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[bookmark: _Toc175299789]Dragon's Den Business Plan: EcoBrews
Inspired by the entrepreneurial spirit of our times and with knowledge from my BA in Business Management, I've developed an innovative business concept: To this, this paper proposes EcoBrews, an eco-friendly coffee shop chain. This business plan is to provide Dragon’s Den investors with our idea for business. 
[bookmark: _Toc175299790]1. Business description/market potential 
EcoBrews is a new brand of coffee shop that will offer high-quality coffee together with the concept of environmental conservation. We aim to serve great coffee, sourced responsibly and with the least possible harm to the environment. Our prime offering is our ‘Zero-Waste Coffee Experience’ where customers get to enjoy our top-notch coffee in a reusable or edible cup with the used coffee grounds given out for planting at home. This is a niche that is unoccupied in the competitive coffee industry and consequently makes us rather special. 
EcoBrews is not just a coffee shop but a change in the way the coffee industry should work. It was inspired by the increasing awareness of the problem of single-use plastics and food waste. The problem is, as the Environmental Protection Agency puts it, more than 50 billion coffee cups are disposed of each year in the United States only (www.factmr.com, 2024).). Through the implementation of the edible and reusable cup system, we are therefore proposing to minimize this waste while at the same offering our customers something new and enjoyable. 
All our edible cups are made from special organic and gluten-free material which is suitable for the taste of our coffee. These are strong enough to bear hot liquids and can be used for up to three hours and the product can be stored for up to six months. For those who do not want to eat their cup, we have a new reusable cup solution. Customers can buy a special cup which is environmentally friendly and can be reused to get a discount on subsequent purchases. This program not only cuts down the waste but also it also increases customer retention. 
The two innovations that form the intellectual property of EcoBrews include the process of making edible cups used in the packaging of coffee and the reusable cup system. Both are being patented at the moment. EcoBrews will be organized as a Limited Liability Company (LLC), with the founding team to have the controlling interest. It will mean that we will meet all requirements of food safety and hygiene, as well as we will care for the environment and will become pioneers in the sphere of environmentally friendly policy. 
[bookmark: _Toc175299791]2. Industry Analysis 
The global coffee shop market was worth $237. The global market for the technology is expected to rise to $6 billion in 2021 and could reach $455. To reach 6 billion by 2030, at a compound annual growth rate (CAGR) of 7%. According to Allied Market Research, the CAGR of the global market is expected to be 5% in the year 2022 (Aprilia et al., 2023). Such factors include growth in coffee consumption, development of cafe culture, and increased consciousness of environmental conservation. 
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· Value: Our zero-waste concept is therefore of great value to eco-friendly consumers. 
· Rarity: As of now, none of the big coffee shop chains have a fully waste-free service. 
· Imitability: The edible cup technology and the closed-loop system that we have developed are hard to imitate. 
· Organization: It is for this reason that our team has been designed to leverage the benefits that are derivable from our model and to ensure that we are always looking for new ways of doing things (World Coffee Portal, 2023). 
[bookmark: _Toc175299793]Porter's Five Forces Analysis 
1. Threat of New Entrants: Moderate - The obstacles to entry in the coffee shop market are relatively low, however, our concept is quite innovative and will call for a lot of capital. 
2. Bargaining Power of Suppliers: Some Control– We shall directly involve ourselves with coffee farmers which will be a plus on our supply chain. 
3. Bargaining Power of Buyers: High – Customers can have many choices when it comes to coffee shops and therefore loyalty is important. 
4. Threat of Substitutes: Some – Home brewing, and local coffee shops are options, but what we do cannot be compared to anyone else. 
5. Competitive Rivalry: However, the coffee shop market is already saturated and this is the reason why we have chosen a niche in our business strategy. 
[bookmark: _Toc175299794]Competitor Analysis 
1. Starbucks: World’s largest, but has been dubbed a polluter (Statista, 2023).
2. Costa Coffee: A relatively strong UK presence but starting to introduce some forms of sustainability. 
3. Caffè Nero: Quality is one of the primary aspects of the company, however, the firm does not have a well-rounded sustainability plan.
4. Independent eco-cafes: Sometimes local, and therefore not as comprehensive or regular as the information we intend to present. 
The coffee shop business is no longer limited to the provision of beverages but the provision of experiences and connections. According to the survey conducted by the National Coffee Association (2023), 62% of the American population drinks coffee daily, and there is a growing demand for speciality and responsibly grown coffee. This is in concordance with the products of EcoBrews by which the consumers are becoming more and more concerned about the environmental impact of the products that they consume (Versino et al., 2023). Also, the sustainability of our business is in line with the current trends in the market. According to a recent Nielsen study, 73% of global consumers stated that they are willing to change their consumption behaviour to minimize their impact on the environment (Chua et al., 2024). This change in consumer behaviour is therefore a good business opportunity for EcoBrews to seize market share and become the industry’s leader in sustainable business model. 
[bookmark: _Toc175299795]3. Structure of the operations and management team 
Our business process starts with sourcing where we work with the best ethical and organic coffee farms. We also do the roasting of the beans at our central facility to enhance the quality and freshness of the product. Our shops are supplied with roasted beans and other requirements every week. In-store operations include preparation of the beverages by our competent baristas using either reusable or edible cups. We pick the coffee grounds, prepare them as fertiliser, and then package and sell them for use by customers in their farms and gardens. 
Here are the ways through which we intend to make our revenue: 
We will have premium single-origin coffees and seasonal specials for the upselling. Here we will try to convince the customers to take the large size or to add more shots. When we grow, we should be able to get better prices from our suppliers because we are buying in bulk, and we shall improve on the roasting and distribution methods. To avoid revenue loss we will introduce a loyalty program, hold regular staff training sessions to deliver quality services, and keep on updating the menu according to the feedback received from customers. 
The management of the company has vast experience in the business:
· Jane Smith, our CEO, has an MBA from London Business School and has worked for the past 10 years in sustainable startups. 
· Our COO John Brown is a man with vast experience in the coffee shop sector; he was an operations manager at Costa Coffee. 
· The financial position of the company is managed by Sarah Johnson, our CFO, who is a chartered accountant with special experience in the growth of the food and beverage industries.
· Our Head of Sustainability is Dr Michael Lee who has a PhD in Environmental Science and has worked in a sustainability role at a large FMCG company. 
At EcoBrews, we strongly hold the view that our people are our strength. Besides the members of our core management team, we will employ baristas who, besides being knowledgeable in coffee production, will be interested in environmental protection. To achieve this, we will put in place a training program which will entail coffee making, customer service and environmental conservation. This will allow our employees to act as brand ambassadors and inform the customers about the sustainable approaches we use in our coffee business (Coffee Association of Canada, 2023). 
We also intend to put in place a good supply chain management system to track our coffee beans from the farm to the cup. This system will enable the assessment of the environmental and social effects that our sourcing has and thus give our consumers the information they need. Through the use of blockchain technology, every process in our supply chain will be documented and accredited hence, by scanning a QR code on the cup, the customer will be able to know the journey of his/her coffee (Setiyorini, Chen, & Pryce, 2023). 
[bookmark: _Toc175299796]4. Marketing Plan and Strategy 
In our marketing, EcoBrews is marketed as the ideal choice for the social, environmental, and responsible coffee drinker. ’Our concept will be to produce no waste and to offer the best quality coffee.’ 
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1. Product: Premium, ethically sourced coffee served in innovative, eco-friendly ways.
2. Price: Slightly premium pricing (10-15% above average) to reflect our unique offering and quality.
3. Place: Initially launched in eco-conscious urban areas, with plans to expand to university campuses and business districts.
4. Promotion: Strong social media presence, partnerships with environmental influencers, and local community engagement initiatives.
In our distribution process, we plan to select the areas that have high traffic and place our products in those areas. We will also look at ways of jointly with environmentally friendly firms for co-location arrangements. This approach enables us to get the attention of our target market and at the same time enhance the brand equity of our business (Environmental Protection Agency, 2023). 
Besides, the above marketing strategies, we will use technology in the provision of services to improve the customer experience and, thus, create a loyal customer base. We shall create a mobile application with features such as order and pre-ordering of drinks, displaying customers’ environmental footprints (for instance, the number of cups that have been avoided), and sustainability challenges. Another aspect of the app will be a reward system to encourage customers to their green decisions. We will also hold events at our shops, e.g. sustainability workshops, coffee tastings, and meet the farmer (National Coffee Association, 2023). These events will also help us gain customers as well as foster our brand community and the company’s focus on sustainability and quality. 
To evaluate the results of our marketing strategies, we will employ certain metrics including customer acquisition cost, customer lifetime value, social media engagement rates, and net promoter score. We shall monitor these metrics and make the necessary changes to those strategies to get the best results from our efforts and investment (Knudsen, Becker, & Swedberg, 2011). 
[bookmark: _Toc175299798]5. Financial Plan 
[bookmark: _Toc175299799]Sources and Uses of Funds Statement
[bookmark: _Toc175299800]Sources of Funds
· Founder's Investment: £200,000
· Dragon's Den Investment Sought: £300,000 Total: £500,000
[bookmark: _Toc175299801]Uses of Funds
· Store Fit-Out (2 locations): £250,000
· Equipment (Roasters, Grinders, etc.): £100,000
· Initial Inventory: £50,000
· Marketing and Launch: £50,000
· Working Capital: £50,000 Total: £500,000
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1. Equity Financing: We're seeking Dragon's Den investment, but could also explore venture capital.
2. Debt Financing: Bank loans or equipment financing could be options for future expansion.
3. Crowdfunding: Our eco-friendly concept could attract support through platforms like Crowdcube.
4. Government Grants: We'll explore grants available for sustainable businesses.
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	Month
	Revenue
	Expenses
	Net Cash Flow
	Cumulative Cash

