



        


[bookmark: _Toc213444457]     EXECUTIVE SUMMARY 
Perky Blenders is a small and family-owned specialty coffee roastery that was established in 2015 in East London, the ethical sourcing, sustainability, and community interaction of which is familiar. The company is catering to different customer segments by harmonizing the digital platform between retail and online by developing a small coffee cart into a winner brand with several retail stores, wholesale customers and online subscription platform. Its strategic intention is to make sure that specialty coffee becomes so inclusive and accessible to all people and at the same time become socially responsible and environmentally friendly. The market is also discovered to exhibit very good brand recognition, diversified operations and rising opportunities in the ethical consumer markets, yet, there is the challenge of limited resources and severe competition. The hybrid growth strategy, as suggested, includes the differentiation and market development through focusing on the selective retail expansion, growth of online services, and product development. Technology, increased awareness amongst the stakeholders, and authenticity will assist Perky Blenders to engage in expanding sustainably and being competitive at the specialty coffee market in the UK in the long-term.
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[bookmark: _Toc213444458]INTRODUCTION 
[bookmark: _Hlk216012509]Perky Blenders is a local small specialty coffee roasting and retailing company with its headquarters in Leytonstone, East London and that was established in 2015. It was a little coffee cart which was established outside the St. James Street station in Walthamstow that was formed by two brothers and wife of Adam, Victoria. Perky blenders have since expanded by leaps and bounds, it now has four of its own coffee shops in London and also supplies over 50 other coffee shops in the country with the freshly roasted coffee blends (Mintah et al., 2022).
The high value of accountability, community, and accessibility is an important component of the business idea of Perky Blenders, to make specialty coffee approachable and approach-able, but not highbrow. Their roastery in East London has a state-of-the-art Petrocini Specialty Roaster, which produces them quality coffee and this has earned them various awards in the coffee industry such as two Time Out Awards in the Best Coffee Place in London boroughs.
The business model of the company is a weigh between the retail business and a wholesale supply chain and online coffee subscriptions service that delivers freshly roasted coffee to any areas in the UK. Such a diversified form is helpful in the development of different sources of revenue as well as building the customer loyalty. The other component, which is also specific to Perky Blenders, is their economic values of sustainability, inclusiveness, and community participation, which they reflect by the social programs and their partnership with other small businesses in the area.
This is a combination of providing quality products, being sustainable and community-based in the context of brand ethos, which has turned Perky Blenders into one of the most successful and popular specialty coffee roasters in the UK arena (Camilleri, 2021). 
[bookmark: _Toc213444487]Figure 1: Perky Blenders Logo
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[bookmark: _Toc213444459]CURRENT STRATEGIC DIRECTION AND GOALS
[bookmark: _Toc213444460]2.1 Vision Statement
The vision of Perky Blenders to make specialty coffee accessible and enjoyable to all parties that breaks the elitist barriers that many people tend to associate with quality coffee. This vision asserts inclusiveness and community relationship as central to the brand name (Ahmad et al., 2023).
[bookmark: _Toc213444461]2.2 Mission Statement 
The mission is to create a community-based coffee brand that will integrate ethical sourcing, superior quality, and sustainability. It will strive to enhance social responsibility as well as provide a friendly and accessible experience of coffee to customers.
[bookmark: _Toc213444462]2.3 Strategic Objectives
· Increase the retail availability by opening new coffee shops in London and possibly elsewhere (Haharinov O, 2024).
· Expand wholesale relationships to expand the brand distribution throughout the UK.
· Expand its online sales and subscriptions to reach more customers.
· Enhance the involvement of communities, partnership with the business environment and the consideration of the various customer groups.
· Uphold high levels of sustainability both in sourcing and operations.
