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[bookmark: _Toc236483286]1. Introduction 
[bookmark: _Toc236483287]1.1 Background to the UK Coffee Industry
Coffees are one of the fastest-growing and largest food and beverage industries in the UK. This growth of coffee consumption in Britain has been influenced by the shift in lifestyle, urbanisation and a growing preference for premium food and beverage experiences. The British Coffee Association estimates that the UK drinks 98 million cups of coffee each day, highlighting the economic and social value of the coffee industry. Coffee shops in the UK include multi-national chains, independent coffee shops and specialty coffee retailers, who compete on product quality, customer service, innovation and sustainability. While consumer expectations are continually changing, it is becoming more critical for coffee businesses to stand out from the crowd by offering high-quality products and responsible business practices (British Coffee Association, 2024; Mintel, 2024).
[bookmark: _Toc236483288]1.2 Growth of Specialty Coffee
Specialty coffee has been booming for the last ten years, as people have become more demanding for higher quality coffee, greater variety of taste and more personalised experiences in coffee shops. Specialty coffee shops put more emphasis on quality, high-quality beans, traceability, and direct coffee-to-coffee interactions with producers, unlike traditional coffee outlets. Consumers under 40 will accept higher prices for ethically grown coffee, with a focus on superior quality and a brand they know and trust (Mintel, 2024). Such an increasing trend creates considerable business opportunities for new independent coffee establishments that are able to effectively stand out using their quality, sustainability, and customer relationships (Statista, 2025).
[bookmark: _Toc236483289]1.3 Ethical Sourcing Trends
Ethical sourcing is an important competitive element in the international coffee industry. Businesses need to buy and sell coffee beans from supply chains that are fair and transparent, benefitting farmers' livelihoods, respecting workers' rights and promoting environmental responsibility, or risk losing consumer trust. Direct trade relationships, along with certification schemes like Fairtrade and Rainforest Alliance, have emerged as significant tools for ensuring responsible sourcing and improving consumer confidence (Fairtrade Foundation, 2024). Ethical sourcing practices can enhance brand reputation, foster customer loyalty, and establish sustainable competitive advantages for businesses (Porter and Kramer, 2019).
[bookmark: _Toc236483290]1.4 Sustainability Challenges
Even though the coffee market is still growing, there are big problems for the coffee industry with regard to sustainability. Coffee businesses are facing greater pressure to move towards more sustainable operations, brought on by the changing climate, rising production costs, disruptions in the supply chain, biodiversity loss, and a growing consumer expectation for more responsibility in their coffee consumption. The International Coffee Organization (2024) is placing greater pressure on coffee retailers to minimize waste, lower carbon emissions, implement more sustainable packaging and responsibly source their coffee along the supply chain. This will take place if sustainability is not considered as an issue of business strategy but as a business social responsibility initiative.
[bookmark: _Toc236483291]1.5 Business Idea
The Ethical Bean Coffee House is a project that is part of a Business Development Proposal for a premium, specialty coffee house that seeks to define its niche in the market by incorporating ethical sourcing and sustainable supply chain management principles into all aspects of business. The business that is envisioned wants to offer a quality specialty coffee while simultaneously building value for customers, suppliers, local communities and the environment through their responsible sourcing, sustainable business practices, and exceptional customer experience.
[bookmark: _Toc236483292]1.6 Problem Statement
While the UK coffee market keeps growing, but competition amongst coffee retailers has increased significantly. Given people's high expectations for a consistent taste and service, it is difficult for many local coffee shops to match the popularity of the national brands because they are not well known and lack the funds to operate like large chains. Meanwhile, rising demand for ethically-sourced and eco-friendly goods opens door for new business models. Therefore, a viable business plan is required to be developed that provides evidence of a sustainable competitive advantage that can be achieved through ethical sourcing and sustainable supply chain, for an independent specialty coffee company.
[bookmark: _Toc236483293]1.7 Research Question
How can ethical sourcing and sustainable supply chain management be utilised to develop a competitive premium specialty coffee shop in the UK? 
[bookmark: _Toc236483294]1.8 Aim
To develop a business proposal for a premium specialty coffee shop that leverages ethical sourcing and sustainable supply chain management to enhance competitive advantage in the UK.
[bookmark: _Toc236483295]1.9 Objectives
· To analyse the UK specialty coffee market and identify opportunities for establishing a premium independent coffee shop. 
· To evaluate the role of ethical sourcing in enhancing customer value and brand differentiation. 
· To examine how sustainable supply chain management contributes to operational efficiency and long-term business sustainability. 
· To develop a competitive business model and implementation strategy for The Ethical Bean Coffee House.  
[bookmark: _Toc236483296]1.10 Outline of the Proposal
The remainder of this proposal is organised into seven sections. Chapter Two critically reviews the literature relating to specialty coffee, ethical sourcing, sustainable supply chain management, and competitive advantage. Chapter Three explains the qualitative secondary research methodology adopted in the study. Chapter Four presents the initial market opportunity analysis, including an assessment of the UK specialty coffee market and competitive environment. The proposal then discusses its limitations, outlines the project timeframe, and concludes by summarising the expected contribution of the proposed business development strategy.


