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[bookmark: _Toc238896179]Chapter 1: Introduction
[bookmark: _Toc238896180]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: _Toc238896181]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: _Toc238896182]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: _Toc238896183]1.4 Aim, Objectives and Research Questions
[bookmark: _Toc238896184]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: _Toc238896185]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: _Toc238896186]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: _Toc238896187]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: _Toc238896188]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: _Toc238896189]Chapter 2: Company Description
[bookmark: _Toc238896190]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: _Toc238896191]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: _Toc238896192]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: _Toc238896193]2.4 Mission, Vision and Values
[bookmark: _Toc238896194]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: _Toc238896195]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: _Toc238896196]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: _Toc238896197]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: _Toc238896198]Chapter 3: Literature Review
[bookmark: _Toc238896199]3.1 Introduction
This literature evaluation provides the academic underpinning for assessing The Ethical Bean Coffee House in Covent Garden's market opportunity, strategic needs, and commercial viability. Speciality coffee, customer value, ethical sourcing, sustainable supply-chain management, and competitive advantage are its priorities. Strategic frameworks are critically examined to determine how they describe the proposed business's external environment, resources, value creation, customer proposition, and business model. Porter's competitive strategy, RBV, PESTLE, Five Forces, and TBL, reinforced by Value Chain, VPC, and BMC, are key views.
[bookmark: _Toc238896200]3.2 Specialty Coffee, Consumer Value and Ethical Consumption
Over time, speciality coffee has become about quality, provenance, workmanship, and premiumization. This allows individual coffee shops to compete on client value rather than volume. Product quality, convenience, and sensory and ethical benefits can add value to consumers (Holbrook, 1999). In coffee markets, provenance and openness may increase product value when consumers consider production and sourcing.
According to ethical consumption literature, sustainability and responsible sourcing might affect buy intentions and willingness to pay, but favourable ethical attitudes do not always lead to purchases. This relationship can be limited by price, convenience, quality, and trust (Carrington, Neville, and Whitwell, 2010 Sustainable consumption may require balancing environmental principles with consumer needs (White, Habib and Hardisty, 2019). Thus, The Ethical Bean Coffee House may differentiate itself with ethical orientation, but sustainability may not automatically attract customers. The research recommends assessing ethical value alongside quality, pleasure, convenience, and pricing.
[bookmark: _Toc238896201]3.3 Ethical Sourcing and Sustainable Supply-Chain Management
Source items and materials ethically, considering social, environmental, and economic implications. Sustainable supply-chain management covers procurement, supplier relationships, operations, and value creation (Carter and Rogers, 2008). Responsible sourcing and traceability can boost confidence, authenticity, and distinction for speciality coffee brands.
However, sustainability presents operational issues. Responsible procurement may cost more, require more supplier verification, and make it harder to maintain standards across distant supply chains. Greenwashing can harm customer trust, thus organisations making environmental or ethical claims must give convincing evidence (Delmas and Burbano, 2011). Thus, sustainable supply-chain management is an organisational competency that requires transparency, supplier management, and operational consistency, not just a promotion. This is significant to The Ethical Bean Coffee House since it offers speciality quality, ethical sourcing, and sustainable operations.
[bookmark: _Toc238896202]3.4 Competitive Advantage: Porter and RBV/VRIO
Porter's (1985) competitive strategy suggests cost leadership, distinctiveness, and focus for competitive advantage. Ethical sourcing, speciality quality, and customer experience may increase operating costs for The Ethical Bean Coffee House, making differentiation better than cost leadership. The business might target Covent Garden consumers seeking excellent coffee and ethical value with a focused differentiating strategy.
Resource-Based View complements internal perspective. Valuable, rare, difficult-to-imitate, and organisationally supported resources can sustain competitive advantage, according to Barney (1991). The VRIO logic emphasises supplier connections, sourcing knowledge, brand reputation, sustainability, and customer experience. Porter focuses on how the business competes, while RBV/VRIO explains its internal resources. Differentiation requires an attractive market position and capabilities that competitors cannot easily replicate.