[bookmark: _Toc213444463]2.4 Alignment of Goals with Business Activities
The operational activities of Perky Blenders are in tandem with the strategic objectives. The growth of physical stores helps to promote the popularity and local presence in line with growth objectives. Combining traditional retail with new methods of digital sales, an online subscription platform and wholesale partnerships denote the dual-channel strategy. Sustainability and community initiatives are the pillars of their brand ethos, reflected on their collaboration, event sponsorships, and sustainability. This alignment will sustain a growth strategy that maintains their own identity as it helps them all to expand and operate sustainably in the market (Tipurić, 2022).
This type of steady strategic orientation will assist Perky Blenders in remaining within the specialty coffee market as well as remain within its community based vision and moral responsibility.

 
[bookmark: _Toc213444464]ENVIRONMENTAL SCAN AND COMPETITIVE POSITIONING
[bookmark: _Toc213444465]3.1 Internal Environment
[bookmark: _Toc213444466]3.1.1 SWOT Analysis
Strengths:
· Perky Blenders has a high and very recognizable brand image based on the principles of community involvement, inclusion and sustainability, which creates the sense of customer loyalty and good image in society.
· The firm is characterized by quality of its specialty coffee, which is supported by a variety of industry awards and applies the latest technology in the coffee roasting process, such as the Petrocini Specialty Roaster (Mattinen, 2023).
· Their business strategy of being diversified ensures that they are counterbalancing various sources of revenue, such as running their own retail coffee stores, selling coffee on wholesale to more than 50 stores, as well as running an e-commerce platform and subscription service.
· Their focus on ethics sourcing and environmental friendliness makes them more attractive to socially aware consumers, a larger market niche.
Weaknesses:
· The retail outlets of the company are mainly located in East London and this restricts the exposure to brand and market size in the UK.
· Being a relatively small company, Perky Blenders has restrictions in terms of resources when it comes to marketing, expanding business operations and competition with bigger coffee chains that enjoy considerable economies of scale.
· Reliance on a local supplier network might be hazardous in terms of fluctuation of supply or fluctuation in price (Rakhmansyah et al., 2022).
Opportunities:
· Diversification by expanding to other geographic locations in the UK or overseas markets through physical stores or improved online presence is a huge growth potential.
· The increasing consumer demand on specialty coffee of ethical and sustainable origin is a positive opportunity to exploit.
· The further development of the use of digital technology facilitates the growth of online sales, especially subscriptions, in the context of which it is possible to have consistent and predictable streams of revenues.
Threats:
· The market of specialty coffee is getting significantly saturated, and there is a high rivalry of large chains of coffee shops and many independent roasters.
· Currently there is economic uncertainty that might lower consumer discretionary spending on high-end products such as inflation (Beohar, Mishra and Pandey, 2022).
· The operational stability may be affected by the potential disruption in the supply chains of coffee beans by geopolitical or climatic factors.
[bookmark: _Toc213444467]3.1.2 Value Chain Analysis
· Perky Blenders uses a strategy of inbound logistics whereby they acquire coffee beans that are of high quality and which are grown ethically, to ensure consistency and transparency in supplier relations.
· They have their activities based in their East London roastery where they perform their expert roasting methods and quality controls which is aided by their sophisticated machinery (Al-Shammari, 2023).
· The outbound logistics include various distribution channels: direct retail sales by using their own coffee shops, wholesale distribution to partner cafes and direct-to-consumers by means of their subscription service.
· Its marketing and sales approach emphasizes community participation, social networking, and the use of local collaborations, which makes their brand an inclusive brand ethos.
· The customer service is aimed at the development of outstanding experiences in stores and the customer service of their subscription customers, which also contributes to building brand loyalty.
[bookmark: _Toc213444468]3.2 External Environment
[bookmark: _Toc213444469]3.2.1 PESTEL Analysis
· Political: There is mandatory compliance with food safety, health regulations, and import controls. Costs can be affected through trade policies especially the policies governing importation of coffee (Buye, 2021).
· Economic: The market purchasing premium beverages is dynamic; different economic cycles can pose a challenge to pricing strategies.
