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Summary of the report.

Founded in 1978 by Anita Le Roy, Monmouth Coffee Company began as a London-based roaster and retailer that brings a unique speciality and is renowned for its commitment to quality and ethics. In the beginning, was roasted in the basement of the shop on Monmouth Street, Covent Garden, using rather old‑fashioned, direct-flame machines. It is distinguished by a fragrant aroma with organic quality Arabica beans sourced from farms, estates and around the world… with an emphasis on traceability and sustainability. Monmouth also operates a highly vertically integrated model, controlling the value chain in supply, sales and distribution across its Covent Garden, Borough Market and Bermondsey locations. 
Over the years, the growth strategy has focused on maintaining quality and sustainability. In 2017, the headquarters were moved to Spa Terminus in Bermondsey to accommodate further growth, with two roasters from Loring in California USA, which offer them a more efficient point of view thanks to air frying technology. A commitment to sustainability and the use of renewable energy has taken sourcing practices to the next level in minimising environmental impact. Borough Market has positioned the company as a leader in the UK coffee industry, inspiring many through cultural diversity and setting high ethical standards.
[bookmark: _Toc213695734]Introduction of the Monmouth Coffee.

London roasting and retail company Monmouth Coffee, founded in 1978 in Covent Garden, is recognised as one of the smallest and most successful in the UK coffee industry. Accentuating artisanal quality and transparency in the coffee value chain, the small and medium-sized enterprise (SME) of around 250 employees operates based on a well-organised structure and is proactive in its online operations. Products include freshly roasted Arabica coffee beans, drinks prepared and served in its Covent Garden, Borough Market, and Bermondsey, as well as walk-in beans sold online and via e-commerce. 
It also offers coffee subscriptions with various accessories for preparing coffee, along with serving many customers. The business model is a vertically integrated one that maintains control over the quality of traceability, thereby pursuing the ethical and sustainable positioning of its brand. It considers itself unique in its responsibility to ensure fair prices, long-term partnerships and a focus on superior quality. However, the café integrates into contemporary minimalist branding inspired by the Baux company, which focuses on craftsmanship and diversity. Monmouth Caffee highlights authenticity, sustainability, but even so, SMEs face various challenges in terms of financial resources, capacity constraints, and maintaining brand integrity during growth. Factors that must be carefully considered for a good future strategy.

[bookmark: _Toc213695735] Mission, Vision & Objectives.

From the company’s “About Us” page: “We source and roast coffee from single farms, estates and cooperatives. When we taste a coffee that we like, we want to know where it comes from and who grows, picks and processes it.” E. Duygulu (2016). “We believe that where such a relationship exists, quality, quantity and price requirements can be discussed in an open and equal way. We see this as sustainable, fair and equal trade.” These statements indicate that the company's mission is to include the product in the London market, particularly in areas like Shoreditch, Clerkenwell, and Soho, are saturated with coffee options. For a business to stand out and become a household name like Monmouth Coffee, it must offer something truly distinctive. G. Mion et al. (2024). Their distinction lies in their unwavering promise of quality, a promise they consistently deliver on. This reliability has cultivated a fiercely loyal customer base who know they can depend on Monmouth Coffee for an exceptional daily brew, solidifying their status in the city’s heart. Quality with moral provenance and sourcing in long-term relationships with farmers.
Vision.
In the London market, with its own vision of Shoreditch, Cornwall, to stand out and become a household name like Monmouth Coffee, they have to offer something completely different. Their distinction lies in their constant promise of quality, and that is why they have won the hearts of their customers. Therefore, a working vision could be considered something like: “To be the leading artisan coffee roaster/retailer that combines exceptional quality from bean to cup with ethical sourcing and long-term partnerships with growers.”
Objectives.
As an objective, they are very simple to maintain and grow sourcing relationship between farms, estates and cooperatives. Product quality is delivered the small batch roasting strong flavour profiles and craftsmanship ensuring an ethical sustainable sourcing practises in a transparency supply chain. In operational excellence and sustainability operations will have example as energy efficient roasting equipment reuse in renewables as part of long-term resilience. 

