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1) [bookmark: _Toc213798227]Executive Summary
In the UK, GreenSip Coffee Roasters is a small, independent coffee shop. You can get coffee beans and subscriptions from two cafés, a small roasting factory, and an online store. The company has about 20 employees who work hard to make high-quality, ethically sourced coffee. It wants to be honest about where the coffee comes from and how it affects the environment, and it wants to help people find excellent coffee more easily. Involvement in the community, outstanding service, and high-quality goods have helped the company build a loyal customer base in the area. Its subscription service is also starting to bring in customers online. GreenSip, like many other small businesses, must confront problems that are common. These problems include insufficient funds, rising prices, inability to handle more customers, and tough competition from both bigger chains and smaller independent roasters. These stresses make it challenging for businesses to grow quickly or spend a lot on ads. People will always want excellent coffee and to make it at home, so the coffee business is still a lucrative one. But there are many businesses out there, and customers don't always stick with the same one. The price of green coffee beans and electricity affects how much money the company makes. GreenSip can't compete by lowering prices because of this. Instead, it should use taste, experience, and sustainability as its main selling points to make it stand out even more. GreenSip should focus on making itself stand out from the crowd so it can grow. There are two main ways to do this: Add a line of ready-to-drink (RTD) cold brew in small batches to your product line. You could also improve the subscription offer by including starter kits, brewing instructions, and packaging that is beneficial for the environment. Market development means getting into business-to-business (B2B) channels. You can do this by teaching your employees and making service agreements with local offices, boutique hotels, and cafés. GreenSip should use a phased and lean approach to ensure that these plans work. This means that you should verify the RTD line before spending a lot of money, improve the company's digital marketing and customer relationship management (CRM) systems, and get to know your suppliers better to protect against price changes. Better energy management, more flexible roasting schedules, and careful financial planning should all help things go more smoothly. You can tell how well a business is doing by looking at some useful figures. Some of these are the gross margin, the growth of revenue by channel, the subscription churn, the retention of B2B sales, and the amount of energy used per kilogram of roasted coffee. In short, GreenSip should stay a high-end, ethical coffee brand and slowly add new products and markets. Businesses should not try to grow quickly or compete on price. Instead, they should focus on partnerships, efficiency, and growth.
2) [bookmark: _Toc213798228]Introduction: organisation, offerings, model, and distinctiveness
[bookmark: _Toc213798229]Organisation
GreenSip Coffee Roasters is a small, independent coffee business in the UK that has two cafés, a small roasting facility, and an online store. About twenty people work in roasting, running the café, fulfilling orders, and helping customers. The goal is to make it easier to enjoy high-quality coffee while being open about where it comes from and how it affects the environment.
[bookmark: _Toc213798230]Offerings and customers
The retail offer includes espresso and filter drinks in cafés, packaged beans that can be recycled, gift options, and online subscriptions. A small selection of simple brewing tools makes it possible to brew at home. The main groups of customers are people who go to local cafes and want reliable tasting and friendly service and home brewers all over the UK who want fresh, reliable beans delivered on time. A small but growing B2B line sells beans and short, useful training to offices and small hotels.
[bookmark: _Toc213798231]Business model and economics
The company makes money in three ways: through cafés (which sell drinks, limited food, and retail beans), through direct-to-consumer online sales (which include one-time orders and subscriptions), and through wholesale. Green coffee, energy for roasting, packaging, labor, rent, and distribution are some of the biggest costs. Direct online sales of roasted beans usually have the highest gross margins because they don't have to pay for middlemen's markups. Subscriptions also help with demand forecasting and working-capital planning. In Business Model Canvas terms, the value proposition is high-quality specialty items with clear sourcing stories and practical advice, delivered through owned retail and digital channels that are supported by roasting and fulfillment capabilities (Osterwalder & Pigneur, 2010).
[bookmark: _Toc213798232]Distinctiveness and constraints
Differentiation is based on three things: a consistent flavor that matches the stated profiles; credible openness about where the product comes from and how to buy it; and practical help through clear brewing instructions, quick service, and targeted B2B training. The company is a small business, so it has some structural problems, like limited growth capital, exposure to changes in input and energy prices, and limited managerial bandwidth. As a result, investments should be phased up and based on evidence (OECD, 2017).