· Social: The cultural change towards the ethical buying behaviour, sustainability issues, and the lively coffee culture has created a high demand of specialty coffee.
· Technological: The roasting technology and e-commerce are used to promote the efficiency of production and reach to the customers (Gillespie, 2020).
· Environmental: The concept of environmental responsibility and carbon footprint has grown in significance, and there is a demand to find environmentally friendly sources and decrease waste of packaging.
· Legal: Legal compliance to the health codes, labour laws and trade legislation is very essential to prevent legal risk (Kar, Das and Kar, 2025).
[bookmark: _Toc213444470]3.2.2 Porter’s Five Forces
· Risk of new entrants: Medium, because the coffee roasting industry of speciality is a skill-based and capital-intensive activity, yet market appeal welcomes new entrants.
· Supplier Bargaining Power: Medium; the ethical sourcing helps reduce the supplier base due to which dependency may increase (Pangarkar and Prabhudesai, 2024).
· Bargaining Power of Buyers: High since there are numerous specialty and mainstream coffee buyers.
· Threat of Substitutes: Moderate to high, as there are substitutes such as tea, energy drinks, and mainstream coffee chains.
· Rivalry in the Industry: It is high because the industry has numerous players including big multinational companies and small local niche roasters (Ndzabukelwako et al., 2024).
This is an enlarged discussion of the internal strengths and weaknesses of Perky Blenders in addition to a comprehensive analysis of the external environment factors which form the basis of its competitive position, its strategy risks, and growth opportunities in a volatile market.
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[bookmark: _Toc213444472]4.1 Industry Growth Opportunities
The UK specialty coffee industry is expanding, being driven by the growing consumer interest in the high-quality and ethically produced products. Consumers are seeking more customized, convenient retailing including on-line subscriptions and exceptional coffee experiences, which provide Perky Blenders with a chance to widen its targeted market (Aaker and Moorman, 2023). Expansion opportunities outside East London especially to other cities and through e-commerce platforms are potential grounds of growth. Innovations and partnerships with lifestyle brands as well as involvement in local community projects can provide an additional boost to the market.
[bookmark: _Toc213444473]4.2 Analysis of Strategic Options 
Porters Generic Strategies: the most suitable one in the case of Perky Blenders is differentiation. Focusing on its good sourcing practices, social interactions, and quality roasting practices, the company can come out of the mass-market competition and attract a niche market that can pay a premium price (Ferreira and de Sá Moscoso, 2024).
Ansoff Matrix:
· Market Penetration: Most sales are made in the current place through loyalty programs, local events, and marketing.
· Market Development: Expand in the UK new cities, add wholesale relationships, and engage in digital sales.
· Product Development: New coffee blends, coffee related products such as merchandise, educational events/workshops.
· Diversification: Find other types of drinks or complementary services, e.g. coffee subscriptions or experience-based propositions (Jurišić, 2024).
Bows strategic clock: Position on the high added-value quadrant: The high added-value quadrant meshes with high added-value positioning, which supports the high-value price model and brand loyalty based on quality and social purpose.
[bookmark: _Toc213444474]4.3 Recommended Growth Strategy
A hybrid differentiation and market building strategy would be the best. By riding on the Perky Blenders unique brand ethos, product quality and community orientation, the opportunities of penetrating new geographical markets that have a high chance of accepting ethically appropriate specialty coffee products can be realized. Simultaneously, the expansion of online subscription business will also cash in on the progress of consumer trends that emphasize on convenience and customization.
[bookmark: _Toc213444475]4.4 Sustainability and Long-term Prospects
This plan is a combination of expansion goals and environmentally friendly business values. Community involvement and ethical sourcing earn reputation of the brand, which helps to generate customer loyalty and protect against the threat of commoditization. Wholesale and online are sales channels that diversify, making a company less reliant on physical stores and increasing the resiliency to economic or location-specific shocks. Therefore, this expansion plan is poised to maintain the competitive edge of Perky Blenders and allow the organization to make profits over the long term as per its mission.
