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[bookmark: _Toc241167405]Executive Summary
The Ethical Bean Coffee House (TEBC) is a planned high quality, specialist coffee house in Monmouth Street, Covent Garden, London. The business taps into a well-established UK coffee-shop chain with a combination of specialty coffee quality and a reassuringly ethical supply chain, transparency, sustainability and bespoke customer service. TEBC will not be selling coffee primarily on price, but it will focus on differentiation – with customers who appreciate high quality coffee and want to see where it comes from and where it goes.
This market opportunity is backed by the ongoing growth of the UK coffee-shop market, such as the demand for specialty products, and hospitality and experience-led consumption. A mix of local workers and residents, and significant visitor activity, provide a broad range of potential customers in the area of Covent Garden. The proposal acknowledges however, that too much foot traffic may not necessarily mean too many sales. There are specialty and chain competitors in the local market, and customers are able to switch to other food-and-beverage options or make their own at home rather than buying at the café. Therefore, TEBC concentrates on a real customer need and not on the assumption that market growth will ensure demand.
The main target audience are consumers who value the ethical aspect of their coffee, professional city residents and selected visitors in and around Covent Garden. These consumers are likely to appreciate specialty quality coffee, ease of service, a unique ambiance and verifiable proof of responsible sourcing. TEBC's value proposition is to offer premium specialty coffee in a customer experience café with ethical sourcing, traceability and sustainability more prominent in the customer journey. It will be backed up with personalised service, well-chosen suppliers, trained baristas and clear customer communication.
The proposed competitive advantage would be based on specialty quality and customer experience with ethical differentiation. The term ethical coffee sourcing is not exclusive as the competition also can speak of sustainability and provenance. TEBC will therefore try to reinforce the differentiation by building credible supplier relations, traceability, applying sustainability practices in a consistent way and being visible in customer communications. A staged approach will first target a smaller portion of the Covent Garden and a targeted group of customers, before the business will expand into the rest of the space.
From an operational viewpoint, the project will rely on a physical café, a digital payment system, a customer-engagement system and a stock-management system. The first operating model will focus on reliable suppliers, the correct espresso and preparation equipment, trained staff, efficient customer flow, inventory controls and standard operating procedures. In Year 1, their planning assumption is that they will have 135 transactions per trading day, over 310 trading days, which means that they will have about 41,850 transactions and are expecting to generate £292,950 in revenue, with the average transaction value being £7. The contribution margin for a business is 70% with a 30% variable-cost assumption. The total fixed operating costs are of the order of £205,000 which means it should break even at about £292,857 in revenue, approximately 41,837 transactions or about 135 transactions per day. This means there is just a small margin of safety and it is important to validate the demand, control costs and protect working capital.
The proposed start-up investment is around £200k for premises and fit-out, equipment, initial stock, professional/pre-opening costs, recruitment/training, launch marketing and working capital. It will be a phased implementation that will take 4 months to implement, including funding and compliance, premises and equipment, supplier confirmation, recruitment and training, marketing, soft launch and full launch, and KPI monitoring post launch.
The outcomes expected are a financially managed specialty café, the building of repeat customers, a realistic approach to ethical sourcing and a logical way of thinking about future growth opportunities, along with a consistent service quality. The key success factors will be proven customer demand, ethical and reliable suppliers, quality consistency of specialty coffees, trained staff, measurable aspects of service, disciplined cost control and credible aspects of the sustainability communication. Overall, the proposal is seen as a good one to support a staged and conditional launch, provided it is finalized with funding, regulation, premises, supplier, staffing and demand validation.
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[bookmark: _Toc241167407][bookmark: _GoBack]Chapter 1: Introduction
[bookmark: _Toc241167408]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). 
The Ethical Bean Coffee House (TEBC) is proposed for Monmouth Street, Covent Garden, London, UK, an established food, retail and tourism destination. There is already a specialty coffee presence in the area, with Monmouth Coffee Company and WatchHouse; this means that it is an attractive environment for customers and a very competitive coffee market (Covent Garden London, 2026). There is need to differentiate as Monmouth Coffee Company is found at 27 Monmouth Street (Monmouth Coffee Company, 2026). 
[bookmark: _Toc241167409]1.2 Problem or Opportunity Statement
The main business opportunity is the continued need for specialty coffee, and the rise in consumer demand for ethical and sustainable consumption. There are already some specialty coffee businesses established in Monmouth Street and the rest of the Covent Garden area, however, product quality cannot be the only factor that sets a business apart (Covent Garden London 2026), and this is a competitive space.
[bookmark: _Toc241167410]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 indicates continued engagement with 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). 
[bookmark: _Toc241167411]1.4 Aim, Objectives and Research Questions
[bookmark: _Toc241167412]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: _Toc241167413]Objectives
1. To evaluate the UK specialty coffee market and the characteristics of Covent Garden using credible secondary market, demographic and industry evidence. 
2. To analyse customer needs, purchasing behaviour and sustainability preferences relevant to premium and ethically sourced coffee consumers using 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: _Toc241167414]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?
[bookmark: _Toc241167415]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 focuses primarily on ethically conscious specialty-coffee consumers, urban professionals and selected visitors in and around Covent Garden. The research uses 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 was completed within the planned 16-week BDP timeframe.
[bookmark: _Toc241167416]1.6 Structure of the Report
Chapter 3 provides the academic basis and Chapter 4 discusses the secondary research method. Chapters 5-10 build up the market, competitive, strategic, business-model, financial and operational case; and Chapters 11-14 assess feasibility, implementation, conclusions and reflection. The chapters evaluate the proposed opportunity in a systematic manner, rather than taking it for granted that it is viable.




















