Elixir will be able to realise additional revenue.

	Social
	More consumers are choosing wellness, health-oriented, ethical, environmentally responsible, and alcohol-free products than in the past.

	Technological
	Velvet Elixir can improve customer engagement and operational efficiency using digital ordering systems, electronic customer relationship management tools, social media platforms, and data-driven marketing. For Velvet Elixir to operate legally, it must follow food safety laws, employment laws, consumer protection rules, and sustainability requirements such as packaging regulations and waste disposal.

	Legal
	The enterprise must comply with food safety law, employment law, consumer protection rules, and sustainability-related requirements such as packaging and waste management regulations.

	Environmental
	In terms of environmental issues, Velvet Elixir is encouraged to minimise the amount of waste it produces, reduce the amount of carbon dioxide it emits, and use materials that are sustainable. Businesses are increasingly pushing towards eco-innovation and energy efficiency to build a good reputation and ensure their long-term success.



The external environment for Velvet Elixir is very positive. There are a few political and legal barriers to establishing this business since it is alcohol-free; this allows Velvet Elixir to avoid many of the licensing obligations of traditional bars. Although high inflation and increased supply costs are placing upward pressure on prices, they are counterbalanced by demand for premium alcohol-free beverages and an increasing preference for sustainable experiences. The shift in consumer preferences towards healthy lifestyles, flexible drinking patterns and brands with a strong sense of ethics is also supporting Velvet Elixir. Advances in technology are assisting Velvet Elixir in operating its business effectively, as well as enabling Velvet Elixir to effectively engage customers with targeted advertising. The increasing demand from consumers for sustainable business practices makes it not only fashionable but essential for Velvet Elixir to operate in a sustainable manner. In summary, Velvet Elixir's PESTLE analysis indicates the business can take advantage of current macro-environmental conditions if it prudently manages costs and maintains its commitment to sustainable practices (Eichhorn et al., 2024; Van et al., 2025).
SWOT Analysis
	Strengths
	Weaknesses
	Opportunities
	Threats

	Unique premium alcohol-free concept
	High cost of organic and sustainable ingredients
	Growth in the non-alcoholic drinks market
	Competition from cafés, juice chains, and bars

	Strong sustainability positioning
	Short shelf life of fresh produce
	Expansion into bottled products and catering
	Inflation and reduced consumer spending

	Appeals to health-conscious consumers
	New brand with limited awareness at launch
	Partnerships with gyms, studios, and wellness brands
	Supply chain disruption and rising utility costs

	Distinctive luxury branding
	Premium pricing may deter some customers
	Strong potential for social media-driven growth
	Market saturation in busy urban locations



