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[bookmark: _Toc209806119]1. Introduction and Business Overview
The total UK coffee shop market was estimated at roughly £9.6 billion in 2024, with projections suggesting it will reach over £10 billion in 2025 with steady growth despite global uncertainties (Massrie, 2025). Coffee is no longer simply a commodity; it has become embedded in urban lifestyles, particularly for students and young professionals. At the same time, consumer behaviour is undergoing a profound shift. Customers are not just looking for beverages; they are demanding sustainable, ethical, and socially responsible experiences (Purcărea et al., 2022).
GreenBean Café is proposed as a fresh entrant to this competitive market, combining sustainability, affordability, and community co-working into a single business model. Based in Birmingham, GreenBean will serve not only as a coffee outlet but also as a cultural and social hub. The café’s mission is to make sustainability accessible to all, while providing high-quality products and comfortable spaces for work and leisure.
Unlike large chains such as Costa or Starbucks, GreenBean Café embeds sustainability at its core rather than treating it as an add-on. Through fair-trade coffee sourcing, biodegradable packaging, and plant-based beverage innovation, GreenBean differentiates itself as a brand for consumers who care about their impact on the environment. By positioning itself as a lifestyle movement, the café seeks to achieve profitability while delivering meaningful environmental and social contributions.
[bookmark: _Toc209806120]1.1 Products and Services
GreenBean Café’s offering extends far beyond standard coffee.
· Specialty Beverages: Fair-trade artisan coffees, teas, and smoothies, with a strong emphasis on plant-based beverages such as oat, soy, and almond lattes (Sharma et al., 2024). Unique drinks like turmeric or matcha lattes will cater to wellness-oriented consumers.
· Healthy Food Menu: Locally sourced pastries, vegan wraps, protein bowls, and gluten-free desserts ensure inclusivity for diverse dietary needs. Partnerships with nearby bakeries and farms will build local supply resilience.
· Retail Range: Sales of branded reusable mugs, tote bags, and coffee beans will create a lifestyle identity for the brand while adding secondary revenue streams.
· Co-Working Spaces: Hot-desking areas with high-speed Wi-Fi, printing stations, and comfortable seating will provide affordable co-working solutions, maximising the social and urban benefits of coworking (Wall, 2021).
· Community Engagement: Events such as sustainability workshops, art exhibitions, and cultural nights will strengthen customer relationships and differentiate GreenBean as more than a food outlet.
This multi-layered service design transforms GreenBean Café into a hybrid business model that addresses lifestyle, professional, and environmental needs simultaneously.
[bookmark: _Toc209806121]1.2 Management Structure
The management framework will balance centralised control with localised flexibility, a structure proven effective for small-to-medium enterprises in dynamic industries (George et al., 2023).
· Founder/CEO: Vision, funding negotiations, and strategic partnerships.
· Operations Manager: Staff scheduling, supplier management, compliance.
· Marketing Manager: Branding, digital campaigns, and customer engagement.
· Finance Manager: Financial planning, payroll, and investor relations.
· Staff: Skilled baristas and service personnel trained to maintain consistent customer experience.
Centralised decision-making will ensure financial discipline, while managers will have flexibility to tailor events and promotions for local markets.
[bookmark: _Toc209806122]1.3 Legal Format
The café will be registered as a Private Limited Company (Ltd). Advantages include:
· Limited liability for founders and investors.
· Credibility with banks, suppliers, and customers.
· Access to equity financing.
· Scalability into regional or national franchise models.
[bookmark: _Toc209806123]2. Environmental Analysis (PESTEL)
[bookmark: _Toc209806124]2.1 Political Factors
· UK government actively supports green entrepreneurship through subsidies and tax incentives (Olisaeva et al., 2024).
· Bans on single-use plastics align with GreenBean’s sustainable strategy.
· Local councils encourage high-street revitalisation by supporting small businesses.
· However, post-Brexit trade policies complicate coffee imports, requiring diversified sourcing strategies (Cai, 2024).
[bookmark: _Toc209806125]2.2 Economic Factors
· The global coffee market faces price volatility due to supply disruptions in Ethiopia and other regions (Massrie, 2025). GreenBean will mitigate this risk through supplier diversification and long-term contracts.
· Rising inflation increases operational costs, but coffee remains an affordable luxury.
· Post-pandemic, there is renewed consumer demand for social spaces, providing an advantage for cafés with co-working services.
· Growth in urban disposable incomes supports premium positioning.
[bookmark: _Toc209806126]2.3 Social Factors
· Eco-conscious consumer behaviour is accelerating, with over 60% of consumers willing to pay more for sustainable products (Purcărea et al., 2022).
· Plant-based diets are rising globally, reflected in demand for plant-based beverages (Sharma et al., 2024).
· Cafés increasingly act as community hubs, with customers expecting work-friendly and socially vibrant spaces (Wall, 2021).
· Social media culture heightens demand for aesthetic and shareable food/drink experiences (Palmer et al., 2025).
[bookmark: _Toc209806127]2.4 Technological Factors
· Mobile ordering, contactless payments, and app-based loyalty schemes enhance convenience.
· Inventory management software reduces waste by monitoring sales trends.
· Data analytics enable personalised promotions, while ethical transparency builds consumer trust (Kwan et al., 2021).
[bookmark: _Toc209806128]2.5 Environmental Factors
· GreenBean’s use of biodegradable packaging, recycling initiatives, and composting demonstrates alignment with global sustainability imperatives (Blanchard et al., 2023).
· Partnerships with local councils for waste reduction will strengthen community ties.
· Supporting reforestation and tree-planting projects will reinforce brand identity as a sustainability leader.
[bookmark: _Toc209806129]2.6 Legal Factors
· Compliance with food hygiene and safety standards is mandatory.
· Employment law regulates staff contracts, pensions, and wages.
· Licenses for premises and cultural events are required.
· Data protection laws govern customer loyalty app systems.
The PESTEL analysis shows a favourable environment for GreenBean Café, with sustainability and consumer demand acting as primary growth drivers.
[bookmark: _Toc209806130]3. Marketing Strategies
[bookmark: _Toc209806131]3.1 Target Market
GreenBean Café will target three customer segments:
1. Young Professionals (22–35): Seeking affordable co-working and quality beverages.
2. Students (18–25): Wanting eco-conscious, affordable dining options with Wi-Fi.
3. Eco-Conscious Consumers: Across all ages, willing to pay a premium for sustainability.
[bookmark: _Toc209806132]3.2 STP (Segmentation, Targeting, Positioning)
· Segmentation: Demographic, psychographic, and behavioural.
· Targeting: Urban, digitally active, sustainability-minded consumers.
· Positioning: “GreenBean Café – Where Sustainability Meets Community.”
[bookmark: _Toc209806133]3.3 Marketing Mix (4Ps)
[bookmark: _Toc209806134]Product
· Specialty coffees, plant-based lattes, healthy meals, and branded merchandise.
· Seasonal innovation to keep customers engaged.
[bookmark: _Toc209806135]Price
· Introductory penetration pricing.
· Gradual premium adjustment reflecting sustainable value (Sharma et al., 2024).
· Loyalty discounts and student deals.
[bookmark: _Toc209806136]Place
· ordering via app. Central Birmingham location.
· Online
· Delivery through Uber Eats and Deliveroo.
[bookmark: _Toc209806137]Promotion
· Instagram and TikTok storytelling campaigns showcasing eco-values.
· Influencer collaborations with sustainability advocates (Palmer et al., 2025).
· Launch event with free tastings and workshops.
· Email newsletters to encourage repeat visits.
[bookmark: _Toc209806138]3.4 Branding and KPIs
· GreenBean will brand itself as a lifestyle movement rather than a café.
· KPIs in Month 1:
· 1,000 transactions.
· 2,000 Instagram followers.
· Customer satisfaction >90%.
· 500 app downloads.
[bookmark: _Toc209806139]4. Funding and Financials
[bookmark: _Toc209806140]4.1 Funding Requirement
GreenBean requires £120,000 in startup capital.
[bookmark: _Toc209806141]4.2 Funding Sources
· Equity Investment (£70,000): From angel investors.
· Founder Savings (£30,000): Demonstrating commitment.
· Bank Loan (£20,000): To cover working capital.