[bookmark: _Toc236483297]2. Literature Review 
[bookmark: _Toc236483298]2.1 Introduction
The aim of this literature review is to critically analyse and discuss the current academic and industry literature on the topic of the proposed business development of The Ethical Bean Coffee House. The review concentrates on the UK specialty coffee industry, ethical sourcing, sustainable supply chain management, competitive advantage and consumer behaviour, and provides the theoretical and practical groundwork for the proposed business. Some of the previous studies show that people are more loyal to a product that is both high quality and ethically and environmentally friendly, with sustainability now being an integral part of the competitiveness of companies in the coffee market (Kotler et al., 2021; Saunders et al., 2023). 
[bookmark: _Toc236483299]2.2 UK Specialty Coffee Industry
Over the last 10 years, the UK specialty coffee market has grown significantly as consumers' increasing desire for high quality coffee experiences, combined with their changing lifestyles and rising disposable income, has driven the market. The British Coffee Association (2024) estimates that some 98 million cups of coffee are drunk each day in the UK, making it a significant economic activity. Increasing demand for high quality drinks, customisation and unique brand identities in cafés over standardised products drives this trend (Mintel, 2024).
Statista (2025) shows that the premium coffee segment is outpacing conventional coffee retailing, as specialty coffee is perceived as having superior quality, authenticity, and sustainability. This has given independent coffee shops great value-adds to differentiate such as artisan roasting and using locally sourced ingredients and personalised customer service. Despite this, there is strong competition from established coffee chains like Starbucks, Costa Coffee and Caffè Nero, and smaller, independent outlets need to get their competitive positioning right with innovation and responsible business practices (Mintel, 2024).
[bookmark: _Toc236483300]2.3 Ethical Sourcing
Sustainable coffee sourcing has become a core component of a company's imputable business strategy in the coffee sector. Ethical sourcing means that the coffee is sourced by supply chains that allow for fair prices, decent working conditions, protections for the environment and long term relationships with coffee farmers (Fairtrade Foundation, 2024). Organisations like Fairtrade and Rainforest Alliance offer internationally recognised standards which can assist businesses in establishing responsible sourcing and boost consumer confidence.
Direct Trade has received growing interest from coffee retailers, who now have the ability to work directly with farmers, cutting out the middlemen and increasing transparency. These connections can enhance the quality of the coffee beans and boost the incomes of producers and farmers, while also promoting sustainable agriculture (Raynolds, 2021). Clear supplier relationships also help build supply chain resilience, as it boosts trust, communication and resolves operational uncertainties. Transparency is becoming a key competitive advantage for companies and the expectation of the consumer is growing about transparency in companies. (Kotler et al., 2021).
[bookmark: _Toc236483301]2.4 Sustainable Supply Chain Management
Sustainable supply chain management (SSCM) involves the incorporation of environmental, social and economic goals at every stage of the supply chain from procurement to production, distribution and waste management. To meet the goals of sustainable business performance, Elkington (1998) proposes a Triple Bottom Line (TBL) approach, which requires organisations to focus on achieving three objectives: economic prosperity, environmental protection, and social equity. 
The Circular Economy model also fosters sustainability by promoting the minimisation of waste, re-use, and maximisation of the life cycle of a product over conventional linear production models (Geissdoerfer et al., 2020). Sustainable procurement drives the procurement of products from suppliers with a good environmental and social record; green logistics is concerned with minimizing the emissions generated in transport, by optimizing distribution and, wherever possible, by sourcing locally. In addition, waste reduction strategies such as the use of recyclable packaging, reusable cups, coffee grounds composting, energy-efficient equipment can lower the operating expenses and enhance the environmental impact (European Commission, 2023). These sustainable supply chain practices, taken together, create organisation's resilience and boost their reputation among people with environmental awareness.
[bookmark: _Toc236483302]2.5 Competitive Advantage
Sustainable competitive advantage is still the key for independent coffee enterprises in a competitive environment. According to Porter (1985), there are three generic strategies that allow the firms to gain a competitive advantage, namely cost leadership, differentiation, and market focus. Differentiation through the quality of their product, their ethical sourcing, and their customer experience is the best way to differentiate for premium specialty coffee businesses.