[bookmark: _Toc241167417]Chapter 2: Company Description
[bookmark: _Toc241167418]2.1 Business Identity and Legal Structure
The Ethical Bean Coffee House (TEBC) is a new specialty coffee business to open on Monmouth Street, Covent Garden, London, UK. The proposed business will be a private limited company, subject to legal and financial formalities. This can give the company a corporate identity and help to reduce the risk of its shareholders being held liable for the company's debts, as well as its potential capacity for future investment and expansion.
The location offers access to a developed commercial and tourist sector, but also immerses TEBC in the midst of a competitive specialty coffee market. There are already 27 specialty coffee shops located at Monmouth Street (Monmouth Coffee Company, 2026) and a number of specialty coffee companies have been identified by Covent Garden London (2026) in the surrounding area. 
[bookmark: _Toc241167419]2.2 Product or Service and the Problem Solved
TEBC aims to deliver top quality specialty coffee, ethically sourced beans, food products and a sustainable café experience. Proposed core offer is espresso based drinks, filter coffee, seasonal specialty drinks, alternative milk and selected light food and pastries. Coffee beans will be purchased from suppliers that can prove their ethical and environmental practices to be credible, and TEBC aims to inform others about its origin, sourcing relationships and sustainability efforts in a transparent manner.
The offered product addresses the opportunity identified in Chapter 1, and is accompanied by responsible sourcing and customer experience. This is relevant because some sustainability attributes have the potential to affect consumer preferences and willingness to pay for coffee (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023). 
The first proposition is thus:
Specialty coffee at a premium that is brought with a transparent ethical sourcing and sustainable operations in an inviting setting of a Covent Garden café.
The proposition is then put to the test of competitor evidence, customer evidence and financial requirements.
[bookmark: _Toc241167420]2.3 Founding Idea and Brief History
The concept that brought this business idea together was when people started to buy specialty coffees, they started to know more about the ethical sourcing of coffee, as well as the environmental and social issues that arose along the global supply chain. Sustainability is emerging as a key aspect of the coffee industry, but there are different ways of addressing sustainability and the impacts of the initiatives are not always clear and convincing (Wright et al., 2024). The idea thus explores the possibility of transferring these trends into a viable independent coffee-shop offering in Covent Garden in the commercial market.
[bookmark: _Toc241167421]2.4 Mission, Vision and Values
[bookmark: _Toc241167422]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: _Toc241167423]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 – caring relationships with the coffee growers and suppliers. 
· Sustainability – minimizing unnecessary waste and environmental effects in operations. 
· Quality – the provision of high quality of coffee, ingredients and customer service. 
· Transparency – honesty in sourcing and sustainability claims without any backing. 
· The above values are relevant as consumers' perception and purchase decisions can be affected by credible sustainability communication (Fairtrade, 2025). 
These values are relevant because credible sustainability communication may influence consumer perceptions and purchasing decisions (Fairtrade, 2025).
2.5 [bookmark: _Toc241167424]Business Objectives and Goals
· The first business aims are tentative SMART goals and will be determined in the financial and feasibility analysis.
· To complete market, competitor and customer analysis for the proposed Monmouth Street location. 
· To create an evidence-based ethical sourcing and sustainable supply-chain model for the proposed business. 
· To create a specialty coffee quality-based differentiated product/ service proposition that integrates specialty coffee quality, ethical sourcing and sustainable operations. 
· To prepare three-to-five-year financial forecast, break-even analysis and sensitivity analysis to establish financial conditions for viability. 
· To create an implementation plan that includes operational, customer, financial and sustainability KPI's that are measurable in the first year of operation. 
These goals are based on the evidence presented in the following analysis and will not be assumed to be attainable.
[bookmark: _Toc241167425]2.6 Alignment with Trends and Opportunity
The idea of the business is aligned with the ongoing business activities in the UK coffee shops, the interest of the consumers in special coffee and the increased focus on ethical and sustainable coffee sourcing (World Coffee Portal, 2025).  The proposal, however, has to show a clear and defensible difference as there are established specialty operators in Covent Garden. The next analysis will then focus on the potential for ethical sourcing, sustainability, transparency and customer experience to offer TEBC sufficient strategic and commercial differentiation.
[bookmark: _Toc241167426]Chapter 3: Literature Review
[bookmark: _Toc241167427]3.1 Introduction
This literature review focuses on the academic support for the market opportunity, strategic needs and commercial viability of The Ethical Bean Coffee House (TEBC) in Covent Garden. The focus of the review is specialty coffee, customer value, ethical sourcing, sustainable SC management and competitive advantage. An external environment, resources, value creation, customer proposition and business model are critically assessed for the proposed business using relevant strategic frameworks. The main analytical lenses are provided by Porter's competitive strategy, the Resource Based View (RBV), PESTLE, Five Forces and the Triple Bottom Line (TBL) supported by the Value Chain, Value Proposition Canvas (VPC) and Business Model Canvas (BMC).
[bookmark: _Toc241167428]3.2 Specialty Coffee, Consumer Value and Ethical Consumption
Specialty coffee is becoming synonymous with quality, origin, craftsmanship and premiumisation. Independent coffee shops can compete on customer value, not volume, based on these characteristics. Consumer value can be achieved through the product quality, convenience, and sensory/ethical characteristics (Holbrook, 1999). For coffee, transparency and provenance can create added value in the perception of the consumer when dealing with “how” and “where” the product is made.
Ethical consumption literature indicates that the sustainability and responsible sourcing can affect purchase intentions and willingness to pay, but not necessarily. This relationship could be limited due to price, convenience, quality and trust (Carrington, Neville and Whitwell, 2010). Consumer needs and sustainable consumption may thus need to be balanced with the principles of sustainability (White, Habib and Hardisty, 2019).
[bookmark: _Toc241167429]3.3 Ethical Sourcing and Sustainable Supply-Chain Management
Ethical sourcing takes into account social, environmental and economic aspects of procurement. Sustainable supply-chain management includes procurement, supplier management, supply chain operations and value creation (Carter and Rogers, 2008). Responsible sourcing and traceability can help to build trust, authenticity and differentiation in specialty coffee brands.
But sustainability presents challenges for the operation as well. Responsible procurement can be more expensive, result in higher supplier verification and increased challenge to standardisation throughout complex supply chains. Organisations that assert they are or are not environmentally friendly or ethical should have credible supporting evidence to back up their claims as this could jeopardise customers' trust (Delmas and Burbano, 2011). 
[bookmark: _Toc241167430]3.4 Competitive Advantage: Porter and RBV/VRIO
According to Porter 1985, there are three generic competitive strategies: cost leadership, differentiation and focus. Differentiation through ethical sourcing, specialty quality and customer experience could be more consistent with the concept than cost leadership and will ultimately drive TEBC's operating costs. The business may thus be differentiated with the specialty coffee and ethical value of the product to the consumers of Covent Garden.
The Resource Based View (RBV) is the second external view, which involves the internal resources and capabilities of the company. Barney (1991) has suggested that resources that are valuable, rare, difficult to imitate and backed up by the organisation can provide sustained competitive advantage. Supplier relations, sourcing expertise, brand reputation, sustainability and customer experience are potentially relevant resources for TEBC. Porter deals with competitive positioning while RBV/VRIO deals with the internal resources and capabilities that could be used to achieve the position. 
[bookmark: _Toc241167431]3.5 External and Industry Environment: PESTLE and Five Forces
PESTLE stands for political, economic, social, technological, legal and environmental factors, as outlined by Yüksel (2012). Inflation, operating costs, social trends in the consumption of ethical products, digital ordering technologies, legal requirements for food operations and environmental pressures on the coffee supply are factors that are relevant for TEBC. PESTLE is usually an environmental scanning tool, and does not describe the capabilities or competitive positioning of the firm.
Porter's (1979) Five Forces model examines competition, new entrants, suppliers, buyers and substitutes. It applies to the coffee shop context, as do alternative cafes, substitution pressures from home preparation and other drinks and intensifying rivalry as seen by established operators. Five Forces is an assessment of industry structure, not customer-value design and capability. Hence, RBV and Porter's Generic Strategies work best with it.
[bookmark: _Toc241167432]3.6 Value Creation and Sustainability: Value Chain and TBL
According to Porter (1985), value chain is the concept of how value can be added by the companies by performing the activities such as inbound logistics, operations, marketing and sales and service. In TEBC, value can travel from the ethical sourcing and supplier relationships, to the process of preparing and serving coffee, towards the experience for the end customer. The conventional value chain, however, might not be able to capture the intangible outcomes like Social Responsibility and community value. The Triple Bottom Line expands sustainability assessment by taking into account People, Planet and Profit (Elkington, 1997). 
[bookmark: _Toc241167433]3.7 Customer and Business Model Tools: VPC and BMC
The Value Proposition Canvas is used to link the customer jobs and pains/gains to the offered value proposition (Osterwalder et al., 2014). What people want could be quality coffee, convenient and social or working environments, and what they are concerned about could be poor quality, lack of transparency, or unsustainable practices. The framework can then be used to assess the match between these needs and the specialty coffee, ethical sourcing and customer experience that will be offered as a combination. But it's not a substitute for primary consumer research. The Business Model Canvas combines the elements of customer segments, value proposition, channels, customer relationships, revenue streams, resources, activities, partners and costs (Osterwalder and Pigneur, 2010). 
[bookmark: _Toc241167434]3.8 Integrated Framework and Research Gap
The frameworks are best used in combination and not separately. PESTLE is used to determine macro-environmental factors and Five Forces is used to determine the industry structure and competitive pressures. The internal resources and capabilities are part of RBV/VRIO and Porter helps with competitive positioning. The Value Chain focuses on the value-creating activities, TBL focuses on sustainability (People, Planet and Profit), VPC brings together the needs of the customer with the activities which help to create value, and BMC brings the proposition together with the larger business model.
The literature reviewed suggests that there is a gap in integration and contextualization. Theories and research on ethical consumption, sustainable supply chain, specialty coffee and competitive advantage are studied separately. 
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[bookmark: _Toc241167435]Chapter 4: RESEARCH METHODOLOGY
[bookmark: _Toc241167436]4.1 Introduction
This chapter details the methods applied in the study of the market research aspect and strategic feasibility of The Ethical Bean Coffee House (TEBC). The study is secondary and includes both quantitative and qualitative data to give an evidence based assessment of the proposed business. The quantitative evidence will cover market size and growth, pricing, operating costs, financial assumptions, and the qualitative evidence will cover consumer trends, competitor propositions, sustainability issues, industry conditions and strategic considerations. Complementary analysis techniques such as PESTLE, Porter's Five Forces, SWOT, Value Chain, RBV/VRIO and Porter's Generic Strategies are used to analyse the evidence (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc241167437]4.2 Research Approach and Design
The research design in the study is secondary-data research with exploratory and descriptive aspects. Secondary research is suitable as the BDP does not need primary answers to be gathered as there is evidence available for the UK coffee-shop market, consumer behaviour, competitors, economic conditions, sustainability and business feasibility. Secondary data can also be used to compare to other sources of secondary data available and can offer more contextual evidence (Saunders, Lewis and Thornhill, 2019).
This analysis is qualitative and quantitative using secondary data. While market values, growth rates, prices, and operating costs and financial assumptions are quantitative evidence, consumer preferences, sustainability trends, competitor strategies, regulatory developments, and industry commentary are qualitative evidence (Creswell and Creswell, 2018). 
[bookmark: _Toc241167438]4.3 Data Sources and Literature Search Strategy
Library databases at the UWTSL and Scopus, Web of Science, ScienceDirect and Google Scholar were used for academic literature search. These sources were chosen because they are peer-reviewed journal articles, academic books and other scholarly works that address the research questions.
Sources of information from the industry, government and organizations were also examined and included publications from the UK government and institutional sources, the Office for National Statistics (ONS), British Coffee Association, British Retail Consortium, Food Standards Agency and relevant sustainability organisations. 
Combinations of keywords were used in searches:
· 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” 
Boolean operators such as AND and OR were used to narrow or broaden searches. Examples included “coffee shop” AND “consumer behaviour”, “ethical coffee” AND sustainability, and “UK coffee market” AND growth.
[bookmark: _Toc241167439]4.4 Inclusion and Exclusion Criteria
Sources were included where they were directly relevant to the UK coffee-shop industry, consumer behaviour, sustainability, ethical consumption, competitors, strategic management, financial assumptions 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 were excluded where they were not relevant to the research questions, duplicated existing evidence, had no identifiable author, lacked sufficient credibility or could not be appropriately verified. Competitors were selected where they provided meaningful evidence relevant to product offerings, pricing, customer experience, sustainability or market positioning and were sufficiently comparable to the proposed café context (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc241167440]4.5 Data Analysis
Thematic analysis, comparative analysis and quantitative trend analysis were used to analyse the secondary evidence. Qualitative evidence was organised into the themes of consumer behaviour, sustainability, ethical sourcing, competition, digitalisation and strategic positioning. Thematic analysis was used to identify recurring patterns and themes within the documentary evidence (Braun and Clarke, 2022).
Descriptive comparison was used for quantitative evidence. Market size and growth data were examined to identify trends, while competitor prices were compared within equivalent product categories where comparable data were available.  Competitors were compared using criteria including price, product range, positioning, sustainability, customer experience, location, digital presence and differentiation. The resulting evidence informed the SWOT and Five Forces analyses.
[bookmark: _Toc241167441]4.6 Application of Strategic Frameworks
The evidence was analysed through a set of complementary strategic frameworks. PESTLE was used to analyse political, economic, social, technological, legal and environmental influences (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 was used to assess whether potentially relevant resources and capabilities, including ethical sourcing, sustainability capability, brand identity and customer relationships, could provide valuable, rare, difficult-to-imitate and organisationally supported advantages (Barney, 1991). Porter's Generic Strategies were used to assess the suitability of differentiation, cost leadership and focus for the proposed business (Porter, 1985). SWOT was then used to integrate internal strengths and weaknesses with external opportunities and threats.
[bookmark: _Toc241167442]4.7 Reliability, validity and limitations
Research rigour was supported through the use of multiple academic, institutional and industry sources, transparent search criteria and comparison of evidence across sources. Triangulation reduced reliance on any single publication and strengthened the credibility of the analysis (Saunders, Lewis and Thornhill, 2019). But secondary research is plagued by a number of drawbacks. Definitions, periods of reporting and methodologies used in the presentation of market data may vary, and commercial industry reports may include commercially oriented or promotional views. The current competitive analysis also had to be limited as internal company data was not readily available in all cases; in these instances, analysis was based on available data in the public domain. 
[bookmark: _Toc241167443]4.8 Ethical Considerations
The research is conducted with secondary documentary evidence only, without human subjects, questionnaires and interviews. Thus, no primary personal data is collected or participant consent requested in the study. However, the rights of science are still significant. Harvard referencing was used to identify sources and some evidence was sourced where appropriate, no evidence was fabricated or deliberately misrepresented, and researcher developed assumptions were clearly distinguished from published evidence. Great attention was paid to ensuring competitor details were accurate and that there were no claims regarding ethical or sustainability aspects that were unsupported. The principles also embrace transparency and the judicious use of secondary evidence (Saunders, Lewis and Thornhill, 2019).



 





[bookmark: _Toc241167444]Chapter 5: Market Opportunity Analysis
[bookmark: _Toc241167445]5.1 Introduction
This chapter assesses the market potential of The Ethical Bean Coffee House (TEBC) at the proposed Monmouth Street, Covent Garden, London location. The analysis uses national coffee-market evidence and local geographic, demographic, psychographic and behavioural evidence to assess the attractiveness and realistic feasibility of the proposed market. Rather than considering the whole UK coffee market, the analysis focuses on the potential customer base within the Covent Garden catchment area. Segmentation, Targeting and Positioning (STP) concepts are also used to identify priority customer groups and develop an indicative TAM-SAM-SOM scenario. Published evidence is distinguished from researcher-developed assumptions throughout.
[bookmark: _Toc241167446]5.2 UK Coffee Market Context
The proposed business operates within a substantial UK coffee-shop market. The UK coffee-shop market was valued at approximately £6.8 billion, with 12,313 outlets in 2026 (World Coffee Portal, 2026). Independent operators, specialty coffee and experience-led hospitality remain relevant components of the sector. However, sector-level growth does not automatically establish demand for an individual new café.
National market size should not be treated as the market available to TEBC. The key commercial question is whether sufficient customers can be reached at the proposed Covent Garden site and converted into repeat purchasers.
[bookmark: _Toc241167447]5.3 Local Market Opportunity: Covent Garden
Covent Garden brings together residents, workers, tourists and leisure visitors within a concentrated commercial area. A 2025 commercial property profile estimates approximately 38 million annual visitor occasions, around 222,000 workers and 10,000 residents within a 15-minute walking distance, alongside approximately 800 bars and restaurants. These figures are commercial estimates and should therefore be treated as market-sizing inputs rather than precise statistical measures.
This is echoed by broader West End evidence, which includes the scale and quality of footfall. Shaftesbury Capital's data shows that the area has an estimated 63m footfall per year on its holdings in Covent Garden, reflecting its visitor intensity and overall commercial appeal. In addition, Covent Garden is a very active retail and food and beverage district and has continued investment in the district and strong demand for prime space (CBRE, 2026).
The residential market should not, however, be overlooked. Covent Garden's population is over 6,000, based on the Covent Garden Community Association, but the exact number of people varies depending on the area chosen. Thus the potential demand of the venture needs to be viewed as the sum of the resident demand, worker demand and visitor demand, and not just the tourism demand
[bookmark: _Toc241170837]Table 1: Local Customer Pools and Demand Characteristics
	Customer pool
	Available evidence
	Likely purchase pattern
	Average expenditure
	Commercial relevance

	Visitors
	Approximately 38m annual visitor occasions
	Occasional/one-off purchase; frequency depends on length and purpose of visit
	£7 planning assumption
	Very large volume but relatively low repeat potential

	Workers
	222,000 within a 15-minute walking distance
	Potentially repeat weekday purchasing; frequency to be validated
	£7 planning assumption
	High-value segment because repeat purchasing can create predictable revenue

	Residents
	Approximately 10,000 within a 15-minute walking distance
	Potentially regular/local purchasing
	£7 planning assumption
	Smaller population but potentially high repeat frequency

	Wider West End visitors
	High regional footfall
	Occasional purchases linked to shopping, leisure and tourism
	£7 planning assumption
	Provides additional spill-over demand



