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Strategic Analysis and Recommendations Report for Quarter Horse Coffee

1. Executive Summary
Quarter Horse Coffee (QHC) is an independent UK roastery-café based in Birmingham, founded in 2012, that sources and roasts specialty coffee beans, supplies cafés and wholesale clients, offers retail subscriptions, and provides training/support. This report evaluates its current strategic direction and environment, analyses internal and external factors (via SWOT, Value Chain, PESTEL, Porter’s Five Forces), explores strategic growth options (drawing on Ansoff/Porter generic strategies/Bowman’s clock), conducts a stakeholder analysis (Mendelow’s matrix and RACI), and puts forward strategic recommendations for sustainable long-term development — mindful of SME-specific implementation challenges (e.g., resource constraints, agility vs structure). Key recommendations include enhancing its subscription/wholesale digital channel, developing deeper origin-producer partnerships to build a premium “direct trade” brand, investing in operational scalability and automation (while maintaining quality), and formalising strategic governance and measurement to avoid ad hoc drift. Implementation should be phased, resource-appropriate, and supported by clear roles, KPI frameworks and continuous review.
Additionally, the report highlights the importance of brand differentiation through storytelling and experiential marketing to strengthen customer loyalty in an increasingly competitive specialty coffee market. It also emphasises leveraging sustainability credentials and digital innovation to enhance market visibility, operational resilience, and stakeholder trust, thereby securing Quarter Horse Coffee’s long-term strategic advantage.




2. Introduction
Quarter Horse Coffee (QHC) is an independent coffee roaster and café business headquartered in Birmingham, United Kingdom. The company was originally founded in Oxford in 2012 by Nathan and Ameeta, two coffee enthusiasts who aimed to create an authentic, quality-driven specialty coffee brand (Quarter Horse Coffee, n.d.a). Their early success in Oxford, built on direct trade sourcing and artisanal roasting methods, led to the establishment of their flagship roastery and café on Bristol Street, Birmingham, in 2015 (Quarter Horse Coffee, n.d.b). This move positioned QHC as Birmingham’s first independent coffee roaster, a unique distinction that allowed the brand to pioneer the specialty coffee scene in the city.

Since relocating, QHC has expanded its presence to three sites across the UK and strengthened its reputation for offering high-quality, ethically sourced coffee beans. The Birmingham site serves as both a café and a production hub where coffee beans are roasted, packaged, and distributed to both retail and wholesale customers (Quarter Horse Coffee, n.d.c). The business’s vertically integrated model enables QHC to maintain full control over the quality of its coffee from bean selection to cup service — an approach that is highly valued within the specialty coffee sector (Ates and Bititci, 2017)
QHC’s commitment to sustainability and transparency is also reflected in its close partnerships with coffee producers and emphasis on environmental responsibility. The company prioritises traceability throughout its supply chain, ensuring that each variety can be linked back to its origin and farming community (León-Bravo et al., 2022; Alamsyah, 2023). Furthermore, QHC engages in educational initiatives such as public cupping sessions and barista training, which foster community engagement and coffee appreciation (Quarter Horse Coffee, n.d.). These efforts have positioned Quarter Horse Coffee as a leading advocate for ethical sourcing and specialty coffee culture in the Midlands, reinforcing its role as a key contributor to the UK’s growing independent coffee sector (Peixoto et al., 2023).



2.2 Products and Services
QHC’s product portfolio combines retail, wholesale, and subscription-based offerings. The café provides an immersive experience where customers can observe the roasting process and enjoy specialty espresso beverages paired with light food options (TripAdvisor, 2024). Retail customers can purchase single-origin beans or blends, such as the signature Dark Horse Espresso and Roan Espresso, which are roasted in small batches to ensure consistency and freshness (Quarter Horse Coffee, n.d.d).