[bookmark: _Toc209806142]4.3 Startup Expenses (Month 1)
	Expense Category
	Estimated Cost (£)
	Description

	Lease & Renovation
	30,000
	Eco-friendly interiors and signage.

	Equipment & Furniture
	25,000
	Coffee machines, grinders, furniture.

	Initial Inventory
	15,000
	Coffee beans, plant-based milk, food.

	Marketing & Branding
	10,000
	Campaigns, influencer partnerships.

	Licenses & Insurance
	5,000
	Compliance and protection.

	Salaries (Month 1)
	25,000
	Staff wages and training.

	Contingency Reserve
	10,000
	Emergency buffer.

	Total
	120,000
	


[bookmark: _Toc209806143]4.4 Financial Projections (Years 1–3)
· Year 1: Revenue £200,000; break-even by month 9.
· Year 2: Revenue £350,000; expansion into a second branch.
· Year 3: Revenue £500,000; net profit margin 20%.
[bookmark: _Toc209806144]4.5 Investor ROI and Growth Strategy
Equity investors can expect 15–20% annual return by Year 3. GreenBean aims to expand regionally into Manchester and Leeds within five years, supported by its scalable model and brand credibility.
[bookmark: _Toc209806145]5. Risks and Mitigation
1. Rising Coffee Prices – Mitigation: Supplier diversification and long-term contracts (Massrie, 2025; Cai, 2024).
2. Operational Risks – Mitigation: Centralised control with local flexibility (George et al., 2023).
3. Consumer Trust – Mitigation: Transparency in sustainability reporting (Kwan et al., 2021).
4. Regulatory Changes – Mitigation: Ongoing compliance (Olisaeva et al., 2024).
5. Waste Management – Mitigation: Composting and recycling partnerships (Blanchard et al., 2023).
[bookmark: _Toc209806146]6. Conclusion
GreenBean Café combines eco-conscious practices, plant-based innovation, and co-working spaces into a unique and scalable business model. The PESTEL analysis highlights strong political, social, and environmental drivers supporting its launch. The marketing strategy ensures digital visibility, customer engagement, and brand loyalty, while the funding plan demonstrates financial viability and attractive ROI.
By embedding sustainability as a lifestyle rather than a slogan, GreenBean Café positions itself as a transformative force in the UK café industry. For investors, it offers not just profitability but also the opportunity to be associated with a socially impactful brand.
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