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 Business Idea

Harmony Green Tea is a wellness and sustainability start-up based around the highest quality, ethically sourced green tea. The company is dedicated to offering consumers a rejuvenating tea experience that balances flavour, health and environmental consciousness. Harmony Green Tea will be a product business that provides green tea-based products and blends. At the heart of the brand is a belief that tea is more than just a drink--it’s a ritual: Another opportunity to slow down, reflect and offer gratitude.
The motivation for Harmony Green Tea comes from the modern world’s increasing interest in healthy living and sustainable consumption. Consumers have shown a growing tendency towards natural, functional beverages with additional health benefits besides hydration (Euromonitor International, 2024). In addition, the worldwide green tea market is expected to expand gradually due to the antioxidant effects and mental health longevity connections in media found (Statista, 2024). This passion in addition to the rapidly growing interest in a healthy lifestyle lead existing health foodie business owner Marcus Casey to Harmony Green Tea, a brand that encompasses health, taste and sustainability all in one.


Products and Services

Harmony Green Tea will offer premium loose-leaf and bagged green tea products, alongside innovative wellness blends infused with natural ingredients such as lemongrass, ginger, jasmine, and matcha. The product line will be organised into three core categories:
	Classic Collection – Our classic single-origin green teas are sourced directly from the premium tea farms and blended by our mighty in-house team to keep you refreshed every season. 
Wellness Blends Functional teas that aid in relaxation, energy and cleaning with organic botanicals. 
Accessories for Eco Living – Additional and or add on items like reusable tea infusers, biodegradable tea bags and others.
Harmony Green Tea will also offer a monthly tea box subscription, allowing customers to enjoy the convenience of continuation while earning their customer base’s loyalty. Education about tea ceremonies, steeping methods and wellness tips will also be a part of the offering, aimed to elevate customer’s experience around their brew.
Innovation and sustainability are the essence of Harmony Green Tea. The business will use environmentally friendly packaging, responsive to the international trend for less single-use waste with recyclable material and rescuing plastic (OECD, 2023). What's more, sourcing while focusing on fair trade suppliers, responsible labour practices and support for small tea farmer. This strategy builds not only on the brand’s credibility in ecological and societal terms but also finds an echo with ethically minded consumers seeking transparency through their supply chain (Nielsen 2022).
There are a market need and space for this type of drink - health based, high quality and sustainably focused, with both a business benefit from sustainability as well a taste perspective. Traditional mainstream tea brands are often seen as too commercialised, with little information available on content or source. With its artisanal, traceable and environmentally friendly teas, Harmony Green Tea has closed this gulf between quality authenticity and ethics.





Objectives

Harmony Green Tea’s objectives are structured into short-term and long-term goals, aligning with its vision of becoming a recognised name in the sustainable wellness market.

Short-Term Objectives (0–3 Months): Product Launch: Launch the first range of products online and selected local stores. Brand building: Build a solid online presence with social influencer partnerships, digital marketing and a brand website that is optimised for telling stories and encouraging interaction. � Early revenue generation: Hit 500 subscribers and 1,000 retail customers in the first quarter.

Long-Term Objectives (6–12 Months): 
Product Diversification: roll out new products (matcha lattes, bottled ready to drink teas) to meet changing consumer tastes. 
Sustainable Scalability: Partner with eco-friendly cafes and wellness studios to gain visibility and market traction. 
 Market Positioning: Become known as a leading sustainable tea brand in the UK premium tea market. 
Community Building: Start a “Sip for Change” campaign - commit a percentage of the profits to reforestation "Sip for Change" or to funding tea-farmer welfare programmes.

These goals are in line with Harmony Green Tea’s expansion plan, combining them into the implementation of a digital marketing campaign, ethical branding and community reach to create trust and brand advocacy. The entrepreneurial vision focuses on sustainability through innovation stating the company's mission as an enterprise and a force of change.
Unique Selling Point (USP)

Harmony Green Tea has three USP’s, Sustainability, Quality and Health. Unlike the traditional retail brands where volume and margins dictate all decisions, Harmony Green Tea provides a total consumer experience that is managed in mind and sustainable environment. The brand differentiates itself through: 
 Sustainably Sourced Ingredients – 100% organic teas sourced from fair-trade farms. 
Earth-Mindful Packaging - Made from compostable, plastic-free materials to help your live life a waste-less one. 
Health & Wellness Focus - Functional blends to promote relaxation, focus, and immunity. 
This unique blend puts Harmony Green Tea in a class of its own and paints the picture of something far beyond just another drink it is an alternative lifestyle for mindful consumers reflect balance in a crazy world. In a market that is seeing consumerism move towards aligning with ethical practice and authenticity, the ethos of Harmony Green Tea would greatly differentiate it (Mintel, 2023).
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 External Macro-Environmental Analysis (PESTEL)