[bookmark: _Toc213798233]Implication for the report
The following analysis assesses the internal and external environment to determine if the extension of the current proposition (subscriptions, convenient formats) and the enhancement of proximate B2B relationships represent the most viable strategy within these limitations.
3) [bookmark: _Toc213798234]Environmental scan and competitive position
[bookmark: _Toc213798235]Purpose and approach
This part looks at GreenSip's strengths and weaknesses inside the company and in the outside world to figure out where the company can compete fairly and how it should handle risk. The analysis employs the resource-based view and the value chain for internal evaluation, while utilizing PESTEL and the Five Forces for external evaluation. These frameworks ensure that all pertinent factors are systematically addressed rather than prescribing actions (Barney, 1991; Porter, 1985; Aguilar, 1967; Porter, 2008; Johnson et al., 2017).
[bookmark: _Toc213798236]3.1 Internal environment
[bookmark: _Toc213798237]Resources and capabilities (RBV)
GreenSip's most important resources are people and relationships, not things like buildings and land.  The company's roasting skills, which are shown through repeatable profiles and routine cupping, help keep the flavor consistent across all brewing methods.  Its relationships with importers and cooperatives help it get lots that can be traced back to their source and keep their quality consistent.  The customer experience—friendly service in cafés, clear online brewing instructions, and quick problem-solving—makes trying specialty coffee seem less risky and makes people more likely to buy it again.  In terms of resources, these traits are valuable, and not many competitors have them in the same combination. They rely on tacit knowledge and trust, which are hard to trade, so they are slower to copy (Barney, 1991).  This means that GreenSip's edge is more likely to last if they have strict routines and strong relationships than if they just have a lot of customers.
[bookmark: _Toc213798238]Value chain highlights
In addition to the main activities, inbound logistics depend on the reliable import, storage, and quality control of green coffee. Operations use a lot of energy. For example, small-batch roasting needs to keep cup profiles by making changes repeatedly, keeping the temperature stable, and carefully scheduling. Outbound logistics includes local delivery, café retail, and national parcel networks. It's important to deliver on time and in full because freshness fades quickly after roasting. To be effective, marketing and sales need clear stories, useful information, and an e-commerce funnel that can separate and move customers. After you buy something, the service continues with brew support and quick problem solving. Basic IT/analytics, procurement, and human resources are all support activities that help these flows. GreenSip's strengths right now are in operations (the cups are good) and service (they give good advice). It has problems with digital marketing discipline and using customer data on a regular basis, where measurement and test-learn cycles are not yet common (Porter, 1985).
[bookmark: _Toc213798239]SWOT as an integrated diagnosis
A good system that can be used repeatedly, a brand voice that is friendly instead of strict, and honest information about where products come from and how to buy them are some of the strengths.  Small and medium-sized businesses (SMEs) often have problems that make them weak. For example, they don't have enough money to grow, they only have one roasting site, which makes operations riskier, and the founder is in charge of marketing, which can be inconsistent.  There are ways to make money as home brewing becomes more common and as formats that are easy to use make things easier for customers. Offices and small hotels nearby also want training that is reliable and not too heavy.  There are a lot of threats: independent roasters and national chains are fighting for customers; buyers can easily switch; and prices for energy and green beans can change quickly, which can quickly cut into profits.  The diagnosis says that GreenSip should make its products stand out more in areas that customers can see (like taste, guidance, and reliability) while lowering costs and risks in areas that aren't as obvious (like energy per kilogram roasted, fulfillment efficiency, and dual sourcing of key origins).