[bookmark: _Int_Hp31Q6hP][bookmark: _Int_hP8Y8VYL]Beyond in-store sales, the company offers monthly coffee subscriptions, allowing customers to receive curated selections delivered directly to their homes or workplaces. This subscription model not only builds recurring revenue but also strengthens customer loyalty through convenience and product variety (Kindström, 2024). Additionally, QHC supplies coffee to cafés and restaurants across the UK through its wholesale division, which also provides barista training and equipment support (Quarter Horse Coffee, n.d.e). The company’s value proposition to wholesale partners centres on partnership, consistency, and technical expertise — key factors for maintaining long-term business relationships (ACCA, 2024).

[image: ]Table 2.1: Product and Services Overview

2.3 Business Model and Uniqueness
QHC’s business model is characterised by vertical integration and a strong commitment to sustainability and ethical sourcing. The company sources green coffee beans directly from producers and cooperatives across South and Central America, Africa, and Asia, fostering long-term relationships that prioritise fair pricing and transparency (Quarter Horse Coffee, n.d.f). These values resonate with the growing consumer demand for traceable and sustainable products within the UK’s specialty coffee market (Enterprise Research Centre, 2023).

Furthermore, QHC’s position as both a roaster and café operator allows it to deliver a holistic brand experience. Customers not only purchase coffee but also connect with the brand’s story, ethos, and craftsmanship — a differentiation strategy that enhances customer loyalty (Porter, 1985). In combining ethical sourcing, artisanal roasting, and direct customer engagement, QHC has successfully positioned itself as a premium, community-focused player within Birmingham’s vibrant independent coffee scene.

3. Appraisal of Current Strategic Direction

3.1 Inferred Mission, Vision, and Objectives
Although QHC does not publish a formal mission or vision statement, its website and communications imply the following strategic intent:
· Mission (inferred): “To source, roast and serve world-class specialty coffee ethically and sustainably, creating exceptional experiences for every customer.
· Vision (inferred): “To be the leading independent coffee roaster in the Midlands known for sustainability, quality, and community.”
· Core Objectives:

1. Sustain premium product quality and ethical sourcing.
2. Grow online subscriptions and wholesale network.
3. Maintain environmentally responsible operations.
4. Strengthen Birmingham-based brand identity.
These objectives reflect a consistent emphasis on differentiation rather than cost leadership, which aligns closely with Porter’s (1985) theory of competitive advantage through uniqueness and perceived value. By focusing on product excellence and ethical values, QHC appeals to a growing demographic of socially conscious consumers in the UK specialty coffee market, where transparency and sustainability influence purchasing behaviour (Enterprise Research Centre, 2023).




3.2 Appraisal of the Current Strategy

QHC’s strategic direction demonstrates strong coherence between its operational model and its market positioning. Its vertical integration — controlling sourcing, roasting, and retail — reinforces product consistency and storytelling authenticity. This approach provides both cost efficiency and quality control advantages (Ates and Bititci, 2017). Moreover, its dual-market focus on direct-to-consumer (D2C) channels (café and subscriptions) and business-to-business (B2B) wholesale supply diversifies revenue streams and mitigates dependency on walk-in café trade. Such diversification is vital for SMEs seeking resilience in volatile consumer markets (ACCA, 2024).

However, while QHC’s mission and objectives are aligned with long-term sustainability, several gaps and challenges persist. Firstly, the company does not publicly articulate quantifiable goals or performance indicators, which can hinder strategic monitoring and accountability. Research suggests that many SMEs face this limitation due to informal strategic management processes and limited managerial capacity (Ates and Bititci, 2017). Secondly, as a small enterprise, QHC operates within financial and human resource constraints, which may restrict the pace of digitalisation and market expansion. Thirdly, the highly competitive UK coffee sector presents ongoing challenges related to differentiation, particularly as large chains and new micro-roasters continue to enter the specialty market (Kindström, 2024).