1. [bookmark: _Toc213695736]Internal environmental analysis in SWOT Analysis
[bookmark: _Toc213695737] Strengths:

        Brand reputation is the strong foundation that Monmouth Coffee has. Trust in the specialty coffee market is essential with SMEs operating in niche markets. According to Hatta et al. (2022), SMEs have a differentiated product and service that can leverage brand recognition to maintain a competitive advantage. All of this strengthens its authenticity and consumer loyalty (Monmouth Coffee, 2025). Quality and traceability are made possible by vertical integration, which manages the whole value chain from sourcing to retail. According to Porter (1985), vertical integration in SMEs can result in distinctive value propositions and obstacles to competitors' entry. Monmouth can achieve repeat business through customer loyalty in a niche market that places a high value on sustainability. According to the literature, loyalty-based client bases in SMEs can make up for lower marketing expenditures (Othman et al., 2021). Since the company's headquarters are primarily located in London, it has a limited geographic presence, which limits its revenue streams and exposes it to local market fluctuations.
[bookmark: _Toc213695738]Weaknesses:

        Geographical concentration raises risk, and SMEs must choose between pursuing growth and retaining control (Lubis et al., 2019). Small and medium-sized businesses (SMEs) prioritise resource constraints, which makes it difficult to scale operations and marketing initiatives (Lubis et al., 2019). Risks associated with supply chain disruptions can arise from reliance on suppliers and particular coffee producers (Gika et al., 2023). However, because of political unrest in the producing regions and climate change, premium coffee also poses risks to the supply chain (Kakar et al., 2025).

[bookmark: _Toc213695739]Opportunities:
       Growing consumer demand for sustainable and ethical products through the expansion of digital commerce and subscription models is driving high growth, driven by hotels, restaurants and boutique stores.
Threats:
       Threats include rising global coffee bean prices and supply chain volatility. Pressure is mounting on intense competition from other specialty roasters and economic downturns affecting premium coffee consumption.





[bookmark: _Toc213695740]Using Porter's (1985) value chain framework, the value chain analysis includes: 

       Inbound logistics, where sourcing directly relates to traceability and supports Monmouth's sustainability goals. Additionally, ethical sourcing can help SMEs stand out in competitive markets, according to academic research (Bager, 2020).
       Small-batch roasting operations, ensure high quality, which requires a lot of labor and thus a balance between craftsmanship and scalability to address efficiency needs. (Dwikat, 2022).
      Outbound logistics, brings direct distribution through cafes and online platforms, which allows for strict quality control for which coverage is limited. With the help of digital tools, efficiency and market access could increase. (Jacobi, Lara et al. 2024)
      Marketing and sales are proven, as is transparency about the provenance of coffee, and differentiate Monmouth from mass-market brands. (Hatta et al., 2022).
      Personalized in-store experience services and supplier relationships reinforce brand loyalty, and academic studies highlight the company's strong focus on services that surpass even the high performance of larger competitors in niche markets. (Othoman et al.,2021).


2. [bookmark: _Toc213695741]Analysis of the External Environment in PESTEL Analysis.

· Political: Trade and tariff regulations that influence import costs. SMEs are quite sensitive to policy changes as they cannot easily absorb cost increases. (Kakar et al., 2025).
· Economic: Premium coffee is an expense with a gap in inflation and economic downturns that can reduce demand. Consideration should be given to monitoring consumer behavior and then adjusting prices and product offerings accordingly. (Bager, 2020). 
· Social: Brings ethical consumption of growth that supports the city's commerce model, and the literature shows that an alignment of operations will distinguish social trends that strengthen market positioning.  (Dwikat, 2022).
· Technological: It is given by capitalizing on e-commerce with digital marketing, which capitalizes on dominated channels. It is found that by adopting digital platforms, the customer base and operational efficiency expand. (Othman et al., 2021).
· Environmental: Climate change is clearly disrupting coffee supply, which will affect prices and availability. SMEs need contingency supply strategies to mitigate these risks.  (Kakar et al., 2025).
· Legal: Food safety regulations and workforce must be met, along with resources to ensure compliance and maintain credibility. (Lubis et al., 2019).