Source: Researcher’s synthesis based on published local market evidence. Population/visitor figures are secondary-data estimates; purchase frequency and average expenditure are researcher planning assumptions requiring validation.
The local opportunity should not be interpreted solely through headline visitor numbers. Annual numbers of 38 million visitors applies to visitor occasions, not the number of individual visitors; workers and residents may have more repeat-purchase potential. Therefore, not only does the size of every customer base matter, but so does how often they are purchasing and the average transaction amount, as well as the rate of conversion to repeat buyers.
[bookmark: _Toc241170838]Table 2: Illustrative Local Demand Scenario
	Segment
	Market pool
	Planning assumption
	Illustrative annual transactions

	Visitors
	38,000,000 occasions
	20% make a café purchase
	7,600,000

	Reachable visitor occasions
	7,600,000
	15% fall within realistic competitive catchment
	1,140,000

	TEBC visitor capture
	1,140,000
	2% captured by TEBC
	22,800

	Visitor transactions
	22,800 transactions
	£7 average transaction
	£159,600


Source: Researcher’s illustrative calculation. The 20%, 15%, 2% and £7 figures are planning assumptions and are not published market statistics or a sales forecast
This figure of £159,600 is not an indication of the first year's income. It does not take into account the total available local demand and provides an example only of a proportion of this that can be converted into transactions. The assumptions must be validated by observing the competitors, analysing the suppliers and pricing, conducting test trading and then analysing the transaction data. Important, this scenario does not include repeat purchases by workers and residents. These segments should therefore be estimated separately from a fuller commercial model, based on a realistic purchase frequency and an average transaction value.
[bookmark: _Toc241167448]5.4 Market Segmentation and Targeting
Analysis of STP: Geographic, Demographic, Psychographic and Behavioural Segments & Identification of most commercially relevant customers
Geographic segmentation targets potential customers who live within walking distance of Monmouth Street and the larger Covent Garden/West End area. This is especially important for workers and residents as convenience and accessibility can facilitate repeat purchases.
Demographic segmentation is targeting the economically active including workers and students; it is acknowledging that there is a much wider audience for Covent Garden than just the local population.
Psychographic Segmentation is especially geared towards consumers with a passion for specialty coffee, quality, ethical consumption, sustainability and experiential hospitality. It is consistent with research showing consumers might be willing to pay increased prices for sustainable and trustworthy coffee attributes (Fuller and Grebitus, 2023; Abdu and Mutuku, 2021).
Behavioural segmentation refers to frequency of coffee purchase, frequency of visits to the coffee shop, interest in specialty coffees and the likelihood of returning to the coffee shop. Occasional tourists may not, therefore, provide the same recurring revenue potential as workers and regular local visitors.
From this analysis, the primary target segment is the coffee consumer who is both ethically conscious and highly motivated for specialty coffee, and also highly motivated towards quality, convenience and responsible sourcing in their professional life within the city. Selected Covent Garden visitors form the key secondary segment, while local residents provide an additional repeat-purchase opportunity.
[bookmark: _Toc241167449]5.5 Indicative TAM, SAM and SOM
A local market estimate should distinguish the overall market from the market potentially reachable and ultimately vapourable by one café. The following scenario combines published local market indicators with explicit researcher-developed assumptions and should be treated as an illustrative planning exercise requiring later validation.
[bookmark: _Toc241170839]Table 3: Indicative Market Opportunity
	Measure
	Basis
	Calculation
	Indicative result

	TAM
	Covent Garden annual visitor occasions
	Published estimate
	38,000,000 visitor occasions

	Potential café occasions
	Planning assumption: 20% use a café
	38m × 20%
	7,600,000 occasions

	SAM
	Planning assumption: 15% within realistic competitive catchment
	7.6m × 15%
	1,140,000 occasions

	SOM
	Planning assumption: 2% TEBC capture
	1.14m × 2%
	22,800 transactions

	Illustrative visitor sales value
	£7 average transaction
	22,800 × £7
	£159,600


Source: Researcher’s calculation using published Covent Garden market evidence and explicit planning assumptions
The £159,600 is not a forecast and should not be quoted as expected first-year revenue. It is an illustrative attainable-market scenario for the visitor segment only. The 20%, 15% and 2% assumptions are researcher-developed planning assumptions rather than published conversion rates and require validation through competitor observation, local footfall assessment, pricing analysis, test trading and subsequent transaction data. The scenario also excludes repeat purchasing from workers and residents.
This may be an opportunity to grow even bigger since the model doesn't monetize repeat demand from workers and residents. Then a worker who buys twice a week is much more valuable commercially than an occasional visitor even though the latter generates the headline footfall. So that future financial predictions involve different transaction assumptions for workers, residents and visitors as well as being based on total annual footfall.
[bookmark: _Toc241167450]5.6 Customer Needs and Commercial Opportunity
Multiple customer needs may support the proposed market opportunity. Quality, convenience, experience and responsible consumption are relevant dimensions of specialty-coffee consumption, while independent operators may differentiate through their products and services (World Coffee Portal, 2026). Sustainability research also suggests potential willingness to pay for credible coffee sustainability attributes, although willingness varies according to consumer and product context (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023).
Price sensitivity remains an important constraint. TEBC cannot assume that ethical attributes will remove customer sensitivity to price, particularly in a high-cost location such as Covent Garden. The commercial proposition therefore needs to combine credible ethical value with product quality, convenience and perceived value for money.
[bookmark: _Toc241167451]5.7 Market Opportunity Assessment
The overall evidence indicates a potentially attractive but competitive market opportunity. Visitor activity is substantial, while the concentration of workers and residents provides potential for repeat purchasing. The proposed concept is well supported by experiential consumption, interest in responsible sourcing and specialty-coffee demand.
But the destination-market size does not correspond to the attainable market for one outlet. TEBC is well-competed in the local market and must obtain enough repeat customers. The targeted available market is probably more likely to be made up of specialised and ethical coffee buyers, urban professionals and a smaller number of visitors, than simply destination traffic.
The financial model for Year 1 is based on 41,850 transactions – this equates to 135 transactions per trading day over 310 trading days – meaning market attractiveness has to be measured in terms of the number of transactions available locally, not destination transactions.
The analysis confirms the focused staged differentiation strategy outlined in Chapter 7, but its opportunity is subject to a requirement to generate adequate transaction volumes, to secure repeat purchases, to be competitively priced, and to offer a customer value proposition that is clearly differentiated from the other existing players. Therefore, the conversion rates of the visitor numbers should be verified prior to significant expansion or investment.

[bookmark: _Toc241167452]Chapter 6: Competitive Environment Analysis
[bookmark: _Toc241167453]6.1 Introduction
This chapter is an evaluation of the competitive environment for The Ethical Bean Coffee House (TEBC) at the proposed site in Monmouth Street, Covent Garden. The analysis compares competitors, involves Porter's 5 Forces and PESTLE analysis to check competitive intensity and external pressures as well as areas of differentiation. Despite its growth, the UK coffee-shop market is still very large, with the presence of the branded market at around £6.8 billion and 12,313 outlets in 2026 (World Coffee Portal, 2026). But that doesn't mean that the competition for a new independent café is gone because the market is booming. The chapter therefore assesses the possibility of TEBC being able to market a viable and competitive product in the current market.
[bookmark: _Toc241167454]6.2 Competitor Analysis
Covent Garden is a very competitive specialty-coffee market, in which established operators fight for their survival by product quality, origin, hospitality, experience and brand. Quality, provenance and customer experience are already competitive dimensions recognised in the local area as relevant with specialty coffee businesses (Monmouth Coffee Company, WatchHouse and Qima) being identified as relevant evidence of local destination.
[bookmark: _Toc241170840]Table 4: Competitor Comparison
	Criteria
	Monmouth Coffee Company
	WatchHouse
	Qima Café & Pâtisserie
	Abuelo
	The Ethical Bean Coffee House

	Location
	Monmouth Street
	Southampton Street
	New Row
	Southampton Street
	Proposed: Monmouth Street

	Core products
	Specialty coffee, beans and food
	Specialty coffee, seasonal drinks and brunch
	Specialty coffee and patisserie
	Specialty coffee and food
	Specialty coffee, beverages and concise food

	Target customers
	Coffee enthusiasts and specialty consumers
	Premium coffee, brunch and experience consumers
	Luxury and provenance-conscious consumers
	Café and food consumers
	Ethically conscious specialty-coffee consumers, professionals and selected visitors

	Customer experience
	Specialist and coffee-focused
	Design-led and experience-oriented
	Premium and provenance-focused
	Food and café experience
	Personalised, ethical and experience-led

	Sustainability positioning
	Responsible sourcing
	Ethical and transparent supply chains
	Strong provenance and ethical sourcing
	Ethical/specialty orientation
	Ethical sourcing, traceability and sustainability

	Main strengths
	Heritage, reputation and sourcing expertise
	Strong brand, experience and brunch
	Rare coffee and provenance
	Food and coffee combination
	Flexible independent model and integrated ethical proposition

	Main weaknesses
	Established specialist positioning
	Premium positioning and strong competition
	Highly premium/niche proposition
	Less distinctive positioning
	New brand and limited scale


Monmouth Coffee Company is a good example of a direct competitor, by virtue of their location in Covent Garden, and their knowledge and reputation for responsibly sourced coffee (Covent Garden London, 2026). Its proximity to the proposed Monmouth Street location further increases its competitive relevance. TEBC therefore cannot rely on specialty coffee quality alone as a basis for differentiation.
WatchHouse provides another relevant competitive benchmark through its specialty coffee, wider hospitality offering and experience-led environment. Its Covent Garden location at 28–29 Southampton Street offers specialty equipment, a brew bar, brunch and outdoor seating, creating a broader coffee and hospitality experience (WatchHouse, 2026a). Its wider London presence may also provide greater brand recognition and operational experience than a new independent café (WatchHouse, 2026b)
Qima provides a further competitive reference through its emphasis on rare coffee, provenance and premium coffee experience. Its Yemeni coffee proposition and emphasis on the connection between origin and the final cup demonstrate that provenance is already used within the local market (Covent Garden London, 2026). This indicates that sourcing and provenance alone should not be treated as unique sources of competitive advantage for TEBC.
WatchHouse’s brunch menu also provides a useful local pricing benchmark, with sourdough toast at £4.80, porridge at £6.90 and pancakes at £14.50–£15.50 (WatchHouse, 2026c). These prices provide contextual evidence for TEBC’s proposed accessible-premium positioning, although direct price comparison should focus on equivalent products.
Reliable individual market-share data for the selected Covent Garden cafés were not identified. It would therefore be inappropriate to assign unsupported market-share percentages. A competitive comparison, on the other hand, takes into account the location of the business, product range, pricing, brand reputation, customer experience, sourcing credentials and operational scale. Industry-level reports are useful for market and operator evidence, but do not necessarily give the sales share of the individual independent café (World Coffee Portal, 2026).
[bookmark: _Toc241167455]6.3 Porter’s Five Force
The structural forces that impact the competition and profitability of an industry are assessed by Porter's Five Forces (Porter, 1980; Porter, 2008).
[bookmark: _Toc241170841]Table 5: Five Forces Assessment
	Force
	Rating
	Evidence and strategic implication

	Competitive rivalry
	Very high
	Multiple specialty and mainstream cafés compete within a concentrated area. Monmouth, WatchHouse and Qima already compete through quality, experience and provenance (Covent Garden London, 2026).

	Buyer power
	High
	Customers have numerous nearby alternatives and face minimal switching costs.

	Threat of substitutes
	High
	Home brewing, workplace coffee, convenience coffee, food outlets and chain cafés provide readily available alternatives.

	Threat of new entrants
	Moderate
	Small cafés can enter without the scale of major chains, but central-London premises, staffing, equipment, compliance and intense competition increase entry barriers.

	Supplier power
	Moderate
	Specialty and ethical coffee can create quality and sourcing dependencies, but alternative roasters and producers can reduce concentration risk.