[bookmark: _Toc238896203]3.5 External and Industry Environment: PESTLE and Five Forces
The PESTLE framework examines political, economic, social, technological, legal, and environmental factors (Yüksel, 2012). For The Ethical Bean Coffee House, economic pressures like inflation and operating costs, social trends around ethical consumption, digital ordering technology, legal requirements for food operations, and environmental pressures on coffee supply are important. PESTLE is generally an environmental scanning tool and does not explain firm-level capabilities or competitive positioning.
Porter's (1979) Five Forces examines rivalry, new entrants, suppliers, buyers, and substitutes. It is especially useful in a competitive coffee-shop environment where established competitors can increase rivalry and alternative cafés, at-home coffee, and other beverages create substitution pressures. Five Forces evaluates industry structure, not customer-value design or internal capability. Therefore, it works best with RBV and Porter's Generic Strategies.
[bookmark: _Toc238896204]3.6 Value Creation and Sustainability: Value Chain and TBL
The 1985 Porter Value Chain describes how firms create value through inbound logistics, operations, marketing, sales, and service. Applied to The Ethical Bean Coffee House, value can potentially flow from ethical sourcing and supplier relationships through coffee preparation and service to the final customer experience. However, the traditional value chain may underrepresent intangible outcomes such as social responsibility and community value.
The Triple Bottom Line broadens sustainability evaluation through People, Planet and Profit (Elkington, 1997). Ethical supplier relationships and labour considerations address People; waste, packaging and resource efficiency address Planet; while revenue, differentiation and commercial viability address Profit. TBL therefore complements competitive frameworks by recognising that sustainability must generate social and environmental value without ignoring financial viability.
[bookmark: _Toc238896205]3.7 Customer and Business Model Tools: VPC and BMC
The Value Proposition Canvas helps connect customer jobs, pains and gains with the proposed value proposition (Osterwalder et al., 2014). Customers may seek quality coffee, convenience and social or work spaces while experiencing concerns about poor quality, limited transparency or unsustainable practices. The framework can therefore test the fit between these needs and the proposed combination of specialty coffee, ethical sourcing and customer experience. However, it cannot replace primary consumer research.
The Business Model Canvas integrates customer segments, value proposition, channels, relationships, revenue streams, resources, activities, partners and costs (Osterwalder and Pigneur, 2010). It is useful for connecting sustainability and customer value to commercial design, although it is primarily a business-design tool rather than a theory of competitive advantage.
[bookmark: _Toc238896206]3.8 Integrated Framework and Research Gap
The frameworks are most useful when integrated rather than applied independently. PESTLE identifies macro-environmental conditions, while Five Forces examines industry competition. RBV/VRIO identifies internal resources and capabilities, and Porter explains competitive positioning. Value Chain examines value-creating activities, while TBL evaluates sustainability across People, Planet and Profit. VPC links customer needs to value creation, and BMC connects the proposition to the wider business model.
The literature nevertheless reveals an integration and contextual gap. Existing research addresses ethical consumption, sustainable supply chains, specialty coffee and competitive advantage, but these themes are often examined separately. There is limited integrated consideration of how ethical sourcing → sustainable operations → customer value → differentiation → business-model feasibility can operate within an independent premium specialty coffee business in a highly competitive London location such as Covent Garden. This proposal addresses that gap by combining strategic, sustainability, customer-value and business-model perspectives to evaluate whether ethical and sustainable practices can become commercially meaningful sources of differentiation for The Ethical Bean Coffee House.
.




[bookmark: _Toc238896207]Chapter 4: RESEARCH METHODOLOGY
[bookmark: _Toc238896208]4.1 Introduction
The methodology to be used to investigate the business environment and strategic feasibility of The Ethical Bean Coffee House is explained in this chapter. The research design used in this research is the secondary research, which is the combination of quantitative and qualitative evidence to get balanced information about the proposed business. Both quantitative evidence (e.g. market size and growth, pricing, costs and financial assumptions) and qualitative evidence (e.g. consumer trends, competitors, sustainability, industry conditions and strategic issues) are examined. The methodology will be appropriate for application of the strategic frameworks such as PESTLE, Porter's Five Forces, SWOT, Value Chain Analysis, RBV/VRIO and Porter's Generic Strategies (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc238896209]4.2 Research Approach and Design
The study is conducted using secondary research with exploratory and descriptive approach. The evidence needed for the proposal is required for the coffee shop market, consumer behaviour, competitors, economic condition and sustainability but it is not required to collect primary responses so secondary research is appropriate. Secondary data may give access to a broader spectrum of existing evidence and enable researchers to compare data from various sources (Saunders, Lewis and Thornhill, 2019).