Despite these constraints, QHC’s strategic intent remains robust. Its values — ethical sourcing, quality craftsmanship, and community engagement — provide a solid foundation for differentiation. 
The company’s focus on sustainability also aligns with current PESTEL environmental and social trends, positioning it favourably among consumers who value authenticity and responsibility. By further formalising its strategic objectives into measurable performance outcomes, QHC could improve internal coordination and enhance its long-term competitive advantage.
In summary, QHC’s inferred mission, vision, and objectives illustrate a strategic direction rooted in focused differentiation — a position that leverages ethical production and superior quality as sources of value creation. To remain competitive and achieve sustainable growth, QHC should continue to strengthen its brand identity in Birmingham and expand its digital
and wholesale presence, while embedding structured performance measurement systems to support its evolving strategic ambitions.

[image: ]3.3 Appraisal Summary
The current direction aligns with a focused differentiation strategy but lacks formal goal setting, governance structures, and digital optimisation — typical of SMEs (Ates & Bititci, 2017).
4. Environmental Scan and Competitive Positioning

4.1 Internal Environment – SWOT Analysis

An internal environmental analysis enables Quarter Horse Coffee (QHC) to evaluate how its internal strengths and weaknesses affect its strategic capacity to respond to market opportunities and threats. The SWOT framework (strengths, weaknesses, opportunities, threats) is particularly valuable for SMEs as it connects resources and capabilities to external market realities (Ates and Bititci, 2017).


Strengths

QHC’s foremost strength lies in its brand authenticity and local reputation. As Birmingham’s first independent roaster, it benefits from early-mover status in the city’s specialty coffee scene (Quarter Horse Coffee, n.d.a). Its vertically integrated model—sourcing, roasting, and retailing—enables superior quality control, ensuring consistency that supports premium pricing. The business also gains competitive advantage from its ethical and sustainable sourcing practices, which appeal to environmentally conscious consumers and corporate clients alike (Enterprise Research Centre, 2023). In addition, QHC’s diversified revenue base—including café sales, subscriptions, and wholesale—helps cushion against economic fluctuations.




Weaknesses

Despite these advantages, QHC faces the typical resource and capability limitations of an SME. Limited financial capital and human resources constrain its ability to scale operations, invest in technology, and pursue aggressive marketing strategies (ACCA, 2024). Operational complexity—managing cafés, roasting, subscriptions, and wholesale simultaneously—also risks stretching managerial capacity. Moreover, the company’s informal strategic planning processes may reduce its responsiveness to data-driven decision-making (Ates and Bititci, 2017).



Opportunities and Threats

Growing UK demand for ethically sourced, specialty coffee represents a major opportunity for QHC to extend its brand through digital subscriptions and regional wholesale expansion. However, the business faces rising threats from intensifying competition among independent roasters and high-street chains that increasingly adopt sustainability narratives (Kindström, 2024). Supply-chain volatility and cost inflation in energy and green coffee also pose persistent risks (Firestarter Solutions, 2024).

In summary, QHC’s internal environment is defined by strong brand equity and quality-driven operations, balanced by SME-specific limitations that necessitate careful resource prioritisation and strategic discipline.
[image: ][image: ]Table 4.1: Internal SWOT Analysis
The current direction aligns with a focused differentiation strategy but lacks formal goal setting, governance structures, and digital optimisation — typical of SMEs (Ates & Bititci, 
4.2 Value Chain Analysis
[image: ]

Support activities (HR, procurement, technology) remain underdeveloped — an area for strategic focus.





4.3 External Environment – PESTEL Analysis

Table 4.3: Pestel Analysis Summary
[image: ]


[bookmark: _Int_768VpyaH][bookmark: _Int_Ww25ontg]A PESTEL analysis examines the macro-environmental factors—political, economic, social, technological, environmental, and legal—that shape Quarter Horse Coffee’s (QHC) strategic context. For small and medium-sized enterprises (SMEs) such as QHC, understanding these external influences is essential to anticipate risks, identify growth opportunities, and ensure resilience (ACCA, 2024).