In the concentrated market in Covent Garden there is a high level of competitive rivalry, as both established specialty and mainstream operators compete within this market. Competition is not just for the quality of the coffee, but location, service, hospitality, product range, sustainability and customer experience at World Coffee Portal (2026).
Buyer Power is High as there are many other options nearby and the costs of switching is also low. Switching to other cafés is relatively low cost and easy, and the customer is value for money (World Coffee Portal, 2025). The elements that will be needed forward for TEBC, then, will be consistent product quality, service and perceived value, to drive repeat purchases.
There is a high risk of substitutions. They can make their own coffee at home or work, buy it from convenience stores or supermarkets, or opt for other cafés or food-service providers. It is therefore important that TEBC offers value beyond the drink itself, by being of high quality, offering good service, a good experience and credible ethical practices.
The supplier power is in the mid-range. Specialty and ethically sourced coffee can be of a higher standard of quality and be reliant on particular roasters and/or producers. But ensuring alternative approved suppliers and not being too reliant on one supplier can mitigate supply risk. This is particularly relevant for an independent café that may have less purchasing power than major chains (World Coffee Portal, 2026).
[bookmark: _Toc241167456]6.4 PESTLE Analysis
[bookmark: _Toc241170842]Table 6: PESTLE Analysis
	Dimension
	Key issue
	Impact

	Political
	Government policies affecting hospitality, employment and business conditions
	Moderate

	Economic
	Rent, wages, coffee, food and energy costs; customer value sensitivity
	High

	Social
	Specialty coffee, ethical consumption, hospitality and experience
	High

	Technological
	Digital discovery, social media, POS, loyalty and ordering
	Moderate–high

	Legal
	Food safety, employment, consumer protection, licensing and data protection
	High

	Environmental
	Climate risks to coffee, packaging, waste, energy and resource use
	High



Political
Political conditions may affect TEBC through taxation, employment policy, hospitality regulation and local-authority requirements. Although these factors are not sources of competitive differentiation, changes in policy may influence staffing costs and operating margins and should therefore be monitored.
Economic
Economic conditions represent an important external pressure. Although the UK branded coffee-shop market reached approximately £6.8 billion in 2026, operators face pressure from rent, wages, coffee, food and energy costs, alongside customer sensitivity to value for money (World Coffee Portal, 2026). Westminster recorded approximately 317 million visits in 2024, while transaction numbers declined and spend per transaction increased slightly (Westminster City Council, 2025). For TEBC, premium pricing therefore needs to be supported by visible product quality and customer value.
Social
Social trends provide supportive conditions for the proposed concept because specialty coffee, personalised hospitality and café ambience are relevant dimensions of independent coffee-shop consumption (World Coffee Portal, 2026). Covent Garden also has an established specialty-coffee culture and experience-led hospitality environment (Covent Garden London, 2026). But it doesn't mean that sustainability will be enough to differentiate, as some competitor propositions are already taking ethical consumption into account.
Technological
Digital technology can be used to assist customer discovery, payment, ordering, loyalty, communication and performance monitoring. In the coffee-shop industry, these tools can help reinforce the convenience and customer engagement (World Coffee Portal, 2026). The goal for TEBC is to augment the physical café experience with digital systems, not replace it.
Legal
Legal requirements are not a competitive differentiator, but are a minimum operating condition. Appropriate food-safety procedures, employment compliance, consumer protection, relevant licenses and responsible handling of customer information will all be required for TEBC. Thus, compliance is essential to minimize the financial, operational and reputation risks.
Environmental
Environmental factors are strategically relevant due to climate and sustainability challenges in coffee supply chain, the production of packaging waste, food waste and coffee-ground waste in cafés. The value proposition can be supported by sustainable sourcing, reduction of waste and efficient use of resources. But to prevent unsupported sustainability communication, environmental claims must be backed up with credible supplier evidence and measurable practices.
[bookmark: _Toc241167457]6.5 Evidence-Based Positioning Gap
The competitor analysis does not suggest a market opportunity to offer “premium”, “specialty” or “ethical” coffee. Monmouth has proven expertise and responsible sourcing, WatchHouse specialty coffee and modern hospitality service and Qima a provenance-led proposition (Covent Garden London, 2026).
The positioning opportunity is thus neither definitive nor categorical. TEBC can provide the combination of specialty quality, exposure to sourcing transparency, sustainability, personal service and accessible-premium value to seek differentiation. The ethical offer should be comprehensible, believable and related to consistent product quality and hospitality.
Ethical sourcing isn't uncommon. The proposed differentiation would be based on the steady provision and presentation of multiple attributes, complemented over time through supplier ties, customer knowledge, operational learning and brand reputation.
[bookmark: _Toc241167458]6.6 Chapter Synthesis
The market environment is very competitive. There's significant activity around Covent Garden as well as a well-developed specialty-coffee culture, but buyers have plenty of options and not much switching cost. Five Forces therefore suggests that there is considerable competitive pressure and PESTLE sheds light on the economic, legal and environmental threats and opportunities, as well as on the social and technological factors that are favorable to the business.
The evidence backs up the strategy of focused staged differentiation outlined in Chapter 7. TEBC shouldn't lead the pack by offering lower prices or just copying successful niche operators. Rather it should be directed at the consumers of specialty coffee who have an ethical conscience and urban professionals, and selected visitors, with an integrated proposition of quality, ethical and credible sourcing, traceability, sustainability, personalised service, and value. Customer loyalty, supplier relationships, brand reputation and organisation learning will be the only ways to build any competitive advantage, not at launch time.

[bookmark: _Toc241167459]Chapter 7: Business Strategy
[bookmark: _Toc241167460]7.1 Strategic Situation and Frameworks
As previously described in Chapters 5 and 6, the opening of The Ethical Bean Coffee House (TEBC) would be in a large but competitive coffee-shop environment. The UK brand coffee-shop market in 2026 was estimated at around £6.8 billion for a total of 12,313 outlets, which suggests that the market will continue to be active, but this does not necessarily mean that there will be demand for one particular new player (World Coffee Portal, 2026). Meanwhile, operators are grappling with increased input costs, operating costs, and customers are increasingly attuned to value for money (World Coffee Portal, 2025; World Coffee Portal, 2026).
The strategic question then is how to generate adequate value to customers in a market that is highly competitive, has high buyer switching costs and offers significant substitutes for TEBC products. Based in Chapters 5 and 6, four implications have arisen. First, the overall demand for the product does not ensure adequate demand for a new outlet. Secondly, specialty quality and customer experience are key factors but already have a clear place within the local competition. Third, ethical sourcing and sustainability can help differentiate, but doesn't automatically merit a premium. Fourth, the price has to be set and the efficiency of operations has to be kept in order so that the ethical proposition can be fulfilled.
These implications are brought together via VRIO, SWOT and strategic-option analysis. VRIO evaluates the potential of new resources and capabilities to create competitive advantage, and SWOT translates the internal and external evidence into strategic questions (Barney, 1991; Ferreira, Fernandez and Ferreira, 2022). The analysis then examines alternative strategic options, and determines the environment in which it would be possible to implement the proposed strategy.
[bookmark: _Toc241167461]7.2 Internal Analysis Using VRIO
The most strategically relevant resources are not general assets such as premises or coffee-making equipment, which can be acquired by competitors. Rather, the focus is on proposed ethical sourcing relationships, sustainability and traceability, brand proposition, customer relationships and integrated service experience.
[bookmark: _Toc241170843]Table 7.: VRIO Analysis of The Ethical Bean Coffee House
	Resource/capability
	V
	R
	I
	O
	Strategic implication

	Ethical and transparent sourcing
	Yes
	Partly
	Partly
	Not yet fully
	Potential temporary advantage if successfully developed and embedded

	Sustainability practices and traceability
	Yes
	Partly
	Partly
	Developable
	Potential advantage if developed and organisationally embedded

	Specialty coffee quality
	Yes
	No
	No
	Yes
	Competitive parity

	Customer experience and personalised service
	Yes
	Partly
	Partly
	Developable
	Potential temporary advantage if successfully developed

	Ethical Bean brand identity
	Yes
	Potentially
	Potentially
	Not yet established
	Potential future advantage

	Supplier/customer relationships
	Yes
	Potentially
	Potentially
	Dependent on development
	Potential future advantage, dependent on development


Source: Researcher's analysis based on the findings of Chapters 5 and 6, informed by Barney's (1991) VRIO framework.
What is special about specialty coffee quality is that its value is derived from the customers' expectation of product quality and experience—even though it is not uncommon in today's competitive environment. Product quality alone is not a distinguishing factor for TEBC, since quality is already a competitive point between Monmouth Coffee Company and WatchHouse. As well, sustainability is also growing in the coffee industry and doesn't have to be the rare thing.
TEBC is a new enterprise with no brand, supplier network or operating history either. These capabilities are therefore suggested, not existing resources, and are not yet considered to be sources of sustained competitive advantage. The strategic value will be based on the ability of TEBC to develop, organize and integrate them effectively.
Organisational readiness is thus the chief VRIO constraint. However, before these capabilities can help to drive competitive advantage, TEBC will require credible ethical suppliers, traceability systems, trained baristas, service standards, sustainability procedures, digital systems, and adequate funding. 
[bookmark: _Toc241167462]7.3 SWOT and Strategic Issues
The evidence produces a focused SWOT:
[bookmark: _Toc241170844]Table 8: SWOT Analysis of The Ethical Bean Coffee House
	Strengths
	Weaknesses

	Clear ethical and sustainability orientation
	New and unproven brand

	Potentially distinctive sourcing transparency
	Limited economies of scale

	Specialty-quality coffee proposition
	No established customer loyalty

	Ability to design customer experience from inception
	Dependence on external suppliers

	Flexible independent operating model
	Limited financial and organisational resources

	Opportunities
	Threats

	Continuing UK coffee-shop market growth
	Strong local specialty competitors

	Demand for quality, hospitality and experience
	High buyer switching power

	Consumer interest in ethical consumption
	Strong substitutes, including home coffee

	Growth of independent/specialty operators
	Inflation and operating-cost pressure

	Digital ordering and customer engagement
	Competitors can imitate visible sustainability features


A strategic dilemma between taking advantage of market opportunities and dealing with the constraints of running a new, independent business is identified in the SWOT. Consumer interest in ethical consumption, specialty quality food and experience-led hospitality offer a potential opportunity for the benefit of TEBC, although this has yet to be realised by solid branding, customer loyalty and economies of scale that larger or more established operators can offer. Ethical differentiation will therefore only help to create competition if the sourcing claims are seen as credible and relevant to the overall value proposition of the customer.
Four strategic questions emerge from the analysis. TEBC needs to provide more than just specialty coffee quality first. Second, ethical distinction should be expressed in the value that customers receive, in terms of transparency in sourcing, sustainability in business and communication. Third, the price should not only stay within the customers' value perception but also keep the extra expenses for ethical and sustainable practices under control. 
[bookmark: _Toc241167463]7.4 Strategic Alternatives and Choice
Three realistic alternatives are considered.
[bookmark: _Toc241167464]Alternative 1: Premium Specialty Differentiation
The former would make TEBC a main player as a high quality specialty coffee shop, where the focus would be on the quality of the coffee, the special brewing methods, the food and the atmosphere of the café. This could be an interesting strategy for specialty-coffee enthusiasts who are looking for a better coffee experience.
The primary benefit would be strategic clarity and the ability to benefit premium pricing. But its usefulness is limited by the competitive environment described in Chapter 6. WatchHouse and Monmouth Coffee Company already have brand recognition and reputation in their respective markets. This would lead to high credibility and brand building needs for a new initiative. The approach could also run counter to the price sensitivity found in Chapter 5: World Coffee Portal (2025); World Coffee Portal (2026).
[bookmark: _Toc241167465]Alternative 2: Ethical Differentiation
This option would separate TEBC by using coffee that is ethically sourced, traceable, sustainable and backed by specialty coffee quality and an authentic café experience. It is thus more about ethical distinction as the core of the value proposition.
This is a way that directly addresses the positioning problem discussed in Chapter 6. Some of the activities that might be carried out include supplier disclosure, responsible sourcing, minimisation of packaging waste, and the use of incentives for reusable cups and the clear communication of relevant social and environmental practices.
There is, however, an important proviso to ethical differentiation – if customers do not think that there is any added value for a higher price, then ethical differentiation alone might not be enough. Ethical sourcing must, therefore, go hand in hand with product quality, service, convenience and value for money. This is in line with the overall market landscape where customers are still visiting coffee shops but are conscious of spending (World Coffee Portal, 2026).
[bookmark: _Toc241167466]Alternative 3: Focused Entry Followed by Evidence-Led Expansion
The third option is based on ethical differentiation as the competitive basis and initially targets a specific customer segment and a single Covent Garden store. On subsequent visits, the evidence would be used by TEBC to assess further development or expansion is warranted based on average transaction value, customer satisfaction, operating performance and willingness to pay.
This way, there is little risk of resources being exposed when the market is entered; and it provides a chance to establish customer relationships, test the ethical proposition and capacity building without committing to broader market expansion. To this end expansion would rely on evidence that demand, margins, service quality and operational capacity are strong enough (World Coffee Portal, 2026).
The alternatives can therefore be assessed as follows:
[bookmark: _Toc241170845]Table 9: Evaluation of Strategic Alternatives
	Criterion
	Premium specialty
	Ethical differentiation
	Focused staged differentiation