Notably, the research is not just qualitative. Both qualitative and quantitative secondary evidence are analysed. Quantitative evidence comprises of market value, growth rates, prices, operating costs and financial assumptions, while qualitative evidence covers consumer preference, sustainability trends, competitor strategies, regulatory developments and industry commentary. (Creswell and Creswell, 2018).
Emphasis is on the UK, and on the market context relevant to The Ethical Bean Coffee House. Competitor evidence is taken into account when it relates to the proposed business model, customer proposition and positioning in the market.
[bookmark: _Toc238896210]4.3 Data Sources and Literature Search Strategy
A search of the academic literature was carried out using the databases of Scopus, Web of Science, Science Direct, Google Scholar and the UWTSD Library databases. These sources were chosen as they offer the possibility of peer-reviewed research and approved academic publications.
Relevant industry and organisational sources were also reviewed, such as publications from UK government and institutional organisations, the Office for National Statistics (ONS), British Coffee Association, British Retail Consortium, Food Standards Agency and appropriate sustainability organisations (where relevant), as well as competitor and company reports. 
Combinations of keywords were used in searches:
In the UK, the coffee shop market is classified as follows: 
· World of coffee and tea” 
· “coffee consumer behaviour UK” 
· “specialty coffee UK” 
· “ethical coffee consumption” 
· Sustainable coffee supply chain 
· “coffee shop competitors UK” 
· “coffee pricing UK” 
· “sustainable business model coffee” 
· Coffee industry Porter 5 forces model. 
· Consumer preferences for “ethical coffee” 
The use of Boolean operators like AND and OR to narrow and/or expand the results of a search. A search of "coffee shop" AND "consumer behaviour" was performed, as well as one of "ethical coffee" AND sustainability, and one of "UK coffee market" AND growth.
[bookmark: _Toc238896211]4.4 Inclusion and Exclusion Criteria
Sources were selected where they were directly relevant to the UK coffee-shop industry, consumer behaviour, sustainability, ethical consumption, competitors, strategic management, financial assumptions and/or the theoretical underpinning of the proposal. Priority was given to peer-reviewed academic articles, scholarly books, government publications, reputable industry reports or credible corporate reports.
Sources that did not address the research question, that contained redundant information, that had no identifiable author, that appeared to have been commercial and not a reliable source or that provided information that was not suitable for appropriate verification were excluded. To ensure that the competitive context was comparable to a coffee-shop or café market, and to ensure that the competitor could provide meaningful evidence for the product offering, pricing, customer experience, sustainability, or market positioning, competitors were included only where they met these criteria (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc238896212]4.5 Data Analysis
Thematic analysis, comparative analysis and quantitative trend analysis are used to analyse the collected evidence. Qualitative information is structured in the themes: Consumer behaviour, Sustainability, Ethical sourcing, Competition, Digitalisation and Strategic positioning. Thematic analysis can be used to reveal patterns in the data, based on the text (Braun and Clarke, 2022).
Descriptive comparison is used for quantitative evidence. Market size and growth data are analysed to find trends, and competitor prices are contrasted within the same product categories for which there is data on the market. Cost data is utilized to build and evaluate financial assumptions on the proposed business. When percentages or rate of change are stated, comparisons are made between the relevant periods and not between the absolute values. 
Competitor analysis is done by comparing businesses that are relevant with the factors of price, product range, positioning and sustainability, customer experience, location, digital presence and differentiation. This is then applied in SWOT and Porter's Five Forces analysis.