According to the Resource-Based View (RBV) of the firm (Barney, 1991), organizations achieve long-term competitive advantage by acquiring resources that are valuable, rare, inimitable and non-substitutable. Ethical supplier relationships, expertise in sustainability, a powerful brand and customer trust are strategic strengths that may be hard to duplicate. Likewise, Value Chain Analysis helps businesses recognize business opportunities to add value to customers along the value chain activities of procurement, operations, marketing and customer service (Porter, 1985). 
[bookmark: _Toc236483303]2.6 Customer Behaviour
Consumer attitudes and buying patterns in the UK coffee market have changed dramatically; and ethical and environmental issues are becoming an important part in the purchasing decision. Brands that have proven their sustainability, authenticity and corporate responsibility are gaining consumer preference, further research indicates, alongside delivering good product quality (Deloitte, 2024). Demand for transparency of product origin and supply chain practices is a conscious call by younger consumers, especially Millennials and Generation Z.
Other research indicates that those who are eco-friendly are more likely to be loyal toward companies whose values match their own (Kotler et al., 2021). In addition, many consumers are willing to pay more for ethically sourced coffee that is environmentally friendly and has transparency in its production practices (Mintel, 2024). 
[bookmark: _Toc236483304]2.7 Research Gap
The study of specialty coffee markets and their implications, sustainability elements in the supply chain, and competitive advantage are discussed individually in great detail in existing literature. In contrast, the research that has combined these ideas into a business development proposal is relatively limited and focuses on a business development proposal for an independent specialty coffee shop in the UK market. Current evidence is largely directed toward multinational coffee companies or targets sustainability in a corporate social responsibility lens instead of as a viable framework for business model development.
[bookmark: _Toc236483305]3. Methodology 
[bookmark: _Toc236483306]3.1 Research Philosophy
This Business Development Proposal employs an interpretivist research philosophy, giving emphasis to the social, organisational and contextual aspects that shape the business phenomena, instead of only objective measurement. The goal of this study is to gain an understanding of how ethical sourcing and sustainable supply chain management could lead to competitive advantage in the UK specialty coffee industry, hence the use of interpretivism is appropriate as the study is based on an analysis of the knowledge and industry evidence already available. The research does not aim at testing pre-determined hypotheses but rather the results of published academic and professional sources are interpreted to formulate an evidence based business proposal (Saunders et al., 2023).
[bookmark: _Toc236483307]3.2 Research Approach
The study adopted an inductive research method where themes and insights are generated from the literature and secondary evidence found. An inductive approach is suitable since the research is conducted to gain understanding of existing business practices, sustainability programs and market trends and then an innovative business model is suggested for The Ethical Bean Coffee House. The approach is not based on statistical testing but upon interpretation of existing evidence, which allows conclusions and recommendations to be drawn. (Bryman, 2021)
[bookmark: _Toc236483308]3.3 Research Design
A qualitative research design will be used to allow for an in-depth understanding of the issues surrounding ethical sourcing and sustainable supply chain management, along with customer behaviour and competitive strategies in the UK specialty coffee market. Qualitative research allows the researcher to critically review literature, discover themes and find interpretation within complex business issues relevant to the proposed business venture (Saunders et al., 2023).
[bookmark: _Toc236483309]3.4 Research Strategy
This study is going to be a secondary research. No primary research will be conducted and therefore questionnaires, interviews, focus groups, observations and other human participants-based research methods will not be employed. All research will be based on published information to assess the market and to formulate practical suggestions for the creation of a premium specialty coffee shop in the UK.
[bookmark: _Toc236483310]3.5 Data Collection
Secondary data will be gathered from valid and reliable sources that are legally available. These include peer-reviewed journals from academic journals, authoritative books, government publications, industry reports available in the UWTSD Library or via authorised subscription, annual reports for companies and information found on official company websites. All information will be taken from publicly available company documents and publicly accessible publications. In the absence of commercial market reports (e.g. Mintel or IBISWorld) appropriate alternative sources will be used from the UWTSD Library or from reputable publications.