Understanding the macro-environmental factors that influence Harmony Green Tea’s performance is crucial for strategic planning. The PESTEL framework (Political, Economic, Social, Technological, Environmental, Legal) provides a structured analysis of the external forces s happing the UK tea and wellness market.
                                                         PESTEL ANALYSIS 

	POLITICAL 
	The UK political environment remains relatively stable, but several political dynamics affect small businesses in the food and beverage industry. One of the key political influences is Brexit, which continues to shape trade regulations and import costs for tea leaves sourced from Asia. Post-Brexit trade arrangements have led to increased import tariffs and complex customs procedures, potentially raising operational costs for UK-based tea importers (Department for Business and Trade, 2023). For Harmony Green Tea, this may affect pricing strategies and supply chain reliability. However, the UK government’s push for “Made in Britain” campaigns and small business grants offers potential benefits for local branding and marketing support (Gov.uk, 2024). Furthermore, policies promoting sustainability and low-carbon operations may provide opportunities for Harmony Green Tea to align with government-funded green initiatives.

	ECONOMIC
	Economic Factors
The UK economy in 2025 faces moderate inflation and fluctuating consumer confidence following global economic slowdowns. Inflation affects consumer spending, particularly in discretionary sectors like premium beverages (Office for National Statistics [ONS], 2025). However, the health and wellness sector has demonstrated resilience, as consumers continue to prioritise products associated with wellbeing and immunity (Euromonitor International, 2024). The UK tea market remains robust, valued at over £700 million annually, with growing interest in specialty teas and functional beverages (Mintel, 2023). While rising operational costs could pressure margins, Harmony Green Tea can capitalise on consumers’ willingness to pay more for sustainable and ethical products — a segment that remains less price-sensitive. Additionally, the growth of e-commerce and digital payment solutions provides cost-efficient opportunities for market entry and expansion.

	SOCIAL 
	Social trends strongly support Harmony Green Tea’s business model. UK consumers increasingly value health, mindfulness, and sustainability in their lifestyle choices. The COVID-19 pandemic permanently influenced consumer priorities toward immunity, stress reduction, and holistic wellness (Nielsen, 2022). Green tea, known for its antioxidants and health benefits, fits naturally into these preferences. Moreover, there is a rising cultural appreciation for tea rituals and authentic global flavours, reflecting a shift from mass-market teas to artisanal, experiential brands. Demographically, millennials and Gen Z represent a key target group, as they show the highest interest in ethical consumption and online subscription models (Statista, 2024). Harmony Green Tea’s emphasis on transparency, storytelling, and sustainability resonates strongly with these values.

	TECHNOLOGICAL
	Technology offers significant opportunities for business efficiency and customer engagement. The increasing use of AI-driven marketing tools, subscription management software, and data analytics enables small firms to tailor customer experiences and build loyalty. Harmony Green Tea can utilise social media algorithms, mobile apps, and chatbots to provide personalised recommendations and enhance customer retention. Additionally, advances in packaging technology — such as biodegradable materials and QR code integration — allow for greater innovation in branding and sustainability (Tech Nation, 2024). However, the rapid pace of digital transformation requires ongoing investment in IT infrastructure and cybersecurity.

	ENVIROMENTAL 
	Sustainability is both a consumer expectation and a regulatory necessity. Environmental awareness has surged, particularly regarding plastic waste and carbon emissions in packaging and logistics. The UK government’s commitment to achieving net-zero carbon emissions by 2050 has driven stricter environmental regulations and incentivised eco-friendly business practices (DEFRA, 2023). Harmony Green Tea’s use of recyclable and compostable materials directly supports these sustainability goals and provides a competitive advantage. Additionally, sourcing from fair-trade and organic farms aligns with the broader movement toward ethical consumption, which enhances brand reputation. Nevertheless, climate change poses risks to global tea production, as extreme weather patterns may affect supply consistency and quality (World Tea News, 2024).


	LEGAL 
	The UK legal environment presents both obligations and protections. Key legal considerations include food safety regulations, labelling requirements, and data protection laws. Compliance with the Food Standards Agency (FSA) ensures product safety and consumer trust. Furthermore, the UK General Data Protection Regulation (UK GDPR) requires responsible handling of customer information, particularly for e-commerce and subscription operations (ICO, 2024). Employment law, including minimum wage requirements and workplace safety, must also be considered as the business grows. Adhering to these legal frameworks safeguards Harmony Green Tea’s operations and enhances credibility in the marketplace.