[bookmark: _Toc238896213]4.6 Application of Strategic Frameworks
The evidence is analyzed within a manageable framework of complementary frameworks. PESTLE is used to analyse external influences such as political, environmental, social, technological, legal and economic (Yüksel, 2012). Porter's Five Forces is used to assess the competition in the coffee-shop market (Porter, 1980). Value Chain Analysis takes into account all activities including sourcing, operations, marketing and service that could add value (Porter, 1985).
RBV/VRIO is used to determine if resources like ethical sourcing, sustainability capability, brand reputation and customer relationships can offer valuable, rare, difficult-to-imitate and organisationally-supported advantages (Barney, 1991). Porter's Generic Strategies can be used to determine if the business in question is around differentiation, cost leadership or a focused strategy (Porter, 1985). The internal strengths and weaknesses are then combined with the external opportunities and threats through SWOT.
[bookmark: _Toc238896214]4.7 Reliability, validity and limitations
Research rigour is reinforced by the use of several academic, institutional and industry sources, through a transparent search criteria and through comparing the evidence throughout the sources. Triangulation helps to minimise reliance on any one publication and enhances the validity of findings or conclusions (Saunders, Lewis and Thornhill, 2019). However, secondary research has drawbacks. Data from the market may not be the same in terms of definitions, timing or methodology, and commercial market data may be of a promotional nature. There is also restricted access to the information of the internal competitor. 
[bookmark: _Toc238896215]4.8 Ethical Considerations
The research process involves secondary information and no human participants, questionnaires or interviews are used, therefore there is no need for consent of participants or collection of personal information. Academic honesty, however, is still important. Sources are correctly identified in a Harvard referencing style, evidence is not fabricated or deliberately misrepresented and assumptions are identified as such and distinguished from published evidence.  (Saunders, Lewis & Thornhill, 2019).





[bookmark: _Toc238896216]Chapter 5: Market Opportunity Analysis
[bookmark: _Toc238896217]5.1 Scope and Market Definition
This chapter reviews the market opportunity for The Ethical Bean Coffee House, to determine if a viable market opportunity exists for the business within a commercial context. The out-of-home coffee-shop and café consumption of urban consumers in Manchester during 2025–26 through a physical café and complementary takeaway and digital channels is the relevant market for this analysis. It's a superior cup of joe, ethically grown beans, sustainable products and a unique café experience. The main users of the café are students, young professionals, remote workers, ethical consumers and members of the public who use the café regularly. This boundary is reasonable as the proposed venture will be competing with the coffee, refreshment, convenience and experience market in the UK but not the entire market for drinks. Market attractiveness is therefore determined by market size, growth, customer, demand conditions, affordability and geographic accessibility
[bookmark: _Toc238896218]5.2 Market Size and Growth
Coffee shops in the UK offer a significant example of the potential commercial opportunity. According to Project Café UK 2026, the UK's branded coffee-shop sector saw a turnover of around £6.8 billion in 2025, making it a significant contributor to the country's economy, growth in sales value was estimated at 5.5% and outlet growth was estimated at 3.5% compared to the previous year (World Coffee Portal, 2026). According to the previous year's report, the branded sector is on track to keep expanding, valued at around £6.1 billion and with 11,456 outlets (World Coffee Portal, 2025). Sales value growth should not, however, be equated with the growth in consumption, as inflation and rising prices can also help boost sales value.
Recurring demand can be better evidenced from consumer behaviour. The number of consumers visiting the coffee shop more than once a week rose from 56% to 60% and the average spend per coffee shop visit was £6.23 (Project Café UK 2025, World Coffee Portal 2025). This is commercial because repeat revenue could occur instead of relying on occasional customers when buying occurs on a frequent basis.
However, the national market should not be pitched as the market that The Ethical Bean Coffee House can access. The national opportunity must be reduced based on the geography, target segment, channel and realistic operating capacity for the proposed national opportunity to be considered a credible market assessment. While a TAM can be determined at the national level, there is a lack of evidence on the level of the ventures to calculate a reliable SOM without resorting to unsupported assumptions. Manchester offers a large customer base. At the 2021 Census, approximately 551,937 people lived in the city and the largest five-year age group was 20-24 with 61,887 residents (Manchester City Council, 2021a). 