[bookmark: _Toc213798240]3.2 External environment
[bookmark: _Toc213798241]PESTEL
Politically and in terms of rules, the process of importing goods and modifying the laws about packaging and environmental claims makes it tougher to follow the rules. Some municipal governments help independent shops on the main street by issuing them permits and hosting events at the same time. Fluctuating energy prices and pressure on real incomes affect both demand and operating costs in the economy. But "affordable premium" categories tend to stick around when value is made obvious. People appreciate choices that are real, easy to track, and don't waste a lot of resources. Employers still utilize good coffee to show that they care about their employees and guests. Small and medium-sized businesses (SMEs) may make quality control and communication more professional without spending a lot of money. They can do this with technologies like simple CRM and email automation, roast-logging software, and improved packaging. Climate change makes it more likely that the countries of origin will have lower yields and quality, which makes the case for open purchasing and diversified sourcing even stronger. Food safety, allergen management, and proving claims of sustainability all require documented controls and audit trails by law. The goal of PESTEL in this case is not to guess what will happen but to keep an eye on system-level drivers that could affect costs, demand, or compliance obligations (Aguilar, 1967; Johnson et al., 2017).
[bookmark: _Toc213798242]Industry structure (Five Forces)
The threat of new entrants is moderate to high because it's easy to get micro-roasting equipment, and community knowledge can help people learn faster. Supplier power is moderate. When supply is tight, relationship capital becomes important because high-quality lots can be hard to find. In both the consumer and B2B markets, buyers have a lot of power because it's easy to switch and there are many other options. The threat of substitutes is medium. Tea, energy drinks, and other caffeinated drinks all do the same thing, and making drinks at home can take the place of going to a café. There is a lot of competition because there are many artisanal roasters, private labels in supermarkets, and national chains. The aggregate force pattern suggests that a small business that competes mostly on price is strategically weak. Instead, a value-led approach that customers can see—taste, convenience, and credible ethics—offers a better way to protect itself, as long as back-end efficiency keeps margins from falling (Porter, 2008).
[bookmark: _Toc213798243]Demand patterns and channel economics
In specialty categories, people are more likely to buy something again if they think it is of good quality, it takes less effort, and they are sure that the results will be the same. When onboarding and delivery are reliable, subscriptions that make it easier to choose and automatically restock can boost retention and average order value. For a company with limited capital, direct-to-consumer channels often have higher gross margins because they don't have to pay extra fees to middlemen. On the other hand, B2B sales can help keep volumes steady and lower seasonality, but they come at the cost of lower margins. The managerial implication is to design the offer and the content that surrounds its starter kits, first-brew guidance, and rapid support so that the consumer faces fewer friction points and fewer reasons to experiment with rivals after the initial trial (Kotler and Keller, 2016).
[bookmark: _Toc213798244]Interim conclusion
The internal analysis shows that GreenSip's strongest advantages are experiential and relational: the quality of the cups matches the profiles given, the guidance reduces uncertainty, and the ties to suppliers help with traceability. The external analysis shows that there is always competition, buyers have a lot of power, and costs are always changing. All of these things make it hard to grow in a focused way. A consistent reading across lenses indicates focused differentiation: enhance perceived value in areas where customers are aware and mitigate cost and risk in areas where they are not. Frameworks are used here to help people make decisions, not to give them answers. The main benefit of using them is that they help people come to a balanced decision by taking into account resources, activities, macro drivers, and competitive pressures (Barney, 1991; Porter, 1985; Porter, 2008; Johnson et al., 2017).
4) [bookmark: _Toc213798245]Current strategic direction and goals
[bookmark: _Toc213798246]Strategic intent and positioning
GreenSip wants to become a better, more reliable roaster that makes specialty coffee available to more people without lowering the quality. The company's competitive strategy is focused on differentiation. It will target consumers and local B2B buyers who value clear flavor, reliable sourcing, and practical support. Instead of competing on price, it will compete on perceived value (Porter, 1985). This job is a good fit for the company because they are good at roasting, telling clear stories, and providing quick service. It also fits with the outside world, where there is a lot of competition and buyers have a lot of power. This makes price-based competition weak for small businesses.
[bookmark: _Toc213798247]Time horizon
The team made plans for the next 12 to 18 months to find a balance between being ambitious and not having enough resources. Quarter reviews will check on progress and give the company the chance to change its plans if they aren't working.