According to the SWOT analysis, Velvet Elixir has an excellent foundation based on its innovative product, premium branding and alignment with health and ecological sustainability trends. Velvet's major advantages in comparison to other products in the food and beverage space are based on the exclusive combination of luxury and wellness, allowing it to truly differentiate itself in a time when its industry is oversaturated. Velvet Elixir has challenges to overcome as it grows, including increased costs of goods sold, higher product spoilage rates and limited awareness of the product at launch. Nevertheless, there are many opportunities to penetrate the rapidly growing market of non-alcoholic beverages by leveraging partnerships, events and brand extensions. Conversely, Velvet Elixir will face many external threats to growth, including competitive pressures from established players, economic uncertainty and supply chain issues related to COVID-19. Velvet Elixir will need to continually innovate and manage its financials closely to be successful. Therefore, the establishment of Velvet Elixir's competitive advantage will depend on delivering superior brand experiences, innovative product development and driving customer loyalty (Farida & Setiawan, 2022; Deliceırmak, 2022).
Business Idea and Objectives
Velvet Elixir will be a sustainable mocktail/juice bar set in high foot traffic urban locations, which should be near offices, gyms, shopping centres or transport hubs. The aim is to provide a premium social drinking experience for our customers, alcohol free, and at the same time promote healthier lifestyles and ultimately promote more sustainable consumption habits. Velvet Elixir will create value through high-quality products, providing customers with an enjoyable experience and through environmentally responsible operations. The short-term business objectives are to successfully launch, build local brand awareness and reach break-even within the first year. The medium-term objectives will be to establish a loyal customer base, increase customer repeat purchases, and expand distribution through delivery services and event catering. Lastly, the long-term objectives will be to open additional locations, build a range of bottled products and become a recognised sustainable lifestyle brand within the non-alcoholic beverage sector. The stated objectives are all aligned with a triple bottom line approach, which creates environmental, social and economic value in addition to creating profits (Mouazen et al 2025; Nica et al 2025; Abraham 2024).
How Business Operations Are Sustainable
Velvet Elixir will be sustainable as it applies an environmental, social and economic conscious business model at all levels of its operations. In terms of the environment, Velvet Elixir will source as many ingredients locally as possible to minimise food miles and reduce emissions, use compostable or reusable packaging, reduce the use of single-use plastic and implement low-waste operations through either reusing fruit pulp in the preparation of healthy snacks or composting organic waste. Energy-efficient refrigeration, blending and lighting will be incorporated into the business, thus reducing natural resource consumption within all aspects of Velvet Elixir's operations. In terms of the social impact of Velvet Elixir, the business promotes fair employment practices through providing fair remuneration, providing training and development, and developing a positive, supportive and inclusive workplace culture. Through the use of a variety of strategies, including applying best-practice cost containment, creating new products to meet customer needs through continuous improvement in their design and development process, and securing new revenue streams, the enterprise will support local communities through wellness events, partnerships, and education about healthy lifestyles while developing the economic reality of long-term sustainability. This supports current thinking about how sustainable development requires an integrated approach to combining innovation, human capital, eco-efficiency, and responsible management in balance (Pata, 2025; Amin et al., 2025; Mouazen et al., 2025; Abraham, 2024).
Additionally, the use of the triple bottom line means that Velvet Elixir's business model is influenced by the principle of measuring performance using 3 key criteria: financial profit, social impact, and environmental impact. Studies have shown that businesses that integrate sustainable practices into their operations and strategic decision-making are best positioned for long-term success as well as trust from their stakeholders. Velvet Elixir's sustainability initiatives thus enhance both ethical legitimacy and commercial attractiveness, as consumers continue to prefer to acquire goods and services from businesses that visibly reflect their core values, resulting in increased customer loyalty, brand image, and financial viability through time. Environmental sustainability is, therefore, not an optional extra for Velvet Elixir, but a fundamental component of its value proposition and competitive differentiation strategy (Akash et al., 2025; Nica et al., 2025; Nogueira et al., 2024).
Physical, human, and financial resources will be required for Velvet Elixir. The physical resources required are a retail space that is rented (or leased) with high visibility, good foot traffic, and an interior design that accurately represents the premium brand image of Velvet Elixir. The equipment needed for Velvet Elixir includes reusable glassware; refrigerated storage; frozen storage; flat storage; cold & hot sinks; counters; shelving; blenders; juicers; and a POS (Point of Sale) (Pata, 2025; Amin et al.), etc. The aesthetic of developing a bar must reflect both a high-end and sustainable view, while using natural raw materials, a lot of greenery, and long-lasting fixtures (tiles, flooring, etc.) as materials. From a human resources standpoint, will need a manager, bartenders, a part-time kitchen/prep person, a cleaner, and additional outside services, such as accounting and digital marketing support. In addition, training staff will be necessary to provide exceptional service to customers while maintaining required hygiene standards and ensuring that the brand is consistent across all channels, while supporting sustainability. Staff are critically important, as service quality and brand culture are directly correlated to customer satisfaction and repeat business (Pata, 2025; Dhingra et al., 2025).