Political Factors
Post-Brexit trade conditions continue to affect UK importers of green coffee beans. Increased customs checks, exchange-rate volatility, and import paperwork raise supply-chain costs for roasters dependent on overseas producers (Enterprise Research Centre, 2023). Additionally, government emphasis on environmental responsibility and small-business taxation may influence QHC’s operational margins and packaging practices (Firestarter Solutions, 2024).
Economic Factors
Persistent inflationary pressures in the UK, coupled with high energy and wage costs, are constraining SME profitability (ACCA, 2024). Specialty coffee, being a discretionary good, faces reduced demand during economic downturns. However, the UK’s expanding coffee market—valued at over £5 billion—still presents long-term potential for premium brands targeting affluent, urban consumers (Kindström, 2024).
Social Factors
Consumer preferences are shifting toward ethical consumption, traceability, and sustainability. Post-pandemic, home-brewing culture, and subscription services have surged, supporting QHC’s direct-to-consumer model. Furthermore, rising appreciation for independent coffee culture in Birmingham enhances QHC’s local relevance (Quarter Horse Coffee, n.d.a).
Technological Factors
The proliferation of e-commerce platforms and digital marketing offers opportunities to strengthen QHC’s subscription services. Adoption of data analytics and automation in roasting and coordination can increase efficiency and customer retention (Ates and Bititci, 2017).

Environmental and Legal Factors
[bookmark: _Int_uWu05SOX]Environmental regulation is tightening, compelling SMEs to reduce carbon emissions and adopt recyclable packaging. As climate change threatens global coffee yields, sourcing diversification becomes crucial (Enterprise Research Centre, 2023). Legally, compliance with UK food safety, employment, and data-protection laws remains essential to support consumer trust.
Overall, QHC’s external environment presents both pressure and opportunity. By aligning its sustainability and digital strategies with these macro trends, QHC can reinforce its competitive position in the UK specialty coffee market.
4.4 Porter’s Five Forces
Porter’s Five Forces framework helps to evaluate the competitive pressures within the UK specialty coffee industry that influence Quarter Horse Coffee’s (QHC) strategic positioning (Porter, 1985).

1. Threat of New Entrants – Moderate to High
The UK coffee market has low entry barriers in terms of regulation and capital requirements for small roasters. However, new entrants face challenges in achieving consistent quality, ethical sourcing, and brand recognition. QHC’s established reputation in Birmingham provides a modest defence against this threat (Quarter Horse Coffee, n.d.a).

2. Supplier Power – Moderate
[bookmark: _Int_KnASeY3K]Green coffee beans are sourced globally, and QHC’s commitment to ethical supplier's limits flexibility in switching partners. Climatic risks and currency fluctuations increase supplier influence (Enterprise Research Centre, 2023).


3. Buyer Power – High
[bookmark: _Int_Mjea5Z2B]Customers and wholesale clients possess high bargaining power, as substitutes and competitors are abundant. Differentiation through sustainability and training support mitigates this risk (Kindström, 2024).

4. Threat of Substitutes – Moderate
Alternative beverages such as tea, energy drinks, and instant coffee exert moderate substitution pressure.
5. Industry Rivalry – High
[bookmark: _Int_YgxQndiu]The UK specialty coffee sector is saturated with independent roasters and national chains, driving intense price and quality competition. Continuous innovation and brand authenticity are essential for QHC’s long-term differentiation (ACCA, 2024).











Table 4.4:  Porter’s Five Forces 
[image: ]
Summary: QHC competes in a high-rivalry, low-scale environment. Sustained differentiation and niche focus are essential.