[bookmark: _Toc213798248]Objectives (outcomes and rationale)
First, see if your yearly income goes up by 18% to 22%. The company can only do this if it works harder to get subscriptions from individual customers and some contracts with other businesses. These streams either make more money or are less affected by the changing seasons. Second, to keep a gross margin of 55% or more on roasted beans, you need to roast them faster, pack them better, and always follow orders. Third, you should try to get the number of customers who leave each month to go down by less than 4% and the number of active customers to go up by 40 to 50%. To reach this goal, you should make the onboarding process easier, give clear instructions for the first brew, and make sure that deliveries are always on time. Fourth, always try to make 12% to 15% of your total sales come from B2B sales. You can find small hotels and offices nearby. Changes cost more when training is flexible. Fifth, cut the amount of energy needed to roast one kilogram of coffee by ten to twelve percent. Getting at least two sources for two important origins will also help. Finally, make sure that you answer support questions within one business day and keep your Net Promoter Score (NPS) at 60 or higher to make sure that customers have a safe experience. Two ways to stand out are to keep things simple and gain people's trust.
5) [bookmark: _Toc213798249]Stakeholders and governance
The stakeholders of GreenSip possess varying levels of power and interest, necessitating a tailored engagement approach through a power–interest framework (Mendelow, 1991). The founders and the roasting/operations lead possess significant influence and interest; the alignment of product quality with cost discipline is contingent upon their collaboration. Primary green coffee suppliers, the courier partner, and key B2B clients have significant influence yet exhibit fluctuating daily engagement; quarterly evaluations, shared metrics, and visibility into volumes contribute to their satisfaction. Café and subscription patrons, baristas, and local community organizations exhibit significant interest yet possess less structural authority; prompt communication and dependable service maintain trust. Governance must establish decision-making authority via a streamlined RACI framework and a consistent schedule: a weekly operations meeting concentrating on fulfillment and freshness, a bi-weekly commercial review addressing acquisition, retention, and B2B pipeline, and monthly stage-gate meeting that evaluates, progresses, or halts initiatives based on empirical evidence (PMI, 2017).
6) [bookmark: _Toc213798250]Implementation plan

Phase 0 (four to six weeks): Finish the paperwork for food safety, choose the cold brew flavors that are ready to drink, finish the canning agreement, and set up a way to keep track of orders, repeat purchases, and costs. 

 Phase 1 (eight to ten weeks): make small amounts and sell them on the website, in cafes, and to a small number of offices. Look at the profit per can, how often people buy again, and how long it takes to deliver. Choose whether to grow, change, or stop. 

 Phase 2 (8 to 12 weeks): boost subscriptions by sending out starter packages, how-to guides, and targeted emails. Monitor cancellations, repeat orders, and the customer’s lifecycle value in relation to the acquisition cost. 

 Phase 3 (three to six months): target hotels and office buildings with legumes, offer training, and promise to respond. Every three months, check to see how profitable your account is. 

 Always use two sources for primary origins, plan roasts well, and keep a cash flow projection for the next thirteen weeks.

7) [bookmark: _Toc213798251]Risks and key performance indicators
The main risks are not enough demand for RTD, energy, and green bean prices and supply being unstable, too many projects being worked on at once, and not following through on food safety or sustainability claims. Pilot gating with clear stop rules, varied origins with a minimum buffer stock, limits on how many projects can be done at once, and documented controls with regular audits are all ways to reduce risk. The strategy logic is in line with the KPIs: for commercial health, revenue by channel and gross margin on roasted beans; for D2C resilience, subscription churn and LTV/CAC; for service reliability, B2B retention and on-time-in-full delivery; for efficiency, energy per kilogram roasted, waste, and inventory turns; for customer experience, NPS and first-response time; and for solvency, cash runway. We look at KPIs in our weekly and monthly meetings, and if there are bad trends, we take the steps we planned ahead of time.
[bookmark: _Toc213798252]Conclusion
GreenSip should focus on standing out by making customers feel like they are getting more value in areas they are already familiar with, like taste, guidance, and dependability, while also lowering costs and risks in areas that are less obvious. Phased pilots, strict oversight, and strict key performance indicators help subscriptions, ready-to-drink products, and local B2B grow while protecting margins and brand integrity.
[bookmark: _Toc213798253]References
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