[bookmark: _Toc236483311]3.6 Data Analysis
The analysis of the collected secondary data will be done by thematic analysis, comparative analysis and market benchmarking. Recurring themes from Thematic Analysis will be related to ethical sourcing, sustainability, and competitive advantage. Comparative analysis will be used to understand what are the similarities and differences between current coffee companies and their current sustainability strategies. Market benchmarking will be used to identify market leaders and best practices, and the best opportunities for The Ethical Bean Coffee House.
[bookmark: _Toc236483312]3.7 Ethical Considerations
This is a low risk secondary research project that has received ethical approval from the University of Wales Trinity Saint David (UWTSD) Research Ethics process. The study does not include participants, questionnaires, interviews or personal and/or sensitive data. This means that questions of participant consent, confidentiality, anonymity and privacy do not arise. Research materials will be kept safely on the researcher's password protected computer and secure UWTSD Microsoft OneDrive account in line with the UWTSD research ethics and integrity code of practice and research data management policy (UWTSD, 2024)
[bookmark: _Toc236483313]4. Initial Market Opportunity Analysis 
[bookmark: _Toc236483314]4.1 UK Coffee Market Overview
The UK coffee market is one of the most dynamic areas of the food and beverage industry, as consumer demand for the highest quality coffee experiences and environments grow. In the United Kingdom, the British Coffee Association (2024) report that coffee remains an economically important industry with about 98 million cups of coffee consumed per day. The coffee shop industry has remained resilient, despite a period of inflation and evolving consumer behaviours, and specialty coffee has performed better than traditional coffee products, as consumer interest in quality, authenticity and sustainability has increased (Mintel, 2024).
There are a number of consumer trends that are influencing the market for coffee in the UK. Consumers are more and more demanding of ethically-sourced coffee, environmentally-friendly practices, custom-made customer experiences, and high-quality products. Among the younger generations, especially Millennials and Generation Z, there is a clear preference for products that have a social responsibility and a strong commitment to the environment. (Deloitte, 2024). Moreover, the rise in hybrid working has fuelled the market's need for cafés that offer a comfortable space for remote working, informal business meetings, and social interaction, presenting new opportunities for independent specialty coffee shops (Statista, 2025).
With rising awareness of coffee origins, roasting methods, and sustainability certifications, the premium coffee market remains robust and continues to grow. This has fueled the growth of independent specialty coffee shops, artisan products, direct trade coffee and unique customer experiences. In this regard, the UK's conditions are conducive to the establishment of The Ethical Bean Coffee House, especially when the company is able to stand out from the crowd by its ethical coffee sourcing and sustainable operations.
[bookmark: _Toc236483315]4.2 Target Market
The proposed business will be directed towards some of the customers that do fit their purchasing behaviours to the company's business model focused on ethics and sustainability.
The main target market is urban professionals who are looking for high quality coffee, a comfortable work setting and convenient location for business meetings. Often, these customers will have more disposable income and show willingness to pay for a better quality and enhanced service experience (Mintel, 2024).
Another important group is university students, who often go to coffee shops to study, socialise and work collaboratively. Cafés that are welcoming, provide free Wi-Fi and have premium coffee that is not too expensive are increasingly being appreciated by students.
The business will also focus on remote workers who are now working remotely due to a flexible working arrangement, which has driven up the demand for cafés to be used as an informal workplace. This is a growing market segment of which comfortable seating, reliable internet access and extended hours will be supportive.
Also, ethical consumers are a growing group of customers. The consumers are actively engaged with businesses that focus on using Fairtrade certified products, sustainable sourcing, recycled packaging, and environmentally friendly activities (Fairtrade Foundation, 2024). The business will then focus on the coffee drinkers who appreciate speciality coffee beans, craftsmanship from the barista, and personalised service, allowing the business to charge premium prices for their coffee based on quality and ethical methods.
[bookmark: _Toc236483316]4.3 Competitor Analysis
The UK coffee market is highly competitive, with large coffee brands as well as small and independent specialty coffee shops.
Starbucks has a strong brand, digital loyalty programme, wide product offerings and an omnipresent customer experience that enables it to maintain a strong market position. But, for some consumers the brand's authenticity is less than that of independent specialty coffee stores.