  SWOOT ANALYSIS summarises Harmony Green Tea’s internal capabilities and external environment to support strategic decision-making.

	Strengths
	include strong brand positioning around sustainability and wellness, expertise in tea culture, and partnerships with ethical suppliers. The use of eco-friendly packaging and commitment to fair trade enhance the brand’s authenticity and appeal to socially conscious consumers.

	Weaknesses 
	Weaknesses involve limited financial resources and low initial brand awareness, which could restrict marketing reach. Dependence on imported raw materials also exposes the business to exchange rate volatility and supply chain disruptions.


	Opportunities


	Opportunities arise from growing consumer demand for functional and ethical beverages, digital marketing innovations, and the expanding UK wellness market. Collaborations with health influencers and sustainable cafés can further enhance visibility.

	Threats 





	Threats include economic downturns, rising import costs post-Brexit, and intense competition from established brands such as Twining’s and Pukka. Additionally, market saturation in the premium tea segment could limit differentiation unless the brand maintains continuous innovation.



 Porter’s Five Forces Analysis

Porter’s (1980) Five Forces framework helps evaluate the competitive intensity within the UK green tea industry and its implications for profitability.

Industry Rivalry
The UK is a very competitive tea market with strong competitors like Twinings, Clipper and Pukka dominating the shelf and consumer mind-space. Nevertheless, TMR types and eco-terrorism have been clipped by sustainable tea brands that cater to green-minded consumers (Mintel, 2023). Harmony Green Tea is competing for the most part based on differentiation, via sustainability and through its story; it’s not a price game." Small size of a brand enables it to be agile on consumer trends, which can aid it withstand rivalry pressures.

Threat of New Entrants
The tea industry is not difficult to enter. It’s easy to start a tea brand on the internet for not much money upfront, but being able to “build credibility with the consumer” is difficult. Success is also highly dependent on marketing spend and supply chain quality. But the ethical sourcing and eco-friendly package orientation of Harmony Green Tea provides a unique niche that would make potential generic entrants think twice. Regulations on safety and import compliance of food also serve as bottlenecks.
Threat of Substitutes
here are many substitution possibilities, including coffee, herbal infusions and energy drinks. The adaption of wellness and mindfulness increasingly mitigates this risk for green tea as the product is being viewed as a healthier option (Euromonitor International, 2024). By providing different tastes and functional effects like detox or calming, there is a further reduction in the threats of substitutes as this enhances the perceived value.
Bargaining Power of Suppliers 
Tea suppliers including organic and free-trade farms have moderate bargaining power. Good green tea leaves are harvested predominantly in Asia, and prices are vulnerable to global trade conditions. Risk of dependence can be reduced by developing long-term relationships with ethical producers and diversifying the regions from which they are sourcing. The sustainability values inherent in Harmony Green Tea may encourage collaboration leading to reduced supplier power via the creation of shared value.

Bargaining Power of Customers
Customers possess high bargaining power in the current market, given the wide range of tea options and low switching costs. However, brand loyalty in niche markets is strong when products align with consumers’ ethical and lifestyle values (NielsenIQ, 2022). By cultivating a strong emotional connection through transparency, digital storytelling, and community engagement, Harmony Green Tea can reduce customer price sensitivity and increase retention.
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Market Segmentation
To successfully place Harmony Green Tea into the competitive beverage UK market, the target customers of Harmony Green Tea need to be identified and segmented in the market. Segmentation helps the company to customise its offerings, communication and imaging to individual consumer behaviours or needs (Kotler et al., 2022). The above segmentation is derived from four dimensions: demographic, geographic, psychographic and behavioural variables.
Demographic Segmentation
 Harmony Green Tea is aimed at health-conscious consumers that sit within the 25 – 45 demographics, as they are more likely to have disposable income and prefer high-quality ethically produced products. This category is frequently composed of young professionals, health aficionados and active lifestyle advocates. Mintel (2023) claims that consumers in this age range are leading the growth in both the wellness and premium tea sections of UK retailing. There is an equal representation between men, and women however, the latter show a greater interest in wellness products and sustainable brands (Nielsen, 2022).
Geographic Segmentation
 The principal market target is in the UK, predominantly major urban centres such as London, Manchester, Bristol and Edinburgh cities with very varied consumer populations and a commitment to protecting the environment. These areas have a more significant share of consumer demographics that are actively encouraging toward sustainable and healthy brands. With business growth, Harmony Green Tea plans to take the concept to rest of Europe through e-commerce channels, riding on the trend of growing cross border online sales (Euromonitor International, 2024).
Psychographic Segmentation 
On a psychographic level, those who would be drawn to Harmony Green Tea are people seeking healthfulness, mindfulness and being responsible to the environment. They tend to lead holistic lifestyles, practicing yoga, staying fit or meditating and they prefer products that reflect their ethical values. They see consumption as an expression of who they are while authenticity and sustainability were key purchase drivers (Statista, 2024). It's a generation that looks to consumption for emotional satisfaction brands must offer more than the promise of new things, giving meaning and purpose.