5. Strategic Growth Choices and Proposed Strategy
5.1 Strategic Growth Frameworks
[image: ]Table 5.1: Ansoff Matrix Application

[bookmark: _Int_6NVj9bzG][bookmark: _Int_VZBHhk1R][bookmark: _Int_EBhC2Jdy][bookmark: _Int_2GRshH9x]The Ansoff Matrix provides a structured framework for identifying strategic growth options through combinations of products and markets (Ansoff, 1957). For Quarter Horse Coffee (QHC), market penetration represents the least risky path, focusing on increasing sales within its existing Birmingham market through loyalty programmes and targeted local marketing. Market development—expanding the wholesale network into new UK regions—offers moderate risk, as it requires new geographic relationships but builds on established competencies in roasting and training. Product development, such as introducing ready-to-drink beverages or brewing kits, leverages existing brand equity to attract a broader consumer base, while maintaining operational control. Finally, diversification—for example, co-branding with hospitality partners—carries the highest risk due to unfamiliar markets and potential dilution of QHC’s artisanal brand image. A balanced approach across these quadrants enables QHC to pursue sustainable growth while managing exposure to risk and resource limitations (ACCA, 2024).
Porter’s Generic Strategy:
QHC already follows Focused Differentiation — targeting ethically conscious consumers seeking premium quality.

5.1 Bowman’s Strategic Clock:
Position 5 – Focused Differentiation: High perceived value, premium pricing, niche target audience.

5.2 Proposed Long-Term Strategy
[bookmark: _Int_EDXR1iOv]Quarter Horse Coffee has (QHC) proposed long-term strategy adopts a focused differentiation approach, concentrating on premium quality, ethical sourcing, and sustainability while expanding digital and regional operations. This strategy aligns with Porter’s (1985) theory that competitive advantage in niche markets is best achieved through differentiation rather than cost leadership. Digital expansion—particularly through enhanced e-commerce and subscription services—will strengthen QHC’s direct-to-consumer relationships, generate recurring revenue, and improve customer retention (ACCA, 2024). Simultaneously, developing a broader regional wholesale network across the UK will diversify income streams and reduce dependence on local café sales. These initiatives leverage QHC’s existing strengths—brand authenticity, vertical integration, and product excellence—while addressing SME scalability challenges. By integrating sustainability, digital capability, and geographic growth, QHC can secure long-term resilience and evolve from a local roaster into a nationally recognised specialty coffee brand (Enterprise Research Centre, 2023).
To successfully execute this focused differentiation strategy, Quarter Horse Coffee (QHC) must strengthen its organisational capabilities in digital marketing, operations management, and stakeholder collaboration. Investment in data-driven decision-making—such as customer analytics, subscription forecasting, and demand planning—will enable QHC to optimise marketing spend and improve supply efficiency (Ates and Bititci, 2017). Furthermore, enhancing its online brand visibility through content marketing, social media storytelling, and loyalty programmes can deepen customer engagement and promote sustainability values.
[bookmark: _Int_p2Z1oNhm]Regional wholesale expansion should be implemented gradually, beginning with nearby urban centres such as Manchester, Nottingham, and Bristol, where independent café cultures are well established. By using training support and consistent quality assurance, QHC can develop long-term wholesale partnerships, reinforcing brand reach without significant capital investment. Ultimately, combining digital expansion with controlled geographic scaling positions QHC for sustainable, profitable growth, balancing innovation with its artisanal identity and resource constraints (Kindström, 2024).

5.3 Sustainable Strategy and Strategic Pillars
➡ Focused Differentiation through Digital Expansion and Regional Wholesale Growth

[image: ]Table 5.3 Strategic Pillars
[bookmark: _Int_3gmZp67T][image: ]This strategy leverages QHC’s strengths (brand, roasting expertise, sustainability focus) while addressing digital and scale challenges.
6. Stakeholder Analysis
Table 6.1 Stakeholder Identification and Expectations


[image: ]Table 6.2 Mendelow’s Matrix (Power vs Interest)