[bookmark: _Toc213695742]Detailed argumentation for the Porter’s Five Forces.

1. Threat of New Entrants (Moderate): Since entry into the coffee market is relatively cheap and requires a strong brand and a supply chain that requires time and trust, creating a moderate barrier. (Gika et al., 2023).
2. Bargaining Power of Suppliers (High): Due to the limited number of high-quality coffee producers, it provides suppliers with greater bargaining power, increasing costs and the risk of supply disruption. SMEs are more vulnerable than large corporations because they cannot diversify as easily.  (Kakar et al., 2025).
3. Bargaining Power of Buyers (Moderate): Consumers can choose alternative coffee shops and products by differentiating quality, which reduces buyer power. (Dwikat, 2022).
4. Threat of Substitutes (High): Coffee shops, with instant coffee and home brewers as their first steps, are readily available substitutes, forcing Monmouth to continuously innovate to validate its unique value. (Othman et al., 2021).
5. Industry Rivalry (High): The market includes global chains as well as local artisanal roasters. Differentiation is achieved through niche branding and is valuable for survival. (Gika et al., 2023).



[bookmark: _Toc213695743]Ansoff Matrix.

Market Share (Ansoff Matrix): In this organization, market entry is given high priority because it is the least risky growth option, involving selling multiple identical products in existing markets (Ansoff, 1957; Dwikat, 2022). Academic opinions in SMEs succeed when brand authenticity is leveraged in loyalty and local networks (Gilmore et al., 2001; Eggers, 2020). 
Marketing development: Introducing current products into new geographic or demographic markets. Academic opinion that has as a common thing in growth is when the power of differentiation is strong and has limited market coverage. (Parnell et al., 2020). Risks with logistics complexity and the need for digital channels (Gika et al., 2023). Relevance in Monmouth could expand into regional cities in the UK or into international wholesale markets.
Product development: Is considered another alternative strategy for craft firms that rely on innovation to maintain their relevance (Beverland, 2005). Monmouth could introduce new offerings, such as seasonal blends, brewing equipment, or cold draft beer. These innovations can provide consistent growth and a premium brand image.
Diversification, which involves introducing new products to markets, is the riskiest strategy in general, unsuitable for SMEs with limited resources (Hitt et al., 2017). Because, given the deep specialization of, unrelated diversification would dilute its brand and expand its craft capabilities.
[bookmark: _Toc213695744]Porter and Bowman’s Positioning.
        Plays a role in Porter’s (1980) generic strategies, which suggest that SMEs are best suited to differentiation and focus strategies because cost leadership requires scale that they cannot achieve (Hatta et al., 2022). They also compete carefully through differentiated quality, transparency, and craftsmanship, which together provide a competitive advantage. (Beverland, 2005). Bowman’s strategic clock supports this view, with only a partially differentiated identification through value and price. 
The proposed long-term strategy is based on academic evidence and capabilities with the most prosperous and sustainable strategy being a combination of market development based on differentiation, digital expansion and product innovation.

[bookmark: _Toc213695745]Stakeholder Analysis:

	Power / Interest
	Stakeholders
	    Management Approach

	High / High
	Owners, key suppliers, core employees
	    Manage closely

	High / Low
	Regulators
	    Keep satisfied

	Low / High
	Customers, local communities
	    Keep informed

	Low / Low
	Occasional tourists
	    Monitor



[bookmark: _Toc213695746]Mendelow’s matrix:

High Power / High Interest in owners, suppliers, key employees who manage closely.
High Power / Low Interest through regulators resulting in keeping them satisfied.
Low Power / High Interest in local communities, retail customers resulting in consistency in information.
Low Power / Low Interest in occasional tourists resulting in superficial monitoring.