The opportunity is further enhanced by the wider economy in the city centre. In 2025, over £1 billion was spent in Manchester city-centre retail, hospitality and leisure businesses, with over 40 million customer visits (CityCo, 2026a). The evidence suggests, in fact, that the market is quite large and expanding. But growth is no guarantee of success for any one independent café. The potential opportunity will be realized to the extent of competition, access to the site, customer conversion and operational capacity and pricing.
[bookmark: _Toc238896219]5.3 Segmentation and Target Customer
Segmentation must be based on the fact that customers have different needs, buying habits and accessibility and that only those customers that are commercially relevant should be categorized. Geographic, demographic, psychographic and behavioural segmentation (Kotler & Keller, 2016) are four segmentation dimensions that are especially relevant to The Ethical Bean Coffee House.
The priority market is defined geographically as those who reside, study, work or routinely spend leisure time within a reasonable travelling distance from the proposed Manchester site. City centre customers may therefore be more relevant than the whole of the Manchester residential population as the pattern of cafe purchases is dependent on the daily mobility and accessibility.
Demographically, younger adults are of special interest. Manchester's 2021 Census recorded 61,887 residents aged 20–24 and 52,583 aged 25–29 (Manchester City Council, 2021a). This means there is a significant pool of students, graduates and early career professionals with the potential of being able to adapt to a café concept around socialising, studying, working and ease of consumption. The city also has a highly educated population with 37.6% of people aged 16 and over with a Level 4 qualification or above (Manchester City Council, 2021b).
The most important customers in terms of psychographic are consumers who are interested in quality, ethical sourcing, sustainability, authenticity and experience. There is some external support of this positioning. A study by the Fairtrade Foundation revealed that 94% of UK consumers were made aware of the Fairtrade label, and 84% of the population said they trusted the label. Moreover, according to the latest study from the Fairtrade Foundation, 71% of UK shoppers said they regularly buy at least one Fairtrade product a month (Fairtrade Foundation, 2025). 
[bookmark: _Toc238896220]5.4 Pain Points, Unmet Needs and Demand
People don't just have an opportunity to drink coffee. It will be dependent on how critical the customers' needs are and whether there are already adequate substitutes. Ease of access to quality coffee is one crucial need. Cafés are also frequent consumption occasions for many consumers as shown by their frequency of visits to coffee shops (World Coffee Portal, 2025). Another possibility for need relates to differentiation and experience. In addition to offering specialty products, authenticity, personalised service and unique experiences, independent cafes can compete on other terms that aren't necessarily the scale benefits of larger chains (MONIN, 2024). 
Another potential source of customer value is sustainability. Ethical certification and responsible sourcing has the potential to affect consumers' perceptions, as demonstrated by high recognition and trust in Fairtrade (Fairtrade Foundation, 2025). The following evidence should be treated with caution, however. The information is indicative of consumer knowledge and buying habits at the UK level and does not necessarily reflect Manchester customers' willingness to pay a certain price for The Ethical Bean Coffee House. Therefore, sustainability should be a supplement and not a replacement of the core-product/service value.
One of the major limitations is price sensitivity. According to Project Café UK, value and consumer price awareness are key characteristics of the current coffee-shop landscape (World Coffee Portal, 2025). Consumers can react to the increased cost of coffee by decreasing the number of visits to a coffee shop, buying a less expensive product, or switching to another coffee house or to make coffee at home. This sets up competition for an independent business.
This risk is aggravated by inflation. The price of food and non-alcoholic drinks rose by 4.5% in the year leading up to December 2025 (ONS, 2025). An increase in household expenditure may have an effect on discretionary expenditure, notably when customers consider purchasing premium coffee as an unnecessary luxury. The venture, in turn, requires a pricing structure that provides a reasonable affordability barrier while also making the ethical and premium attributes viable.
Overall, the evidence tells us coffee-shop consumption is real, and there may be interest in making ethical choices, but the opportunity is qualified by affordability and substitutes/competition.
