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1. [bookmark: _Toc183167710]Introduction
Entrepreneurship means seeking a problem, developing a solution, and taking the risks to start and run a new business (Hisrich, Peters, and Shepherd, 2017). This venture pitch presents SereneTeas, a start-up launching organic tea blends made by hand to the growing health conscious market that craves natural wellness goods. It is the situation of pitching this business concept to people that are willing to invest £25,000. It includes a description of the business idea, business legalities, management team, SWOT analysis of the market, marketing campaign using the 4Ps and a financial projection. With the integration of herbal knowledge with modern consumer demand, SereneTeas aims to create a place for itself in the organic tea market by providing exclusive, high-quality teas that aid in rest and relaxation.
2. [bookmark: _Toc183167711]Business overview 
SereneTeas is a startup that creates and sells hand-made organic tea blends to natural wellness conscious consumers. The brand’s mission is to offer quality, tasteful teas for health and relaxation using ethically sourced, organic ingredients like chamomile, lavender, ginger and green tea. The tea industry in the UK has proved robust and lucrative over the past few years. Statista (2023) shows the UK tea market revenue started at £1.77 billion in 2019 but declined by nearly 50 per cent to £1.52 billion in 2020 – presumably due to disruptions from the COVID-19 pandemic. This decline is reflective of the wider economic effects of the pandemic on consumer and supply-chain spending. But the market did well thereafter. Revenue bounced back to £1.73 billion in 2021 and climbed to £1.98 billion in 2022 and then £2.1 billion in 2023. This upward trend suggests that consumers’ trust and curiosity in tea products are back. The revenue is expected to average £2.08–£2.1 billion a year from 2024 and shows little change (Statista, 2023). This stabilisation also implies that the market is now mature and will likely grow slightly. This slowdown in total market revenue indicates the need for differentiation in the market. Customers demand personalised, high-quality products that fit their vision and lifestyle. Cam (2023) says the health-conscious and green-minded consumers increasingly turn to organic drinks. This is a potential market for SereneTeas to tap into with organic, wellness-oriented tea blends. SereneTeas distinguishes itself on the quality, sustainability and customer experience front. The company targets green consumers through its accent on organic ingredients and sustainable packaging. Similarly, because the blends are made with hands, they offer subtle flavors not found in mass-produced teas. Its audience is 18–75-year-old adults with health and wellness as a top priority (Statista, 2023). These are the consumers who care about organics and natural products and will spend their money on quality items that are beneficial to their well-being. They are inclined to pursue alternative health practices like yoga and meditation and prefer brands with sustainable business practices  (Gundala and Singh, 2021). As it aligns its product offering with the market and the consumer’s appetite, SereneTeas has the potential to establish itself in the UK tea market. 
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Fig 2. Statista (2023). Revenue of the tea market in UK from 2019-2029.
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Fig 3. Statista (2023). Average weekly household expenditure on tea in the United Kingdom (UK) in 2022, by age of household
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Fig 4. Statista (2023). Organic tea companies in the United Kingdom in 2021, by retail sales value
3. [bookmark: _Toc183167712]Legal format of the startup company
Organizational structure outlines how activities are distributed, directed, and controlled within an organization to accomplish company’s goals, it governs information flows and decision making (Jones, 2013). SereneTeas will have a private limited company (Ltd) operating in the UK. There are a number of advantages to this legal form. Firstly, it offers limited liability protection: shareholder only pays the amount invested, in this case, protecting private property from corporate debt (Atrill and McLaney, 2015). It also boosts trust with customers and suppliers, because small companies are thought to be more stable and trustworthy (Kuratko, 2016). Moreover, there are possible tax advantages; private limited companies are tax-efficient because corporation tax is lower than individual income tax, and profits may be invested in the company to grow it (Atrill and McLaney, 2015). Having the option to issue shares opens up the possibility for future capital raises which would enable expansion plans and growth (Ross, Westerfield, and Jordan, 2017.). But this form has its limitations. It is much more bureaucratic and regulatory than a sole proprietorship or a partnership. Private limited companies have to comply with the Companies Act 2006, which requires them to submit annual accounts and confirmation statements to Companies House which can take time and cost money (French, Mayson, and Ryan, 2016). These filings are public records and could leak valuable financial data to competitors. Further, the shares are not sold to the general public which restricts the sources of large-scale capital raising compared to public limited companies (Kuratko, 2016). Initial set-up and ongoing compliance expenses can also clog startup budgets. Nevertheless, SereneTeas’ formation as a private limited company fits into its long-term strategic objectives, offering both the agility and the structure to capture potential investors or partners without risking one’s personal capital. SereneTeas also plans to adopt flat organizational structure for faster processes and collaborative work culture. A flat system decreases hierarchy which fosters the transparency and rapid decision-making (Robbins, Judge, and Breward, 2016). This method creates employees with more freedom and autonomy to innovate and be more satisfied in their work (Buchanan and Huczynski, 2019). Nonetheless flat organization has drawbacks, too. As a result of unclear managerial roles, role ambiguity and conflict arise because of overlap (Kumar, 2015). Additionally, as the business grows, a flat model may not work as effectively and there may be issues of coordination and control. These potential compromises are aside, a flat organisational model matches SereneTeas’ values of agility and responsiveness in a competitive market, and it’s the right fit for a startup that is looking to efficiently use its human capital.
4. [bookmark: _Toc183167713]Management of the company
Management is a key factor in the success of a startup such as SereneTeas and they need to be a small team that can quickly respond to the market and remain efficient (Blank and Dorf, 2012). The Managing Director is the owner who acts as the strategic leader, manages day-to-day functions and takes important decisions on the direction of the company (Barringer and Ireland, 2016). They help create the vision and culture for the company that the company needs. With only a few key staff, the startup can stay mobile and affordable. These employees who are often multi-taskers, bring new skills and creativity by collaborating tightly (Ries, 2011). A part-time assistant, for example, can manage order fulfilment and customer service, keeping customers happy and everything running smoothly. It is also essential to consult external professionals, including accountants and lawyers, for compliance and risk analysis. These consultants offer expertise in subjects such as accounting and compliance, which are valuable but outside of the startup team’s purview (Burns, 2022). Outsourcing these tasks enables the startup to work on its core business while having hard-to-reach work done. All in all, a simple yet capable management team allows SereneTeas to quickly validate its business model without depleting resources, which is key for startups trying to find their footing in the market.
	Position
	Role/Responsibility
	Employment Type
	Monthly Cost (£)