	Suitability
	Moderate
	High
	High

	Acceptability
	Moderate
	High
	High

	Feasibility
	Moderate
	Moderate–High
	Moderate–High

	Coherence
	High
	Very high
	Very high

	Defensibility
	Low–moderate
	Moderate–high
	High over time


Source: Researcher’s analysis based on Chapters 5 and 6.
From this analysis, the strategy advocated is to enter a concentrated market in a staged fashion with some ethical differentiation as the basis for competition. This match-up brings value proposition and market opportunity together, but keeps the initial resource exposure to a minimum. It also acknowledges that any possible benefits are contingent on cultivating good intentions, quality, customer experience, transparency and organisation skills rather than taking them for granted.
Mission: To offer high quality specialty coffee backed by credible ethical sourcing, transparent practices and tailored customer service for ethically-conscious consumers, urban professionals and select visitors in the heart of Covent Garden. The responsible sourcing, sustainability and disciplined operations will be integrated into the business and will be supported by suitable digital engagement in a physical café. TEBC will initially be based from one focused location, growing its customer base and capabilities before thinking about expanding.
[bookmark: _Toc241167467]7.5 USP, Value Proposition and Positioning
The USP needs to go beyond “ethical coffee” as sustainability and responsible sourcing can be conveyed by other competitors, too. The proposed USP for TEBC is a specialty-quality coffee, coupled with a credible ethical sourcing, sourcing transparency, sustainable sourcing and personalised café experience in an accessible-premium proposition.
The new positioning is thus a middle-ground between mass market convenience and very premium specialty provision. TEBC will aim to demonstrate that it is an ethical and transparent specialty-coffee shop that integrates sustainable coffee into its daily service.
Value Proposition:
The Ethical Bean Coffee House is a specialty coffee shop with credible ethical sourcing, sourcing transparency and credible practical sustainability all in a space that allows for experience. TEBC is for the ethically minded coffee drinker, for the urban professional, and selected visitors in Covent Garden as it delivers an accessible-premium offering of quality coffee, responsible sourcing, with personal service. The business will strive to increase the visibility of sourcing and sustainability in the customer journey and ensure that product quality and service consistency are maintained but not compromised, whilst avoiding conventional mass-market options.
The evidence suggests that differentiation based on quality alone is unlikely to be enough, and that price sensitivity will limit the positioning of premium prices only. Specialty coffee, personalised hospitality and café ambience can be used to leverage independent operators, but this needs to be balanced against the increased stresses that come with being smaller businesses (World Coffee Portal, 2026).
The advantage that TEBC is aiming to build is not taken for granted at launch time. Specialty coffee quality offers competitive parity, and the potential to combine ethical sourcing, traceability, sustainability, customer relationships and organisational learning could prove to be more of a difficult-to-replicate capability in time. With good implementation and ongoing customer acceptance, this potential benefit will be achieved.
[bookmark: _Toc241167468]7.6 Competitive Advantage and Key Success Factors
First, credible ethical sourcing. TEBC should identify suppliers that can demonstrate the correct means of ethical and environmental practices. The ethical proposition should be supported by supplier documentation, traceability information and through periodic supplier reviews.
Secondly consistency of products and services. Training of the barista, recipes, quality-control processes and customer-service standards should be standardised prior to launch. Operational indicators to be monitored include measures of customer satisfaction, repeat purchase rate, complaint rate and product consistency.
Third, value-based affordability. The additional sustainability costs should not be borne solely by the customer, and should be avoided by TEBC. Menu engineering, selective product range, reduction in waste and negotiation with suppliers are all ways of protecting contribution margins. Prior to any expansion, management needs to track average transaction value, contribution margin, repeat visits and customers' willingness to purchase.
Fourth, complementary digital engagement. Digital systems can be used for loyalty, pre-ordering, engaging with customer feedback and communication about sourcing. Technology should be used to complement, not replace, the human touch that is integral to the proposed customer experience, however.
The potential benefit can build up over time due to learning within the organisation. As the business grows, valuable assets such as customer knowledge, supplier relationships, operating procedures, brand trust and community relationships can become more valuable. But, if there are something visible like the reusable cups, or ethical statements or sustainability messaging, then it can be replicated by the competitor. 
[bookmark: _Toc241167469]7.7 Strategic Synthesis
[image: ]
[bookmark: _Toc241170867]Figure 1.: Strategic Logic for The Ethical Bean Coffee House
Source: Researcher's synthesis based on Chapters 5 and 6.
The strategy thus establishes a clear link between evidence and ethical differentiation as the basis for competition and then implementation in a targeted manner and in stages. Chapter 8 should map the chosen strategy into the Business Model Canvas, whereas later marketing, operations and financial and risk planning would be used to determine if the required capabilities and assumptions are commercially viable. 
[bookmark: _Toc241167470]Chapter 8: Business Model Canvas
[bookmark: _Toc241167471]8.1 Model Overview and Alignment
The Business Model Canvas (BMC) provides a description of nine interconnected elements, which describe how a business creates, delivers and captures value: Customer Segments, Value Proposition, Channels, Customer Relationships, Revenue Streams, Key Resources, Key Activities, Key Partnerships and Cost Structure (Osterwalder and Pigneur, 2010). The BMC is the translation of The Ethical Bean Coffee House (TEBC) of the focused staged differentiation strategy from Chapter 7 into an integrated business model. The final version of the visual Business Model Canvas is shown in Appendix 8.
[bookmark: _Toc241167472]8.2 Customer Segments and Value Proposition
Customers include top-end coffee drinkers who consider themselves ethical and work in urban areas around the Monmouth Street end of Oxford. Such customers may appreciate the quality of the coffee, ease of access, customised service or ethical coffee. A secondary market is made up of visitors who select to go to the selected locations in Covent Garden, including those who are interested in high quality coffee and café experience. This prioritisation is aligned with findings that specialty coffee and customised hospitality and café atmosphere are still relevant in the independent coffee-shop market in the UK (World Coffee Portal, 2026).
The value proposition brings together specialty quality coffee, ethical sourcing, transparency in sourcing, sustainable practices and personalised service. There is some evidence that consumers are willing to pay more for sustainability features of coffee, but some segments are more willing to pay than others and willingness to pay is dependent on context (Fuller and Grebitus, 2023; Abdu and Mutuku, 2021). The proposition thus takes care of both functional (quality, convenience and service) and ethical/experiential issues. TEBC will aim to drive responsible sourcing and sustainability to be part of the customer journey and to promote a more ethical offering than the traditional mass market product. But, establishing a specialty and showing this through the ethical position is not enough to make a difference, as other specialty operators also communicate responsible sourcing. Therefore, the proposed differentiation is based on integrated combination of quality, traceability, sustainability and personalised hospitality.
[bookmark: _Toc241167473]8.3 Channels and Customer Relationships
The physical café will be the principal channel where the customer experiences the product, service and brand. The website and social media will be used to support awareness and menu discovery, location information and customer engagement. Direct digital ordering can be convenient and repeat purchasing where it is commercially feasible.
Personal service and self-service, and digital interaction, will all be part of customer relationships. The employees will be trained to give personalized service and product indications and loyalty activity, feedback mechanisms and social-media communication will help to retain customers. Record and analyse customer comments and complaints to recommend services that could be improved and to create repeat sales. Any customer information gathered as a result of digital or loyalty initiatives ought to be treated according to relevant privacy laws.
[bookmark: _Toc241167474]8.4 Revenue Streams and Cost Structure
Specialty coffee and other beverage sales in store will generate the majority of sales with food products, and selected retail coffee products, generating secondary sales. The revenue will then largely be based on the number of transactions and the average transaction value. The price should be in an accessible-premium range and should be benchmarked against relevant local competitors or contribution requirements of the financial model, not just be assumed by customers to be a higher price.
Fixed costs will include premises, staff, insurance, professional services, software and baseline marketing. The variable costs will include packaging cost & payment costs, coffee, milk, food ingredients. Other costs would include equipment, training, marketing, sustainability related activities. Independent coffee shops are likely to experience higher cost pressure than coffee chains, in terms of economies of scale (World Coffee Portal, 2026).
[bookmark: _Toc241167475]8.5 Key Resources, Activities and Partnerships
Key resources will be the Covent Garden location, trained staff, digital/POS systems, working capital, professional coffee equipment and once established, credible relationships with ethical suppliers. The trained staff and premises are significant features as the strategy is based on a proposition derived from experience. Good supplier relationships will be reflected in the evidence for sourcing claims and working capital will be needed to pay for rent, wages, inventory and other operating expenses in the initial trading period. Many of these resources will require to be purchased, or created, prior to launch.
Ethical sourcing and supplier verification, coffee preparation and quality control, customer service, inventory management, waste reduction, and digital engagement and performance monitoring will be key activities. These activities are directly related to the proposed value proposition and revenue model. The preparation of coffee needs to be standardised with staff training and a quality control system, and ethical positioning will need to be supported by suitable sourcing documentation and accurate customer communication. Selected coffee roasters or producers, food suppliers, sustainability and waste-management providers, as well as payment or technology providers, are examples of key partners. Supplier diversification can minimize reliance on one supplier, and aid to control availability, quality, and price risks. 
[bookmark: _Toc241167476]8.6 Integration, Assumptions and Conclusion
The nine BMC components are interdependent. The value proposition dictates the channels, customer relationships, resources and activities needed to deliver the product, partnerships help operational capability, and beverages, food and retail products help the cost structure. This means that where it has been identified that there is alignment with the focused staged differentiation strategy developed in Chapter 7.
However, the model contains assumptions that require validation. These include whether customers in Covent Garden are willing to pay an accessible-premium price for ethical and specialty attributes and whether responsible sourcing can be maintained without creating unsustainable cost increases. These assumptions should be tested through supplier quotations, competitor price benchmarking, early trading data, repeat-purchase behaviour and contribution-margin monitoring. The BMC should therefore be treated as a testable business model rather than a fixed plan, with the subsequent marketing, operational and financial chapters translating its assumptions into measurable implementation requirements.