[bookmark: _Toc213695747]Example of a RACI Framework (Digital Strategy Implementation)

	Activity
	Responsible
	Accountable
	Consulted
	Informed

	Launch e-commerce
	Digital Manager
	Directors
	Store Managers, Suppliers
	Staff, Customers

	Subscription program
	Marketing Team
	Directors
	Roastery Team
	Customers



This framework ensures structured implementation while managing the resource constraints of SMEs (Freeman, 2010).

[bookmark: _Toc213695748]Strategic strategies.

1. Digital transformation (high priority) with the launch of a modern e-commerce platform. Introduction of online subscriptions and digital loyalty programs, use of data analytics for customer insights, and justification SMEs with strong digital capabilities will achieve greater growth and resilience (Gika et al., 2023).
2. Strengthening the supply chain with direct trade in long-term supply agreements. Co-investment in sustainable agricultural techniques. Justification in reducing supplier risk which will increase supply stability. (Teece, 2018).
3. Controlled expansion of commerce targeting boutique hotels, and restaurants with coworking spaces. Justification to increase revenues without over-expanding operations.
4. Creating value based on experience in coffee masterclasses, “farm to cup” workshops. Arguing for creating differentiation and additional revenue streams in (Bowman’s value strategy).
5. Operational efficiency in investing with an small-scale automation (inventory systems). Developing skills for roaster and retail staff. What increases productivity without compromising craftsmanship.

1. [bookmark: _Toc213695749]Gap in strategic direction:
The lack of a formalized vision statement as a result has created a gap because, although Monmouth Coffee’s mission is to provide ethical and high-quality coffee, the company lacks a formalized and concrete vision statement that communicates its long-term strategic ambition. This limits internal alignment and external strategic clarity. (Duygulu et al., 2016). 
2. [bookmark: _Toc213695750]Recommendation: 
Develop a clear, concise vision statement, such as: “To be the UK’s most trusted and sustainable specialty coffee brand, connecting consumers directly with ethical coffee producers around the world.” This also provides a forward-looking direction, reinforcing strategic coherence and internal motivation (Sandada, 2014).
Invest in employee development for the success that depends largely on qualified and motivated staff (Bager, 2020). Recommendations will be training programs for baristas, leadership development and structured feedback.This improves service quality and employee retention.
         Strengthening internal governance which increasingly faces role ambiguity (Niemimaa et al., 2019). As a recommendation, implementing RACI-based roles. Creating small teams for major projects and improving strategic communication. This will support smoother and longer-term implementation of the growth strategy.





[bookmark: _Toc213695751]Conclusion:
      
       In conclusion, the strategic assessment of Monmouth Coffee demonstrates that the organization’s long-term sustainability depends on its ability to protect its artisanal identity while adapting to a rapidly evolving specialty coffee market. The analysis shows that its clearest and most distinctive strength is its commitment to ethical sourcing, craftsmanship, and direct trade, which remains a rare and valuable capability in an increasingly competitive industry (Barney, 1991; Beverland, 2005). Yet, the firm’s limited digital infrastructure, capacity constraints, and exposure to supply chain instability highlight structural weaknesses that could hinder growth if not strategically addressed. The external environment is shaped by increasing consumer expectations for clearness and sustainability, technological changes to trade and increasing environmental pressures on global coffee production. These trends support the need for business models to be more resilient and flexible. (Teece, 2018). 
        The competitive position was assessed using Porter’s Five Forces and the Ansoff Matrix, which suggests that controlled expansion rather than aggressive scaling is the most feasible path forward. The proposed differentiation strategy is boosted by both viable and sustainable technology. It builds strengths and through selective digitalization with deeper relationships with suppliers and customers. The analysis is conducted by stakeholders who confirm that this direction is acceptable to powerful actors such as owners, long-term suppliers and employees, as it maintains organizational values ​​while allowing for measured growth. By capitalizing on core strengths while addressing operational and environmental vulnerabilities, the company is positioned to achieve resilient, ethically informed growth in a highly competitive specialty coffee market.
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