	Managing Director (Owner)
	Strategic direction, daily operations, decision-making
	Full-time Employee
	2,000

	Operations Assistant
	Order fulfillment, inventory management, customer service
	Full-time Employee
	1,800

	Marketing Coordinator
	Marketing campaigns, social media management
	Part-time Employee
	960

	Accountant
	Bookkeeping, financial reporting, tax compliance
	External Professional
	200

	Legal Advisor
	Legal compliance, contracts, regulatory advice
	External Professional
	100

	Total Monthly Cost
	
	
	£5,060



5. [bookmark: _Toc183167714]SWOT Analysis 

	Strengths
	Weaknesses 

	· Handcrafted organic tea blends from SereneTeas offer distinct flavours and health advantages not found in mass-produced teas. This distinction attracts specialised customers seeking premium and handcrafted goods (Mintel, 2022).
· The company's ethically sourced, organic ingredients and eco-friendly packaging meet consumer demand for sustainable products. This devotion boosts brand image and consumer loyalty.
· The founder's herbal studies background lends credibility and authenticity to the products. This experience helps the business to create unique wellness blends that set it different (Barringer and Ireland, 2016).
	· SereneTeas' brand awareness is low as a newcomer, which can limit market penetration. Branding takes time and marketing (Keller, 2013).
· A £25,000 startup budget limits the company's ability to invest in large-scale marketing campaigns, innovative technology, or mass product purchases, which may hinder growth and competition (Burns, 2022).
· Small teams can cause operational bottlenecks, making it harder to scale fast to meet market demand. Human resource shortages can impact customer service, order fulfilment, and innovation (Ries, 2011).

	Opportunities
	Threats

	· Organic and health-conscious products are growing in popularity. Organic tea sales and market share are expected to rise (Statista, 2023).
· Online shopping allows businesses to reach more customers without the overhead of physical stores. E-commerce allows data collection for personalised marketing.
· Working with wellness influencers, local health stores, or yoga studios can boost brand awareness and credibility. Collaborations can expand distribution and client bases (Harrigan et al., 2017).
	· Both known brands and organic startups compete in the tea market. Competition might hinder market share and cause price wars (Mintel, 2022).
· The company's dependence on organic components exposes it to supply shortages, price volatility, and quality difficulties owing to crop environmental conditions (Christopher, 2016).
· Health and taste preferences change quickly. A drop in herbal tea demand or bad publicity about ingredients could hurt demand (Solomon,  2010).