[bookmark: _Toc241167477]Chapter 9: Financial, Marketing and Sales, and Human Capital Management Plan
[bookmark: _Toc241167478]9.1 Integrated Plan Overview
This chapter translates the market opportunity, competitive environment, focused staged differentiation strategy and Business Model Canvas developed in Chapters 5–8 into an integrated functional plan for The Ethical Bean Coffee House (TEBC). Financial, marketing, sales and human-capital decisions are treated as an integrated system rather than separate activities. The model targets ethically conscious specialty-coffee consumers and urban professionals in and around Monmouth Street, Covent Garden, with selected visitors representing an additional segment. TEBC will differentiate through specialty coffee quality, credible sourcing transparency, sustainability and personalised service within an accessible-premium price position (Osterwalder and Pigneur, 2010). 
[bookmark: _Toc241167479]9.2 Financial Plan
[bookmark: _Toc241167480]9.2.1 Economic assumptions and business model
The financial model is bottom up, rather than based on an unbacked percentage of the broader Covent Garden market. This corresponds to a revenue that is based on customers, transactions, prices, capacity and timing. 
[bookmark: _Toc241170846]Table 10.Economic assumptions and business model
	Assumption
	Base-case planning assumption

	Average transaction value
	£7.00

	Trading days
	310 days per year

	Year 1 average transactions/day
	135

	Year 2 average transactions/day
	145

	Year 3 average transactions/day
	165

	Year 4 average transactions/day
	185

	Year 5 average transactions/day
	205

	Variable cost ratio
	30% of revenue

	Initial marketing budget
	£12,000

	Initial funding requirement
	approximately £200,000


The £7 average transaction value is a planning assumption rather than a precise price forecast. It is carried forward from the illustrative demand analysis in Chapter 5 and reflects an assumed combination of beverage and limited food purchases. The assumption should be substantiated by competitor price benchmarking, supplier quotations and, when trading starts, actual trading data.
Revenue will come mainly from the customers transacting business, the coffee and other beverages will be the primary, while the short food range and selected retail coffee products are secondary revenue earners. This is similar to the Business Model Canvas outlined in Chapter 8 and the broader UK coffee-shop market context (World Coffee Portal, 2026).
[bookmark: _Toc241167481]9.2.2 Start-up investment and funding
The initial funding requirement for TEBC is estimated to be around £200,000. This is a planning estimate and not a supplier quoted investment requirement and should be validated against supplier quotations prior to launch. Premises deposit, fit out & installation £80,000, coffee equipment, refrigeration, furniture and POS technology £55,000, initial stock, packaging and operating materials £15,000, registration, insurance, branding, website and professional services £10,000, recruitment, training and pre-opening wages £8,000, launch marketing £12,000 and working capital and contingencies £20,000. This yields a net-up-front requirement of £200,000.
[bookmark: _Toc241170847]Table 11.Start-up investment and funding
	Start-up item
	Amount

	Premises deposit, fit-out and installation
	£80,000

	Coffee equipment, refrigeration, furniture and POS
	£55,000

	Initial stock, packaging and operating materials
	£15,000

	Registration, insurance, branding, website and professional services
	£10,000

	Recruitment, training and pre-opening wages
	£8,000

	Launch marketing
	£12,000

	Working capital and contingency
	£20,000

	Total initial funding requirement
	£200,000


The working-capital allowance is crucial as the café may not reach its intended transactions levels right after opening. A staged launch can help reduce risk of initial operation and provide management with time to evaluate customer response, product mix and staffing. Food-business registration also applies prior to trading, as the Food Standards Agency (FSA) has stated that food businesses need to be registered with the relevant local authority at least 28 days before operating food activities (Food Standards Agency 2026).
[bookmark: _Toc241167482]9.2.3 Operating cost structure
Fixed costs will consist of the basic team members, office rent, insurance, accounting, software and basic marketing while Variable costs will be the ones related to buying coffee beans, milk, food ingredients, packaging and payment charges. The cost of utilities, maintenance and any extra labour can become semi-variable or stepped costs as operating activity increases (World Coffee Portal, 2026). The financial model is based on an assumption of 30% variable-cost ratio which gives an indicative contribution margin of 70%. This is a planning assumption which should be compared to supplier quotations and final product mix and actual trading performance.
[bookmark: _Toc241167483]9.2.4 Revenue and profitability projection
The base-case projection is based on 310 trading days annually and the assumed average transaction value of £7.
[bookmark: _Toc241170848]Table 12.Revenue and profitability projection
	Year
	Average transactions/day
	Annual transactions
	Revenue
	Variable costs (30%)
	Contribution
	Fixed costs
	Operating profit/(loss)

	Year 1
	135
	41,850
	£292,950
	£87,885
	£205,065
	£205,000
	£65

	Year 2
	145
	44,950
	£314,650
	£94,395
	£220,255
	£205,000
	£15,255

	Year 3
	165
	51,150
	£358,050
	£107,415
	£250,635
	£205,000
	£45,635

	Year 4
	185
	57,350
	£401,450
	£120,435
	£281,015
	£205,000
	£76,015

	Year 5
	205
	63,550
	£444,850
	£133,455
	£311,395
	£205,000
	£106,395


Source: Researcher's calculations based on stated planning assumptions.
The base case assumes that the Year 1 operating surplus is in the region of £65, following contribution of £205,065 and fixed operating costs of £205,000. Under those assumptions, as transaction volume increases, operating profit increases, to around £106,395 in Year 5. They are based on scenario outputs and are subject to change depending on transaction levels, average transaction value, variable costs and changes in fixed operating costs.
A financial projection should be completed on a vat consistent basis. Customer prices should be subject to the appropriate VAT treatment and accounting revenue should be shown net of VAT as appropriate, when VAT registration is relevant. The final model should therefore validate the VAT treatment and VAT registration position prior to launch (HMRC, 2026).
[bookmark: _Toc241167484]9.2.5 Break-even and sensitivity
Using the planning assumptions, contribution per transaction is approximately
£7.00 − (£7.00 × 30%) = £4.90
If annual fixed costs are approximately £205,000:
Break-even transactions = £205,000 ÷ £4.90 = approximately 41,837 transactions per year.
More than 310 trading days, or approximately 135 trades a day. The annual fixed operating costs are £205,000 and the contribution per transaction is £4.90, giving a break-even volume of about 41,837 transactions per year. This is about 135 trades a day over the course of more than 310 trading days. That only makes the Year 1 forecast of 41,850 transactions about 13 transactions shy of the annual break-even volume. This means that there is very little room for error at the beginning, and transaction volume, contribution-margin protection and working-capital management are very important.
Assumptions that are most likely to impact financial viability should be the basis of the sensitivity analysis. If the number of transactions in Year 1 were reduced by 20%, then the number of transactions would be around 108 per day and the revenue would be around £234,360. If the variable cost ratio is 30% the contribution would be around £164,052 with an operating loss of around £40,948, with the fixed costs of £205,000. A positive outcome that would have a positive impact on revenue and contribution would be a 10% growth in transactions with a 10% growth in average transaction value. 
[bookmark: _Toc241167485]9.3 Marketing and Sales Plan
[bookmark: _Toc241167486]9.3.1 Segmentation, targeting and positioning
The marketing plan is based on segmentation, targeting and positioning ideas that were introduced in the previous chapters. Geographic segmentation targets people who reside, work or spend time within a walking distance of Monmouth Street and the broader Covent Garden and West End community. Psychographic segmentation includes consumers who are interested in specialty coffee and quality and ethical consumption, and behavioural segmentation identifies regular local consumers, regular worker consumers and occasional consumers. There is some evidence suggesting that people might be willing to pay for the sustainability attributes of their coffee, but this evidence is not specific to the UK and should be used to guide TEBC's pricing decisions rather than to dictate them. (Fuller and Grebitus, 2023)
It is recommended to be installed in:
Ethical Bean Coffee House is an accessible-premium specialty coffee house for ethically conscious coffee consumers and urban professionals and selected visitors in the covent garden area who seek a high-quality coffee experience, which is backed by credible sourcing transparency, sustainability and personalised service.
The positioning doesn't mean that ethical coffee is rare. Rather, differentiation is made based on the integrated combination of quality, transparency, sustainability and customer experience.
[bookmark: _Toc241167487]9.3.2 Marketing mix: 7Ps
The 7Ps framework is appropriate because service quality and employee interaction are central to the café experience.
[bookmark: _Toc241170849]Table 13.Marketing mix
	Element
	TEBC decision

	Product
	Specialty coffee, hot/cold beverages, concise food range and selected retail beans

	Price
	Accessible-premium pricing, benchmarked against local competitors and contribution requirements

	Place
	Monmouth Street, Covent Garden, supported by digital discovery and, where commercially feasible, direct ordering

	Promotion
	Social media, local partnerships, launch activity, content marketing, reviews and loyalty communications

	People
	Trained baristas and customer-facing staff able to communicate product and sourcing value

	Process
	Fast ordering, consistent preparation, quality control, service recovery and loyalty registration

	Physical evidence
	Café environment, packaging, sourcing information, reviews, staff presentation and traceability communication


This strategy is aligned with the proposed strategy and helps to create customer value by offering transparency on their coffee sourcing as well as café atmosphere, service quality and the overall customer experience.
[bookmark: _Toc241167488]9.3.3 Customer acquisition and sales process
Customer acquisition will follow a staged funnel:
Awareness → Engagement → First purchase → Repeat purchase → Loyalty → Advocacy
Instagram and other social-media platforms, local partnership and visually stimulating content on coffee awareness and quality, and Google/local search will complement awareness. The use of coffee education, producer stories and evidence of sustainability practices can help engage the audience. The conversion will be facilitated with a controlled launch offer and not simply with the permanent discounting, thus maintaining the accessible-premium positioning. 
The marketing budget available for the Year 1 is £12,000, which includes about £3,000 for website, photography and launch assets, £4,000 for digital and targeted marketing, £2,000 for local partnerships and events and £3,000 for loyalty activity, review generation and promotions. Marketing spending should be tracked and measured and not just allocated as a set amount of money for a set period of time.
[bookmark: _Toc241167489]9.4 Human Capital Management Plan
[bookmark: _Toc241167490]9.4.1 Organisational structure and staffing
TEBC will start with a small organisational team of just the founder, an Operations/Café Lead and a flexible group of trained baristas and customer-service team. Some accounting, marketing duties, legal advice and specialist technology assistance may be outsourced and this may be more cost effective than employing dedicated internal personnel. 
The number of staff required depends upon the volume of transactions, opening times and peak periods. The starting assumption is that an initial planning structure is provided by about 3-4 FTE employees, with flexible part-time employees, with participation of the founder/manager. Staffing levels to be used should be confirmed with the premises capacity, opening times and service needs and actual trading volumes. The National Living Wage for those aged 21 and above is £12.71 an hour from April 2026 (GOV.UK, 2026). 
[bookmark: _Toc241167491]9.4.2 Recruitment, development and retention
Job requirements should be related to coffee making, customer service, reliability, communication and understanding of ethical sourcing. Application screening, structured interviews and practical coffee or service evaluations may be used in recruitment. Food Safety, Allergen Awareness, Health and Safety, Customer Service and POS procedures and associated sustainability training for all staff.
Specialist training should include: preparing espresso, milk handling, product knowledge and responsible sourcing communication, quality control. Staff should also be familiar with how to communicate with credibility, and avoid unsubstantiated sustainability claims. This is especially significant in that the proposed differentiation requires part of the employees' ability to communicate the proposition both consistently and credibly.
Fair remuneration, recognition, regular hours and training and progression should be used to help retain staff. When assessing performance, the customer indicators (reviews, service quality and repeat sales) can be taken into account with the operational indicators (productivity and waste). This makes human-capital practices more in line with the customer-experience component of the strategy.
[bookmark: _Toc241167492]9.4.3 Employment and operational compliance
TEBC needs to integrate the elements of employment, food-safety and customer-protection in their operating system. Food businesses must register with the appropriate local authority at least 28 days before they trade and put in place suitable food-safety procedures (Food Standards Agency, 2026). In addition to the above, employment practices should also include contracts, right-to-work checks, working time, minimum pay, pension obligations, equality and health and safety. These compliance obligations do not represent a source of market differentiation, but if not fulfilled may lead to financial, operational and reputational risks.
[bookmark: _Toc241167493]9.5 Integration, Scalability and Conclusion
The financial, marketing and sales and human-capital plans should be executed as a single plan, and not as separate activities. The target customer segments set the marketing channels and messages; the marketing drives customer acquisition; the customer acquisition translates into sales; and sales drives the number of staff, stock and service capacity.
Based on base-case assumptions, TEBC is at break-even around 135 transactions per day. This demands efficient acquisition of customers, repeat sales and maintaining the contribution margin. Management needs to concentrate on enhancing the utilisation of resources, the retention of customers and the efficiency of operations before expansion. If the number of transactions regularly exceeds practical level of service, then the capacity of the staff, equipment or premises may need to be increased. On the other hand, if transactions continue to fall short of the breakeven level, the management should examine the effectiveness of the marketing mix, product mix, labor requirements, and the price and supplier costs before deciding to expand.