Using the combination of market trends, competitive positioning, and organizational forces,  Perky Blenders will be able to strategically control the changes in the industry without losing its values of quality and social responsibility.
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[bookmark: _Toc213444477]5.1 Identification of Key Stakeholders
· Owners/Founders: Perky Blenders is operated and owned by the Cozens family who is highly engaged in strategic and operational decisions.
· Employees: Baristas, roasters and administrative employees, the work of which and the mood affect the quality of services and the image of the brand.
· Customers: Customers who buy the goods directly, online subscription clients, and wholesale buyers, all of them determine the revenue streams and the brand loyalty.
· Suppliers: Bean coffee growers and ethical sourcing partners that are quality and sustainable in the raw materials (Kujala et al., 2022).
· Local Community: This is the local people living in the neighbourhoods where Perky Blenders has its stores, who anticipate a positive social and economic change.
· Partners: Wholesale cafes clients and lifestyle brands who work together and grow and innovate.
· Government Bodies and regulators: Organizations that control the adherence to health, safety and trade rules.
[bookmark: _Toc213444478]5.2 Stakeholder Expectations and Influence
· Owners/Founders: High influence and high interest; long-term profitable sustainable growth and management of reputation in accordance with core values.
· Employees: Moderate power and high interest; would want decent pay, safe working environment and growth.
· Customers: Moderate to high impact in terms of loyalty, require high quality of product, business that is ethical and with excellent customer service.
· Suppliers: Can have moderate influence in terms of reliability of supply; demand fair agreements of trade and stable partnership.
· Local Community: Desire to have a good community interaction with little direct power but high reputation (Kamal, 2021).
· Partners: Influence by means of commercial relationships; seek compatibility of values in brands and business success.
· Regulators: Power is high power and with low daily interest; there is compliance with regard to the laws and regulations.
[bookmark: _Toc213444479]5.3 Mendelow’s Matrix Application
The mapping of these stakeholder groups on the Mendelow matrix provides an idea of the engagement strategies:
· High Power/High Interest stakeholders (i.e. Owners/Founders, Customers, Regulators) should be actively managed and closely involved.
· High Power but Low Interest Stakeholders (Suppliers, Regulators) are to be satisfied with satisfactory communication that is not overly detailed.
· Low Power yet High Interest stakeholders (Employees, Local Community) ought to be informed and engaged to ensure that there is support and loyalty.
· Low Power & Low Interest stakeholders (certain Business Partners) periodically must be updated in order to maintain healthy relations but demand less intensive interaction (Mints and Kamyshnykova, 2021).
[bookmark: _Toc213444480]5.4 RACI Model for Strategic Options
· Responsible: The ultimate accountability of strategic success and accountability lies with the owners/Founders.
· Accountable: The management team, including operations and marketing, which has to implement strategic plans and ensure that stakeholders remain in good terms.
· Consulted: The employees and partners are consulted on their feedback of operations, innovation and community involvement.
· Informed: To sustain a level of transparency and trust, the customers and the local communities in the area will be informed about the efforts of sustainability, the introduction of new products, and the news about the company.
With this planned stakeholder analysis, Perky Blenders will be able to focus assets and customize communication to essentially align the stakeholder interests with the strategic direction of the company in reducing risks and augmenting support to growth initiatives.
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[bookmark: _Toc213444482]6.1 Key Recommendations for Growth and Development
· Selective Retail Expansion: Perky Blenders must engage in the aggressive geographic expansion, initially focusing on the urban locations in the UK that already have in place developed coffee culture e.g. Manchester, Birmingham, and Edinburgh. This will be a cautious growth that will keep the company within control and brand intact.