Behavioural Segmentation
Behaviourally, the target market consists of frequent tea drinkers who are open to trying new flavours and who demonstrate brand loyalty when they perceive quality and authenticity. They are digitally engaged and prefer online purchasing due to convenience and accessibility. Many of these consumers subscribe to monthly wellness boxes or tea subscriptions, making recurring revenue models particularly effective. Their purchase decisions are influenced by social media reviews, influencer recommendations, and eco-friendly branding (Tech Nation, 2024).


Target Market Summary
Harmony Green Tea’s typical customer can be described as a 30-year-old urban professional who leads a busy yet health-conscious lifestyle, enjoys mindfulness activities, and prefers sustainable, ethically sourced products. They purchase both for personal enjoyment and as a conscious lifestyle choice, seeking products that align with their identity and values.

[bookmark: _Toc213186858] 4Ps of Marketing (Marketing Mix)

The marketing mix outlines the tactical decisions Harmony Green Tea will employ to deliver value to its target market, encompassing the four elements: Product, Price, Place, and Promotion (Kotler et al., 2022).

Product Harmony Green Tea brings you best selection of loose-leaf and bagged green teas, plus wellness blends made with naturally sourced herbs and botanicals. Every product has an intent to help in relaxation, focus or detoxification coin name. It comes in eco-friendly, compostable and minimalist packaging that mirrors the brand’s sustainability values.
The actual product is the tea itself and its organic high-quality packaging, while the augmented one comprises of subscription service, education tools on flavours concentrates as well as customer relations. Harmony Green Tea is positioned between mass-market leaders like Tetley or twining’s with a combination of physical and experiential benefits (Mintel, 2023).
Price
 Harmony Green Tea will use a value-based pricing approach to maintain quality and social responsibility of the products. They will be priced slightly above mainstream competitors but below luxury artisanal brands, preserving affordability for middle-income wellness consumers. An organic 50g pack of tea could, for example, retail at £7-£9 (Pukka’s average is £6, and premium brands like Kusmi Tea charge £12). Subscription boxes will be two tiers priced (i.e. £20/month for 3 blends) to drive repeat business and customer retention.
This logic resonating with the willingness of consumer to pay premium for sustainable, high-quality products (Nielsen, 2022). And occasionally, you’ll see discounts or rewards for using the app that boost perceived value without stripping down brand cachet.
Place The business will predominantly run through a direct-to-consumer e-commerce shop, selling on site of its own brand and third-party online marketplaces including Amazon and Etsy. Digitally native means low overhead and direct customer access. In the future, Harmony Green Tea will seek out partnerships with eco-friendly cafés, health stores and yoga studios to build an offline presence and increase brand awareness.
The delivery approach emphasizes availability and ease for the consumer. Reliable logistics partners guarantee the nationwide delivery, and subscription models simplify reordering at regular intervals. The internationalisation over online channels will be considered in line with increasing consumer demand, with European markets which are open to sustainability products identified as potential targets (Euromonitor International 2024).
Promotion 
The promotion will be centred around making emotional and ethical connections with consumers, including through digital storytelling and community activation. The promotional mix will combine:
 Social media marketing (Instagram, TikTok and Facebook) to disseminate visual content, wellness tips and user-generated posts. 
Collaborations with health, lifestyle, and sustainability micro-influencers to promote brand authenticity. 
Content marketing with blogs and videos featuring tea rituals, environmental stewardship and wellness benefits. 
Email marketing to send personalized offers, products updates and educative material. 
Partnerships with PR and events such as sponsoring yoga retreats or sustainability fairs to strengthen brand messaging.

[bookmark: _Toc213186859]Online and Digital Marketing Strategy

In the modern marketplace, a strong digital marketing strategy is vital for visibility and customer engagement. Harmony Green Tea will adopt a holistic digital approach that integrates social media, SEO, influencer partnerships, and data analytics.
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Social media is central to the brand’s online strategy, enabling storytelling and direct consumer interaction.
		Instagram will be the primary platform, showcasing aesthetically appealing visuals of tea rituals, eco-packaging, and wellness quotes. Visual storytelling enhances brand identity and emotional resonance (Ashley & Tuten, 2015).
		TikTok will target younger consumers through short, creative videos featuring “tea moments,” sustainable lifestyle hacks, and collaborations with influencers.
		Facebook will serve community-building purposes, promoting events, blog posts, and customer discussions.