[bookmark: _Toc241167494]Chapter 10: Operations Plan
[bookmark: _Toc241167495]10.1 Operating Model
Ethical Bean Coffee House (TEBC) is an intended specialty coffee shop in Monmouth street, Covent Garden, London. It blends specialty coffee quality, responsible sourcing, personalised customer experience and sustainability with a disciplined day-to-day café business. The business shall be established as a physical café, which shall also be connected with digital payment, customer-engagement and stock-management systems. (World Coffee Portal, 2026). Operating processes will be clearly defined and product availability will be supported by inventory and supply chain controls, while the customer journey from arrival to purchase and feedback will be supported. The operating model will therefore aim to achieve a balance between the quality of the service, its speed, cost control and responsible sourcing.
[bookmark: _Toc241167496]10.2 Operational Workflow and Capacity
The core operating workflow will be:
Customer arrival/order → Product selection → POS order → Stock and preparation check → Coffee/food preparation → Quality check → Customer fulfilment → Payment/record → Feedback/loyalty → Stock update
The customer journey begins with the customer making his/her way to the café or, if the café is equipped with a digital order system, places an order via that system. The front-of-house staff member takes the order and confirms stock via the point of sale (POS) system. The barista then follows standard recipes and preparation procedures to prepare the beverage. Appropriate food safety requirements are met when preparing or assembling food products. An order is reviewed for accuracy, presentation and quality prior to fulfilment.
The Year 1 financial model is based on the assumption that there will be approximately 135 transactions per trading day, or some 41,850 transactions over 310 trading days. This is a planning assumption only and does not guarantee the operational capacity. Bottlenecks could be high-pressure times for the barista, long lines of customers, equipment availability, seating capacity, and supplier delays. Therefore, transaction per hour, average service time, queue length, stock-outs and customer complaints should be monitored by TEBC. 
[bookmark: _Toc241167497]10.3 Location, Facilities, Equipment and Technology
The site of Monmouth Street in Covent Garden would welcome urban professionals and visitors, as well as specialty-coffee consumers. It has high pedestrian demand and accessibility, at the same time it creates high cost and competitive pressures. Visitor counts were high at Westminster in 2024, which illustrates the significance of visitor flows in the broader location context (Westminster City Council, 2025). But the activity of visitors must be used as a background factor and not as proof of the actual demand of TEBC customers.
The premises should have a seating area for the customers, a service counter, an area for preparing coffee, an area for preparing food, a dry storage area, a chilled storage area, facilities for staff and appropriate waste storage facilities. Professional espresso machines, grinders, water filtration equipment, refrigeration, food preparation equipment, display and cleaning equipment will be considered core equipment.
Technology will encompass point of sale and payment options, inventory accounting and management software, labor scheduling and the right customer engagement systems. The ICO offer guidance relating to small businesses who process customer and employee personal data (ICO, 2026).
[bookmark: _Toc241167498]10.4 Supply Chain, Procurement, Inventory and Logistic
Ethical sourcing should become part of the business processes and not just a marketing statement. Coffee suppliers should be evaluated based on product quality, source traceability, evidence of ethical sourcing, reliability, lead time, minimum order requirements, capacity and price. TEBC should not rely solely on one supplier by having two suppliers, one of which is the approved primary supplier and the other supplier is capable of fulfilling essential requirements.
Commercial sustainability and ethical and quality requirements should be taken into account when making procurement decisions. Supplier documents should be checked regularly to verify that there is adequate supporting evidence in relation to their claims about responsible sourcing. This is especially important as there is not a consistently agreed upon definition or method for responsibly sourced coffee (World Coffee Portal, 2026).
Reorder points and safety-stocks should be determined for coffee beans, milk, food ingredients and food packaging. Daily monitoring of stocks should be facilitated by the use of the POS and stocks system, and for stocks with relevant food products, the first-expiry-first-out system should be implemented. Deliveries should be arranged to minimise disruption and unnecessary holding of stock. 
[bookmark: _Toc241167499]10.5 Quality, Compliance and Operational Controls
TEBC will be putting in place standard operating procedures (SOPs) for: Opening, preparation, serving, cleaning and closing, and stock management. To consistently produce a quality coffee, regular equipment cleaning is needed, as well as grinder adjustment and recipe calibration. Requirements for the accuracy of orders, courtesy and waiting times and complaints handling should all be included in the standards for customer service.
Appropriate hygiene procedures, allergen controls, temperature monitoring, cleaning procedures and staff training will be required for food safety. Food businesses are required to be registered with the local authority before they trade, usually at least 28 days before they open (Food Standards Agency, 2026). TEBC should also keep suitable documentation of food-safety controls and supplier controls.
The same will be true for employment and workplace health and safety, insurance, data protection and taxation. Waste sorting, reducing unnecessary food waste, handling and disposing of the coffee grounds and responsible packaging, should be part of environmental controls. 
[bookmark: _Toc241167500]10.6 Operational Synthesis
The operating model is an expression of TEBC's differentiation strategy in terms of action items. Reliable suppliers, trained staff, suitable equipment, SOPs, inventory and digital systems will be essential to ensuring consistent customer service and ethical sourcing. Operational risks that can impact the business are peak period demand, reliance on suppliers, waste of food, equipment failures and rising input costs. Staff training, supplier diversification, preventive maintenance, and safety-stock policies and continuous performance monitoring can all help manage these risks. The first single site installation should then be evaluated to determine customer demand and operational capacity, prior to any expansion to other sites.














[bookmark: _Toc241167501]Chapter 11: Feasibility Analysis
[bookmark: _Toc241167502]11.1 Feasibility Basis and Decision Criteria
This chapter brings together market, competitive, strategic, business-model, financial and operational evidence from the previous chapters to determine the feasibility of The Ethical Bean Coffee House (TEBC). The assessment takes into account the ethical, market, operational, financial and strategic feasibility. Hence, feasibility is not a judgement of success but is taken as a given. 
[bookmark: _Toc241167503]11.2 Ethical and Market Feasibility
Ethical feasibility is an important factor due to the fact that responsible sourcing is one of TEBC's proposed differentiations. The business needs to give legitimate coffee origin information, not just general ethical statements, such as about how the business treats its suppliers and its sustainability policies. This is especially relevant as terms like “responsibly sourced” can have different definitions and methodologies, and can lead to potential misinterpretation and unsupported sustainability communication (World Coffee Portal, 2026). TEBC should therefore have suitable evidence of suppliers, sourcing and accurate evidence of customer communication.
Market potential is good but subject to conditions. Aside from the ability to access workers and residents, there is significant activity from visitors to Cowent Garden, and the UK coffee-shop market remains fully entrenched in the specialty and experience-led consumption model (Westminster City Council, 2025; World Coffee Portal, 2026). The local competitive analysis also revealed existing specialty operators, and TEBC cannot assume that a general market demand will inevitably lead to sales. The Year 1 forecast calls for 41,850 transactions, an average of 135 transactions per trading day for 310 trading days. This is the smallest turnover that has to be gauged against the potential size of the local market, the level of competition and the willingness of their customers to pay. Respondents vary in their willingness to pay for sustainability attributes, thus evidence of willingness to pay for sustainability attributes is supportive, but not conclusive evidence (Fuller and Grebitus, 2023). As a result, the £7 average transactions level is still a planning assumption which needs to be tested early with trading levels.
[bookmark: _Toc241167504]11.3 Technical and Operational Feasibility
The proposed single site operating model is achievable if the staffing, premises, equipment and capacity of suppliers are matched to the forecast demand. The forecasted 135 transactions per day for 310 days in Year 1 equates to 41,850 annual transactions, which demands adequate barista capacity, preparation counter and space, as well as espressos and the appropriate POS system and customer-flow design. Staffing should be adequate to cope with peak periods without any drop in service and the Monmouth Street premises should include adequate preparation and storage facilities, facilities for handling customers and waste management facilities. The reliability of suppliers is also a consideration because good sourcing practices relate to stock availability, product consistency and the ethics of their sourcing. The major operational risks are related to peak time delays, supplier disruption, equipment failure, stock-outs and food and staffing shortages. Safeguards to manage these risks include approved alternative suppliers, safety-stock policies, preventive maintenance, and standard operating procedures and staff cross-training. 
[bookmark: _Toc241167505]11.4 Financial Feasibility
Financial viability is possible, but has a narrow margin of safety. The estimated Year 1 revenue comes from 41,850 yearly transactions valued at £7 per transaction, equating to an estimated £292,950 in revenue. If the variable cost is assumed to be 30%, the contribution margin is 70%. Therefore, break-even revenue is approximately £292,857 (around £205,000 / 0.70) which translates to about 41,837 transactions or about 135 transactions per trading day over 310 trading days. The Year 1 forecast is only slightly ahead of breakeven, so transaction volume and contribution margin protection is necessary. Sensitivity analysis also shows that the viability would be materially affected by lower demand and/or a rise in variable costs, or changes in pricing.
The initial investment is projected to be around £200,000 for premises and fit-out, equipment, initial stock, professional and pre-opening expenses, recruitment and launch marketing and working capital. Hence, the protection of working capital and detailed monitoring of the results of sales, margins and costs are vital. A cash-flow problem also can occur during the early trading period, even though a business is showing accounting profit.
[bookmark: _Toc241167506]11.5 Strategic Fit, Risks and Mitigation
The proposed solution has a acceptable external and internal fit. TEBC is based on the competitive principle of ethical differentiation and staged implementation focuses initial exposure at a single Covent Garden site and specific customer sections. This fits in with the value proposition that has been suggested, and lets the venture test the market and build up organisational skills before expanding further (Barney, 1991).
The biggest threats are low demand to the break-even point, increases in costs, disruption in supply and a lack of staff, as well as other companies adopting features they can see. Specific controls should be used in this instance. Management to track transactions, average transaction value & repeat purchases, set strict performance targets, approve suppliers, carry sufficient safety stock, cross train staff & have documented procedures for sourcing, food safety & data security. The proposed competitive advantage should also be treated as a developing capability rather than as an established advantage because TEBC doesn't have an operating history, an established brand or a developed supplier network (Barney, 1991).
[bookmark: _Toc241167507]11.6 Integrated Viability Judgement
Overall, the evidence supports a conditional assessment of TEBC's feasibility. Positive factors include the Covent Garden location, an established specialty-coffee market and a proposed proposition combining specialty quality, credible ethical sourcing, sustainability and personalised service (World Coffee Portal, 2026). However, the Year 1 forecast is only marginally above the calculated break-even requirement, while strong competition, low switching costs and the absence of an established customer base create material uncertainty.
The appropriate conclusion is therefore to proceed conditionally with staged implementation. Before trading, TEBC should confirm commercially viable supplier arrangements, final premises and fit-out costs, start-up funding and working-capital requirements, staffing capacity and credible evidence that sufficient customers are willing to purchase at the planned price.
[bookmark: _Toc241167508]Chapter 12: Implementation Plan
[bookmark: _Toc241167509]12.1 Implementation Approach and Launch Phases
The implementation plan translates the strategic, business-model, financial, marketing, human-capital and operational decisions into a controlled launch process. As a new venture without an established customer base, supplier network or operating history, TEBC requires a phased implementation approach. (Osterwalder and Pigneur, 2010).
[bookmark: _Toc241167510]12.2 Milestones and Timeline
The proposed implementation will occur over four months, followed by structured post-launch monitoring.
[bookmark: _Toc241170850]Table 14.Milestones and Timeline
	Activity
	Timing
	Principal Deliverable
	Responsible Role

	Funding and legal/compliance arrangements
	M1
	Funding secured and required registrations/approvals initiated
	Founder + Professional Adviser

	Premises and equipment setup
	M1–M2
	Premises fitted and core equipment installed
	Founder + Operations Lead

	Supplier selection and testing
	M2–M3
	Approved primary and backup suppliers confirmed
	Operations Lead

	Recruitment and staff training
	M2–M3
	Critical staff recruited and trained
	Founder + Operations Lead

	Website, POS and digital setup
	M2–M3
	Tested POS, payment, website and customer systems
	Founder + Technology Provider