[bookmark: _Toc238896221]5.5 Economic and Geographic Conditions
The economy affects customers' buying power and the business expenses. The market for coffee-shops is still growing, but value and household budget are still mindful of the consumers (World Coffee Portal, 2025). These higher food and beverage prices can also have an impact on operating costs, and lower demand for price increases among customers (ONS, 2025).
This means that there is a fundamental dilemma for The Ethical Bean Coffee House. Ethical sourcing, sustainable packaging and quality ingredients can add to the cost, but pushing all of this extra cost back to the customer could compromise its affordability. Therefore, there will be a need to establish adequate perceived value, based on quality, experience and ethical differentiation.
Manchester's demographics make for a great setting for an urban café. It has a population of about 552,000, of which it has a high number of younger adults (Manchester City Council, 2021a). The city is also culturally diverse with around 115,113 people identifying as Asian and 65,891 people identifying as Black in the Census 2021, and around 31% of residents from overseas, not from the UK (Manchester City Council, 2021c). This diversity provides opportunities for an inclusive café proposition which can appeal to different tastes and lifestyles.
Geographic accessibility is also a factor. There is a significant potential customer base outside the residential population, as a result of the activity in the city centre. In 2025, City centre saw over 40 million customer visits (CityCo, 2026a). However, the impact of that footfall at the city level does not necessarily lead to a direct impact on the sales of cafés. The exact location should then be assessed based on pedestrian traffic, transportation, local employment and educational facilities, competitor density and convenience of customers.
[bookmark: _Toc238896222]5.6 Research findings and synthesis.
This information all points to good underlying market opportunity and a conditional level opportunity for The Ethical Bean Coffee House at the venture level. The positive case is based on the size of the UK coffee-shop market, and its expansion rates, as well as evidence of frequent consumer visits and considerable consumer activity in Manchester (World Coffee Portal, 2025; World Coffee Portal, 2026; CityCo, 2026a).
The proposed target market is also in line with Manchester's demographic makeup in a reasonable way. There is also a significant potential customer base for younger adults, students and professionals, and there is signs of awareness of Fairtrade, meaning that ethical sourcing can play a part in differentiation (Manchester City Council, 2021a and Fairtrade Foundation, 2025). But the opportunity is limited due to price sensitivity, inflation, competition, substitute and variable traffic. The national market figure cannot be translated to the sales that can be expected in a new independent restaurant. Likewise, the evidence of ethical consumption does not guarantee that there is a willingness to pay a premium by customers. 
In general, the market opportunity falls in the strong but conditional category. The Ethical Bean Coffee House is most believable when it is located in an accessible Manchester spot, reaches customers who regularly drink coffee at a pub, offers a good cup of coffee, effectively shares its ethics and makes sustainability and specialty coffee an experience that customers will remember. These results provide the demand side story, and Chapter 6 will see if the competitive landscape can allow the business to grab and keep the opportunity.

[bookmark: _Toc238896223]Chapter 6: Competitive Environment Analysis
[bookmark: _Toc238896224]6.1 Scope, Frameworks and Competitive Set 
The competitive environment for The Ethical Bean Coffee House is the specialty coffee and premium café market targeting the consumers in the Monmouth Street and wider Covent Garden area of London. The analysis is based on customers who value quality coffee, café experiences, convenience and, possibly, ethical and sustainable consumption. This is because competition does not have to only be between companies that offer a similar product, but can also be determined by the availability of other products, customers, suppliers and potential competitors (Porter, 2008). 
Competitor positioning, key success factors, Porter Five Forces and PESTLE, therefore, is integrated in the analysis. These frameworks are complementary—competitor analysis helps to determine the current market structure, Five Forces gives a picture of competitive pressure, and PESTLE gives a picture of the external changes affecting the industry. Finally, whether a defensible market gap exists for an ethical, sustainable and premium proposition exists.
[bookmark: _Toc238896225]6.2 Key Success Factors 
The lessons from the UK coffee-shop market are that more goes into a successful coffee shop than just a good coffee product. Competitive intensity and scale of the UK coffee-shop market were evident in 2026: the number of outlets grew by 1%, representing an increase to £6.8 billion and 12,313 coffee shops (World Coffee Portal, 2026). But market growth doesn't necessarily lead to an attractive opportunity since their customers have more choice and their operators are under cost pressure.