Regular posting, interactive polls, and giveaways will encourage engagement and foster brand advocacy.

[bookmark: _Toc213186861]Website and SEO
Coinciding with retailers, its official website will serve a dual role as an e-commerce destination and a storytelling hub for the brand. It will information regarding product, sustainability credentials and an integrated blog with wellness advice. Search engine optimisation (SEO) methods such as keyword optimisation supplements ie “organic green tea” UK, “sustainable t-bag skin repair supplier”, meta-descriptions and back-linking will help to be visible on organic searches. Since online shoppers often start their product searches in search engines, good SEO means higher traffic and conversions (Chaffey & Ellis-Chadwick, 2022).
Email Marketing and Customer Retention Emailing will aid in customer retainment by providing personalised newsletters, exclusive discounts and educational information about tea culture & sustainability. Utilizing data analytics, Harmony Green Tea can then begin to segment subscribers according to preferences, purchasing frequency and engagement. Personalized email campaigns have up to 6 times more engagement rates than non-segmented campaigns, reports HubSpot (2024).
Influencer and Content Marketing Working with micro-influencers (5k–50k followers) that represent wellness and sustainability principles will increase authenticity. Cooperation with influencers is much cheaper and more believable compared to conventional advertising (Statista, 2024). Also, there will be authority making content marketing covering all aspects of teas and eco-living, establishing Harmony Green Tea as ‘go to’ expert of the sustainable wellness conversation.
Analytics and Performance Measurement All the digital activities will be tracked through Google analytics, Meta Insights and email tracking tools to trace KPI such as engagement rate, website visitor rate, conversion rate and customer lifetime value. Learnings will be used as insight for keeping marketing tactics updated and effective.

 Element 4. Legal Structure Management & Financial Planning 

Harmony Green Tea Limited will be a UK headquartered Private Ltd Co. This legal form provides multiple benefits that fit with the company's growth strategy, ethical stance and a value-based agenda. Harmony Green Tea will be a limited company; therefore, the owners are separate from the business in the eyes of law, and their liabilities are limited so that shareholders’ personal assets cannot be affected for debt or legal proceedings (Companies House 2024).
This arrangement further instils confidence with investors, suppliers and consumers something that is critical for a brand that claims to take an ethical approach to sourcing and operates under the motto of transparency. Unlike the sole trader model, it's easier to raise capital through selling shares once you’re a Ltd, which could help with expansion and product development in the future. Moreover, the corporate tax on profits is often more advantageous than personal income tax with rising profits gathered (HMRC 2014).
Administrative duties such as annual returns and audits are higher in level of difficulty compared to some traders, but the limitations on your liability and professional branding make it worthwhile. Hence, the creation of Harmony Green Tea as a private ltd company establishes our presence in being a strong and ethical base for sustainable business growth.
                                 

                                                    Chart Organisational 
[image: A screenshot of a spreadsheet]
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In terms of funding, Harmony Green Tea will need £10,000 of seed capital to fund the very early start -up costs and product development/labelling/website/marketing. According to the cash flow prediction for the first year, total inflow is estimated at £32.9K while outflow is predicted at £26.44K leading to a net positive result of £6,46K in the 1st year. This projection is based on our business becoming profitable within 12 months.
Start-up and personal funding is based on a small business loan of £4,000 a contribution from family to the amount of £2,000 with personal savings (£4000). By starting up with some personal and family money, the company can show founder commitment and be less reliant on expensive external debt, and the small business loan (which might come from UK Government’s own Start Up Loans Programme) will give it crucial early working capital for initial stock and marketing (British Business Bank, 2024).
Allocating funds strategically: 30% towards inventory and supplier costs – 25% on marketing & branding – 20% to e-commerce development – Packaging/Equipment -15%-Reserve-10 % As the company matures, earnings will be reinvested in new products, and to build the online retail channel. In the future, Harmony Green Tea may also consider angel investment or crowdfunding for larger scale operations and initiatives of sustainable sourcing. Crowd funding platforms like Kickstarter or Crowd cube are particularly favoured because it permits ethical brands to draw environmentally sensitive investors and consumers at the same time (Statista, 2024). Combined, this funding mix stabilizes and retains flexibility for Harmony Green Tea to successfully launch, maintain liquidity & achieve sustainability during their first year of operation.
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