Financial resources will be required for start-up and ongoing operations. Start-up costs to establish Velvet Elixir include: a deposit for renting a facility and legal fees; renovation and fit-out costs; purchasing equipment; stocking the establishment with the initial inventory; developing a brand; creating a website; acquiring liability insurance; and lastly, initial marketing expenses. Possibilities of funding start-up costs include owner investment, bank loans, green business grants, and private equity investors (if desired). Planning and managing costs of start-up operations from the beginning will assist Velvet Elixir in successfully bridging the gap between maintaining an ambitious vision and operating in a financially responsible manner (Van et al., 2025; Nogueira et al., 2024).
Marketing Strategy 
Velvet Elixir will focus its marketing strategy on premium positioning, digital visibility, customer engagement, and lifestyle branding. Premium-positioned products provide an alternative solution to bars/cafés, appealing to customers with values that align with health and wellness, style, and commitment to environmental sustainability. The product presentation, packaging design, design of the physical store, and naming of the menu items will reinforce the desired image of being a luxurious establishment. Signature drinks (also known as "signature cocktails") that have distinctive and catchy names and are visually attractive will also promote social media sharing and/or word-of-mouth referrals. A high-quality online presence for Velvet Elixir, including having an active account on Instagram, TikTok and other platforms that use local searches, is necessary to provide value to customers who rely heavily upon visual representations when making purchases. Content created through content marketing, short-form video, collaboration with influencers, and behind-the-scenes storytelling can create a stronger connection with customers and communicate the brand's values (Figueiredo et al., 2025; Mgbame & Iyadi, 2022; Kumar et al., 2026).
Loyalty programs, marketing through e-CRM systems, and personalised offers will help retain customers. Bluetooth-enabled engagement tools or app-based tools can be used to support customer satisfaction and loyalty through ease of use in managing promotions and repeating visits. Velvet Elixir should build relationships locally through partnerships with gyms, yoga studios, beauty businesses, wellness events and corporate/commercial offices to create consistent, sustainable traffic and build credibility within the community. Internal culture matters, too, so employee behaviour is increasingly part of the overall communication about brands in today’s digital environment. Therefore, having a positive, values-based company culture will support both HR results and marketing performance. Therefore, the strategy must blend traditional marketing principles with new technologies and relationship-based engagement to build awareness of a strong, recognisable brand (Alzoubi, 2022; Haudi et al., 2022; Dhingra et al., 2025; Karbhar, 2025). 
Monthly cash flow projections suggest that Velvet Elixir will achieve profitability through developing a stable and continued customer base. With a projected average of 80 customers daily for an average transaction of £6.50, the total monthly revenue will be 15,600. Estimated monthly expenses include monthly rent of 3000, salaries of 6500, ingredients of 2800, utilities of 900, marketing of 600, insurance/waste of 700 for a total monthly outgoings of approximately 14500 per month. This provides a modest monthly operating surplus of approximately 1100 in the initial phase; however, this surplus could improve with growth in brand recognition, decreased waste, continued repeat business from customers, and added revenue from events, delivery and packaged products. Financial sustainability will be maintained by having an appropriate cash flow, tracking variable costs, and operating more efficiently over time (Nogueira et al., 2024; Van et al., 2025).
A contingency plan will be vital for Velvet Elixir to mitigate risk and uncertainty. In the event of sales underachieving expectations, Velvet Elixir will employ targeted promotional strategies like menu modifications, stronger relationships with local vendors, and temporary cost control measures. Should there be an increase in ingredient prices or an interruption in supply chains, Velvet Elixir should identify second-tier local suppliers and seasonal menu options that will provide flexibility. If staffing shortages occur, cross-training staff and maintaining a bank of available part-time staff will assist in minimising the disruption of service. In the event of an economic downturn, Velvet Elixir will introduce lower cost products for the consumer through lower price point products, meal deals and consumer loyalty incentives to preserve customer volume while protecting its premium brand profile. Appropriate levels of cash reserves and timely reviews of operating finances will be critical to building resilience. A contingency plan provides not only business continuity but also sustainability because it allows the enterprise to continue to adapt and re-use its long-term economic, social and environmental commitments (Amin et al., 2025; Mouazen et al, 2025).
Conclusion 
In conclusion, Velvet Elixir has excellent potential to become a sustainability-focused enterprise as it is directly aligned with current trends of health, ethical consumption and socialising without the use of alcohol. The business model supports the enterprise through favourable socio-technological conditions and is directly differentiated from other businesses due to its focus on sustainability. Combining premium branding with a triple bottom line strategy, Velvet Elixir will appeal to the modern consumer while delivering long-term value. Success will be closely related to effective marketing, appropriate resource management, exceptional customer experience, and flexibility in adapting to financial and operational situations. With proper planning and execution, Velvet Elixir has the potential to become a successful, profitable, and viable sustainable startup organisation in the growing market for non-alcoholic beverages (Nicholls, 2022; Abraham, 2024; Nica et al, 2025).
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