The Ethical Bean Coffee House has three main success factors. Product quality and customer experience are relevant, since independent coffee shop consumers care about the quality of the experiences they have with coffee (World Coffee Portal, 2024). Secondly, the value for money has become more relevant. According to World Coffee Portal, in 2025, the average spend per visit was £6.23 and price-consciousness was the top consumer preference in the branded coffee-shop segment. 
Third, there might be differentiation based on credible responsibility and sustainability in sourcing. Previous studies have shown consumers are willing to pay premiums for ethical attributes of coffee, though this willingness differs among consumer groups (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023). This coffee-to-beverage business' sales strategy of high quality coffee and clear sourcing plus sustainable practices, thus is in alignment with potentially valuable factors already outlined in the literature. 
[bookmark: _Toc238896226]6.3 Main Competitors and Positioning
Monmouth Coffee Company and Watch House are the most relevant direct competitors as both are specialist coffee businesses that operate in the immediate Covent Garden area. The idea was laid out in the proposal and it acknowledges that it may not be enough to differentiate based on product quality if businesses are already considered to be specialty operators. 
Of particular importance, however, is Monmouth Coffee Company which has its Covent Garden shop next door to 27 Monmouth Street. It is well established and has a strong reputation for its products, making it highly competitive in local markets. Sustainability-related practices are not missing from the existing competitive set, either, as the company also markets coffee beans and related products and offers reusable alternatives to traditional takeaway cups. 
Watch House offers an additional significant standard. Its Covent Garden branch is a fusion of high-end specialty coffee and brunch, outdoor seating and a developed customer space. The business identifies itself as a “Modern Coffee experience” and has a specialist espresso and brewing offer as well as a food offer. This indicates that it is not just about the quality of coffee; it's about the atmosphere, the food, the service and the experiential value.
The competitive positioning suggests a very crowded premium / specialty space. Monmouth has a built up reputation and specialty location, WatchHouse has specialty coffee and experiential differentiation and hospitality. The Ethical Bean Coffee House offers a slightly different take on the subject, with a focus on high-quality bean and transparency regarding ethical sourcing, sustainable supply-chain and customer experience. But what this suggests is that the proposed venture has to have more than one value proposition, it has to have a multi-dimensional value proposition, and that's what the "proper" thing to do would be. Sustainability needs to be seen, believable and linked to product quality and the customer experience. 
[bookmark: _Toc238896227]6.4 Porter’s Five Forces 
Porter's Five Forces is a helpful tool for evaluating the competitiveness of the coffee-shop industry, and whether it will be able to sustain profitability. The five elements that are taken into consideration are: rivalry, new entrants, substitutes, buyer power and supplier power (Porter, 2008)
Rivalry among existing competitors — Strong
Rivalry is likely to be high due to a large market size in the UK, which is very populated and specialty operators are already present in Covent Garden. The number of outlets selling the brand in the market is 12,313 as of 2026, while there is also a significant number of independent coffee outlets, which form another competitive part of the market (World Coffee Portal, 2026). As this is a local phenomenon, it has a direct impact on quality, location and customer experience. Competition will thus be more likely to spread beyond to the areas of authenticity, service, product quality and atmosphere. 
Threat of new entrants — Moderate
Coffee retailers do not have to invest the same amount of money as highly specialised manufacturing industries. But the challenge of getting an appealing site in Central London, building a strong brand and developing supplier connections and volumes is real. There is also the challenge of getting ahold of existing customer loyalty and locations.
Bargaining power of buyers — Strong
Power of the buyer is relatively high as coffee shops are plentiful and they can switch easily with little financial or practical cost. The increased choice and price sensitivity further enhances customer power. This limits the venture's marketability to command a high price, simply on the basis of being ethically sourced. Combined benefit of quality, sustainability, transparency and experience should be perceived by customers.