· Enhance Web and Subscription Services: The digital experience, such as customized subscribers, loyalty plans and user-friendly e-commerce will be strengthened to address the growing consumer demands to access convenience and high-quality experiences.
· Expand Product Line: This can be done through the creation of new specialty coffee blends, environmentally-friendly and innovative packaging, and merchandise related to coffee, to diversify the revenue bases and appeal to different customer segments.
· Strengthen Community and Social Integrity: The additional cooperation with the local SMEs, taking part in social actions, and transparent sustainability reporting will enhance the credibility and genuineness of the brand in the eyes of customers.
· Operational Excellence: Technology solutions to inventory management, supply chain transparency and customer relationship management can be adopted with the aim of increasing efficiency and scalability.
[bookmark: _Toc213444483]6.2 Implementation Challenges for SMEs
· Financial/Human Resource Constriction: The cost of expanding the retail presence and changing the technological infrastructure may be a burden on the funds and manpower.
· Competitive Market Dynamics: With the increasing number of premium coffee products, the market requires constant innovations and distinctiveness to be able to maintain its market shares.
· Complexity of the Supply Chain: The world has become more complex and issues including climate change and political instability have made sourcing of excellent and ethically produced coffee beans riskier.
· Striking a Balance between Authenticity and Scale: Since the business will continue to expand, it might become difficult to maintain the community-focused brand personality and sustainable practices.
[bookmark: _Toc213444484]6.3 Mitigation Strategies and Action Plan
· Gradual Expansion Strategy: Introduce the new markets using pop-ups or alliances and only decide on permanent locations then.
· Strategic Partnerships: Co-operate with other SMEs and complementary brands in order to share resources, co-market, and innovate.
· Supply Chain Diversification: Build partnerships with various ethical suppliers in different regions in order to reduce risks.
· Technology Inventory: Introduce scalable software to enable multi-channel business and customer interaction.
· Integrate Sustainability in Everything: To ensure that the stakeholders are not scared, it is important to make sustainability an observable component of the company culture and operations.
Market Environment Rationale to Recommendation
The UK specialty coffee market is growing dynamically with its CAGR of approximately 10 percent in the upcoming 2030 because the young demographics (18–39-year-olds) are becoming more interested in high quality and ethically produced coffee. The UK coffee market as a whole is expected to reach over £7 billion by the year 2030, with the specialty segments contributing significantly to the development of the market. There are trends towards sustainability, convenience via digital applications, and product innovation that are highly aligned with the strategic areas of focus to Perky Blenders. It is an optimistic market position that enables the specified expansion plans and the business enhancements to be more feasible and attractive. It is this holistic approach that will give the guideline through which Perky Blenders will be able to attain a sustainable development without compromising its brand identity and its ability to operate in the changing competitive environment.

[bookmark: _Toc213444485]CONCLUSION
Perky Blenders is a thriving UK based SME specialty coffee company with a distinctive community-based and sustainability-oriented brand image. Having established a strong base on the principles of quality products provision, ethical sourcing, and the involvement of everyone despite their differences in product consumption, the company has attained significant growth through a wide range of distribution channels such as the retail outlets, wholesale relationships, and online shopping service.
In order to maintain and develop this success, the strategic focus that is recommended is selective geographic expansion, development of digital sales platforms, product innovation, strengthened connection to the community, and excellence in operations. These plans are consistent with the market tendencies of changing in terms of specialty coffee consumption based on convenience, quality, and ethics.
Although there are issues like limited resource base, competition, and risks of supplier chain, incremental growth, utilization of partnerships, and scaling up of technologies will help in reducing these risks. Additionally, the active stakeholder management based on such systems as the Matrix and RACI will guarantee that the interests will coincide and collaboration will be successful.
In general, Perky Blenders is in a strategic position to manoeuvre through the competitive coffee market environment by keeping its original values yet being innovative and expanding in a strategic manner to attain long-term sustainable growth and competitive edge.
[bookmark: _Toc213444486]
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