	Pre-launch marketing
	M2–M3
	Website/content launched and opening campaign prepared
	Marketing Lead

	Soft launch/pilot
	M3
	Pilot completed and operational issues recorded
	Management Team

	Full launch
	M4
	Full trading begins against agreed readiness criteria
	Founder + Operations Lead

	Post-launch KPI review
	M4–M5
	30-day performance review and corrective-action plan
	Founder + Management Team


Significant milestones include funding and compliance readiness, completion of the premises and equipment setup, confirmation of primary and backup suppliers, recruitment and training of critical staff.
[bookmark: _Toc241167511]12.3 Resource Allocation and Priorities
Resource allocation will remain consistent with the £200,000 start-up requirement established in Chapter 9. Financial resources will be prioritised first for premises and fit-out, equipment, essential pre-opening costs, initial stock, recruitment and training, launch marketing and working capital. The marketing budget for Year 1 is £12,000 and will be used to develop the website and content, promote the digital channels, build partnership relationships and undertake customer retention activities. Funding, premises, equipment, compliance & supplier arrangements will be the priority in Months 1-2, staffing & training, technology & pre-launch marketing, will be a priority in Months 2-3, and all aspects of the soft launch, customer acquisition, operational control and post-launch optimisation will be a priority from Month 3 onwards. 
[bookmark: _Toc241167512]12.4 KPIs, Monitoring and Control
Financial, customer, operational and people-related indicators will be used to implement monitoring. This balanced approach minimizes the pressure to depend solely on sales performance and adds to the continuous performance evaluation (Kaplan and Norton, 1992).
[bookmark: _Toc241170851]Table 15.KPIs, Monitoring and Control
	KPI
	Numerical Target
	Frequency
	Owner
	Corrective Action

	Transactions
	≥135/day average during Year 1
	Weekly
	Founder
	Review acquisition and capacity if below target

	Average transaction value
	≥£7
	Weekly
	Manager
	Review pricing and product mix

	Gross margin
	≥70% contribution margin
	Monthly
	Founder
	Review supplier costs and pricing

	Repeat purchase rate
	≥30% by Month 3
	Monthly
	Marketing Lead
	Strengthen loyalty and retention activity

	Service time
	≤5 minutes average for standard orders
	Weekly
	Operations Lead
	Adjust workflow or staffing

	Stock-out rate
	≤2% of core product lines/month
	Weekly
	Operations Lead
	Reorder or activate backup supplier

	Cash reserve
	≥3 months of planned fixed operating costs
	Monthly
	Founder
	Restrict discretionary expenditure


Post launch review will be made at 30, 60 and 90 days to evaluate performance against business assumptions and devise corrective measures if the performance is materially deviating from the business assumptions.
[bookmark: _Toc241167513]12.5 Change Management and Implementation Risks
The following risks will be associated with Change Management and Implementation:
There will be a need to implement standards of services, digital systems, inventory controls and sustainability with staff. Staff will thus get role clarification, induction and practical training prior to soft launch. Improved workflows will be documented and reviewed for consistent implementation and new technology will be tested prior to full implementation. Approval/premises delays will then result in a revised launch date, supplier failure will result in the activation of the approved back-up supplier, recruitment delays will result in temporary staffing support, technology failure will require a manual operating fullback and a demand of less than 135 transactions per day for two consecutive months will trigger a review of marketing, pricing, staffing and capacity assumptions.
[bookmark: _Toc241167514]12.6 Implementation Readiness Summary
Once funding, compliance, premises, critical staffing, supplier arrangements and core systems are in agreement, then TEBC should progress to full launch. The soft launch will be used to test evidence before full commitment to resources, and KPI monitoring will be used to see if the customer, financial and operational performance are in line with the BDP assumptions. The implementation plan then allows for controlled launch, timely correction and early growth based on evidence, instead of early expansion.
[bookmark: _Toc241167515]Chapter 13: Conclusion and Recommendations
[bookmark: _Toc241167516]13.1 Conclusion
This Business Development Proposal sought to assess the market opportunity, strategic needs and commercial viability of setting up The Ethical Bean Coffee House (TEBC) as a specialty coffee business in Monmouth Street, Covent Garden, London. The analysis provides an identification of a potentially attractive but competitive market environment. The commercial viability relies on discipline, validation of customer demand, operational capability and control and financial management. The conditional, staged approach to launch, therefore, is supported in the proposal.
The analytical frameworks provided complementary insights. The PESTLE identified changes in consumer expectations, sustainability pressures and operating-cost risks as external threats, whereas Porter's Five Forces identified high buyer power, strong external rivalry and significant substitute pressures as external threats. SWOT combined the strengths and weaknesses of the firm/strategic business unit with the opportunities and threats in the external environment, whilst VRIO suggested that the firm/strategic business unit has potential external advantages in providing ethical sourcing, traceability, sustainability and personalised service (Barney, 1991) that it cannot currently claim as a competitive advantage when launched. The Business Model Canvas linked the suggested value proposition and the customer segments to the channels, resources, activities, partnerships, revenue streams and costs (Osterwalder and Pigneur, 2010).
[bookmark: _Toc241167517]13.2 Integrated Findings and Feasibility Judgement
The market findings show a potentially good but very competitive customer market in Covent Garden. TEBC cannot depend on location and the quality of the coffee only. This proposed proposition is a mix of specialty coffee quality, ethically sourced and credible coffee quality, traceability, sustainability and personalised service, providing a wider differentiation basis.
The financial analysis has a potential viability and a very small initial margin of safety. With an expected average transaction value of £7, and 310 trading days over the course of the year, the expected value of Year 1 revenue should be around £292,950. Using a variable cost of 30%, the break-even revenue is calculated to be: £292,857 for approximately 41,837 transactions or 135 transactions per trading day. The Year 1 forecast is therefore just slightly ahead of break-even and transaction volume, contribution margin (CM) protection, and working-capital control will therefore be important.
Appropriate premises, equipment, staffing, supplier capacity, POS systems and operating procedures are all factors that affect operational feasibility. The greatest threats are capacity during peak periods, relying on suppliers, equipment failure, food waste, and staffing availability.
Ethical feasibility is also contingent upon evidence. Sustainability and sourcing statements must be accompanied by sound supplier information, records and accurate customer communication, rather than by unsupported promotional statements. There needs to be transparency in sourcing and consistency in environmental and employment practices, therefore, to sustain stakeholder trust (Elkington, 1997).
[bookmark: _Toc241167518]13.3 Recommendations
1. Validate demand prior to expansion.
In the soft launch and initial 90 trading days, management should check on transactions, average transaction value, repeat purchasing, customer satisfaction/customer feedback before expanding or adding additional capacity.
2. Improve evidence-based ethical differentiation.
TEBC should set clear criteria for selecting suppliers, keep track of suppliers and define measurable sustainability practices. Ethical and environmental claims shall be truthful, clear and substantiated.
3. Protect financial viability.
The revenue, contribution margin, labour costs, supplier expenditure, cash reserves and break-even performance of management should be monitored regularly. There should be a budget/actual test of the £200,000 start up and the £12,000 year 1 marketing budget.

4. Build operational resilience.
Before expanding capacity, TEBC should identify alternate suppliers, establish a safety stock of equipment, plan for preventative equipment maintenance and have documented operating procedures in place, and have staff cross-trained for adequate equipment coverage.
5. Pursue controlled growth.
Firstly, repeat customers, ethically aware consumers, and Covent Garden's urban professionals and visitors should be targeted. Rest of the sites or significant product increase should be considered only when evidence has been provided that sustainable demand exists and acceptable margins and assured operating capacity are achieved.
[bookmark: _Toc241167519]13.4 Final Decision and Future Development
The final decision is to proceed conditionally with a staged launch. Subject to funding availability, regulatory compliance, confirmation of suitable premises and suppliers, critical staffing and sufficient evidence of customer demand at the planned price, TEBC can progress towards launch. The analysis indicates potential commercial viability, but the Year 1 financial model provides only a limited margin of safety and therefore does not support an assumption of immediate long-term success. Overall, the BDP supports a controlled and conditional launch in which TEBC develops its ethical sourcing, customer relationships, operational capability and financial performance before considering wider growth.





[bookmark: _Toc241167520]Chapter 14: Reflection
[bookmark: _Toc241167521]14.1 Reflection on the Business Development Experience
This Business Development Proposal (BDP) provided a great learning experience as I had to go from reading about business theories to applying them to a real business-development scenario. The Ethical Bean Coffee House (TEBC) development necessitated the following considerations: UK coffee market, customer segments, competitors, ethical sourcing, sustainability, business strategy, financial requirements, human resources, operations, feasibility and implementation. This process taught me that in the formulation of a business proposal, the various functional areas need to be linked together and not dealt with separately.
An important experience for me was my methodology. The approach was secondary data which comprised of academic literature, industry reports, government information and other documentary sources. This allowed me to gain an understanding of the market, consumer behaviour, sustainability and competitive issues without gathering my own primary data. But, I discovered that secondary research demands critical evaluation as there could be differences in purpose, methodology, date and assumptions in sources. As a result, I was more aware of evaluating the authenticity, authority and timeliness of information to make business decisions. This is one of the general principles of methodological consistency, critical appraisal in business research (Saunders et al., 2019).
[bookmark: _Toc241167522]14.2 What I Learned from the Experience
A vital lesson was that pretty good business idea is not enough for a sustainable competitive edge. At first it seemed as though specialty coffee with ethical sourcing was a good way to differentiate. With the help of Porter's Five Forces, SWOT and VRIO analysis, however, it was shown that other players can deliver quality coffee and sustainability propositions as well. VRIO, in particular, allowed me to see that ethical sourcing is not a rarity, but rather gaining greater advantage relies on building better relationships with suppliers and having the capability extend through the organization (Barney, 1991). Thus, I came up with a more realistic approach to focused differentiation as specialty quality, credible sourcing, traceability, sustainability, and personalised service.

I also gained an understanding of the need to integrate various business-planning tools. The Business Model Canvas does not look at customer segments, value proposition, channels, resources, activities or partnerships in isolation but allows to understand the interactions among them (Osterwalder and Pigneur, 2010). Likewise, the financial analysis revealed that the operational assumptions need to be consistent with strategic decisions. For instance, the forecast number of transactions has implications for revenue, employee needs, stock, service capacity and breakeven performance.
A key lesson was the need to deal with uncertainty. The feasibility analysis indicated whether TEBC was potentially viable or not, but only if certain assumptions about demand, funding, supplier reliability, staffing and regulation and cost control were met. I learned that a viable business plan should not have fuzzy assumptions as a fact. Rather, assumption(s) should be recognized and validated through implementation and performance tracking. The knowledge helped to formulate the final conditional-go recommendation.
[bookmark: _Toc241167523]14.3 What I Would Do Differently Next Time
I would create an evidence and assumption matrix at the start of the research process if I were to do the project again. This will clarify each of the major assumptions, supporting evidence, level of confidence and impact on the business. It would help to ensure consistency between market analysis, market strategy, financial forecasts and the feasibility assessment.
I would do more of a systematic search for secondary data from the start. The research process would be more efficient and repeated searching would be minimised if the research was in predefined research categories covering market demand, competition, ethical sourcing, sustainability, costs, regulation and consumer behaviour. A research process can be structured to help develop transparency and consistency in evidence-based decision making (Saunders, Lewis and Thornhill, 2019).
I would further develop the financial and operational assumptions earlier in the process. If transaction volume, average spend, variable costs and break-even points were tested in conjunction with the initial market analysis, it would be possible to find out more quickly if there were any problems with the proposal. For this BDP, secondary research was the right choice, however, the future development of TEBC could be improved with actual customer feedback and trading data as this would provide real world information to validate assumptions which secondary sources cannot fully prove.
In general, BDP boosted my theoretical links to practical decisions making. Effective business development involves evidence, integration and critical judgement and constant evaluation. The experience also demonstrated that uncertainty is not removed by a good business proposition, but rather is clearly identified and practical means are sought to manage and reduce it (Osterwalder and Pigneur, 2010).
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