Widespread accessibility, competitive pricing, and the range of products are Costa Coffee's main points of competition, as the UK's largest chain of coffee shops. Although Costa has adopted sustainability measures, there are opportunities to stand out from the competition – offering personalised service and community engagement – for smaller enterprise.
Caffè Nero is marketed as a high quality European style coffee house, with a focus on the quality of the coffee and the ambience of the coffee shop. However, it may not be very flexible when it comes to providing a customer experience that is specific to the region.
Independent specialty coffee shops, however, rely on the provision of artisan coffee, local roasted coffee, personalized service and unique brand identity. Compared to the larger, multinational businesses, independent cafés typically have less funding, but they build more authentic and meaningful relationships with their customers by engaging with the community and adopting ethical sourcing methods (Mintel, 2024).
Thus, The Ethical Bean Coffee House can stand out from competitors by offering a clear value proposition to environmentally and socially aware customers that includes ethical sourcing, sustainable supply chain management, quality coffee, and great customer experience.
[bookmark: _Toc236483317]4.4 SWOT Analysis
A preliminary SWOT analysis points out the commercial possibilities of the business proposed.
Its strengths are: its unique ethical sourcing approach, sustainable supply chain management, high-quality coffees, and the high brand values and growing consumer expectations of environmentally responsible businesses.
Its drawbacks are its limited capital, brand awareness when entering the market and reliance on trusted ethical coffee providers.
The continued expansion of the UK specialty coffee market, rising consumer interest in sustainable consumption, an increase in demand from those who work remotely and increasing willingness by customers to pay premium prices for ethically sourced products are all creating opportunities.
Competition, rising operating costs, price volatility in the coffee market, supply chain disruption due to climate change and economic downturns and shifting consumer spending are all threats.
In conclusion, the SWOT analysis suggests that the market potential for the proposed business is favourable, with the key focus on achieving effective differentiation and operational efficiency.
[bookmark: _Toc236483318]4.5 Value Proposition
The value proposition for The Ethical Bean Coffee House is based around providing high quality specialty coffee, ethically and sustainably sourced, and providing excellent customer experiences. The business will buy ethically sourced coffee beans from responsible suppliers, who practice fair trade and environmental responsibility, improving the quality of the products and building customer trust (Fairtrade Foundation, 2024).
Operational sustainability will be part of the business as a whole, reinforced by the implementation of environment-friendly procurement, re-usable and recyclable packaging, waste reduction programs, energy efficient processes and sustainable relationships with suppliers. Such practices will not only benefit the environment but also contribute to the operational efficiency of the business in the long run and enhance its brand value.
The coffee shop will offer high-quality goods, as well as comfortable and inviting areas for socializing, studying, and remote working. This will be further enhanced by a community-focused approach, such as working with local suppliers and sustainability efforts, which will further boost customers' engagement and create long-term brand loyalty. In total, this is an integrated value proposition that makes The Ethical Bean Coffee House a unique, high quality specialty coffee shop with a sustainable competitive advantage in the UK coffee market.
[bookmark: _Toc236483319]5. Limitations 
The business development proposal comes with a number of restrictions which must be taken into consideration when making sense of its results. The study has used only secondary data which are acquired from academically published journals and government documents, industry reports and official company documents. It is therefore dependent upon the quality, reliability and the currency of the information published. Secondly, some commercial market reports (e.g. Mintel, IBISWorld and Statista) may be unavailable for subscription or access, so using other credible sources as appropriate will be necessary. Thirdly, no primary data will be gathered from customers, suppliers or any other stakeholders; thus first-hand perceptions, preferences and experiences will not be captured. Moreover, the UK coffee market is extremely volatile due to shifting consumer habits, economic downturns, inflation and sustainability policies, which may impact the opportunity in the future. Even with these constraints, multiple credible secondary sources and systematic analysis will increase the validity, reliability and practical relevance of the proposed business development plan.
[bookmark: _Toc236483320]6. Timeframe (16 Weeks)
	Activity
	July
	August
	September
	October