Mendelow’s Matrix is a stakeholder analysis tool used to categorise stakeholders based on their level of power and interest in an organisation’s strategic decisions (Mendelow, 1991). Applying this to Quarter Horse Coffee (QHC) helps prioritise engagement and communication strategies.
[bookmark: _Int_pu2JeAt6][bookmark: _Int_rsp043f1][bookmark: _Int_JFNB0RuP][bookmark: _Int_QLSrnDXC]Stakeholders with high power and high interest—such as the founders and major wholesale partners—require close management and regular consultation. Regulatory bodies and key suppliers hold high power but lower interest, thus should be kept satisfied through compliance and reliable partnerships. Employees and retail customers possess high interest but low power, necessitating clear communication and engagement to maintain loyalty. Meanwhile, the local community and media fall under low power and low interest, requiring minimal but positive updates (ACCA, 2024)
Using Mendelow’s Matrix ensures QHC’s stakeholder management is systematic and focused, supporting effective strategy implementation and relationship building.

[image: ]Table 6.3 RACI Framework for Implementation

The RACI structure ensures accountability and communication clarity — key to overcoming SME resource bottlenecks.
[bookmark: _Int_eqLE7LTC][bookmark: _Int_CZ8WJlu1]A RACI framework—which identifies who is Responsible, Accountable, Consulted, and Informed—is a valuable project management tool that clarifies decision-making and communication in strategy implementation. For Quarter Horse Coffee (QHC), establishing a clear RACI matrix is critical, given its small team structure and the multitasking nature of SME operations (Ates and Bititci, 2017). Without defined accountability, strategic initiatives risk delays, duplicated effort, or loss of focus.

[bookmark: _Int_kOR7vCQV][bookmark: _Int_rpc8GgOO][bookmark: _Int_zAR16e4R]Under the proposed Focused Differentiation Strategy, QHC’s founders should remain Accountable (A) for major strategic outcomes such as growth targets and sustainability commitments. Operational staff, including the Head of Roasting, Marketing Lead, and Wholesale Manager, should be Responsible (R) for executing daily tasks—such as subscription platform upgrades, customer engagement campaigns, and training programmes. External advisors or partners, such as digital consultants or sustainability auditors, should be Consulted (C) for expert input, ensuring technical accuracy and compliance. Finally, all employees should be Informed (I) of progress through regular team updates to maintain alignment and motivation (ACCA, 2024).

By institutionalising a RACI structure, QHC can enhance efficiency, transparency, and accountability—key enablers of successful strategy implementation and long-term performance in resource-constrained SMEs.

7. Strategic Recommendations and Implementation Plan
7.1 Key Recommendations
1. Digital Subscription Optimisation
· Redesign the website for subscription ease, personalisation, and CRM integration.
· [bookmark: _Int_Ljhc9xfq]Employ data analytics to identify customer churn and retention trends.
· Partner with UK couriers for reliable subscription fulfilment.

2. Regional Wholesale Expansion
· Target growth cities such as Manchester, Bristol, and Nottingham for wholesale clients.
· Establish a “QHC Certified Partner” programme offering training, discounts, and marketing support.
· Develop online B2B ordering and invoicing portal.


3. Operational Scalability and Sustainability
· Invest in eco-friendly roasting machines (energy recovery systems).
· Adopt recyclable packaging and carbon offset partnerships.
· Streamline inventory forecasting using digital dashboards.

4. Brand Extension
· Launch limited edition “Origin Reserve” coffee line.
· Explore ready-to-drink (RTD) cold brew products.
· Introduce branded brewing kits and reusable merchandise.


5. Governance and KPI Tracking
· Establish quarterly performance reviews.
· Key KPIs: Subscription growth %, Wholesale account retention, Average order value, Carbon footprint reduction %, Operating margin %.
· Adopt lightweight strategic scorecard.

[image: ]7.2 Implementation Timeline 
Table 7.2 – Two-Year Strategic Implementation Plan

[image: ]Chart 2 – Implementation Gantt-Style Overview
[image: ]7.3 Addressing SME Implementation Challenges

[bookmark: _Int_3FZ5ikNq]SME Reality: Strategic implementation is constrained by capacity, yet QHC can exploit agility, flexibility, and niche focus to outperform larger but less adaptive rivals (ACCA, 2024).