6. [bookmark: _Toc183167715]The 4Ps of marketing
[bookmark: _Toc183167716]Product
SereneTeas has handcrafted organic tea blends to assist in customers’ wellness. They are formulated from ethically sourced, organic components like chamomile, lavender, ginger and green tea. Because the company puts emphasis on quality and exclusivity of tea blends, it stands out in a market (Kotler et al., 2016). Organic and natural focus is geared to meet consumers increasing demands for healthier alternatives (Smith, 2011). Moreover, the green packaging also makes the product attractive to the green customers. The product strategy is about delivering value via good, sustainable products that satisfy certain needs of customers.
[bookmark: _Toc183167717]Price
SereneTeas pricing is premium, and speaks to the organic, high-quality products. Premium prices can set up a sense of exclusivity and premium which works to attract a specific target group willing to pay more for good quality and morals (Jobber and Ellis-Chadwick, 2019). Prices are determined competitively in the organic tea category so that they are acceptable to the market at a profit. The company also includes the price of ethical sourcing and sustainable packaging in the price point. Flexible pricing such as bundles or subscriptions can be used to drive customers’ purchase repeat purchases (Wilson and Gilligan, 2012).
[bookmark: _Toc183167718]Place
SereneTeas sells its products mostly online, through its website, e-commerce site and selected marketplaces. This means that the business can have access to more customers with less overhead expenses of having stores (Chaffey and Ellis-Chadwick, 2019). Online distribution works especially well with specialty products as you get a targeted marketing and customer experience. The brand could also seek to partner with small health stores and cafés that have a similar brand DNA to provide even more outlets for customers. Proactive supply chain management for on-time delivery and customer satisfaction (Christopher, 2016).
[bookmark: _Toc183167719]Promotion
Promotional strategy is digital marketing activity to promote the brand and reach the target market. They use social media to post articles about wellness, sustainability and organic tea benefits in order to create a brand community (Hollensen et al., 2017). Blogs and newsletters educate consumers, as well as position the company as an expert in organic tea market. Partnerships with wellness influencers and attendance at associated online events can add to the promotional power and reach. In the campaign, the company’s own USPs — organic content, health benefits, sustainability — set it apart from its competitors.
7. [bookmark: _Toc183167720]Cash flow forecast
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8. [bookmark: _Toc183167721]Conclusion 
The cash flow prediction shows that SereneTeas can maintain a positive cash balance in its first year, despite net cash outflows. Net cash flow turns positive in Month 7, signalling profitability. The £18,000 cash balance at the conclusion of Month 12 gives a solid financial basis for growth, product expansion, and marketing.
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Description Month1 |Month2 |Month3 [Month4 |Month5 |Month6é [Month7 [Month8 |Month9 [Month 10 (Month 11 |Month12
££8 ££8 ££8 ££8 ££8 ££8 ££8 ££8 ££8 ££8 ££8 ££8
Starting Cash Balance 12,000 10,400 8,800 7,200 7,000 6,800 6,600 7,800 9,000 10,200 12,800 15,400
Sales Revenue 2,000 2,000 2,000 4,000 4,000 4,000 6,000 6,000 6,000 8,000 8,000 8,000
Cost of Goods Sold -600 -600 -600 -1,200| -1,200| -1,200| -1,800 -1,800 -1,800 -2,400| -2,400| -2,400|
Gross Profit 1,400 1,400 1,400 2,800 2,800 2,800 4,200 4,200 4,200 5,600 5,600 5,600
Operating Expenses -3,000| -3,000| -3,000| -3,000| -3,000| -3,000| -3,000| -3,000| -3,000| -3,000| -3,000| -3,000|
Net Cash Flow -1,600]| -1,600]| -1,600]| -200 -200 -200 1,200 1,200 1,200 2,600 2,600 2,600
Ending Cash Balance 10,400 8,800 7,200 7,000 6,800 6,600 7,800 9,000 10,200 12,800 15,400 18,000
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Revenue of the tea market in the United Kingdom from 2019 to 2029 (in
billion GBP)
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Average weekly household expenditure on tea in the United Kingdom (UK)
in 2022, by age of household reference person* (in GBP)
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