	Finalise research topic and obtain ethical approval
	✓
	
	
	

	Preliminary literature search
	✓
	
	
	

	Comprehensive literature review
	✓
	✓
	
	

	Secondary data collection
	
	✓
	
	

	Organise and review collected data
	
	✓
	
	

	Thematic analysis, comparative analysis and market benchmarking
	
	✓
	✓
	

	UK market opportunity analysis
	
	
	✓
	

	Business model and competitive strategy development
	
	
	✓
	

	Draft business development proposal
	
	
	✓
	✓

	Editing, proofreading and formatting
	
	
	
	✓

	Final review and submission
	
	
	
	✓


[bookmark: _Toc236483321]7. Conclusion 
The purpose of this business development proposal is to build a plan based on evidence to establish The Ethical Bean Coffee House, a premium specialty coffee shop that can build competitive advantage in the coffee market in the UK through the ethical sourcing of coffee and the management of sustainable supply chains. The study will use only credible secondary sources to explore market trends, consumer preferences, ethical sourcing methods, and sustainable business approaches, in order to evaluate the business viability of the proposed venture. Proposal combines existing business and strategic management theories and evidence from the industry to determine market opportunities and to formulate practical recommendations for a competitive and sustainable business model.
The methodology proposed is based on the philosophy of interpretivism, an inductive approach and a qualitative secondary research technique, which among other things will make the analysis of the study dependent on reliable academic literature, government publications, industry reports and official company information, never involving human subjects and never collecting personal data. This is a good way to approach a low-risk secondary research project and meets ethical obligations. In general, the proposal will provide useful lessons and insights into the implementation of ethical sourcing and sustainable supply chain management to improve the competitive positioning, value to customers and better long-term sustainability of business. 
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