8. Conclusion
[bookmark: _Int_29s89Q5E]Quarter Horse Coffee (QHC) has successfully established itself as a cornerstone of Birmingham’s independent coffee scene, distinguished by its commitment to ethical sourcing, small-batch roasting, and premium customer experience. Its strong local identity, vertically integrated operations, and sustainability ethos provide a sound foundation for future strategic development. However, as the UK specialty coffee industry becomes increasingly saturated and price-sensitive, QHC must adapt its strategy to ensure continued relevance and profitability (Enterprise Research Centre, 2023).

[bookmark: _Int_LTVORcZp][bookmark: _Int_UzzXvs7f]The analysis throughout this report demonstrates that sustainable growth for QHC lies in pursuing a focused differentiation strategy, anchored in quality, ethical sourcing, and innovation. Strategic investment in digital platforms—particularly subscription management systems and e-commerce marketing—can enhance recurring revenue streams and strengthen direct customer relationships (ACCA, 2024). Similarly, expansion of the regional wholesale network represents an opportunity to diversify income and achieve economies of scale without diluting the brand’s artisanal appeal.

Embedding governance structures, KPI frameworks, and performance monitoring will enable QHC to transition from intuitive, founder-driven management to a more data-driven and accountable model (Ates and Bititci, 2017). Furthermore, its emphasis on sustainability—through eco-friendly roasting equipment, recyclable packaging, and long-term producer relationships—aligns with growing environmental and social expectations among UK consumers (Kindström, 2024).To maintain its competitive edge, QHC should continue to invest in employee development, supplier partnerships, and customer engagement. Collaboration with local independent cafés and community initiatives could further reinforce brand authenticity and social value. By blending craft tradition with operational scalability and digital innovation, QHC can evolve from a respected local roaster into a nationally recognised specialty coffee brand. This
transformation, if executed with discipline and stakeholder alignment, will ensure that QHC sustains both its profitability and its integrity within an increasingly dynamic and competitive marketplace.
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Moderate-High

Entry barriers low, but brand trust and equipment investment deter some entrants.

Supplier Power Moderate Specialty green beans limited; small volume limits QHC's bargaining power.
Buyer Power High Café and retail customers can easily switch brands.

Threat of Substitutes Moderate Alternatives: tea, instant coffee, or large brand coffee pods.

Industry Rivalry High Many UK specialty roasters (e.g., Origin, Square Mile). Differentiation critical.
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Market Increase Birmingham café (o
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Development and brewing kits ociam
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Digital Transformation
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Scale subscription platform and CRM to drive
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Develop partnerships with independent cafés
nationwide
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lifetime value

Stable B2B revenue
growth

Sustainability
Leadership

Adopt carbon-efficient roasting and recyclable
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reputation
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Implement KPI tracking and planning cycles

Broader customer
engagement

Improved performance
discipline
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STAKEHOLDER GROUP EXPECTATIONS

Founders Growth, profitability, brand
integrity

Employees Fair pay, training, job stability

Customers (Retail/ Quality, convenience, sustainbility

Subscribers)

Wholesale Partners Reliability, training, consistency

Suppliers (Farmers) Fair pricing, long-term contracts

Local Community Employment, local contribution

Regulators Compliance with food and
environmental laws
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Timeline
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Key Actions
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Expected Outcomes |
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Challenge

Limited fnancial
resources

Skill shortages

Time constraints

Inflationary
cost pressures

Supply chain risks

~ Implication for QHC

May slow digital
investments

Limited digital &
operations expertise

Founders overburdened
with operations

Margin erosion

Mitigation Strategy

Stagger implementation;
seek local SME
funding grants

Outsource selectively;
train internal staff

Delegate via RACI and
structured govemance

Focus on efficiency and
value-added differentiation

Bean shortages
or cost spikes

Build multi-origin
sourcing resilience
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