Bargaining power of suppliers — Moderate
Specialty coffee enterprises rely on quality ingredients, labour and other operating inputs, all of which rely on a reliable supply of coffee-beans. Ethical sourcing can raise the bar in terms of the requirements to be put in place for the selection of suppliers, as the venture will aim to engage suppliers that show credible environmental and ethical standards. The research in sustainable supply-chain highlights the need for supplier management and the environmental and social aspects in the supply-chain decision-making (Seuring and Müller, 2008). 
Threat of substitutes — Strong
This is important because the customers can get their coffee from chain cafés independent cafés, restaurants, convenience stores, in their workplaces or at home. However, the growing variety of beverages, such as matcha and other high-quality options, extends the available alternatives (World Coffee Portal, 2025). The venture must therefore provide an experience and ethical proposition which is not easily replicable by a purchase of coffee from elsewhere.
Overall, the Five Forces are moderately unattractive to challenging competitive in nature mainly due to the strong rivalry, powers of buyers and substitutes. This is another reminder of the importance of a unique and defensible proposition.
[bookmark: _Toc238896228]6.5 PESTLE and External Change 
The PESTLE analysis is not intended to be a list of all environmental factors, but rather an identification of external developments that could have an impact on competitive conditions.
The pressure is most immediate in terms of the economy. Coffee-shop consumers in the UK are still active but more price sensitive. Meanwhile however, the market has remained robust, showing there is still a demand there even when the price rises. The current inflation in the UK also has significance as an operating consideration as it will impact on the purchasing power of families and costs for businesses (ONS, 2026). For The Ethical Bean Coffee House, it is a strategic dilemma: high ethics and premium products can help to maintain a higher margin, but if the pricing is too high, it can be limiting for demand.
Social factors are potentially favourable. Coffee-shop consumption is still very much part of UK lifestyles, with 60% of the people surveyed saying they go to coffee-shops multiple times a week in 2025. Additionally, there is evidence that ethical attributes can impact the buying of coffee and willingness to pay (Fuller, Grebitus and Schmitz, 2022). Technological issues are transforming the competition by changing the means of ordering products, payment systems and service models for convenience. Digital ordering and transactions via apps are among the advances highlighted in the World Coffee Portal, while people still appreciate the human touch and the art of making coffee. 
Food safety, employment and consumer needs – these are legal factors that add pressure for responsible sourcing, waste reduction and resource efficiency – in the environmental factors. These factors are in-line with the stated sustainability goals of the venture. Speaking of sustainable supply-chain management, it is especially relevant, because more and more, environmental and social aspects have an impact on the design of SCs (Seuring and Müller, 2008). 
Overall, PESTLE highlights a balanced external environment, with market growth and ethical consumption offering opportunities, while inflation, cost pressures and technological competition constraining the market.
[bookmark: _Toc238896229]6.6 Industry Attractiveness, Gaps and Synthesis 
Overall the evidence indicates that the UK specialty coffee market is commercially desirable from a demand perspective and difficult from a competitive perspective. Markets grew: The branded coffee-shop market grew to £6.8 billion in 2026 and outlet numbers continued to increase. The regular visits of consumers to these coffee shops also show that the consumption of coffee in the shops is still part of consumers' behavior. These positive signs, however, are offset by competitive rivalry, buyer choice and substitutes, and rising price sensitivity.
There is no evidence to support the assertion that there is a undisputed market failure in Covent Garden. Rather, Monmouth Coffee Company and WatchHouse already offer high quality specialty coffee and experiential value. It is, then, a positioning gap and not a product gap; a premium specialty coffee, backed by visibly transparent ethical sourcing, sustainable supply chain management and a unique customer experience.
This distinction is significant in the business world. Sustainability can be a differentiator but it's not necessarily a competitive advantage. Barney's resource-based view of competitive advantage states that the resources or capabilities needed to attain the competitive advantage must have value, be rare, and be costly to substitute (1991)..
In general, the industry is considered to be a conditional opportunity. Demand and market growth gives entry opportunities, and if the opportunity is credible, then The Ethical Bean Coffee House must come up with a value proposition that is differentiated in the following ways: Quality + ethical sourcing + sustainability + experience + value. This integrated judgement forms the foundation for Chapter 7 wherein the strategic response for the venture can be developed.  
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