	1
	£30,000
	£40,000
	-£10,000
	£490,000

	2
	£45,000
	£42,000
	£3,000
	£493,000

	3
	£60,000
	£45,000
	£15,000
	£508,000

	4
	£75,000
	£50,000
	£25,000
	£533,000

	5
	£90,000
	£55,000
	£35,000
	£568,000

	6
	£100,000
	£60,000
	£40,000
	£608,000


We project achieving profitability by month 2, with steadily increasing positive cash flow thereafter.
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EcoBrews offers a new business proposition in the small but continuously expanding sustainable coffee market. The following is our unique zero-waste coffee concept that targets the green consumers in the market who are looking for environmentally-friendly food and beverages. Our management team is composed of highly qualified professionals with industry and sustainability backgrounds, which puts us in a good place to achieve the set goals. The model is easily expandable and can be deployed in any urban area and other regions. 
Using our concept of sustainability, high-quality products, and strong business strategy,
EcoBrews is ready to challenge the coffee shop industry. We are not only selling a product, but we are giving out a solution to the problem of the environment in our industry. The financial analysis in the feasibility study shows that not only will EcoBrews be financially viable but it will be a company that will be contributing to the positive change of the world’s food and beverage industry. We are confident that with the help of the Dragon’s Den investors, EcoBrews can occupy a leading position in the sustainable coffee shop industry and generate high profits with a special focus on environmental issues.
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